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ABSTRACT 

 

 

 
The purpose of this thesis is to study and analyze the effect of regional office on four marketing 

activities of a company: Marketing Research, Marketing Planning, Promotion and Sales Support; and 

how these marketing activities affect the sales growth of the firm. 

 

The case study used was Getinge Middle East and Africa where we analyzed these four marketing 

activities before the establishment of the Middle East Office, then we showed how and why the Middle 

East Office (MEO) was established and finally we analyzed the four marketing activities after the 

establishment of the Middle East Office and how they contributed to the company’s sales growth in the 

region. 

 

The results of the study confirm that the Regional Office provides more and better marketing research 

information, leads to better market understanding and thus better planning/business development, 

improves promotion by using the most effective marketing tools for the region, and contributes to 

improved sales support, all this result in sales growth. 

 

The study also finds that regional offices are very important for B2B because they facilitate direct 

contact between seller and buyer which contributes to better relationship marketing that is very 

important in the B2B sector.  

 

Furthermore, the regional office puts the sale people on pole position to identify the opportunities while 

at the same time the regional office helps to minimize the damage in the time of crisis. 

 

Finally, the regional office’s success or failure affects the strategic plan of the company.  

 

 

Key words: regional offices, marketing, business to business, sales, after sales services, training 
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--------------------------------------------------------------------------------------------------------------------------- 
This introductory chapter includes problem discussion regarding regional offices. Based on that, the 

purpose and research questions for this thesis will be presented. 

 --------------------------------------------------------------------------------------------------------------------------- 

 

1.1 Problem discussion 
 

Growth is one of the most important strategic targets that a firm adapts in order to ensure its survival, to 

remain competitive and to provide increased added value for stakeholders (Penrose, 1995). To achieve 

this growth, companies tend to look abroad and expand in new foreign markets as the local market is 

often saturated. This expansion can require a great deal of market research, planning and execution 

(Durlauf & Johnson, 1995). The company needs to select the suitable countries for its international 

expansion and then the best market entry mode to enter this market (Andersson, 2006). Finally, a 

company needs to ensure that its marketing strategy with regards to standardization and adaptation of 

its marketing mix is applied based on the specific of each market (Cavusgil & Zou, 1994). 

 

One of the important factors contributing to the growth of a firm is resources. The availability of 

resources and the ability of entrepreneurs to exploit these resources can determine whether a company 

will grow or not. It is the identification, acquisition and combination of resources that results in the 

unique identity of the business and thus determine the size and scope (Green & Brown, 1997). 

Resources include all investments, assets, capabilities, organizational processes, firm attributes, 

information, knowledge controlled by a firm that enable the firm to implement strategies that improve 

its efficiency and effectiveness (Daft, 1983). 

 

The establishment of regional management center is an important tool used by a company to control its 

resources for international expansion. Two types of regional management centers were defined by 

previous studies: "regional headquarters" - an office that has control over the operation of one or more 

other offices and subsidiaries in other economies or countries in the region and which does not need to 

make frequent referrals to the overseas parent companies; and "regional office" - an office that has 

control over the operation of one or more other offices and subsidiaries in other economies or countries 

in the region (Enright, 2008). The use of regional offices to control and manage overseas investment is 

well established by researchers and among business service activities regional offices have been judged 

the most location mobile (Dunning, 1988). 

 

Despite their long existence, the regional offices have attracted significantly less research interest than 

other components of the corporate hierarchy. One reason for such status may be that they are of a little 

direct importance (Perry, et al., 1998). Furthermore, the researches regarding this topic were 

generalized and much of the existing work on regional management offices is impressionistic rather 

than analytical and rest upon very small samples of very large firms (Enright, 2008). We wanted to 

have a deeper look at this subject and analyze how regional offices are created and what are their 

effects on the performance of company’s activities, and how the performance will affect the growth of 

the company. We plan to give a comparative picture where we show the performance of the company 

before the creation of the regional office and compare that with its performance after the creation of the 

1. INTRODUCTION 
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regional office. 

 

According to Axelsson and Johanson (1992), the traditional textbook view of foreign market entries did 

not fit the case in their study. It was not possible to gather important information from a market without 

being part of it. This is in accordance with Penrose’s (1959) concept of experience learning. She 

distinguishes between two kinds of knowledge: objective - which can be taught; and experimental – 

which can only be acquired through personal experience. We can conclude that, in order to understand 

a market, the company has to be part of it or close to it and this is why the regional office can be a very 

important part of the internationalization process. Firms are focusing considerable attention on building 

sustainable, competitive advantages by developing and maintaining close, cooperative relationship with 

a limited set of suppliers, customers and channel members (Berling 1993). The regional office allows 

the company to be close to its customers and in many cases to its suppliers also. 

 

An emerging market is a financial market of a developing country, usually a small market with a short 

operating history (Investorwords glossary, 2011). Emerging country markets have become increasingly 

important grounds for the international marketing activities of Multinational companies (Andersson & 

Svensson, 2009). In 2007, emerging market countries received about 40% of the $1.5 trillion FDI 

worldwide (Forbes, 2011). That is why we chose to focus on the Middle East Office for this study as it 

includes many emerging markets especially the GCC countries comprising of Saudi Arabia, United 

Arab Emirates, Kuwait, Qatar, Bahrain and Oman. Furthermore, one of the author have many years 

experience working in this region which was very helpful during the research. 

 

The performance of the company includes many variables such turnover, human resources, market 

value, positioning in the market, organizational structure and many other factors. As students of 

International Marketing, we chose to focus on the performance related to Marketing activities of the 

firm. For this study, we will use the marketing definition of Kothwall & Mahdev (2000): “Marketing is 

a human activity directed at satisfying needs and wants through exchange processes. Marketing 

includes such activities as product development, marketing research, communication, pricing, 

promotion and service apart from selling” (p. 23). Specifically, we chose to focus on Marketing 

Research, Marketing Planning, Promotion and Sales Support which includes Training and After Sales 

Services. As we mentioned at the beginning, growth is a very important strategic target and therefore 

we want to study the effect of these four marketing activities on the sales growth of the company. 

 

 

1.2. Purpose and research question 
 

The purpose of this study is to get a better understanding of the effect of regional offices on the 

international marketing activities of companies and how this affect the growth of the company. The 

marketing activities that we chose to focus on are Marketing Research, Marketing Planning, Promotion 

and Sales Support which includes Training and After Sales Services. 

 

In this study, the growth of the firm is defined by the increase in the turnover achieved through the 

sales of the company’s range of products and services. This is the most frequently used measure for 

growth has been change in the firm’s turnover (Weinzimmer, et al., 1998; Hubbard & Bromiley, 1995). 

 

Throughout this thesis, we will try to answer a main research question:  
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How the establishment of the regional office affects the marketing research, marketing planning, 

promotion and sales support; and how this contributes to the sales growth? 

 

The aim of the study is delve into the tiny details of the four chosen marketing activities, study them 

closely in order to form a clear and detailed image regarding the impact of regional office on these 

activities and how this impact affects sales. 

 

What is unique about this thesis is that it tries to analyze in depth with many details the effect of one 

regional office on four marketing activities of the company. We chose one company only, one regional 

office, one department which is marketing and four activities of this department. This is what 

distinguishes our study from other general studies that focus on all the performance of a company or 

use many companies as case study. The contribution of this study is to offer advices and a road map to 

managers seeking to expand their business to the Middle East or any other regional area that is different 

in cultural terms as well geographically away from its head office. 

 

 

1.3. Delimitation 
 

The uniqueness of this study can also be perceived as delimitation. We have used only one company to 

study the effect of regional office on company’s internationalization. Furthermore, two persons from 

this company, the former and current President of the Middle East Office were interviewed as we could 

not interview more people due to time and resources constraints. We studied the effect on four 

marketing activities only and we did not include other activities within the marketing or management 

or organization parts of the companies. 

 

 

1.4. Disposition 
 

Introduction - Brief problem discussion and outline of purpose and research questions.  

 

Theoretical frame of references - We will use a model that connect the marketing concept to the four 

marketing activities that we are going to study, and we will explain the B2B sector characteristics and 

its marketing peculiarities.  

 

Methodology - we will explain how the subject and company were chosen and our research approach.  

 

Empirical findings - will detail the marketing and management activities before and after the 

establishment of the Middle East Office as well as how this office was established.  

 

The analysis - we will analyze the empirical data in order to give a better picture of the effect of the 

MEO on the marketing performance.  

 

Conclusions and discussion - will include our answers to the research question, the implications of 

this study and our recommendations for future studies.  
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---------------------------------------------------------------------------------------------------------------------------- 

In this chapter, we will present our model of marketing and its four elements. Furthermore, we will 

discuss in detail these four elements and their importance to marketing. Finally, we will explain the 

B2B sector and the marketing peculiarities in this sector.  

---------------------------------------------------------------------------------------------------------------------------- 

 

2.1. Marketing concept 
 

There are many definitions of marketing. As approved by the American Marketing Association Board 

of Directors (2011): “Marketing is the activity, set of institutions, and processes for creating, 

communicating, delivering, and exchanging offerings that have value for customers, clients, partners, 

and society at large” (American Marketing Association, 2011). Marketing is a social and managerial 

process by which individuals and groups obtain what they need and want through creating and 

exchanging products and values with others (Kotler, et al., 1996). In this definition, marketing occurs 

when people decide to satisfy needs and wants through exchange. Marketing is the business function 

that identifies the wants and needs of the customer of an organization, determines the target markets 

that it can serve best and design appropriate programs, services and products in order to serve these 

markets (Kotler, et al., 1996).  

 

As we mentioned in the introduction, Marketing is a human activity directed at satisfying needs and 

wants through exchange processes. Marketing includes such activities as product development, 

marketing research, communication, pricing, promotion and service apart from selling (Kothwall & 

Mahdev, 2000). For this study, we will use only four elements of marketing activities, these are: 

marketing research, marketing planning, promotion and sales support. The reason for choosing these 

four elements only is that we wanted to be specific and focused instead of being general. Furthermore, 

we feel that these four elements reflect the most important aspects of marketing that are easier to 

discuss and to analyze their impact on sales growth
1
.  

 

We will be able to show how the marketing research and information gathering was conducted before 

and after the establishment of the MEO, and the benefits of this on sales growth. Similarly, the 

marketing planning and business development have a major effect on sales growth that will be further 

analyzed in this study. The promotion is a very important element of marketing and can contribute 

directly to the increase in sales volume through the use of different promotion tools. Finally, the sales 

support will include all sales activities that lead to generating orders from the customer and this can 

give us a clear picture, in numbers, of the sales growth. Additionally, the training and after sales service 

are included in the sales support as they are significant tools used not only to support sales but also to 

increase them as we will see in this study. Since our case study is a company acting in the B2B sector, 

we believe that these four elements are very important for this field as they contribute to better 

business-to-business understanding and improve direct relationship between all active players. 

                                                
1 One of the authors has been involved in the operations of regional offices for many years. According to his own 

experience, these four marketing elements are connected directly to regional offices and they have direct influence on the 

sales growth of the company. 

2. THEORETICAL FRAME OF REFERENCES 
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According to this, we show below a model that presents these four elements in relation to marketing. 

 

 
Figure nr.1. Relation of four chosen elements to Marketing, (based on Kothwall & Mahdev, 2000) 

 

It will also be helpful to present and define the marketing management concept as well as to discuss the 

role of the person behind the marketing, the marketer.  

 

Marketing management look to influence the level, nature and timing of demand in a way that helps the 

organization achieve its objective. There are different states of demand: negative demand, no demand, 

latent demand, falling demand, irregular demand, full demand and overfull demand (Kotler, et al., 

1996). Therefore, companies seek to be as close as possible to the markets to perform a hand-on 

analysis of the level and nature of demand in these markets. This is where the regional office can play a 

very important role by providing first party and hand-on marketing research and analysis.  

 

The most common view is that the marketing executive is an expert at demand stimulation who knows 

how to combine the tools of marketing to create an efficient impact on targeted markets. Later on, a 

broader conception of the marketing executive has been suggested: he should be an expert in demand 

management where he stimulate low demand or regulate irregular demand. The newest view is that the 

marketer should be effective at systems management. The ideal marketing manager should have not 

just sales and marketing experience, but general management experience in order to be able to deal 

effectively with manufacturing, research and development, finance and control, advertising, the sales 

force, and marketing research (Kotler, 1977). 

