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Purpose: Use two strategies, adaptation and standardization, to show how a company can 
introduce a new product in a new market. 

 
Method: First, we collect primary data through a quantitative research method based on a 
questionnaire posted on internet for French people. Then, for the secondary we collect our 
data from books, articles, journals and studies. 

 
Theoretical Framework: Our theoretical framework is based on two different parts. First the 
comparison of two marketing strategies according to two P in the marketing mix. We have 
adaptation or standardization of the product and standardization or adaptation of the 
distribution.  Then, we present different modes of entry for a company who want to introduce 
a new product and the factors affecting the entry modes. 

 

Conclusion: This study shows the different strategies marketing on international market that a 
company can choose to introduce a new product in a new market. Thus, it affects the 
adaptation of the product and the distribution. The results of the survey show that French 
people do not have the same demand as Swedish people so the company has to balance 
between the degree of standardization and adaptation of the twp different elements of the 
marketing mix. Otherwise, the study show the importance of adapted the product and 
distribution in a foreign country to offer a good product and have success.
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1 Introduction 
 
In this introduction, we present what is the topic of our thesis and explain why we choose it. 
In the French real estate market there is a complex challenges between the offer and the 
demand. According to this issue, we discuss about one solution which can answer consumers’ 
demand by going through this market. Finally we present our purpose with two strategies of 
standardization and adaptation to show how the product will be introduced in the French 
market.  

1.1 Accommodation needs 
Each human being has different needs: the need to eat, live, communicate and so forth. Some 
Scientists or researchers, such as Revich in the “Fundamental Needs model” published in 
2008, have tried to classify these needs in order to understand their importance. The most 
famous is Maslow's hierarchy of needs, represented as a pyramid and divides the needs into 6 
different parts.  “A Theory of Human Motivation” in 1943 explains his hierarchy. Firstly, this 
pyramid shows the Physiological Needs showing the basic needs (Breath, food, water, sex). 
Secondly, this model shows the Safety Needs incorporating the needs of security concerning 
the body, employment and accommodation. Thirdly, the Social Needs explains that Humans 
can turn toward love and feel the need to belong to a group and a community. After, the 
Esteem Needs is represented and means the need to respect others and to be respected by 
others. Finally, the latter stage is the Self-Actualization and shows the possibility to create, to 
solve problem and to use the morality. It is the best point that each Human can achieve. These 
models explain how our needs are ranked. It shows the significance of the physiological needs 
in the first time and then the safety needs that will enable Humans to have more important 
needs. All these steps are linked. To satisfy the safety needs we have to satisfy the first 
 step “physiological needs” and so forth.  

Regarding the safety needs, we can find the accommodation needs. In fact, everybody needs 
to have a dwelling and if possible, respecting their choice: houses, flats, location of their 
housing (Maslow, 1943). All these elements can be considered as specific accommodation 
needs which enable to achieve this stage. However, specific needs in terms of accommodation 
are not always respected. For this case, Mike Sheargold speaks about “inappropriate housing” 
in his survey “The impact of unaffordable and inappropriate housing on family health and 
wellbeing” published in 2010. His survey explained that ‘inappropriate housing’ is defined 
when an accommodation is too small, not situated in the right place asked by the family 
(http://www.shelternsw.org.au/docs/sem1012density-sheargold.pdf). Then, he also speaks 
about the family who has no choice of their accommodation due to the location and the price. 

If a need as important as housing is not respected, it is due to the situation of the real estate 
market in the countries. If a real market can be considered as ‘in a good situation’, the access 
to housing with a specific need will be possible and easier.  The offer will be compatible with 
the need and the price will enable consumers to buy an accommodation. However, the 
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situation of the real estate market is complex. The American Heritage Dictionary of the 
English Language gives this following about a real estate:  “it is a legal term that encompasses 
land along with improvements to the land, such as buildings, fences, wells and other site 
improvements that are fixed in location—immovable”  
(http://dictionary.reference.com/browse/real+estate).   

Pierre Bourdieu, with his famous book untitled « Les structures sociales de l’économie » 
(http://www.melissa.ens-cachan.fr/spip.php?article1322) gives a more in depth explanation when 
he was speaking about the real estate. He shows the complexity of this market that included 
four main actors: 

� Buyers and Sellers: Consumers 

� The State which organizes the territory 

� Companies which build the houses 

� Banks which help consumers to finance the purchase 

 

These four elements explain why accommodation needs are not always respected in some 
countries: where the situation is complicated, people can’t satisfy their own needs. Some 
tentative, mostly realized by the state, can improve the situation. 

1.2 Accommodation needs and market challenges in France 
The section 1.1 explains how some real estate markets don’t respect the consumer needs due 
to their situations. However, each country has its specific situation. In France, the real estate 
market is one of the driving forces behind the French economy and employs more than two 
million people (INSEE survey made in 2009).   

During the year 2009 in France, 332 588 housings were in construction; more than 200 000 
were for individual houses (AFP survey -2010). Individual houses represent around 60 %.  
This number should be moderated due to the population growth (the change in a population 
over time) which is quite high in France. According to the “Institute INSEE”, in 2009, French 
population rises up around 500 000 people each year. Therefore, it is logical to have more and 
more housing constructions.  

However, individual houses constructed in 2009 do not correspond to the needs. In fact, we 
have different needs to the offer. Immobilier-danger.com, in its survey published the 22nd 
January, reveals that houses are different according to the population needs:  the prices, 
incomes, and distance to their workplace. In this case, there is a real problem in the French 
real estate market between the offer   and the demand of the consumers 
(http://www.immobilier-danger.com/On-ne-manque-pas-de-logements-en-257.html). The 
demand “is the human wants that are backed by buying power” (Kotler et al., 2008, p.9) 
whereas marketing offer it is “some combination of products, services, information or 
experiences offered to a market to satisfy a need or want” (Kolter et al., 2008, p.9).  
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In fact, French needs have changed. . The time when people wanted to live is a city centre is 
now over. Recently, “Union des Maisons Françaises” shows, the 9th February 2011, that 33% 
of The French want to buy or to build a house in the next few years but only 5% of them hope 
to achieve their plans within the year.. Moreover, this survey also indicates that 50% of The 
French would buy a house if the economic conditions enabled it.  
(http://www.uniondesmaisonsfrancaises.org/dmdocuments/conf_presse_UMF_8_02_2011_D
P_V_def-1(1).pdf) 

All these previous surveys show the gap between the current situation and the need of the 
French. Prices are too high and remain the main constraint 

Besides, the French Real Estate market suffers from an important problem: the price of 
housing. Immobilier-danger.com has made a survey that was published on the 22nd January, 
2010 showing an inflation of 140% in ten years: consequently, accommodations become more 
and more unaffordable. At the same time, the INSEE reveals that the incomes in France have 
not really increased for the last ten years. 

Table 1.1 - Evolution of salary in Euro in France during the years 2001/2007 (INSEE, 2008) 

2001 2002 2003 2004 2005 2006 2007 2007

Ensemble 23 375 23 838 24 486 24 866 25 290 25 525 26 182 26 182

 

 

  

To face this issue, the French government tries to help everybody wanting to have access to a 
private property. For instance, the French government has implemented the no interest loan 
(vosdroits.service-public.fr). Nevertheless, the problem seems to be more complicated and it 
is not only about price. 

The discovery of this difference was possible thanks to the Marketing Concept. Marketing 
defined as a business process, a “social and managerial process by which individuals and 
groups obtain what they need and want through creating and exchanging products and value 
with others”( Principles of Marketing fifth European Edition, Philip Kotler, 2008) has enabled 
to know what the French consumers needs. 

The explanation of this situation in France is due to the historical background. During the 
19th century, France has gone through the urbanisation which is “the social process by which 
a growing section of a country’s population comes to live in a relatively densely 
populated.”(Schmal, 1981, p188).The main consequence is the departure from the country 
side to live in the city (Tilly & Lodhi, 1973).  
Since 2000, in France a new phenomenon has emerged in response to this need in individual 
houses: the rural exodus. People who move to the country side or the suburbs, are looking for 
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a better life quality. This latter is also the consequence of the price, which is cheaper in the 
country side. 
People want houses, not in the city center but in the suburbs. Also, houses with specific 
needs: cheaper as the previous surveys have shown but more ecological too. The CSA survey 
made in 2009 details: 

� 55% of the French want an ecological house 

� 37% of the French want solar panels 

� 31% of the French want to use any sustainable energy 

 

To explain this outcome, the institute simply explains the needs to control the energetic 
spending. 

To conclude this part, Marketing enables to reveal a new need in terms of housing in France 
which does not correspond to the offer. This situation has led to the birth of a new market 
available with new wants and specifications. The most relevant factors for the buyers are the 
price, the quality of the house and the location (the accessibility of the land services).   
 

1.3 House kits and BoKlok 
In this section, first we are going to talk about a new market solution for the French real estate 
market. Then, we will present one new product for this market. 

 

1.3.1 Market Solution 
To improve the market situation of the accommodation needs, which are the price, the quality 
of the product and the location, different products can be introduced. These have to agree with 
the new market and offer new possibilities such as financial, or energetic for instance. Among 
all the new innovative products, house kits could be the solution. House kits (also called 
modular home kits or prefabricated homes) are defined on the U.S Department of Housing 
and Urban Development Code as “types of buildings that consist of several factory-built 
components or units that are assembled on-site to complete the unit”. The rest of the 
equipments (bathroom, kitchen etc.) are delivered after.  

House kits indeed have different advantages. The French website (http://www.maison-
construction.com/maison-kit.html) sums up the main house kits advantages: 

�  Saving money on the construction site: the cost of labor represents 35% to 50% for a 
traditional house and only 15% for house kits. 

� Logistic: the house kit is transported in one go which saves time, money and preserves 
the environment.  

� The total price: House kits cost approximately 30% less than traditional houses. 



 

5 

� Innovations: Houses kits are generally more innovative and more protective for the 
environment than traditional houses. 

 

This product already exists in France. As a matter of fact there are several companies which 
sell house kits in France: Maison Logo, Kuusamo (http://www.maisonlogo.fr/modularite.html). 
However the house kit concept is badly known and suffers from a lack of advertising. Indeed, 
in the same article, the website maison-construction.com explains why house kits are not 
popular in France: 

� In France, preconceived ideas against this type of house are still important: bad 
quality, not isolated etc. 

� Culture in France combines stone and more broadly the mineral block to the solidity 
of a house. 

� French architectural heritage for centuries from the work of craftsmen. 

� The industrial sector has never really interested in the house. Je ne comprends pas 
cette phrase. 

 

This previous list shows a real lack of trust from the French buyers of house kits.  The 
question is thus would it be favorable to have on the French market of house kits already 
build, it will be help this lack of trust and sold by a company whose image is already strong. 
Brand image is “the set of beliefs that consumers hold about a particular brand” (Kotler et al., 
2008, p.269).     

Based on this problem, the house kits “BoKlok” commercialised by IKEA could be an answer 
to the lack of trust towards house Kits. Indeed. Nowadays IKEA is the third company 
preferred by the French (“Les entreprises préférées des francais", BVA survey - May 2009).  

 

1.3.2 BoKlok concept 
French people are really sensitive to a brand as the GFK survey published on the 7 April 2009 
shows. This element was primordial in our choice of BoKlok: the French prejudices 
necessarily imply the impact of the brand in order to change the mentality. Moreover in 
comparison with the other house kits present on the French market, BoKlok is the most 
developed and the most attractive. 

This innovative product that means “live smart”, was created by IKEA in 1996. It was born in 
response to the few private houses in construction in Sweden. The BoKlok target is the same 
for all the countries where BoKlok is presented: “Single parents raising children, small 
families usually not having more than one child, Young people having recently started their 
professional live and buying their first home and older persons searching for a smaller, 
affordable and secure home” (http://www.boklok.com). 
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BoKlok houses are house kits and are ready-made and fully-equipped. Their size with 4 
rooms is around 76 m². One of the particularities is that consumers can create their own house 
or flat with the help of one architect and BoKlok delivers all the various parts of the house on 
the construction site. The houses are erected in one day. Nowadays, BoKlok can be found in 
Sweden, Denmark, Finland, United Kingdom and Norway. 

BoKlok has 3 product basics: 

� Flat with apartments inside the building called “Älmhult” or “Helsingborg” 

� Free standing detached houses (model “Villa BoKlok”) 

� Extended houses with 2 or 3 bedrooms and terraces. 

 

Figure 1.1 - Suitable locations for BoKlok projects 

 

The houses BoKlok are implemented in the suburb, but not closed to the city centre. This 
choice perfectly goes in the same direction as the current French exodus. 

Furthermore, BoKlok is represented through the IKEA brand equity. “IKEA has a long 
tradition in marketing communication, focusing primarily on printed media which have 
proven their values and success to the company over the years. Other media, now being used 
to an increasing degree, include TV, radio and Internet based communication”. 
(http://www.boklok.com).  
 
To introduce the BoKlok house kits on the French market, this thesis is only focused on the 
product and the distribution. For the communication, BoKlok can use the IKEA brand. “A 
local IKEA organization must be present in the respective country and has to accept the 
launch of BoKlok. Although launching BoKlok is a more or less centralized decision; the 
local IKEA representatives have to be positive about the idea, because BoKlok will definitely 
cause a big impact on the marketing strategy of IKEA in those 
countries”(http://www.boklok.com). Thus, IKEA is already present in France and it has a big 
notoriety (http://www.e-marketing.fr).  
Also, the main point advantage of this house is the price because it is sold at low-price. 
“Customers have the possibility to choose whether they want to rent or buy their homes. The 
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prices are primarily directed at those people having an average household income of between 
£15,000 and £35,000 per years”(http://www.boklok.com). This factor contributes to the 
success of BoKlok on their domestic market. 
To conclude this section, we can say that BoKlok can resolve the problem in France of 
accommodation. 

1.4 Theoretical Problem 

The Internationalization is defined as “a process of increasing involvement of enterprises in 
international markets” (Susman, 2007, p281) and is complex process. It has to be studied by 
the company and leads to several interrogations. 

During the internationalization process, the company should analyses the changes in their 
marketing strategy. In fact, a high degree of evolution in marketing solutions are defined as a 
critical choice of standardization or adaptation. (Sullivan, 1994). However, the complexity of 
the internationalization is deeper and the company can adopt different behaviors. 

Therefore, the company should choose which product has to be introduced to the foreign 
country.  Thus, to combine the new environment and the product; the company should 
identify marketing solutions in order to manage the changes of this product and evaluate the 
degree of adaptation or standardization.  

In that regard, company can use two strategies which can address this issues. Proponents of 
the standardization approach view the globalization trends in the world as the driving force 
behind greater market similarity, more technological uniformity, and higher convergence of 
consumer needs, tastes, and preferences (Levitt, 1983; Ohmae, 1985). Whereas, the 
adaptation approach argues that, despite increasing globalization tendencies it necessitaties 
the adjustment of the firm’s marketing strategy to the idiosyncratic circumstances of each 
foreign market (Terpstra & Sarathy, 2000).  

