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Abstract 
Background 

Internationalization is a rapidly increasing trend of firms and markets in today’s business 
environment where fashion companies have evolved to be one of the most successful and 
dynamic international retailers. Though a majority of SMEs in the retail fashion industry have 
the potential to become international, many never do due to a number of barriers. When 
making decisions regarding international strategies, it is important for companies to analyze 
and understand the foreign market to determine if there is an opportunity for success on the 
market. However, many SMEs fail to do a thorough market analysis prior to 
internationalizing and never reach their full potential on the market. 

Purpose 

The purpose of this thesis is, through a market analysis, to determine if Sweden is a suitable 
market for a Canadian SME in the men’s retail fashion industry.  

Method 

A qualitative study was carried out to help determine the purpose of the paper where data was 
collected through a single case study of the company Phresh Image. Primary research was 
conducted through interviews with the CEO of Phresh Image as well as focus group meetings 
to collect data regarding the company and the potential customers. The interviews were 
structured after the theoretical framework and included participants described by Phresh’s 
target group. Secondary data was collected regarding Sweden and the Swedish retail industry 
and used to compare the domestic market to the foreign market.  

Conclusion 

By answering the research questions, the thesis found that Sweden is a suitable market for a 
Canadian SME in the men’s retail fashion industry. Branding, quality design were among the 
most influential characteristics for Swedish consumers and retail companies in the fashion 
industry must take these into consideration when internationalizing to Sweden. Canada’s and 
Sweden’s economic, political and cultural environments proved to be rather similar though 
some adaptation of a company’s marketing mix may be required. In addition, exporting was 
shown to be the most suitable way for retails to enter into Sweden providing limited barriers 
and low risk.  
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1. Introduction 
The introduction of this thesis presents a background on internationalization in the retail 
sector and in Small and Medium Sized Enterprises (SMEs). The problem area discusses the 
importance of conducting market research prior to internationalizing to a new market. 

1.1 Background 
Growth is viewed as one of the main business objectives many companies face and can likely 
be essential for some companies to survive. Growth can be achieved in many ways and can 
vary depending on the type of business and characteristics of the company (Carter and Jones-
Evans, 2006). Internationalization is one of the possible alternatives for growth and is a 
rapidly increasing trend of firms and markets in today’s business environment. Businesses 
have displayed drastic levels of growth since the latter part of the twentieth century through 
internationalization. Firms have not only realized that international expansion represents an 
opportunity for growth, but that it may be a necessity in remaining competitive as 
international competitors move into the domestic market (Vida and Fairhurst, 1998). As the 
business environment revolutionizes, firms of all sizes and in all types of industries are 
increasingly taking part in the international growth path as a way of leveraging resources and 
reducing business costs and risks (Carter and Jones-Evans, 2006).  

Like other economic activities, retailing is affected by internationalization. The retail sector 
has shown an increase in international activities through retail internationalization over the 
past two decades (Vida and Fairhurst, 1998). Retail internationalization (RI) is an option for 
retailers to develop their business portfolio through product and geographic diversification 
(Dupuis and Prime, 1996). RI is also a practical choice for retailers who recognize that they 
can no longer grow in their domestic market (Vida and Fairhurst, 1998). Europe is just one 
example where retail internationalization has drastically increased. The single market has 
attracted retailers from all over the world to move internationally in hopes of leading the 
market share on the continent (Dupuis and Prime, 1996).  

The Fashion Retail Industry is no exception when it comes to retail internationalization. Like 
in any other industry, many fashion products are global (DeNicolais, 1989). Wigley and 
Moore (2007) explain that fashion companies have evolved to be one of the most successful 
and dynamic international retailers of today. They state that in 2003, all but one of Europe’s 
top specialist clothing retailers marketed outside their country of origin with a majority of 
total sales coming from other international markets. It is evident that international activity has 
become a major part in the growth of fashion retailers (Moore et al., 2000). Dawson (1993), 
suggests that fashion retailers are more likely to achieve international success since their store 
operations are typically smaller when compared to other retailing sectors.  

Though a majority of Small and Medium Sized Enterprises (SMEs) in the retail industry have 
the potential to become international, many never become involved in international markets 
due to a number of barriers. Many retail SMEs fear that their products are not marketable in 
foreign markets. Therefore, they become preoccupied with the domestic market and fail to 
acknowledge the potential opportunities of the global market (Doole and Lowe, 2004). With 
a high degree of risk associated with internationalization, SMEs have limited resources and 
require a faster rate of return. Because of this, modes of entry are limited for SMEs when 
looking to expand overseas which prevents many companies from even considering going 
international. Cultural, legal, economic and consumer differences between markets 
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contributes to the complexity of foreign market development, as well as, limited market 
knowledge and expertise (Hutchinson et al., 2006). Other internal constraints also pose as 
barriers to international growth in SMEs such as limited capital, management and time 
(Buckley, 1989). In Andersson’s (2006) study he found that firms in consumer goods 
industries, such as retailing, tend to internationalize at a slower rate than other industries due 
to the fact that more resources are required to enter into a foreign market. Andersson (2006) 
discusses that not only are consumer goods influenced by the local culture, more resources 
are required for advertising and brand building when entering into new countries and product 
adaptation is required in order to be successful.  

Once a SME has made the decision to internationalize and what market to enter, they must 
then decide what market entry strategy is the most appropriate. There are several market 
entry strategies and development modes to consider in internationalization, including joint 
venture, franchising, direct/indirect exporting, wholly own subsidiaries, licensing, 
acquisitions, merging, and contracting (Carter and Jones-Evans, 2006). Although there are 
many options to choose between, the key to success is choosing the market entry strategy that 
best suits the company and its needs (Doole and Lowe, 2004). Knowledge and understanding 
of the markets, in which a company operates, are critical in making decisions regarding 
international strategies and affects all business activities. Thus, global marketing research is 
an essential part of the internationalization process and in the survival of a company in the 
international marketplace (Hollensen, 2001). 

1.2 Problem Area 
Deciding to internationalize is a major decision for a company, one that requires strategic 
thought and planning. Considering all aspect from where, when and how, a company must 
analyze the threats and opportunities that each market provides prior to expanding overseas. 
Due to uncertainties and the complexity of global markets, marketing research is a tool used 
to help reduce the risk in decision making (Hollensen, 2001). Marketing research is defined 
by Doole and Lowe (2004, pp. 100) “as the systematic gathering, recording and analysis and 
interpretation of data on problems relating to the marketing of goods and services”. In 
carrying out marketing analysis, information regarding customers, competitors, environment 
and other marketplace factors is obtained and used to make strategic decisions regarding the 
company’s international strategy (Doole and Lowe, 2004). The role of international 
marketing research is to provide the company with an evaluation of potential markets 
globally and of the market demand. Information is also offered through research regarding 
the risks and costs involved in market entry. One of the main purposes of conducting 
marketing research is to identify market opportunities. By evaluating its opportunities, a 
company can decide which markets are the most attractive to enter based on information 
collected concerning product demand and forecasts of sales (Kotler, 2004).  

Though many SME companies recognize the importance of marketing research in the 
domestic market, many never incorporate it into their global marketing activities. Most SMEs 
conduct less market research than larger organizations before they enter a foreign market. 
Also, once a SME has entered the market, they most likely do not conduct any further 
research on the market (Hollensen, 2001). Hollensen (2001) describes the main reason for 
SMEs not conducting global marketing research is due to the lack of sensitivity of other 
cultures and differences in customer tastes and preferences.  
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1.3 Purpose 
The purpose of this thesis is, through a market analysis, to determine if Sweden is a suitable 
market for a Canadian SME in the men’s retail fashion industry.  

1.4 Research Questions 
In order to examine the purpose, the following research questions have been developed to be 
able to provide conclusions and recommendations based on the findings:  

1. Are the cultural, political and economical environments of Sweden fitting for a 
Canadian SME in the men’s retail fashion industry?  

2. Is there consumer demand on the Swedish market for a new men’s retail fashion 
brand?  

3. Can a Canadian SME in the men’s retail fashion industry effectively compete with the 
existing competitors on the Swedish market?  

4. What is the most suitable entry strategy for a Canadian SME in the men’s retail 
fashion industry internationalizing to Sweden?  

1.5 Structure of Thesis 
The thesis is divided into six chapters which are presented in Figure 1.1. The first chapter 
introduces the topic of the study and provides a background and the problem area of the 
topic. The purpose of the study is then presented followed by the research questions 
developed in order to answer the purpose. In the second chapter, the theoretical framework is 
presented and is used as the foundation of the thesis. The third chapter discusses the 
methodology used in the study and how the researchers conducts the research and collects the 
data. The empirical data found through the data collection is presented in chapter four and is 
followed by the analysis of the finding and theories in chapter five. Thereafter, chapter six 
presents the conclusions to the study and recommendations from the researchers. Finally 
chapter seven presents the implications for further research.               

                            

Figure 1.1 Structure of thesis 
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2. Theoretical Framework  
This chapter presents the foundation to the thesis and explains the areas of the framework 
used in this thesis to analyze a foreign market in retail internationalization.  

2. 1 Retail Internationalization (RI) 
Previous research in retail internationalization have proposed conceptual frameworks of the 
retail internationalization process that incorporate and include the frameworks developed in 
international business and marketing literature (Alexander and Myers, 2000). Thus 
considered, one of the most widely adapted theories of internationalization, the Uppsala 
Internationalization Model (Johnanson and Vahlne, 1977), has become a necessary 
component in the retail internationalization process (Alexander and Myers, 2000). In this 
model, the internationalization of a firm is seen as a process of gradual commitment and 
international involvement as knowledge is gained on the foreign market. The model implies 
that firms will increase their international involvement in small steps due to lack of 
experience and knowledge of the market. Firms will then gradually increase their 
commitment and resources in foreign markets and the market entry mode will change as more 
experience is provided. The concept of “psychic distance” is introduced where firms are 
likely to enter into new markets where such factors as language, culture, political systems, 
economic development, etc. are the most similar to the domestic market and can be easily 
understood (Johanson and Vahlne, 2001).  

RI research has shown to support the Uppsala concept, where retail companies have proven 
to view initial markets chosen because of their geographical or cultural proximity to the 
domestic market (Moore et al., 2000).  Vida and Fairhurst (1998) discuss that a number of 
recent RI studies have found to support the correlation of psychic distance and country 
market selection. The following is also supported by Wigley and Moore (2007) who state that 
psychic distance is a key factor in the expansion and company performance of international 
retailers. In addition, it has been noted that traditionally retailers have moved into foreign 
markets that are geographically close or culturally similar to the domestic market (Treadgold 
and Davies, 1989; Waldman, 1978). Through many years of research in retail 
internationalization, Alexander (1997) identifies three reasons why markets are attractive to 
retailers. These reasons include markets that are geographically proximate, markets that are 
culturally proximate, and markets that have reached an appropriate level of economic 
development. The following reasons identified by Alexander (1997) are in line with the 
concepts of the Uppsala theory where the most attractive markets to retailers are those similar 
in culture, economy and relatively close in distance. In addition to the three main reasons for 
market attractiveness, three other key factors have been discussed by Alexander (1997) that 
are important to consider when moving into new international markets. These additional 
factors are public policy, social conditions and retail structure. All factors are explained by 
Alexander (1997) as necessary areas for retailers to consider when selecting new markets and 
are to be used to analyze market attractiveness. 

2. 2 Analyzing Foreign Markets 
When internationalizing, retailers tend to comply with the theories of internationalization and 
look for markets that require less risk. In order to reduce the risk a foreign market analysis on 
the specific market is recommended to gain a better understanding of the important market 
development factors (Alexander et al., 2007). Many methods and frameworks have been 
developed to analyze foreign markets and help companies identify opportunities and 
problems within a specific market, as well as provide a cross-country comparison. Such 
assessments are important to consider in international market selection and are helpful to 
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determine the appropriate method of market entry for companies when internationalizing to a 
foreign market (Doole and Lowe, 2004). Doole and Lowe (2004) identify the 12C 
environmental analysis model as a method for analyzing international markets. The 12C 
framework consists of basic country information, concentration and structure of market 
segments, culture, choices regarding supply and competition, demand known as consumption, 
contractual obligations in legal and business practices, commitment and access/barriers to the 
market, infrastructure channels, communication, pricing or capacity to pay, the currency, and 
other factors to beware of known as caveats.  

Through an extensive study on international marketing literature, Wood and Robertson 
(2000) identified six factors as being important when selecting a foreign market and 
developing an international marketing strategy. These factors include: 1) Political – stability 
in the export market, relationship between home government and foreign government, and 
foreign government policies and practices to private enterprises 2) Economic – development, 
productions of goods and services, and product consumption in export market 3) Market – 
demand for products, adaption costs to export market, and competition 4) Culture – 
differences between home and foreign market, and cultural unity within export market 5) 
Infrastructure – distribution, communications, geography and climate and 6) Legal – tariff 
and non-tariff barriers, taxes, laws and regulations.  

As theories of internationalization are dependent on market information to make 
internationalization decisions, it is important for companies to conduct a thorough market 
analysis. Given all of the different market analysis models in international market selection 
(IMS), there is no agreement to which factors are the best indicators for market selection or 
how the factors should be weighed. It has been argued that approaches which only use two 
types of variables, such as cultural or economic characteristics, limit the analysis and do not 
capture all of the influences in market selection (Papadopoulos et al., 2002). Thus, for the 
purpose of this paper, with the Uppsala theory of internationalization, retail 
internationalization and foreign market analysis models considered, we have created a foreign 
market analysis model for retail internationalization that provides market information about a 
specific market based on six influential factors. These factors are: company, customers, 
political/legal, economic, social/cultural, and retail structure. Company is used to identify 
attractive markets based on company specific characteristics. Company resources, 
competences, modes of entry, and the marketing mix all help in defining the company and the 
potential fit the company may have in the foreign market analyzed (Barney, 1991; Hollensen, 
2001). The customers are important in analyzing a foreign market to be able to identify the 
demand and market segmentation within the market. Consumer buying behavior is influenced 
by political/legal, economical and social/cultural factors and therefore all are included in the 
model as they are important to consider when analyzing a foreign market (Doole and Lowe, 
2004; Kotler, 2004). Retail structure is the final influential factor in the model, where it is 
critical for retailers to understand the retail structure within a new market in order to be 
successful (Alexander, 1997).  

The information provided by the following model is essential in retail internationalization 
where retail firms must evaluate each of the six factors described in the model when 
considering internationalizing to a foreign market. International decisions should then be 
made in the company’s best interest where all of the information is valued differently 
depending on the impact of the information on the firm’s success and given their industry and 
organization (Wood and Robertson, 2000).  
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Figure 2.1: Retail Internationalization Foreign Market Analysis Model 
 

2.3 Company 
This section presents Company which deals with the resources, competence and modes of 
entry of the firm for which the foreign market analysis is carried out. The marketing mix is 
also discussed under the Company section. 

2.3.1 Resources 
Hollensen (2001), states that the company resources are the basic units of analysis and they 
contain all inputs into the business process, which is financial, technological, human and 
organizational resources. Grant (1991) agrees that resources can be seen as “inputs” into the 
production process and without it as inputs no production can take place; therefore it is the 
most essential essence for which firms exist. Amit and Shoemaker (1993, pp. 35) believe that 
“resources consist of know-how that can be traded, financial or physical assets, human 
capital, etc”. The author’s definition is in line with Barney (1991) definition, where resources 
are defined as all assets, capabilities, organizational process and information that the 
company control in order to apply the strategy that will improve its efficiency. Barney (1991) 
goes further by dividing resources into three categories: physical capital resources, human 
capital resources and organizational capital resources. The geographic location of the 
company, physical technology used in a company, its equipment and access material are 
some examples of physical capital resources. Human capital resources can be such things as 
experience, training, knowledge and relationship among the employees of the company. 
Finally, organizational capital resources are a company’s control, coordination system, 
planning actions, but also the informal relationship among the company and its environment.  