 

2.1.1. Marketing research 

 

One of the most important aspects of marketing is marketing research. As shown by previous studies 

(Kohn, 2005; Trott, 2001; Lindman, 2002), scanning the business environment and doing market 

research are important actions to be taken before starting a new project in product development, since 

these can increase its subsequent success. As per the American Marketing Association Board of 
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Directors (2011): “Marketing research is the function that links the consumer, customer, and public to 

the marketer through information - information used to identify and define marketing opportunities and 

problems; generate, refine, and evaluate marketing actions; monitor marketing performance; and 

improve understanding of marketing as a process. Marketing research specifies the information 

required to address these issues, designs the method for collecting information, manages and 

implements the data collection process, analyzes the results, and communicates the findings and their 

implications” (American Marketing Association, 2011). 

 

Marketing research can be defined as the systematic gathering, recording, analysis and interpretation of 

data on problems relating to the marketing of goods and services (Doole & Lowe, 2008). In order to 

perform marketing research, managers need a Marketing Information System that consists of people, 

equipment and procedures to gather, sort, analyses, evaluate and distribute needed, timely and accurate 

information to marketing decision makers (Kotler, et al., 1996). The information needed by marketing 

managers comes from three sources: internal company records, marketing intelligence and marketing 

research. According to Malhotra, et al. (1997), the research process consists of six key stages: 

 Defining the problem; 

 Developing the approach to be taken; 

 Designing the research; 

 Carrying out the field work; 

 Analysing the data; 

 Preparing the report and presentation. 

 

The role of the international market researcher is to provide an assessment of market demand globally, 

an evaluation of potential markets and of the risks and cost involved in market entries, as well as 

detailed information on which to base effective marketing strategies. To achieve this, the researcher has 

three primary functions to carry out:  

1. Scanning international markets to identify and analyze the opportunities. Research will look for 

countries that meet the three qualifying criteria: accessibility, profitability and market size; 

2. International marketing segmentation in order to divide the markets according to their priorities. 

This is done using geographical criteria or business matrixes; 

3. Building the information base by using the marketing information system to draw up a market 

profile analysis based on the 12C framework: country, consumption, communication, 

concentration, culture/consumer behavior, contractual obligations, capacity to pay, choices, 

commitment, currency, channels and caveats (Doole & Lowe, 2008). 

 

2.1.2. Marketing planning 

 

Formal planning can yield many benefits for all types of companies, large and small, new and mature. 

It encourages systematic thinking. It forces the company to sharpen its objectives and policies, leads to 

better coordination of company efforts, and provide clearer performance standards for control (Kotler, 

et al., 1996). There are three types of planning: 

 The annual plan: A short term plan that describes objectives and strategy for the year; 

 The long-range plan: Describes the primary factors and forces affecting the organization during 

the next few years. It includes the long term objectives; 

 The strategic plan: The process of developing and maintaining a strategic fit between the 

organization’s goals and capabilities and its changing marketing opportunities (Kotler, et al., 

1996). 
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Strategic plan sets the stage for marketing plan. The marketing plan is a written document that provides 

the blueprint or outline of the organization’s marketing activities, including the implementation, 

evaluation, and control of these activities. This marketing plan serves a number of purposes: 

 It clearly explains how the organization will achieve its goals and objectives; 

 It serves as road-map for implementing the marketing strategy; 

 It instructs the employees as to their roles and functions in fulfilling the plan; 

 It provides specifics regarding the allocation of resources; 

 It includes the specific marketing tasks, responsibility of individuals and the timing of all 

marketing activities (Ferrell & Hartline, 2005). 

 

In this study, we are considering that marketing planning and business development are synonymous 

and run hand-in-hand.  

 

2.1.3. Promotion 

 

Marketing is not only about manufacturing a good product, pricing it and then selling it to the 

customers. The company must promote the product and this is done through a communication program 

called the promotion. Promotion has been defined as the coordination of all seller-initiated efforts to set 

up channels of information and persuasion to sell goods and services or promote an idea (Belch & 

Belch, 1998). The promotion consists of the specific blend of the following tools: 

 

1)  Advertising - any paid format of non personal presentation and promotion of ideas, goods or 

services by an identified sponsor. Advertising is the best-known and most widely discussed form of 

promotion and is also a very important promotional tool, particularly for companies whose products 

and services are targeted at mass consumer markets. The reasons why advertising is important are: 

 It can be a very cost-effective method for communication; 

 It can be used to create images and symbolic appeals for a company or brand; 

 It has the ability to strike a responsive chord with consumers (Belch & Belch, 1998). 

 

For business/professional markets, marketers use business-to-business, professional and trade 

advertising: B2B advertising – is advertising targeted at individuals who buy or influence the purchase 

of industrial goods or services for their companies. Industrial goods are products that either become a 

physical part of another product (raw material or component part), are used in manufacturing other 

goods (machinery), or are used to help a company conduct its business (office supplies, computers); 

Professional advertising - an advertising targeted to professionals such as doctors, lawyers, dentists, 

engineers, or professors to encourage them to use a company’s product in their business operations. It 

might also be used to encourage professionals to recommend or specify the use of a company’s product 

by end-users; Trade advertising - advertising targeted to marketing channels members such as 

wholesalers, distributors and retailers. The goal is to encourage channel members to stock, promote and 

resells the manufacturer’s branded products to their customers (Belch & Belch, 1998). 

 

2)  Personal selling - oral presentation in a conversation with one or more prospective purchasers for 

the purpose of making sales. Unlike advertising, personal selling involves direct contact between buyer 

and seller, either face to face or through some form of telecommunication. The interaction gives the 

marketer communication flexibility; the seller can see or hear the potential buyer’s reactions and 

modify the message accordingly. Personal selling can be targeted to specific markets and customer 
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types who are the best prospects for the company’s product or service (Belch & Belch, 1988). 

 

3)  Sales promotion - short-term incentives to encourage the purchase or sales of a product or service. 

There are two types of sales promotion: consumer-oriented sales promotion, which is targeted to the 

ultimate user of a product or service and include couponing, sampling, premiums, rebates; and trade-

oriented sales promotion which is targeted toward marketing intermediaries such as wholesalers, 

distributors and retailers. Promotional and merchandising allowances, price deals, sales contests, and 

trade shows are some of the promotional tools used to encourage the trade to stock and promote a 

company’s products (Belch & Belch, 2008). 

 

4)  Public relations - building good relations with the company’s various publics by obtaining favorable 

publicity, building up a good corporate image and handling or heading off unfavorable rumors, stories 

and events (Kotler, et al., 1996). Public relations uses publicity and a variety of other tools-including 

special publications, participation in community activities, fund-raising, sponsorship or special events, 

and various public affair activities- to enhance an organization’s image (Belch & Belch, 2008). 

 

Ultimately, the goals and objectives of any promotional campaign culminate in the purchase of goods 

or services by the target markets. The classical model for outlining promotional goals and achieving 

this ultimate outcome is the AIDA model, which includes: 

 Attention: Firms cannot sell products if the members of the target market do not know they 

exist. As a result, the first major goal of any promotional campaign is to attract the attention of 

potential customers; 

 Interest: The firm must spark interest in the product by demonstrating its features, uses and 

benefits; 

 Desire: Good promotion will stimulate desire by convincing potential customers of the 

product’s superiority and its ability to satisfy specific needs; 

 Action: Promotion must push the customers toward the actual purchase (Ferrel and Hartline, 

2005). 

 

2.1.4. Sales support 

 

The sale role is to stimulate, rather than satisfy, demand for products. The term salesperson covers a 

wide range of positions whose differences are often greater than their similarities. While one sales 

person will just deliver the product such as gas station worker, another sales person will take the order 

for a product such as a clerk in a store (Kotler, et al., 1996). Sales force management is the analysis, 

planning, implementation and control of sales force activities. It includes setting sales forces objectives, 

designing sales forces strategy and recruiting, selecting, training, supervising and evaluating the firm’s 

sales people. The sales force serves as the company’s personal link with customers. In many cases, the 

sales representative is the company to many of its customers. Also, sales personnel bring back to the 

company much needed intelligence about the customers (Kotler, et al., 1996). 

 

Training and development are part of any discipline and marketing is no exception. A strong 

commitment to leading-edge training often defines success. The best marketing teams are well-versed 

in the latest research, tactical techniques and return-on-investment measurement strategies. Advertising, 

public relations, promotions, marketing research and analysis are marketing areas that are benefit from 

training. It is worth to note here that the size of the company affects the training opportunities which 

are provided to the staff (Ashton, 2007). 
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According to Collier, et al. (2005), there are three types of training: 

 Employee training: employee training focused on the marketing aspect of the interactions with 

consumers is helpful in advancing customer satisfaction; 

 Customer Service Training: Customer service program that includes regularly scheduled, 

marketing-focused training opportunities can increase company's sales and reputation. 

 Tactical Training: Educating employees about current advertising and promotional efforts as 

well as about presenting their day-to-day interactions (Collier, et al., 2005). 

 

After sales services is one of the major elements of sales support. The importance of this element can 

be attributed to the following: 

 Making profit: 

Bundschuh and Dezvan (2003) state: “for many manufacturing companies, servicing products is an 

increasingly important part of the business. Manufacturers find that revenues from after-sale product 

installation, configuration, maintenance, and repairs are 30 percent or more of their total revenues and 

the proportion are increasing. In some industries, the service market is four of five times larger than 

products market” (p. 116). 

 Promoting the product: 

After sales service is used as a competitive tool for promoting the product and creating the better image 

for a company. Based on Harve and Roy (1999) research, the preoccupation of after sales support has 

been equipment breakdown, and the concomitant need for repair services and spare parts. Now, a 

change in concept can be observed, especially in Europe, in an effort to obtain competitive advantage 

based on a wider view of customer service.  

 Supporting sales especially during difficult times: 

After sales services can be used as a factor which increases the sales when the market is not good 

enough. Related to this point, Harve and Roy (1999) mention: “Faced with declining margins in many 

industries, it is essential to find new ways of reconstituting profits by providing a new concept of 

service in addition to sale of tangible product”  (p. 103). 

 

The value of after sales services is not only important for manufacturers but is serious for distributors. 

Arvinder (1996) states that the demand for service support in a distribution environment has steadily 

increased in recent times. He also mentions: “Anecdotal evidence suggest that in order to compete 

effectively in the market place, today’s firms need to re-evaluate their existing distribution and after 

sales services support channels and make adjustment when necessary” (p. 18). 

 

 

2.2. Business to Business Marketing 
 

In marketing literature, it is found that different areas of research treat consumer marketing, industrial 

marketing and service marketing differently (Andersson, 2006). It is also suggested that firms should 

adapt different marketing strategies in the different marketing context (Gummesson, 1999). Our case 

study is about company acting in the Business to Business Sector. Therefore we find it important to 

explain the characteristics of B2B and the marketing in the B2B sector which is different from other 

sectors. 

  

2.2.1. Characteristics of the B2B sector 
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Business-to-business (B2B) sector describes a transaction of product or service, or business strategy 

that is targeted to a business rather than a consumer, so such organizations get revenues from other 

businesses. A B2B sale means a sale to another business, even of a product which is normally sold to 

consumers. B2B service is one targeted toward business customers rather than consumers (Huth & 

Speh, 2009). 

 

In other words, B2B sector is the flows of goods and services to businesses in order to keep those 

companies operating, some of the things such companies produce include equipment, components, raw 

materials, processing services and supplies. The most common B2B markets are manufacturers, 

resellers, the government and non-profit institutions. Most businesses that fall into these categories 

make some money off a consumer base, whenever, the majority of their capital is made off of other 

businesses (Huth & Speh, 2009).  

 

The biggest differences between B2B and business-to-consumer (B2C) sector are in the types of goods 

and services being marketed and the types of entities that the goods and services are being marketed to. 