Finally, all of these previous elements enable the company to select one strategy linked to the 
entry mode. Different entry modes exist and the company has to select the most appropriate. 
Because of this fact, companies have to choose between these different strategies in order to 
introduce their products for each country independently. For instance, a foreign market can 
offer the possibilities of the reduction of the cost. However, the company has to measure the 
risks which exist on this market in terms of: Political, Financial, Accessibility, Commercial 
and so forth (Jorion, 1997). An understanding of these previous elements are necessary to 
succeed with internationalization. In relation with these elements, the company could realize 
its marketing mix and could adapt its offer. Be considering the factors which influence these 
choices and what are the consequences of these choices? 

 

1.5 Purpose  
The purpose of this thesis is to determine if the product and the marketing channel should be 
standardized or/and adapted to use the best entry mode market in order to introduce the 
BoKlok house kits on the French market? 
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1.6 The Research question 
In relation with the problematic, some questions are directly linked. These questions are going 
to help us to go further into the topic:  
 

� If an adaptation is necessary, what points have to be adapted?   The French target 
needs a different product? 

� It is easy to transport the product? Produced in France will be necessary? 

� Which entry mode should be selecting? 

 

1.7 Structure 
In order to answer the purpose, this thesis will be built on six logical chapters. 
 
Chapter 1: The introduction explains the background and purpose of our thesis.  
 
Chapter 2: In this chapter we describe and explain the theory of this thesis. First, we present 
two marketing strategies standardization or adaptation which can be used by one international 
company. Then, we explain that they are different entry modes in a new market and we 
developed these points.  

Chapter 3: To collect all our data we present which method we will used to collect them. 
First, we use a questionnaire to understand the feeling of French people with the house kits. 
Then, thought many book and website we present our secondary data. 
 
Chapter 4: In our empirical material we put all the data collected together and give an 
implement example of BoKlok in UK. We explain why this product is successful and what 
marketing strategies they used.  
 
Chapter 5: According to our theoretical framework and all the data collected we will make a 
strong analysis. 
 
Chapter 6: In this chapter, we will present the answers to our purpose and research question. 
Furthermore, we will discuss about the thesis and the final give some further research. 
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2 The Theoretical Framework 
 

In this chapter we present our theoretical framework. It refers to the main theories which help 
us to answer our research questions. Firstly, we observe the definition of a product and the 
distribution. Then, we present what the adaptation and the standardization are and the factors 
influencing the adaptation or the standardization. Finally, we observe the different entry mode 
and the factors influencing the foreign market entry mode decision. 
 

2.1 Products and Distribution definition 
 In this section, we present clear definition of product with it three different levels and 
distribution. 

2.1.1  The dimensions of the product offer 
 

 

 
Figure 2.1: The three levels of a product (Kotler et al., 2008, p.501) 

 

 
If companies want to create an acceptable product for a new market, it is necessary to 
examine what a “total” product is (Hollensen, 2007, p442). To define, a product is “anything 
that can be offered to a market for attention, acquisition, use or consumption that might 
satisfy a want or need. It concludes physical objects, services, persons, places, organizations 
and ideas.” (Kotler et al., 2008, p.49). ). Marketing plan for a product is based on different 
characteristics: the target market, market share objectives, desired product positioning within 
the market, and profit objectives (Marketing Glossary of Terms). “A product can be divided 
into a series of different features and benefits which helps in its segmentation targeting and 
positioning” http://www.marketing91.com/levels-product/:  
According to this definition we are looking at the three different levels: 

� The core product benefits: this first level product answers the question: “What is the 
buyer really buying?” It consists of the “problem-solving benefits that consumers 
seek.” 
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� The actual product is the second level. Kotler defines the actual product as “ a 
product’s parts, quality, level, features, design, brand name, packaging and other 
attributes that combine to deliver core product benefits” 

� The augmented product: Situated around both previous levels, this one is defined  “to 
offer additional services and benefits that make up the augmented product” (SKAT; 
1995; 113 pages) 

  

2.1.2  The distribution  
 

When companies have completely developed the product (with the service), they have to 
choose how to deliver the good. Called the Marketing channel or the Distribution channel, it 
is defined as “ a set of interdependent organizations involved in the process of making a 
product or service available for use or consumption by the consumer or business user” (Kotler 
et al., 2008, p.881). 
 
Businesses or marketers have the choice. In fact, there are several customer marketing 
channels. They should to distribute the new product via a company-owned distribution to an 
independent company or to distribute the product by itself.  “To a manager, this is the “make 
or buy” issue, the company system being the ‘make” option and the independent channel the 
“buy” alternative” (standardization versus adaptation of international marketing strategy: an 
empirical investigation). 
Moreover, the choice of an integrated or independent channel may be influenced by the 
country being entered (Keegan 1984, Terpstra 1983, Thorelli 1980). 
Besides, “the concept of Marketing Channels is not limited to the distribution of tangible 
products” (Kotler et al., 2008, p.882). However, marketers have to choose the right channel 
with the right channel members: “Channel members add value by bridging the major time, 
place and possession gaps that separate goods and services from those who would use them” 
(Kotler et al., 2008, p.882). 
According to this figure 2.2 we can clarify the different channel. 

 
Figure 2.2 –Churchill, A & Peter P 1998, Marketing, 2nd ed., p360 

  
According to Cravens (2000) there are different decisions necessary to develop channel levels 
of distribution. First they have to determining the type of channel arrangement, then deciding 
the intensity of distribution and finally select the channel configuration. The channel can be 
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short as the first one represented on the figure 2.2 shows or longer as the number 4. The 
length is determined by the number of intermediaries: 
 

� The first one represented is called the direct-marketing channel that is “a marketing 
channel that has no intermediary levels” (Kotler et al., 2008, p884). To illustrate, the 
society Tupperware is the perfect example that directly sells its product door-to-door 
and the manufacturer have all the control to the distribution.  
 

� In the second channel, the manufacturer and the consumers are separated by one 
intermediary: the retailer that is “businesses whose sales come primarily from 
retailing” (Kotler et al., 2008, p995).  
 

� For the longer channels, which are the number three and four on the figure 2.2, it is 
possible to see between the manufacturer and the consumers, a wholesaler and a 
jobber. A wholesaler is defined as “a firm engaged primarily in selling goods and 
services to those buying for resale or business use” (Kotler et al., 2008, p998). A 
jobber has the same function as the wholesaler. The only difference is the quantity of 
purchase: a jobber buys in small quantities whereas the wholesaler buys in larger 
quantities. 

 

2.2 Standardization or Adaptation? 
In the first part of this theoretical framework, this thesis explains and describes two main 
points of the Marketing Mix that was the Product and the Distribution.  In the way of 
introducing a new product, a choice has to be made by managers and marketers. Does the 
company keep the same product? Does the company keep the same distribution channel? 
These two previous questions correspond to the choice between the standardization and the 
adaptation. 

2.2.1  Overview of standardization and adaptation 
Each element of the Marketing Mix can be adapted or standardized. The Marketing mix can 
be defined as “the set of controllable tactical marketing tolls that the firm blends to produce 
the response it wants in the target marketing” (Kotler et al., 2008, p.157).  The Marketing mix 
includes the Price, Promotion, Product and Place (Distribution). 
 
By definition, a standardized marketing mix is “use of the same marketing mix in  
the whole global market.” (Monika Alimienơ, Rita Kuvykaitơ 
http://internet.ktu.lt/lt/mokslas/zurnalai/inzeko/56/1392-2758-2008-1-56-37.pdf). At the opposite, an 
adapted marketing mix is “an international marketing strategy for adjusting the marketing mix 
elements to each international target market, bearing more costs but hoping for larger market 
share and return.” (Kotler et al., 2008, p960). Also,”adaptation helps companies to evaluate 
and effectively use cultural differences of foreign markets as well as separate products, their 
properties and possibilities of usage”. (Monika Alimienơ, Rita Kuvykaitơ 
http://internet.ktu.lt/lt/mokslas/zurnalai/inzeko/56/1392-2758-2008-1-56-37.pdf). 
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According to these definitions, the figure 2.3 of continuum of adaptation and standardization 
shows in which way the firms have to adapt or standardize their product. 
 
 

 

Figure 2.3- Figure of Continuum of adaptation and standardization (Source: Doole & Lowe, 
2004, p.190) 

 
Although this thesis is only focused on two points of the Marketing-Mix, it is necessary to 
understand that standardization or adaptation is applicable on all the elements of the company. 
 

2.2.2 Factors influencing adaptation or standardization of product attributes 
To sum up, Hollensen (2007) shows in the figure 2.4 the links between the products attributes 
and the factors influencing adaptation or standardization. This scheme that is similar to the 
other schemes available on different books as “Principles of Marketing” for example but it 
highlights one particularity: possibilities of standardizing elements of product. 
In fact, figure 2.4 shows that it is easier to standardize the core product benefits than the 
support services. 

 

Figure 2.4: The three levels of a product (Hollensen, 2007, p422) 
 
For each element, several factors influence the decision of adaptation or standardization. In 
the Product, all elements can be standardized or adapted or only some points. Usunier and Lee 
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in the book “Marketing across Culture” available since 2009 said: “Standardization and 
adaptation are not alternate strategies. In fact, most companies include some standardization 
and some adaptation of their adaptation.” Managers and Marketers have to ask themselves: 
Should products be adapted for foreign markets or standardized? (Usunier & Lee, 2009, p220) 
The choice on the product as defined before in this thesis has to be, done on three levels of the 
product:  The physical attributes, the service attributes (seen before in this thesis) and the 
symbolic attributes. This latter is “the interpretive element of the physical attributes.” 
(Usunier & Lee, 2009, p221) For instance, a symbolic attribute can be a shape, a colour, a 
number. 
 

Table 2.1- Factors influencing adaptation or standardization of product attributes (Usunier, & 
Lee, 2009, p222) 

 

Product attributes Arguments in favour of 
adaptation 

Arguments in favour of 
standardization 

Physical attributes 1 
Cost-reducing adaptations 
Local standards, hygiene and 
safety regulations, local 
marketing knowledge, 
consumer behavior, marketing 
and physical environments 

2 
Experience effects 
Economies of scale 
International standards 
International product use 

Services attributes 3 
Limited savings related to 
scale 
Local peculiarities in service, 
maintenance and distribution 

4 
Significant learning effects 
“Mobile” clientele 

Symbolic attributes 5 
Unfavourable image of 
imported products, company 
or brand name 
Inadequate meaning conveyed 
by colour, shape, etc. 

6 
Favourable image of imported 
products, company or brand 
Exotic or ethnic appeal 
Demands for “universals” 

 

 

Previous table 2.1 gives a description of the arguments in favour of adaptation or 
standardization for each level of the product. Thanks to this previous table, the firms can 
correctly decide the degree of adaptation of the product. If they fail to modify their product to 
specific markets, it can be a big problem and can result into a disaster (Douglas & Craige, 
1995).    
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2.2.2 Criteria for choosing foreign distribution channels  
As the product, the distribution channel (or marketing channel) could be adapted or 
standardized (the same the domestic market). This decision will impact the market mode of 
entry. In the book “Marketing across culture” written by Usunier and Lee in 2009, it has 
developed a tool called the ‘9-Cs’ criteria for choosing the foreign distribution channels. This 
latter is detailed according to the following points: 

1. Consumers and their characteristics: “Some geographical segments in a foreign market 
may be more import oriented.” (Usunier & Lee, 2009, p317) Consequently, it is better 
to choose the good channel serving these consumers. Consumers can also differed by 
“their preference for certain retail functions.” (Usunier & Lee, 2009, p317) This 
preference should also be taken into consideration. 

2. Culture: “Distribution is the element of the marketing mix most deeply rooted in 
culture.” (Usunier & Lee, 2009, p318) In fact, this point is directly linked to the 
human relationships. 

3. Character: This element is directly the impact of the culture. The distribution channels, 
their locations, their sales methods decided by the company should correspond to  both  
the image product and the image of the marketing channel, image that consumers 
have. (Usunier & Lee, 2009, p318) 

4. Capital: The choice of the distribution channel should be done according to the 
company financial possibilities enabling to start and to maintain it. (Usunier & Lee, 
2009, p318) 

5. Cost: The cost logically results in the financial possibilities, so the capital. 
6. Competition: Competitors can be more present on one marketing channel. Marketers 

have to decide if they prefer to choose a channel where the competition is  absent  or 
be placed “side by side” with the competitors (Usunier & Lee, 2009, p318) However, 
the power of competition should be measured on the concentration of retailers. 

7. Coverage: “It is important to cover markets that are widely scattered.” (Usunier & 
Lee, 2009, p319) It is more difficult to cover the concentrated markets due to the 
competition that demands more efforts. (Usunier & Lee, 2009, p319) 
According to the coverage, the company can choose three different approaches. The 
first one is an intensive coverage: it means to distribute the product in a maximum of 
intermediaries and retailers in order to touch all the consumers. (Hollensen, 2008, 
p511) The second one is a selective coverage where the goal is to have “a number of 
intermediaries of each type.” (Hollensen, 2008, p511) Finally, the last one is the 
exclusive coverage involving to choose only one intermediary. (Hollensen, 2008, 
p511) 

8. Continuity: “Continuity may be hampered by slick competitors.” (Usunier & Lee, 
2009, p319) The initial channel chosen is the more important and has to be in 
correlation with the company financial possibility. (Usunier & Lee, 2009, p319) 

9. Control:”The ideal situation is where the company creates its own distribution 
network” (Usunier & Lee, 2009, p319) The company has to choose a marketing 
channel enabling to be easily controlled in order to know if their choice is the most 
efficient. (Usunier & Lee, 2009, p319) 
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To sum up, after having decided the adaptation or the standardization about the product and 
the place (distribution), the company has to choose the best entry mode on the foreign market. 
The next section will review the different entry modes in the market.   

 

2.3 Mode of entry 
An international market entry mode is “the decision of how to enter a foreign market can have 
a significant impact on the results”http://www.quickmba.com/strategy/global/marketentry/.As the 
figure 2.5 shows, three main entry modes can be distinguished: The export modes, the 
licensing modes and the investment modes. There is no ideal market entry strategy. The 
choice depends on the product, the characteristics of the foreign market, the company goals 
and capabilities (Hollensen, 2008, p292). Moreover Daniels says that"Entry mode depends on 
ownership advantages of the company, location advantages of the market, and internalization 
advantages that result from integrating transactions within the company. Companies that have 
lower levels of ownership advantages either do not enter foreign markets or use low-risk 
strategies such as exporting." Daniels, John D (2004), International Business: Environments 
and operations. Direct Investment and Collaborative p500. 
This last part of this theoretical framework details these three different modes 

 

 
Figure 2.5 – Entry modes in international business Daniels, John D (2004). International 

Business:Environments and operations.Chapter 13 & 14. p 451-517. 
 

