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Abstract 

Bolivia, as the poorest country in South America, can gain a lot from international trade. 
It is an important factor for a country to build prosperity and gain economic growth and 
thereby reach a higher standard of living. But for a company to succeed in the 
international market is a demanding task. Both internal and external factors that influence 
a company’s competence need to be taken into consideration. This Master Thesis deals 
with two Bolivian wooden door producers’ possibilities to export to the Swedish market.  

The demand of tropical wood products is expected to increase and the Bolivian wood 
industry has been identified as an export industry of the future. Another thing in favor for 
the Bolivian export is the fact that the country is number one in the world when it comes 
to sustainable management of forest resources. This gives the companies the possibility to 
offer an environmentally friendly and unique product and thereby create competitive 
advantages. There are though areas that need improvement. One of the most important 
improvement areas for both of the companies is marketing and understanding what the 
customers needs. They need to keep the costumer in focus in all of their activities and 
learn how to promote their products advantages. 

The facts that both the studied companies have earlier experience in export and a high 
level of motivation support the possibility to succeed in this matter. But, these factors are 
not enough for the studied companies to succeed in export. The result of this study also 
shows that the instable situation in the country results in financial problems and lack of 
trust. Therefore the companies must focus on building trust to attract new customers and 
investors. This should be done by keeping an even level of quality, fulfilling promises and 
finding ways to reduce the risk for potential investors. 

The trend towards more individual and exclusive doors in the Swedish market results in 
the recommendation to focus on offering a niche product in the middle-price segment. It 
is also recommended for the Bolivian companies to use some kind of representative to 
reach the market. A good alternative is to work as a supplier to a door producing partner 
and help them widen their assortment and in turn get someone present in the market that 
can work close to the customers.   
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1 Introduction  

The following chapter will show that Bolivia is a poor country and that international 
trade is an important component in order to achieve a higher standard of living. The 
chapter also emphasizes the Bolivian wood manufacturing industry as an industry that has 
the capacity to become internationally competitive and create job opportunities. These are 
some of the background facts that will result in the aim of this study. Finally the 
disposition of the study will be presented. 

1.1 Bolivia – a Poor Country 
Bolivia is the poorest country in South America and also one of the least developed. The 
social and economical differences are big among the Bolivian people and a large part of 
the population lives in poverty. (Sida A, 2005) Approximately 64% of the population has 
an income below the poverty line and the unemployment has risen above 9 % (CIA 
Bolivia, 2005). OECD, Organisation for Economic Co-operation and Development, 
classifies the developing countries into five different groups on the basis of GDP (Gross 
Domestic Product) per capita. According to this classification Bolivia belongs to the third 
group, called the lower Middle-Income country group. (Worldbank, 2005) In general a 
developing country is a country with low average income compared to the world average, 
defined by the World Bank as GDP per head below $9,200 (SFN, 2005). 

During the past twenty years there has been a slow but steady reduction of poverty levels, 
due to the tendency of embracing democracy and liberalising trade in Bolivia (Brogren & 
Salsbäck, 2002). The actions to improve democracy and a liberalisation of the economy 
have taken place with support from IMF and the World Bank, as well as other donor 
organisations. 

1.2 Poverty and International Trade 
International trade is one important part in the fight against poverty for developing 
countries. It is essential when it comes to building prosperity and gaining economic 
growth. Better living conditions and economic growth walk hand in hand (Sida C, 2005). 
Under good conditions international trade leads to: increased income, more effective use 
of resources and new technology (Fair trade centre, 2005). The international trade is also a 
vital component for especially small nations seeking higher standards of living (Wolf, 
2004). 
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An additional reason for a country to export is the cause to finance its import and create a 
positive impact on the balance of payment (Albaum et al, 2004). 

The problem is that poor developing countries with a low degree of industrialisation meet 
obstacles when trying to derive advantage from international trade. The most important 
obstacle is the low development, which prevents many of the poor countries from 
producing and selling the kind of articles that the world market demands (Kleen et al, 
2003).  

Another problem is caused by the low level of industrialisation. Experience has shown 
that economic growth and economic development are closely tied to an economy’s degree 
of industrialisation. A low degree of industrialisation makes a country dependent on 
export of primary products. (Brogren & Salsbäck, 2002) The “terms of trade” – the amount 
of primary products such as raw materials, a country must export to pay for a particular 
range of manufactured goods – have the tendency to deteriorate. This forces the country 
to export even greater quantities of primary products to buy the same amount of industrial 
goods. (Green, 2004)  

Furthermore problems on a company level might occur. It is important for the individual 
firm to be ready for the competition in the international markets before they go 
international. Very often governments encourage firms to go international before they 
actually are mature and potentially this may lead to a conflict between the macro 
economic policies of export-led growth at national level and the company’s policies in 
respect of growth and development in a managed way. (Bradley, 1991) Therefore, it is 
central for a company to focus on internal and external factors that influence a company’s 
competence and possibilities for successful export. The sum of those factors can be 
referred to as the company’s export maturity. 

1.3 The Wood Industry 
International organisations, donor countries and representatives from the private sector 
have identified the Bolivian wood industry as an export industry of the future. There are 
studies of the sector that analyse the wood industry’s capacity to become internationally 
competitive which show how this industry expect to yield economic gains for Bolivia. The 
wood industry has a potential in reducing the poverty in Bolivia because it is labour 
intensive and generates employment. The lack of productive employment opportunities 
for the poor is generally considered to be the main cause of Bolivian poverty. This make 
the wood industry especially important for the nation’s poor. But a growing wood 
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industry is not completely problem liberated. An unsustainable use of natural resource 
may lead to the depletion of the resource and with that reducing a country’s development 
capacity and potential to reduce poverty. (Brogren & Salsbäck, 2002) 

Before 1996 the Bolivian forest sector suffered from several problems that led to an 
overexploitation and degradation of the forest. A new Forestry Law in 1996 redefined the 
property rights and thereby changed the behaviour of the forest actors and new actors 
were given the right to use the resource. The law specifies that the land of Bolivia is under 
the dominion of the state and the state considers the protection of the forest to be a 
national interest. (Blank & Sörenssen, 2004)  

In an international comparison the standards are high and in 2002, WWF (World Wildlife 
Fund) appointed the Bolivian forest industry world champion in sustainable forestry. The 
problem is that the Bolivian wood industry needs to raise the competence in order to 
reach a higher level of quality and processing. This is necessary to create opportunities to 
meet the demands in foreign markets. (Sida B, 2005) 

1.4 Cooperation with Sweden 
In order to raise a firm’s competence and competitiveness, education and research are two 
core factors. Sweden has played an important role in the development of the wood 
industry in general in Bolivia. Many of the consulting services hired by the government 
and private companies have come from Swedish companies. (US Embassy, 2005) 

There is also an ongoing educational project. To build up the knowledge about modern 
forestry, Sida (the Swedish International Development Authority) is supporting 
cooperation between the University of Linköping (LiU) and the Universidad Privada de 
Santa Cruz (UPSA). The project aims to build an educational program with a profile in 
wood technology. Hans Gustafsson, one of the members in the education project sees a 
potential in the growing Bolivian wood industry and especially the wood industry in the 
area of Santa Cruz, which is rather big, containing a lot of small, although often quite 
underdeveloped, actors. Several of the wood manufacturing companies in this area are 
producing solid wooden doors. According to Gustafsson, this is a suitable product for 
exporting because of the companies’ earlier experience and the possibility to freight the 
goods easy with the right packing technique.  



 

4 

 

1.5 Presentation of the Problem  
In chapter 1.2 it was made clear that international trade is important on a country level to 
create better living conditions and economic growth. For a poor country such as Bolivia it 
is therefore very important to find a way to derive advantages from international trade.  

The combination of that the wood industry in general has been identified as an export 
industry of the future and the fact that Bolivia has developed a sustainable management of 
their forests, see chapter 1.3, makes it interesting to analyse the export possibilities for 
companies within this industry to see if they can contribute to Bolivia deriving advantages 
from international trade. Especially taking concern to the problems that might occur on a 
company level if the individual firm is not ready for international competition. This 
means that their export maturity, see chapter 1.2, will be in focus.  

The wood industry in the area of Santa Cruz has been considered to have especially high 
potential to grow and wooden doors has been identified as a common product that is easy 
to freight, see chapter 1.4. This makes wooden door producers in this area interesting to 
study. The collaboration that already exists between Sida, the University of Linköping and 
Universidad Privada de Santa Cruz, is also an important condition that makes it possible to 
get in contact with the important actors in the area.  

Furthermore, when analysing the export possibilities for companies from poor developing 
countries with a low degree of industrialisation, the low development and thereby 
problems to produce and sell the kind of articles that the market demands has to be 
considered, see chapter 1.2. To do so the demands of the market has to be made clear. In 
this case the Swedish market will be used as a reference market. The choice of market is 
based on both the availability of information and the fact that many Swedish consults has 
been involved in improving the wood industry in Bolivia. Since we, the authors of this 
thesis, are from Sweden the accessibility of information about this market is much higher 
than of others and the fact that many consults have been hired from Sweden implies that 
to some extent the values of this market has already influenced the companies’ business. 
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1.6 Aim 
The aim of this Master Thesis is to analyze the possibilities of small and medium sized 
wooden door manufacturers, in the area of Santa Cruz, to export to the Swedish market 
with main focus on their export maturity. 

The thesis will conclude in some recommendations concerning if export is advisable, if so: 
how the companies can benefit from the given circumstances and if not: how they can 
create better opportunities for export. 

1.7 Target Group 
The target group of this thesis is primarily the decision makers of the studied companies 
that can get direct use of the results. Of course are other actors in the industry that are in 
similar situations also an important target group. Further, people working as consultants 
in the Bolivian wood industry could get some use of this thesis and its results. Finally, 
other students studying similar subjects are one important target group. The different 
target groups probably have different interests in the report and therefore chapter 1.8 will 
present the outline of the thesis and thereby work as a guide for what might be interesting 
for every individual reader. 

1.8 Outline of the Thesis 
This section presents and explains the outline of this thesis that consists of ten chapters.  

o Chapter two, Frame of Reference, is composed of theories relevant for the purpose. 

o In chapter three, Analysis Model and Focused research questions, is the analysis 
model that is based on The Frame of Reference presented. This model is finally 
broken down to focused research questions.  

o Chapter four, Method and Performance, describes which methods that were 
chosen for this study and discusses their consequences. The construction of the 
Frame of Reference and the validity and the reliability of the results are also 
discussed.  

o In chapter five, Bolivia and the wood industry, is the country shortly presented for 
the purpose of creating an understanding of the given conditions for the companies 
situated in this country. The chapter also gives an overview of the industry 
concerning both the available resources and the competition in the market. 
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o In chapter six, Description of Companies, are facts about the companies presented. 
The Frame of Reference and the Method and Performance has influenced which 
data that is presented and how it has been collected.  

o Chapter seven, Sweden and the Swedish Market, shortly describes the country and 
its import in general. After that the situation in the wood market is described and 
the most important customer demands and the competition in the market are 
highlighted. The information that is presented is chosen based upon the Frame of 
Reference.  

o In chapter eight, Analysis, the theories in chapter two are applied to the collected 
data in chapter five to seven by using the model presented in chapter three.  

o Chapter nine, Conclusions and Recommendations, is based upon the Analysis, and 
presents the results of this study. 

o In chapter ten, Reflections, the thoughts of the authors will be discussed.  

Finally, the ten chapters will be followed by List of References and Appendix.  

For the reader who wants a quick overview are the Abstract combined with the 
Introduction and Conclusions and Recommendations suggested. 
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2 Frame of Reference 

In the following chapter the Frame of Reference will be presented in order to create a 
theoretical understanding of export possibilities for small and medium sized companies. 
The starting point will be to understand why companies want to establish abroad. After 
that, the chapter will focus on the internationalisation process. To conclude, the necessary 
conditions for successful export will be discussed. 

The theories in this chapter are chosen to cover different aspects of the purpose with this 
study. The theories are selected in the field of market and export management to support 
small and medium sized enterprises, SMEs. The term SME includes all companies with 
less than 500 employees (Buckley et al, 1998). Much of the literature in the field of export 
and export management are written from a large-scale enterprises’ point of view. Some of 
them are directly applicable on SMEs, others need some modifications. Aspects that are of 
special interest for SMEs will be highlighted.  

2.1 Why Establish Abroad? 
Why do firms engage in international marketing in general and exporting in particular? It 
is important to understand what motivates the company to go international to understand 
what determines the internationalization process and the rate at which is moves. (Albaum 
et al, 2004)  

The driving forces for either starting or exploiting export activities are that the company 
wants to use and develop its resources in a way that its short term and/or long run 
objectives are served. The consequence is that export motives will be strongly connected 
to the basic goals of the company. (Albaum et al, 2004) Therefore the fundamental reason 
for exporting is to make a profit. But rarely one factor alone accounts for any given action. 
Instead a mixture of different factors results in a company taking steps in a given 
direction. (Hollensen, 2001)  

The major motives to export can accordingly to Hollensen (2001) be divided into two 
groups – proactive and reactive motives. The proactive motives due to stimuli to attempt 
strategy change, based on the firm’s interest in exploiting unique competences or market 
possibilities. The reactive motives are a reaction to pressure or threats in its home market 
or in foreign markets. Below Hollensen’s two groups of export motives are presented. 
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2.1.1 Proactive Motives 

Profit and growth goals: To SMEs the desire for short-term profit is especially important. 
The firm’s motivation to grow may also be of particular importance. 

Managerial urge: Reflects the drive, desire, commitment and enthusiasm of management 
towards global marketing activities. This may exist simply because managers wish to be a 
part of a company that operates internationally or desire the firm to grow and expand the 
market. The attitude of management has come to play a critical role in determining the 
exporting activities. 

Technology competence/unique product: A company may produce products or services 
that are not available in foreign markets or it may have made technological advances in a 
specialized field. This can lead to a demand from the global market.  

Foreign market opportunities/market information: Opportunities in the foreign market 
can act as stimuli for export, but only if the company has the capacity to respond. Also 
specialized marketing knowledge or access to information can have a strong influence 
upon the company’s likeliness to export. 

Economies of scale: Export can increase a firm’s production and therefore help in reducing 
the cost of production for domestic sales. A lower unit cost of products produced makes 
the company more competitive domestically as well.  

Tax benefits: Certain tax benefits allow the company either to get a higher profit or offer 
its products at a lower cost. 
               (Hollensen, 2001) 

2.1.2 Reactive Motives 

Competitive pressures: A firm may feel the pressure to lose domestic market share to 
competing firms. By entering the global market the firm might then benefit from 
economies of scale and strengthen its competitiveness.  

Small and saturated domestic market: For companies acting on a small domestic market it 
is hard to increase market share. This may force the company into exporting to be able to 
sustain sufficient economies of scale. 
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Overproduction/excess capacity: Excess capacity can be a strong motive for export. An 
expansion into the international market can be a possibility in cases when the equipment 
for production is not fully utilized. This will result in an increase in the productive 
efficiency of the firm. 

Unsolicited foreign orders: This can often lead to the company becoming aware of export 
and opportunities in foreign markets. 

Extend sales of seasonal products: By taking advantage of that the seasonality in demand 
conditions may be different in the domestic market from other markets, greater stability 
in sales can be achieved. 