However B2B in many instances is driven largely by consumer demand - if there are no consumers to 

purchase a product, there is no reason for a business to exist in order to make it, and if that business 

doesn't exist, it will obviously not need the products and services offered by another business. The 

goals of businesses and consumers are often the same - when choosing a company for goods and 

services, most both of them will make a decision based upon price, quality, delivery time and their 

history (Webster & Wind, 1972). B2B organizations can be classified into categories by their 

organizational type: 

1) Commercial enterprises or the private sector (public liability companies, private companies, 

partnerships, sole traders); 

2) National and local governments; 

3) Non-for-profit organizations (Wright, 2004). 

 

Because B2B organizations target only other companies, they have a significantly more targeted market 

than business-to-consumer marketers. Even when marketing very specific products for a fairly small 

subset of individuals, the latter type of marketer has a far larger audience than the former (Wright, 

2004). This also increases the need for companies to be closer to their markets and their business 

customers. Therefore, we can deduce that the regional offices play a very important role in the B2B 

sector. 

 

2.2.2. Marketing in the B2B sector 

 

Business-to-business marketing is currently one of the fastest-growing areas of marketing. As 

technology brings more businesses together, companies are beginning to court each other far more 

aggressively. And as technology makes the world a smaller place, it becomes more important for 

marketing and sales professionals to understand and implement the principles of business-to-business 

marketing (Business to Business Marketing resource, 2011). In business-to-business marketing, the 

buyer is often larger than the seller and has the power to influence the exchange process. Another 

difference is that business-to-business relationships are often more complex than relationships in 

consumer markets. The focus is not on single transaction but on long term interactions among sellers, 

buyer and other parties across multiple firms for mutual benefit (Coviello, et al., 1997). 

 

According to Stone, et al. (1998), the determinants of business-to-business customer loyalty tend to be: 
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 Satisfaction with brand and category; 

 Service experience and satisfaction; 

 Offer attunement- whether or not the supplier will modify the offer to meet the customer’s 

specific needs; 

 Involvement in the design/delivery process-the more complicated and advanced the product, the 

more important this is; 

 Good relationship management; 

 Balance of selling and buying facilitation-that is, a combination of push and pull-customers do 

expect push from suppliers with good products; 

 Information exchange. 

 
Industrial marketing is characterized by the seller and buyer both being organizations. As there are 

fewer customers, each customer is more important than in consumer marketing. The offer is often more 

complex in individual marketing and information flow between seller and buyer is more complex. In 

industrial markets there are professionals buyers who spend all their time buying more efficient and 

quality products.  However, not only the formal buyers influence the buying process; other actors such 

as technical expertise, CEO and other decision makers and users are also important actors in the buying 

process (Webster & Wind, 1972). Each seller customer relationship is of importance.  

 

Relationship marketing is very important in B2B marketing, where companies may gain competitive 

advantage not necessarily from the product but through the added value they have built because of their 

relationship (Doole & Lowe, 2007). Of course, having a regional office means being always close to 

the customer and this will help tremendously build these relationships and improve them. 
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---------------------------------------------------------------------------------------------------------------------------- 

In this chapter we will present the scientific method used to form this thesis. We will explain the choice 

of subject, the research design, choice of company, research approach, data collection, data analysis 

and finally the validity and reliability of this study. 

---------------------------------------------------------------------------------------------------------------------------- 

 

3.1. Background 
 

One of the author of this thesis, has many years experience working in the sales department of 

companies acting as Middle East/Africa regional offices for European manufacturers of Laboratory & 

Medical Equipment. During these years, the author realized the importance of the regional office and 

its influence on company’s growth. Therefore, he always wanted to translate this experience into a 

written paper so that other companies can benefit from this concept. A Master thesis including theories 

and a case study can be a good example that is accepted for its academic value as well as for its 

professional case study. Another reason is that this thesis can be a launch platform for future project 

focusing on introducing Swedish companies to the Middle East region.  

 

 

3.2. Research Design 
 

We are using one case study design for this thesis that entails the detailed and intensive analysis of a 

single case.  With a case study, the case is an object of interest in its own right and the researcher aims 

to provide an in-depth elucidation of it (Bryman & Bell, 2007). We chose to use only one case study as 

we wanted an in-depth and very detailed analysis of the process followed by one company for 

establishing its regional office. Furthermore, we wanted to study the effect of this office on this 

particular case study. This design choice might be considered as delimitation since it focuses on only 

one company. However we consider that this is one of the objectives of this study which is to offer a 

detailed view and this is only possible with one case study. 

 

 

3.3 Choice of company 
 

Halmstad University organized a field trip to visit Getinge’s Head office in Getinge. During this visit, 

the students attended a presentation by the president of Getinge’s infection control unit, Mr. Harald 

Castler. During this presentation, Mr. Castler narrated the history of the company, its current activities 

and gave a brief overlook of the sales offices around the world that contribute to the growth of Getinge. 

This presentation was very informative and initiated further contact with the company that led to the 

decision of using it as a case study. This possibility to establish a contact with the company is 

considered to be a common approach to company selection (Eriksson & Wiedersheim, 2001).  

 

Another reason for choosing Getinge is that their line of business is very close to the author’s line. 

Furthermore this company had a Middle East Office that was established recently, in 2008, which 

3. METHODOLOGY 
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means that all the information about this office are available and the people responsible for the 

establishment of this office will also be available for interview.  

 

Finally, Getinge is considered a world leader in its filed. It is one of the best companies in Sweden in 

the Infection Control Business and the biggest company in Halland, where the University of Halmstad 

is situated, which made it an attractive and a convenient choice. 

 

 

3.4 Choice of approach 
  

3.4.1. Inductive/deductive 

 

Deductive reasoning works from the more general to the more specific. Sometimes this is informally 

called a "top-down" approach. Usually, a research begins with thinking up a theory. This is then 

narrowed that down into more specific hypotheses that can be tested. It is then narrowed down even 

further when observations are collected to address the hypotheses. This ultimately leads the authors of 

the research to be able to test the hypotheses with the specific case that they have to get a confirmation 

(or not) of their original theories. Inductive reasoning works the other way, moving from specific 

observations to broader generalizations and theories. Informally, it is called a "bottom up" approach. In 

inductive reasoning, the authors begin with studying the case, note specific observations and measures, 

patterns and regularities, formulate some tentative hypotheses that can be explored, and finally end up 

developing some general conclusions or theories (Trochim & Connelly, 2007).   

 

We used a combination of inductive and deductive called abductive reasoning where empirical data are 

the basis for generating new theories, and previous theories and literature serve as “a source of inspiration 

for the discovery of patterns that bring understanding” (Alvesson & Sköldberg, 2009, p.4). We used the 

deductive reasoning at the beginning as we had some general theories regarding marketing that we used 

in order to formulate a guideline and a model for our study. Later on we used the inductive approach. 

We had many meetings and interviews with the person in charge at the company. During these 

meetings, we have found many interesting points that we thought were very influential and which we 

wanted to focus on. Therefore, we used these observations to formulate questions and theories. 

 

3.4.2. Qualitative / Quantitative 

 

The difference between qualitative and quantitative research has been subject of many researches. We 

will use the tables below to give a clear idea of what are the main characteristics that differentiate these 

two types of research (Bryman & Bell, 2007): 
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Table nr.1. Differences between qualitative and quantitative approaches, (Bryman & Bell, 2007) 

 

This research chose to use the qualitative approach. We will use logical approach focusing more on 

words rather than numbers. We will also use the views of the interviewee as a base for our research and 

will derive the theory from these views. Our research does not follow a well-structured path and it 

focus on the social aspect of the activities rather than the numbers. 

 

 

3.5. Data collection: primary/secondary 
 

Both primary and secondary data were used for the research of this thesis. The primary data were 

collected through two interviews. The first interview was with Mr. Peter Martenson, former Middle 

East and North Africa Manager and the first president of Getinge Middle East from April 2008 till April 

2010. The second interview was with Mr. Wilhalm Tham, current President of Getinge Middle East 

(from April 2010). In qualitative interviewing, there is much greater interest in the interviewee’s point 

of view. During our interviews with Mr. Martenson and Mr. Tham, we have used the semi-structured 

interview which is flexible and where the emphasis is on how the interviewee frames and understand 

issues and events (Bryman & Bell, 2007). It was very important to us to be able to gather the view of 

the interviewee and how he understands the events and behaviors. Since our research was based on 

only one case study and two interviewees, we could afford and we wanted to ensure that the 

environment of the interviews is relaxed in order to get the best outcomes.  As both interviewees are 

located in Dubai, it was difficult to arrange for personal face to face interviews especially with Mr. 

Martenson who left Getinge and only visits Sweden for summer holidays. At the end, we had to settle 

for a Skype interview with Mr. Martenson while we could arrange for a personal interview with Mr. 

Tham during his visit to Sweden in April.  

It is very important to mention here that the interview with Mr Martenson focused on the marketing 

activities before the establishment of the Middle East Office while the interview with Mr. Tham 

focused on the marketing activities after the establishment of the Middle East office. For additional 

Quantitative Qualitative 

Numbers Words 

Point of view of researcher Points of view of participants 

Researcher distant Researcher close 

Theory testing Theory emergent 

Static Process 

Structured Unstructured 

Generalization Contextual understanding 

Hard, reliable data Rich, deep data 

Macro Micro 

Behavior Meaning 

Artificial setting Natural setting 
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information about these interviews, see Appendix 2. 

 

The secondary analysis is the analysis of data by researchers who will probably not have been involved 

in the collection of those data (Bryman & Bell, 2007). We used information about marketing and 

regional offices found in books, scientific articles and writings, websites, and library. During data 

collection, search keywords were: “growth”, “marketing”, “regional office”, “B2B”. Scientific 

databases: Emerald, Google scholar, Academic search elite, ABI/INFORM and WiSo Net were used. 

Halmstad University Library also proved to be a rich source of information with its extensive database 

of industry journals and international newspapers. 

 

 

3.6. Data analysis 
 

We have used the grounded theory method for data analysis which has become by far the most widely 

used framework for analyzing qualitative data (Bryman & Bell, 2007). We started with our research 

question and established our theoretical sampling. Then we collected data, coded it and grouped into 

concepts and these concepts were then in turn grouped into categories. The concepts and categories are 

the most important part of the analysis as they allow us to extract the most important and significant 

elements from the interviews in order to use them for our analysis and conclusions.   

 

 

3.7. Reliability and Validity 
 

3.7.1. Reliability 

 

In quantitative analysis, the reliability of a research refers to the consistency of a measure of a concept 

(Bryman & Bell, 2007). Three dominant factors determine if a measure is reliable: 

 Stability: This refers to the stability of a measure over time; 

 Internal reliability: the indicators that make up the scale are consistent; 

 Inter-observer consistency:  The lack of consistency in the decision of more than one observer    

involved in recording or observation or translation of data. 

In qualitative analysis, the above criteria were questioned by researchers since measurement is not a 

major preoccupation in their analysis (Brymen & Bell, 2007). LeCompte and Goetz (1982) adapt the 

reliability of quantitative research to the qualitative research and write about two criteria for reliability: 

external reliability, which is the degree to which a study can be replicated; and internal reliability, 

whether or not members of the research team agree about what they see and hear. 

 

For our study, we will use LeCompte and Goetz (1982) definition. We believe that our study is reliable 

as it can be replicated to other industry and geographical areas. Furthermore, the research thesis’ 

findings were agreed by our team which includes the two authors and the teacher. 

 

3.7.2. Validity 

 

In quantitative analysis, the validity refers to the issue whether our indicators really measure the 

concept. Validity is concerned with the integrity of the conclusions that are generated from a piece of 

research (Bryman & Bell, 2007).  However, LeCompte and Goetz (1982) adapt the definition of 

validity from qualitative research and argue for the following criteria: internal validity, whether there is 



The effect of Regional Office on Company’s Marketing Activities and sales growth 

___________________________________________________________________________________ 

16 

 

or not a good match between researchers’ observations and the theoretical ideas they develop; and 

external validity, referred to the degree to which finding can be generalized across social settings. 