2.3.1 Export entry modes 
“The export entry modes are entry modes available to the export marketer and were identified 
and categorised as indirect or direct” (Daniels, John D 2004). Thus, these two basic forms of 
exporting are distinguished on the basis of how the exporting firm carries out the transactions 
flow between itself and the importer or foreign buyer” (Albaum & Duerr, 2008, p305). 
Exporting is a traditional and well-established method in the internal market and there is “no 
investment in foreign production facilities is required” 
http://www.quickmba.com/strategy/global/marketentry/ .The decision between these two forms of 
exportation determines how the exporter wants to control its exportation.  
 
The indirect export entry mode “occurs when the exporting manufacturer uses independent 
organizations located in the producer’s country “(Albaum & Duerr, 2008, p308).  It means 
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that the producer controls a dependent organization; there is no commitment in any sales 
activities.  There are two types of alternatives to export indirectly: 
 

�International marketing organization: There are two different of independent 
wholesale marketing exportations; merchants and agents. “Export merchants are the 
domestic-based export merchant buys and sells on its own account.” (Albaum & 
Duerr, 2008, p308). During these types of exportation the manufacturer essentially 
reduces the domestic marketing. Moreover, when the agent is used the manufacturer 
assumes all the financial risk.  
�Cooperative marketing:  “Cooperative marketing organizations represent a cross 
between indirect and direct export” (Albaum & Duerr, 2008, p318). For instance, 
when a manufacturer uses this type of exportation “he is implicated, since the specific 
cooperative organization is not administratively a part of the manufacturer’s 
organization” (Albaum & Duerr, 2008, p318). 

 
On the other hand, there is the direct export entry mode. “Direct exporting occurs when a 
manufacturer or exporter sells directly to an importer or buyer located in a foreign market 
area” (Albaum & Duerr, 2008, p321). Thus the manufacturer exports directly to a customer’s 
home. 
To be concrete, this following scheme shows this both entry modes. 

 
Figure 2.6 – Indirect and direct export of consumer goods (Albaum & Duerr, 2008, p307) 
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2.3.2  Licensing 
This thesis has shown the export mode. The second one is the licensing modes. Firstly, many 
factors encourage companies to produce in foreign markets. Hollensen (2008, p330) describes 
these factors: 
 

� Desirability of being close to foreign customers, local production allows better 
interaction with local customer needs concerning product design, delivery and 
service. 

� Foreign production costs are low. 
� Transportation costs may render heavy or bulky products non-competitive. 
� Tariffs or quotas can prevent entry of an exporter’s products. 
� In some countries there is government preference for national suppliers.  

 
 On the other hand, “Contact manufacturing enables the firms to have foreign production 
without making a final commitment.  Management may lack resources or be unwilling to 
invest equity to establish and complete manufacturing and selling operations”(Hollensen, 
2008, p330). Moreover, the figure 2.7 shows that the contract manufacturing offers many 
advantages; it enables to control the Research & Development service, the distribution, the 
marketing and services of the company.  Thus, this contract offers substantial flexibility with 
the product quality delivery.  
 

 

 
Figure 2.7– Example of intermediate modes (Hollensen, 2008, p331). 

 

2.3.1 Investment modes 
“The final group of entry modes is the hierarchical modes, where the firm completely owns 
and controls the foreign entry mode” (Hollensen, 2008, p356).  This figure 2.8 enables to 
understand the degree to which the head office can control the market according to the value 
chain in place.  
Moreover, it depends on many things like the responsibility and competences between the 
company subsidiary and the head office, and how the companies want to develop in an 
international market. 
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 The figure 2.8 shows that the firms move more and more in a foreign country to produce 
their product. At the beginning they produce all in the home country and afterwards begin to 
provide sales and services in the foreign target market to finish producing in the foreign 
market.  
  
 

 

 
Figure 2.8 – Example of hierarchical modes (Hollensen, 2008, p357) 

 

2.3.2 Factors affecting the foreign market entry mode decision 
“A firm’s choice of its entry mode for a given product/target country is the net result of 
several, often conflicting forces” (Hollensen, 2008, p297). Hollensen, in his book “Global 
Marketing” published in 2008, distinguishes four groups of factors that directly impact on the 
decision: 
 

�Internal factors: Internal factors are composed of 3 points.  
1.Firstly, the firm size gives “an indicator of the firm’s resource availability.” 

(Hollensen, 2008, p298) For instance, SMEs  (“Small to Medium-sized 
Enterprises”) and defined as a company that have 100 or less employees (OECD et 
al.,2008, p126), do not have the possibility  to choose an export entry mode 
involving less resource. (Hollensen, 2008, p298)  

 
2.Secondly, the international experience of the company particularly affects the 

decision (Hollensen, 2008, p298). Experience means that the company has already 
operated on the international market (Hollensen, 2008, p299).  

 
3.Thirdly, the last internal factor is the product/service. “The physical characteristics 

of the product or service, such as its value/weight ratio, perishability and 
composition are important in determining where production is located.” 
(Hollensen, 2008, p299)  Logically, according the location of the production, the 
entry mode can change. Moreover, “the nature of the product affects channel 
selection because products vary so widely in their characteristics.” (Albaum & 
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Duerr, 2008, p283). For instance, product with technical complexity, weight and 
bulk or perishability. Consequently, some products need more intermediary into 
the distribution channel. (Albaum & Duerr, 2008, p283) 

 
�External factors: After  the internal factors (related to the company), it exists 6 
external factors (Hollensen, 2008, p300): 
 
1.    Sociocultural distance between home country and host country: Two countries    
defined as socioculturally similar are countries that “have similar business and 
industrial practices, a common or similar language, and comparable levels and cultural 
characteristics” (Hollensen, 2008, p299). For instance, the more the Sociocultural 
distance is considered important by the company, the more the company “will favour 
entry modes that involve relatively low resource and high flexibility.” (Hollensen, 
2008, p300)   
2.   Country risk/demand uncertainty: “Foreign markets are usually perceived as 
riskier than the domestic market.” (Hollensen, 2008, p300)  Several risks can be 
counted such as the governmental policies, the political or the economic environment.  
(Albaum & Duerr, 2008, p283) 
3.  Market size and growth: There are different market-related factors that directly 
operate on the entry mode decisions. Among the target market, it is necessary to 
determine “the nature, size and geographical distribution of customers.” (Albaum & 
Duerr, 2008, p282) Moreover, “the needs, requirement or preferences of these 
customers” also take a major place in the decision as “the level of economic 
development of the market.” (Albaum & Duerr, 2008, p283) 
 4.  Direct and indirect trade barriers: The most common trade barrier is based on the 
product and the tendencies to ‘buy national’. (Hollensen, 2008, p301) According to 
this point, the company should decide if this point is decisive and so install or not the 
local product in the foreign market. 
 

Internal and external factors are the most important factors. However, the company should 
also take in consideration different others factors. The degree of control of the mode of entry 
decided has to be important. (Hollensen, 2008, p301) For instance, the hierarchical mode 
offers the largest amount of control. (Hollensen, 2008, p302) Moreover, the company should 
also “weigh up the flexibility”. (Hollensen, 2008, p302) In fact, the company has to be able to 
change the mode of entry rapidly if this latter is not efficient. 
All this previous points have to be analysed and compared in order to define the best entry 
mode for a company. 
 

2.4  The Conceptual framework 
This theoretical framework presents different theories. The figure 2.9 enables to understand 
how all these previous elements are linked and follow each others. Based on the entire 
elements which are linked with the internationalization. The authors show a clear relation 
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between the product, distribution and the standardization / adaptation. Moreover, the link 
between external or internal factors and the entry mode is also demonstrated.  
According to Hollensen (2007), factors influencing product and distribution links with 
adaptation or standardization will be a strategy of marketing.  
 
Firstly, when a company wants to introduce a new product on a foreign market, managers and 
marketers have they always decide what should be adapted or standardized on the three levels 
of the product. From this moment on, the company will have the same product as the 
domestic product or an adapted product on different points. Then, the company has to do the 
same for the distribution, managers and marketers have to analyse the foreign country and 
decide if they need to adapt or standardize the distribution further. Thus, the company will 
have the same distribution as the domestic distribution or an adapted distribution with 
different points. 
 
According to this, the company has to explore all the internal and external factors as the risk 
to introduce the product or the barriers which influence the foreign market mode of entry.  
The Final decision is to select the mode of entry - which could be export entry modes, 
intermediates modes or hierarchical modes as we have already explain in the part 2.4. All this 
point could be deciding in correlation with the choice done before. The introduction will be 
done on the new foreign market. The following scheme highlights all this part. 
 

 
Figure 2.9– Introduction of one product on a foreign market – Created by the authors 

 
Companies try to reply at the demand of consumers; this interaction between both is 
represented by the product, price, place and distribution.  This interaction is characterized and 
influenced by the needs and the demands. All the factors have to be demonstrating as a good 
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relation between both. In order to export its product the company has to explore and 
understand the new demand of its consumers. Then, the country change so its really important 
to understand how the company can penetrate the market and chose the entry mode. The 
authors of this thesis will explore the causality based on this model.  According to, the 
demand of French people in the French real estate market they will show how these causalities 
can be proved or rejected by the data collected.  
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3 Methodology and methods 
 

In this chapter, we present the methodology and method that we have used in order to collect 
and analyse information for our thesis. Our main research objective is to know if the product 
and the distribution should be adapted or standardized in order to introduce the BoKlok house 
kits in France. First, we explain in the methodology the reasons why we have chosen 
quantitative data for the primary data and the secondary data (supported by primary data). 
Then, in the method we explain how we collected these data and how we have selected them. 

3.1 Methodology  
In this section, we explain which marketing research we will use in order to define our 
objectives and collect our data. We also explain the reasons of our choice between a 
qualitative and quantitative research method. Then, we talk about our company selection for 
this thesis. 
 

3.1.1 Marketing Research 
In the market context, “Marketing research is the function that links the consumers, customer 
and public to the marketer through information that is used to identify and define marketing 
opportunities and problems, to generate, refine and evaluate marketing actions, to marketing 
performance, and to improve the understanding of the marketing process” (Kotler et al., 2008, 
p.333).   
 
The research method enabled us to increase our knowledge; one objective is to have a clear 
purpose, with data must be systematically collected and interpreted. Additionally, “it is 
important to make sure that this is planned and executed systematically and logically, so that 
the right objectives are defined and achieved as quickly, efficiently and cost effectively as 
possible” (Brassington & Pettitt, 1997, p. 222).  Once the problems have been carefully 
defined, the managers and researchers must set the research objectives. According to Kotler 
(2008), p.333, there are three types of objectives:  

 
1Exploratory research: This type of marketing research primarily gathers information 
that will help to better define problems and suggest hypotheses.  
2Descriptive research: The descriptive Marketing research describes marketing 
problems, situations or markets, such as the market potential for a product or the 
demographics and attitudes of consumers. 
3Causal research: This type of marketing research tests different hypotheses about 
cause-and-effect relationship.  

  
 
In that regards, Kotler (2008) analyses the marketing research process in four steps. The  
figure below (3.1) presents the four steps in order to easily understand how we will processed 
to collect our data.   
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Figure 3.1- The Marketing Research, (Kotler et al., 2008, p.333) 

To answer our purpose we focus on the figure 3.1 to build a strong research process.  Thus, 
we will follow two types of objective.  First, the exploratory research will help us to 
understand in depth the French people and their needs according to one research done before 
by one association in France and our study through a questionnaire. This approach will be 
used to made a existing interaction between different variable. Moreover, this type of research 
gives specific research survey, and encourages alternative research strategies. Then, it we will 
use one study realized before about the same case situated in another country by students.  

Secondly, the casual approach matches with our objectives, because this type of marketing 
research tests different hypotheses about cause-and-effect relationship. Finally, we will 
combine both in order to define problems and suggest hypotheses which can be appropriate. 
The descriptive type of objective is not really appropriate in this case of method. Qualitative 
versus quantitative research 
 

3.1.2 Qualitative versus quantitative research 
In order to use the best research method and collect our primary data for this thesis, we 
analyse the differentiation between qualitative and quantitative research.  

On the one hand “The quantitative method creates numerical data that are useful to verify an 
existing theory about behaviour through a research where researchers have no contact with 
the participants” (Bryman & Bell, 2007, p. 160). “This method has an objective nature and it 
is very detailed and structured, even though it might be more difficult to design to begin with. 
It is easy to collate results and present data with this method” (Collis & Hussey, 2003, p, 
240). Quantitative research is the measurement of specific aspects of different events in order 
to find general descriptions or to test the emergent hypothesis, derived from the data 
collection (Thomas, 2003). 

On the other hand, “the qualitative method results in words which can help  draw a theory out 
of the research, and researchers are highly involved with participants in order to see through 
their eyes” (Bryman & Bell, 2007, p. 162). Whereas most of the quantitative studies reported 
in the management field, qualitative researches do it from a range of different epistemological 
position (Collis & Hussey, 2003). The qualitative method is more difficult to analyse.   

The following table 3.1 shows the differences between qualitative and quantitative research. 
Bryman and Bell (2007, p.425) point out each characteristic of both research methods and 
show that there are differences between them. This table 3.1 enables to select one research 
method which is the most appropriate for our thesis.  
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Table 3.1: Common contrasts between quantitative and qualitative research (Bryman, Bell, 
2007, p.426) 

     Quantitative Qualitative 

              Data          Numbers Words 

Role of researcher Point of view of researcher Point of view of participants 

Vision of the 
researcher 

Researcher distant Researcher close 

            Theory Theory testing Theory emergent 
 

Presentation of the data Static         Process 

Survey         Structured Unstructured 

Method     Generalization        Contextual understanding 

Collect data Hard, reliable data                Rich, deep data 

Analyze          Macro           Micro 

Research based       Behaviour        Meaning 

Setting Artificial settings Natural settings 

 

 

 
According to table 3.1, we can observe that quantitative and qualitative research methods are 
really different. We explain each characteristic: 

�Numbers vs. Words: A quantitative research is based on numbers to measure the 
social life of one population whereas a qualitative research is based on words to 
analyse the society. It also concerns the analysis of visual data.  

�Point of view of researchers vs.  Points of view of participants: The researchers in a 
quantitative research act as investigators and structure their investigation. In a 
qualitative research the point of view of the researchers is oriented by the participants 
that is to say the respondents. 
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�Researcher is distant vs. Researcher is close: In a quantitative research information 
can be collected with a questionnaire posted on the internet but sometimes it can 
generated a lack of answers whereas in a qualitative research the researchers need to 
be close to the participants. 

�Theory and concepts tested in research vs. Theory and concepts emergent from data: 
The quantitative research is structured to examine the most important point of the 
research. Qualitative research “concepts and theoretical elaboration emerge out of data 
collection” (Bryman and Bell, 2007, p. 425).   