According to Barney (1991) the company’s resources have the potential of gaining 
competitive advantage if they are valuable, rare, inimitable and non-substitutable. A 
company’s resource can be valuable in the sense that it utilizes opportunities and/or 
neutralises threats in a company’s environment. A resource can be rare when it is rare among 
a company’s current and potential customers. There are three ways to why a resource can be 
inimitable which are: either through unique historical conditions (long term developed 
process to obtain the resources), casual ambiguity (a link controlled by the company that the 
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competitors do not understand), and social complexity (occurs when the resource is a part of 
a complex phenomenon that the management can not control). The final reason why a 
company’s resource can result in a competitive advantage is that it is non-substitutable. 
Furthermore, in order to achieve competitive advantage it is crucial that the manager is 
capable of understanding and describing the particular resource endowments controlled by 
the company (Barney, 1991).  

2.3.2 Competence 
A competence is the result from a combination of the various resources, which is depended 
on the specific capabilities of the firm in integrating resources and the resource assortment. 
Although a company can have a lot of competences among individuals and the organization 
few of them are core competences, therefore the more effectively a company uses its 
resources the more of a core competence they will gain (Hollensen, 2001). A core 
competence is the shared knowledge in the organization, and it is represented by strategic 
resources, even called assets, which competitors have a hard time to imitate or obtain. Having 
a core competence is a way of achieving a competitive advantage and a long-term profit 
(Hamel and Prahalad, 1990). Although, developing a competitive advantage in the foreign 
market may not be enough to be successful, therefore the entrepreneurs’ motivation factors 
and his/her knowledge about the foreign market are essential (Kolvereid and Bullvag, 1996). 

2.3.3 Modes of Entry 
When a company has decided to enter the foreign market it is necessary to determine what 
market entry method is the most suitable for the company. The decision is taken within the 
company and it is based on the company’s objectives and attitudes to international marketing, 
but also the manager’s competence to operate in foreign countries (Doole and Lowe, 2004). 
According to Hollensen (2001) there is no ideal market entry strategy for the retail industry, 
but it is very important to evaluate what is best suited for the company and its product since 
the market entry represents a critical step. The most common used entry methods in the retail 
industry are exporting, franchising, joint venture, acquisition and merger (Alexander, 1997). 
Alexander (1997) claims that export arrangements entered by retailers are similar to the 
export activity of manufacturing companies who basically sell their product to retailers who 
in their turn sell the product as a part of their merchandise range. The products are still 
manufactured in the domestic market or a third country and then transferred to the host 
country either directly or indirectly (Doole and Lowe, 2004). Franchising is when the 
company gives the legal right to the franchisee to use the branding, trademarks and business 
model during a certain time, and in return the franchisee pays certain franchising fees. Most 
elements needed to establish a business and run profitably in the host country are include in 
the package transferred by the franchisor. Examples of such things can be trademarks, 
copyright, design, patents, business know-how and trade secrets (Hollensen, 2001). When 
expanding into emerging markets joint venture has proven to be the most successful way to 
do so (Kotabe and Holsen, 2004). Joint venture involves one local and one incoming partner 
that decide to share ownership of a joint company, where they can contribute complementary 
expertise or resources (Alexander, 1997; Doole and Lowe, 2004). However, for many 
retailers there is only one international retail strategic option available, and therefore many 
retailers are forced to use acquisition and merger as their entry mode (Alexander, 1997). 
Acquisition and merger is when a well managed company takes over the product in order to 
achieve higher growth and saving in operating, marketing costs and management (Doole and 
Lowe, 2004). 

Although among SME’s in the retail fashion industry, exporting is the most common first 
step in internationalization (Wigley and Moore, 2007). Exporting includes the lowest risk and 
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cost out of all the market entry methods, but it is also the entry method where the company 
has the least control (Doole and Lowe, 2004). According to Jeannet and Hennessey (1995) 
exporting allows a company to centrally manufacture its products for several markets and 
therefore obtain economies of scale. Furthermore, when a company already has an existing 
operation and add volume to it, the marginal profitability of such exports tend to be high 
(Jeannet and Hennessey, 1995). As mentioned earlier exporting can take place as either 
indirect exporting or direct exporting, where indirect exporting has the advantage of lower 
risk but the disadvantage of having less control (Doole and Lowe, 2004). Through indirect 
exporting modes the company is able to expand its business by utilizing the resources of 
other experienced exporters. Indirect exporting modes can be export buying agent, broker, 
export management company, and trading company (Hollensen, 2001). Direct exporting 
modes contain export through independent intermediaries such as agents and distributors 
located in the foreign country (Jeannet and Hennessey, 1995). Alexander (2001) agrees that 
exporting is the least risky way to internationalize, but the author also states that the retailers 
who are encouraged to expand internationally, because of its products global concept, have to 
consider the social and cultural difficulties that internationalization can meet. Furthermore, 
Bradley (1998) argue that a small company in the retail industry face the danger of either too 
much or not enough, but a company that serves the niche market does not need to be big and 
therefore the key to success lay in knowledge and customer service not size. Finally, even 
though exporting is one of the most used ways to enter a new market in the retail fashion 
industry, many companies has started to acknowledge the advantageous of selling the product 
directly to department stores, chains, consumer operations and retail outlets (Iyer and Hill, 
1996). When using direct marketing as an entry method no intermediaries are involved, and 
the most common way to do business this way is by using databases, the internet and order 
catalogues. By cutting out distribution channel members, a number of different 
communication strategies are used by SMEs which allow easier entry into foreign countries 
and eliminates most of the trade barriers (Doole and Lowe, 2004).   

2.3.4 Marketing Mix 

Product: 
When internationalizing, retailers must consider the opportunities and challenges the foreign 
market poses, as well as the consumers demand for the product. Satisfying the demands of 
the market is the primary objective in doing business where success is measured on whether 
the product offered is suitable and accepted in the marketplace (Doole and Lowe, 2004). 
Kotler (2004, pp. 34) defines a product as “anything that can be offered to a market for 
attention, acquisition, use, or consumption that might satisfy a want or need”. However, a 
product is much more than just a physical item. It is a bundle of satisfactions that the 
consumer receives from possession or use of the product (Cateora and Graham, 2003; Doole 
and Lowe, 2004). Therefore, the foreign market is influenced on much more than just the 
physical product’s form and function. Values and customs within a culture provide 
psychological satisfactions that are associated with owning a product. The meaning and value 
of psychological attributes of a product can vary among cultures and can be perceived as 
positive or negative (Caterora and Graham, 2003). Doole & Lowe (2004) explain that there 
are three important aspects to consider when introducing a new product to a foreign market in 
order to meet consumers’ needs and wants. These aspects are: product benefit, product 
attributes and marketing support services. Product benefits are the elements, such as the 
product image and performance, which are perceived to meet the consumers need and 
satisfaction. Product attributes are such elements as branding, packaging, features, design and 
the quality of the product. The third aspect to consider in product offering is marketing 
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support services which are the added elements to the core product providing additional 
satisfaction through delivery, guarantees and after-sale services (Doole and Lowe, 2004). 

In regards to the fashion retail industry, product attributes prove to be the most critical. 
Branding and product design are sought to be the most important factors in fashion retailing 
where the development of an appealing brand is significant in international fashion retail 
success (Wigley and Moore, 2007). Brands allow the customers to identify products which 
are associated with specific benefits such as performance, price, quality or image (Doole and 
Lowe, 2004). Successful brands in fashion retailing look to create a distinctive image and are 
often perceived as the “personality” of the product (Doyle, 1991). Developing an 
internationally attractive brand and product portfolio should be one of the main focuses of 
retailers when entering into new foreign markets and is one of the major factors Wigley and 
Moore (2007) discuss that contributes to the success of the international retailer. In addition, 
fashion retailers must incorporate their core values into their brand strategy to maintain a 
competitive advantage and to achieve a strong market position (Birtwistle and Freathy, 1998).  

Price: 
Pricing in international markets is much more complex than in domestic markets and is often 
viewed as an unimportant element within the retail marketing mix. However, a retailer who is 
price conscious can develop distinct benefits in international markets (Alexander, 1997).  
Retailers are faced with a number of challenges in pricing in international markets due to a 
number of local economic situations (Jeannet and Hennessey, 1995). Fluctuations in 
exchange rates, accelerating inflation in certain countries, and the use of alternative payment 
methods all contribute to the complexity of international pricing strategies. Pricing strategies 
are also heavily influenced on the perceived value of the products and by the local 
competition that exists in the international markets (Doole and Lowe, 2004).  
 
The main factors to consider in international pricing are defined by Terpstra and Sarathy 
(2000) as company and product factors, market factors and environmental factors. The most 
critical of the factors discussed in developing a pricing strategy is how the customers and 
competitors will respond (Doole and Lowe, 2004). Doole and Lowe (2004) define a number 
of factors which influence the sensitivity of customers to prices and how customer 
perceptions and purchasing behavior are defined as most important in setting prices. The 
factors where customers are more understanding of the price of a product, “price sensitivity”, 
are in cases where: 1) the more the distinctive the product is, 2) the greater the perceived 
quality of the product is, 3) the less aware consumers are of substitutes in the market for a 
particular product is, 4) if it is difficult to make comparisons between the product and other 
products, 5) if the price of a product represents a small proportion of total expenditure of the 
customer, 6) as the perceived benefit of the product increases, 7) if the product is used in 
association with a product bought previously, 8) if costs are shared with other parties, and 9) 
if the product cannot be stored.  The income level of a country’s population is another market 
aspect to be considered where demand elasticity may vary greatly as a result of income and 
price levels (Jeannet and Hennessey, 1995). Retailers operating internationally must take 
these factors into consideration for each specific market when making pricing decisions to 
ensure that sales revenues generated at least cover the costs incurred (Doole and Lowe, 
2004).  

Promotion: 
The promotional mix includes all of the various ways to promote a product through 
international communications. Traditional methods of communications include personal 
selling, advertising, sponsorship, sales and public relations (Doole and Lowe, 2004). The 
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primary objectives of retail communications are to inform and persuade the consumer (Mason 
and Burns, 1998). Advertising is one of the most important ways for retailers to position 
themselves in the new market and communicate their product, especially in countries with a 
well-developed media industry. Advertising allows retailers to effectively expose their 
product and brand to the largest possible target market and is the most visible way to 
communicate (Hollensen, 2001). Furthermore, the author states that sales promotion is 
commonly used within the promotion mix of many retailers where price reductions and 
special offers are offered as a short-term effort to introduce and encourage purchasing. Local 
adaptation is necessary in the success of sales promotion where local laws and cultural values 
are to be considered (Hollensen, 2001). Another promotional mix tool used by retailers is 
public relations or publicity. Public relations is a means of communicating about a product or 
company through the media, without charge, in the form of news stories. This type of 
promotion is helpful in building the reputation of a company and raising the awareness for 
their products (Doole and Lowe, 2004). Since publicity is not usually paid for, retailers have 
less control over this form of promotion and rely on the journalist to deliver the message to 
the target market (Doole and Lowe, 2004; Hollensen, 2001; Mason and Burns, 1998). The 
communication tools selected by a retailer will be based on the availability of media, cultural 
values and customs as well as the legislations. In all cases, it is important that the promotional 
mix is adjusted to fit the international environment, given the geographical and cultural 
differences of the company from the foreign market (Jeannet and Hennessey, 1995).   

Place: 
Place in the marketing mix refers mainly to distribution channels and getting the product to 
the consumer. Companies can own their own ways of distribution, can deal only with the 
most important customers, or can rely on other companies to perform distribution services for 
their products. Managing foreign channels of distribution is the key in gaining a competitive 
advantage and in order to be successful, a company must effectively administer an integrated 
supply chain within the foreign market and across international borders. Selecting a 
distribution strategy is a critical decision within the marketing mix as it affects all other 
aspects of the international marketing strategy. The distribution channel selected must be 
flexible enough to adapt to long-term market developments as well as be effective in the 
foreign market (Doole and Lowe, 2004). The final customer is the basis in any distribution 
channel design and therefore must be taken into consideration when selecting a distribution 
strategy. Customer groups should be considered in regards to the size, geographic 
distribution, shopping habits, outlet preferences and usage patterns when making distribution 
decisions (Hollensen, 2001). The distribution system between countries varies greatly as 
channels of distribution tend to reflect cultural traditions and customs (Doole and Lowe, 
2004). Doole and Lowe (2004) identify the “11c model” to explain the factors a company 
should consider when selecting a distribution channel in a foreign market. These factors are: 
1) Customer characteristics, 2) Culture, 3) Competition, 4) Company Objectives, 5) Character 
of the market, 6) Cost, 7) Capital required, 8) Coverage needed, 9) Control issues, 10) 
Continuity provided, and 11) Communication effectiveness.  

In selecting a distribution channel, a company must evaluate how much control it wants to 
have over how the product is marketed. With the use of intermediaries, loss of some control 
is guaranteed where an intermediary is typically responsible for carrying inventory, 
generating demand and sales, physical distribution, and after-sales services. In addition, the 
more intermediaries involved in getting a product to the customer, the less control the 
supplier has on the flow of the product and the way it is presented to the customer. In 
addition, a company can select to distribute its product through a company-owned sales force 
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providing a higher degree of control in international markets. A company can utilize a 
company-owned sales force in a number of ways: through traveling export sales reps, 
establishing a domestic-based export department or division, or setting up a foreign-based 
sales branch or subsidiary. Though this alternative distribution option provides greater control 
over the sales and marketing of the products as well as facilitates stronger manufacture-
customer relationships, it requires a relatively larger resource commitment (Hollensen, 2001). 
Higher exit costs and an increased exposure to unexpected market changes in the host country 
are also risks in developing a company-owned sales force (Doole and Lowe, 2004). In either 
decision of distribution, a major trade-off is required between the control of international 
marketing efforts and the desire to minimize resource commitment costs (Hollensen, 2001).   

 

2.4 Customers 
This section presents the importance of defining customers in the market segment and 
understanding consumer behavior in that market. 

The customers within a market can vary in many ways. They can differ in their wants and 
needs as well as in a number of other variables such as buying practices, resources and 
location. These variables can be used to segment a market and help companies define their 
target group. By dividing a market into segments of consumers, companies can identify their 
marketing opportunities and target the markets where the customers have the most interest in 
purchasing their products. Consumer segmentation can be broken down into the major 
variables of geographic segmentation, demographic segmentation, psychographic 
segmentation and behaviour segmentation (Kotler, 2004). Geographic segmentation is a way 
of defining the customers based on location. Demographic segmentation divides the 
consumer markets into groups based on age, sex, family life, income, etc. Within 
psychographic segmentation, social status, lifestyles and personality characteristics are taken 
into consideration in defining the consumer market. Finally, behaviour segmentation includes 
customer groups with the same thoughts and attitudes toward a product (Brassington and 
Pettitt, 2000). In order to discover and understand the market structure, companies are 
advised to try different segmentation variables since there is not only one way to segment the 
market (Kotler, 2004).  

Through market segmentation, a company can define the shopping habits and price 
sensitivity within the market, which in turn can help the company to aim its marketing mix 
toward the target customers (Brassington and Pettitt, 2000). It is important to meet the 
customers’ needs economically, conveniently and effectively and to consider all of those 
factors when entering a new market. In addition, understanding the customers’ perceptions on 
the marketing mix can help to indicate the market potential in the given market (Kotler, 
2004). Furthermore, when analyzing a foreign market it is important for companies to 
identify the influences that can affect the consumer buying decision. Influences include the 
marketing mix of the retailing company, individual influences (personality, perception, 
motivation and attitude), group influence (social and cultural) and situational influences 
(economic and political) (Brassington and Pettitt, 2000). Adaptation of the marketing mix 
may be required in order for a product to be successful on the foreign market given 
differences in consumer preferences. By adapting the price, product, promotion, and place to 
the local culture and habits, companies can increase its product appeal in the local market. In 
many cases, product standardization may not be possible given the legal, environmental, and 
product standards within the given market and therefore it is stated by Doole and Lowe 
(2004) that nearly all products must be adapted to some degree.  
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Although it is difficult to analyze the consumer buying behaviour within a market, 
Brassington and Pettitt (2000) describes it as being one of the most essential parts to 
understand since it is critical in all marketing decisions. 