 

Again, we will use LeCompte and Goetz (1982) definition. Our research is valid because there is a 

good match between our observation and the theory. Furthermore, our findings can be generalized 

across social settings.  
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---------------------------------------------------------------------------------------------------------------------------- 

The empirical data presented in this chapter are mostly based on interviews with Mr. Peter Mårtensson, 

former Middle East & Africa Sales Manager and the first President of Getinge Middle East as well as 

interview with Mr. Whilhelm Tham the current President of Getinge Middle East (GME). We also used 

public data gathered from Getinge’s website as well as their annual reports. It is worth noting that these 

empirical data will focus on the Infection Control Unit of Getinge AB. We will discuss the marketing 

activities before the establishment of the Middle East Office (MEO), why and how the MEO was 

established, and the marketing activities after the establishment of the MEO. 

---------------------------------------------------------------------------------------------------------------------------- 

 

4.1. Getinge AB 
 

GETINGE AB is a publicly-listed, Swedish-based group of companies. The group was founded in 1904 

and is now divided into three business areas: The Getinge Infection Control Business, Extended Care 

Business (ARJOHUNTLEIGH) and Medical Systems Business (MAQUET). The entire GETINGE 

group of companies focuses on state-of-the-art medical technology. For the fiscal year 2009, the 

GETINGE Group posted sales revenues of 23000 million SEK with a workforce of approximately 

12100 employees (Getinge AB, 2011). 

 

In this thesis, we will study the Getinge Infection Control Business which consists of two divisions: 

Healthcare and Life Sciences. Worldwide, Getinge Infection Control ranks among the leading providers 

of disinfectors and sterilizers within the healthcare and life sciences segments. Since its foundation 

more than 100 years ago, Getinge Infection Control has stood for innovation and technological 

progress in the field of disinfection and sterilization. Getinge Infection Control has three customer 

segments: healthcare, pharmaceutical/medical device and research. The Getinge Infection Control 

organization is to be found all over the world, with 29 subsidiaries on six continents and over 230 

distributors and partner companies in sales and service representing Getinge Infection Control (Getinge 

AB, 2011). Additional information about Getinge AB and Getinge Infection control Unit can be found 

in Appendix 1. 

 

Getinge started its “real” international expansion in 1990 when it established sales companies in 

Denmark, Finland and Norway, and acquired the disinfection company Scott Western in England. The 

expansion continued with China in 1992, France, Netherlands and Belgium in 1994. A merger with 

Arjo in 1995 formed the basis for the Extended Care division while in 1996 it expanded to the US 

through the acquisition of MDT.  In 2000, The German group, Maquet, a world-leading manufacturer 

of surgical tables, is acquired and forms the basis for a new business area, Medical Systems (Getinge 

AB).  Getinge continue to expand internationally by acquiring successful companies that help 

strengthen its products range and achieve the growth targets set by the board. 

 

Getinge established its first regional Sales Office in Miami in 2000. This office is in charge of sales 

operation in North America. Another sales office was established in Singapore in 2005 and overseas 

sales operations in the Far East. In April 2008, a Middle East Office was established in Dubai to 

4. EMPIRICAL FINDINGS 



The effect of Regional Office on Company’s Marketing Activities and sales growth 

___________________________________________________________________________________ 

18 

 

oversee activities in the Middle East and Africa. 

 

 

4.2. Marketing activities before the establishment of the Middle East Office (MEO) 

 
Here we are going to describe the process of Marketing Research, Marketing planning, Promotion and 

Sales Support before the establishment of the MEO.  

 

4.2.1. Marketing research 

 

One person, Mr. Peter Martensson, was involved and responsible for marketing research before the 

establishment of the MEO. Marketing information was mostly sourced from distributors. According to 

Mr. Martensson: “The data were third party data or secondary data and therefore were not fully 

representative of the whole picture. They were also not very accurate, not because the distributor 

wanted to mislead but because information tend to change when passed from one person to another”.  

 

Another source for marketing research is the information collected directly from end-users during Mr. 

Martensen’s personal visit to them accompanied by the distributor. The marketing dept at Getinge was 

involved in very few cases, mainly with regards to major exhibitions like Arab Health in Dubai and 

Medica in Germany. In these two exhibitions, many visitors from the Middle East attend and the 

marketing department helps to get information about these visitors, where they come from, what they 

need and how to proceed. This information was then handed over to Mr. Martensen for follow up.  

 

The difficulties faced when doing marketing research was getting first class, up-to-date and accurate 

information. This is only possible by visiting the customers and getting the information from the 

source. However, the long distance between Sweden and the region means that long journeys are 

involved in addition to different weekly working schedule and handling so many countries made this 

process very difficult to achieve.  

 

4.2.2. Marketing planning 

 

Mr. Martensen was the only person working in the marketing department of the Middle East and 

Africa. This meant that priorities have to be given to some markets while others suffered as he did not 

have the time or the resources to focus on them. Priorities were set by determining from which markets 

orders were likely to come. Mr. Martenseon said: “By default, Saudi Arabia is the biggest market 

because the size of the market and the investments made by the government in this sector and therefore 

priority was given to plan for this market. On the other hand, Egypt’s market is the same size as Saudi 

Arabia but the purchasing power, the structure of the market, the level of competition and the 

perception that Getinge’s products are more expensive and high end products forced Getinge not to 

prioritize it”. The whole area was treated like one market and no focus on country by country due to 

limited resources, manpower, time and money.  

 

There are 50 countries in Africa, 15 countries in ME and therefore the Sales Manager alone cannot plan 

for all of them. He had to focus and the main focus in GCC countries because they had the most 

potential.  Other factors that decide in which country to develop the business is the political situation 

and potential, macro figures such as economy, financial situation, future of the country. Another 

important factor to consider is the existence of local distributor as this is the key to be able to enter a 
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market since Getinge can sell only through distributors. Therefore, the focus was more on countries 

where there are established distributors that Getinge can co-operate with.  

 

The Sales Manager had his own marketing plan and he would set this plan in October based on forecast 

that he receives from distributors in September for the following year. Plans were made according to 

projects life cycle, 12 to 18 months typically. Ideally, all planning should be long term but sometimes 

plans turned out to be short term because lack of information. 

 

The difficulties with regard to marketing planning that Mr. Martensen mentioned were: “The delays, 

for different reasons such as the month of Ramadan, summer breaks, political problems, that make it 

hard to make plans. Bureaucracy is another big problem for planning. For example, in Saudi Arabia, a 

new Health minister was appointed and he stopped all projects until they were re-evaluated. This 

resulted in delay of 6 months”. The main challenges were to get correct, up to date and first class 

information in order to make the right plans, and the logistics around travel that was affecting planning. 

 

4.2.3. Promotion 

 

Mr. Martensen was responsible for promotion with support from marketing team in Getinge (materials, 

support in regional or local events). The promotional tools that were used consisted mainly of local 

seminars and workshop and regional exhibitions, due to the nature of the industry and the importance 

of personal selling, Mr. Martensen explained: “I was not in favor of spending money on advertising but 

rather using this money to organize local seminars and events where he can meet customers. Therefore 

advertising in scientific magazines was restricted to the magazines related to exhibitions”. 

 

The local seminars, conferences and events were organized by the sales manager together with 

distributors. Organizing these seminars was not difficult because of Getinge’s reputation and 

distributor’s contacts which made it easy to invite and ensure the attendance of the right people. Mr. 

Martesnsen clarified: “The difficulty with regards to promotion was that Getinge relied on local 

distributors who supply the information and inform Getinge when and where local events are available. 

So Getinge depended on them to get correct information and also followed their suggestion. If they 

suggest an event in Saudi Arabia, then Getinge had to trust them and get involved in this event”. 

 

One of the most important promotional tools for Getinge was The Arab Health Exhibition & Congress 

which is the largest healthcare exhibition in the Middle East, and the second largest in the world. It is 

the world's largest healthcare congress with 18 CME-accredited conferences and over 500 

internationally acclaimed speakers (Arabhealth, 2011). Every year leading medical companies from 

around the world participate in this exhibition in order to help them penetrate the market or to improve 

their presence in the Middle East. Getinge has been participating in this exhibition since 2000.  

 

The regional exhibition such as Arab Health is organized by Getinge’s marketing department as all 

companies in the group participate in it. The budget for this exhibition was not part of the Middle 

East’s annual budget. The Middle East Sales Manager would handle the public relations for this 

exhibition in collaboration with Getinge’s marketing department. Prominent figures from the Middle 

East and Africa are invited and meeting with all distributors, customers and interested parties are held 

during the duration of the fair. It is also a good chance to launch new products and introduce them to 

the market as well as update existing range of products. According to Mr. Martensen: “The promotional 

work done through this exhibition is the most important and yields the best results for Getinge with 
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regard to the Middle East”. 

 

4.2.4. Sales support, training and after sales services 

 

Mr. Martensen was the only person handling sales for the Middle East and Africa. He was recruited for 

this position from outside Getinge through personal contact. As we mentioned, Getinge is active in the 

B2B sector and therefore personal selling is the backbone of selling activities. Work starts before the 

tender comes out as the distributor tries to include Getinge’s product specifications in the tender. 

Distributor contact hospitals and other customers to discuss their requirements and needs and Mr. 

Martensen offers his help and advice throughout this process. Sales targets were set by sales manager 

based on mix of information from distributors, history and market information. The sales manager did 

not have problem with getting forecasts and commitment from distributors because of the close 

relationship he had with them. 

 

The difficulties with sales as explained by Mr. Martensen were: “To try to convince the customer to buy 

Getinge’s products even if they are more expensive. Sales people are trained to explain that the 

difference in price can be easily compensated by the saving that the customer get with regards to 

maintenance and service cost. The customer will end up paying less for Getinge’s product over a period 

of 5 years if we count the high running cost for competitive products”. Others challenge was to support 

the distributors from Sweden. The sales manager can only focus on one country but to manage several 

countries from Sweden is tough and therefore he has to rely on distributors to do their job. 

 

As part of Getinge’s general guidelines, all distributors should undergo a technical training that include 

all technical information about the products, how to install them, and how they are serviced. The 

distributor’s sales people get product training at Getinge’s training academy. Other possibility will be to 

train the sales force in the distributor’s offices or during the sales meetings organized every year for all 

distributors. Distributors were offered periodical sales training to introduce them to the new products 

and to keep them updated of the latest information. Getinge also offers end-user training. This is done 

after the end user purchases one or more of the large equipments which require a special training to be 

able to operate them. This training is done in Sweden before the equipment is delivered to the end user. 

Training is handled by Sweden with Mr. Martensen only informed and kept in the picture. 

 

According to Mr. Martensen, the challenge faced regarding training was to identify the need for 

training. He clarified: “Based in Sweden, it is difficult to identify which distributor or customer needs 

training and the type of training needed. Another challenge was the location of the training and 

whether to make the training in Sweden, at the distributor’s offices or hand-on training at the 

customer’s local facility”. 

 

For Getinge, After sales services is a very important part of sales support due to the nature of the 

products and their importance in the daily operations of hospitals and laboratories. The machines 

manufactured by Getinge are used to sterilize the equipments which will help to control the infection 

risks at these establishments. In case of technical problem, a solution has to be found quickly in order 

to avoid a work stoppage and infection risk. According to Getinge’s philosophy, there are three lines of 

support for its products: 

 The first line of support: The distributor; 

 The second line of support: The sales manager and team in Sweden (back office support with 

one person handling order, warranty claim, technical complaint); 
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 The third line of support: The factory and service center. 

 

A technical problem is handled first by the distributor. If a solution is not found then Mr. Martensen 

handles it with his back up team and if they cannot solve it, it will be sent to the technical team and 

service manager at the factory. The average time for solving a technical problem was 1-2 weeks. The 

difficulty with regard to after sales services was the long time needed to solve a major technical 

problem. It takes time for the organization in Sweden to get the problem’s accurate information. 

Getting information is time consuming and this can delay solving the problem. Therefore the challenge 

was to reduce this process and make the chain of information shorter and quicker. 

 

 

4.3. The establishment of the MEO 
 

The Middle East Office was established in April 2008. The process of establishing this office included 

decision making, finding the best location, the actual process and choosing the right personnel. Based 

on the recommendation of Mr. Martensen, the president of Getinge Infection Control Mr. H. Kastler 

made the decision to establish the Middle East Office in October 2007. Mr. Martensen explained: “The 

choice of location was very important as it will determine the success of the office. The location had to 

be good not only for business but also for quality of life as well”. On long time basis, the company 

needs to make sure that the employees can live, be safe and have a good life in the suggested location. 