Proximity to international customers/psychological distance: The physical and 
psychological closeness to the international market affects the company’s export activities.  
               (Hollensen, 2001)  

Albaum et al (2004) present basically the same motivational factors, although they break 
them down into a more detailed classification. In addition to the primary goal – to make a 
profit, a variety of specific reasons to go international exists. A classification of these 
specific motives divides them into four groups, where two of them are the same as 
Hollensen’s (2001) – proactive and reactive. Albaum et al (2004) also divide them into 
either be a reaction to internal stimuli from the company or due to stimuli from the 
external environment of the firm, like home market or export market. Factors such as 
managerial urge, economies of scale and excess capacity are all a reaction to internal 
stimuli while factors like foreign market opportunities and a small domestic market are 
the result from an external influence. Albaum et al’s classification distinctly shows where 
the motivation originates from. Sometimes this can be very important, especially when it 
comes to understand the driving force and what the company hopes to gain from the 
internationalization. It is therefore interesting to pay extra attention to if the stimuli are 
internal or external. 

2.2 The Internationalization Process 
Many companies lack a strategy for internationalization in the beginning of their foreign 
investments. Usually the strategy is not formed until after a while. That is why the 
internationalization of a company can be seen as a learning process. (Kleen et al, 2003) 
The company gradually increases its international involvement and from that learns about 
its mistakes and successes so that it can control its continued growth (Bradley, 1991). 
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To understand this step by step process is necessary to be able to make a survey of the 
company’s present export maturity. 

In the last decade several studies about the internationalization of firms have been done. 
The growing amount of research indicates an increasing internationalization of 
companies. This process is presented in a number of different ways. (Johanson & Vahlne, 
1990) The Uppsala Internationalization Model is one of them. The model was developed 
by Johanson and Vahlne during the 1970s, from a research of the internationalization of 
Swedish manufacturing firms. Since this model is very applicable for SME-companies 
with small resources and no earlier experience from similar markets it will be presented 
below.  

2.2.1 The Uppsala Internationalization Model 

This model focuses on the development of the individual firm and particularly on it’s 
gradually acquisition, integration, and use of knowledge and on its successively increasing 
commitment to foreign markets. Market knowledge and commitment affect current 
activities and commitment decisions. These factors are in turn affecting market 
knowledge and commitment whereby the process can be seen as a cycle. The structure of 
the model, also called the ip-model, is given by the distinction between the state and 
change aspect of internationalisation variables, see Figure 2.1. (Johanson & Vahlne, 1990)  

 
Figure 2.1 The two aspects of internationalisation variables: state and change. 
(Johanson & Vahlne, 1990, p 12) 

An additional aspect to take in concern is the network view. The network aspect is 
interesting since empirical research has demonstrated that firms in industrial markets 
establish, develop and maintain lasting business relationships with other business actors. 
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The relationships are connected by networks which develop as a consequence of the 
interaction between firms. An extension of the internationalisation process model to take 
into account the network aspect, should consequently make the concepts “market 
commitment, market knowledge, current activities and commitment decisions” in figure 
Figure 2.1 as multilateral rather than unilateral as in the original model. That is, the 
process is also inter-organisational and not just intra-organisational. (Johanson & Vahlne, 
1990). 

One of the state aspects, market knowledge, needs some extra attention. Johanson et al 
(2002) have made additional comments concerning this factor to relate the Uppsala Model 
to the concept of industrial networks. With a network approach, meaning that the 
company is seen as a part of a network of different companies, market knowledge includes 
individual customers and other relationships partners as well as their relations to actors on 
the market. It is important to realise that this knowledge of the market is difficult to 
obtain and only through interaction as a current activity it is possible to understand the 
connections. This experience then will function as a base upon which the decision for 
expansion on the foreign market will be built.  

When it comes to the expansion process, the original Uppsala Model explains two patterns 
in the internationalization of the firm, a company’s development within a specific country 
and its development across countries. 

The firm’s involvement in a foreign market develops according to an establishment chain. 
This means that the company usually starts with no regular export and then gradually 
raises its involvement in the international market. The classification of firms consists of 
four stages in which the international activities take place. (Johanson & Vahlne, 1990)  

1. No permanent export 

2. Export via independent representative 

3. Export via sales subsidiary 

4. Production in a foreign subsidiary 

A comment can be made about the four stages. The concept of independent represent-
ative, in stage number two, includes both indirect export channels as trading houses and 
export agents as well as direct channels like representatives; see later in this chapter for 
further information.  
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The second pattern describes the development for a firm across countries. According to 
the model companies enter new markets with successively greater psychic distance, 
which signifies factors such as differences in language, culture and political system. The 
psychic distance is defined as: 

“…the sum of factors preventing the flow of information from and to the market. These 
include differences in language, education, business practices, culture, and industrial 
development.”    (Johanson & Vahlne, 1990, p. 13) 

The original model’s internationalisation process can be compared to the network 
approach. The network approach stresses that internationalisation not only is a question 
about engagement in a specific market but also in specific business actors in the market, 
and that this engagement needs to be mutual. (Johanson et al, 2002)  

In relation to the internationalisation of the firm, the network view argues that the 
internationalising firm is initially engaged in a network which is primarily domestic. In 
terms of network, internationalisation means that the firm develops business relationships 
in other countries. The existing relationships can be used as bridges to other networks. 
There are three ways to develop relationships in networks in other countries: through the 
establishment of relationships in country networks that are new to the firm, through the 
development of relationships in those networks and through connecting networks in 
different countries. (Johanson & Vahlne, 1990) More details about and other aspects of the 
network approach will be presented later in this chapter. 

Critical Views of the Uppsala Model 

Various criticisms have been put forward. One of these is that the model is too 
deterministic. The argument means that the firm’s decision of strategic choice as to modes 
entry and expansion depends on the market conditions and a transaction cost approach is 
superior to the process model. (Johanson & Vahlne, 1990) 

Another critical view of the model is that it does not account interdependencies between 
different country markets. Others claim that the model is not either valid in situations of 
highly internationalized companies. The reason is that in these cases the competitive 
forces and factors override psychic distance as the main explanatory factor for the firm’s 
process. (Hollensen, 2001)  

Johanson and Vahlne (1990) present three cases where the model is inapplicable. Firms 
with large resources can not be expected to make the market commitment in small steps 
which the model implies. These companies move away from the sequential pattern and go 



 

13 

 

more directly to a higher involvement (Hollensen, 2001). Secondly, when market 
conditions are stable and homogeneous or relevant knowledge about the market can be 
gained in other ways then trough experience. Finally when the company has experience 
from similar markets and it is possible to generalize this experience to the specific market. 
(Johanson & Vahlne, 1990) 

2.2.2 Levels of Exporting 

The Uppsala Model presents an establishing chain that explains the firm’s involvement in 
a foreign market. Another approach of the stages in which the international activities take 
place will be presented here. This classification outlines briefly the levels of exporting and 
usually a company will start in level one or two. (Albaum et al, 2004). 

Level 1: Export of surplus - the firm is only interested in sales of surplus products in a 
foreign market or does not have the resources to fill orders on a continuing basis. 

Level 2: Export marketing - the firm is already selling existing products overseas and is 
willing to make limited modifications in its products and marketing procedures in order to 
fulfil the foreign market’s buyers’ requirements. 

Level 3: Overseas market development - to be able to better reach buyers in foreign 
countries, the firm is making major modifications in its products and in its marketing 
procedures. 

Level 4: Technology development - the firm develops new products especially for already 
existing or new foreign markets. 

The above described models, the Uppsala Model and Levels of Exporting, can be used to 
determine at which level of involvement in a foreign market a company is at the moment 
and where it might be heading. Consequently the two models can describe what a 
company’s next step might be. When it is clear that a company is about to take a step 
towards increased internationalisation an important issue to consider is that it brings a 
high risk and demands great investments.  

2.3 Export – Success or Failure?  
Because of the higher risk and greater demands on investments for the company when 
increasing its involvement in a foreign country, it is important for the company to be 
ready for the competition on international markets. To be ready is necessary before export 
is a way to gain profitability (Bradley, 1991). 
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If export is to come off well, a company needs to fulfil the same condition as in the 
domestic market. That is to be capable to give the customers what they need to a 
reasonable price and in the same time obtain profitability. (Kleen et al, 2003) 

Bradley (1991) illustrates the same line of argument with the figure below and stresses 
that a key to success is to identify the company’s actual or potential resource base and 
match it with the needs of the market.  

 
Figure 2.2 Matching the firm's resources with the market's needs. 
(Bradley, 1991, p. 6) 

The strength of the model presented in Figure 2.2 is that it is very easy to understand, 
although it is more complex than it might appear to be at a first sight. To identify the 
important area of overlap in Figure 2.2 it is necessary to understand both the needs of the 
market and the firm’s actual or potential resource base (Bradley, 1991). 

 Market/Customer needs: The first circle can be seen as unimpressionable 
from a small company’s point of view. Kotler et al (2002) express needs as a state of felt 
deprivation that makes the person do one of two things: look for an object that will satisfy 
it; or try to reduce the need. It is important, especially in regard to international markets, 
to recognize that needs and wants are not the same thing. Needs are often universal but 
the means of satisfying them are different. Wants reflect the customer’s education, culture 
and personality. (Bradley, 1991) 

Wants can also be seen as the form that human needs takes as shaped by culture and 
individual personality (Kotler et al, 2002). To be able to fulfil the customer’s needs it is 
also important to understand their wants. It is because of the difference between needs 
and wants that a company can not always keep the standardized approach that is 
frequently adequate to domestic market, when they enter a foreign market (Bradley, 
1991).   

 Actual or potential resource base: Circle number two can on be seen as 
impressionable from the company’s point of view. According to Hollensen (2001) 
resources include all inputs into the business process and the results from combinations of 
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the various resources are competences. Company resources that are of great importance 
for successful internationalization include financial, technological, production, 
information and organizational elements (Mühlbacher et al, 1999). Though, not all 
companies have the same availability to resources. Characteristic for SMEs are that they 
have limited resources. Well documented are the lack of financial resources and limited 
formal business education. (Hollensen, 2001) Yet are the resources of companies, even of 
the worlds largest, always limited (Mühlbacher et al, 1999).  

Therefore it is important for all companies to know which resources are the most 
important to be successful on the market. It is hardly possibly to analyze all likely 
resources. Any general analysis if a company’s strengths and weaknesses include two 
practical problems: the large number of potential characteristics to look at and the choice 
of criteria to evaluate them (Mühlbacher et al, 1999). The resources that are of greatest 
interest are those that are needed to create the overlap.  

 The area of overlap: According to Bradley (1991) a marketing orientation is 
necessary when it comes to finding the area of overlap between the two circles - the 
company’s resources and the needs of the market. The goal is to identify and manage the 
area of overlap between resources and needs to ensure that the customer gets:  

The product and service benefits desired when and where wanted at an acceptable price 
while producing a profit for the firm. (Bradley, 1991, p. 6) 

In line with the argument and the picture above Mühlbacher et al (1999) consider that 
potential success in international markets depends on the fit between the firm’s 
capabilities and resources and the success factors in the markets. In Figure 2.2 the 
arguments of Mühlbacher et al (1999) can be represented by the overlap area. This area 
will be discussed in an own chapter where the success factors are described. Although 
Mühlbacher et al (1999) also take the line of argument one step further and stresses that 
success factors are the capabilities and resources that a company needs in a market to 
distinguish itself attractively from its competitors and to be able to react to the market’s 
environment.  

Both competitor’s and the environment’s affect on a firm’s potential success is important 
when it comes to a company’s potential achievement in export. This because it is not only 
important to find an area of overlap, it is also important to bear in mind that if a 
competitor has a bigger area of overlap it will be considered more interesting from a 
customer’s point of view. When it comes to the environment it is of great importance 
since it affects both the needs of the market and the firm’s actual or potential resource 
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base. These factors will, because of their great importance, be described in an own chapter 
that will follow.  

If there is an area of overlap between the market’s needs and the firm’s resources that is 
big enough (taken to consideration the competitors and the environment) to give the 
company good conditions for export, there is one last important factor to consider. That is 
how the company shall reach the market. One significant part is the choice of marketing 
channel that is of great importance when it comes to reaching the customers 
(Hammarkvist et al, 2003). Therefore different factors that influence the company’s ability 
to reach a market with special focus on different marketing channels will be discussed 
later in this chapter. 

2.3.1 Competitiveness and Environment 

When a company is trying to find the overlap between their resources and the market 
needs, it is important that they become aware of the environment and other competitors 
influence on the situation.  

The environment affects marketing management’s ability to develop and maintain 
successful transactions with its target customers by offering both opportunities and 
threats. The marketing environment consists of a micro environment and a macro 
environment. The micro environment consists of the forces close to the company that 
affect its ability to serve its customers. Those forces are: the company, suppliers, 
marketing channel firms, customer markets, competitors and publics. The macro 
environment consists of the larger societal forces that affect the whole micro 
environment. (Kotler et al, 2002)  

Next chapter will focus on competitiveness and the firm’s resources will be linked to it 
and mainly described as strengths or weaknesses. After this will a chapter about the macro 
environment follow. 

Competitiveness - a Model in Three Stages 

According to Hollensen (2001) a model in three stages can be used to enable a broader 
understanding of the development of a firm’s international competitiveness. The three 
stages in this model are: analysis of national competitiveness, competition analysis in an 
industry and value chain analysis. The analysis starts at the macro level and then moves 
into the firm’s competitive arena and is concluded by an analysis based on the firm’s value 
chain. Each of the three stages will be discussed below.  
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Stage 1 – National Competitiveness 

The characteristics of the home nation play a central role in a firm’s international success. 
The home base shapes a company’s capacity to innovate rapidly in technology and 
methods and to do so in the right direction. It is also an important determinant of a firm’s 
strengths and weaknesses relative to foreign rivals. (Hollensen, 2001) To assess important 
areas of competitive strengths and weaknesses a framework is provided in the ‘diamond’, 
developed by Michael E. Porter (Porter, 1990).  

 
Figure 2.3 The elements in Porter's diamond. 
(Modified from Porter, 1990. p. 77) 

The four elements in the diamond are important for international competitiveness 
(Porter, 1990). To take a closer look at the different elements in Porter’s (1990) diamond, 
they will be presented one by one: 

Factor conditions: International rivals will differ in the mix and cost of available factors 
and the rate of factor creation (Porter, 1990). The most enduring competitive advantages 
for nations are created by those factors that have least degree of mobility (Hollensen, 
2001). Table 2-1 lists various factors and indicates the mobility of each. 
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Table 2-1 Factor conditions and indications of their mobility. 

 

 

 

 

 

 

 

 

(Hollensen, 2001, p. 78) 

Demand conditions: The nature and size of home demand is represented in this element. 
A product’s fundamental or core design nearly always reflects home market needs. The 
sophistication of the buyer and the size of market are important determinants. Large 
home markets will ensure that firms located at that site develop a cost advantage based on 
scale and often experience as well. (Hollensen, 2001)  

In contrary, companies from smaller countries, confronted with a limited home market, 
are forced to seek growth in foreign markets earlier than their counterparts in larger 
countries. Not having the benefit of scale economies in the home market they are usually 
more inclined to adapt themselves to the demands of the foreign markets. (De Wit & 
Meyer, 2002) 

Related and supporting industries: Nations availability of domestic suppliers, the quality of 
interaction with supplier industries, and the presence if related industries differ. 
Successful companies are often surrounded by international competitive subcontractors. 
(Porter, 1990)   

Firm strategy, structure and rivalry: The domestic competition has a powerful and positive 
effect on the ability to compete on the global marketplace (Hollensen, 2001). It is the most 
important driving force when it comes to the company’s developing and creative skills 
and it is therefore very important for the international competitiveness (Kleen et al, 2003). 
Kleen et al (2003) lay emphasis on that this implies problems for small countries since 
there are not room for companies with international capacity in that many industries.  