 

2.5 Political and Legal Environment  
This section presents the political and legal environments and the means by which they may 
be considered as a market opportunity.   

The political environment includes any national or international political factors that can 
influence the company’s decision whether to invest in a foreign market, and if so how to 
develop the market (Doole and Lowe, 2004). According to Alexander (1997), the political 
environment is affected by the economic, social/cultural and commercial environment, and 
therefore it is not necessarily the most important factor, but it is still a crucial factor when 
considering different markets. Furthermore, political environment is an important aspect of 
global market assessment and it can determine the direction of international retail 
development (Alexander, 1997). 

Politics is linked to the government’s attitude and to which extent they let a foreign company 
operate (Doole and Lowe, 2004). According to Bradley (1998) the most crucial side to doing 
business in a foreign country is that authorization to do business is controlled by the 
government in the host country. Therefore, it is important for a company to understand how 
decisions are made, evaluate the political risk and examining the political structure (Jeannet 
and Hennessey, 1995). According to Alexander (1997) governments often have regulated 
issues important to the development of retail structures and operations, but Hollander and 
Boddewyn (1974) have recognized that government policies toward retailing are generally 
incomplete and inconsistent. Although this can be true in the retail industry, Doole and Lowe 
(2004) argue that government stability, taxation policy, foreign trade regulations and 
employment restrictions have to be considered in order to be successful in a foreign market.  

When internationalizing it is also important for a company to find out what legal environment 
it will be operating in (Jeannet and Hennessey, 1995). According to Bradley (1998) the legal 
environment for international business consists of the laws and courts of the individual nation 
states. A company is not just forced to consider the laws of the home country, but also the 
ones in the host country and the international laws that follow (Doole and Lowe, 2004). 
Furthermore, Doole and Lowe (2004) state the legal environment in the international market 
is more complicated than in the domestic market due to the fact that  the company has to be 
aware of the local domestic law, the international law and the domestic law in the company’s 
home country. According to Alexander (1997) it is important for a company in the retail 
industry to understand the legal environment in each of its markets, since the laws will affect 
the marketing mix in terms of price, product, promotion and place.  
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2.6 Economical Environment 
This section presents the importance in considering the economic conditions when analyzing 
a foreign market. 

A major determinant of market potential and opportunity is the economic environment 
(Hollensen, 2001). It is important for companies to be aware of the economic conditions and 
policies of countries they are considering entering. By analyzing the direction in which a 
particular market is developing economically, a company is able to accurately assess as to 
whether they can profitably satisfy the market demand and if they are able to compete with 
other companies already in the market (Doole and Lowe, 2004). The market size and growth 
are influenced by a number of economic factors that define the market and that may indicate 
a different stage of development than the domestic market. The income and wealth of the 
people of a country are critical factors in understanding the people’s purchasing power and 
the demand potential for a company’s product. Exchange rates and currency fluctuations also 
affect companies’ activity in a foreign market. For example, when a country’s currency is low 
or weak, the price of its imports increases and the price of exports on world markets decline. 
Movements in exchange rates and currency fluctuations can be rather costly for international 
companies and is the reason why a “stable” market is preferred in doing business abroad 
(Hollensen, 2001). 

The level of economic development of a market can be measured as gross national product 
(GNP) or gross domestic product (GDP) per capita figures. GNP is “the value of all goods 
and services produced by a country during a one-year period” (Hollensen, 2001, pp. 144). 
GNP includes domestic production and the country’s international activities. GDP is “the 
value of all goods and services produced by the domestic economy over a one-year period” 
(Hollensen, 2001, pp. 145). Both figures measure a nation’s income per person and in 
countries with a high GNP/GDP per capita figures reflect more developed economies where 
the economic structure will appear different than those countries with a low GNP/GDP per 
capita figure (Alexander, 1997).  Economies can be divided into developed economies, 
emerging economies and less developed economies based on their level of development and 
GNP/GDP figures (Doole and Lowe, 2004). Other important economic factors within a 
market that must also be considered before expanding internationally are: productivity, 
inflation, balance of payments, reserves, savings, interest rates, money supply, and the 
purchasing power parity (ppp). All indicators are important to retailers in their international 
operations and will affect all areas of their international strategy (Alexander, 1997).  

 

2.7 Social and Cultural Environment 
This section presents society and culture which deals with social environment and cultural 
aspects in the international market. 

The consumer and buyer behaviour is influenced by both social and cultural factors, and 
therefore these factors are very important to take into consideration when entering a foreign 
market (Doole and Lowe, 2004). According to Kotler (2004) the social factors include such 
things as reference groups, family, social roles and statuses. Alexander (1997) agrees that 
these are the most common social influences, but in the retailer industry characteristics such 
as society, material possession, living status (household) and lifestyle are essential to consider 
for the international retailer since it will affect the consumption patterns and shopping habits 
(Alexander, 1997). Alexander (1997) also argues that in the retail industry social conditions 
are clearly influenced by cultural and economical factors. Furthermore, the author states that 



 
 

14 

even though they are influenced by these factors the international retailers should separate the 
social, cultural and economical issues in the international planning activities in order to be 
successful (Alexander, 1997).  

Cross cultural challenges are inevitable when entering into a new market and conducting 
business internationally, and therefore it is important for a company to understand a country’s 
business culture and etiquette when doing business abroad [1]. Doole and Lowe (2004, pp. 66) 
define culture as “the sum total of learned beliefs, values and customs that serve to direct 
consumer behaviour in a particular country market”. Doole and Lowe (2004) state that the 
most common problem that companies face when internationalizing is that they assume the 
foreign market will be similar to the home market, and therefore believe that they can operate 
in similar ways. Not taking cultural differences into consideration when expanding to a 
foreign market can lead to failure, and therefore it is important to analyze the differences 
before entering the new market. Jeannet and Hennessey (1995) argue that cultural differences 
such as language, religion, education, laws and politics and values and attitudes can 
determine how the foreign individuals and organisations behave. Furthermore, Alexander 
(1997) states that all international retailers operating in a foreign country with unfamiliar 
cultures face difficulties that they need to overcome. The author states that no trader should 
ignore the culture values and believe that they are universally accepted (Alexander, 1997).  

In order to analyze the cultural differences between countries Geert Hofstede identified four 
different dimensions of culture: individualism, power distance, uncertainty avoidance and 
masculinity (Hofstede, 2001). The first dimension individualism refers to the extent to which 
people prefer to take care of themselves and immediate family and act as individuals instead 
of members in a group. In societies with high individuality people are in little need of 
dependency, whereas low individualism societies show tight integration (Hollensen, 2001). 
The second dimension power distance refers to the extent to which the less powerful 
members of organizations and institutions accept and expect that power is distributed 
unequally (Hofstede, 2001). According to Doole and Lowe (2004) collectivist countries has a 
tendency to show high power distance, but that does not mean that individualist countries 
show low power distance. The third dimension uncertainty avoidance refers to a society’s 
tolerance of uncertainty about the future (Hofstede, 1997). It reflects how individuals in a 
country feel about formal rules and structured patterns (Hollensen, 2001). People in low 
uncertainty avoidance cultures tend to be more relaxed, take more risks and tolerate opinions 
from others (Doole and Lowe, 2004). The fourth dimension identified by Hofstede is 
masculinity, which refers to the extent that societies adapt to the stereotypes related with 
males and females (Hofstede, 1997). Hofstede (2001) argue that masculine societies value 
achievement, performance, success, money and competition, whereas feminine societies 
value quality of life, maintaining personal relationships and care for weak. Feminine cultures 
strongly believe that small is beautiful and quality of life is far more important than material 
things (Hollensen, 2001).  

The cultural dimensions model given by Geert Hofstede gives insights into other cultures, so 
that companies can be more effective when entering new markets, and if understood and 
applied properly the information should reduce the frustration, concern and anxiety which in 
turn will create more of a successful result [1]. The Hofstede’s model has been used and 
applied all over the world, and according to Hollensen (2001) there are several strengths with 
the model. Hollensen (2001) state that it is simply the best study out there because of the 
large sample surveyed (116,000 IBM employees) and there is no other study that compares so 
many national cultures. In addition, Tayeb (1996) states that Hofstede’s model is very 
efficient for comparative purposes since it include many countries.  
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2.8 Retail Structure 
This section presents retail structure and the differences between developed and developing 
economies as well as the influence of competition in analyzing the foreign market. 

Retail structure differs across countries and depending on the level of economic development, 
retailing can vary in many ways. Culture plays an influential role in the structure of retailing 
among countries and is important in understanding the retailing trends in international 
markets (Doole and Lowe, 2004). Differences in economic development provide different 
retail structures where markets may be at different stages of retailing and require different 
ways of doing business. Doole and Lowe (2004) have summarized the main differences 
between developing and developed countries in regards to retail structure which displayed in 
Figure 2.2. 

Figure 2.2 Retailers – typical differences between developing and developed countries (Doole and Lowe, 2004 
pp. 347) 
 

Northern Europe is known to have a rather structured retail industry which reflects the level 
of economic development in this region. Enterprises tend to be larger in size and have a 
higher level of concentration then companies in the south of Europe. These markets also have 
a strong retail competition environment where relationships are well established between 
retailers and suppliers (Doole and Lowe, 2004).  

The competitive environment within a foreign market should also be considered in defining 
the retail structure of a country. It is important for retailers to identify their competitors as 
they pose different threats to the company and the company’s survival in the new market 
(Douglas and Craig, 1995). Kotler (2004) states that in order to identify the competition close 
to a company many aspects must be taken into consideration. The company must consider the 

Retail Structure Developing countries Developed countries 

Concentration of retail power Low Often high 

Site selection/retail location Limited to immediate locality Very important, often sophisticated 
techniques to pin-point the most 
valuable sites 

Size of Outlet Limited Large and tending to get larger 

Retailer initiation of product 
assortment 

Limited to the buy/no buy decision Wide range of stock possible. Use 
of own labels and store-specific 
sales promotion 

Retail concepts, images, and 
corporate identity 

Rarely used Very important 

Retailer-initiated sales promotion Rarely used. Reliance on 
manufacturer and wholesaler-
developed sales promotion and 
point of sale material 

Very important 

 

Use of retail technology Limited Vital 

Service Mainly counter-service Efficient customer response 
systems 
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market size, goals, product quality and marketing strategies among other things to determine 
who the main competitors are. Once a company has identified its competitors, according to 
Kotler (2004), it is essential to assess the competitor’s strengths and weaknesses. Companies 
typically gain knowledge about a competitor’s strength and weaknesses through secondary 
data and personal experiences (Kotler, 2004). By analyzing the strengths and weaknesses of a 
company’s competitors, companies can determine the degree in which the competitors 
influence its international strategy and the opportunities in the market (Douglas and Craig, 
1995).  
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3. Methodology  
This chapter presents the choice of research method used in order to answer the research 
questions and purpose of the study and a brief overview of the case study company is also 
presented. Further the collection method of primary and secondary data is described. In 
addition, description of the data collection, sample size and data analysis is clarified, 
followed by a discussion about the quality of the paper that involves both validity and 
reliability.  

3.1 Choice of Research Method 
When deciding what research approach to use there are several options for a researcher to 
consider. There are two different ways of drawing research conclusions and the options 
consist of deductive or inductive approach. When it comes to investigation information the 
two different methods to choose are quantitative and/or qualitative method. To be able to 
provide the best and most valuable result choosing the strategy that is most suitable for the 
study is very important (Jacobsen, 2002).  

3.1.1 Deductive or Inductive Approach 
In a deductive research approach according to Neuman (2003) you begin with an abstract, 
logical relationship among concepts, and then move concrete empirical evidence. After 
analyzing the data you find out if the findings supported your theory and if the reality actually 
is what the theories earlier stated (Jacobsen, 2002). In contrast, Neuman (2003) state that 
when you use an inductive approach you start with detailed observation about the world and 
move towards more abstract ideas and generalizations. The researcher goes into the reality 
without any expectations and develops generalizations to identify relationships (Neuman, 
2003). According to Jacobsen (2002) the inductive approach can lead to developing new 
theories. The approach used in the study is a deductive approach since the study was based 
on theoretical framework of references that was compared to be able to gain empirical data.  

3.1.2 Quantitative or Qualitative Approach 
When choosing to use a quantitative and/or qualitative approach the researcher has to 
consider what will be the most appropriate approach for the study since it will set a structure 
for the study (Jacobsen, 2002). The empirical data in a quantitative approach is expressed as 
numbers or charts and in contrast a qualitative approach is expressed as words, pictures or 
objects (Neuman, 2003). When using a quantitative approach the researcher has to collect a 
large amount of numerical and statistical data (Jacobsen, 2002). The information gathered 
must provide a result that is valid and reliable in order to be measurable (Bryman, 2002). 
Using a survey is a common way to collect the data, and using prearranged answers makes 
the result easier to measure (Jacobsen, 2002). The study used already conducted quantitative 
research from secondary data such as market size and sales statistics. Collecting previous 
quantitative research was the best way to find out numerical information about the Swedish 
market.  

However, a qualitative approach is very important to use when researching the international 
market since the researcher often is unfamiliar with the foreign market, and by using the 
approach it can help determine the differences between the domestic and the foreign market 
(Doole and Lowe, 2004). Qualitative research approach is an unstructured, exploratory 
research methodology based on small samples (Bryman, 2002). When the purpose of the 
study is to develop a deeper understanding of the problem and the environment around it, a 
qualitative research approach is appropriate to use (Neuman, 2003). The most common way 
to use this approach is through interviews, which will enable the researcher to get more into 
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depth regarding the research questions (Bryman, 2002). Furthermore, the approach is 
flexible, and because of that the researcher has the advantage of being able to change parts 
where information is lacking (Jacobsen, 2002).  

According to Bryman (2002) a qualitative approach is the right approach to use when looking 
to gain a deeper understanding of the development of peoples experience and how they react 
to different situations. This is in line with the purpose of the study to find out if Sweden is a 
suitable market for a Canadian SME in the men’s retail fashion industry, and therefore the 
study was mainly based on a qualitative approach. Using this approach the researchers were 
able to find out the customers thoughts and understand the history, resources, and 
competences of the company.  

3.2 Research Strategy 
There are five major research strategies that can be used when conducting a study, and they 
are: case study, experiment, surveys, histories and analysis of archival information. It is 
important to find out what strategy that best suits the study in order to successfully get valid 
results (Yin, 1994). Given that the purpose of the study is to find out if Sweden is a fit for a 
Canadian SME in the men’s retail fashion industry, the structure of collecting the data is 
based on a single case study approach. The research is based on finding out if Sweden is a 
potential market, and in order to do that a market analysis was developed using the Canadian 
company Phresh Image. Phresh Image is a Small to Medium Sized Enterprise that operates in 
the retail fashion industry where it produces men’s golf wear and men’s fashion wear, and all 
its clothing is currently designed and manufactured in Toronto, Canada. It was founded five 
years ago when the CEO, Tim Tochor, identified a void in the golf apparel market: 
individuality. The company has taken the golf fashion in Canada to a new level, and it has 
grown in many ways since then. Phresh Image just launched into the USA market this year 
with great success, and the goal is to get the volume up for spring 2009 so that it can 
manufacture all USA orders in the USA. Because of its great success in the domestic market 
and the USA market, the company has recently acknowledged an opportunity to develop 
further and grow even more internationally [2]. The company is a perfect example of a 
Canadian SME in the retail fashion industry that is looking to internationalize to Sweden, and 
therefore using the company, Phresh Image, in this study was an easy choice.   