Dubai was selected because it was a very good hub in the middle of the Middle East, a safe place to 

live and, from logistic point of view, it was very convenient and close to main market in the GCC. 

From legal point of view, it is easy to set up companies in the duty free zone where 100% foreign 

ownership is allowed. Other countries require local partners to start business and Getinge was not 

interested in that as it wanted to control 100% of the business. 

 

Maquet, a sister company and part of the Getinge Group, had already established a regional office in 

Dubai Free zone in the mid of 2007. So there was an agreement to share the same office with Getinge 

IC which made the move a quick and simple one as everything was already set up. Financial 

investment was limited as the cost of relocating Mr. Martensen and his family to Dubai was the biggest 

cost. Mr. Martensen confirmed: “It was much cheaper than to start with own office and this was the 

advantage of being part of a big group. The cooperation went very well especially that the distributor 

and customers network is the same in many markets”. The decision to establish the Middle East Office 

was taken in December 2007 and Mr. Martensen moved to Dubai in March 2008. The short time for 

relocation was also in part due to Mr. Martensen’s familiarity with the Middle East as he worked there 

many years before. 

 

It is interesting to understand why Getinge selected the first and the second president of the Middle 

East Office from within Getinge group and a Swedish, not a local from the region. Mr. Tham explained 

that: “Getinge’s philosophy is to have a manager with background from Getinge to bring the value, 

principles and knowledge of the company to Dubai”. In starting phase, it is good to have someone from 

the mother company to set the value and strategy. He added: “A big company is like a big tank. For the 

tank to go forward, it is very important that all on board go in the same direction and that it why a 

manager from within the group will work better with the head office”. Nevertheless, he added that: “It 

is also important to have on board a mix of local people who understand the local culture and the local 

way of conducting business”. 

 



The effect of Regional Office on Company’s Marketing Activities and sales growth 

___________________________________________________________________________________ 

22 

 

4.4. Marketing activities after the establishment of the MEO 

 
In this part, we will describe the changes that were implemented after the establishment of the Middle 

East Office and the difficulties/challenged faced in each activity.  

 

4.4.1. Marketing research 

 

Three people in Getinge Middle East (GME) deal with marketing research. The main source for 

marketing information and research remains the same: the distributors and end-users. Mr. Tham 

explained that: “The big difference now is that more people are available and more visits to 

distributors and customers are possible due to the proximity of the Middle East Office to most of the 

countries in the region”. The sales people meet the distributors and customers lot more often and 

information gathering is much more frequent. The exposure and contact with different elements of the 

market industry is more frequent and that results in more information. Now that Getinge ME is based in 

the region, it can have its own channels as opposed to before when Getinge was dependent on 

distributors to provide information channels. Nowadays the sales people can create their own channels 

and network. Since they are based in the region, they have knowledge about events, seminars, projects 

and other important things happening in the area. Before, the distributors come to them with 

information. Currently they go to the distributor with the information that can help them regarding 

customers, projects and so on. This resulted in a much closer corporation and encouraged the 

distributor to be more active, and as Mr. Tham mentioned in the interview: “We run, they run”. 

 

GME procures better information as the sales team goes directly to the customer to get first class 

information. It can also benchmark this information and compare what it has and what it got from 

distributors or customers. Based in the region, GME knows who to contact, get own link and meet 

these contacts whenever they want as it is easier to travel and most of them are only one hour away.  

Being a big company allows GME to get in contact with big end-users, hospitals and ministries. It is 

easier to arrange a meeting with the help of Getinge’s higher profile in addition to the fact that they can 

visit often.  

 

Since Getinge has been active in the region for long time, Swedish trade council cannot help as GME 

has already its own network and knowledge. The Trade council can be very helpful for small 

companies and new comers who do not have experience in the market. Embassies can open doors and 

provide help. For Example, the Swedish embassy arranged a seminar for Swedish med-tech companies 

in Saudi Arabia and contacted GME. Being in the region already gave GME a huge advantage to be 

actively involved in the seminar from the beginning and reap major benefits from it. Being in the 

region allowed GME to establish good contact with embassies and trade council with weekly contact 

instead of monthly. GME was getting fresh information and always ready to meet them anywhere, 

anytime. 

 

4.4.2. Marketing planning 

 

Mr. Tham is responsible for marketing planning and business development. Being in the region allow 

GME to have more focus on country by country and spend more time developing big markets. 

Furthermore, the close relationship built with the distributors and customers as well as other players in 

the region allow GME to better plan and develop the market.  
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Below we give the example of Saudi Arabia and how GME was able to develop the business there: 

Before 2008, Sales and marketing of Getinge’s products in Saudi Arabia were undertaken by one 

distributor. When the MEO was established in 2008, a deep market research of Saudi Arabia was 

performed which showed that this market has a lot of potentials that the local distributor could not 

achieve. Therefore the decision was taken to replace the distributor and an in-depth search was 

conducted to find the right company. Finally, the decision was made to appoint “Gulf Medical” as the 

distributor in Saudi Arabia. Gulf Medical was the distributor of Maquet which is a part of the Getinge 

Group. Marquee introduced the distributor to Getinge and after negotiations, it was decided that this 

distributor is the best for the job and so was appointed. It is important to note that, the decision to 

change the distributor, search for a replacement, find the right company would not have been done had 

the MEO was not established. The performance of the new distributor in collaboration with GME 

surpassed all expectations from the first year. The below chart shows the performance on the Saudi 

market before (2006-2007) and after the appointment of Gulf Medical (2008-2010):    

 
Figure nr.2. Getinge Middle East turnover in Saudi Arabia in 2006-2010, Million USD, (Getinge AB) 

 

The main focus is still the Gulf region but now GME is looking to expand and grow in the area as it has 

a better understanding of the region and of each country. Before the MEO was established, the focus 

was on the GCC countries only. Now the focus is still on the GCC but GME can also grow in the 

region and see opportunities coming also in other parts of the region. GME splits the region into 3 main 

areas: The Gulf, The Middle East and Levant. Since it is established and has a good set up and 

infrastructure in the Gulf now, the focus will move to the Middle East to look at other opportunities. In 

the scope, GME had before the six gulf countries but now the scope has been widened to include 

fifteen countries that constitute the Gulf and Middle East. GME has to be very active in selected 

countries because they present good potential. For example Iraq has good potential but for the long 

term set up for growth, GME needs local partner. It searches for local partners by using local events, 

seminars and visits. According to Mr. Tham: “To find people is easier as Getinge is big and known in 

this field, but then GME have to evaluate the partners to make sure that they are the right people on the 
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long run”.  

 

GME’s original mission was to grow the business and increase the sales in the region. This has changed 

now and the objective of GME is to become the number one in its field in the Middle East and Africa. 

 

4.4.3. Promotion 

 

Mr. Tham and two persons handle promotion and are responsible for the promotional tools such as 

regional exhibition, local events/seminars, personal selling and advertisement in magazines. The 

advantage of the MEO can be summarized in the following statement from Mr. Tham: “Being in the 

region gives us better insight to choose the best media for a maximal exposure”. Here we have a look at 

the various tools used by GME for promotional activities: 

 

Regional exhibitions: 

The marketing department continues to be responsible for organizing Getinge’s participation at Arab 

Health. People from Sweden come to Dubai six months before the start of the exhibition to meet 

Middle East Office people and plan layout, structure and other details. It is not a policy that the 

marketing department in Sweden handles regional exhibition but Mr. Tham believes that it is good way 

to let Sweden handle big regional event as the small office of Dubai cannot handle it. More than 100 

people are involved in the event as it is a group event where other sisters companies take part also and 

this requires high level of coordination from the headquarters. Nevertheless, GME contribute with 

suggestions and ideas suitable for the region. Sweden brings the global marketing aspect and GME 

brings the local aspect. Before the establishment of the MEO, the agenda and planning was done from 

global prospect and the message was global. Now with the local office in Dubai, GME can bring local 

aspect, perspective and expertise. Getinge tried in the past (before MEO) to adapt to local perspective 

but that was difficult from Sweden. Getinge has the biggest stand in Arab health and so invest a lot of 

resources in this exhibition as it is its main marketing event. The whole exhibition is growing as the 

industry is shifting to focus on one event like Medika in Germany, Arab health in ME. All concerned 

parties such companies, ministries and distributors invest more in Arab Health and so do Getinge. In 

the last 5 years there has been less interest and investment in local events in favor of regional events.  
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Figure nr.3.  Getinge ME stand’s size in Arab Health Exhibition, SQM, (Getinge AB) 

 

Another exhibition that Getinge participates in on annual basis is the “The Patient Safety Exhibition 

and Congress” in Abu Dhabi in October. This conference is the Middle East's foremost interactive 

platform for patient safety and infection control. It aims to raise the awareness of the need to use safe 

and hygienic procedure in hospitals and medical establishments. Getinge was not aware of the 

conference and the move to Dubai allowed it to realize the importance of this seminar so it started 

taking part in it in 2008.  

 

Local events/seminars: 

Being in the region, GME has been involved much more on the local levels. With the establishment of 

the ME office, the possibilities to collaborate with the local distributor on many events has become 

bigger. Many local seminars and events are organized frequently with the direct assistance and often 

the presence of staff from GME. Events became bigger with the help of the Middle East office. The 

president helps to choose the events and they are more frequent than before. Main challenge in 

organizing local events is to get the right people to attend as most of them are interested in big 

exhibition like Arab health. So GME started to focus less on local event as people are interested in the 

big one. 

 

Personal selling: 

The sales people at Getinge AB meet with existing customers who have projects that are already 

launched. Moreover, they also meet with potential customers or with hospital consultants that are 

planning new projects. At this stage, Getinge can be very influential in providing feedback to the 

consultant and at the same time include its own products in the specifications of the project. The 

continuous visits help Getinge to establish a network of customers that are crucial for the growth of the 

business. With more sales people, there is more chance to have personal selling which is very important 

for B2B. 

 

Advertisement: 
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Getinge uses advertisement only in magazines related to Arab health or a local event.  

 

On-line tools: 

GME uses mainly the website as Getinge benefits from a strong brand so customers contact through 

website. They send request for info and that goes directly and automatically to the office in Dubai. This 

is one of the advantages of MEO as it is faster now to deal with these requests. At the moment 

company do not have plans for Arabic website but it could be in the future. 

 

4.4.4. Sales, training and after sales services 

 

Three people are involved in sales. The two additional people were recruited because of the need for 

more resources due to business growth. Mr. Tham was selected from inside Getinge so he was looking 

for people from the region who know the language and culture while it is a plus if they work in the 

same industry.  One was recruited through agency and one through connection, and both are Lebanese. 

The new sales staff underwent different types of training: The first training is an internal training that 

allows the new people to understand the core values of the company. It is called “Who we are”. The 

second training is a product, application and infection control training with basic training in Dubai and 

advanced training in Sweden. 

 

Sales target is set based on:  

1. Information and feedback received from distributors and customers who are much better today 

due to the closer relationship and more frequent contacts. 

2. The history of the region, country and organization. This has also improved as well due to the 

fact that GME is in the region and has acquired much more knowledge about the market history 

and can predict, to a certain degree, its future. 

Getinge organize also one sales meeting per year in different country for all its distributors. In 2010, the 

sales meeting was organized in Turkey and was a four days meeting attended by the majority of 

distributors in the ME. 

 

After establishment of MEO the sales process has changed a little: the enquiry received from customer 

will be handled by GME while order confirmed by the customer is still has to be sent to Sweden for 

processing. In the future, GME will have full back office support in Dubai to process orders and this 

will speed up the process. Moreover, establishing a warehouse in the future for consumables and spare 

parts is a possibility and this will revolutionize the sales process especially for after sales services. The 

sales figures from 2007 to 2010 are shown below: 
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Figure nr.4. Turnover of Getinge Middle East from 2007 to 2010, Million SEK, (Getinge AB) 

 

These figures clearly indicate that Getinge has experienced a constant growth in the last 3 years (except 

in the 2009 because of the financial crisis) since the establishment of the Middle East Office. It is worth 

mentioning that the impact of the 2009 crisis was less severe due to the existence of GME which 

managed to limit the damage. We can see that by looking at the sales figures of 2009 that are higher 

than 2007 despite the economic crisis. This year and despite the political problems in the region, GME 

managed to increase sales by 30%. Mr. Tham mentioned: “If the GME did not exist, then most of the 

business with the region would have been cancelled this year as it would be difficult to judge from 

Sweden where it is safe to visit and operate”.  