Factor 

Low 
 
 
 
  

High  

Climate 
Physical infrastructure 
Natural resources 
Educational system 
Human resources 
Technological infrastructure 
Capital 

 

Degree of mobility 
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Besides the above listed elements there are two more factors that influence the 
competitive advantages. Those are chance and government. Chance has historically 
proven to play an important role. The most important instance of chance involves who 
comes up with a major new idea first. The other factor, government, plays a powerful role 
in encouraging the development of industries. One way is through their effect on other 
elements of the national diamond, mainly factors of production. (Hollensen, 2001) 

Stage 2 – Competition Analysis in the Industry and Networks 

Step number two in understanding the firm’s competitiveness is to look at the competitive 
arena in the industry and further on the network that the company is attached to. One of 
the most useful frameworks for analyzing the competitive structure is ‘Five forces’ 
illustrated in Figure 2.4, developed by Michael E. Porter. Knowledge of the five forces 
highlights the critical strengths and weaknesses of the company and shows its position in 
the industry. Structure analysis is also fundamental for formulating competitive strategy. 
(Hollensen, 2001) 

Before the five forces framework is explained two key terms need to be defined. An 
industry is a group of firms that offer a product or a class of products that are close 
substitutes for each other (Kotler et al, 2002). A market is a set of actual and potential 
buyers of a product and sellers (Hollensen, 2001).  

 
Figure 2.4 Porter's five forces. 
(Porter in de Wit & Meyer, 2002, p. 346). 
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Each of the five forces in Porter’s model compromises a number of elements that combine 
to determine the strength of each force and its effect on the degree of competition 
(Hollensen, 2001). The five forces will now be discussed one by one. 

Industry competitors: The intensity of rivalry between existing competitors on the market 
depends on a number of factors (Hollensen, 2001):  

o The concentration of the industry: Many competitors of equal size lead to more 
intense rivalry. 

o Rate of market growth:  Slow growth will tend towards greater rivalry. 

o Structure of cost:  High fixed costs encourage price cutting to fill capacity. 

o Degree of differentiation: Commodity products encourage rivalry. 

o Switching costs: When switching costs are high rivalry is reduced. Switching costs 
are high for example when the product is specialized to the customer or when the 
customer has invested a lot of resources in learning how to use the product. 

o Exit barriers: When barriers are high rivalry will be more intense. Exit barriers are 
high when for example there is a lack of opportunities elsewhere. 

Suppliers: A firm’s profitability can be highly influenced by the cost of raw materials and 
components. The bargaining power of suppliers has a major bearing on the costs. The 
higher the bargaining power the higher the cost. Following circumstances makes the 
bargaining power of suppliers high (Hollensen, 2001): 

o A few concentrated companies dominate the supply. 

o Their products are unique or differentiated/ the switching costs are high. 

o They are not obliged to contend with other products for sale to the industry. 

o They pose a credible threat of integrating forwards. 

o Buyers do not threaten to integrate backwards. 

o The market is not an important customer to the supplier group. 



 

21 

 

Buyers:  The bargaining power of buyers can also have a major bearing on a firm’s 
profitability. The bargaining power of buyers is higher in the following circumstances 
(Hollensen, 2001):  

o Buyers are concentrated and/or purchase in large volumes. 

o They pose a credible threat of integrating backwards. 

o Products they purchase are standard or undifferentiated. 

o There are many suppliers of the product. 

o Buyers earn low profits. 

o The quality of the purchased product is less important than the price. 

Substitutes: The presence of substitute products can reduce industry attractiveness and 
profitability. It is more likely that competitors will enter the market if the industry is 
successful and earning high profits. The threat of substitute products depend on the 
following factors (Hollensen, 2001): 

o The buyer’s willingness to substitute. 

o The relative price and performance of substitutes. 

o The cost of switching to substitutes. 

New entrants: New entrants can increase the degree of competition in an industry. The 
threat of new entrants is largely a function of the extent to which barriers to entry the 
market exist. Some key factors that affect entry barriers are (Hollensen, 2001): 

o Economic of scale. 

o Product differentiation and brand identity. 

o Capital requirements in production. 

o Switching costs. 

o Access to distribution channel. 

Porter’s original model is based on the hypothesis that the competitive advantage of the 
firm is best developed in a very competitive market with intense rivalry relations. Over 
the last decade the positive role of cooperative arrangements between industry 
participants have been emphasized instead. An all-or-nothing choice between competitive 
or collaborative advantage would however be a false one. The real strategic choice 
problem is where to collaborate, and where to act competitively. Therefore collaborative 
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and competitive endeavours need to be brought together and both viewpoints need to be 
analyzed. (Hollensen, 2001)  

The five forces framework provides an analysis for considering how to squeeze the 
maximum competitive gain out of the context in which the business is located – or how to 
minimize the prospect of being squeezed by it – on the five competitive dimensions that it 
confronts (Hollensen, 2001). It is therefore an important aspect of a firm’s competitive-
ness, but it needs to be completed with a collaborative framework. Especially for SMEs 
that are about to enter a foreign market, knowledge about how to build networks is very 
important (Karlsson H in Exportrådet, 1999). 

Hammarkvist et al (2003) discuss networks and cooperative arrangements between indus-
try participants where an important basis is that the individual company has important 
relations to other companies. The company can be seen as part of a network of companies. 
The network consists of customers, competitors, suppliers and intermediaries. Different 
networks of companies are also linked to each other and are parts of a total industrial 
network. An analysis of an individual company has to be conducted by looking upon the 
company as a part of a network of companies that in turn is a part of the total industrial 
network.  

If a company wants to succeed in a new network it must first be conscious about its 
present one. Although, of course the company also needs to know how the new network 
works. When analyzing a network, it is important to look at the number of actors within 
it and the bonds between them. The bonds can be based upon: 

o Technical aspects: Adjusting technical knowledge to each other. 

o Time: Coordinating activities in time. 

o Knowledge: A relation is a learning process. 

o Social aspects: Personal contact. 

o Financial and legal aspects: Often completes the other bonds. 

By studying what kind of bonds that exist a clear view of the conditions in the network 
can be established. Networks that have strong bonds between the actors are often 
characterized by well-defined roles between the actors and are therefore difficult to 
change. This means that it is difficult for new companies to enter the network. In 
networks with loose bonds between the actors it is generally easier for a change to occur, 
since the roles are more diffuse and every actor are changeable. (Hammarkvist et al, 2003) 
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Stage 3 – Value Chain Analysis 

The last stage in Hollensen’s (2001) analysis model of international competitiveness looks 
at what creates a competitive advantage at the same competitive level, among industry 
competitors.  

According to the competitive triangle firms have competitive advantages if they offer 
products with the following: a higher perceived value to the customer and lower relative 
costs than competing firms. The triangle indicates that there is an intricate relationship 
between perceived value, relative costs and performance. The more value customers 
perceive in a market offering compared to competing offerings and the lower the cost in 
producing the value relative to competing producers, the higher the performance of the 
business. Though there is no one-dimensional measure of competitive advantage and 
perceived value and relative costs have to be assessed simultaneously. (Hollensen, 2001)   

Perceived value is the customer’s overall evaluation of the product/service offered. Unless 
the product/service that is offered can be distinguished from its competitors, there is a 
strong likelihood that the market place will view it as a ‘commodity’, and so the sale will 
tend to go to the cheapest supplier. (Hollensen, 2001) 

The important value differentiation can be gained anywhere in the value chain, see Figure 
2.5. Each activity in the business system adds perceived value to the product/sale. From 
the customer’s point of view, value is the perceived stream of benefits that accurate from 
obtaining the product/service. Price is what the customer is willing to pay for the stream 
of benefits. (Hollensen, 2001)  

Each activity in the value chain is performed at a cost which sets a lower limit to the 
price. A firm’s cost position depends on the configuration of the activities in its value 
chain versus that of competitors. Creating a relative cost advantage requires an 
understanding of the factors that affect costs. (Hollensen, 2001) 
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Figure 2.5 Porter's value chain and the value activities. 
(Modified from Hollensen, 2001, p. 276) 

The Value activities in Figure 2.5 can be divided into two types, primary activities and 
support activities. The primary activities are the activities involved in the physical 
creation of the product, its sale and transfer to the customer, as well as after-sale 
assistance. They are grouped into five main areas: inbound logistics, operations, outbound 
logistics, marketing & sales and service. Each of these is linked to support activities. The 
support activities can be divided into four areas: procurement – the process of acquiring 
the various inputs, technology development, human resource management and 
infrastructure. (Hollensen, 2001) 

In understanding the competitive advantage of an organization, the strategic importance 
of the following two types of linkage between the activities in the value chain should be 
analyzed in order to assess how they contribute to cost reduction or value added. The first 
kind is internal linkages between activities within the same value chain. Sub-optimization 
of a single value chain activity should be avoided. For example if operations looks good 
and are optimized to high-volume, low-variety, low-unit-cost production while the 
marketing team are selling quickness, flexibility and variety to the customer. The links 
between two activities should instead be aimed to create competitive advantages. 
(Hollensen, 2001) 
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The other kind is external linkages between different value chains ‘owned’ by different 
actors in the total value system. In understanding how value is created it is usually not 
enough to look at the firm’s internal value chain alone. Much of the value will occur in 
the supply and distribution chains and this whole process needs to be analyzed and 
understood. Gaining and sustaining competitive advantage depends on understanding not 
only a firm’s value chain but how the firm fits the overall value system. (Hollensen, 2001) 

If a firm wants to find out its competitive advantages or competences, using competitive 
benchmarking can be a complementary to value chain analysis. It is a technique where 
marketplace performance of the firm is compared to a ‘first-class’ competitor. The 
measured activities are chosen on the basis of their importance to the customer. 
(Hollensen, 2001) 

Mühlbacher et al (1999) supports the proposed analysis in Hollensen’s (2001) stage 3 by 
arguing that to determine its potential for success in a market; a company has to find out if 
it will be able to differentiate itself attractively from the major competitors at a profit. For 
that purpose, management must identify the current state of the firm’s internal 
characteristics, evaluate them, and compare them to the characteristics of the major 
competitors.  

The three stages in Hollensen’s (2001) model covers to a large extent the micro 
environment, with exception for publics that might need to be considered. A public is any 
group that has an actual or potential interest in or impact on an organization’s ability to 
achieve its objectives (Kotler et al, 2002). Parts of the macro environment are also covered 
in the first step, but since some essential aspects are missing the next chapter will be 
dedicated to highlight them. 

Macro Environment 

Doing international business successfully requires firms to take a broad market 
perspective. It is important to understand the international marketing environment 
(Kotler et al, 2002). If the market is divided into different segments, the most important 
dimensions of the macro environment for each segment have to be analyzed (Mühlbacher 
et al, 1999). According to Kotler et al (2002), are the following factors in the environment 
of the chosen market/markets important:  

Political-legal factors: Laws and regulations that are set by the government, interest 
groups or other institutions needs to be studied. The political environment signals if a 
country is stabile or not.  
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Economic-demographic forces: Each country’s economy needs to be studied. The bank-
system, credit market, taxes, what the population looks like and its purchasing behaviour 
are interesting factors. Two economic factors reflect the country’s attractiveness as a 
market: the country’s industrial structure and its income distribution.  

Socio-cultural forces: The socio-cultural actors are media, community, religious groups 
and opinion leaders. They affect society and the individual’s basic values, perceptions, 
preferences and behaviours. Each country has its own traditions, norms and taboos. The 
cultural barriers in a target country must be identified. 

Technological environment: Includes what the technological development looks like 
today. When doing business with a foreign country it is important to know what the level 
of and expectations on technology are. Countries differ when it comes to technology. 

The international trade system: Companies looking abroad must develop an understanding 
of the international trade system. When selling to another country the firm faces various 
trade restrictions such as tariffs, quotas, embargos, exchange controls and non-tariff 
barriers. 

The World Trade Organization: In general, the WTO acts as an umbrella organisation and 
one of the important parts are GATT. The General Agreement in Tariffs and Trade 
(GATT) is a 50-year-old treaty designed to promote world trade by reducing tariffs and 
other international trade barriers.  

Regional free-trade zones: Some countries have formed free-trade zones or economic 
communities – groups of nations organized to secure common goals in the regulation of 
international trade. 

The first four factors in the list above are known as PEST (Political-legal, Economic-
demographic, Socio-cultural and Technological). Of course there are many distinct 
components that can affect the environment, but the components in PEST are the most 
influential (Kotler et al, 2002). All exporting companies also have to take the three last 
factors in the list in consideration. One could argue that there should be a category for 
other factors such as geographical aspects and infrastructure; but the aspects listed above 
are in general considered to be the most important factors. Though, it is important to be 
aware that other factors than the listed above might be important in individual cases. 
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2.3.2 Finding the Overlap between Needs and Resources 

To find indications of which characteristics of firms that are relevant and the level of 
competence to be achieved on each of the important characteristics is it necessary to 
determine the core and success factors of the market (Mühlbacher et al, 1999). Those 
factors are of great importance for a company seeking out the possible area of overlap 
between market/customer needs and the firm’s resources, illustrated in Figure 2.6 below. 

 
Figure 2.6 The area of overlap that a company has to find. 
(Modified from Bradley, 1991, p. 6) 

When searching for the success factors in a market, a company has to make clear 
distinction between success factors and core factors (Mühlbacher et al, 1999). Hill (2000) 
describes order qualifiers and order winners, which correspond to core factors and success 
factors. Core factors/order qualifiers are the capabilities and resources a company needs to 
be considered as a relevant supplier by the customer and other important stakeholders in 
the market and to survive present and future threats from the macro environment (Hill, 
2000; Mühlbacher et al, 1999). Success factors/order winners are the capabilities and 
resources a company needs to be considered an attractive supplier by the customer and 
other important stakeholders in this market, and to be able to profit from present and 
future opportunities from the macro environment (Hill, 2000; Mühlbacher et al, 1999). 
According to Mühlbacher et al (1999) all other capabilities and resources can be regarded 
as slack. Those are of less interest when it comes to finding the overlap area.   

The best way to determine the important success factors in a market is to identify the 
expectations concerning the satisfaction of needs and aspirations concerning the solution 
of problems of the customers and stakeholders in the markets. Because of the diversity of 
aspirations and expectations in most cases segments of customers and stakeholders have to 
be formed before the success factors in each of those segments can be found. (Mühlbacher 
et al, 1999)  
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Segmenting is dividing a market into distinct group of buyers with different needs, 
characteristics or behaviour. There is no single way to segment a market. Different 
segmentation variables, alone and in combination, can be used to view the market 
structure. The major variables used in segmenting consumer markets are geographic, 
demographic, psychographic and behavioural ones. Consumer and business markets can to 
a large extent be segmented by the same variables. Yet business marketers can use some 
additional ones: operating characteristics, buying approaches, situational factors and 
personal characteristics. In all cases, market segments must have the following 
characteristics to be useful: measurability (size, buying power and profiles), accessibility 
(can it be easily reached and served?), sustainability (is it large and profitable enough to 
serve?), action ability (the degree to which effective programs can be designed for 
attracting and serving a given market segment). (Kotler et al, 2002) 

Segmentation will result in a number of customer groups that are not equally attractive to 
serve. To reduce the amount of work, only the most attractive segments should be 
considered in the following steps. (Mühlbacher et al, 1999)  

When the segments are formed, the first step towards deriving core and success factors is 
to identify and list the customer group and most important stakeholders in the given 
segments. They have specific aspirations and expectations concerning companies doing 
business in the market and the outcomes of their activities. Such aspirations should be 
distinguished into three categories: must-be, should-be and may-be. Capabilities and 
resources needed to satisfy expectations belonging to the ‘must-be’ category are classified 
as ‘core factors’. The list of core factors in a market is completed by the capabilities and 
resources the firm needs to counter existing and potential threats stemming from 
important dimensions in the macro environment. (Mühlbacher et al, 1999) 

Additional success factors are based on existing as well as potential future opportunities 
from important dimensions of a markets macro environment and capabilities and 
resources needed to satisfy aspirations and expectations from the ‘should-be’ and ‘may-be’ 
categories. (Mühlbacher et al, 1999) 

2.3.3 For the Sake of Clarity – SWOT 

One function with the frame of reference is to find out which information is needed to 
answer the purpose of the thesis. The gathered information most probably ends up a bit 
difficult to overview. Nevertheless it is important to gather a lot of information. 