According to Stake (2005) a single case study is described to assist the collection of 
particular information on a single entity across a wide range of dimensions and multiple 
sources. A case study is a valuable method of research with distinctive characteristics that 
make it ideal for many types of investigations, and because of its use and reliability it is a 
widely used methodology (Tellis, 1997). Stake (2005) describes the case study approach as a 
study where you puzzle together the information collected from the environment in order to 
develop a general understanding. Furthermore, Ghauri and Grönhaug (2005) describe this 
approach to be exploratory. The aim of an exploratory research is to gain a better 
understanding of the subject and it is used in defining the threats and opportunities that may 
arise during the study (Kinner and Taylor, 1996). Tellis (1997), states that through 
exploratory research, participant-observation allows the researcher to actively participant in 
the events being studied and provides some unusual opportunities for collecting data. When 
using why and how in the research questions Yin (1994) state that the case study is the most 
suitable strategy to use, and therefore we found this to be the best way to investigate our 
purpose. According to de Weerd-Nedhof (2001) a case study approach can involve either a 
quantitative data or qualitative data, or a combination of the two.  
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3.3 Data Collection Methods – Primary and Secondary Data 
In order to collect all the information needed for a study most authors combine primary and 
secondary data (Yin, 1994). Secondary data is information and material collected by other 
people, and examples of this can be articles, books and internet (Neuman, 2003). Primary 
data is when the researcher collects the data on his/her own, and go directly to the primary 
source (Neuman, 2003). Primary data can be collected through observations, surveys and 
interviews (Yin, 1994). Our study used a combination of the two in order to fulfill the 
purpose of the study. According to Hollensen (2001), it is a most to compare the domestic 
market and the international market when conducting international market research. Most of 
the research was done on the Swedish market since it is the new market, but in several 
chapters a comparison to the domestic market Canada has taken place. Secondary data was 
gathered through books, articles and the internet and then used in the theoretical framework 
and the empirical chapter. The secondary data collected enabled the researchers to receive 
information regarding the Swedish market size and sales statistics, which was helpful when 
analysing the market. After collecting the secondary data the researchers found that more 
information was needed regarding Phresh Image as a company and also the Swedish 
consumer’s attitude towards the company’s marketing mix. An interview guide was then 
developed in order to gather the additional information needed to answer the purpose of the 
study. The primary data was collected through interviews with the case study company 
Phresh Image and the potential customers in Sweden. The primary data collected was then 
used in the empirical chapter and the analysis chapter of the thesis.  

When interviewing the potential customers in Sweden a focus group interview was composed 
in order to get a valid result. A focus group interview is the most commonly used technique 
to test new product concepts, and it is used to gather information about a product in an 
unstructured format (Mason and Burns, 1998). The main purpose of the focus group 
interview in this study was to analyze the Swedish customer’s attitude towards the marketing 
mix, and therefore the interview guide used was developed from the marketing mix theory 
used in the theoretical framework chapter. The focus group interview lasted for roughly an 
hour, and during the interview the representatives could speak freely about their thought 
regarding the product, place, price and promotion.  

In order to gather the information needed about Phresh Image an interview with the CEO Tim 
Tochor was conducted. The purpose of the interview was to find out more about the 
company’s history, resources, competencies and strategy. The main goal with an interview 
with only one person is to find out meanings and interpretations, and to receive a deeper 
understanding that can be useful for the study. When conducting an interview with only one 
respondent the researcher can either use a personal interview or a telephone interview 
(Jacobsen, 2002). Since the respondent was not situated locally a telephone interview was 
conducted, which gave the researcher the opportunity to gather all the information needed 
and explain in detail the questions asked. The interview lasted for one hour and the interview 
guide was developed from the theories used in the theoretical framework chapter. During the 
interview the researcher used the interview guide as a foundation, but follow up questions 
were also asked during the time.  

3.4 Sample Selection 
According to Krueger and Casey (2000) the sample size of a focus group in market research 
is recommended to be six to twelve people, and therefore we choose eight people to 
participate in our focus group. When deciding who to invite to the focus group the author has 
to think back to the purpose of the study and try to find out what people can give you the 
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information needed (Kruger and Casey, 2000). Since the purpose of the study was to find out 
if Sweden is a potential market for a Canadian SME in the men’s retail fashion industry, the 
researchers decide to use people that fit into the target audience. The company produces 
men’s fashion and golf wear with a little edge to it, and according to the Phresh’s CEO Tim 
Tochor the company’s target group is men between the ages of 15-65. The participants of the 
focus interviews were randomly selected among golf members in Southern Sweden, and then 
they were invited via email to participate in the study. Since the target group age range is so 
broad, the researchers decided to have one focus group interview of 8 representatives 
between the ages 15-35 and one focus group interview of 8 representatives between the ages 
36-65. The purpose of doing this was to find out if there was a difference between the two 
age groups and if so what is needed to be able to reach them both.  

3.4 Data Analysis 
Examining, categorizing and recombining the evidences in order to find out the purpose of 
the study is what data analysis consist of (Yin, 1994). According to Yin (1994) every 
researcher should start with a general analytic strategy and priorities what to analyze and 
why. Furthermore the author states that most used strategy among researchers is to follow the 
theory that lead to the case study (Yin, 1994). This is in line with the study, and the 
researchers have used what Yin (1994) states to be the pattern-matching logic. This logic 
compares the empirical data based on the pattern with a predicted one, and if the patterns 
match the result will strengthen the validity (Yin, 1994).  

3.5 Validity and Reliability 
According to Jacobsen (2002) the empirical material has to be effective and relevant (valid), 
at the same time credible and trustworthy (reliable). 

3.5.1 Validity 
According to Johnson (2004) the validity involves the association between the measure and 
what is supposed to be measured. In this study the validity of the information is strongly 
dependent on the sources, since majority or the data is collected through different references. 
The researchers are going to be critical towards all the information. In order to know that the 
right sources needed for this study is used the researchers are going to be critical towards all 
the information collected (Jacobsen, 2002). 

According to Yin (1994) there are three different tests that can be used to determine the 
quality of the case study, and these are construct validity, internal validity and external 
validity. Multiple sources should be used to enhance the construct validity, and in the study 
the researchers collected data through documentation and interviews. During the interviews a 
tape recorder was used in order to be able to go back multiple times and listen to what was 
said, but it also helped to make sure that no information is lost during the process. To be able 
to gather the right information needed open ended questions was used, which in turn helped 
the focus group starting a discussion. After the results of the focus group interview was 
finalist the researchers sent it to the respondents to make sure that the information gathered 
was interpreted correctly, which in turn enhanced the construct validity. For the interview 
with the company the researcher made sure that the interview was conducted with the most 
suitable respondent, which was the CEO of the company. According to Yin (1994) the 
external validity is dependent on if the results of a case study can be generalized or not, and 
since the study is a single-case study of Phresh Image the external validity is fairly low.  
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3.5.2 Reliability  
Reliability is used to find out how reliable and trustworthy the research is (Jacobsen, 2002). 
The more consistent the results are from the frequent measurements the higher is the 
reliability (Johnson, 2004). To enhance the reliability of the study the researchers sent the 
interview to the company in advance, which gave the respondent the opportunity to get 
organized for the interview and in turn provide the correct answers needed. The researchers 
had in mind to not influence and asking leading questions to the focus group and the 
interviewee of Phresh Image, and therefore more trustworthy information was gathered 
(Jacobsen, 2002). The focus group interviews were done in Swedish since the mother tongue 
of the respondents was Swedish. This decreased the risk of misunderstanding during the 
interview, but since the interviews were translated into English the reliability may have been 
affected.  
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4. Empirical Data 
This chapter presents the findings of the Swedish market and Phresh Image, based on the 
theoretical framework.  

4.1 Company 
This section presents an overview of the company Phresh Image and the findings of its 
resources, competence, modes of entry and the results of the focus group interview based on 
the marketing mix. 

4.1.1 Overview of Phresh Image [2] 

Phresh was conceived by Tim Tochor in 2003. After several years in the marketing and 
advertising industries, Tim – an avid golfer – qualified to play on a college golf team in Palm 
Desert, California. Exploring the potential for a professional golf career, Tim played several 
mini tour events along the U.S. west coast, culminating in the Canadian Tour qualifying 
school in Kamloops, B.C.  Recognizing that he might carve out a more successful career in a 
role other than playing, and possessing an eye for functional design, Tim identified a void in 
the golf apparel market: individuality.  

At that time, the new golfer demographic was becoming progressively youth- oriented: the 
traditional golf “uniform” clearly did not reflect this market’s tastes and lifestyle.  
Converging with this demographic were many developments in golf equipment and 
technology. Trends and demands in golf apparel mirrored this shift, with form, fit and 
function emerging as strong new mandates.   

Leveraging his extensive network within the golf industry, Tim began to research the sport’s 
new generation, identifying its niche needs and motivators. He then enlisted the services of a 
designer with 20 years of textile, design and forecasting background to help him bring the 
Phresh experience to fruition. Together they created a line that answers the demands of this 
new generation of players: apparel that performs well, is ahead of the market in style, and is 
still affordable to the younger player/consumer. 

The first collection (Spring 2005) debuted at the 2004 Ontario PGA show in Toronto to rave 
reviews. The buzz had begun.  It soon became clear that the line’s core clientele were also 
wearing their garments off the course as lifestyle wear. In response, in 2005 Phresh 
introduced the Spring 2006 collection to non-golfers by participating in a major Menswear 
Show.  Soon the line could be found featured in menswear stores and display windows across 
the country. 

Domestic production and design ensures that Phresh stays ahead of the market by offering 
shorter lead times and private label options, while continuing to maintain an affordable price 
point. With innovative fabrics, bold designs and dynamic colour combinations Phresh has 
evolved into a visionary line that expands the boundaries of the new golf generation. 

4.1.2 Resources 
Phresh Image’s major physical capital resource is the manufacturing in Canada, which is 
brokered out with relationships the company has built with reputable suppliers since day one. 
The company does not own its own factory, but the way the manufacturing takes place today 
has created several advantages for the company. Phresh produces and manufactures all its 
clothing in Canada and the company sees this as a great advantage, since it can save on all the 
overhead costs, employee wages and benefits. It also allows the company to not make 
constant runs on its line to keep all employees busy for the full fiscal year. The industry is 
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seasonal and it will have 2-3 months of high production timetables and then will have no 
production for 4-5 months. Not having to employ people for the full year is a benefit, and 
according to the CEO of the company, Tim Tochor, it can let the manufacturer grow with 
Phresh and not spend time and money on actually educating themselves on the day to day 
manufacturing process. The company can instead concentrate on sales and design for 
continued growth of Phresh. The relationship with the manufacture is an integral part in 
building a strong team throughout the company Phresh, and according to Tim it is just as 
important to have a strong relationship with the manufacturers as it is to have a strong 
relationship with the customers. Service centres do not apply to Phresh, the company has 
customer service representatives/sales representatives that can take care of all the concerns of 
the customers. The unlikely service call is usually of a garment not the performance of the 
sales representatives, and usually a returned garment is resolved with the returning and the 
replacement of the item. Although, during the years of doing business only two single 
garments has been replaced, and according to Tim the company prides itself on quality 
throughout.  

The main human capital resources are the sales representatives in Canada and the United 
States. The company currently employs 9 sales representatives, and is looking to expand 
when growing into Europe and Asia. The sales representatives work as independent 
entrepreneurs and they are all seasoned veterans in the garment industry since all of them 
have worked a minimum of five years in the industry. The experience and knowledge of the 
sales representatives are very important to Phresh as a company, and when employing them 
these aspects are definitely taken into consideration. Most sales representatives carry 3-4 
different lines of products with them, and all these lines help the sales representative to grow 
business and increase his/her earning potential. All sales representatives of Phresh are paid on 
a 10% gross sales commission, and this has created an advantage to the company since the 
sales representatives work hard on building a network and in turn this promote Phresh’s 
products. Phresh train its employees each season when the new styles are ready, and the 
company then go over the strengths and collection colours with each sales representative. 
This way the sales representatives have a “story” to sell and merchandise the line to their 
current customers and the new ones.  

When it comes to organizational capital resources Phresh tries to portray as a young energetic 
company that reach success through integrity and high morals. The company is mainly 
controlled by the CEO, Tim Tochor, and he has 9 sales representatives in North America that 
work for the company. Tim is the one responsible for making sure that the sales 
representatives receive the products on time, and the sales representatives make sure that the 
retail stores get their orders. All the products are individually packaged with style 
identification, hang tags with information about the garment and boxed. The products are 
shipped via various couriers for tracking and confirmation of receipts along with a packaging 
slip of the contents.  

4.1.3 Competence 
The CEO Tim Tochor has always seen Phresh’s clothing in every market in the world, and 
being a Canadian company it has been patient over the last three seasons to be sure the 
company can have controlled growth. Phresh wants to be strong in North America first, since 
having a solid base to grow from will allow the company to handle the growth moving 
forward. Now when the platform is set, the company can take on other markets efficiently 
and effectively, but most importantly control the growth to make sure the company is around 
for a long time. According to Tim the world has always been the company’s goal so there are 
really no limits to where it wants to be. Knowing the market you are entering is very 



 
 

24 

important to Tim and his knowledge of Sweden in the retail market is that the customer is 
very fashionable. They enjoy the fashion industry and are willing to try new products. They 
have a larger disposable income toward clothing then most countries, and they enjoy life and 
love expressing themselves through their clothing.  

4.1.4 Modes of Entry 
The United States was Phresh’s first international market to enter in 2007. At a PGA 
(Professional Golf Association) show in Vegas, Nevada, the company launched its clothing 
line to the American consumers. The trade show was a success and generated several orders 
from the Phresh clothing line. Tim was very pleased with the introduction of Phresh to the 
U.S. market. He feels trade shows are really the only way to enter the market and the best 
way to reach the consumers. “At a trade show you have all potential buyers in one place for 
3-4 days. This not only allows the customer to have access to all the lines, but it also gives 
them a chance to discuss each line with the manufactures. It allows Phresh to have all our 
products out to view and answer concerns and actually sell to the customer.”(Tim Tochor). 
Since its launch, Phresh has attended various trade shows including the world’s largest PGA 
show in Orlando, Florida at the beginning of this year. 90% of all of Phresh’s sales are from 
the trade shows that it attends throughout the year. Phresh plans to continue to attend 
upcoming trade shows in hopes to educate consumers and generate more awareness of the 
brand Phresh.  

In addition to attending trade shows, Phresh also sells its products to retail stores in the U.S. 
and Canada via specialty sales representatives. All sales representatives are responsible for 
selling the clothing line to current and new customers in their territory. Exporting has shown 
to be the best way for Phresh to enter a foreign market, and according to Tim it is the least 
risky way of doing business. Phresh’s current strategy allows Tim to focus on sales and 
designs for continued growth of Phresh and concentrate on building relationships with the 
manufactures and customers. Phresh products are now sold in men’s fashion retail stores, golf 
shops, hotels, and golf resorts all around the U.S. 

Phresh has also managed to enter into Australia and Japan this year, and the company did it 
the same way as it entered the U.S. market. It met the sales representatives from Japan and 
Australia at the PGA trade show in Orlando, and from there an agreement was made and a 
few orders have been generated. 

If Phresh were to enter the Swedish market, Tim feels the most appropriate way to enter 
would also be through trade shows. In Sweden, there are three major trade fair venues which 
host approximately 2.5 million visitors each year. The largest is the Stockholm International 
Fairs (Stockholmsmassan) with 1.5 million visitors, followed by the Swedish Exhibition and 
Congress Center (Svenska Massan) and then Malmo Fairs (Malmo Massan) [3]. The largest 
golf trade show in Sweden is SGLF-mässan in Jönköping, which takes place in September 
each year. There are around 80 representatives attending the show, which makes it a great 
opportunity for any international company in the golf retail fashion industry to introduce its 
clothing line for upcoming year [4].   