�Static vs. Process: the data of a quantitative research are presented as a “static image 
of social reality with its emphasis on relationship between variables” (Bryman & Bell, 
2007, p.426) whereas the qualitative research analyses the interconnection between the 
actions of participants of social settings. 

�Structured vs. Unstructured: The quantitative research is focused on the study and 
the investigator is able to examine the answers; in qualitative research it is necessary 
to have an unstructured, flexible approach. 

�Generalization vs. Contextual understanding: A quantitative method wants a 
generalization of population findings; a qualitative method is based on the value and 
beliefs of the population.  

�Hard, reliable data vs. Rich, deep data:  Quantitative research is generally hard to 
analyse because it is unambiguous in contrast to a qualitative research which is really 
rich with many information. 

�Macro vs. Micro: Quantitative research is characterized by a large-scale of social 
trends whereas qualitative research is characterized by a small-scale aspect of the 
social reality. 

�Behaviour vs. Meaning: “it is sometimes suggested that the quantitative researchers 
is concerned with people’s behaviour and the qualitative researcher with the meaning 
of action” (Bryman & Bell, 2007, p.426). 

�Artificial settings vs. natural settings: Whereas a quantitative research conducts in 
contrived context, a qualitative research investigates in natural environment of people. 

 

 

3.1.3  Research for this thesis 
The main purpose of our thesis is to find an efficient way to know if the product and the 
marketing channel should be standardized or adapted for use the best entry mode market in 
order to introduce the BoKlok house kits on the French market. Firstly, we choose to collect 
our data through a quantitative research. This method will help us to collect data from afar 
because we are currently in Sweden for our studies. This method enables us to only focus on 
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numerical data in order to analyse the French social life. Otherwise, getting numerical data 
only represent the reality of behaviour with no influence; this study could completely fulfil 
our purpose. Furthermore, a quantitative method is macro; it means that the characteristics of 
the research are a large-scale of social trend. With this point of view, we can choose a large- 
segment of people and do not have to select them. Thus, with the quantitative method we will 
structure our research and generalized all the information collected. 

Furthermore, with this study we want to focus on the feeling of French people in front of 
BoKlok to understand if BoKlok have to standardize or to adapt its products and its marketing 
channel on the French market. Thus, we will know if we have to adapt the name of BoKlok 
and translate it in French. Finally, we will collect all the information in the quantitative 
method in order to choose reliable and valid data which enables us to build a strong analysis.  
 
  

3.1.4 Company Selection 
The choice of our subject for the bachelor thesis is the result of a common interest for the 
different factors influencing both the customers’ need  and demand in the French real estate 
market and the new trendy product which can reply at this fact.  

The company selection is a part of the problematic as presented in the introduction. In order 
to answer our purpose that is to say, how to introduce the product (house kits) on the French 
market, we have decided to look for one international product which is BoKlok. Indeed, we 
need to work with a company which is already international. For Pettigrew (1985), one of the 
principal reasons for selecting a company is to collect easier the data and in our case it was  
an important criteria of our company selection. Moreover, the fact is that we are in Sweden 
for our study, we decided to choose a new famous Swedish concept. It was easier to collect 
the information. 

Then in order to analyse and understand the strategic marketing of standardization versus 
adaptation of the product, we need to work with one international company already present in 
others countries. BoKlok is a ground breaking concept to housing pioneered by IKEA and 
Skanska (http://www.boklok.com/UK/). The housing is really functional and of high quality. 
This concept is present in 5 European countries. We focus on this company because it is an 
interesting concept to introduce in France. We are French so it is easier to gather all the 
information. Thanks to IKEA, we wanted to offer a new solution for this issues illustrated 
with a real example, in order to show them that it is possible to resolve the issues in the 
French real estate marke 

3.2 Methods of data collection  
The first requirement in preparing the research plan is to clearly identify which additional data 
are needed and then to establish how they have to be collected (Brassington & Pettitt, 1997). 
According to Collis and Hussey (2003), data can be collected from two sources:  primary data 
and secondary data. Primary data are those collected for purposes of the study, according to 
the study protocol. “The data are obtained through personal interviews, questionnaires” 
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(Kleinbaum et al., 1982, p.60). Besides, the secondary data “are usually retrospective, and 
they are frequently used to perform ecologic analyses, since study factor and disease 
information often is not available at the individual level in large population” (Kleinbaum et 
al., 1982 p.60). In this thesis we will use both primary and secondary data to collect relevant 
information for our analysis. 
 

3.2.1 Primary data 
There are several choices for collecting primary data which includes observations, surveys, 
questionnaires and interviews (Brace, 2004). Firstly, we collected many primary data from 
literature regarding international strategic marketing through many books on marketing in the 
library of Halmstad University where we are currently exchange students. The data collected 
from books represent our general source in order to build and demonstrate our theoretical 
framework. Moreover, we focused on reliable and efficient French website to show the 
accommodation market in France. All the information found on the internet supports our 
primary data. We learned that the researches are more efficient in books so we selected many 
marketing books to collect the most important information.  

Secondly, According to our purpose and the fact that we are in Sweden, we decided to choose 
a Web-based questionnaire. The questionnaire will be done to understand the feeling of 
French people and to identify if we have to adapt or standardize the product BoKlok in order 
to determine the best entry mode. To understand in a good way why we choose a 
questionnaire we analysed three mains points. First, we present the advantages and 
disadvantages of a Web-based questionnaire, then which questions we used and finally give 
some advice.   
 

3.2.1.1 Advantages and disadvantages of questionnaire Web-based: 
Web-based questionnaires have the same strength as paper self completion questionnaire 
(Brace, 2004, p.39). According to Taylor (2000), some of the differences between online and 
other forms of data collection are given: 
 

� It is a visual medium, allowing images, messages and longer lost of response options. 
� It captures the unedited voice of the consumer, so that open-ended responses can be 

richer, longer and more revealing 
� It may be more effective to address sensitive issues. 
� Scales may elicit different response patterns. 

 
In addition, online surveys are more effective with sensitive issues and evidences according to 
Kellner (2004) and Basi (1999). The questionnaire supports the view because there are no 
interviewers, less social desirability bias and responders answer more honestly.  
To continue, we need to analyse the weakness of the questionnaire online to identify more 
specific in which way we have to write the questionnaire. “The major disadvantage is not 
having an interviewer on hand to clarify questions or to rectify misunderstandings” (Brace, 
2004, p.42).  If the interviewees do not understand the questionnaire, it can be poorly 



 

28 

completed. Furthermore, another disadvantage compared to face-to-face surveys, can be the 
inability to touch or smell stimuli. 

According to the bellowing table 3.2, we can observe the strengths and weakness of online 
questionnaire.   

Tables 3.2 - Strengths and weaknesses of online (Kotler et al., 2008, p.338) 
 

 Online 

Flexibility Good 

Quantity of data that can be collected Good 

Control of interviewer effects Fair 

Control of sample Excellent 

Speed of data collection Excellent 

Response rate Good 

Cost Excellent 
 

3.2.1.2 Types of question use in the questionnaire 
In a questionnaire, different types of questions are available. We have chosen to use closed 
questions: closed questions offer many advantages for the researchers.  According to Bryman 
and Bell (2007, p.260), this type of question makes it easy to collect answers, meaning that 
the interview is structured and people rapidly choose their answers.  Closed questions enhance 
the quality of the answers, making it easier to show the relationship between variables to 
make comparisons between respondents or types of respondents. Moreover, closed questions 
may clarify the meaning of a question for respondents.  Then, the responds are complete 
whereas open questions. Finally, “closed questions reduce the possibility of variability in the 
recording of answers in structured interviewing” (Brace, 2004, p.40). We also used 
satisfactory questions of IKEA. 

3.2.1.1  Rules to design a questionnaire 
According to Bryman and Bell (2007, p.265), the creation of a good questionnaire follows 
some rules. There are some specific rules in order to design question.  

� Avoid ambiguous terms in the questions: Misunderstanding of the responders. 

� Avoid long questions: The interviewee can lose the thread of the question. 

� Avoid double-barrelled questions: This kind of question leaves the respondents 
unsure about how best is to respond. 

� Avoid very general questions: The problem with questions that are very 
general is that lack a frame of reference. 
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� Avoid leading questions: This type of question can suggest a particular reply to 
respondents. 

� Avoid questions that are actually asking two questions: It is advised to ask step 
by step. 

� Avoid questions that include negatives: The problem with questions with “not” 
or similar formulation in them is that it is easy for the respondent to miss the 
word out.  

Then, according to the table 3.2 created by Kotler, a Web-based questionnaire can be 
successful and we can quickly collect all the answers. Besides, the purpose of the 
questionnaire is to create a questionnaire logically structured to have a maximum of 
responses. Furthermore, researchers have to carefully formulate the sentence because we want 
to avoid misunderstanding of the responders.  “On-line research includes a questionnaire on 
its website and offer incentives for completing it” (Kotler et al., 2008, p.342). The 
questionnaire can either be delivered by e-mail or accessed via a web page. Bradley, (1999), 
found in the book “Questionnaire design”, p. 37, summarizes the main approaches: 

 
� Open Web: an open Web site to anyone who visits it. 
� Closed Web: respondents are invited to visit the Web site in order to answers to the   

questions. 
� Hidden Web: the questionnaire appears to visitor only when triggered by some 

mechanism (eg date, number, interest in specific page). 
� E-mail URL embedded: a respondent is invited by e-mail on the survey site, and the e-

mail contains an URL or a Web address where each respondents click has to click.  
 

3.2.1.3 Our questionnaire 
In our thesis we used a questionnaire hosted on a website where the respondents are invited or 
routed in some way as the e-mail URL embedded. In our case, we posted our questionnaire on 
one website (https://www.surveymonkey.com/s/6T9CB9C) and send the link via Facebook to 
950 friends and 50 of our families by e-mail address in order to collect a maximum of 
questionnaires and build a strong analysis. We also used the «word of mouth» on Facebook 
which means "spoken communication as a means of transmitting information” (Oxford 
dictionary). In order, our friends to send the questionnaire to another friend. Two days after, 
1751 persons were invited to respond to the questionnaire. As you can see on appendix, our 
questionnaire is composed of 25 questions and divided in 5 different parts. The first part asks 
about the interest and awareness of French consumer of house kits in France. Then, we asked 
the respondents regarding their opinions of the IKEA brand. The third part emphasizes the 
French requirements in terms of house kits, what they think about this product. The fourth 
part asks the respondents about their requirements for the products distribution. Finally, the 
last questions were related to personal data. 
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Our questionnaire is in French and is dedicated to the French people. To clearly understand 
the answers, we translated the questionnaire into English.  
 
In the empirical data, we presented the answers for each part of the questionnaire. We do not 
use the same order of the questionnaire presented for respondents. Our presentation by the 
parts of the questionnaire enables a easier understanding.  For this survey, we collected 232 
answers with 231 respondents have totally completed the questionnaire (corresponds to 
99.6%). 

The last part of the questionnaire was about personal data was really helpful and is essential  
in order to validate that the survey had been correctly carried out and if the answers could be 
analysed and interpreted. In our case, we are completely in correlation with the target and the 
responses could be effectively interpreted. This survey had been answered by 48,9% of men 
and, consequently, by 51,1% of women. Maintaining this parity was vital our target is both 
women and men and it will be complicated to analyse the findings with an important 
differences between men and women. The second question of this part asked the age of the 
responder. To stay concrete, only people between the ages of 18 and 64 years old were 
required to answer. The following scheme shows that the responder’s majority were aged 
between 18/24 and 25/35 years.  

 

The third question of this part asked how many children the responders have. For 72.5% of 
them, they have no children which are logical because the responders are mostly below 24 
years of age. Finally, the last question asked if people are single, in couple or married.  We 
collected more than 60% of people living in couple or married. This answer is the 
confirmation that we have targeted the right people.  

 

3.2.2 Secondary data 
Secondary data consists of data and information that are already available and can be accessed 
by an organization. The secondary researches has the advantage being cheaper and quicker to 
access. The data also provides information to organizations that do not have the time, 
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resources or inclination to gather (Brassington & Pettitt, 1997, p. 225). Further, the data 
“helps the researcher to better formulate and understand to research problem, but also 
broadens the base from which scientific conclusions can be drawn” (Ghauri & Grønhaug, 
2003, p.95). As Churchill (1999) said, do not bypass secondary data. Therefore, secondary 
data are divided in two parts for our purpose.  

On the one hand, we have collected many secondary data from researches, marketers, 
government reports and studies regarding international strategic marketing through the 
database at the library of Halmstad University where we are currently exchange students. At 
the beginning, we have found much information on the internet for the introduction. We focus 
on reliable and efficient French websites to present the accommodation market in France. All 
the information found on the internet supports our primary data. We learned that the 
researches are more efficient on scientific articles so we selected many marketing articles to 
collect the most important information. 

On the other hand, when our secondary data are exhausted or show diminishing returns, we 
proceed to the primary data. In our case, it is really important not to forget the secondary data 
because we will use the example of BoKlok in United Kingdom and study how it has been 
processed to introduce this new product in the United Kingdom market. For that, we have 
used a project written by four international students in 2007 for the course Innovation and 
Information Management. 
(http://www.boklok.com/upload/Documents/The%20BoKlok%20Concept/BoKlok,%20Sweet
%20BoKlok%20-%20%20Term%20Paper.pdf). Their project is posted on the official website 
of BoKlok www.boklok.com which confirm the reliability of this source. We have chosen 
BoKlok in United Kingdom because the product was introduced in 2006 and there was a lot 
of information. Furthermore, the information was in English which enabled us to understand 
and analyse. We want to analyse which method it used to introduce the product; BoKlok’s 
processes to adapt or standardize the product; and the channel distribution.  
Thus, we wanted to understand if the BoKlok house kits keep the same characteristics as in 
Sweden. For instance, we wanted to observe if it has adapted or standardized the name of the 
brand, the name of the product and the image of the brand.  Moreover, we wanted to examine 
how BoKlok analysed the real estate market in the United Kingdom and if they pay attention 
to the culture and values.  
Then, according to the same project, for marketing channel (distribution,) we want to 
understand how BoKlok’s processes for building houses. Besides, we also wanted to know 
where BoKlok produces their houses, how it exports them and if BoKlok needed to contact 
construction companies and license of construction. It was difficult to find information about 
BoKlok on other websites because it is a new product rarely present in many countries. 

3.3 Method to analyze data 
“While the quality of the research data is essential, it is the analysis of the data, i.e. turning 
raw data into useful information that provides the most value to the organization”(Brassington 
& Pettitt, 1997, p. 246). The analysis of this thesis is separated into three parts; reduction of 
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the data collected, presentation of the most relevant data, show the causality from claim and 
plan a conclusion from the data presented. 
 