 

Training: 

GME started offering sales training for its sales people and distributors at its offices in Dubai. This has 

already showed results as it is easier for the distributor to send their staff for two days training in Dubai 

instead of one week in Sweden with two for travelling in addition to other problems such as visas.  

Getinge is using now the product training as a promotional tool. This training is conducted with the 

distributors and customers or future customers and focuses on the infection risks and the necessary 

steps to control it. At the same time, the training explains how Getinge’s products offer the solution for 

this problem. In the near future, plans are being considered for a regional training center for ME and 

Africa which will be offering complete product training on all the company’s models as well as full 

service and technical training for distributors and end-users engineers. 

 

After sales services: 

Time for solving technical problem is now reduced because of better communication with distributors 

and customers, and better understanding of their problems. The aim is to make the first line of support 

(the distributor) and the second line of support (GME) stronger in order to avoid sending the after sales 

services to the third line of support (Sweden). Below is a table that shows how the three lines of 

support have developed with regard to the sales support, training and after-sales services before and 

after the establishment of the Middle East Office. The score is from 1 to 10 with 10 being the best. 
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Sales Training After sales services 

Pre  GME Post GME Pre  GME Post GME Pre  GME Post GME 

1
st
 Line of Support 

(Distributors) 
6 8 3 5 / 8* 6 7 

2
nd

 Line of Support 

(GME) 
5 9 3 5 / 9* 2 5 / 9*

2
 

3
rd

 Line of Support 

(Sweden) 
NA NA 10 10 10 10 

Table nr.2. Getinge AB after sales support in Middle East before and after establishment of regional 

office, (Getinge AB) 

 

The first line of support, the distributor, is now more educated and trained due to the frequent meeting 

with GME and the numerous training seminars organized for them. Therefore they have improved their 

knowledge of the products and how to service them which means that they can offer better technical 

help to their customer. The second line of support, GME, is staffed with more people and enjoys better 

resources. These can be used to better service the distributor and the customer.  The plan is to have a 

service and regional training center in the near future, possibly within one year for the service center 

and three years for the training center. Once these centers are established the first and second line of 

support with regard to training and after sales services will be able to offer top-rated service. The 

biggest challenge is to continue growing the business in order to justify the investment for these two 

centers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
                                                
2
  Estimated rating after establishment ME training and service centers 
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---------------------------------------------------------------------------------------------------------------------------- 

In this chapter, we will analyse in depth the empirical data presented in the previous chapter and we 

will link the theoretical framework with the data found. In order to do that, we will analyse in details 

the reasons for the establishment of the Middle East Office, the effect of this office on the four chosen 

marketing activities, the effect of this activities on sales growth and importance of regional office to 

B2B sector. 

---------------------------------------------------------------------------------------------------------------------------- 

 

5.1. The reasons for establishing the MEO 
 

In order to start our analysis, we believe it is important to explain the reasons for the establishment of  

the Middle East Office. 

 

The Middle East has proved to be a valuable market that is growing constantly due to the increased 

wealth of the countries in the region as a result of the rise in petrol prices which is the main source of 

income (International Monetary Fund, 2011). This also led to increase in government and private 

spending on health care. Furthermore, the consumer is now more educated, aware of latest product 

technologies and is conscious about hygiene and infection control issues.  

 

The main reason for establishing the Middle East Office was growth.  By growth we mean the increase 

in the turnover. This is in accordance with Penrose (1995) who stated that growth is one of the most 

important strategic targets that a firm adapts in order to ensure its survival, to remain competitive and 

to provide increased added value for stakeholders. Getinge realized the potential of this region and that, 

in order to grow and realize a bigger share of the business, it needs to do that through a Middle East 

Office. Other reasons were:  

1) To improve the local presence and establish Getinge in the region; 

2) Logistics requirements such as shorter travel distance, same work schedule and time 

difference; 

3) To cooperate much closer with local distributor and at the same time be closer to end-users. 

It takes long time to build relations in the Arab world. So it is very important also to build 

the trust by showing the commitment for the long run and that is why Getinge is moving 

closer.  

 

 

5.2. The effect of MEO on marketing activities 
 

In order to give a clear picture of the effect of the Middle East Office on the four chosen marketing 

activities, we have drawn below a comparative table where we show the main characteristics of these 

activities prior to the MEO and after the MEO:  

 

 

 

5. ANALYSIS 
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Activities pre MEO      Activities post MEO 

Marketing Research:  

 Weak information network. 

 Third party information, secondary data or 

second class information. 

 Limited information 

 

Marketing Research:  

 Strong information network 

 Better information quality, Primary data 

from source. 

 Extensive information collected 

Market planning:  

 General understanding of the market 

 No focus on specific market 

 Limited coverage to one area (the Gulf) 

 Short term plans. 

 

Market planning:  

 Better understanding of the markets. 

 Focus on important markets.  

 Expansion plans to more areas. 

 Long term plans. 

Promotion: 

 The use of promotional tools is dependent 

on the distributor.  

 Focus on local exhibition 

 Limited use of training seminars for 

promotional activities. 

 

Promotion:  

 Better use of promotional tools according 

to market needs. 

 Focus on regional exhibition.  

 Extensive use of the training seminars as 

promotional tools 

 

Sales: 

 Limited interaction with partners. 

 Insufficient market knowledge 

 Restricted Market planning & business 

development 

 Limited cooperation with distributors 

 

Training 

 Available only in Sweden 

 Restricted sales training 

 Training needs not well identified 

 Limited training role. 

 

After Sales Services 

 Slow response 

 Lack of information 

 Service available in Sweden only 

 Consumables and spare parts available in 

Sweden only 

Sales: 

 Extensive interaction with partners.  

 Improved Market knowledge 

 Expansive market planning & business 

development 

 Excellent cooperation with distributor 

 

Training: 

 Available in Sweden, Dubai and at site. 

 More frequent sales training 

 Better identification of training needs. 

 Use of training as promotional tool. 

 

After Sales Services 

 Faster response 

 Better information system 

 Future plans for service center in Dubai. 

 Plans to establish a warehouse for spare 

parts and consumables in Dubai. 

 

Table nr.3. Summary of Getinge Middle East marketing activities before and after establishment of 

MEO 

 

5.2.1. Marketing research 

 

Marketing research is very important as it is imperative and necessary to know the playground, the 
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competitors, customers and the market’s variables in order to be successful in the market. According to 

Kohn (2005), doing market research is an important action to be taken before starting a new project in 

product development, since this can increase its subsequent success. Market research is essential to set 

the strategy and allow management to be able to make the right decision. More information means 

better decision and fewer mistakes. 

 

The Middle East Office has contributed to three important points regarding marketing research: the 

developing of information network, the amount of information and the quality of this information: 

 

Developing information network: 

Prior to 2008, Getinge had a weak information network consisting mainly of few distributors and 

customers. The establishment of the Middle East Office allowed Getinge to build its own network of 

partners such as distributors, customers, ministries, embassies and other organizations. This network 

generates a steady flow of input and useful information that Getinge uses for its marketing research. 

 

The amount of information: 

GME was getting much more information than prior to the Middle East Office even when one person 

only was handling the marketing research. The reasons were the proximity to the target markets which 

made frequent visits to the distributors and customers a very easy and convenient task. These frequent 

visits have resulted in a much improved relationship and trust which resulted in an increased feedback 

of information and data from all partners in the area. Sales personnel bring back to the company much 

needed intelligence about the customers (Kotler et al, 1996). 

 

The quality of the information: 

A very important difference is the quality of the information. At the moment, more information come 

from the source and not from a third party as was the case before the establishment of the MEO.  In any 

situation, the information is always filtered when it is passed from one person to another, so it is very 

important to get first class information from the source. It is very important not only how the 

information is obtained but how they are filter and processed. The information that distributors and 

customers give to Getinge are now more accurate because they know that Getinge is in the region and 

can check these information. The Middle East Office will allow Getinge to build a Marketing 

Information System that, according to Kotler et al (1996) consists of people, equipment and procedures 

to gather, sort, analyse, evaluate and distribute needed, timely and accurate information to marketing 

decision makers. 

 

The Challenges facing GME now with regard to marketing research is to keep focus on the core 

business and strategic countries. Currently, the problem is that they get too much information and it is 

very easy to lose focus and struggle to organize the various input received from all countries. 

Therefore, they need to filter the information and keep focus on the target countries. 

 

5.2.2. Marketing planning and business development 

 

A big advantage of formal planning is that it forces the company to sharpen its objectives and policies, 

leads to better coordination of company efforts, and provide clearer performance standards for control 

(Kotler et al, 1996). It is very important to have strategy to achieve the targets and to know where the 

direction to head and how to get there. The MEO allowed Getinge to better plan and develop the 

business in existing countries as well as expand business to new countries and geographical areas. In 



The effect of Regional Office on Company’s Marketing Activities and sales growth 

___________________________________________________________________________________ 

32 

 

addition, the success of Getinge in the region prompted it to change its strategic plans accordingly. 

 

GME is benefiting from more first class information and better understanding of all countries so it is 

able to plan and develop the business in the focus countries. GME is able to make marketing plan 

because it understands better the market and how it functions. This is the experimental learning which 

can only be acquired through personal experience (Penrose, 1959). It is easier today to make longer 

term planning because more info and better understanding of the market make GME able to predict the 

future direction. 

 

GME has been successful in developing the business in the Gulf so is now planning to expand to new 

countries outside the Gulf for example to the ME, Levant and Africa. The biggest challenge when 

growing the business is to find local partners that will handle this expansion in these new countries as 

Getinge cannot sell directly to end-users. To be successful, GME need to find the right people as many 

companies will be interested in representing Getinge due to its broad range of products, the quality and 

the brand value that it offers. Therefore, it has to evaluate the interested partners and choose the one 

that can deliver according to its strategy for the market. Of course, the knowledge and information 

gathered by the Middle East Office will help to make the right decision. 

 

GME has been so successful in its business development that the strategic plan has changed. Initially, 

the plan was to grow its sales in the region and establish the brand. Having achieved this target in very 

short period, Getinge’s strategic plan is now to actively work on becoming the number one player in the 

region in this field. This will be reflected in its marketing plans as the strategic plan sets the stage for 

marketing plan (Kotler et al, 1996). Future strategies might include setting up warehousing, 

manufacturing or R&D units in the region. We can deduce that the success or failure of the Regional 

Office has an impact on the strategic plans and objectives of the company. The effect depends on the 

size of the regional office and the region where this office is active. 

 

5.2.3. Promotion 

 

Improved marketing research and marketing planning led to better identification of the market’s needs 

and better identification of the best marketing tools to promote the products. As we have seen, the most 

effective promotional tools for GME are the exhibitions and personal selling. Both involves 

relationship marketing which is very important in B2B marketing, where companies may gain 

competitive advantage not necessarily from the product but through the added value they have built 

because of their relationship (Doole & Lowe, 2007). Furthermore, Getinge has identified another tool, 

the product training seminars which can be used to stimulate the need and promote the products. 

 

Getinge operates in B2B markets therefore the direct contact with the customer is very important. 

Personal selling can be targeted to specific markets and customer types who are the best prospects for 

the company’s product or service (Belch & Belch, 1998). An office in the middle of the region allows 

the company to be close to all its distributors and customers. As a result, the visits to the customers 

became more frequent and this helped to establish a better personal relationship between the company 

and its customers. This relationship is built on personal contacts which lead to trust and personal 

instead of professional dealing. In an area like the Middle East, the personal relationships are very 

important and can contribute to the fall or success of a business. GME have better understanding and 

know the customer better so they can plan their offer and solution in a better way. The outcome of the 

increased direct contact and repeated meeting is better, stronger cooperation and communication with 
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the distributors which is the most important link in the supply chain as no work can be done without 

distributors. 