4.1.5 Phresh’s Current Marketing Mix 
All of Phresh products are made from 100% polyester fabric and are manufactured in 
Canada. All of the clothing styles and accessories are offered in the currents markets they are 
currently doing business in, providing the same selection of products to all consumers. Phresh 
currently sells its products at wholesale price to the distributors in each market and depending 
on the exports costs; an additional fee is added to the wholesale price paid by the importers. 
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There are no export costs to the U.S. and to export to Australia, there is a 17% surcharge 
added to the wholesale price.   

Phresh is promoting its products in the current markets through point of purchase items such 
as posters, shelf cards, photos, magazines ads, interviews, and TV morning shows. Tim feels 
promoting Phresh is extremely important to build awareness of the brand. He is passionate 
about the products and is constantly promoting the brand with prizes at golf tournaments, free 
logo pens, hats, etc. Phresh’s catalogue can be found on its website and is also printed and 
provided to distributors. The catalogue is universal with only images of the products and 
names listed. Phresh continues to focus on the promotion of its products and hopes in doing 
more media advertising in the future. The sales representatives are also responsible for 
promoting the products by visiting the distribution sites and presenting the clothing line along 
with the catalogue.  

Phresh products are sold in men’s retail shops, golf resorts, hotels, and golf shops. Phresh 
does not sell any items online as it maintains its partnership with the distribution companies 
and would like to see its products grow through its current customers. It is important for Tim, 
to support the people who carry the Phresh brand and to continue to build strong relationships 
with those companies. Tim states that Phresh may consider having an online store in the 
future, but is trying to hold off until he is sure all of the current customers are selling the 
Phresh products.  

4.1.6 Results from Focus Group Interview 
Focus group ages 15-35 
 
Product:   
The meeting began by asking everyone to look through Phresh’s catalogue and comment on 
their initial thoughts about the Phresh products. After only viewing the catalogue, a majority 
of the group found the products fashionable and trendy. A few stated that it was a “new way 
of thinking” within the golf fashion apparel and others agreed that the line looked young and 
daring. A few group members were skeptical of the colors and felt the products maybe “too 
much” in regards to colors and boldness. The participants all stated that they were unable to 
tell the quality of the products by just looking through the catalogue and though they felt the 
line of clothing was rather appealing, certain factors were lacking in the catalogue. For 
example, the names of the products were confusing and they would have liked the names to 
have represented the fit of the product, etc.  

An actual Phresh shirt was then presented to the group and was passed around for everyone to 
touch and see. The group was surprisingly impressed with the material of the shirt as it was 
100% polyester and many were expecting cotton. Many of the participants felt that polyester 
is a perfect fabric to play golf in because it is breathable and is easy to care for. The shirt also 
felt a lot thicker than they expected, even for being polyester. A few participants still felt that 
the shirt had too much color to wear on the golf course; however others liked the different 
colors and said that they would wear the shirt to play golf in. In additional, a majority of the 
participants stated that they wouldn’t wear the clothing off of the golf course and in order to 
do so the clothing would have to be less colorful and bright. When asked about the brand 
name Phresh, most participants agreed that golf was not the first thing that came to mind 
when hearing the name Phresh. However, they did feel it was a hip, young name and many 
liked the logo of the brand as it was presented on the shirt and catalogue. The group felt that 
it was unusual to hear that all of the products were manufactured from Canadian fabric in 
Canadian manufacturing plants. A couple expressed that this was a positive for the company 
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in that fair labor laws were enforced, however a majority did not really care where the 
products were produced as long as the quality was good.  

Price: 
The group was then given the prices of all of the products in the catalogue and was asked to 
take into consideration a 10-15% increase in the price for export costs. Since Phresh markets 
as “high end” clothing apparel, the group was split in their thoughts of Phresh as “high-end” 
clothing. Some thought the quality and price could be considered “high-end”, where others 
didn’t think that the colors and the look of the clothes were “high-end”. The majority thought 
that the price for the products were good and within the average price for golf clothes. Many 
compared the products to the brand J. Lindeberg, and in this case the products were priced 
lower then J. Lindeberg clothing which was said to be a great advantage for Phresh. Most 
participants would have purchased the clothing for the price listed and all agreed that they 
would be willing to spend a little more money for good quality and fashionable design in 
their golf clothing.   
 
Promotion: 
Though the group found the catalogue appealing, all participants would have liked to see real 
pictures of the products to see the fit of the clothes. They also wanted to see the prices, sizes, 
and fabric descriptions listed in the catalogue and most stated that they would not have 
purchased any of the clothing without trying it on first. Many of the participants agreed that 
they would be more likely to purchase Phresh products if they were on sale or if they were 
able to try the product out and return it after one time of wearing it if they did not like it. 
None thought a discount in the mail would be very influential and the majority stated that is 
was not really about the price of the products but about the quality and the fit that influence 
their purchasing decisions. When asked if they would be more likely to purchase the Phresh 
products if they knew professional players were wearing the brand, most participants felt that 
this would not influence their choice. However, many stated that with professional players 
wearing the brand, the exposure and brand association would be good for the products in 
order to build a stronger brand name.  
 
Place:  
When asked where the participants usually buy their golf apparel, golf shops and men’s 
fashion retail stores were the main places they purchased their clothing. Many stated that golf 
clothes are an impulsive purchase, usually bought when out golfing. A couple said that they 
travel to the larger cities to purchase their golf clothes to get better prices and a bigger 
selection. The participants did not fell that the large sports stores have the selection of golf 
clothing that the specialty golf shops have, though many sporting stores like Stadium, are 
currently working on growing its golf sections. None of the participants buy their golf apparel 
online, mainly due to the fact that the participants want to try the clothes on prior to 
purchasing the product.  

Overall, the group thought that Phresh would be successful on the Swedish market. All felt 
that Swedish golfers’ value good quality and trendy clothes and Phresh seems to meet these 
needs of the players. 
 
Focus group ages 36-65 
 
Product: 
Great colors and design was the groups’ initial thoughts about Phresh after only looking 
through the catalogue. They did think the line looked a bit young and maybe a little daring 
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with the color schemes and brightness but all agreed the products looked appealing. The 
group was unable to tell the quality of the products by just looking through the catalogue and 
many questioned the names that were given for the clothing and the meaning of the names. 
 
Once the product was presented, the group was once again surprised by the fabric and all 
liked that it was 100% polyester. Many agreed that the shirt would be good to play golf in 
and the quality and colors were appropriate for the sport, however none would wear the 
clothing off of the golf course because of the young look. A couple participants expressed 
their concern that the size of the shirt, which was a small, that it looked way too big to be a 
small. When the group was asked about their thoughts of the brand name Phresh, they stated 
that the name was trendy and fit the clothing design, but they did not really associate the 
name with golf. Since a majority of the groups clothing is not manufactured in the country of 
origin, many did not find the Canadian manufactured factor an advantage to the product. All 
participants stated that it really did not matter where the product came from, as long as the 
product was good quality. 
 
Price: 
When asked about the prices of the products, the group felt that the prices listed were 
reasonable for the line of clothing. Though Phresh is considered “high-end”, a couple 
participants stated that they did not think that polyester was a “high-end” fabric. The prices 
seemed to be similar to competitor prices, according to the group and maybe even a little bit 
cheaper, particularly the pants. However all participants agreed, that when it comes to their 
golf apparel, they value the look, comfort and quality over the price.  
 
Promotion: 
In regards to the presentation of the catalogue, all the participants wanted to see more 
information about the products listed in the catalogue. They felt that the catalogue was 
designed nicely and did a good job representing the actual product. Everyone agreed that they 
would want to try on the products before purchasing anything from the catalogue. There was 
mixed feelings among the group when it came to the increased likelihood of purchasing the 
products if they were on sale. No one in the group would have used a mail discount and 
returning the product after one time of wearing it did not increase the purchasing factor of the 
Phresh products. The group also did not think that even though professional players were 
wearing the clothing, that this would influence their choice in purchasing the products. 
However, a few participants did think it would influence the younger generation as they look 
up to the professional players as role models.  
 
Place: 
The majority of participants purchased their golf clothing from golf retail stores because of 
the large selection, which could require traveling to the larger cities. Golf shops were also a 
common place for this group to buy their golf wear and many expressed that when it comes 
to purchasing their clothes they do not usually purchase on impulsive unless the products are 
on sale. None of the participants purchase their clothing online and they do not usually look 
for golf brands in the larger sports stores.  
 
Overall, the group thought that the Phresh products were a good fit for Swedish golfers and 
that Phresh would be successful on the Swedish market with more exposure of the brand.   
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4.2 Customers 
This section presents Phresh’s target group and the influence its customers have had on their 
marketing mix. 

Phresh Image customers are males ranging between the ages of 15-65 years old. According to 
Tim Tochor, the CEO of Phresh Image, the customers are known to be “outgoing, confident 
and likely to enjoy life to its fullest”. Tim identified Phresh’s target group after the first year 
of operating where he started by only targeting the younger male golfers. He later found that 
not only were athletic teens interested in wearing Phresh clothing, but also older golfers 
wearing 3XL sized shirts in bright colours, were attracted to the line. When it comes to golf 
apparel, Tim states “I learned very fast that every age group likes to be in style”. Phresh does 
not consider golfers as its only target segment in the market. Tim feels that his clothing can 
be worn on and off the golf course, in everyday life, though initially Phresh has entered 
foreign markets by targeting only golfers. With success in these markets, Phresh’s customers 
have grown beyond just golfers and include all types of people. All of the clothing styles and 
products are available in the markets Phresh is currently doing business in; however 
operating in different countries has required Phresh to adapt its marketing mix to meet the 
different market demands. Tim provides that the demand for imported clothing among 
Japanese customers is extremely high and therefore the price of Phresh products sell for 45% 
more in Japan than they do in Australia. And though the U.S. and Canada are considered 
basically the same market, adaptation of the product sizes have been required in the U.S. to 
meet the customers sizing needs. As Phresh continues to expand into new markets, additional 
adaptations of the products are expected. Tim is hopeful that “as Phresh grows from country 
to country that we can offer some individuality to that country, such as having a Phresh shirt 
with more of a Sweden flag design through it, etc”.  

Through the focus group interviews of the Swedish customers, the buying behaviours for golf 
apparel on the Swedish market were identified. Both focus groups value quality, comfort, and 
design when it comes to purchasing golf clothes. The brands the groups are currently wearing 
include: Lyle & Scott, J. Lindeberg, Lobster, and Galvin Green. All participants spent around 
3000 SEK on golf apparel per year where a majority of golf clothing is purchased during the 
golf season. 

 

4.3 Political and Legal Environment 
This section presents the political and legal finding of the Swedish market and the 
implications of doing business in Sweden.   

According to “Doing business in Sweden” (2007), Sweden is one of the most open and 
competitive markets in the world and therefore the market has high potentials [5]. It is one of 
the leading world trade countries in the world with few regulations and no trade barriers, and 
since Sweden became a member of the European Union in 1995 many doors has opened 
which in result has increased both exporting and importing significantly [6]. Due to the fact 
that Sweden is a full member of the European Union the body of the European Community 
Laws are the ones effective in Sweden [7].  

According to the CIA World Factbook (2008) Sweden has a high level of political stability 
and a well developed constitutional monarchy. When it comes to the government regulations 
they decide upon all legislations and on the annual state budget, but in order to do business in 
Sweden no government approval is needed for most lines [5]. Although, when a foreign 
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company is doing business in Sweden there are certain laws and restrictions that needs to be 
followed. Individual tax rates in Sweden are among the highest in the world, but corporate 
taxes are at 28% which is the average tax rate for Europe [3]. According to the Swedish 
Competition Act companies are not allowed to practice price fixing, and therefore all goods 
are subject to VAT (value-added Tax), which can vary from 6-25%. In the retail fashion 
industry the VAT is 25% and it apply for the sale or import of products anytime the product 
change hands [3]. When importing products in the retail fashion industry in Sweden there are 
norms that are recommended to be followed, for example, washing restrictions should be 
attached to each clothing product otherwise the producer is liable if anything goes wrong [8].  
 
When entering a foreign market there are many different options to choose from, and with the 
different entry modes follow different laws and regulations. According to Tim Tochor, the 
CEO of Phresh Image, the company is currently exporting their products to the different 
markets they are operating in and it does it either directly to the department store or to a sales 
representative that in turn sell it to the department store. Since the products are produced and 
manufactured in Canada the company has to pay GST (Goods and Services Tax) of 5% if the 
products are sold in the domestic market, but when selling them to an international market no 
taxes are charged in Canada.  
 
When exporting to a sales representative in Sweden, this person need to have an already 
existing business or start his/her own business. The most favored used form of business 
enterprise in Sweden is limited liability companies, which can be either public or private [7]. 
The sales representative will import Phresh’s products and in turn get paid commission from 
Phresh on the products sold in Sweden. The restrictions and taxes are the same when using 
sales representatives as they are when exporting directly to department stores without using 
any intermediaries. The importer in Sweden is the one responsible for paying the sales tax to 
the board of customs and the amount can vary depending on what is imported and how much 
it is. However, according to the Swedish board of customs the sales tax paid by the importer 
can be written off in the tax declaration at the end of the year [9]. To find out how much the 
sales tax is for importing clothing to Sweden you have to add the shipment fee to the value of 
the clothing imported. When adding the two amounts together you will get the declared 
value, and after you take 12 % of the declared value which is the custom fee for importing 
retail clothing to Sweden. The customs amount you receive from the 12% is then added to the 
declared value, and from that amount you finally take 25% (VAT) out of it. The amount you 
will get is the sales tax the importer needs to pay to the board of customs [9]. Below is an 
explanation of the three steps needed in the calculation to find out the sales tax:  
 
Shipment fee + Value of imported clothing = Declared value 
 
Declared value x 12% = Customs amount 
 
(Customs amount + Declared Value) x 25% = Sales tax the importer needs to pay 
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4.4 Economical Environment 
This section presents the current economic state of Sweden and Canada and a table used to 
compare the two countries economic development. 

With more than half of the economy dependent on trade and business, Sweden is one of the 
top free-trading countries in the world. Its rich culture and high per capita income provides a 
dynamic economic environment where it continues to be one of the worlds most competitive 
and open markets [3]. Sweden is the economic center of the Nordic region and with the 
combined Nordic markets it is the 8th largest economy in the world. With a market of over 27 
million consumers, including the Nordic and Baltic nations, Sweden is known to be home to 
more multinational corporations per capita than any other country in the world and Sweden’s 
capital, Stockholm, is often chosen as the site for many companies Nordic headquarters [7].  

In a report published by SCB in the third quarter of 2007, the Swedish economy showed to 
have a slower growth rate in 2007, compared to 2006. The main reason for the weaker growth 
in 2007 is a result of low numbers in exports of goods, especially to the United States and 
Asia. With the gradually weakening US dollar, Swedish products are comparatively more 
expensive in the American market, causing the value of Swedish exports to the US to 
decrease. Imports to Sweden, on the other hand, have continued to rise at a fast rate and are 
expected to grow at more than double the average rate of other advanced economies in the 
coming months [10]. Furthermore, the Canadian dollar has also weakened over the last year, 
which in turn will be an advantage for Swedish companies importing from Canada. 
According to the CIA World Factbook (2008), Sweden has been experiencing economic 
growth over the past few years with increased demand in the domestic market and strong 
exports. The growth rate in Sweden, at 4.6%, leads the European average, where compared to 
other economies, Sweden has a low deficit and well-funded pension programs [11]. Household 
consumption showed strong growth in 2007, where the demand for “luxury goods” was at an 
all time high. The high growth in consumption is a good indicator that the Swedish people 
and Swedish economy were both strong in the last year [10]. The main economic challenges 
Sweden is currently facing is maintaining its expensive social welfare system without raising 
taxes and lowing its unemployment rate of 4.5%, by creating new jobs for the youth and new 
candidates to the market [3]. Sweden joined the European Union in 1995 but has not adopted 
the Euro as its currency in fear of the economic impact. The strength and stability of the 
Swedish Krona, as well as low inflation rates has made Sweden an attractive market to 
foreign investors. However, because Sweden is so dependent on foreign trade, the Krona is 
very volatile and is affected by the status of other currencies [12]. 