The first step is, according to the model 2.1 created by the authors. The goals in this model is 
not to test it with our subject but more specific this model help us to clarify the processes of 
one company when it want to introduce a new product in a foreign country. Moreover, our 
conceptual framework enables to show the way to determine processes. Thus, we choose to 
superpose the questionnaires on this model in order to analysis all the information collected  
and to create an overall view. We cut the model into 2 different parts; the first part is the 
product, the distribution and standardization/ adaptation. The second part was internal or 
external factors and the entry mode selection. This division will enable the authors to divide 
the questionnaire. 
Firstly, the questionnaire is divided in 4 parties. The first part is to classify  the demand of the 
French people «Do you have plans to build a house in the coming years?». This question 
enabled us to evaluate the demand. We know in the introduction that there is a demand but 
with this question we can observe if they want to build or buy houses. The following 
questions ask about the different point of view of house kit. In the second part, we wanted to 
know how they perceive the company IKEA. IKEA brand has name recognition in France and 
where there are many stores. 
The third part was the most important because we asked about the product and the distribution 
of the house kit. With this main part we could evaluate what they thought and if they wanted 
to make some changes. Furthermore, we asked about the distribution in order to know if the 
brand has to standardize or adapt to the supply chain of the company in order to satisfy 
French demand.  
Finally, we asked about general data in order to see the segmentation of who are or maybe 
interested in this new concept.  
This questionnaire enabled us to understand the first part of the models in the theoretical 
framework. We had one part with the product and another part with the distribution. We  
seeked to understand the causality from the point of view of the French people and how they 
saw this product. According to their answers we determined if we had to standardize or adapt 
some different point. The questionnaire enabled us to analyze the main tendency of the 
demand and the global opinion of the product and the distribution. 
Secondly, after the selection of the most relevant data, we analysed the findings with a 
statistic tool such as “excel” and other software specialized in questionnaires like “sphinx”. 
We decided to choose descriptive statistic because they are «used to describe the basic 
features of the data in a study» http://www.socialresearchmethods.net/kb/statdesc.php. It tends 

to be based on numerical measurement of specific aspect of phenomena. According to descriptive 
statistics we are simply describing and showing the central tendency of what is or what the 
data alone show us. “Descriptive statistics are useful for describing the basic features of data, 
for example, the summary statistics for the scale variables and measures of the data » 
http://www.statisticssolutions.com/resources/dissertation-resources/descriptive-statistics. 
Thanks to this statistic analysis we can highlight the central tendency of the questionnaire. 
Thus, all the data may be represented into categories (with age, sex, situation). Indeed, we 
will present the data as a histogram or bar chart. We will better understand if we have to 
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standardize or adapt our product during the introduction on the French market. Furthermore, 
according to Brassington & Pettit (1997, p.216), for a quantitative data some care needs to be 
exercised in the interpretation. Outputs of the calculations should never overrule sound 
common sense in assessing the significance and relevance of the data gendered. There is 
sometimes the danger of analysis paralysis, where the use highly sophisticated techniques 
almost becomes an end in itself, rather than simply a means of identifying new relationship 
and providing significant new insights for management.   
 
Finally, according to the two previous steps, we prepared and presented a strong conclusion. 
In fact, the analysis part enables to compare the theories in the theoretical framework with our 
empirical findings: our purpose was to provide a good evaluation. 
 

3.4 Reliability and Validity  
 “Reliability and Validity assessment is merely the first step toward understanding the 
complex issues of measurement in theoretical and applied research settings”(Edwards, G, et 
al., 1979, p.7). First, to prove our data collected they need to be reliable and valid in order to 
conduct of the quality of our research design. Research design is supposed to represent a 
logical set of statements; the quality of any given design can be assessed according to certain 
logical tests.  
 

3.4.1 Reliability:  
“Reliability the practitioners of structured observation have been concerned with the degree of 
inter-observer consistency” (Bryman & Bell, 2007, p.291).  The objective of the reliability is 
to be sure that, if a later investigator exactly followed the same procedures as described by an 
earlier investigator and conducted the same case study all over again, this later investigator 
would arrive at the same findings and conclusions. “Reliability is particularly an issue in 
connection with quantitative research”(Bryman and Bell, 2007, p.41). Indeed, the quantitative 
research is likely to be concerned with the question in our survey of whether a measure is 
stable or not; there are three characteristics to be sure: 
 

�Stability: “This consideration entails asking whether or not a measure is stable over 
time, so that we can be confident that the relating to that measure for a sample of 
respondents do not fluctuation” (Byman and Bell, 2007, p.163). In our case, we can 
considerate that our study is stable because our cross-section represents a large range 
of French people and their opinion for the IKEA products will not change in the 
future. 
�Internal reliability:” the key issue is whether or not the indicators that make up the 
scale or index are consistent” (Byman and Bell, 2007, p.163). As we explained before, 
our questionnaire is divided in five sections and we ask the questions in order to help 
the responders whereas we do not use the same order in the analysis. Otherwise, all 
the data are collected in way to be analysed through statistical tools as excel. 
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�Inter-observe consistence: it consists to do not have any influence of the responders 
during the questionnaire. In order to have a reliability data, we only ask subjective 
question to no influence the judgement of the responder.  

 
 
 
To conclude, we think that the findings of our thesis are reliable. Indeed, the reliability of this 
thesis is to secure the reliability of our research method; we will analyse all gathered 
information throughout the entire research process present in the primary and secondary data. 
Data from different sources will be compared in order to reach the highest possible reliability. 
 

3.4.2 Validity  
Validity is “concern with the integrity of the conclusions that are generated from a piece of 
research” (Bryman & Bell, 2007, p. 291). Thus, according to Churchill and Iacobucci (2005, 
p.294), it is really difficult to establish and “It requires adequately sampling the domain of the 
construct and internal consistency among items”. Also, Bryman and Bell, there are four types 
for explore the validity to a quantitative research: 

�Face validity: “Validity measure the validity relates to the questions of whether or 
not measure is measuring what is supposed to measure” (Bryman & Bell, 2007, p. 
291). In our case, our coordinator Jean-Charles Languilaire advices and guides us in 
order to build a good research. 

�Concurrent validity: Researchers can also gauge the concurrent validity of measures, 
employing a relevant criterion to the concept in question on which case (e.g people) 
are known to differ (Bryman and Bell, 2007, p.165).  In our case, the concurrent 
validity cannot be proved because we do not analyse the feeling of French people with 
house kits before.   

�Predictive validity: Researchers could also estimate the construct validity of a 
measure, deducing hypotheses from a theory relevant to the concept (Bryman and 
Bell, 2007, p.165).  Our quantitative research is deductive: it means that we based on 
numerical data whereas a qualitative research is based on words and the interpretation 
cannot be similar by the researchers.  

�Convergent validity: The validity of a measure could be gauged by the comparison 
of the measure of the same concept developed through other methods (Bryman and 
Bell, 2007, p.165).In order to create a convergent validity; we based our questionnaire 
and research on secondary data according to the theory of this thesis. 

To conclude, the validity and the reliability of this thesis use multiple sources of evidence, 
such as interviews, annual reports and structure theories. We will create a link with all the 
data collected and our theoretical framework 
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4 Empirical Data 
In this chapter, according to our purpose, we will present all the information collected in the 
primary and secondary data. We will see which strategies BoKlok uses to introduce the 
product in the United Kingdom’s market. Moreover, we will create an annual report of the 
questionnaire.   

4.1 Presentation of BoKlok 
The Boklok concept was born in 1996 in order to make the real estate market accessible to 
many people. Ingvar Kamprad, the founder of IKEA and the founder of the company 
Skanska, a construction group, had an idea: to create house kits to respond to a new demand 
in Sweden. In 1996, the household in Sweden was around 75% of people living on their own, 
or sharing with one or two more people. BoKlok, which means “live smart” in English, is a 
concept of house and flat fully equipped “that consist of mostly wooden modules, which are 
pre-fabricated in a standardized factory-based production process”. The houses are in boxes 
and customers have the opportunity to build in appealing one team to help them; the houses 
are ready in one day. The main target of this product is small households such as people living 
alone or divorced with children. Before, nobody focused in small households.  BoKlok 
brought new solution to respond to this problem. They chose to sell the houses at a low-price. 
The price of the houses is between 149000 € and 220000€ each (www.boKlok.com).  

BoKlok offers two models of housing in Sweden: 

� flats within apartment buildings called “Älmhult” 

The models of apartment called “Älmhult” are big houses separated in different apartments. 
There are three different models. The apartments are composed of 3 rooms covering 50m² or 
4 rooms covering 63m² and another model of 76m². “Älmhult” according to (Magnusson & 
BoKlok AB, 2006, p. 4) it: “has a more city-like exterior. The houses feature a modern design 
style with tight lines and architecture inspired by functionalism. The facades are clad in 
smooth plaster and the inclined roof – known as a monopitched roof – adds a distinctive slant 
to the buildings.” Furthermore, “Älmhult is a municipality in southern Småland, a province 
itself located in southern Sweden. The municipality covering 983 square kilometers of forests, 
lakes and agricultural land, counts 15,400 inhabitants of which 8,500 reside in the main 
"town”” 
(http://www.almhult.se/spraksidor/englishhome.4.218bcf4d1197047b44d80007030.html). 
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Figure 4.1: Different versions of BoKlok apartment house model “Älmhult” in “Helsingborg” 

Source: www.boklok.com 

 

� free standing detached houses called “Villa BoKlok” 

BoKlok villas are modern and economical homes. The customers can choose the materials of 
the house with the floor and the color of the house.  Moreover, it exists another solution that 
enables to customer who do not care about the material and color of the house: they offer a 
supplementary package at a reasonable price. The possible colors of the façade are white, 
black, red, grey and yellow. The villa houses are composed of a spacious kitchen, a bathroom 
with double snick and one bathtub.  The living room is large with large windows in order to 
have natural lighting in the house and to finish three bedrooms. There is also one attic around 
52m2 with one space of 3,5m between the floor and the ceiling height. Customers can enlarge 
the house and convert the attic into a room. The figure shows the facade of the villa house. 
The first picture of the facade is in white and the right house is in black. 

 

Figure 4.2: Picture of Villa BoKlokSource: www.skanska.se 

 

BoKlok has already built around 3.500 apartments in Sweden and to contribute to their 
success, it introduces its product in many countries. BoKlok established themselves in 
Norway in 2002, in Finland in 2003, in Denmark in 2004 and in the United Kingdom in 2006. 
The figure 4.3 shows the expansion and the growth of Boklok in Europe 
(http://www.boklok.com/upload/Documents/The%20BoKlok%20Concept/BoKlok,%20Sweet
%20BoKlok%20-%20%20Term20Paper.pdf) . 
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Figure 4.3: Overview of BoKlok construction sites and production facilities 
Source: (Wild-Nordlund, 2006, p. 34) 

4.1.1 The strategies of BoKlok in the United Kingdom 
In 2006, BoKlok appeared in the United Kingdom to answer the lack of houses and the crisis 
of the real estate market: in this part, we present how BoKlok introduced its product in UK.  

4.1.2 Adaption or standardization of product in United Kingdom 
Firstly, BoKlok has conserved its name in the United Kingdom and the Swedish name of its 
product. No adaptation has been realized of the name. Secondly, BoKlok kept the main 
advantage of its product: the price of their houses. The price of the houses and apartment are 
lower than similar homes sold in the private market.  The price enables “customers to have 
the possibility to choose whether they want to rent or buy their homes”. BoKlok offers the 
possibility to choose between different innovative home purchase-options, such as shared 
ownership.  
 
Thirdly, BoKlok needed to adapt the house in order to meet British regulations. “The 
apartments and houses offered in the United Kingdom are based on the model “Älmhult””. In 
England, BoKlok has tried to create the same environment in constructing houses and 
apartments in St. James' Village. “St. James’ Village has been thoughtfully designed to 
include attractive new homes in a stylish environment of attractive courtyards and boulevards 
where a truly contemporary lifestyle beckons” (http://www.persimmonhomes.com/st-james-
village-1911). In order to keep the attention, BoKlok UK proposes to their customers to try 
the houses during 6 months; they rent the house at the same price and during this period, 
customers have to say if they are satisfied about this concept and if they want to buy the house 
(http://www.nuwireinvestor.com/articles/ikeas-boklok-homes-prefab-and-fabulous-
52712.aspx). The figure 4.4 is the map of the St. James’ Village.  
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Figure 4.4: St James Village Gateshead first BoKlok scheme in UK start June 2007 –90 
homes 

Source: www.boklok.co.uk 
 
 
Furthermore, in the United Kingdom there are many terraced houses and semi detached 
houses. There are more than 27% of semi detached houses, which is two houses joined 
together. (http://www.woodlands-junior.kent.sch.uk/customs/questions/houses.htm). To adapt 
their product BoKlok analyze the mode of living of English people, BoKlok created a new 
concept :  the terraced house models. This concept is new for BoKlok, they began in and these 
houses are currently under construction in the United Kingdom. The figure shows one 
example in UK.  

 
Figure 4.5: Animation of exterior for future British model of a terraced house 
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Source: www.boklok.co.uk 
 

 
 
The figure 4.6 shows a plan of one bedroom apartment in Great Britain covering 46 m² and it 
is offered for £99.500, around 111 668€.  
 
 

 
 

Figure 4.6: Ground plots of 46 m² 1-bedroom flat in British apartment house 
 
To conclude, we can observe that BoKlok adapts its product according to the culture of this 
new market. Primary, BoKlok analyzes the country, the real estate market and their values to 
understand in good way how they will process. In this case of the United Kingdom, BoKlok 
has created the St. James Village to offer their houses and apartments. Furthermore, it 
observes that in Great Britain, there are many terraced houses; so BoKlok has created this 
new product in order to reply to the demand of consumers.  
 

4.2 Adaption or standardization of distribution channel 
The marketing channel of BoKlok is the same for Sweden, Finland, Norway and the United 
Kingdom. The BoKlok headquarters, located in Sweden, owns and develops the whole 
BoKlok concept. For example, BoKlok decides how the different houses and their 
surroundings should look like, what they are made of, how they should be marketed. 
However, this company does not build BoKlok’s houses. For the construction, BoKlok  "sells 
franchise licenses to construction companies and  judges if the company are capable or not. 
The licensees realise BoKlok projects and pay a franchise fee to BoKlok company according 
to the amount of effective built flats and houses. When the houses are finished, BoKlok 
organizes a sales event at the IKEA store that is closest to the construction site”. 
(http://www.boklok.com/upload/Documents/The%20BoKlok%20Concept/BoKlok,%20Sweet
%20BoKlok%20-%20%20Term%20Paper.pdf) 

In fact, BoKlok gives a license constructor to a company already presents on the foreign 
market which shares the same value as BoKlok.  The selected company is in for all the 
necessary costs entailed in establishing itself and the BoKlok project on the market and 
choose where the houses will be built. Furthermore, the licensee has to pay a franchise fee to 
BoKlok depending on the volume of erected houses. 
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In the United Kingdom, the franchisees of BoKlok are responsible constructors: the licenses 
are given to the company Live Smart @ Home that sales the house and the BoKlok modules 
are produced by the company Kingspan Off Site in a factory in Milton Keynes. 