Knowledge and information are the keys to success. The intelligence used to build the 
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detailed objectives and strategy of a business is called strategic audit. The strategic audit 
covers the gathering of vital information and it has two parts: the external and internal 
audit. The external audit contains a detailed examination of the markets competition, 
business and economic environment in which the organization operates. The internal 
audit consists of an evaluation of the firm’s entire value chain. Another source of 
information is the financial statements. This is important for basic understanding the state 
of a company and seeing how it is developing. (Kotler et al, 2002) 

Chapter 2.3.1 has covered the external and internal audit. The tools provided in this 
chapter aim at gathering the important information in a structured way. The external 
audit starts with competitiveness at a national level with Porter’s diamond. The diamond 
is a well known tool for assessing the national competitiveness. The next part in the 
external audit is the industry level and networks. Here are both Porter’s five forces and 
Hammarkvist’s network theories presented. Both are very important and complement 
each other. The part about value chain in chapter can be used both for the external and 
the internal audit. The value chain for the company alone is clearly a part of the internal 
audit, but when the value chain is used to compare the company with competitors it is a 
part of the external audit. The last part in chapter 2.3.1 about macro environment that 
introduces PEST and other important factors for export is a part of the external audit. The 
other source of information, financial statements, has not been included in the Frame of 
Reference, but it is of course nevertheless important information to gather to complement 
the strategic audit.  

The total strategic audit contains a wealth of data of differing importance and reliability. 
To show the critical items from the internal and external audit a SWOT (Strengths, 
Weaknesses, Opportunities and Threats) analysis can be used to distil the data. SWOT 
analysis draws the critical strengths, weaknesses, opportunities and threats from the 
strategic audit and shows where a business should focus its attention. (Kotler et al, 2002) 

The strengths and weaknesses of a company are identified internally as competitive 
advantages (Hax in de Wit & Meyer, 2002). Though, strengths and weaknesses in the 
SWOT analysis do not list all features of a company, but only those relating to critical 
success factors (Kotler et al, 2002). Chapter 2.3.2 is very useful for the purpose to find the 
important strengths and weaknesses since it presents success factors and how to find 
them.  

To find the threats and opportunities a company must look external and recognize its 
relative industry attractiveness and trends, and the characteristics of the major 
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competitors (Hax in de Wit & Meyer, 2002). According to Kotler et al (2002) it is 
necessary to identify the main threats and opportunities that a company faces, but not all 
threats and opportunities call for the same attention or concern. For threats the likelihood 
and the potential damage each could cause should be assessed. For opportunities, the 
potential attractiveness and the company’s probability for success should be assessed.  

When the SWOT analysis is conducted the role of strategy is to achieve a viable match 
between a company’s external environment and their internal capabilities (Hax in de Wit 
& Meyer, 2002). Next chapter, 2.3.4, will discuss some of the strategic choices that an 
exporting company meets.  

2.3.4 Choices if there is an Overlap - with Focus on Market Channels 

If there is a match between the firm’s actual or potential resource base and the 
market/customer needs in one or more segments of the market - the firm needs a good 
marketing mix to reach the market successfully. The SWOT analysis presented in chapter 
2.3.3 helps to sort out important information for strategic choices. 

With starting point from the market interrelationships of the value chain, see Figure 2.5, a 
differentiation advantage can be created by using the traditional 4-p marketing mix 
(Hollensen, 2001). The marketing mix consists of everything the firm can do to influence 
the demand for its product (Kotler et al, 2002). According to Kotler et al (2002) the many 
possibilities gather into four groups of variables: 

Product: Means the totality of goods and services that the company offers to the target 
market. On a foreign market the product can either be marketed without any change or 
some change to meet local conditions. The company can also choose to invent a totally 
new product.  

Promotion: Means activities that communicate the merits of the product and persuade 
target customers to buy it. Companies can either adopt the same promotion strategy in 
different countries or change it for each local market. 

Price: Is what customers pay to get the product. Regardless of how companies go about 
pricing their products, their foreign prices will probably be higher than their domestic 
prices. 

Distribution channel (place): Includes activities that make the product available to target 
customers. This is a central question when it comes to export so the different alternatives 
will therefore be discussed.  
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Figure 2.7 Different channels that can be used to reach a foreign market. 
(Modified from Kleen et al, 2003, p. 98) 

The alternative to chose local manufacturing is usually not an option for SMEs and it will 
therefore not be further discussed. 

If a company is interested in indirect export, there are two alternatives: trading house or 
export agent. Through indirect export the company can start exporting without any 
capital investments since the start-up costs are low and the risks minimal. Indirect export 
does not make heavy demands on export experience, but on the other hand the company 
will not have any direct contact with the foreign market either. This makes it difficult for 
the company to build any knowledge about the market. (Kleen et al, 2003)  

For direct export there are five different alternatives: directly to customer, branch office, 
representative, export collaboration or Sales Company. Through direct export the 
company has more contact with the foreign market, either direct with the customer or 
through a middleman. Compared to indirect export, direct export is often associated with 
higher risks, more investments and/or higher demands on experience. (Kleen et al, 2003) 
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To choose the right distribution channel there are some questions that the company needs 
to answer (Kleen et al, 2003): 

o Which resources are necessary for successful marketing in the chosen market? 

o How important is control over the marketing arrangements? 

o How are the marketing efforts going to be allocated? 

o What are the risks with each alternative? 

o What channels are available? 

o How much will the channel cost and how big will the income be? 

It is also important to remember that a company that seeks to establish a distribution 
channel in a new market must deal with an existing network of relationship (Mühlbacher 
et al, 1999). According to Hollensen (2001) a firm must have established a competitive 
basis consisting of resources, competences and relations to others to be able to participate 
in the international competitive arena. If an area of overlap between the company’s 
resources and the market’s demands is found the company obviously has the necessary 
resources and competences, but the relations still might be missing. 

In networks with strong bonds are often the best distribution channels already taken 
(Hammarkvist et al, 2003). This implies that the question about “Which channels are 
available?” is a very important one, although the company still has to be able to evaluate 
the different available alternatives. Therefore a short description of the alternatives, sorted 
under indirect export and export, will follow in Table 2-2 Different market channels. 
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Table 2-2 Different market channels. 

Indirect export channel Short description Pros and cons              

Trading House The trading house buys 
the product and takes 
care of all export 
activities. 

Low risk, low investments, 
no experience needed. 

No customer/market 
contact. 

 

Export Agent Operates in the domestic 
market and sells the 
products in foreign 
markets commissioned by 
the manufacturer. 

 

Low risk, low investments, 
no experience needed. 

No customer/market 
contact. 

Export channel Short description Pros and cons 

Directly to customer The company is selling 
directly to the customer 
without middleman. 

Low selling costs, good 
contact with the market.  

Demands high export 
competence.  

Branch office The company establishes 
an operational unit in the 
foreign market. The 
parent company is 
responsible for all 
activities.  

Good contact with the 
market and good control.  

The parent company is 
juridical responsible. 

Demands knowledge about 
the market and 
investments. 
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Representative A detached marketing or-
ganization. There are 
three different forms: 

1. Provision agent – 
mediates the contact bet-
ween the buyer and the 
seller. 

2. Commission agent – 
sells the product for the 
exporting company, but 
in the commission agent’s 
name.  

3. Retail dealer – 
independent company 
that buys the products 
and sells them to other 
middlemen or end cust-
omers. 

 

Limited resources are 
needed, has knowledge 
about the market, quick 
access. 

Less control. 

Export collaboration Two or more companies 
collaborate concerning 
export activities. 

 

Limited resources needed, 
spreading of risks. 

Demands co-operation. 

Sales company 

 

A marketing organization 
in the foreign country 
that is controlled and 
own by the exporting 
company, but responsible 
for it’s own activities 

 

Good contact with the 
market, control.  

Large financial and 
knowledge demands. 

(based on Kleen et al (2003) and Moberg (1990))
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3 Analysis Model and Focused Questions 

This chapter presents an analysis model based on the Frame of Reference. To answer the 
purpose of this thesis, the model will further be broken down to focused researched 
questions. 

3.1 Analysis Model 
The theories presented in The Frame of Reference can be summed up in the following 
model illustrated in Figure 3.1. The model presents the different theories in a, for the 
analysis, consecutive order. The goal is to sum up how the Frame of Reference can be used 
to answer the purpose that is to analyze the possibilities of small and medium sized 
wooden door manufacturers, in the area of Santa Cruz, to export to the Swedish market 
with main focus on their export maturity. 

 
Figure 3.1 A model for the analysis. 

The upper arrows in the figure indicate what is intended to be investigated in each stage 
and the grey boxes below tell which theories are central. The analysis is supposed to start 
in the first arrow and then move on to the next arrow when the starting point is made 
clear. The main focus in this study will be in arrow number two, where the possibilities 
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for successful export are examined, although the thesis would be limping without the 
other two arrows. Arrow number one is, together with arrow number two, important 
when it comes to examine the export maturity, see chapter 1.2. Arrow number three will 
only be a subject of analysis if there are conditions for successful export.  

All three arrows are central when it comes to recommendations about how to benefit by 
the given circumstances while arrow number two is mainly in focus if the question is how 
the companies can create better opportunities for export. That question implies that the 
company needs to create a greater area of overlap between their resources and the 
market/customer needs.  

3.2 Focused Research Questions 
Based on the analysis model the purpose of this study has been broken down into relevant 
and concrete questions listed below. 

3.2.1 Understanding the Starting Point 

o What are the company’s motives to export? 

o Which degree of involvement in the foreign market is the company in today? 

3.2.2 Conditions for Successful Export  

Since the main emphasis of this study will be in this stage of the analysis, it has been 
further broken down into two different parts based on the chapters in the Frame of 
Reference. This sorting aims at clarifying the origin of the questions. 

Competitiveness/Environment 

o Which important strengths and weaknesses can be identified from the 
characteristics of Bolivia, the home nation? 

o How is the competitive arena in the wooden door industry? 

o How can the network that the company is a part of be described? 

o How can the network in the Swedish market be described? 

o What creates competitive advantage for the company compared to competitors at 
the same competitive level? 

o How does the macro environment affect the situation? 
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Finding the Overlap 

o What are the core and success factors of the Swedish market? 

o If the Swedish market can be segmented, which segments can be identified? 

o Which segments are most interesting? 

o Which are the companies’ important strengths, weaknesses, opportunities and 
threats? 

3.2.3 Reaching the Market 

o How can the company reach the Swedish market?  

3.3 Delimitations  
The aim of this thesis and thereby the Frame of Reference are rather broad and it is 
therefore necessary to make delimitations which lead to that some of the areas will not be 
covered in depth. Areas that are only meant to be cursory investigated are the choice of 
marketing channel and benchmarking that only will be very briefly discussed. The Frame 
of Reference and the analysis model are also to a high extent focused on the company’s 
conditions and consequently not so much on the market’s conditions. The market 
research will therefore not be as in-depth as the study of the companies and the Bolivian 
wood industry. This is in line with the aim of this thesis that clearly says that the 
companies’ export maturity is in focus, but it is still a difficult question to answer how 
much market information that is needed to make the study relevant.  

Another aspect that only will be very briefly investigated is the competition in the 
wooden door industry and the existing networks. There is no question that these are 
important areas, but the time and cost limits of this thesis makes it impossible to conduct 
an in depth investigation. The field study is supposed to be conducted mainly in Santa 
Cruz, Bolivia, which makes it difficult to get a clear picture of the industry in general. The 
allocation of the field study and the limited time that can be spent there also limits the 
number of available companies to study. During the time period of 13 weeks that we spent 
in Santa Cruz two relevant companies were possible to study.  

Further, there are two areas that are not very well covered by the analysis model that still 
might affect the possibilities for Bolivian companies to export to the Swedish market. 
Cultural differences are one. The analysis of the macro environment covers this area to 
some extent, but not in-depth. This Master Thesis will only handle the cultural 
differences briefly. This is a necessary delimitation since cultural differences could cover a 
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Master Thesis itself. The other area, one that is very central when exporting, is laws and 
regulations, including the macro environment factors: the international trade system, the 
World Trade Organization and regional free-trade zones. This can be seen as a subject that 
is of more interest later in the process, when the company knows that it has the necessary 
export maturity to export, but it still also might affect the decision whether a market is 
suitable or not.  
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4 Method and Performance 

In this chapter the methodological foundation on which the study is based on, is 
presented. First the research approach will be described. Then the chapter will continue 
with explaining how this particular study was designed and executed, divided into three 
phases: pre-study, field study and analysis. Finally the validity and reliability of the 
research findings will be discussed.   

The pre-study started in Linköping, Sweden in June 2005. The study then continued in 
September the same year in Santa Cruz, Bolivia with the collection of data and analysis 
during a period of eight weeks. Parts of the analysis were also made in Sweden later in 
December.  

4.1 Research Approach 
It is important to address the choice of methodological approach, since this reflects on the 
result obtained in the study (Holme et al, 1997). The author should be aware of the 
different research approaches and the meaning of them, as well as making a decision of 
approach in order to be able to make the right conclusions (Lekvall & Wahlbin, 2001).  

The positivism and hermeneutics are two starting points of theories of science, which are 
each other’s extremes. According to Arbnor & Bjerke (1994), a positivistic approach is 
constructed on formal logics and facts. It is characterized by abstractions and 
generalizations and through these; theories can be constructed and used when testing 
hypotheses.  

The positivists or explainers as Arbnor and Bjerke prefer to call them, try to describe and 
explain. At the opposite of this analytic approach, the hermeneutics applies an actor 
approach. They try to obtain a comprehension of the entirety. The hermeneutic tradition 
realizes that is neither possible nor desirable to reach objectivity. According to them the 
root for every research is the basic values, norms and the pre-understanding that every 
researcher has.  

This study is not purely positivistic or hermeneutical. We agree with the hermeneutics 
that total objectivity is not possible. Our own values have probably affected our way of 
interpreting the research material. At the same time, we have taken a positivistic 
approach, when we have tried to objectively look at fact based information. 
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4.2 Pre-study Phase 
The pre-study was of an exploratory nature, which means that the purpose was to stage 
information and to give basic knowledge about the subject. This gives an understanding 
regarding the problem and thereby clarifies tasks for future investigations. An exploratory 
study also helps breaking down the problem into more precise questions and gives a basis 
on which the rest of the study stands. (Lekvall & Wahlbin, 2001)   

Our pre-study began in Sweden January 2005 with searching for background facts and 
formulating the problem. This was done with help from Hans Gustafsson, member of the 
co-operation between UPSA (Universidad Privada de Santa Cruz), University of 
Linköping and Sida. In May the same year, we took a two day preparatory course at Sida’s 
training centre in Göteborg. Meetings and lessons on developing countries and aid was 
arranged in order to prepare us for working and living in a developing country.  

Further the pre-study continued in June 2005 with studying background information, 
which later resulted in the purpose of this thesis. With starting point from the 
background and the purpose, the Frame of Reference was constructed. From the Frame of 
Reference the purpose could be broken down into specific research questions.  

Besides the construction of the Frame of Reference the pre-study phase also included a 
market analysis to investigate the Swedish customers and market. 