 

GME is following the preference in the market where the focus is now on the major regional exhibition 

such as Arab Health instead of local small exhibitions. Therefore, it decided to focus on this exhibition 

and make it the major event of its marketing and promotional campaign. The stand had become bigger 

and bigger every year and is now the biggest in the whole exhibition. Although this stand is shared by 

sisters companies in Getinge Group, GME benefits from the enormous exposure as well as the buzz 

generated from being the largest exhibitor. It is also a diamond sponsor which allows it to feature on all 

publications related to the exhibition. Furthermore, GME has identified another important exhibition, 

“The Patient Safety Exhibition and Congress” in Abu Dhabi. This exhibition serves as a tool to raise 

the awareness regarding the risks of infection and the need to control it. This will allow it to promote its 

products as the most effective tool for infection control. 

 

GME still organize local events or seminars mainly in the form of product training seminars that are 

organized in collaboration with local distributor. These seminars are being used as marketing tool to 

raise the awareness of the infection control and create the need for Getinge products. This is very 

important as the difficulties and challenges that GME faced in its promotional efforts was to create the 

awareness and spread the knowledge of infection risks and the importance of infection control 

equipments. The seminars have proved to be a very useful tool in this regards especially that the 

promotion in B2B sector benefits more from these direct contact medias rather than other traditional 

form of media such as advertising or sales promotions. 

In this regard, we can say that, through seminars, GME is implementing the AIDA model to achieve its 

promotional goal by creating attention, interest, desire and action (Ferrel and Hartline, 2005): 

- The attention is drawn when GME invites its partners and potential customers; 

- The interest is created by highlighting the risk of infection and the need to control it; 

- The desire is fuelled by explaining how Getinge’s products help to protect against this risk and 

satisfy the need to control it; 

- The action is triggered by connecting the potential customers with the distributors and 

conducting the sales. 

 

5.2.4. Sales, training and after sales services 

 

The sale role is to stimulate, rather than satisfy, demand for products (Kotler et al, 1996). GME has 

thrived to achieve this philosophy and have largely succeeded which resulted in unprecedented sales 

growth that exceeded the best projections. The main objective of all its marketing activities is to raise 

awareness, create need and stimulate the demand for its products, thus increase sales. The sales growth 

was also achieved through regular visits, better information and understanding, showing commitment 

and seizing opportunities.   

 

Sales increased because of the increased time spent with customers and distributors. The reduced travel 

time means more time is allocated to have more meetings, building relationships and work on 

relationship marketing which is one of the best selling methods in a B2B environment. Being in the 

region and through regular visits provide GME with invaluable information that help to create a better 

understanding of the market and the main players such as distributors, end-users, governmental 

organizations, health providers and others.  
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GME is located in the same geographical area, uses the same time zone and operates under the same 

weekly schedule as most of its customers. This has made it easy to be reached by the various partners 

in the region and to reach them at the same time. Therefore, a smoother and leaner communication 

channel has been established which facilitated contact and business dealings. 

 

The partners know that Getinge is in the region very close, committed large investment to establish the 

Middle East Office and will be here for long time which gives them confidence to buy the product. 

Getinge is different from other companies who do business and leave without taking responsibility for 

after sales services and support. 

 

One of the biggest causes of the sales growth can be attributed to the fact that the sales team can see  or 

identify the opportunities much faster and act quicker to seize them. Since the sales people are always 

close to the distributors-customers-market and have better understanding of their needs, they can 

identify opportunities in a quick way and mobilize themselves to seize these opportunities, offer the 

products and close the deals. A very important point that is worth mentioning here is that, in addition to 

opportunities, the regional office has a major effect on the way the company deals with crisis. As the 

office is in the region, the company can get better information and decide to deal with crisis based on 

its own figures or opinions and not something received from a third party. 

 

The quality and the quantity of the training have improved since the establishment of the Middle East 

Office. Since some of the seminars can be organized in Dubai, this had definitely led to more seminars 

being organized and more people attending due to better logistics. More seminars can be organized in 

Dubai than in Sweden and more people will prefer and be able to attend Dubai’s seminars than going to 

Sweden. Furthermore, as the sales people are based in Dubai, they can also arrange more product 

training and sales seminars at the distributor’s offices or on site at the end-users facilities. This 

confirms Ashton (2005) theory that the size of the company affects the training opportunities. GME 

grew from an office in Sweden to an independent company in Dubai and so the training opportunities 

increased. The quality has improved because GME is now able to identify the need for training, the 

persons/organizations that need it, the type of training needed and the suitable time to offer it. 

Therefore, they can now offer the best tailored training at the most convenient time in the most suitable 

location. This will increase the quality of the seminars and the benefits that everyone from distributors, 

customers to GME will gain from them.  

 

We have seen that GME uses the product training as a promotional tool. The training increases the 

awareness of the infection control subject, highlights the need of the end-users to find solution for this 

problem and promotes Getinge’s products as a solution that satisfies the needs of the end-users. GME is 

able to use these seminars as marketing tools because of the reasons mentioned above: It is based in the 

region, the number of seminars on offer has increased and GME can design the content of these 

seminars to serve as promotional tools. This confirms that the size of the company affects the training 

opportunities (Ahston, 2007). 

 

As we mentioned, the Middle East Office is planning to establish a regional training center. 

Advertising, public relations, promotions, marketing research and analysis are marketing areas that are 

benefit from training (Ashton, 2007). Furthermore, the advantages of training centers are as follows: 

- Short distance which means shorter period for training; 

- Less complicated procedures to organize the seminars. One of the most important issues is the 

visa requirement as most of the sales and service people are from the Middle or Far East and 
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they need a visa to travel to Sweden. This can take a long time and require lot of bureaucratic 

preparation and paperwork; 

- Increase the amount and frequency of training seminars; 

- Help to build relationships between Getinge, distributors and end-users; 

- Reduce the cost of training for the company and for the distributors/end-users; 

The company will save on the human resources cost that are necessary to conduct the training 

seminars, provide the material and the entertainment; 

 The distributor and end-user will save the travelling, the lodging and transport costs; 

- Increased sales due to the better trained sales and service staff; 

- Less technical problem as the distributor and end-user’s staff will have better knowledge to deal 

with technical problem. 

 

Being dedicated to the Middle East, GME has acquired a better insight into most of the problems and 

technical questions asked by the customers. The similar geographical, climate, education and culture 

result in similar problem, behavior and reactions of the end-user and distributor to the problem 

encountered. Therefore the Middle East office has developed a better understanding and expectations 

of the technical problems and thus is better prepared to solve these problems within the shortest time.  

Therefore, we can say that the after sales services got better because of better understanding of 

problems and better flow of information between Getine AB, GME, distributors and partners. The after 

sales services have been recognized as very important not just for servicing the equipment but as an 

income source, as a marketing tool to sell the product and as a competitive advantage over the 

competition. 

 

The after sales services can help firms to increase their revenues (Bundschuh and Dezvan, 2003). The 

revenues are generated from product installation, configuration, maintenance, and repairs but also from 

other operations such as consumables and spare parts sales along with periodic service agreements. In 

some industries, the service market is four or five times larger than products market and this constitute 

a great opportunity for GME. 

 

After sales services are used as promotional tool to sell products (Herve and Roy, 1999). The 

availability of good after sales services in the region can be a major selling point especially for big and 

important equipment such as Getinge’s. These equipment need to be repaired urgently if they break 

down to avoid any infection risk and therefore the customer will be looking for a reliable and trusted 

support service. GME can argue that it offers this support especially if it establishes a local regional 

service center that will increase the customer’s confidence and preference for Getinge’s full product 

range. 

 

Establishing a service center will be something different from competition and will offer a competitive 

advantage for GME. This competitive advantage will allow GME to strengthen its offering such as 

service support, spare parts sales, and service agreements and train distributors who in turn can offer 

more service business for their customers which confirms that the value of after sales services is not 

only important for manufacturers but is serious for distributors (Arvinder ,1996). 

 

In concluding, we refer to our earlier discussions of the three lines of support that GME offers to its 

customers regarding sales, training and after sales services. We can argue that the establishment of the 

Middle East Office has contributed to the improvement of the first line of support which is the 

distributor but most importantly the second line of support which is Getinge Middle East. GME knows 
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the distributors better and have a deep knowledge of the way they operate and how they handle their 

markets. Furthermore, GME has invested a considerable amount of time and resources to plan and 

develop business with the distributor, to help the distributor promote the products, to support them in 

their sales efforts, to conduct intensive and comprehensive training for their employees, and finally to 

offer the best after sales services. This has improved the performance of the distributors as they are 

better qualified and have the ability to offer comprehensive and reliable support to their customers. The 

Middle East Office has improved significally since it was transformed into a separate entity based in 

Dubai. In the context of our study, we can see that GME has better information and understanding of 

the market, the distributors and the customers. It has also established a better communication system 

with the distributors which allow it to offer them better and more efficient support. The response of the 

Middle East Office is much faster now that it is located in the same region.  

 

GME is also now in a position to offer periodic and specific training events. These seminars improve 

the level of support offered by GME as they allow it to have a regular assessment of the distributors’ 

capabilities and thus be always prepared to provide the support needed. We can conclude that the 

second line of support was closer to Sweden before the establishment of the regional office but became 

closer to the distributors after the establishment of the Middle East Office. 

 

In order to understand the importance and effect of the regional office, we can imagine the situation in 

the Middle East now without the establishment of GME. The marketing research would not have 

improved; the marketing planning would have remained short term; the promotion would have been 

dependent on the distributor’s feedback; the training would have still been conducted in Sweden; the 

after sales services would have remained a long process. All this would have led to a modest increase in 

sales driven by market growth instead of sales growth driven by the improvement in company’s 

operations. In a not-so-unlikely-scenario, the sales would have suffered a significant drop this year due 

to the political unrest in the region that would have caused restricted activities of the sales team based 

in Sweden following security advices. 

 

 

Finally and In view of all the above points, we can deduce the following model that shows the 

relationship between the regional office and the four marketing activities:  
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Figure nr.5. Relationship between regional office and four chosen marketing activities 

 

 

As we have seen, the Regional Office provides more and better information for Marketing Research. 

This allows having a better understanding of the market and players that will result in better marketing 

planning. The better marketing planning helps to improve the promotional activities by identifying the 

appropriate promotional tools for maximal exposure and this help to increase the sales. Additionally, 

the sales benefits from more visits offered by the regional office and this increase the commitment and 

trust level between GME and the customers. The sales also benefits from better identification of 

opportunities, the training, after sales services as well as more information and better planning.  

The most important effect of the regional office on marketing activities is that it brought the company, 

the personnel and the products closer to the target markets and the customers.  

 

 

5.3. The importance of the regional offices for the B2B sector 
 

We have seen how many of the marketing activities were influenced by the fact that the company 

operates in a B2B environment and the consequences resulting from that. Here we will try to explain 
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the effect of the sector on the importance of regional offices. 

 

The business to business sector is dependent on personal relationship between buyer and seller and 

each seller customer relationship is of importance (Webster & Wind, 1972). In order to build this 

relationship, the seller needs to have frequent contact with the buyer and build mutual trust. The seller 

also needs to prove his commitment to the buyer for the long term. The best way to prove that is to be 

located in the region very close to the buyer and to show the commitment by investing in a well 

established regional sales office.  

 

Relationship marketing is very important in B2B marketing, where companies may gain competitive 

advantage not necessarily from the product but through the added value they have built because of their 

relationship (Doole & Lowe, 2007). Therefore the marketing has to be focused on improving these 

relationships and this is done through activities that are geared toward personal contacts such as 

industry-specific exhibitions, personal selling and private local seminars. The challenge is to identify 

the correct activities, the suitable locations and the right professionals to attend. Moreover, these 

activities require a considerable amount of preparations and are time-consuming procedures. Therefore, 

they need to be organized by a team that is permanently resident in the region and have the right access 

as well as the knowledge. We can conclude that a regional office will be the most suitable and effective 

organizer of these activities.  

 
GME worked hard to gain the customer loyalty as this is very important in B2B and can be the basis for 

a long term relationship. According to Stone et al (1998), the determinants of business-to-business 

customer loyalty tend to be: 

- Satisfaction with brand and category:  

GME is promoting the brand as top quality, made in Sweden and as one of the top in the world 

in the field of infection control. 