 

4.3  Report of the answers 
This questionnaire, which has a quantitative approach, is designed to know the percentage of 
people interested in this kind of houses but also to determine the modification that the product 
should undergo. Besides, the possible modifications combined with the people’s preference 
about distribution enables us to determinate the best entry mode. As said before, the 
questionnaire is divided into 4 parts: Introduction, IKEA, BoKlok and Distribution. 

As we explained in the method, this questionnaire has been responded by 232 persons 
corresponding to our target and has 20 questions. There are many people between 18 and 60 
years which are interested in or have a positive opinion about real estate market. However, 
only some of them know about this new product.   

 

4.3.1 The interest for house and the awareness of house kits in France 
The first question of the survey asked the respondents: “how many people have the project to 
build a house in the next years?”. Three types of answers were available: Yes, No or It is not 
my priority. This first question enables to check if the respondents are turned towards this 
survey. At this question, 48.1 % say to have the project to build a house in the coming years 
whereas 20.3% respond no. 31.6% have responded that the construction of a house is not their 
current priority. The interest reaches almost the half of the respondents.  

Then, this section allocated three questions about the house kits. The first one demands if the 
respondent have already heard about ecological house kits. This question also enables to 
check if the questionnaire will be usable: a small percentage of responses would show that 
respondents are not totally in capacity to answer at all the questionnaire. At this question, 
51.3% have responded that they have already heard about ecological house kits. 

Table 4.1: Responses for the question number 2: Have you ever heard about ecological house 
kits? 

Answer Options Response Percent Response Count 

Yes 51,3% 119 
No 48,7% 113 

Answered question 232
Unanswered question 0
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The second and the third question, focused on the house kits, ask if the respondents are 
interested in the house kits and since when. In fact, there is a difference to be aware of and to 
be interested in something. 54.7% of the respondents declare to be interested.  

Table 4.2: Responses for the question number 3: Would you be interested in ecological house 
kits? 

Answer Options Response Percent Response Count 

Yes 54,7% 127 
No 45,3% 105 

Answered question 232
Unanswered question 0

 

 

At question 4 about since when are they interested in the ecological house kits, 3 answers 
were available: Less than 6 month, Less than 2 years or 5 years and more. Among the 127 
respondents of this question, 62, 2% of the respondents say to be interested since 6 months or 
less whereas only 11 % of the respondents answers to be interested for more than 5 years 

 

 

Table 4.3: Responses for the question number 4: If yes, since when are you interested for the 
ecological house kits? 

Answer Options 
Response 
Percent 

Response Count 

Less than 6 month 62,2% 79 
Less than 2 years 26,8% 34 
5 years and more 11 % 14 

Answered question 127
Unanswered question 105

 

 

The last question of this section concerns the price. We want to know if the concept appears 
affordable for the respondents. The role of this question is to understand if French are really 
interested on the house kit products. In order to be coherent during the whole questionnaire, 
this question was asked in the eleventh position, after having shown the picture of the BoKlok 
house. At this question, 58.8% of the respondents think that the price is affordable showing 
that the price is one of the most important advantages of this product. 
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Table 4.4: Responses for the question number 12: BoKlok house kits are estimated between 
148000 and 222 000 Euros. This price seems affordable for you? 

Answer Options 
Response 
Percent 

Response Count 

Yes 58,8% 134 
No 41,2% 94 

Answered question 228
Unanswered question 4

 

Thanks to this first part, we have noted that French people are not only aware of house 
kits but also interested. The project to build a house is real and important. 

 

4.3.2 IKEA’s reputation in France 
The second section of our questionnaire is dedicated to the reputation of IKEA. In order to 
know the best entry mode, it is mandatory to know how French people perceive IKEA. 
Although IKEA is really famous, we want to know if the utilization of IKEA image in this 
product could help the product. Six questions have been asked in this part. 

The first question of this part asked the responders if they know the brand IKEA. Two 
answers were available: yes or no. 229 persons have responded yes that corresponds to 
98.7%. Due to this large number, the followings questions about IKEA will be usable. The 
second question allocated to IKEA asked the general opinion of the respondents about IKEA. 
93.9% of the responders have told to be very satisfactory or satisfactory about IKEA whereas 
only a small amount declares to rather have a negative image of IKEA. We can note that 
IKEA has a good reputation in France. 

Table 4.5: Responses for the question number 6: What is your overall opinion on Ikea? 

Answer Options Response Percent Response Count 

Very Satisfactory 19,1% 44 
Satisfactory 74,8% 172 
Less Satisfactory 5,2% 12 
No opinion 0,9% 2 
Unsatisfactory 0,0% 0 

Answered question 230
Unanswered question 2

 

The third question of this section asks more in detail about the IKEA’s products. It asks how 
the respondents rate the quality of the IKEA products. In fact, there is a difference about the 
reputation of a brand and how the quality of their products is perceived. At this question, 
where five answers were available, 87.5% of the responders say to be very satisfactory or 
satisfactory by IKEA products. So, the IKEA product satisfaction is really important. 
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Table 4.6: Responses for the question number 7: How would you rate the quality of IKEA 
products? 

Answer Options 
Response 
Percent 

Response Count 

Very satisfactory 6,5% 15 
Satisfactory 81,0% 187 
Less satisfactory 10,4% 24 
No opinion 1,7% 4 
Not satisfactory 0,4% 1 

Answered question 231
Unanswered question 1

 

 

For the next question, our questionnaire asks the respondents if they would trust IKEA to 
build a house. Our goal at this question is to have deeper information: we want to know if the 
responders could trust in IKEA to build a house. This question enables to check the previous 
answers of IKEA’s reputation part. 152 on the 232 of the responders have said that they trust 
in IKEA to build a house. This question shows coherence with the other questions relating to 
the reputation of IKEA. 

Table 4.7: Responses for the question number 8: Would you trust in IKEA to build a house? 

Answer Options Response Percent Response Count 

Yes 65,5% 152 
No 34,5% 80 

Answered question 232
Unanswered question 0

 

The fourth question of this section, tries to understand why some respondents would not trust 
in IKEA to build a house. We have collected 80 questions. 40 % of the respondents say they 
don’t trust IKEA for building a house because of the quality of the product. We can also note 
that 28,75 % of the participants respond to have no attraction for IKEA. 

Table 4.8: Responses for the question number 9: If no why? 

Answer Options 
Response 
Percent 

Response Count 

 Quality of the product 40% 32 
Preconceived idea of the brand 15% 12 
Preference for a French product 16,25% 13 
No attraction for IKEA 28,75% 23 

Answered question 80
Unanswered question 152
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The last question is linked the question number 8 that was asked if the responders could trust 
in IKEA to build a house. Before this tenth question, we have shown some picture of the 
BoKlok concept. After having seen this picture, the respondents answer if they could trust 
IKEA more to build a house. This time, 78% of the responders have said that they could most 
trust in IKEA to build their house: they were sensitive to the pictures. 

Table 4.9: Responses for the question number 11: From the photos below, would you most 
trust in IKEA to build your house? 

Answer Options Response Percent Response Count 

Yes 78% 181 
No 22% 51 

Answered question 232
Unanswered question 0

 

This sections on the image of IKEA shows that this brand has a strong and good reputation in 
France to such an extent that 65.5% of the responders say they could trust IKEA to build a 
house. Besides, the quality of their products is appreciated for a large amount. 

 

4.3.1  French requirement in terms of house kits 
After having determined the reputation of IKEA, this section asks about the BoKlok house 
kits. Including seven questions, it directly gives us information about our. The answers of this 
section and their analysis will enable us to determine if the BoKlok house kits have to be 
adapted or standardized in order to be introduced in France. This section is divided in six 
questions. 

The first one, that is the question number ten on the questionnaire, demands if the responders 
have already heard about BoKlok house kits. Only 10.4% of the responders say to be aware 
about this product: it is a very small amount. 

Table 4.10: Responses for the question number 10: Have you ever heard of IKEA house kits? 

Answer Options Response Percent Response Count 

Yes 10,4% 24 
No 89,6% 206 

Answered question 230
Unanswered question 2

 

 

All the following questions of this part ask about the attributes of the product. The following 
question explains that the BoKlok houses are around 75m² to accommodate 3 persons and 
asks the respondents what they think about this size. Five answer options were available: Too 
Small, Moderately Small, Satisfactory or Too Big. 45.9% of the respondents say that the 
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BoKlok houses are moderately small whereas 32.3% think that the size is satisfactory. 
Nobody has responded that the size is too big. 

Table 4.11: Responses for the question number 14: BoKlok houses are about 75m ² to 
accommodate 3 people. This you appear… 

Answer Options Response Percent Response Count 

Too small 21,8% 50 
Moderately small 45,9% 105 
Satisfactory 32,3% 74 
too big 0,0% 0 

Answered question 229
Unanswered question 3

 

 

The next question asked the responder which part of the house should be the most spacious. 
In fact, in order to eventually do some adaptation, this question should be asked. Five answer 
options were proposed: The lounge, the kitchen, the rooms, the bathroom and the terrace. At 
this question, 217 responders on 232 have said that the lounge has to be the most spacious 
room. 

Table 4.12: Responses for the question number 15: In your opinion which part should be the 
most spacious in a house? 

Answer Options Response Percent Response Count 

The lounge 94,3% 217 
The kitchen 3,5% 8 
Rooms 0,9% 2 
The bathroom 0,4% 1 
Terrace 0,9% 2 

Answered question 230
Unanswered question 2

 

  

The two last questions of this section are based on the name of the concept. In fact, this 
question should be asked because an inappropriate name could limit the success. 
Respectively, this questionnaire asked at what the responders would associate the word 
“BoKlok” if they were to hear BoKlok for the first time. Our goal is to determine if the 
respondents could think of a concept house kit concept:  that they would never have thought 
about a house kit concept, if they will prefer a French name. For the question number 16, 
78.6% of the respondents will never think about house kit, that is a high percentage. 
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Table 4.13: Responses for question number 16: Imagine that you have no explanation on the 
concept BoKlok, at what would you associate the word? 

Answer Options Response Percent Response Count 

A concept of house kit or a similar concept 1,7% 4 
In a product totally different 19,7% 45 
I never thought about house Kit 78,6% 180 

Answered question 229
Unanswered question 3

 

For the question 17, allocated to people who would never have thought about a house kit 
concept with the name BoKlok, we should collect 225 responses. 229 persons have 
responded: this difference should be taken in consideration during the analysis. For this 
question asking if the responders would prefer a French name, 51.1% have responded yes: a 
French name doesn’t seem to be an obligation. 

Table 4.14: Responses for question number 17: If you think that this name does not refer to 
the concept, would you like a French name? 

Answer Options Response Percent Response Count 

Yes 51,1% 117 
No 48,9% 112 

answered question 229
Unanswered question 3

 

This part enables us to understand the French requirements. The analysis will take carefully 
into consideration these answers. 

4.3.2 French requirement in terms of distribution 
After having determined the French requirements in terms of house kits, this section is 
focused on the French requirements in terms of distribution. Logically, we grant one part for 
the distribution in order to know where French people would prefer to find this product and 
what their preferences about the production location are. The answers of this part, after the 
analysis, will enable us to determine what the best entry mode is and which marketing 
channel BoKlok has to choose. This section is divided into 3 questions. 

The first question of this part was situated in thirteenth position. For this question, we ask 
where the responders would prefer to get information about the IKEA houses. 70.4% of the 
respondents said that they want to find information on the Internet whereas 19.6% on an 
IKEA stores. 
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Table 4.15: Responses for the question number 13: If you decide to get more information 
about IKEA houses. Where would you look for this information? 

Answer Options 
Response 
Percent 

Response Count 

In IKEA store 19,6% 45 
Boklok outlet 8,7% 20 
On the internet 70,4% 162 
In magazine 1,3% 3 

Answered question 230
Unanswered question 2

 

The next question of this part demands if the respondents have a preference concerning the 
production location. Three answer options were available: France, Poland and No matter, if 
the responders don’t care about the location of the production site. 50% of the respondents say 
they prefer France whereas 45.3% don’t care about that. 

Table 4.16: Responses for the question number 18: Where do you prefer the production of 
the house? 

Answer Options Response Percent Response Count 

In France 50,0% 116 
In Poland, where IKEA usually produces its 
products 

4,7% 11 

No matter 45,3% 105 
Answered question 232

Unanswered question 0
 

Then, we ask how the responders would prefer to receive the house kit if they would buy one. 
Three answer options were available: The house is accessible directly in the stock of the store, 
they deliver the house in one week and they deliver the house in one month. 55.5% would 
prefer to receive the house one month after the purchase. 

Table 4.17: Responses for the question number 19: Imagine you buy the house, what do you 
prefer? 

Answer Options Response Percent Response Count 

The house is accessible directly in the stock of the 
store 

8,4% 19 

They deliver the house in one week 36,1% 82 
They deliver the house in one month 55,5% 洀26 

answered question 227
Unanswered question 5

 

Finally, the last question on French requirements in terms of house kits, asks if French people 
prefer that the house is built by the company who delivers the product or French people prefer 
to build themselves their house. There are two answers available: let BoKlok build the house 
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or if they prefer to do it by their own.  We can see that most French people 84 % prefer 
BoKlok for build their house. 

Table 4.18: Responses for the question number 20: Do you prefer that BoKlok build your 
house or do it by your one? 

Answer Options Response Percent Response Count 

BoKlok 84 % 195 
By my one 16 %  37 

answered question 232
Unanswered question 0

 

This part gives us some indications about the entry mode that BoKlok should choose to 
introduce their products on the French market. 
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5  Analysis 

In this chapter, we interpret and analyze the data received from our respondents. Thus, we 
analyze the secondary and the primary data collected from secondary data sources and 
observations by using the reasoning of our theoretical framework. This analysis, primarily 
focused on the product and the distribution, determines if these elements have to be 
standardized or adapted and deducted the best entry mode for the BoKlok product. 

5.1  Standardization versus Adaptation for the product  
In this section, in relation with the primary data collected and the secondary data, we are 
going to determine how the product should be marketed for the French market. Each part of 
the three levels of the product (figure 2.1), presented in the theoretical part, will be analyzed. 

5.1.1 The core product  
The first level of a product, presented in the theoretical framework, consists of the “problem-
solving benefits that consumers seek.” (Kotler et al., 2008, p.502). For the BoKlok house kits, 
the core product corresponds to the accommodation need that each human has. In fact, 
everybody needs to have a dwelling. Consequently, the core product cannot be standardized 
or adapted: it doesn’t correspond to a concrete element of the product. Moreover, no questions 
have been asked in our questionnaire about the need of accommodation because everybody 
has necessarily this need. The responses would necessarily be that the respondents need an 
accommodation. 
 