4.2.1 The Construction of the Frame of Reference   

When constructing the Frame of Reference we used books and articles. We have tried to 
choose theories that are well-known and thereby accepted as reliable sources; still there is 
a risk that the authors and theories that we have studied are not totally reliable. Our 
personal experiences, beliefs and values have probably in addition influenced our choice 
of theories and also how we have interpreted them. It is difficult to say in what degree we 
have influenced the construction of the Frame of Reference, but we can say that the 
Frame of Reference is not completely objective.  

Lekvall & Wahlbin (2001) stresses the importance of conducting a so called desk study in 
order to get knowledge and ideas in a specific area before collecting data by yourself, so 
called primary data. The purpose of a literature study is to get a general view of different 
theories in the beginning and afterward go deeper on a specific area. Another purpose is 
to investigate relevant literature and discuss different angels. (Bell, 2000) We have tried to 
use as many different theories and authors as possible and relevant. By doing this and by 
discussing the theories from different angels, we have increased our possibility to find the 
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source for the purpose of this study. Among these theories there are many similarities but 
no complete model that suits our purpose. Because of this, we have created our own 
model. According to Lekvall and Wahlbin (2001) it is necessary to do this, in order to get 
a model that exactly corresponds to the conditions. It is probably the most important way 
to reach a high quality result (Lekvall & Wahlbin, 2001).  

4.2.2 Market Analysis of the Swedish Market 

To get an understanding of the market we studied secondary data concerning the Swedish 
market for solid wood doors, additionally as we collected primary data trough a number of 
interviews. 

Secondary data is data that already is collected and complied for another purpose. The 
terminology is not implying information of secondary class, but information that is used 
in second hand. Secondary data has often the same quality as primary data, but there are 
sources, like the Internet, for which the credibility and reliability can be doubted. 
(Lekvall & Wahlbin, 2001) Some secondary data may be a distortion of the reality and 
angled in certain directions. It is important to be critical of the source and therefore we 
have tried to use only well-known Internet sites. The main problem with using secondary 
data is that it has usually been collected for other purposes then one’s own. This may lead 
to that definitions and methods not always matches the purpose (Lekvall & Wahlbin, 
2001).   

The interviews were done with a number of identified key persons, with relevant 
knowledge in the area of interest. The respondents were found at the University of 
Linköping as well as with help from sources like Internet. They have all done some kind 
of research concerning the Swedish market for solid wood doors.  

We also e-mailed a large number of retailers a questionnaire dealing with their overall 
picture of the market and their customers’ demands. This gave us an insight of the market 
and a clue what to further look for. 

4.3 The Field Study  
According to Lekvall & Wahlbin (2001) the case study approach is a common way of 
conducting a study if the question areas are somewhat clear from the beginning. Most 
often interviews, surveys or observations are used as the method of data collection. 
Peculiar for a case study is that it is performed on a small group and focus is on many or 
even all of the factors that may effect the situation (Merriam, 1994). 
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The collection of data in Santa Cruz, Bolivia started in the beginning of September 2005 
and was made over a time period of eight weeks with a case study approach. According to 
Lekvall & Wahlbin (2001) the collected data can either be qualitative or quantitative. Both 
the methods can be argued for. A quantitative method, like a questionnaire for managers 
and other concerned respondents to fill in, would give the opportunity to do statistical 
calculation of the result with the help of different mathematical models. Another 
advantage would be that data collection would pass easily with no major obstacles. 
However, the case study approach is usually conducted with a qualitative method, like 
interviews. That is the method that we chose. One of the arguments for this method is 
that it could give us detailed and profound information. It is also flexible and gave us the 
opportunity to follow up ideas, reflect over the answers and ask further questions to 
clarify things. The choice of method is also dependent on the researcher’s purpose. It goes 
usually hand in hand with the suitable analysis method. (Lekvall & Wahlbin, 2001) In this 
case the purpose is to get a clear overview over a specific situation and then the qualitative 
method is useful. 

4.3.1 Case Selection 

The cases were selected in cooperation with our tutor Professor Gaston Meija at UPSA 
University. As we were stationed in Santa Cruz, the cases were chosen within the area.  
We conducted our study on two different companies and with the help of two 
organisations working with questions concerning the Bolivian wood industry. The 
selection of the companies was made mainly of practical reasons. The companies were 
interested in taking part in our study and were stationed not to far from the city. The 
selection of the organisations came later in the process and was partly dependent on what 
crossed our path. In total we made seven formal interviews. The interviews were only 
made in the form of personal visits and of varying length.  

The two companies showed equal great interest in contributing to our study, but still 
there are differences in how big part of the study each company have. This has to do with 
the fact that one of the companies not yet have an up-running production for wooden 
doors and also that the other company have a greater experience in students visiting them 
and are therefore used to answering questions of this type. 
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4.3.2 The Interviews 

Lekvall & Wahlbin (2001) stress that an interview-guide should be used during 
interviews. The purpose with the interview-guide is to give the interview some structure 
and give the respondent an idea about the main areas of interest. Our interview-guide was 
constructed in line with our Frame of Reference and can be found in Appendix 1. To 
make it easy to follow, the questions were put in logical order. This loose structure was 
suitable because we wanted the respondent to feel free to leave the specific question and 
go beyond. This way we would get the opportunity to find new interesting viewpoints. 
We also clarified for the respondent, before the interview started the purpose of the 
interview and if the information should be confidential or not. Hopefully this made the 
respondent comfortable and thereby more willing to reveal all the facts.  

Interviews can be conducted in different ways and ours were semi structured. This means 
that the interview is started with open questions to be discussed. Throughout the 
interview, the questions become more and more precise and cover all the areas that have 
not yet been discussed. The reason for this is that as much as possible will be discussed 
during the free part of the interview. (Bell, 2000) 

Immediately after each interview the collected data were put together and discussed. The 
result of this is presented in chapter six and analysed in line with our Frame of Reference 
in chapter 8. 

4.4 The Quality of the Study 
When conducting the analysis, it is important to check the quality. In a qualitative 
investigation, there are fewer methods with this purpose, than in a quantitative 
investigation were several statistic methods can be used. This makes it harder to control 
the quality. Measurement errors concern the measurement instrument’s capacity to get 
the true value out of the measuring of every studied unit. Measurement errors are divided 
into validity and reliability. (Lekvall & Wahlbin, 2001) 

4.4.1 Validity  

According to Lekvall and Wahlbin (2001) validity concerns if the method used is 
measuring what is supposed to be measured and if the findings is what they appear to be 
about - meaning that the validity in a survey can be defined as the absence of systematic 
errors. 
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To deal with the validity problem the purpose has been worked as a red line throughout 
the thesis. The research questions were broken down into relevant questions in the 
interview guide, to insure that the right data was collected to fulfil our purpose. Another 
way of dealing with the validity problem was to assure that the respondents were aware of 
what we were measuring. This was done by constructing and sending an interview guide 
to the respondents before the interview, so they could be better prepared. We also made 
sure to find and interview the right people within the two companies, depending on their 
experience and knowledge. Finally the analysis is based on the Frame of Reference to 
make sure that the purpose is fulfilled.   

Still there are some possible sources of errors that could have occurred during the 
interviews. First, the problem to find information that the respondents are willing to 
reveal. We found that economical figures for the companies were difficult to obtain 
information about. Sometimes it was also necessary to specify a certain question to get the 
answer we were looking for. This might have affected the respondent’s answer. The 
second source of error is the language problem. Almost all of the interviews were in 
English, but it happened that the respondent only spoke Spanish. In this case we got help 
from another employee to translate, and this might have caused some errors because of 
the fact that she was not a professional translator. Otherwise the interviews could be done 
without disturbance and the language problem probably only caused some minor errors. 
Another source of problem could be the culture differences and the fact that Bolivia is a 
developing country. The cultural differences have probably resulted in some 
communicational problems, like for example errors in interpreting the body language. We 
also believe that Bolivia being a developing country might have affected our study in some 
way. It is hard for us to completely understand the situation in Bolivia. Still we think that 
being in the country helped us to improve our knowledge in this matter. To sum up we 
believe that these sources of errors only had a minor effect on the obtained result.  

4.4.2 Reliability 

The reliability of the study is the other aspect of the measurements errors that can occur. 
It has to do with if the method used is stabile that will say no random errors. This means 
that the result would be the same if the study would be done repeatedly. (Lekvall & 
Wahlbin, 2001). To assure a high reliability the interview questions were asked in the 
same way to the different respondents and we tried to approach them all in a similar way. 
We also made sure to conduct the interviews under relaxed conditions and in an 
environment that the respondents are familiar with and therefore felt comfortable. The 
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respondents also received the same background information about our study before the 
interviews. All these things imply that the answering process has been done under similar 
circumstances and with that an increase of the reliability. As interviewers, we also tried 
not to influence the answers.  

4.4.3 Generalization 

It is interesting to discuss if the result of this thesis can be expand outside its scope. It is 
also interesting to consider the question if the result would have been another if more 
companies were included in the study. We believe the answer to this question is that the 
result probably would have differed since a larger number of participating companies 
would generate more information and with that another outcome. Both of the studied 
companies are well established and it is therefore a risk that especially the outcome for 
newer companies would be different. There is also reason to believe that some of our 
conclusions are specific for these two companies and therefore not usable outside this 
scope. The thesis is written from the perspective of the two studied companies and the 
internal and external factors that explicitly affects their possibilities to successful export 
and the generalization is thereby a question for the readers to consider by themselves. A 
short discussion about this matter can further be found in chapter 10.   
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5 Bolivia and the Wood Industry 

This chapter will first describe Bolivia as a country and then move on to describe the 
wood industry in general and the door industry in specific. Throughout the chapter, 
aspects that affect the Bolivian wooden door companies will be in focus. 

The information in this chapter is partly based on interviews with people who know a lot 
about the country and its wood industry. For more information about those interviews 
and the respondents see Appendix 5 

5.1 Bolivia – Short Facts 
Bolivia is sometimes described as the Tibet of the Americas – it is the highest and most 
isolated of the Latin American republics. This chapter will shortly describe different 
aspects of this interesting country, starting with geography. Other aspects that will be 
described are: Population, History, Politics, Economy and History. Figure 5.1 that follows 
gives some additional information about the country. 

 
Figure 5.1 Information about Bolivia. 
(CIA Bolivia, 2005) 

5.1.1 Geography and Infrastructure 

Bolivia lies in central South America and borders on Argentina, Brazil, Chile, Paraguay 
and Peru. As can be seen on the map in Figure 5.2 the country is landlocked. The coastal 
loss occurred during the war of Pacific fought against Chile between 1879 and 1884. 
(Latinamerika.nu, 2005)  

Area: total:  1,098,580 km2 

Population:  8,857,870 (July 2005 EST.) 
Capital: La Paz (seat of government); Sucre (legal capital and seat 
 of judiciary) 
Languages:  Spanish (official), Quechua (official), Aymara (official)   
Constitution: Republic 
Religions:  Roman Catholic 95%, Protestant (Evangelical Methodist) 
 5% 
GDP/capita:  Purchasing power parity - $2,600 (2004 EST.)  
Currency:  Boliviano (BOB), Bolivianos per US dollar - 7.9934 (2004)  
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With a total area of 1,098,580 km2 Bolivia is the fifth-largest country on the continent, 
measuring roughly the size of France and Spain combined (Lonely Planet, 2005). 

 

 
Figure 5.2 A map over Bolivia and its land boundaries. 
(CIA Bolivia, 2005) 

The area of the country combined with the fact that the country is landlocked makes it 
very difficult and expensive to transport export commodities to a port. The poor 
infrastructure of the country with a lot of unpaved roads does not improve the situation 
(Pavisich, interview). Another factor that sometimes makes transportation difficult is the 
rainy seasons, although it is not a problem all over the country (Terrazas, interview). 

There are huge geographical variations in Bolivia. The country covers everything from the 
underdeveloped swamps, savannas, scrubs and rainforest in the north and east of the 
country to the 3 500 m plateau with icy peaks that stretches from the Peruvian border to 
the Argentine boarder. Because of the extreme geographical variations, Bolivia has a wide 
range of climatic patterns. Generally, temperatures are cool, with the rainy period 
extending from November to March in most of the country. (Lonely Planet, 2005)  

Rain affects the road conditions throughout the country. Although there are differences 
between the geographical zones; in much of the lowlands, particularly the Amazon where 
a lot of saw-mills are located, road transports pretty much become impossible while in the 
highlands, particularly Altiplano, travel is far less restricted. (Read, 2002) 
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5.1.2 Population 

Bolivia’s population is about 8.9 millions. The population can be divided into different 
ethnic groups. About 55 % are Amerindians (30 % Quechua and 25 % Ayamara), 30 % are 
of mixed white and Amerindian ancestry (mestizo), and about 15 % are white. (CIA 
Bolivia, 2005) 

About 60 to 70% of the population speaks Spanish, although often as a second language. 
The remainders speak Quechua, the language of the Inca, or Ayamara, the pre-Inca 
language of the Altiplano. (Lonely Planet, 2005) 

The literacy, age 15 and over, are 87.2 % among the total population, 93.1 % male and 
81.6 % female (CIA Bolivia, 2005). 

5.1.3 History and Politics  

The country is named after independence fighter Simon BOLIVAR. Since Bolivia broke 
away from Spanish rule in 1825; much of its subsequent history has consisted of a series of 
nearly 200 coups and counter-coups. Comparatively democratic civilian rule was 
established in 1982, but leaders have faced difficult problems of deep-seated poverty, 
social unrest, and illegal drug production. Current goals include: attracting foreign 
investment, strengthening the educational system, resolving disputes with coca growers 
over Bolivia’s counter drug efforts, and waging an anticorruption campaign. (CIA Bolivia, 
2005) 

Bolivia has lately (summer 2005) experienced severe civil unrest and the swearing in of 
yet another new temporary president, the third in less than two years (Lonely Planet, 
2005). The political situation is at this moment (autumn 2005) very instable with new 
elections coming up on 18 December, 2005. So far most of the political unrest and road 
blocks have taken place in La Paz and Cochabamba while the Santa Cruz area has been 
relatively unaffected, but with a claim for autonomy rising in the region the situation 
might turn more instable also in this area. (Latinamerika.nu, 2005) 

When it comes to the unstable political situation it is definitely an obstacle when 
companies are trying to build up relationships with customers in the international market 
(Pavisich, interview). The unstable political situation has also led to problems for 
companies to keep delivery times to customers due to road blocks. Some companies finish 
their products in other countries to avoid such problems (Terrazas, interview). Moreover 
it has led to foreign investors upholding a wait-and-see policy, making it difficult for the 
companies to finance their activities (Svensson, interview).  
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Besides the domestic political situation there is also an international dispute in form of a 
reactivated claim to restore the Atacama corridor, the coast line ceded to Chile in the war 
of the Pacific. Chile rebuffs the claim, offering instead unrestricted but not sovereign 
maritime access through Chile for Bolivian gas and other commodities. (CIA Bolivia, 
2005) 

5.1.4 Economy and Industry 

Bolivia is, as mentioned in the background of this thesis, the poorest country in South 
America and marked by great economic and social differentiation (Sida A, 2005). 

The country made considerable progress in the 1990s toward the development of a 
market-oriented economy. The progress included the signing of a free trade agreement 
with Mexico and becoming an associate member of the Southern Cone Common Market 
(Mercosur), as well as the privatization of the state airline, the telephone company, the 
railroad, the electric power company, and the oil company. The reforms spurred real GDP 
growth, which averaged 4 percent in the 1990s, and poverty rates fell. Economic growth, 
however, lagged again beginning in 1999 because of a global slowdown and home grown 
factors such as political turmoil, civil unrest, and soaring fiscal deficits, all of which hurt 
investor confidence. Growth picked up slightly in 2002, but the first quarter of 2003 saw 
extensive civil riots and looting and loss of confidence in the government. The same 
problems occurred in 2005. (CIA Bolivia, 2005) 

Today Bolivia is and will remain highly dependent on foreign aid unless it can develop its 
substantial natural resources (CIA Bolivia, 2005). The country is rich on its natural 
resources and the economy is largely built on them (Blank & Sörenssen, 2003). The 
natural resources are tin, natural gas, petroleum, zinc, tungsten, antimony, silver, iron, 
lead, gold, timber, and hydropower (CIA Bolivia, 2005). 