Canada’s economy experienced steady growth in 2007 where exports account for a third of 
its overall GDP. With moderate inflation and the lowest unemployment rates in more than 
three decades, Canada is a prosperous society whose economic system resembles the US and 
is greatly influenced by the US economy [11]. An economic comparison table between 
Sweden and Canada is shown below: 

 Sweden Canada 

GDP- per capita $36,900 $38,200 

GDP – real growth rate 3.4% 2.7% 

Inflation rate 2% 2.4% 

                                           Figure 4.1 Economic comparison table [11] 
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4.5 Social and Cultural Environment 
This section presents social and cultural characteristics of Sweden and Hofstede’s cultural 
ratings for Sweden and Canada. 

Swedes have a particularly high standard of living and demand value and quality in their 
products [3]. They place great importance on environmentally friendly products and are very 
protective and aware of the environment which can be seen in all aspects of their everyday 
life. Natural and neutral are the choice when it comes to materials among most Swedes, 
especially in clothing and interior design (DeWitt, 2006). Equality and fairness are dominant 
social values carried throughout the Swedish society.  Differences in social class are almost 
non-existent and gender equality is among one of the best in the European Union. In a study 
by the European Commission, a majority of Swedish couples evenly share the household 
chores and fathers are spending more time at home raising the children then in other 
European countries. The birth rate in Sweden is one of the highest in Europe and the life 
expectancy is one of the highest in the world. Swedes are known to have excellent English 
skills as it is the second language in Sweden and is taught in schools and used extensively in 
TV, music, films, etc. [13]. Sweden’s total population is around 9.1 million people where 
immigrants make up more than 10% of the total population. Asylum seeks from the former 
Yugoslavia, along with Iraqis, Iranians, and Somalis have settled in Sweden and make up a 
large portion of the immigrant population. Southern Sweden has the highest population 
density with centers in the valley of Lake Malaren and the Oresund region [13]. Stockholm is 
the country’s capital and the largest city in the Nordic region with a population of almost two 
million inhabitants [10]. A breakdown of the population by age and sex can be found in 
Appendix 3. 

When looking at Hofstede’s dimension model, Sweden and Canada appear to be rather 
similar in their culture ratings. Hofstede’s cultural dimension ratings for Sweden and Canada 
are listed in the table below:  

 Sweden Canada 

Individualism 71 80 
Power distance 31 39 
Uncertainty avoidance 29 48 
Masculinity 5 52 

Figure 4.2: Hofstede cultural dimensions [14] 

In both Sweden and Canada, individualism is ranked the highest scoring dimension in 
Hofstede’s cultural model. The biggest difference between the two countries is the 
masculinity dimension. Canada ranks significantly higher than Sweden where Sweden’s 
masculinity rating is among the lowest in the world. The uncertainty avoidance of Sweden 
and Canada are relatively similar with low ratings in this dimension. Sweden’s power 
distance is represented with a relatively low score and though a bit higher, Canada also rates 
below average in Hofstede’s power distance dimension [14].  
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4.6 Retail Structure 
This section provides an overview of the fashion retail industry in Sweden and a table of the 
top sporting and golf apparel companies currently competing on the Swedish market. 

Sweden’s clothing market is incredibly trend sensitive providing a rather complicated yet 
sophisticated market. In 1991, the Swedish textile industry was deregulated allowing China to 
become the main supplier of low cost apparel in Sweden. However, once Sweden joined the 
EU, trade quotas cut China’s imports and Hong Kong became the largest exporter of clothing 
apparel to Sweden and remains the lead supplier with 34% of the import market share [15].  

The retail industry overall showed steady growth in the last two years in Sweden and is 
expected to continue over the coming years as consumers remain positive about the economy 
and generate further growth in all areas of retail. Swedish customers have increased their 
spending on clothing and footwear providing an increase in volume and value of sales within 
the fashion retailing industry [15]. Sales of Sports Apparel showed dramatic increases over the 
last decade and in 1996, sporting goods stores sold around $375 million in sports clothing. 
On average, Swedes spend around $650 (3.950 SEK) per capita on clothing. The market is 
largely influenced by Sports and Casual Wear made in the U.S. Therefore, U.S. brands have a 
strong reputation on the Swedish market and are perceived to have high quality and 
fashionable style [8]. In the Euromonitor report, Sweden reported an increase in the demand 
for quality clothing and footwear which is driving the prices up and forcing many retailers to 
increase their standards. Designer clothing, though a limited market, is also quite important in 
the Swedish clothing market [8]. As fashion has gained more importance in Sweden, 
consumers are willing to invest more money in their clothing and footwear. Men and children 
have become particularly important within the fashion industry and are targeted more and 
more by retailers [8]. As the Swedish economy is expected to continue to grow, the 
importance of fashion among Swedish consumers is likely to increase and the companies who 
can best meet the consumer demands will be successful on the Swedish market [15]. 

Retailers in the fashion industry in Sweden are meeting greater demand for their products by 
reaching potential consumers through media coverage [15]. Advertising in magazines and 
catalogues is the most effective way to market a new brand name in Sweden. Television 
commercials are not the most common marketing tool, however more and more Swedes are 
watching advertisements on the TV than ever before. Marketing activities are advised to 
remain rather subtle and “lifestyle marketing” is important in presenting high-end clothing. It 
is important for companies entering the Swedish market to select their marketing process and 
distribution channels carefully, with the ultimate goal of creating a strong brand image [8].  

Within the Swedish market, clothing distribution is another important aspect in understanding 
the retail structure. Most shopping takes place in downtown areas mainly in specialized 
boutiques that carry only a few brand names. Smaller stores that promote and carry only one 
brand is more typical to find then chain-stores, as these stores are designed strictly to promote 
brand image [8].  

Sweden’s total apparel market is estimated at $7, 5 billion, including shoes and accessories. 
Dominating the market by 45.2% is fifty of the largest apparel companies, owing over 1,300 
stores nationwide. SMEs controls around 35% of the fashion retail market with around 5,560 
stores. Sporting goods and sports apparels own 310 stores throughout Sweden and make up 
7.1% of the market. With the smallest market share of Sweden’s total apparel market, 
shopping malls and departments stores only account for 6.2%. According to a report on the 
apparel industry in Sweden [8], the top five “best sales prospects” in Sweden are:  
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1. High quality sports jackets and pants 

2. Knitwear, including polo/turtlenecks, sports shirts 

3. Jeans, high quality 

4. Outdoor garments, high quality 

5. Cotton shirts/blouses, high quality 

With imports from Hong Kong and the EU countries dominating the Swedish fashion market, 
domestic companies have found to only be competitive in specific niche markets. The high 
quality sports apparel sector is completely dominated by imported brands such as Adidas, 
Nike and Reebok. This has caused many sporting good distributors in Sweden to add sports 
clothing to their sporting lines. Companies such as InterSport, Team Sportia, New Wave 
Group and the Eklof group have had great success in expanding their original product lines to 
compete in the market [8]. The number of competitors in the golf retail fashion industry in 
Sweden is many and Phresh must take them into consideration when entering the market. 
According to Tim Tochar, the CEO of Phresh Image, the company’s strengths in comparison 
to its competitors is that Phresh is new, made in Canada, cool name and colorful styling. Its 
main weakness is in branding since the company hasn’t been around long enough to be a 
household name. Tim says that it usually takes a couple of years to get there, but overtime 
Phresh will work to reach its goal in becoming a strong brand name.  

Below is a table of the top sporting and golf apparel companies currently competing on the 
Swedish market and some of their strengths and weaknesses:  

Competitors Strengths Weaknesses 
Peak Performance • Swedish company   

• Good representation 
on the golf tour 

• Strong advertising 
• Well known brand 

name 
• Broad product line 

• Fairly expensive 
price 

• Swedish brand but 
not made in Sweden  

J. Lindeberg • Swedish company  
• Good representation 

on the golf tour. 
• Very trendy among 

youth golf players 
• World known 
• Broad product line 

• Fairly expensive 
price  

• Quality can vary on 
pants 

Galvin Green • Know for their Gore 
Tex outerwear 

• Strong advertising 
• Good representation 

on the European 
golf tour 

• New when it comes 
to golf clothing 

• Fairly expensive 
price 

Lobster • Price below average  
• Trendy and cool 

design 

• Limited advertising 
• No representation 

on the golf tour 



 
 

34 

• Low quality 
Puma • Worldwide know 

and marketed 
• Good representation 

on the golf tour 
• Broad product line  
• Strong advertising 

• Fairly expensive 
price 

Lyle & Scott • High end fashion 
• Well established 

brand name 
• Good quality 

• Limited product line 
• Very expensive 

price 

Ivanhoe • Low price • Young company  
• Not well known 
• Small budget 
• Low quality 

Footjoy • Worldwide known 
company 

•  Partners with 
Titleist 

• Good representation 
on the golf tour 

• Large marketing 
budget  

• Not trendy  
• Conservative line 

Nike • Represented by 
Tiger Woods  

• Worldwide 
company 

• One of the biggest 
sports apparel 
companies in the 
world 

• Large budget 
 

• American cut 
clothing 

• Not slim cut  
• Not trendy 

Adidas • Worldwide 
company 

• Large budget 
• Good representation 

on the golf tour 

• Main stream 
• American cut 

clothing 

Cross • Swedish company  
• Advertising in 

Scandinavia  

• Young small 
company 

Figure 4.3 Competitors currently on the Swedish market. *All information was obtained through the companies’ 
websites and through personal experience [16]  
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5. Analysis 
This chapter presents the analysis of the Swedish market and Phresh Image based on the 
theoretical framework and the empirical data. 

5. 1 Company 
This section presents the analysis of Phresh Image and its main resources, competence, modes of 
entry and marketing mix. 

5.1.1 Resources 
Barney (1991) states that there are three kinds of resources, and they are categorized as 
physical capital resources, human capital resources and organizational capital resources. He 
goes further by saying that in order for a company to gain a competitive advantage these 
resources have to be valuable, rare, inimitable and non-substitutable.  

Phresh Image’s major physical capital resource is the manufacturing in Canada, which is 
brokered out with relationships the company has built with reputable suppliers since day one. 
Furthermore, all of Phresh’s clothing is currently produced and manufactured in Canada. 
These resources are very valuable to the company since it has created great advantages for 
Phresh. By manufacturing the way the company does, it can save on all the overhead, 
employee wages and benefits. However, its resources are not so rare since many companies 
have similar physical resources. The production process could be inimitable, but the 
manufacturing is not. Furthermore, since other companies have the same sort of facilities 
Phresh cannot claim that these are non-substitutable. Overall, Phresh’s major physical capital 
resources likely do not gain a competitive advantage in the international market.  

The main human capital resources of Phresh are the sales representatives in Canada and the 
United States. All sales representatives are seasoned veterans in the garment industry, since 
they have worked a minimum of five years within it. By employing its own sales force in the 
international markets, Phresh is able to better control its products. Hollensen (2001) discusses 
the advantages in utilizing a company-owned sales force and states that through its own 
representatives, a company can better meet the customer’s needs and ensure efficient 
distribution of the products. The sales representatives are extremely valuable for Phresh, 
since they are the ones building the network and promoting the brand, but most importantly 
they are the main source of income. Sales representatives like the ones working for Phresh 
exist all over the world, and therefore they are not rare by any means. Furthermore, the sales 
representatives carry 3-4 different lines of products for a number of different companies. 
Although this can be an advantage for Phresh as it will get exposure at many places it does 
not make them inimitable. Finally, it is uncertain if the sales representatives are non-
substitutable since there are many sales representatives working within the same field. 
Overall, although the sales representatives are knowledgeable, motivated and have great 
experience doing business this way it is not certain that it can gain a competitive advantage 
for Phresh.   

Phresh tries to portray itself as a young energetic company that reaches success through 
integrity and high morals, and the company is mainly controlled by the CEO Tim Tochor. All 
products are individually packaged with style identification, hang tags with information about 
the garment and boxed. Tim is responsible for making sure that the orders are received on 
time to the sales representatives so they can deliver the clothing to the retail stores on time. 
This is not just valuable to the company, but also to the customers. Thus, it cannot be seen as 
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rare, inimitable or non-substitutable and therefore the organizational resources cannot be seen 
as a competitive advantage for Phresh.  

5.1.2 Competence 
The competencies in Phresh are high since all the employees are very knowledgeable within 
the men’s golf wear and men’s fashion wear, which  according to Hamel and Prahalad (1990)  
is a way of achieving a competitive advantage and a long-term profit. Furthermore, Kolvereid 
and Bullvag (1996) state that it is not enough to develop a competitive advantage in the 
foreign market place, it is also essential that the entrepreneur is motivated and has knowledge 
about the foreign market. The CEO Tim Tochor has always seen Phresh’s clothing line in 
every market in the world and the world has always been the company’s goal. There are no 
limits to where it wants to be and so the motivation is definitely there. Tim also knows that in 
Sweden the customers in the retail market are very fashionable and they enjoy fashion and 
are willing to try new products. He also knows that the Swedish customers have a larger 
disposable income towards clothing then most countries. This along with more knowledge 
about the Swedish market shows that the entrepreneur is ready to enter the market.  

5.1.3 Modes of Entry 
Among the entry strategies discussed in the theoretical framework chapter, Phresh is 
currently using exporting as its way to enter new markets, which according to Wigley and 
Moore (2007) is the most common first step in internationalization for SME’s in the retail 
fashion industry. Doole and Lowe (2004) discuss that exporting includes the lowest risk and 
cost out of all entry methods, and the CEO of Phresh feels like the current strategy allows 
him to focus on sales and design for continued growth of Phresh. Using the strategy also 
allows the company to build relationship with the manufactures and customers, and by 
producing and manufacturing all the products in Canada, Phresh can keep the costs down 
when entering new markets, which is in line with Jeannet and Hennessey’s (2002) statement 
that marginal profitability tend to be high when a company already have an existing operation 
and add volume to it.  

In summary, it is uncertain that Phresh’s resources analyzed in this study can gain a 
competitive advantage for the company on the international market. However, the 
competences and the entrepreneur’s willingness to enter the Swedish market show that it can 
be done through exporting since the company has previous experience doing business this 
way.  

5.1.4 Marketing Mix 
Product: 
As Doole and Lowe (2004) discuss, two of the most important aspects when introducing a 
new product to a foreign market are the product benefits and attributes. The result of the 
focus group interviews showed that the Phresh products would be liked by the Swedish 
consumers and meets their demands when it comes to golf apparel. The clothing was 
expressed as trendy and colorful where the consumers were highly impressed by the fabric of 
the clothing. The Phresh products were definitely suitable to play golf in and appropriate 
wear for the golf course. Phresh has defined itself with a distinctive look, providing a 
fashionable design along with good quality, which Doyle (1991) argues is the most critical in 
order for a fashion brand to be successful.  
 
Branding is another important factor when it comes to the success of the international fashion 
retailer (Wigley and Moore, 2007). Since none of the consumers had heard of the name 
Phresh prior to the focus group interviews, developing a stronger brand name would be 
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significant for the Swedish market. However, the brand name did seem to spark interest 
among the participants where they thought the brand Phresh sounded hip and young, but did 
not really associate it with the sport of golf.    

Based on the results of the focus group interviews, the production of the Phresh products in 
Canada was not a critical factor to the consumers and it did not influence their perspective of 
the products.  

Price: 
Phresh’s clothing is unique in its design and quality which is reflected in its “high-end” 
marketing strategy. These factors are reasons that Doole and Lowe (2004) describe as why 
customers are willing to pay more for these types of products. According to the participants 
in the focus groups, Phresh’s prices are comparable to the other clothing brands they 
purchase and are suitable prices for the Swedish market. Since the perceived value of the 
products and the existing competition both influence a company’s pricing strategy (Doole and 
Lowe, 2004), Phresh’s current prices are within the appropriate range for the Swedish 
consumer and within the competitors’ prices.  
 