To conclude, the core product corresponds to the need of dwelling and, consequently, can’t be 
adapted. 
 

5.1.2 The actual product 
The second level of a product is the actual product (also called the product attributes); Kotler 
defines it as “a product’s parts, quality, level, features, design, brand name, packaging and 
other attributes that combine to deliver core product benefits”. (Kotler et al., 2008, p.502). For 
the actual product, four questions were allocated in the questionnaire. 

 
Firstly, we were focused on the size of the house, which is around 75m² for three people. We 
want to know if the size of the house requires adaptation. Thanks to our secondary data, we 
know that BoKlok has already adapted its products for the United Kingdom market. 
Furthermore, BoKlok has created a new concept of housing for the United Kingdom market. 
BoKlok can adapt its products and has already done so. Our questionnaire asked about the 
size of the house, which is 75m² for three people.  The result of these questions shows that 
67.7% shows consistently that the respondents thought that the BoKlok houses are too small 
or moderately small. We can deduce that the size of the area has to be adapted, or enlarged, 
for the French market. The requirements of French and Swedish people are different. The 
table “Factors influencing adaptation or standardization of the product attributes” (Usunier & 
Lee, 2009, p222) shows which factors can be in favour of an adaptation or a standardization 
of the actual product. We can find that the consumer behavior influences the adaptation.  
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Secondly, we were focused on which room has to be the most spacious. In fact, an adaptation 
can not only be made for the general size of the area of the house, but also for a specific room. 
The BoKlok domestic product integrated a large lounge but this latter is mixed with the 
kitchen as it is explained in the empirical data part. Our questionnaire asked the respondents 
about which room has to be the most spacious in a house. The lounge obtains 94.3% of the 
responses, which is more than consistent. Another adaptation is necessary for the size of the 
lounge, in order to respect the French consumer preferences, which require a separate kitchen. 
Otherwise, if BoKlok prefers not to enlarge the lounge, they can propose their products with 
the larger kitchen size. 

 
Finally, we were focused on the name BoKlok. The two last questions of the questionnaire  
concerned about the BoKlok name. French people would prefer a French name, which refers 
to the name BoKlok for the French. Thanks to our secondary data, we know that BoKlok has 
kept its name on all the foreign activity where they it was introduced. 78.6% of the responders 
say that, in hearing the name BoKlok, they never thought about a house kit concept. However, 
a French name is not a priority. Fifty-one percent of the responders would prefer the company 
to have a French name. The Table of Usunier and Lee shows that the brand name can be 
converted if an inadequate meaning is conveyed. According to all the elements, an adaptation 
of the name has to be made, but a French name is not necessary and an English name would 
be acceptable as well. 

 
These elements of the actual product studied in this section shows that most of the actual 
product elements have to be adapted. This thesis was only focused on some elements of the 
actual product and other studies more detailed have to be done in order to exactly determine 
which other elements have to be standardized. 

 
 

5.1.3 The support services 
The last level of the product is the support service defined by Kotler as “offering additional 
customer services and benefits” (Kotler et al, 2008, p502). As figure 2.1 shows, the support 
services are the warranty, the installation, the delivery, and so forth. In our questionnaire, two 
questions were allocated to the support services.  

 
Firstly, according to the questionnaire and the case study of BoKlok in United Kingdom we 
will analyze the last part of the product in order to focus on the delivery service.  
In Sweden and the United Kingdom, BoKlok delivers its house to the construction site. In 
order to combine the data we asked the same question in our questionnaire; how would the 
respondents prefer to receive the house in the event they would purchase the house. 91.6% 
would prefer to received the house on the construction site rather than have the house 
accessible in the stock of the store. The tendency of the answer to this question shows the 
same way in how BoKlok delivers a house in the United Kingdom. Consequently, as it is 
explained in the case study we can deduce that delivery of the house will be on the 
construction site. 
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Further, 55.5% of the responders would want the house delivered within one month, whereas 
36.1% would the delivery to be made in one week. This short delay is important, although one 
month appears to be a great deal of time. The delivery service has to stay the same, so it has to 
be standardized. The tendencies of the questionnaire according to the statistics show the main 
ideas in the case study of BoKlok in the United Kingdom. 

 
Secondly, we focused on the preference of French people for the construction. They preferred 
to construct the house by themselves or prefered that BoKlok would be in charge of that. The 
data we collected showed that BoKlok erected the house on the construction site in Sweden 
and also in the United Kingdom. The tendency is that 84.3% of the respondents have stated 
that they prefer BoKlok to construct the house, as BoKlok had done in Sweden and the United 
Kimgdom.  
 
To conclude, the first part of this analysis, we superimpose the figure 2.4 called the three levels 
of a product” (Hollensen, 2007, p442) which reflects, presented in the theoretical framework 
and our data presented above. This figure shows that the possibilities of standardizing the core 
product are higher. In fact, the core product in our thesis in the accommodation need and it is 
effectively standardized. However, we have deducted that the support service should be 
standardized: French and Swedish requirements on this point are the same. Moreover, the 
delivery service is the same in United Kingdom, they deliver the houses to the construction 
site and they have approximately one month to deliver it. Finally, according to the tendency 
of the questionnaire we understand the product attributes will be adapted in order to different 
demand. Consequently, we have built the following table 5.1 showing the comparison 
between the theory and BoKlok on each product level.  

 
 

Table 5.1:  Comparison between the theory and BoKlok in terms of adaptation or 
standardization of the product – Created by the authors 

 

Possibilities of 
standardizing elements 

of product 

Theory – The three levels of a 
product (Hollensen, 2007, 

p422) 

BoKlok case 

Support services Low High 

Product attributes Medium Low 

Core product benefits High High 

 
 

To conclude this part, we can note that the link between the Swedish and the French tendency 
leads to some standardization although the different consumer behaviors involve some 
adaptation especially in the actual product. However, other studies should to be determine in 
order to know where the adaptation and how it should be implemented. 
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5.2 Standardization versus Adaptation for the distribution 

After having analyzed the product, we are going to focus on the distribution, in order to 
determine the entry mode. We follow the same steps as in the arrow of our conceptual model. 
 
Marketing channel or the Distribution channel, is defined as “a set of interdependent 
organizations involved in the process of making a product or service available for use or 
consumption by the consumer or business user” (Kotler et al., 2008, p881). 
This part only allocates two questions in our questionnaire because the choice of the 
marketing channel is not only done with the consumer requirements but also with the 
capabilities and the strategy of the company. 
 

5.2.1 Selling point in France 
In order to know where the French consumers want to find information about the product, we 
have asked the respondents where they would look for information of the BoKlok house kits. 
70.4% of the respondents say on the internet whereas 19.6% say in an IKEA store. 
Consequently, we can deduce according to the main tendency of the statistic and with our 
secondary data that an adaptation has to be done for the website. In fact, on the domestic 
market BoKlok already sells its product in the IKEA store: therefore, BoKlok has to 
standardize this marketing channel and propose the possibility of the purchase in the French 
IKEA stores.  

 
To analyze if BoKlok can use the IKEA selling point in France, we have allocated one part of 
our questionnaire in order to know how French people perceive IKEA. More than 94% of the 
respondents said to have a satisfactory or a very satisfactory opinion about IKEA. The same 
trend can be seen about the quality of the IKEA product. This trend is confirmed with 65.5 % 
of respondents preference for IKEA building (constructing) the house. 
Consequently, IKEA has a strong reputation in France so it is necessary for BoKlok to use the 
image of IKEA. Our primary data also confirms the findings of the survey showing that IKEA 
is the third most preferred company in France. 
However, the Swedish BoKlok website is only presents the project and only provide some 
information. Consequently, with the high responses collected, BoKlok has to develop its 
website. The construction of a French website is necessary as it has done for all the others 
countries where it has been introduced, but also it has to be more detailed in order to convince 
the future French people. The quantity of information is not enough, at least for the French. 

 
This requirement has to be clearly understood because using the right marketing channel adds 
value (Kotler et al., 2008, p882). Moreover, according to Usunier and Lee, in their book “ 
Marketing Across Culture”, we can see that there is some criteria that enables choice in the 
distribution channel of a foreign market. The first one that we have highlighted in this section 
is the consumer and their characteristics. It explains that the marketing channel chosen has to 
be in correlation with the target. The BoKlok target is the young small family. We can also 
see that this target is clearly turned toward use of the internet. Consequently, the distribution 
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channel chosen has to be target oriented. On the other hand, Usunier and Lee also list criteria 
about the culture which also has to be taken into consideration. 

 
We can see that, contrarily to the Swedish market, BoKlok has experimented with the 
Internet, and it could potentially become the marketing medium where the French consumer 
make their order choices. 
 

5.2.2 Location of the production site 
After having determined how BoKlok has to implement their stores, one important question 
was asked about the location of the product site. The Boklok house kits are produced in 
Sweden but also in Poland, where IKEA produces the totality of its products. Otherwise, the 
trend “buy national” listed by Hollensen in his book “Interactive Marketing” shows that this 
trend has to be clearly analyzed. The choice of the location of the production directly impacts 
the distribution channel and consequently the mode of entry. The location of the production 
site is very important because, depending on the culture, it can discourage the consumers. In 
the questionnaire, the preference of the location is in France (50%) but 45.3% of the 
respondents said that it didn’t matter. Only 4.3% have responded in Poland. Consequently, 
keeping the production in Poland for the BoKlok house kits which will be sold in France is 
not adequate for the French market.  
However, BoKlok with the introduction of their houses in the United Kingdom for instance, 
has always chosen a constructor in that foreign country. In fact, the BoKlok house kits sold in 
the United Kingdom are produced in the United Kingdom. Consequently, this method has to 
be standardized and should be done the same thing should be done in France. BoKlok has to 
find one constructor that has the same value in France via a constructor licenses. This choice 
for the French market goes in the same direction as BoKlok has done before and we can  take  
notice of continuity. The latter also enables BoKlok to reduce their responsibility and 
continue their internationalization. 

 
 

5.2.3 The dimension of Boklok and the competition 
The last analysis part of the distribution doesn’t concern the respondents, but rather the 
company. In fact, even if the choice of the Marketing channel is chosen in correlation with the 
consumer requirements, it also depends on the capability of the company. In the book 
“Marketing Across Culture” by Usunier and Lee written in 2009, some criteria for choosing 
foreign distribution channels are listed which we can identify.  
Firstly, the authors list the Capital and the Cost. BoKlok is a young company created in 1997, 
which has started its expansion in 2002 in Norway. Consequently, as we have developed in 
the Empirical data part, the financial possibilities of BoKlok are limited and it can’t choose 
for distribution channel where it totally controls the market: more a company wants to entirely 
control the foreign country, more the cost of the installation is important. Besides, the choice 
of the marketing channel has to be done depending to the competition on the foreign market. 
In France that we have previously observed in this thesis there is only weak competition from  
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smaller companies in the house kits market. BoKlok therefore, has to decide which part of the 
French territory it wants to cover. For the uncovered territory it is not necessary to propose 
information about BoKlok in IKEA in territories that are highly urbanized, such as Paris, 
Lyon, or Marseille, where French consumers would not be as interested in the BoKlok 
product.  
 

5.3 Mode of entry and Market introduction  

After we analyzed the product and the distribution and deduced which elements have to be 
analyzed or adapted, this section will enable to deduct which mode of entry has to be chosen. 
As it is explained in the theoretical framework part, a market entry mode is “an institutional 
arrangement necessary to for the entry of a company’s products, technology and human 
capital into a foreign country/market.” (Hollensen, 2008, p291) 
The following figure 2.5, also presents in the theoretical framework, enables to classify the 
different entry mode and to understand that an export mode leads to a low control and risk 
whereas the hierarchical mode involves the contrary. 

 
In order to determine to best entry mode, this thesis is going to study all the internal and 
external factors affecting the foreign market entry mode decision listed by Hollensen in his 
book “Global Marketing” 

 

5.3.1  The internal factors 

According to Hollensen (2008), as we have explained during the theoretical framework 
section, there are several internal factors that we do not have asked in the questionnaire. In 
fact, the internal factors concern BoKlok and they are not able to answers at this type of 
question.  
 
Firstly, despite of BoKlok is already introduced in four European countries; it is a small 
company, which does not have many experiences to export the product.  
Secondly, we already know that they sell franchises to other companies, which they select 
beforehand, and they judge their ability to produce the house kit. The company BoKlok 
cannot choose an export entry mode because they cannot export themselves the product in 
France. In this case, they need more intermediary mode or hierarchical mode of exportation 
into the distribution channel. 
Thirdly, the last internal factor is the product/service. “The physical characteristics of the 
product or service, such as its value/weight ratio, perishability and composition are important 
in determining where production is located.” (Hollensen, 2008, p299) According to the 
location of the production site, the entry mode can change. Due to the technical complexity of 
the product, an intermediate mode appears more logical. 

 

5.3.2 The external factors 
After have analyzed the internal factors (related to the company), there are four main external 
factors that it has to be analyzed in relation to the responses of our questionnaire. 
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The first factor is the sociocultural distance between France and Sweden. France and Sweden 
have similar business practices and the levels and cultural characteristics are comparable. 
However, their languages are totally different and some difference can also be observed with 
consumer behavior. Concretely, the sociocultural distance tends for an Intermediate mode: the 
both cultures are enough similar for having this export mode. 

 
The second factor listed by Hollensen is the country risk and uncertainty the demand 
uncertainty. The demand uncertainty is the most important factors. In fact, this thesis, before 
analyze and deduce the adaptation or the standardization of the product and the distribution, 
has to firstly demonstrate that a demand exists in France, so an introduction is possible. About 
the country risk, it is weak in France. The French governmental policies are similar than in 
Sweden and the political or economic environment is stable. However, for the demand, it has 
to be clearly studied that’s why our questionnaire has consecrated five questions in order to 
determine if the French have an interest for the house kits. 48.1% of the respondents have the 
project of building a house in the next years and 51.3% of the respondents have ever heard 
about ecological house kits. Moreover, 54.3% of the respondents declare to be interested for 
this product. Consequently, it exists in France a real interest for the house kits and the French 
have always turned toward the house. 

 
The third one is the market size and growth: the different market-related factors directly 
operate on the entry mode decisions. This section has already been studied in the analysis of 
the distribution. However, a survey market has to be necessarily done in order to exactly 
know how the market is. 

 
Finally, the last external factor is the direct and indirect trade barriers and the most common if 
the tendencies to “buy national». Our questionnaire has showed a trend for the “buy national”, 
also listed in the factor affecting the foreign market entry mode decision (Hollensen, 
2008,p.297). According to the answers, this direct entry barriers is quite important, and 
implemented the production site in France is necessary.  