The biggest industries are mining, smelting, petroleum, food and beverages, tobacco, 
handicrafts and clothing, with an industrial production growth rate of 5.7 % per year 
(2004 EST.) (CIA Bolivia, 2005). All of the industries face a financial situation where 
investors have no confidence in the country and the domestic banks are extremely 
expensive, making growth very difficult to achieve. For the wooden companies the 
situation is particularly difficult since the banks do not take wood as a pretext. (Terrazas, 
interview) 
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The few larger industries that exist in the country are mainly engaged in processing 
mineral and agricultural products. Much industry is carried out by small plants 
concentrated in the main urban centres. Food stuffs, tobacco products, clothing, various 
consumer goods, building materials, and agricultural tools are produced. Numerous 
workshops (laboratories) are engaged in processing and refining cocaine. Approximately 
14 percent of the total workforce is employed in mining and industry. (DDG, 2005) 

5.2 The Bolivian Wood Industry 
This chapter will describe the Bolivian wood industry starting with a general 
introduction, followed by market profile, a description of the law of 1996 and the FSC 
certification. This part also deals with export and competitiveness, production and 
technology in use and finally a short description of foreign aid and network 

5.2.1 The Tropical Wood Industry in General 

Despite the gradual tendency to substitute wood for non wood materials, the International 
Trade Centre (the technical cooperation agency of the United Nations Conference on 
Trade and Development and the World Trade Organization for operational, enterprise-
oriented aspects of trade development) estimates that demand for tropical wooden 
products will increase at a healthy annual rate of 10 % in the medium term. Global 
exports in this industry are still dominated by Asian countries (83 %) followed by Latin 
America (16 %) and Africa (1 %). In spite of this lead however, Asia has been gradually 
loosing market share to Latin America. The latter has experienced an average export 
growth of 24 % per year, increasing its global share from 7 % to 16 % in less than ten 
years. (DUKE, 2005) 

Tropical wood exports from developing countries are also growing, not only in volume 
but increasingly moving up to higher value-added segments. (DUKE, 2005) 

5.2.2 Bolivia’s Market Profile and the Law of 1996 

The Bolivian tropical forest offers one of Latin America’s greatest growth potential for the 
wood industry. Bolivia has the seventh largest and most diverse tropical forest in the 
world and follows Brazil as the second largest exporter in Latin America. (DUKE, 2005) 

Bolivian forests have various species of wood, with Mahogany, Oak and Cedar as the top 
commercial ones (SFP, 2005). Teca, Balsa and Serebo are three other species that are 
frequently used (Bosque Tropical, 2005). These species increases the supply base of export-
able wood. The new types have great potential for export due to their low cost in inter-
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national markets and good technical characteristics. (US Embassy, 2005) Many of the 
tropical species are esthetical appealing and give the product a durable surface (WWF, 
2005). 

Natural forests in Bolivia cover an approximate area of 53 million hectares, consisting of 
43 % of the country’s territory and 10 % of South America’s tropical forests. Traditionally, 
Bolivia has been a country dedicated to mining and did not see its tropical forest as an 
economic opportunity until the last decades when the vision changed. (US Embassy, 2005) 

A study of the economic potential of the tropical forests in Bolivia in the middle of the 
1990s came to the result that: “…the extensive wood and non wood resources that are 
extractable from the Bolivian forest ecosystem, if managed correctly, could increase its 
contribution to the economy and lead to the sustainable development of the nation.” (US 
Embassy, 2005). 

The Forest Law of 1996 

It was in order to face the future and guarantee the sustainable development of Bolivian 
forests; the government passed in 1996 Forestal Law #1700. The major changes provided 
by the new law are (US Embassy, 2005): 

o An exploitation plan must be presented to the Superintendence for approval. This 
plan must include all the relevant information on the project, including the type of 
wood that will be extracted and for what purposes.  

o The exploitation is limited to the area identified and to the time frame indicated in 
the approved plan. The concessionaire can only extract the wood that has been 
approved in the project.  

o Each concession is for a period of 40 years, with technical audits every 5 years. If 
the audit is favourable, the company is allowed to continue with the 40 year plan  

Even though the law ensure sustainable management of forests and thereby is a very 
positive thing, it also brought some impediments for the companies to face. One of them is 
that the content of the law makes it difficult to use well known species such as Cedar and 
Mahogany. Many companies must instead use less well known species that are more 
difficult to sell on the international market. This has led to that marketing of less known 
species is very important, although not many companies work actively with this. 
(Pavisich, interview) 
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Another problem is that the forestry minister, who regulates the system and collects the 
patent, is sometimes replaced every third month. Due to the constant change there is lack 
of policies. There is not a clear vision or clear goals for the companies to follow. (Terrazas, 
interview) 

An additional problem that occurred when the law was implemented was that all wooden 
companies had to renew all loans with terms changed for the worse (Svensson, interview). 

From Law to Certification 

The law of 1996 is very similar to the FSC (Forest Stewardship Council) certification; see 
Appendix 2 for further information. (Terrazas, interview). This is the only certification 
that the WWF approves for sustainable management of forest and to get it the only thing 
Bolivian companies need to improve is social parts like the ability for the workers to rest 
and provide security (Terrazas, interview). 

According to Alejandra Pavisich the FSC certification plays an important role to motivate 
the companies to stick to the law and thereby maintain a sustainable forestry. She thinks 
that there is no doubt that the law is good but it is sometimes difficult to follow.  

The problem with the certification is according to Alejandra Pavisich that there are some 
weaknesses. The main weaknesses according to her are that it is very expensive and the 
fact that it is only the European market that demands it. 

According to Freddy Terrazas, it was kind of a disappointment that the USA did not care 
about the certification. They want to know where the wood comes from, but the 
certification itself does not matter. They do not want to pay extra for it.  

However an analysis from the US Embassy comes to a slightly different conclusion, saying 
that the certifications have increased the added value of products and thereby their 
demand both in Europe and the United States. (US Embassy, 2005) 

In any case Bolivia currently has 30,000 hectares of forest plantation and over 1 million 
hectares of certified tropical forest. This makes the country number one in the world 
when it comes to sustainable development of forests reserves. (US Embassy, 2005) 
Alejandra Pavisich comments the fact that Bolivia is number one when it comes to 
certified forest by saying:  

“It is important to remember that Bolivia is not number one in many positive things”.  

To sum up, both Freddy Terrazas and Alejandra Pavisich come to the conclusion that 
certified forest is the future.  
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The Situation Today 

Today the wood industry is one of the most dynamic sectors of the Bolivian economy, 
contributing 220 million dollars to GNP (3 %) and generating 90,000 jobs. The forests are 
concentrated in the Departments of Santa Cruz, Beni and Pando and the wood industry is 
concentrated in the Departments of Santa Cruz, Cochabamba and La Paz. Approximately 
1,100 companies are legally established (CFB, 2005). But the installed capacity of 
manufacturing is low compared to the forest resources that are found in the country (US 
Embassy, 2005).  

5.2.3 Export and Competitiveness  

The export of Bolivian wooden products represented an average of 9.4% of the total 
export of the country during the last decade. (Blank & Sörenssen, 2004) High value added 
products account for 80 % of the total exports. Today the forestry export is divided 
between different countries according to the table below. (CFB, 2005).  

Table 5-1Bolivia's forestry export today. 

 

(CFB, 2005) 

Doors stand for 10 % of the total amount of forestry export counted in money. That is 
about 14.5 millions USD. The United States is the absolute most important market, 
standing for about 12.5 millions USD. The table on the next page shows the export of 
wooden doors to the five biggest countries year 2004. (CFB, 2005) 
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Table 5-2 Bolivia's export of wooden doors.  

 
(CFB, 2005) 

Bolivia has in general an attractive wood sector for exporting and Europe has lately gained 
a lot of interest in the Bolivian market. One of the main reasons for the interest is the fact 
that Bolivia is the number one country in certified tropical forests. However, a lot of 
competition exists from foreign countries that have an interest of tapping into the wood 
market. (US Embassy, 2005)  

Competitive Situation 

Bolivia is today competing on the high price niche market, not in volume (Terrazas, 
interview). They are not very competitive when it comes to prices. This could partly be 
solved by some investments in technology to put the prices down, but the problem with 
the high transport costs would still be an immense problem. (Pavisich, interview)  

According to Alejandra Pavisich, the main advantage for Bolivia as a country is the fact 
that they have forest with a potential to grow and a very good law. It might sound very 
obvious but other countries are wiping out their forest. Brazil, one of the main 
competitors, is a good example. They have: lower transport costs, better business culture, 
stronger relationships with customers and higher capacity, but they are running out of 
forest. (Pavisich, interview; Terrazas, interview) 

Even though a lot of competition, both from Brazil and other, mainly Asian countries 
such as Malaysia exists, Freddy Terrazas does not consider this to be the main problem 
today. There are big demands on the international market and for example in the USA 
and the EU Bolivian companies does not have to pay any tariffs. He considers that the 
external factors such as demands and regulation provide good opportunities for export. 
Still, Alejandra Pavisich can see one problem within this area. Even tough the demands 
are high, she has heard many complains about that potential customers want too big 
quantities, to hard for the small Bolivian companies to fulfil. 
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5.2.4 Production and Technology in Use 

According to Freddy Terrazas the wooden companies need to increase their productivity 
and efficiency to become more competitive compared to for example Brazil. That is that 
they need to get more usable wood from every hectare of forest and the plants have to be 
more efficient. Generally speaking, drying the wood is the bottleneck in the production 
while the saw-mills have over capacity (Terrazas, interview). 

Many companies need help to increase their productivity. Today the companies are not 
using all of the capacity because they need to invest in technology and the needed 
investments are often very expensive (Pavisich, interview). Bolivian manufacturing plants 
are mainly centred on importing capital goods due to the lack of national industry for this 
type of equipment (US Embassy, 2005). The prices for imported gods are often very high 
due to taxes and exchange rates (Terrazas, interview). 

Anders Svensson also points out the importance of improved productivity, but he stresses 
another factor that makes it difficult for companies to take big orders. That is their lack of 
long-term planning. The wooden companies in Bolivia generally only plan one year 
ahead.  

5.2.5 Foreign Aid  

When describing the Bolivian wood industry, the foreign aid can not be neglected. As 
mentioned in the background, Sweden has played an important role in the development 
of the wood market in Bolivia (US Embassy, 2005). As mentioned in chapter 1.4, there is 
for example collaboration between Sida, the University of Linköping and UPSA to educate 
students within the wooden area. Most of the foreign aid has though been focused on 
improving technology and helping the companies to adjust their activities to the new law. 

When the forest law of 1996 was introduced, Sida was involved in a project that was 
divided into three steps. The first one was to develop sustainable forest management and 
to introduce the FSC certification. The second step was to improve the productivity and 
raise the level of technology in the industry. Finally, the third and last step was focusing 
on improving the marketing of less known wood species. Anders Svensson, who was 
involved in the third step of the Sida-project, has experience of this kind of marketing. 
According to him the key to wake potential customer’s interest is to make products of the 
different species and thereby show the good characteristics of the wood. It is almost 
impossible to only send a piece of wood to raise interest from potential customers. 
(Svensson, interview)  
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Although the third step was focused on marketing, Anders Svensson thinks that the 
project was heavily concentrated on technological improvements. He believes that one 
reason was that many of the people involved were technicians. In general that led to a 
lack of a comprehensive overall view of the companies, and even worse an attitude where 
the companies expect someone to come and give them money or help them with new 
technology.  

It is not only Sida’s project that has led to this somewhat unenterprising attitude among 
many of the companies. A lot of different organizations have been supporting the 
implementation of the FSC certification with money and resources. For example the 
USAID founded Bolfor I project that aimed to offer help and give financial recourses to 
the companies that wanted to get certified, for more information about this project see 
Appendix 3. Alejandra Pavisich who is involved with the Bolfor II project sees the same 
problem as Anders Svensson when it comes to the expectations from the companies that 
someone will just give them money or resources. According to Alejandra Pavisich the 
companies are now in a state where they need to get independent of foreign aid.  

According to Anders Svensson, one big problem is that the companies in general lack 
understanding of the customer’s needs and the importance of marketing. Often marketing 
activities does not even exist at all. He also has a feeling that there is no point to send 
someone to tell the companies what to do, because that has been done with unsatisfying 
results. For example he was involved in a project to make plans for the stream of 
information within the companies, but at the end the plans were never implemented 
because the companies did not understand the importance of improving the information 
within the company and thereby being able to inform customers.  

5.2.6 Networks 

To handle the instable political situation many companies are members of the CFB, 
Cámara Forestal de Bolivia, for more information about this organization see Appendix 4. 
According to Freddy Terrazas the organization is very important when it comes to 
lobbying for the companies’ rights in the unstable political climate.  
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The companies in the Bolivian wood industry also have access to some networks through 
foreign aid organizations, for example the Bolfor II project provides some contacts in 
other countries. The Bolfor II project is trying to help the companies within the area of 
marketing through the Tropical Forest Trust. The goal is to increase the export. To do so 
Bolfor II has two people working in Holland trying to find new customers on the 
European market. They also have one person in the USA that does the same thing. When 
new customers are found Bolfor II also tries to make sure that the companies answer to 
their demands. (Pavisich, interview) 

There is also something that is called the FSC-network where all companies all over the 
world that work with the FSC-standard can get in contact with each other (FSC, 2005). 
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6 Description of Companies 

This chapter will give a description of the two Bolivian companies that have been studied. 
The first company to be described is La Chonta and the second San Martin. Both 
companies will be described within the areas products and business concept, organization, 
suppliers, customers and their demands, marketing and competitiveness and finally 
strategy and goals.  

The information in this chapter is - if nothing else is stated, based on the interviews with 
different people within the companies or people who have been working with the com-
panies. See Appendix 5 for more information about the interviews and the respondents.  

6.1 La Chonta 
La Chonta is the second biggest exporter of wooden doors in Bolivia. Like many Bolivian 
wooden companies they have, thanks to the earlier use of Mahogany and because of the 
small domestic market, been exporting since the company was founded back in 1974. This 
chapter will describe the company and their current business activities. 

6.1.1 Products and Business Concept 

La Chonta’s most important product is wooden doors. At the moment doors stand for 70 
% of the total amount of sales counted in money, but they are trying to extend their 
production of wooden furniture. Both the doors and the furniture are medium to high-
class products, with an average price for one door of about US$ 1.500 (for the end 
consumer).The doors that have a solid core and no fibre, are of high quality. This is in line 
with La Chonta’s business concept that points out the importance to maintain a high 
quality. According to the General Manager, Pablo Antelo, their business concept is:   

“…forest management in sustainable ways combined with the best quality that can do.” 

The business concept also enlightens another important factor when it comes to La 
Chonta’s activities. All their products are FSC certified, see Appendix 2 for more 
information about this certification, and all of their products are clearly marked with the 
FSC label, see picture 6.1.  
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Picture 6-1 The FSC label. 

6.1.2 Production of Wooden Doors 

La Chonta has always been open-minded towards foreign aid and other help from outside. 
This has led to that they have gained a lot of help to improve their production and they 
are now considered to be one of the most modern companies in Bolivia when it comes to 
production. (Svensson, interview) 

Today they make about 2 000 doors a month, but they have an over capacity in the 
production. The reason that they can produce more than they do today is that one of their 
most important customers demanded them to make more doors. Later it came clear that 
the customer had overestimated how many doors that they needed. 