In developing a pricing strategy for a new foreign market, it is also important for a company 
to evaluate how the consumers will respond (Doole and Lowe, 2004). The focus group results 
showed that Swedish consumers would purchase the Phresh clothing for the prices listed and 
would be willing to spend more money on good quality clothing.  

Promotion: 
As explained by Alexander (1997), there is a number of ways retailers can promote their 
products and Phresh has considered many different techniques in its promotion strategy. 
Phresh has concentrated on promoting its products through media advertising which has 
allowed the company to gain the most exposure and communicate its products to the general 
public (Hollensen, 2001). Personal selling and sponsorship are other promotion strategies 
Phresh is currently practicing and, according to Doole and Lowe (2004), are traditional ways 
of effectively promoting products to a new market. Phresh should consider special offers and 
price reductions as another promotion technique, if it were to enter into the Swedish market. 
The results of the focus group showed that the Swedish consumers tended to be more 
influenced in purchasing products that were on sale or if they were able to return the product 
if they didn’t like it after wearing it one time. Hollensen (2001) describes sales promotion as 
being a common practice among retailers used to introduce new products and encourage 
consumers to try the products out.  
 
Phresh’s current promotion strategy is suitable for the Swedish market where advertising in 
magazines and catalogues are the most effective techniques used by Swedish retailers. It is 
important, however, that Phresh takes into consideration the cultural and geographical 
differences of Sweden in its promotional mix (Jeannet and Hennessey, 1995) where subtle 
marketing practices are advised. The Swedish consumers were not highly influenced to 
purchase products that the professional athletes were wearing, however a strong brand name 
increased the likelihood of the consumers’ buying behavior.  

Place: 
When it comes to selecting the most efficient distribution channels to sell a product, the 
customers should be the primary factor considered (Hollensen, 2001). As the focus group 
results showed, Swedish consumers purchase their golf apparel mainly from golf shops and 
men’s retail stores. Phresh sells its products in both of these types of retail stores in its current 
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markets and should consider the same distribution strategy when entering Sweden. 
Characteristics of the market should also be considered in selecting the correct distribution 
channel (Doole and Lowe, 2004) and as a majority of Swedish shopping is done in downtown 
areas and in boutique stores, Phresh should consider selling its products to centrally located 
retail stores. Buying clothing online was not popular among the Swedish consumers and since 
Phresh does not currently sell any of its products online, it would not need to consider online 
purchasing when entering the Swedish market.  
 
Overall, Phresh’s current marketing mix was well received by the Swedish consumers, 
showing potential demand for the company and its products.  

 

5.2 Customers  
This section presents the analysis of Phresh’s strategy in targeting its customers and the 
Swedish consumers’ apparel buying behaviour.  

Phresh has defined its target group of customers through demographic – males, ages 15-65 - 
and psychographic – outgoing, confident, likely to enjoy life to its fullest – segmentation. 
Brassington and Pettitt (2000) define these segments as effective ways for a company to 
focus its marketing mix. Kotler (2004) agrees that by dividing the market into target 
segments, Phresh can identify the markets with the greatest market potential and target the 
consumers that have the highest interest in purchasing its clothing. Phresh has re-defined its 
target group as more knowledge about the market is gained and the company has adjusted it 
marketing mix in order to meet the demand of all the consumers. By trying different 
segments within a market, Phresh is able to learn more about the markets it is operating in 
and recognize the opportunities each markets provides (Kotler, 2004). 

Phresh is currently adapting its marketing mix in each market to better meet the local 
demand, which Doole and Lowe (2004) describes as essential in order for a product to be 
successful on a foreign market. The focus group results showed that some adaptation of the 
marketing mix would be required if Phresh Image were to enter the Swedish market. For 
example, many different promotional tools would be critical for Phresh, as a strong brand 
image is required in order for the company to be successful on the Swedish market. The 
clothing sizes should also be taken into account as Swedes perform a slim fit in their clothing. 
In addition, the consumer buying behaviours of the Swedish consumers are important to take 
into consideration when defining the Swedish market (Brassington and Pettitt, 2000). Since 
Swedes tend to value quality and design in their clothing, Phresh’s current line of products 
seem to fit the customers demand and is in line with their current buying behaviour practices.  

Overall, Phresh should consider the same target group that it is currently marketing towards 
when entering into Sweden and by adapting the marketing mix to suit the Swedish consumer, 
Phresh will be able to meet the consumer demand. As Swedish consumers appreciate good 
quality clothing, Phresh should promote its 100% polyester fabric and be creative in ways to 
expose the brand.  
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5.3 Political and Legal Environment 
This section presents the analysis of the Swedish political and legal environment with respect 
to a Canadian company. 

Doole and Lowe (2004) discuss that the politics is linked to the government’s attitude and to 
which extent they let a foreign company operate. According to “Doing Business in Sweden” 
(2007), no government approval is needed when doing business in Sweden which makes it 
easier for an international company to enter the market. Since Sweden became a member of 
the European Union in 2005 it has become one of the most open competitive markets in the 
world [3], which means that Phresh can operate freely in the Swedish market without having 
to deal with any trade barriers.  

According to Alexander (1997), the government often has norms and regulations that need to 
be followed, and in Sweden it is very important that washing restrictions is attached to each 
clothing product otherwise the producer is liable if anything goes wrong [8]. Phresh is very 
detailed on its hang tags of the clothes, which includes information about the garment and 
how it should be washed, and therefore Phresh should not encounter any difficulties with its 
products when selling them on the Swedish market. Furthermore, Doole and Lowe (2004) 
discuss that government stability and taxation policies have to be considered in order to 
successfully operate in a foreign market. According to the CIA World Factbook (2008) 
Sweden has a high level of political stability, which is positive for Phresh in terms of 
operating in Sweden. When it comes to the Swedish tax system it is fairly complex, but since 
Phresh is the exporter it is not the one responsible for paying the sales taxes, the importer is 
the one liable for making sure that the sales taxes of the imported products will get paid to the 
Swedish board of customs [9].  

In summary, because of the European Union the political outlook between Canada and 
Sweden is good and Phresh should not encounter any difficulties entering Sweden. The legal 
system is fairly complex in Sweden, but since the exporter is not the one reliable for paying 
any taxes in Sweden, Phresh as a company should be able to export its products without any 
problems. 

 

5.4 Economical Environment 
This section presents the analysis of the Swedish economical environment in relation to the 
Canadian economical environment.  

According to Hollensen (2001) the economic environment is the major determinate of market 
potential and opportunity, and it will have a direct impact on the companies operating in the 
market. Futhermore, Doole and Lowe (2004) discuss that a company is able to determine 
whether they can profitably satisfy the market demand by analyzing the direction in which a 
particular market is developing economically. According to the CIA World Factbook (2008) 
Sweden has been experiencing economic growth over the last few years with a growth rate 
that leads the European average. However, the Swedish economy had a slower growth rate in 
2007 compared to 2006 and the main reason for this is a result of less exporting goods due to 
the weakening U.S. dollar. This can be seen as negative for Swedish exporting companies, 
but for Swedish importers it is the opposite and statistics shows that imports to Sweden have 
raised at a fast rate the last few years [10]. The Canadian economy experienced steady growth 
in 2007 where exporting keeps increasing[11], and for a company like Phresh the combination 
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of increased exporting in Canada and increased importing in Sweden definitely creates an 
opportunity for a Canadian company to enter the Swedish market.  

Furthermore, Hollensen (2001) discuss that understanding the wealth, purchasing power and 
the demand potential for a company’s product are also critical factors when entering a new 
market. According to the Swedish Country Commercial Guide published in 2007 Sweden has 
a rich culture with a high per capita income, and in 2007 the household consumption 
increased. This shows that the Swedish consumption and the Swedish economy were both 
strong in the last year [11], indicating that the economy in Sweden is very stable. Hollensen 
(2001) states that a stable market is preferred when doing business abroad, and therefore 
Sweden is currently a market with a lot of potential for an international company like Phresh.   

Exchange rates and currency fluctuations also affect companies’ activity in a foreign market 
according to Hollensen (2001), and due to the strength and stability of the Swedish Krona as 
well as the low inflation rate, Sweden has become even more of an attractive market for 
foreign investors [12].  

In summary, since both Sweden and Canada currently have a stable economy, Phresh should 
be able to enter the Swedish market without any economical barriers. However, most 
importantly there is a market opportunity in Sweden for Phresh based on economic factors.  

 

5.5 Social and Cultural Environment  
This section presents the analysis of the Swedish and the Canadian cultures with regards to 
doing business.  

When entering into a new market and conducting business internationally, cross cultural 
challenges are inevitable. Alexander (1997) states it is important for international retailers to 
analyze the differences between the home market and the foreign market the company is 
about to enter. In the retail industry characteristics such as society, living status and lifestyle 
are essential since it will affect the consumption patterns and shopping habits, and therefore, 
it is important for Phresh as a company to understand the culture and etiquette when doing 
business in Sweden. According to Sweden Country Commercial Guide (2007), Swedes have 
a high standard of living and demand value and quality in their products, which is ideal for a 
company that also values great quality in its products, like Phresh. 

In order to further illustrate the differences and similarities between the Swedish and 
Canadian culture the Hoftede’s Cultural Dimensions model presented in the “theoretical 
framework” chapter was applied, which helped provide a better understanding.  
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Figure 5:1 Hofstede’s Swedish Culture [17]                           Figure 5:2 Hofstede’s Canadian Culture [18] 

 

 

Figure 5:3 Hofstede’s World average cultural dimensions [18] 

In both Canada and Sweden, Individualism (IDV) is ranked the highest dimension in 
Hofstede’s cultural model. Both societies demonstrate a large degree of freedom where the 
people are sought to be self-reliant and look out for their own best interest or that of their 
immediate family (Doole & Lowe, 2004). The Canadians are a bit higher in this area as their 
culture stresses the individual initiative and achievements more so then the Swedes. 
Therefore, should a Canadian company that enters Sweden be aware of a lower level of 
individualistic thinking and alter its approach accordingly.   

The most dramatic difference between the two countries is the Masculinity (MAS) dimension 
where Canada ranked significantly higher than Sweden. This indicates that Canada has a 
higher degree of gender differentiation of roles where the male dominates a large portion of 
society. High Masculinity cultures, like Canada, associate to typical stereotypes of men and 
women resulting in increased assertiveness and competitiveness [1]. Sweden, on the other 
hand, is one of the most feminine societies studied by Hofstede. In Sweden, both men and 
women express traditional feminine qualities and relationships are more highly valued with 
partnerships (Hollensen, 2001). This cultural gap is the most likely source of cultural conflict 
between Sweden and Canada, and in order for a Canadian company to successfully enter the 
Swedish market this dimension has to be carefully analyzed.  

Power Distance (PDI) suggests a society’s level of equality between government, 
organizations, families, etc. Equality is a major social value in Sweden and is reflected with a 
low Power Distance score in Hofstede’s model. Consensus and compromise are valued when 
making decisions on a business and social aspect and Swedes rarely express their status as a 
means of authority or power. Although a bit higher then Swedes, Canadians also rate below 
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average on Hofstede’s Power Distance dimensions. Even though Canada is looked to be a 
fairly equal society, company policy is always followed and it is not uncommon that the top 
executive makes the final decision [1].  

The Uncertainty Avoidance (UAI) of Sweden and Canada are also relatively similar with low 
ratings in this dimension, however Canada is ranked a little higher. Swede’s are known to be 
tolerant of opinions and behaviours different from their own and handles uncertainty well. In 
Canada, members of society are also rather accepting of a variety of ideas and beliefs and 
favour fewer rules that do not attempt to control all outcomes and results (Hollensen, 2001). 
However, according to Doole and Lowe (2004) people in lower uncertainty avoidance 
cultures tend to be more relaxed, and it can be difficult for a company to enter a new market 
where people are even more relaxed than what they are used to, and therefore it is important 
to quickly adjust.  

In general, from a cultural perspective we can conclude that Sweden and Canada are 
considerably similar in the individualism, power distance and uncertainty avoidance 
dimensions. Due to this no cultural adjustments in these categories are required to do 
business in Sweden for a Canadian company like Phresh. However, the masculinity 
dimension is significantly different in the two countries, and therefore the cultural difference 
should carefully be analyzed in order to understand how a Canadian company should react 
when operating in Sweden. 

 

5.5 Retail Structure 
This section analyzes Sweden’s current retail fashion market and compares Phresh’s 
strengths and weaknesses to its competitors.  

Similar to what Doole and Lowe (2004) discuss in regards to economically developed 
markets; Sweden’s retail fashion industry is advanced and structured. The retail market is 
highly concentrated where the fifty largest apparel companies own almost 50% of the market 
and have the most number of retail outlets located throughout the country. With a strong 
media presence in Sweden, a broad range of marketing tools are available to companies to 
help build a strong image which is important in a developed market like Sweden (Doole and 
Lowe, 2004). Sweden’s current fashion retail market shows promises of growth in the 
coming years as fashion is highly valued among the Swedish consumers. Not only does 
Phresh’s concept of quality and fashion fit the current retail structure trends in Sweden, the 
market also provides an attractive environment for Phresh, as the consumers are trendy and 
sophisticated.  

As Douglas and Craig (1995) mentioned the importance in identifying the competitors within 
a market, the table displayed in the empirical results lists Phresh’s top competitors currently 
competing on the Swedish market. In addition, each competitor’s strengths and weaknesses 
are displayed, which Kotler (2004) states are essential in analyzing a foreign market and 
evaluating the threats of the competitors within the market. By considering the strengths and 
weaknesses of its competitors, Phresh can determine the opportunity it has in Sweden, as well 
as manipulate its overall international strategy to ensure successful market entry (Douglas 
and Craig, 1995). Phresh brings something new to the market and unlike any of the other 
competitors, all products are Canadian made. However, Phresh’s major weakness is in its 
brand name which may cause some challenges for the company when initially entering the 
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Swedish market. In order for Phresh to successfully compete on the Swedish market, it must 
consider its competitors and find a way to differentiate itself from all the rest (Kotler, 2004). 

In summary, since fashion is highly valued by the Swedish consumer, there is a market 
potential for Phresh. After determining the strengths and weaknesses of Phresh’s competitors, 
it is evident that there is an opportunity for its clothing line in Sweden.   
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6. Conclusion 

This chapter presents the conclusions of the thesis by answering the research questions and 
the purpose of the study.  

 
1. Are the social/cultural, political/legal and economical environments of Sweden fitting 

for a Canadian SME in the men’s retail fashion industry?  
 

The Swedish social and cultural environment is very similar to Canada. A Canadian company 
should not experience many complications when doing business in Sweden due to cultural 
factors difference. However, extra emphasis should be placed on practicing equal rights and 
men and women should be treated the same when doing business in Sweden.  
 
The political and legal environment of Sweden allows for easy entry for a Canadian company 
and provides access to the entire European Union. Politically, Sweden is a stable place 
providing a secure marketplace. Since the tax system is rather complex in Sweden, some 
knowledge about the system is recommended. However, since the exporter is not responsible 
for paying the tax, it is not considered a barrier for Canadian companies looking to export its 
products to Sweden.   
 
Currently, both Sweden and Canada have a strong, stable economic environment providing 
companies a good opportunity to conduct business internationally. Sweden is an attractive 
market for Canadian companies as imports continue to increase and the market rapidly grows. 
With a high income per capita, Swedish consumers are also more willing to purchase high-
end luxury products and household consumption is on the rise.  
 
The social/cultural, political/legal and economic environments of Sweden are definitely 
fitting for a Canadian SME in the retail fashion industry. With similarities in culture and 
economic state, Sweden’s stable environment provides minimal entry barriers and an 
attractive market for Canadian SMEs.  

2. Is there consumer demand on the Swedish market for a new men’s retail fashion 
brand?  

Swedish consumers appreciate good quality and fashionable clothing where both men and 
women are highly influenced by the latest trends and take pride in wearing brand name 
clothing. Swedes are open to new brand names as long as the brand is able to offer something 
new to the market and provide good quality and design in the clothing. Since fashion is an 
important part of their everyday life, there is consumer demand on the Swedish market for a 
new men’s retail fashion brand and in order to meet the demand of the consumers, a strong 
brand image is important.  