- Service experience and satisfaction:  

This is what GME is planning to enhance with the establishment of the regional service center. 

- Offer attunement:  

Being in the region allows GME to understand the needs of the customer and offer product that 

satisfy these needs. 

- Involvement in the design/delivery process:  

The close relationship that GME has built with its partners ensures that these partners are 

involved in the design and delivery process of the product. 

-  Good relationship management:  

This is one of the strongest point of GME as we have explained above. 

- Information exchange: 

Better communication and leaner information channels made the information exchange between 

GME, the distributors and the customers a very effective process. 

 

We can conclude that B2B requires more direct relations and therefore the regional offices are very 

important for B2B as it enable companies to handle relations which require long time and consistent 

work. This is in accordance with Coviello et al (1997) who claimed that business-to-business 

relationships are often more complex than relationships in consumer markets. The focus of GME is not 

on single transaction or single order but on long term interactions with its distributors and customers 

for mutual benefit. 
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---------------------------------------------------------------------------------------------------------------------------- 

Here we will draw our conclusion from this study and answer the questions that were posed in the 

introduction. We will also summarize how our paper has answered our research question. In addition, 

we will mention the theoretical and practical implications of this study as well as its shortcomings and 

finally our recommendation for future research. 

---------------------------------------------------------------------------------------------------------------------------- 

 

6.1. Conclusions 
 

In this thesis, we wanted to study the effect of the regional office on the four marketing activities of a 

firm and how they affect the sales growth of the firm. The result of this study shows that the regional 

office provides more and better quality information for marketing research. This improves the 

knowledge and understanding of the market that lead to improved marketing planning and expansion of 

business development. The promotion benefits from the acquired knowledge and improved planning to 

become more focused and use the best suitable promotional tools to boost sales and achieve growth.  

Furthermore, sales benefit from more visits to distributors and customers. This is a direct result of the 

proximity of the regional office to the partners. Moreover, these visits allow the regional office to show 

its commitment to the customers and gain their trust which is very important in B2B and health care 

sectors. More importantly, this proximity to customers put the sales people in an advanced position to 

identify and seize opportunities as soon as they arise.     

 

Another sales benefit of the MEO proximity to the markets is that training seminars are more frequent 

and are more customer-oriented. Therefore the regional office was able to use these seminars as a 

promotional tool to raise awareness of the infection risk and create the need for infection control 

equipment manufactured by the company. The training and after sales services were considered as 

follow up to sales but we have showed that these two activities work hand on hand with sales and can 

contribute to sales growth. The training seminars can be used as promotional and marketing tool while 

the after sales service can generate more sales through consumables, spare parts and service 

agreements. 

 

Throughout this study, we have also found some very interesting facts regarding the regional offices:  

- The success or failure of regional office can have an effect on the strategic plans and objectives 

of the company; 

- The regional office is a very good tool to identify and seize opportunities but also a great aid to 

deal better with difficulties and crisis; 

- The regional office is very important for the business-to-business sector (B2B). 

 

 

6.2. Theoretical implication 
 

The final model drawn from this study regarding the effect of the regional office on marketing research, 

marketing planning, promotion and sales can be generalized to other industries as they face similar 

6. CONCLUSIONS AND DISCUSSION 
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challenges with regard to the four marketing activities. Of course, other variables and factors such as 

cultures or environment have their effect on the generalization of this model. 

 

We have seen that the regional office is very important for the B2B but more research can be performed 

to study in depth the effect of the regional offices on the business-to-consumer sector (B2C). 

 

We have established a connection between the sales support, after sales services and training. This can 

be used as base for future theoretical research in order to study in depth how the training and after sales 

services can support sales and contribute to its growth. 

 

 

6.3. Practical implication 
 

We intended for this study to be a road map for managers considering establishing regional offices in 

order to grow in the targeted region. This study offers insight regarding how the regional office will 

affect the four marketing activities that were discussed in this thesis and how this lead to sales growth.  

 

Companies and managers interested in achieving sales growth in a region can find this study interesting 

especially to understand how the regional office can help them to achieve this target: 

 Managers should focus on getting better information in order to understand the market. This can 

be done by more visits to decisions makers in order to get first class information; 

 They should plan and develop the business by starting with the country where the potential for 

sales is highest and then move to other countries. The potential can be determined by looking at 

several factors such as economic and local partner; 

 Managers should use the promotional tools applicable and specific for the region and not 

traditional tools imported from other regions. The promotional tools can be selected based on 

markets conditions and trends; 

 The training could be tailored to support and increase sales while after sales services can be 

promoted as a sales incentive. Therefore both the training and after sales support can be used to 

promote sales. 

 

Finally, managers and companies active in the B2B should try to establish regional office in the area 

where they are looking to grow as this office will provide direct relations between the company and its 

customers. These relationships are very important in this sector and contribute to sales growth.   

 

 

6.4. Shortcomings 
 

It can be argued that the research question of this thesis could have been better presented and 

investigated if it was supported by two case studies or even more. Due to logistics and time constraints, 

we would have not been able to use three or more case studies but opting for two case studies could 

have been a possibility and would have added more depth to this study. On the other hand, the problem 

with this approach is that the two companies included in the case studies should have been identical 

with regard to the industry, products, size, ownership and so on, otherwise the comparison will not be 

representative or fair. This would not have been easy as the selected company is a big player in a 

specialized industry with very few players and therefore it would have been difficult to be able to study 
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a second company. 

 

Another shortcoming that can be pointed out is that the interviews were conducted only with the 

presidents of the Middle East Office. A better picture could have been drawn and more information 

obtained if we could interview other persons involved in the operations of the regional office.  

 

We have chosen to study only four marketing activities and this can be considered as shortcoming since 

there are other marketing activities such as communication or pricing. Furthermore, there are other 

departments in the company that could affect sales growth such as production or logistic departments.  

 

 

6.5. Recommendations for Future research 
 

We have seen how the regional office can contribute to sales growth by allowing opportunities to be 

seized quickly. However, it will be also interesting to conduct further research regarding how the 

regional office can help company deal with tough economic, political or other crisis either on the global 

or regional scale. 

 

Another recommendation is to investigate further the advantage of regional offices for B2C sector and 

whether these offices have the same effect as for B2B. 

 

As we only studied the effect of regional office on marketing activities and how these affect the sales, 

we can recommend that future studies look into other activities of the company such as manufacturing 

or supply chain management. 
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APPENDIX 1 
 

 

Getinge AB facts and figures according to fiscal year 2009 
 

Getinge Group: 

 

Employees:  12 100 worldwide 

Net sales:  23 000 MSEK 

 

Getinge Infection Control: 

 

Employees: 2 900 worldwide 

Sales companies & distributors: 31 

Service structure: Own service organization worldwide + distributors. 

Dealer network: 65 distributors 

Headquarters: Getinge, Sweden 

Net sales:  5 100 MSEK 

Year founded: 1904 

Production sites: 12 plants 

Sterilization equipment (pressure vessel production + assembly) is produced in Getinge, tabletop 

sterilizers in Skärhamn, both in Sweden. Pure steam generators and distillation units for production of 

high-purity water for the pharmaceutical industry are produced in Lynge, Denmark. Sterilizers are 

assembled either at the plant in Getinge or at local assembly facilities in China, Germany, the UK and 

the US.Disinfection equipment for the hospital market is manufactured in Växjö, Sweden; products for 

the Life Science industry in Toulouse, France. This equipment is also assembled at plants in Germany 

and the US. 
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APPENDIX 2 
 

 

The interview guide: 
 

Interview with Wilhalm Tham and Peter Mårtensen: 

 

At the beginning, we would like to ask you some introductory questions regarding you and Getinge: 

Your name, position and how long have you been in this position.  

 

Then we would like to ask questions about activities of Getinge in the Middle East: when you started 

exporting to this region, which country.   

 

1. Describe the process of the following activities before the MEO: 

 

Marketing research:  

1) Gathering, recording, analysis and interpretation of data on problems relating to the marketing. 

2) How many people were involved in marketing research? 

3) How it was done, which channels were used, how you get information about markets and 

distributors performance? 

4) Did you have a marketing information system? 

5) Difficulties faced doing market research. 

 

Marketing planning and business development: 

1) Who was responsible for marketing planning? 

2) How the priorities were set, selection of countries to develop business, set target? 

3) Did you have strategic, annual plans or marketing? 

4) Were you able to plan for a long time or all plans were on short term basis? 

5) Difficulties faced during market planning and business development. 

 

Promotion: 

1) Who was responsible for the promotional activities? 

2) What kind of promotion was used: advertisement, exhibitions, special offers, personal selling, 

public relations, and seminars? 

3) Arab Health, size in 2007, 2008. Who is responsible for the stand? How the products are 

chosen? How customers are invited? Who manage the PR for this exhibition?  

4) How the decision to use any of the above was taken? 

5) Difficulties faced in this phase. 

 

Sales support, training and after sales services: 

1) How many people were involved in sales? Who was responsible? 

2) How were these people selected? Criteria, procedure, internal or external selection, in which 

countries the job was advertised. 

3) Sales procedure: enquiry…shipping 

4) Where there any sales targets set? How, based on what? 
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5) What sort of training the sales staff undergo? 

6) Training for the distributor’s sales people? Where, how often? 

7) Difficulties faced regarding sales support 

8) Types of training. 

9) End user training. 

10) Difficulties regarding training. 

11) Who was responsible for after sales services? How many people involved? 

12) Procedures followed in case of: technical question, application question, technical breakdown. 

13) Average time for answering/solving a customer’s request. 

14) Difficulties regarding after sales services 

 

2. How and why the decision was taken to establish the Middle East office: 

 

1) Who was responsible for the decision? 

2) Reasons (Increase sales/market share, Dedicate resources for the area, Increase profitability) 

 

3. Describe the process of establishing the MEO 

 

1) Decision making 

2) Recruitment 

3) Location 

4) Resources (financial) 

5) Planning 

6) Time frame setting 

7) Target setting 

 

4. Describe the process of the following activities after the MEO: 

 

Marketing research:  

1. How many people are involved in marketing research? 

2. How it is done, which channels are used, how you get information about markets and 

distributors performance? 

3. Do you have a marketing information system? 

4. Difficulties faced doing market research 

5. Importance of marketing research 

 

Marketing planning and business development: 

1. Who is responsible for marketing planning?  

2. How the priorities are set, selection of countries to develop business, set target? 

3. Do you have strategic or annual plans? 

4. Are you able to plan for a long time or all plans were on short term basis? 

5. Difficulties faced during market planning and business development. 

6. Importance of marketing planning. 

 

Promotion 

1. Who was responsible for the promotional activities? 

2. What kind of promotion was used: advertisement, exhibitions, special offers, personal selling, 
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public relations, and seminars? 

3. Arab Health, size in 2009, 2010. Who is responsible for the stand? How the products are 

chosen. How customers are invited. Who manage the PR for this exhibition? Patient safety 

conference in Abu-Dhabi in October. 

4. How the decision to use any of the above was taken? 

5. Difficulties, challenges faced in this phase. 

6. Importance of promotion. 

 

Sales support, training and after sales services 

1. How many people are involved in sales? Who is responsible? 

2. How were these people selected? Criteria, procedure, internal or external selection, in which 

countries the job was advertised? 

3. Are there any sales targets set? How, based on what? 

4. What sort of training the sales staff undergo? 

5. Training for the distributor’s sales people? where, how often? Sales meeting? 

6. Difficulties   

7. Importance of sales support 

8. Types of training. 

9. End user training. 

10. Future plans. 

11. Difficulties. 

12. Importance of training 

13. Who was responsible? How many people involved? 

14. Procedures followed in case of: technical question, application question, technical breakdown. 

15. Average time for answering/solving a customer’s request. 

16. Future plans: service center. 

17. How important is after sales services? Is it important for profit generating or as a competitive 

tool for promoting products? 

18. Difficulties. 

 

5.  The effect of the MEO: 

 

1. What was the Middle East Office effect on the above activities? 

2. Was it important and necessary to establish the MEO? Why? 

3. How do you see the market situation without the MEO? 

4. Was there extra cost for establishing the MEO? Was this cost justified? 

 

 

 

 

 

 

 

 

 