The doors that La Chonta makes are mainly pre-ordered and they do not keep an 
inventory. They have a continuing production that is planned one year ahead, but they 
can produce and be ready to ship an order in 60 days. To insure that it will not be a 
problem to deliver on time is the production one month a head of the planned shipping 
schedule. This is necessary due to the political situation in the country.  

The production is divided into seven steps, and to make sure that the products uphold a 
high quality there is a manager responsible for the quality within each step. Both the 
factory and the stockroom are very clean and well organized. Picture 6.2 shows the 
stockroom, and picture 6.3 – 6.4 shows the plant.  
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Picture 6-2 The stockroom. 

       
Picture 6-3 The production 1.            Picture 6-4 The production 2. 

Lacks of information and communication between the different parts of the production 
have been noticed. There is a weak point in the handling of information between 
different parts of the production, or rather the lack of information between different 
parts. There is no standardized flow of information and the different stages do not know 
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anything about the production in the earlier stages. For example he who is responsible for 
delivering does not know anything about a particular customer’s order until it is 
completely finished and ready to ship. (Svensson, interview) 

6.1.3 Organization 

The founder of the company, Carlos Antelo, is the current owner and also the brother of 
General Manager Pablo Antelo and father of Financial Manager Fernando Antelo.  

The owner is passive and is only involved when it comes to important purchases of for 
example machinery. The everyday work and the strategic plans are instead made by a 
team consisting of Pablo Antelo (General Manager), Fernando Antelo (Financial Manager) 
and German Tabora (Production Manager). It is also German and Fernando that decide 
the cost based prices on their products. The three in the team communicate by walking 
around and they have meetings with each other 2-3 times a week. There is a very close 
collaboration between the three of them and they all have a very good insight in all of the 
company’s activities. Small and less important decisions can be made everywhere in the 
organization. 

The company is divided into an administrative and a production department. About 20 
people are working in the administrative department that consists of for example 
financing, human resources and exporting activities. There is one person responsible for 
the logistics of the export. The total number of employees is about 400. The rest are 
working in the productive department that is divided into door plant (about 130) and 
sawmill/forestry (about 240). All employees get some kind of training when they start 
their employment at the company.   

6.1.4 Suppliers  

They have a complete chain and are therefore not dependent on many suppliers for the 
production, but those suppliers that they do need are chosen with quality as a main 
decision factor. For example they use glue from the chemical company AkzoNobel that is 
six times more expensive than glues that can be found in Bolivia.  

A problem within the supplying area is that they need to buy machines and equipment 
from other countries, for example China, Germany and Brazil, and that is very expensive 
due to high taxes for import of equipment.  
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6.1.5  Customers and their Demands 

La Chonta’s main market is USA. They do sell to Spain, Germany, Italy, Indonesia and 
China too, but in far less quantities. Noteworthy is that in Indonesia and China they only 
sell lumber. The domestic market is very small and only stands for 5 % of the total amount 
of sales. 

In the key market, USA, they only have one important customer. This customer has 
collaborated with La Chonta for ten years or more and according to Fernando Antelo is 
the customer more dependent on La Chonta than the other way round. The reason is that 
the customer has invested a lot in marketing efforts for the different wood species. For 
example this customer has registered a trademark for white mahogany that can not be 
used for any other type of wood than the one that can be found in Bolivia. Since La 
Chonta’s product quality is among the best in the country the customer can not easily 
change supplier. The customer has also adjusted their production to do some of the 
assembling. In spite of this, Fernando thinks that only having one important customer is 
one of the company’s most important weaknesses. Therefore La Chonta is looking for new 
customers. They find it difficult to find out the customer’s needs by themselves and they 
do not have much time for such activities. Today in 80 % of the cases the initiative comes 
from the customers. For a potential customer to be interesting from La Chonta’s point of 
view, the customer has to be able to buy at least 200 doors a month.  They also point out 
that they only interested in long-term collaborations, and not relationships that are just 
built on one transaction.  

With their current customers, La Chonta has a close collaboration and follow-up their 
level of satisfaction by visits every second or third month. The visits are made by Pablo 
Antelo, Fernando Antelo or German Tabora. They are pretty well known with the 
language, the American culture and the business practices thanks to that several of them 
have studied some time in USA. It is also very common that both present and potential 
customers come and visit La Chonta to see the production.  

When it comes to the products, it is almost always the customers who make the design. La 
Chonta shows some prototypes, and the customer decides the final designs.  

Of course La Chonta also helps the customer to make small adjustments. The customers 
often want to adjust the products so that they look similar to the products that can already 
be found on the market. 
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The design is one of many demands to fulfil. There are slightly different opinions about 
which demands that are most important to fulfil. German Tabora believes that FSC 
certification and quality are most important, while Fernando Antelo thinks that quality is 
the most important factor and delivery on-time is the second. Finally Pablo Antelo 
considers quality, on-time delivery and financial terms as the three most important 
demands to fulfil: The quality and the FSC certification is secured by a 10 year warranty 
that La Chonta provides for their products. To deliver on-time is at the moment not a 
problem and the customers pay after they have received the products by a letter of credit. 
To prevent delivery problems in the future due to political problems in the country, they 
are trying to find new shipping ports to avoid passing through La Paz, where most of the 
problems are situated. Today most of the available alternatives are very expensive and 
therefore they have to use the port in Chile, but a port in Paraguay River has been 
discussed. 

6.1.6 Marketing and Competitiveness 

La Chonta does not have a marketing department. Until two or three years ago there was 
no need for the marketing efforts to be organized in an own department since they were 
working full time. Thanks to the increased capacity there is a newly evoked want to find 
more customers.  

Today the efforts to find new customers mainly consist of participating in fairs and their 
home page. Sometimes potential customers are contacted by mail and La Chonta also tries 
to use the FSC network, see Appendix 2. The team consisting of Pablo Antelo, Fernando 
Antelo and German Tabora are all involved in the marketing efforts, but Fernando is in 
charge. Fernando has lately been thinking about having a person situated in the market 
that they want to reach.  

When it comes to competition Fernando Antelo would prefer if there were more 
companies from Bolivia that sold wooden doors. The market is too big for La Chonta 
alone, and more competitors would make Bolivia as a wooden producing country more 
well-known. There is a small informal collaboration between Bolivian wood companies 
for example to help each other with training processes.  

They are also one of the companies that are involved in the Bolfor II project and they are 
members of CFB, see Appendix 3 and 4. 

To meet the main competitors from Brazil, Malaysia and other Asian countries La Chonta 
tries to use Bolivia’s high rate of certified wood and the sustainable management in their 
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marketing material. La Chonta enlightens those facts it in their printed marketing 
material and it is also stated outside the company, see picture 6.5 below. They use the 
colour green and white consistently and slogans like: “saving the forest for you and 
harmony between forest and industry”. When they describe why a customer should 
choose them as a supplier they use phrases such as: “If you buy products from La Chonta, 
you are not only buying a high quality product but you are also recognizing our 
commitment to forest conservation and our effort to protect nature”. (La Chonta, 2005) 

 
Picture 6-5 Outside La Chonta. 

6.1.7 Strategy and Goals  

Their current goal is to during a three years period increase the sales of doors in Europe 
and the sales of furniture in general. According to Fernando Antelo they want to do this 
to “put the eggs in different baskets”. Though, it is important to remember that the forest 
plan limits the possible growth in sales and they have to make an inventory of the forest 
one year before they are going to start producing. In spite of that La Chonta is very 
positive towards the law of 1996 that introduced the forest plan. Pablo Antelo considers 
that the law “protects our business”, but since the law also limits the available amount of 
different wood species it is one of the reasons why they also have a goal to learn how to 
use more species. Currently are only 15 of 200 species used.  

To realize the plans to increase sales in Europe they have started to build a relationship 
with a company in Germany that soon will come and visit the factory. Germany is a very 
interesting market because of its size, although other markets are also of high interest. 
One obstacle that La Chonta has found when working with Europe is all the different 
regulations that each country has. 
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6.2 San Martin 
San Martin was founded in 1965 and is thereby one of the oldest companies in Bolivia. 
Their saw-mill was also the first in Bolivia to be FSC certified and today they have 
350 000 km2 certified forest. This chapter will further describe the company and their 
current business activities. 

6.2.1 Products and Business Concept 

Today they are mainly making floors and no doors, but they are planning to make doors 
next year again. The reason is that they are growing and therefore want to increase their 
production in other areas. According to Carlos Abuawad, the General Manager, they have 
the capacity and the forest that is needed to establish new products, all they have to do is 
to put another saw-mill working. Doors will be the first product to introduce, but there 
are also plans for furniture and windows.  

At the moment they can sell everything that they produce, although their products are 
mainly not pre-ordered. One part that they find very important is quality; therefore they 
have special trained people for quality controls.  

The FSC certification is valued less important and the products only carry the FSC-label if 
the customers specifically ask for it.   

6.2.2 Production of Wooden Doors 

Until eight years ago they made doors so they have a plant for this purpose. One reason 
why they are not producing doors today is because they do not have the financial 
resources that are needed to start up the factory. Juan Abuawad finds it very difficult to 
finance anything by loan in Bolivia. He says that the banks demand annual rates of about 
20 % due to the political instability. Another thing they can not afford is the technical 
improvement that they need.  

There is also an additional reason why they decided not to make doors. One thing that 
they find very important is to keep their promises and to be able to do so they had to 
concentrate on only one product. When it comes to promises about delivery times there is 
normally no problem to keep them, but last year during the road blocks there were some 
problems since they have to pass La Paz to reach the port Arrica in Chile. 

Since the production of wooden doors are not up and running at the moment, picture 6.6 
below shows the production of floors. 
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Picture 6-6 The production. 

6.2.3  Organization 

The company is divided into office, factory and saw-mill. The office has 15 employees and 
this is where the current General Manager and founder of the company, Juan Abuawad, 
and his three sons are working. Each son has an own department in the office: Carlos 
Abuawad is responsible for marketing, Alfredo Abuawad for production and Carmelo 
Abuawad for administration, although all of them can fill up for each other and they are 
all well up in all areas. Decisions can be made by any of the sons or the father, but if it is a 
very important decision they have a meeting to discuss the question.  

The factory has 120 employees and the saw-mills about 500. In general Juan Abuawad 
finds it difficult to find people with the right level of technical competence. They find it 
very positive that CFB encourage more people to study within this area. 

6.2.4 Suppliers  

They have their own saw-mills and are therefore not dependent on suppliers for the raw 
material. Although they need to import machinery from other countries and that is very 
expensive. Juan Abuawad has noticed that during the past 20 years the prices for 
machinery has increased about six times while in the same time prices for wood has only 
doubled. 

6.2.5 Customers and their Demands 

Like for most Bolivian wood companies are most of the customers situated in foreign 
markets and has so been since the very beginning thanks to Mahogany. Today are all of 
their floors exported to USA. Lumber is mainly exported to USA and China. 
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San Martin has four important customers with whom they have a very close and friendly 
relationship. The good relationships with the customers Carlos Abuawad thinks is built on 
fulfilling their most important demands that is quality combined with flexibility and 
keeping promises such as delivery times. They have three representatives in the USA for 
selling floors. 

The customers can turn to any of the sons or the General Manager if they have questions, 
but Carlos Abuawad is mainly in charge of customer relations. Noteworthy is that only 
Alfredo speaks English. Today that is not a problem because 99 % of the customers speaks 
Spanish, and if they don’t – they bring a translator.  

6.2.6 Marketing and Competitiveness 

Their marketing efforts mainly consist of attending fairs, but they also use internet and 
make calls to potential customers. San Martin is not actively looking for new customers at 
the moment and Carlos Abuawad has a feeling of that the market is open, there are a lot 
of customers, although Juan Abuawad finds that many potential customers want to wait 
and see how the situation in the country will develop.  

Carlos Abuawad considers the fact that they are well-established to be their main 
strengths as a company but when visiting the company there are not many signs of which 
company you are visiting and they are not using this argument in their printed material. 
See for example the main entrance on picture 6.7 below, there is not sign telling the 
company’s name.  

 
Picture 6-7 The main entrance. 

According to Juan Abuawad another important strength for the company is that they have 
a lot of different species of wood. 
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They are not using FSC for the purpose of marketing their products and they can not see 
the benefits of the new law of 1996 as a company. Juan Abuawad puts it this way: 
“Socially there are a lot of benefits, but for the company the production costs have 
increased about 20 % and the certification is only valuable in Europe. Customers in China 
and USA are not interested.”  

When it comes to collaborations with other companies they are only involved in informal 
collaborations with companies such as La Chonta. San Martin and La Chonta are geo-
graphically very close situated, there is less than two kilometres between them and they 
are rather isolated from the city, so the collaboration comes naturally according to Juan 
Abuawad. They are also one of the companies that are involved in the Bolfor II project 
and they are a member of CFB. 

6.2.7 Strategy and Goals  

The only goal that has been identified is to increase sales and to further increase the value 
adding in their products. The strategy is to maintain a high quality. 
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7 Sweden and the Swedish Wooden Door Market 

This chapter aims at forming a picture of the very fragmented Swedish door market. The 
starting point is some short facts about Sweden and Swedish import followed by an 
overview of the market and different segments. After that the demands of the market will 
be sorted out.  

If nothing else is stated the information in this chapter is based on the interviews with 
people who know a lot about the Swedish wood and/or the wooden door market. See 
Appendix 5 for more information about the interview respondents. 

7.1 Short Facts about Sweden and Swedish Import 
With an area of 450,000 km2, Sweden is one of the largest countries in Western Europe, 
although it has only 9 million inhabitants (Sweden.se, 2005). Sweden is today an 
advanced, industrialized country with a high general standard of living (CCI, 2005). The 
enviable standard of living has been achieved under a mixed system of high-tech 
capitalism and extensive welfare benefits, aided by peace and neutrality for the whole 
20th century (CIA Sweden, 2005). Like other relatively small industrialized countries, 
Sweden is highly dependent on international trade to maintain its high productivity and 
good living standards (Sweden.se, 2005).  

Being strongly dependent on both imports and exports has led to that Sweden is among 
the most internationalised countries in the world. Most Swedish companies are used to 
dealing with foreign suppliers and exporters will find them skilled in international 
negotiations. Sweden has a tough and demanding market and a Swedish buyer will expect 
total commitment to prompt deliveries, exact number of items and 100% quality for all 
kind of products. (CCI, 2005) The country has a modern distribution system, excellent 
internal and external communications, and a skilled labour force (CIA Sweden, 2005). 

The heavily foreign trade oriented Swedish economy’s resource base constitutes of timber, 
hydropower and iron (CIA Sweden, 2005). Further, can the economy in general be 
characterized as a small open economy with free competition as a basic principle (CCI, 
2005). Although Sweden has a lot of timber, there are still some wooden products that are 
imported. Table 7-1 below shows the import of products and services for 2002, broken 
down to different areas.  



 

72 

 

 

Table 7-1 The Swedish import. 

 
(Svensk handel, 2005) 

On January 1, 1995, Sweden joined the European Union and now participates completely 
in the Customs union and the common trade policies of the European Union (CCI, 2005). 
This means that a company exporting to Sweden will have to comply with both Swedish 
and EU trade rules and regulations.  

For the purpose to make it easier for small developing countries to reach the Swedish 
market, there are some organizations that offers free of charge consulting. One of those is 
the Open Trade Gate Sweden who helps companies from developing countries to for 
example assist and interpret the above mentioned rules and regulations. Open Trade Gate 
Sweden is one component of Sweden’s wish to strengthen the capacity of developing 
countries’ ability to trade and export. It is a part of the National Board of Trade, which is 
Sweden’s governmental authority for foreign trade and trade. (Open Trade Gate, 2005) 

Sweden also tries to influence the EU, and thus the WTO, on such important future trade 
questions such as the relationship between trade and the environment, investments, 
competition and labour standards (CCI, 2005). 