3. Can a Canadian SME in the men’s retail fashion industry effectively compete with the 
existing competitors on the Swedish market?  

 
There are a number of competitors currently competing on the Swedish market in the men’s 
retail fashion industry and in order for a Canadian SME to effectively compete the company 
must define its strengths within the market and distinguish itself from the rest of the 
competition. Building a strong brand reputation through exposure and brand image is 
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essential to successfully compete on the Swedish market and must be important business 
practices for the Canadian SME looking to enter the market.  
 
Adaptation may also be required for a Canadian SME to effectively compete on the market to 
better meet the consumer demand and compete with the existing competitors. Adapting the 
products in sizes, fit, colours, etc. are critical to compete on the Swedish market as the 
consumers value stylish, fitted clothing and neutral colours. Quality is highly valued among 
the Swedish consumers and to successfully compete with the competition, equal or greater 
quality of clothing must be offered. Swedes are willing to spend more money for high-end, 
quality clothing which should be considered when it comes to adapting the prices to the 
Swedish market, as well as considering the competitor’s prices. The promotional tools most 
effective in Sweden are media advertising and sales promotion which a Canadian SME 
should consider when entering the market and introducing a new brand. In addition, to 
effectively compete with the current competitors, a Canadian SME in the men’s retail fashion 
industry should consider selling its products in a centrally located, men’s fashion retail store 
where a majority of the shopping takes place among the Swedish consumers.  

4. What is the most suitable entry strategy for a Canadian SME in the men’s retail 
fashion industry internationalizing to Sweden?  
 

Exporting is the most suitable entry strategy for a Canadian SME in the men’s retail fashion 
industry to internationalize into Sweden because it allows the company to enter the market 
with little risk and low investment. This type of entry strategy enables the company to build a 
brand name through existing distributors who have already established a position in the 
market. Limited intermediaries should be considered when initially entering Sweden and 
instead of employing any sales representatives, directly marketing to the distribution 
companies will eliminate the barriers of employment laws, etc. Through exporting, market 
knowledge is gained which allows for further expansion and flexibility within the market for 
a Canadian SME. With additional experience and knowledge of the Swedish market, a 
Canadian SME in the men’s retail fashion industry can grow incrementally as the brand 
image grows among the consumers. In time, companies may consider employing sales 
representatives or opening its own retail store and focusing on building an even stronger 
brand presence in Sweden. 

After answering the research questions, the purpose of the study to determine if Sweden is a 
suitable market for a Canadian SME in the men’s retail fashion industry can be concluded. 
The research showed that Sweden is an attractive market for a Canadian SME in the men’s 
retail fashion industry and according to the study there is much potential for success. 
However, there were some interesting points found from the study that a Canadian SME must 
consider when entering Sweden in order to successfully compete on the market. For instance, 
it was surprising to find that the Swedish customers did not necessarily like the bright colours 
on the clothing, which mean that in order to satisfy the Swedish customers the colours of the 
clothing line has to be toned down. It was also surprising to find that Swedish customers 
highly value brand image, which means that more effort should be put towards strengthen the 
brand.  
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7. Implications and Further Research 
This chapter presents the theoretical implications, the managerial implications and further 
research.  

7.1 Theoretical Implications 
The theory of psychic distance is represented throughout the study where a foreign market’s 
environment is evaluated to determine a suitable fit for a Canadian SME in the retail fashion 
industry. Sweden’s economic, cultural, and political environments are similar to that of the 
domestic market of Canada and the study found it was suitable for a Canadian SME to enter 
the Swedish market based on environmental factors. The study compliments Johanson and 
Vahlne (2001) research on internationalization and psychic distance. However, though 
culturally similar on Hofstede’s (1997) cultural dimension model, the retail trends of the 
consumers were rather different among the two markets and adaptation of the marketing mix 
is required to suit the Swedish market. Thus, as Alexander (1997) also discusses, it is 
important in retail internationalization to research the retail structure and the customers on the 
foreign market prior to entering the market since the buying behaviour of the consumers may 
differ.   

Company aspects were also proven to be critical in evaluating a foreign market where the 
willingness of the entrepreneur deemed the most important to the Canadian SME when 
internationalizing to Sweden. The following supports Kolvereid and Bullvag (1996) theory of 
competence and motivation among the entrepreneur as an essential factor when entering a 
foreign market. Due to the limited resources of SMEs, without the motivation of the 
entrepreneur, the case study company would never have even considered entering the 
Swedish market and thus the study would not be relevant to the company.  

7.2 Managerial Implications 
The outcome of the study shows that it is important for the management of a Canadian SME 
in the men’s retail fashion industry to understand the Swedish market before entering it. 
Analyzing the Swedish market before entering will provide the management and the 
company with more knowledge about the market, the customers and the competitors. It is 
also important for the company to develop the most suitable strategy to use when entering the 
market, and to carefully analyze it before taking the first step into Sweden.  

The study showed that there are several important factors to consider when entering Sweden 
in order to successfully operate in the market. First, the management should take into 
consideration the social/cultural, political/legal and economical environment of Sweden to 
find out if it is a fit for its company. There are limited barriers between Canada and Sweden 
when it comes to these environmental factors, and in therefore in general there should be no 
complications for a Canadian SME in the men’s retail fashion industry to enter the Swedish 
market. Second, the management should adapt its marketing mix to suit the Swedish 
consumers, and in general the Swedish consumers spend more money on fashion clothing and 
value quality and design over price. Third, the management should define its competitors on 
the Swedish market and be aware of their strengths and weaknesses in order to compete with 
them. Fourth, the entry strategy should suit the company, and by using the knowledge and 
experience gained from previous markets the company has entered it provides an advantage 
when entering Sweden. In addition, depending on what entry mode used the Swedish tax 
system can vary, and therefore it is important that the management is aware of the affect it 
will have on the company.  
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Since the thesis was based on a single case study of Phresh Image, the managerial 
implications related to the specific company may differ slightly from the general 
implications. However, Phresh should take into consideration the same factors as any 
Canadian SME in the men’s retail fashion industry.  

Some recommendations to Phresh can be drawn from the study to provide a better 
understanding how the company should enter the Swedish market successfully. First, the 
manager of Phresh should use its previous knowledge and experience of entering new 
markets when entering Sweden, and therefore, exporting would be the most appropriate entry 
mode for the company. Although Phresh is currently using sales representatives in its foreign 
markets, this is most likely not the initial way of doing business in Sweden for the company. 
Exporting directly to the retail stores using no intermediaries will be less costly and less 
risky, and to be able to reach them Phresh should enter the Swedish trade shows just like they 
have done before in the U.S. Attending the Swedish trade shows is a great opportunity for the 
company to introduce its clothing line and meet directly with the department store, chains, 
consumer operations and retail outlets.   

Second, in order to compete successfully on the Swedish market Phresh should adapt its 
marketing mix to better suit the Swedish consumers. Phresh’s products was mostly criticized 
for its bright colours and large fit, and therefore these two factors should be the first ones to 
consider when adapting its products to the Swedish market.  

Third, the manager of Phresh should be aware that Sweden is a very feminine country in 
comparison to Canada, which means that the Swedish population is not as aggressive and 
forward as the Canadian. Therefore, it is important that the manager take this cultural gap 
into consideration, especially if deciding to develop its own sales force in Sweden.  

Fourth, since the Swedish tax system is fairly complex, the manager of Phresh has to extend 
his knowledge about it if choosing to operate in Sweden any other way then by exporting 
directly to the retail store. However, if Phresh only choose to do business this way the 
company should not encounter any problems since the exporter is not the one reliably for 
paying any taxes in Sweden the importer is.   

Finally, Sweden is a great market opportunity for Phresh since the result from the study show 
that the company can compete with its competitors, but most importantly there is a consumer 
demand for its products.  

7.3 Further Research 
The result of the research showed that Sweden is a suitable market for a Canadian SME in the 
men’s retail fashion industry. However, since the study was based on a single case study, it 
can be suggested to include additional Canadian SME companies in order to generalise the 
study further. In addition, it would be interesting to further research the current international 
companies competing on the Swedish market and how these companies have entered 
Sweden. By comparing the international strategies of the different companies, further 
conclusions can be drawn on the research and it would be interesting to see the different entry 
modes used to enter the same market.  

Other suggestions for further research include looking at companies in other industries and 
the differences of how these companies have internationalized into Sweden compared to 
companies in the men’s retail fashion industry. Researching other countries to see if the 
internationalization process differs among different countries would also be interesting to 
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examine, as well as looking at how other Canadian companies have successfully 
internationalized to other countries.  
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Appendix 1:  Focus group – 4 Ps  
 

- Introduction of who we are and what the research is regarding. 
- Hand out catalogue 

Intro: 

1. Present Name/Age/Occupation 
2. What qualities do you look for when purchasing golf clothes? What is the most 

important? 
3. What golf clothing brand do you currently wear the most? Why? 
4. How much money do you spend on golf clothes per year? 
5. Have you ever heard of the brand Phresh Image? 

(Please spend 5 minutes looking through the catalogue, and then we will continue with 
questions regarding Phresh Image.) 

Product 

Catalogue 

1. After looking through the catalogue, what are you first thoughts about the Phresh 
clothing line? 

2. What do you think of the quality of the products by looking through the catalogue? 
3. Does the line appeal to you as it is presented in the catalogue? 

Actual product 

1. Is the actual product what you expected after viewing it in the catalogue? 
2. After seeing and touching the product, have you changed your initial opinion about 

Phresh Image? 
3. Do you like the colors? What about the quality? Do you think it is appropriate attire to 

play golf in? Would you wear the clothing off the golf course? Why or why not? 
4. The company is called Phresh Image, Inc., but uses Phresh as a brand name. What do 

you think about the name Phresh? What comes to mind when you hear the brand 
Phresh? 

Promotion 

1. How do you like the outlay of the catalogue? Was it easy to read and follow? Was it 
appealing?  

2. Is there anything you really like or dislike about the catalogue? 
3. After looking through the catalogue, would you have purchased anything from it? 

Why or why not? 
4. Are you more likely to purchase these products if they are on sale? If you received a 

discount in the mail? Or if you were allowed to return the product if you did not like it 
after wearing it one time? 

5. Would you be more likely to purchase the Phresh products if you knew that the 
professional players were wearing this brand? 
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Price 

1. Phresh markets its brand as high end fashion apparel, what are your thoughts? 
2. After showing prices of some of the products in the catalogue, do you think the prices 

are too high, to low, or just right? 
3. Would you have purchased any of the clothing for this price? 
4. How do these prices compare to other men’s clothing brands that you purchase? 
5. Are you willing to spend a little more money on your golf clothes to get better 

quality? What about for a fashionable design? 

Place 

Phresh Image in Canada carries their brand throughout golf shops and sports stores. They 
also market in men’s fashion retails stores.  

1. Where do you usually buy your golf apparel? 
2. Do you travel to a larger city to shop for golf clothes or do you buy them in your 

home town?  
3. Do you find the selection of men’s clothing and golf wear in large sports shops as 

good as in specialty golf shops? Why or why not? 
4. Have you ever bought golf clothes online? Why or why not? 

Now that you know a little more about Phresh, do you think it would be successful on the 
Swedish market? 
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Appendix 2 – Guideline for interview with the CEO of Phresh Image 
 

The purpose of this thesis is, through a market analysis, to determine if Sweden is a suitable 
market for a Canadian SME in the retail fashion industry.  

The company section is based on theoretical framework from previous study and we are 
looking at the company resources, competence, modes of entry and the four P’s (price, 
product, place and promotion). The study will also take into consideration the customers, 
competition and laws of the domestic and foreign market, and by using this interview 
guideline we are hoping that you can provide us with the answers needed for these sections.  

Resources 

We will look to see if the company resources have a competitive advantage and we will base 
it on a theory by the researcher Barney. He states that resources are divided into 3 categories: 
physical capital resources, human resources and organization capital resources. According to 
the author you have to have unique resources in order to gain a competitive advantage.  

Physical capital resources can be physical technology used in the company, its equipment, 
geographic location and access to material.  

Questions 

What are your manufacturing plants, supply center and warehouse?  

Where are your products produced?  

Are they outsourced or do you produce them all?  

What are the advantages with doing it the way you do it, is it more cost efficient or is it that 
they are produced in the home market where you have the potential customers?  

Do you have any service centers around? 

Human capital resources can be such things as training, experience, knowledge and 
relationships among the employees of the company.  

Questions 

How many sales representatives do you have?  

How are they trained?  

What is their experience and knowledge about the market and the product?  

How are your sales representatives getting paid?  

Do they work on commission?  

Organizational capital resources are the company’s planning actions, controls, coordination 
systems, but also the informal relationship between the company and its environment.  
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Questions 

How does the organization look?  

How are your products transported to your customers?  

How are the orders being made?  

Is it through the internet or how does it work?  

Of course the entrepreneurs’ willingness to grow and the knowledge of the entrepreneur are 
very important in order to be successful in a foreign market.  

Questions 

What is you knowledge about Sweden as a market in the retail fashion industry?  

What are your thoughts regarding expanding Phresh in the future?  

How far are you looking to go?  

How knowledgeable is the Canadian staff regarding other markets?  

In terms of entry strategy how is it working in the U.S? 

What are the benefits with doing it that way and why did you choose to enter the market that 
way? 

If you would enter the Swedish market, what do you think would be the most appropriate 
way?  

4 P’s 

When it comes to the four p’s what is your global strategy? Is this something you are looking 
to keep?  

Would you change you catalogue over to suit the Swedish customers?  

Are there things that you think you would change if internationalizing to Sweden?  

Regarding the four p’s we were just wondering if you could provide us with some answers 
that would be helpful to the thesis? 

Price- What on average do you charge for your products in the domestic market?  

Do you charge the same price in the state when converted into the U.S. dollar? Or do you add 
on the export cost to the price?  

What are your thoughts on the price in the Swedish market, will it be around the same or are 
you going to decide it depending on your competitors?  

Product- Do you sell the same products in both Canada and the U.S.?  

Do the U.S. and Canadian customers have the same selection of clothing?  

If going into the Swedish will you provide all options of clothing or will you have limited 
clothing line?  
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Place- Where are your products sold? In golf shops, department stores, online etc?  

How does your products get to the store, is it through the sales representative or do you 
deliver to the store?  

Is it the same process in Canada and the U.S.?  

Promotion- How do you promote your product?  

How much attention do you spend on promotion?  

Is this important to you and your company? 

What are your thoughts regarding promotion in the future?  

In the future are you looking to have the option of ordering online? 

Customers 

Who are your customers?  

What is your target group?  

How did you come to that conclusion?  

Do you try to reach the same target group in the U.S. as in Canada?  

Do you think your customers are the same in the Swedish market as they are in North 
America?  

Have you changed anything in trying to reach the potential customers in the U.S. compare to 
in Canada? 

Competition 

We are looking into your competitors here in Sweden and we will look at their strength and 
weaknesses and compare them to Phresh’s strengths and weaknesses. So, the question is what 
do you think Phresh’s strengths are in comparison to your competitors now? What are your 
weaknesses?  

Laws 

What laws do you have in Canada?  

How do you tax in Canada?  

Is there a difference when you sell your products to the state?  

Do you export your products, if so are there certain export taxes involved? 
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Appendix 3 – Social and Cultural  

Sweden's population by age and sex on December 31, 2007 

 

Source: Statistics Sweden  

  

Indicators of material assets 1975-2001  

 
Over the past 20 years, there has been a striking rise in material standards in terms of consumer durables, 

cars and second homes. Some consumer durables that have been introduced on the market relatively recently have experienced 
particularly rapid growth during this period - such as dishwashers and videorecorders - while others have already reached saturation point 
(TV, freezer). 

 

 