 
Consequently, in consideration with all the elements, BoKlok has to be turned toward the 
intermediate entry mode. The intermediate entry mode enables to locate the production site in 
the foreign market. As we have seen in the distribution section, the financial possibility of 
BoKlok are not high, and the intermediate mode reduces the cost (transportation, 
production...) The analysis of the installation on the French territory have shown that BoKlok 
has to have its sales and services in France: so, a licensor or a franchisor appears like perfect 
for BoKlok. As we have told, BoKlok keeps its headquarter in Sweden, and the improvement 
or the development of new product also: BoKlok, with the hierarchical mode can keep the 
control of the Research & Development service, the control of the distribution and the 
marketing. This flexibility appears to be in correlation with the BoKlok strategy. However, 
BoKlok wants to keep the control of the sell and the service with its sales representative. 
Consequently, the hierarchical entry mode is more appropriate for the sales and services. A 
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mix between the both is the entry mode that BoKlok has to choose: it is necessary for BoKlok 
to entirely control the sales and services. 
 

 

5.4 Back to our conceptual framework 
In the theoretical framework section, we have presented at the end our conceptual framework. 
Thanks to the analysis, we can now adapt this model for the case BoKlok for the introduction 
of the house kits on the French market.  

 
Figure 5.2 – Introduction of the BoKlok house kits on the French market – Created by the 

authors 
 
 

This model integrates the findings of our analysis and gives a concrete way of the 
introduction of BoKlok on the French market for the product and the distribution. 
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6  Conclusion: 
In this part, we summarize our thesis presented in the previous chapters. Then, we present the 
answers to our purpose and our research question. Finally, to have a better view of this 
survey, we give suggestions for the further research.  

1.1 Answers to our purpose 

The purpose of this thesis is to determine if the product and the marketing channel should be 
standardized or adapted for use the best entry mode market in order to introduce the BoKlok 
house kits on the French market. According to that, the study has been compared two  main 
strategies standardization and adaptation. We develop the fact that when a company decide to 
export its product they could standardize or adapt their marketing strategies as the marketing 
mix to enter in a new market. We know that BoKlok which is an international company has to 
manage these marketing strategies. Otherwise, BoKlok is already present in others countries 
and we saw that they will not change the price and the place taking in consideration their 
previous marketing strategies.. Indeed, BoKlok should take some decisions of the product and 
marketing distribution and evaluate the degree of standardization and adaptation of both 
strategies in order to choose the best entry mode for the French market.  

Firstly, as we explain in the analysis BoKlok should mainly adapt the actual product of the 
domestic product. In order to meet French people regulation and takes in consideration their 
demand, BoKlok ought to introduce large models of house kit with large lounge to satisfy the 
demand. The vision of French people about the house is deferent as English or Swedish and 
BoKlok as to match both the vision and the concept of product. The other levels of the 
product coincide with the vision of French so don’t need to be change. 
Indeed, for the distribution when launching the product BoKlok should adapt its name in 
order to assimilate the brand with the French consumer and this point could be favorable for 
the notoriety of the product. The company should play with the notoriety brand and had IKEA 
in the product name. Otherwise, the two others points ought to be standardized, as we explain 
before the actual product is considerate as the accommodation need and everybody needs an 
accommodation we cannot change that. Then, for the support service, BoKlok should 
standardize because as show the questionnaire and the survey about United Kingdom, we 
observe that French people want the same as English and Swedish people with the delivery of 
the product and the construction of it.  

Secondly, BoKlok has to standardize the domestic distribution in order to keep the same 
image in Europe and facilitate the organization of the company.  The company should find a 
company with the same value that they evaluate able to produce the house kits. However, they 
will send licenses franchises to the company selected in order to have the authorization to 
build and sale the house kit in France.  Then, BoKlok should develop a website for French 
people to enable at French people find all the information that they want. Furthermore, for the 
last point of the distribution, according to the competition the location will be selected near to 
a big city in order to meet the demand of French.  

Thirdly, according to the internal and external factors previously presented , the entry mode of 
BoKlok should be a mix between intermediary mode and hierarchical mode. Thus, both of 
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these two-entry modes have opportunities: for the intermediary, it enables to reduce the cost 
of BoKlok for the transportation of the house because is a weighty product and the 
transportation will be expensive. Otherwise, the hierarchical mode enables to control the sale, 
service and the image of the brand of BoKlok. Whereas the company selected build the house 
and sale it to the customer, BoKlok can controlled the environment where the house could be 
present to keep their values, the price and the promotion.  

 

1.2 Discussion 
Our purpose of this thesis is to evaluate the degree of adaptation and standardization of the 
product and distribution of BoKlok for introducing this concept in a new French market. A 
quantitative research method was used to collect our data. To provide a maximum amount of 
data, we collect interesting answers that enable us to build a strong analysis. Indeed, we have 
chosen an example of the marketing strategies used by BoKlok in United Kingdom to give a 
clear and interesting overview. Then, considering our purpose, we believe that we have 
fulfilled it in a satisfying way, through relevant models in theoretical framework. In that 
regards, we build the analysis and the conclusion.  
Furthermore, according to our data collected through the questionnaire post on the internet 
and the example of BoKlok we structure our empirical material. In order to build a strong 
analysis we create accordance between the empirical material and the theoretical framework. 
Moreover, in the analysis we adapt figures presented in the theoretical framework with our 
findings. Thus, in this part we have presented the findings following a logical order in order to 
have a good understanding. We also, find during the research method to get more information 
through book in order used well all the term of marketing. 
Finally, thank to this thesis we can learn the complexity of one market and find their different 
operations. Indeed, we cannot do a generalization for the international companies, we have to 
study each case and draw their marketing strategies through the data collected.  Furthermore, 
this thesis was interesting because BoKlok is a new successful company with a new concept 
but they also have to manage the degree of their marketing strategies in different countries. 
Otherwise, as we have understood it, people are more awareness for the ecology in France, 
and knowing that BoKlok continues to internationalize actively, we can think that BoKlok 
could in the short or medium term try to penetrate the French market. 
 

1.3 Contribution 
This thesis has two contributions. Firstly, no generalizations can be done from our data 
collected because we have done this work for one company and one country. Nevertheless, 
this thesis can be interesting for company as BoKlok with a successful product. Regarding of 
the findings of BoKlok of the thesis can be beneficial to this company. BoKlok will analyses 
the findings and see which strategies they will use in the future if they want to introduce the 
product in France. The thesis is really for their next research and its similar but more explain 
as BoKlok study for United Kingdom. Moreover, this thesis can be also beneficial for the 
market of house kit in France because French company can analyses French demand and want 
through our data. 
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Secondly, according to our theoretical framework, we create our own model in order to 
introduce a new product in a new market. This theoretical framework can be successful for 
companies who want to introduce their product in foreign countries especially for the Swedish 
companies, which want to introduce a product on the French market. Indeed, our conceptual 
model can give an overall vision of the internationalization concept and be adapted for 
companies, if they want to use the 4P models and follow the different steps as we explain in 
the theoretical part. The thesis explains also the importance of adapting a product for the 
demand of consumer and selects a good distribution way; the marketing strategies of 
standardization and adaption can be the key to export successfully one product in new country 
and decide of the best entry mode. The authors believe that each country and each person are 
unique and do not forget to think globally at the beginning.  

1.4 Further research: 

This study enables to do a conclusion about the international marketing strategies of BoKlok. 
BoKlok is a new successful company in different countries of Europe. BoKlok has succeeded 
their introductions in foreign countries by managing their strategies of standardization and 
adaptation. Nevertheless, there are further researches that can be realized to know if our 
findings can be applied: 

� Analyze the strategies of BoKlok in others countries as Finland, Norway and 
Denmark. It could be interesting to understand how which strategies BoKlok has used 
and compared. 

�  Compare the quality of house kit between BoKlok and the French market. This will 
enable to show a really comparison between both and shows the different modes of 
build a house kit.  

� Analyze the strategies of one company in a totally different sector and observe how it 
processes to introduce a new product in the French mark
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7 Appendix  
 

Questionnaire in French : 

Premier renseignement : 

1) Avez-vous pour projet de construire une maison dans les prochaines années ? 
 

� Oui  
� Non 
� Ce n’est pas ma priorité 

 

2) Avez-vous déjà entendu parler des maisons en Kit écologique ? 
� Oui 
� Non 

 

 

3) Seriez-vous intéressez par des maisons en kit écologique? 
 

� Oui  
� Non 

 

4) Si oui, depuis quand vous intéressez vous aux maisons écologiques en kit ? 
 

� Jamais 
� 6 mois 
� 2ans 
� 5 ans ou plus 

IKEA   
 
5) Connaissez-vous la marque Ikea? 

� Oui  
� Non 
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6) Quelle est votre opinion générale sur Ikea ? 

 

� Très satisfaisant  
� Satisfaisante  
� Peu satisfaisante  
� Pas d’opinion 
� Pas du tout satisfaisante 

 
7) Comment évalueriez- vous la qualité des produits IKEA?  

 
 

� Très satisfaisante  
� Satisfaisante  
� Peu satisfaisante  
� Pas d’opinion 
� Pas du tout satisfaisante 

 
8) Feriez-vous confiance à Ikea pour faire construire une maison?  

 
  

� Oui  
� Non 

 
 

Maison Ikea « BoKlok » :  
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9) Avez-vous déjà entendu parler des maisons en kit IKEA? 
� Oui  
� Non 

 

10) D’après les photos ci-dessus, Feriez-vous plus confiance à Ikea pour faire construire 
votre maison?  
 

  

� Oui  
� Non 

 

 

11) La maison en kit Ikea a un coût estimé entre 148000 et 222 000 euros vous parait est-
elle abordable compte tenu de votre budget ?  
� Oui  
� Non 

 
 12) Etes-vous prêt à payer plus cher une maison si cela vous permet de faire des 
économies d’énergie à moyen terme  
 

� Oui  
� Non 

 

13) Si non pourquoi ? 
 

� Qualité du produit 
� Idée préconçue de la marque 
� Préférence pour un produit français  
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� Aucune attirance pour ce concept 
 

 

14) Si vous décidiez d’obtenir plus d’informations à propos des maisons IKEA. Où 
chercheriez-vous ces informations ? 

 

� Dans un magasin Ikea 
� A un point de vente BoKlok 
� Sur Internet 
� Dans les magasines 

 

15) Les maisons BoKlok font environ 75m² pour loger 3 personnes. Cela vous parez t 
il ? 

 

� Trop petit 
� Moyennement petit 
� Satisfaisant 
� Trop grand 

 

16) Pour vous qu’elle pièce doit être la plus spacieuse dans une maison? 
 

� Le salon 
� La cuisine 
� Les chambres  
� La salle de bain 
� Terrasse 

 

17) Imaginons que vous n’aviez eu aucune explication sur le concept BoKlok, à quoi 
auriez vous associé ce mot ?  

 

� A ce concept de maisons en kit ou à un concept similaire 
� A un produit totalement autre 
� Je n’aurais jamais pensé à des maisons en Kit 

 

18) Si vous trouvez que ce nom ne fait aucunement référence au concept, souhaiteriez-
vous un nom français ? 

� Oui 
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� Non 
 

19) Préfériez vous que la maison soit produite ? 
 

� En France 
� En Pologne où produit habituellement Ikea ses produits 
� Pas d’importance 

 

20) Lors de votre achat de la maison, souhaitez-vous ? 
 

� Qu’elle soit accessible directement en stock du magasin 
� Qu’on me la livre dans une semaine 
� Qu’on me la livre dans 1 mois 
�  

21) Préférez-vous que  votre maison sous construite par? 
 
Equipe BoKlok 
Par vous 
 

Informations supplémentaires 

22) Vous êtes ? 
 

� Homme 
� Femme 

 

23) Dans quelle tranche d’âge vous situez-vous ? 
 

� 18/24 ans 
� 25/34 ans 
� 35/44 ans 
� 45/54 ans 
� 55/ 64 ans 

 

24) Dans quelle situation vous trouvez- vous ? 
 

� Célibataire 
� En couple 
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� Marié 
� Divorcé 

25) Combien avez-vous d’enfants ?  
  

1 enfant  

2 enfants   

+ de 2 enfants   

Aucun  

Questionnaire in English: 

1: Do you have plans to build a house in the coming years? 

� Yes 
� No 
� This is not my priority 

 

2:Have you ever heard about ecological house kits? 

� Yes 
�  No 

3: Would you be interested in ecological house kits? 

� Yes  
� No 

4: If yes, since how many time are you interested for the ecological house kits? 

� Less than 6 month 
� Less than 2 years 
� 5 years and more 

5; Do you know the brand IKEA: 

� Yes 
� No 

6: What is your overall opinion on Ikea? 

� Very Satisfactory 
� Satisfactory 
� Less satisfactory 
� No opinion 
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� Unsatisfactory  

 

7: How would you rate the quality of IKEA products? 

� Very Satisfactory 
� Satisfactory 
� Less satisfactory 
� No opinion 
� Unsatisfactory  

8: Would you trust in IKEA to build a house? 

� Yes  
� No 

9: If no why?  

� Quality of the product 
� Preconceived idea of the brand 
� Preference for a French product 
� No attraction for IKEA 

10: Have you ever heard of IKEA house kits? 

� Yes  
� No 

11: From the photos below, would you most trust in IKEA to build your house? 

� Yes 
� No 

12: BoKlok house kits are estimated between 148000 and 222 000 Euros. This price seems 
affordable for you? 

� Yes 
� No 

13: If you decide to get more information about IKEA houses. Where would you look for this 
information? 

� In IKEA store 
� BoKlok outlet 
� On the internet 
� In magazine 

14: BoKlok houses are about 75m ² to accommodate 3 people. This you appear… 
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� Too small  
� Moderately small 
� Satisfactory 
� Too big 

15: In your opinion which part should be the most spacious in a house? 

� The lounge 
� The kitchen 
� Rooms 
� The bathroom 
� Terrace 

16: Imagine that you have no explanation on the concept BoKlok, at what would you 
associate the word? 

� A concept of House Kit or a similar concept 
� In a product totally different 
� I never thought about house kit 

17: If you think that this name does not refer to the concept, would you like a French name? 

� Yes 
� No 

18: Where do you prefer the production of the house? 

� In France 
� In Poland, where IKEA usually produces its products 
� No matter 

19: Imagine you buy the house, what do you prefer? 

� The house is accessible directly in the stock of the store 
� They deliver the house in one week 
� They deliver the house in one month 

20: Do you prefer that BoKlok build your house or do it by your one? 

� BoKlok 
� By my one 

Additional Information: 

21: You are?  

� Male 
� Female 

22: How old are you? 
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� 18/24 years 
� 25/34 years 
� 35/54 years 
� 45/54 years 
� 55/64 years 

23: In what situation you find yourself? 

� Single 
� In a relationship 
� Married 
� Divorced 

24: How many children do you have? 

� 1child 
� 2children 
� + 2 children 
� No  
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