7.2 Wooden Door Market Overview  
The wood and wooden product sector in Europe is in general characterized by small 
enterprises producing for local or national markets (Eurostat, 2004). The competitive 
situation in the European door market follows this pattern. There are a few large 
companies and a large number of smaller national based door companies (Fransson, 
interview).  
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Sweden’s forest-based industry is relatively specialized in sawmilling activities. (Eurostat, 
2004). Still, there are also some carpentry activities, such as the manufacturing of doors. 
The companies in the Swedish wooden door market can be divided into two main 
categories – joineries and door factories. The joineries are usually small companies with a 
low degree of specialization and produce after the customer has placed an order. While 
the door factories often are large companies aiming for long production runs, with a 
higher degree of specialization. (Brege et al, 2003)  

Vest-Wood is the largest wooden door manufacturer in Europe. After the acquisition of 
the leading Swedish door manufacturer Swedoor, they strengthen their position in the 
Swedish market and they are now the leading manufacturer in this market. (Fransson, 
2005) Swedoor today stands for approximately 40 % of the domestic production (Brege et 
al, 2003). The second largest door manufacturer in Scandinavia is Dooria Kungsäter, with 
a market share in Sweden in the region of 30 % (Fransson, 2005). One of the most visible 
trends in the Swedish wood manufacturing market is an increase in consolidation of 
companies. More and more companies are looking for the security and the possibilities for 
economical development that large groups can offer. (Brege et al, 2003) The Swedish 
market is due to the ongoing consolidations characterized by structural adjustments and 
increased competition (Fransson, interview). The ongoing consolidation of companies and 
increased competition makes it difficult for new small actors to enter the market by 
themselves (Brege, interview). At the same time is the market growing. 

The turnover in the Swedish door market was 1,900 Million SEK in 2004. It was an 
increase in sales with 4 % from the year before. Both the import and the export increased. 
145,000 doors were imported 2004, compared to 116,000 in year 2003. The figures for 
export were 825,000 doors in 2004 and 665,000 doors in 2003. The figures can be further 
broken down to outer doors. Year 2004, 179,800 doors were produced in Sweden, 64,360 
of them were exported. The import for year 2004 was 16,470 outer doors, mostly from 
Finland. The average price for one imported outer door was 3,212 SEK and for doors 
produced in Sweden 3,697 SEK. (TMF, 2005; Johansson, interview) 

7.2.1 Wooden Door Market Segments 

The wooden door market can be divided into different customer segments. According to 
Lars-Göran Johansson sales can be divided into three main groups of customers: the object 
market, modular house manufacturers and building material merchants.  
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The list below shortly describes the three segments of the Swedish wooden door market;  

o The object market: The customers consist of larger building and construction 
companies. This customer segment requires large quantities from the supplier. 
(Johansson, interview)  

o Modular house manufactures: The modular house manufactures is significant for 
the Nordic market and are according to Dooria Sverige (the sales company for 
Dooria Kungsäter) an important group (Fransson, 2005). 

o The building material merchants: This is the largest group of customer and consists 
of DIY-retailers (Do It Yourself-Retailers), builders’ merchants and wholesalers 
procure doors for sales to private consumers and professional craftsmen (Johansson, 
interview). The DIY-retailers demand that their suppliers have a larger 
international presence and the retailers are very price focused. Furthermore, they 
require larger support considering logistics and technical solutions. (Fransson, 
2005) 

The leading company in the industry, Vest-Wood, makes a similar grouping of the 
customers. Vest-wood divides the customers into two main segments: the consumer 
segment and the project segment. The project segment comprises construction companies, 
modular house manufacturers and builders merchants. (Fransson, interview) The 
consumer segment includes the same actors as Lars-Göran Johansson’s last group, the 
building material merchants.  

Staffan Brege makes an additional segmenting of the market with starting point from what 
the company offers to the customers. This segmenting divides the companies into two 
groups: niche actors offering a specialized assortment and full scale actors offering a broad 
assortment. Deciding what kind of segment a company is aiming at is especially important 
when it comes to how to reach the market, see later this chapter. 

7.3 Market Demands and Trends 
The trends in the wooden door market shows that the leading companies are moving 
towards customer focus instead of production focus (Fransson, interview). In line with 
this there is a trend towards overall solutions where the company takes care of for 
example everything that has to do with the installation of the door (Brege, interview). 
Vest-Wood is one example of a company that is following the trend towards more 
customer focus. They work closely with architects, advisors and other decision makers. 
The Group Director for Vest-wood says that it becomes more and more important to 
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handle their customers: where service and price become two main competitive priorities. 
(Fransson, 2005) Lars-Göran Johansson sees the same importance in service. He considers 
this to be one of the most essential competitive factors for a producer who wants to enter 
the Swedish market. According to him a producer needs to be easy to get in contact with 
and be able to assist the customer if problems occur.  

Regarding the price as a competitive priority Daniel Fransson agrees that it is an 
important factor because there is a keen price competition in the Swedish market, but he 
also points out that the Swedish market is not yet as hard as the English, German or 
French markets when it comes to demands on the suppliers. 

Still there are a number of demands that needs to be fulfilled, some more important than 
others. According to Staffan Brege the expectation of the product’s quality is the most 
important demand to fulfil. This is also seen as important for the end consumer. The 
Swedish magazine Råd och Rön wrote an article about outer doors in mars 2004 and in 
this article they requested an easily read quality marking (Råd och Rön, 2005). Also Lars-
Göran Johansson sees the quality as a very important factor for a supplier to take concern 
to. According to Staffan Brege it is all about keeping an even quality because: 

“It is important for the costumer to receive what he expects.“ (Brege, interview) 

Besides keeping an even quality Staffan Brege also point out that it is very important for 
the manufacturer to have a high precision in delivery and fulfilling the demands 
concerning price and short delivery times (Brege et. al, 2003).  

In the same time, demands of customized products continuously increase. (Fransson, 
interview) There is a trend towards more individually designed doors for the end 
consumer, which means more exclusive doors. (Johansson, interview) When it comes to 
the design of the doors, Lars-Göran Johansson can identify a tendency towards an increase 
in the use of darker wood. Staffan Brege share this opinion and he states that light wood, 
like pine, is not as popular as it used to be.  

According to Daniel Fransson a slow increase in demands for environmentally friendly 
products can also be seen. This opinion is supported by Lars-Göran Johansson who 
believes that these demands will be more and more common in the future due to existing 
and coming regulations. For example EU advocates green procurement of wooden doors. 
For more information see Appendix 6 (EU Wood Doors, 2005). The demands for FSC-
certified products will in line with the environmentally demands also increase. The 
certification is today in the first place associated with specific imported species that 
usually are protected, like for instance teak, but soon it will also be used in other areas. 
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(Johansson, interview) The FSC-certification is an advantage for the manufacturing 
companies today but in the close future it will be a necessity and a basic demand on the 
market (Brege, interview). 

7.4 How to Reach the Swedish Market 
Staffan Brege believes that a new business relationship in the Swedish market probably 
would start with a temporary project where the costumer buys one large batch. This way 
the costumer can try a new supplier without making heavy investments before they 
decide if they want to continue the relationship.  

There are two different possibilities to enter the market. The first one is to get in contact 
with a building material chain like for example IKEA. The chain could either be voluntary 
or cooperative owned. (Brege, interview) Either way some kind of standard program 
would most likely be developed between the costumer and the supplier (Johansson, 
interview). This kind of cooperation would require the supplier to be able to produce 
large quantities (Brege, interview). 

The second option to enter the market is to find a door producing partner and either be a 
supplier or a cooperating partner. This way the partner can broaden their assortment and 
thereby strengthen their position on the market. (Brege, interview)        
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8 Analysis of the Export Possibilities  

The analysis will follow the analysis model and the focused research question. The 
chapter will therefore begin by assessing the starting point and then move on to examine 
the conditions for successful export and finally different ways to reach the market will be 
discussed. The structure of the analysis within the different areas will be based on the 
Frame of Reference and main focus will be on the part about finding the conditions for 
successful export.  

8.1 Understanding the Starting Point 
To understand the internationalization process it is important to be aware of why 
companies go international. The analysis on understanding the starting points for the 
companies will begin with what motivates them to go international. Further the 
development of the companies’ involvement in foreign countries and development across 
countries will be discussed.  

Of course the fundamental reason for the investigated firms for exporting is to make a 
profit. The two companies in Bolivia also have an additional number of motives for 
starting their export. The main reason for the two companies to go international was the 
small and saturated domestic market. Bolivia is a small country with only nine million 
inhabitants and as the poorest country in South America; the country has a low 
purchasing power. This reactive motive to start exporting is according to Albaum et al 
(2004) the result of stimuli from the external environment of the home market. A further 
important reason was a new market possibility, a proactive motive that according to 
Albaum et al (2004) is due to stimuli from the export markets. A large demand of 
Mahogany in the foreign markets made the companies able to offer a unique product, 
which lead to the entrance of new markets.  

The other way to understand the internationalization process, described by Johanson and 
Vahlne (1990), is to look at how the involvement in a foreign country develops. Both San 
Martin and La Chonta started with no permanent export and then gradually increased 
their involvement in the foreign markets in course of time. Today both the companies are 
exporting via a representative. They have close direct contact with their international 
costumers and the companies’ involvement in the markets can be explained as overseas 
market development. The companies are willing to make limited modifications in their 
products and marketing procedure in order to fulfil their costumers’ demands. 
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An additional way than to look at the involvement in a specific market is to study a firm’s 
development across countries. This is presented by Johanson och Vahlne (1990) in chapter 
2.1.3). In La Chonta’s case, they started their export of wooden doors to the USA – a 
country with proportionately low psychical distance from La Chonta. Bolivia is situated 
not very far from the USA and it is a country indeed influenced by the American culture. 
Several of the members in the management have also been studying in the USA and are 
therefore well known with the language, the culture and the business practices. Gradually 
they increased their involvement across the boarders to Europe, and thereby countries 
with a higher psychical distance. La Chonta also sells products to Asia, but yet only 
lumber. 

San Martin, like La Chonta, started their export of wooden doors to the USA. On the 
other hand they have not yet entered markets with greater psychic distances like Europe. 
They are planning to do so in the near future. Today they are also active in the Asian 
market, but only with lumber. 

8.2 Conditions for Successful Export  
To find out if there are conditions for successful export this chapter will be divided into 
assessing the competitiveness/environment and finding the overlap between a company’s 
resources and the customers’ needs. A SWOT analysis will be presented to sum up what 
strengths, weaknesses, opportunities and threats that can be found.  

8.2.1 Competitiveness/Environment 

The competitiveness/environment analysis will be based on Hollensen’s (2001) three stage 
model and complemented with a chapter about macro environment. The theories that this 
chapter is founded on is presented in chapter 2.1.5 

Stage 1 - National Competitiveness 

The competitive analysis will start at a national level. Bolivia as a country offers both 
strengths and weaknesses of great importance. To clear things out the national 
competitiveness will be assessed by following Porter’s (1990) diamond and the four 
elements and two factors that it includes, although there are too many aspects to consider 
so only the ones that have an immense influence on the studied companies will be 
discussed.  

When it comes to the first element of analysis, factor conditions and available factors, one 
of the most important is natural resources – in this case the huge and diverse forest 
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resources. That is a factor that has a low mobility, see table 3-1, meaning that it is difficult 
for companies from other countries to copy it (Hollensen, 2001). Other, more negative 
factor conditions are capital and technological infrastructure. Bolivia is South America’s 
poorest country so the lack of money is always a present obstacle and banks are very 
expensive. Foreign aid has helped to improve the technological infrastructure, but it is still 
to some extent poor. Although it is important to remember that both of the negative 
factors mentioned above have a high mobility and they are therefore not endurable 
advantages for countries with better conditions within these areas. Another negative 
factor that highly affects the export possibilities is the physical infrastructure. Bolivia is 
both landlocked and has a poor infrastructure making transports difficult and expensive. 
This is a more critical negative factor than the two mentioned earlier, because it has a low 
mobility and are therefore according to Hollensen (2001) an enduring advantage for 
companies in countries with better physical infrastructure. Nevertheless, the sum of the 
available factors can be considered to be in the country’s advantage. The positive factor 
that Bolivia has huge sustainable natural resources when it comes to forest, overrides the 
negative factors. The next area to discuss does not give such a positive result.  

The demand conditions for Bolivia are of such nature that they have not ensured that 
Bolivian companies develop cost advantages based on scale and experience. The country is 
not only small, with only about 9 millions inhabitants; the market is also very limited due 
to the fact that many people are poor. The companies from Bolivia have therefore been 
forced to seek growth in foreign markets earlier than their counterparts in larger 
countries and they are thereby more inclined to adapt themselves to the demands of the 
foreign markets. This is in line with de Wit and Meyer’s (2002) argument. 

The wooden door companies from Bolivia have also been forced to seek some related and 
supporting industries in foreign countries. There is for example no company that produces 
machinery in Bolivia and they also have to import for example glue if they want it to 
maintain a high quality. Although, the most important input, the high quality wood, is to 
be found within the country. The studied companies have their own saw-mills and are, 
besides the products, also exporting lumber. The existing export indicates that the saw-
mills are internationally competitive and according to Porter (1990) successful companies 
are often surrounded by internationally competitive related industries. 

The last element of analysis is firm strategy, structure and rivalry. The fact that Bolivia is a 
small country does not according to Kleen et al (2003) leave room for many companies 
with international capacity in many industries. In the Bolivian wooden door industry La 
Chonta is one of the leading companies and there has therefore not been a domestic 
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competition to prepare them for the global marketplace. The domestic competition within 
the wood industry does not force the companies to improve their developing and creative 
skills.  

Besides the elements discussed above there are two more factors in Porter’s diamond that 
influence the competitive advantage that can not be left outside the analysis. That is 
chance and government. In the case of Bolivia, chance can include the directed efforts on 
sustainable management. The country is number one in the world when it comes to 
certified forest thanks to the law of 1996. This has both lead to better opportunities for 
marketing and of course to protection of the important natural resource. When it comes 
to the sustainable management the government has played an important role but at the 
moment the instable political situation conceals this. The constant change of the forest 
ministry that leads to lack of goals is one part in this, but more critical is the political 
unrest. This unrest has led to investors being unwilling to invest in Bolivia or Bolivian 
companies.  

Stage 2 - Competition Analysis in the Industry and Networks 

Having sorted out the strengths and weaknesses of Bolivia as a country it is time to move 
on to a competition analysis of the wooden door industry and the existing networks. This 
is an area that will be rather briefly discussed. The first part of the analysis will follow 
Porter’s five forces, see figure 3.4, and the second part will discuss networks. 

The first element in Porter’s five forces to be discussed is industry competitors. It does not 
seem to be an intense rivalry between existing competitors in the wooden door market, 
because there are big demands and the annual growth is healthy. When it comes to the 
second element, suppliers, they can not be said to have a high bargaining power. The most 
important supply is wood and that is a raw-material that can be found in many places. The 
studied companies have also already integrated backwards, further decreasing the 
bargaining power of suppliers.  

The third element, bargaining power of buyers, is more critical than the two earlier 
discussed elements. Even though there are big demands, the bargaining power of buyers is 
still high. That is because many buyers want to buy in large volumes and the products are 
rather undifferentiated. Although the facts that there seems to be a trend moving towards 
more customer focus rather than integrating backwards and that the quality still is more 
important than the price have a reducing effect on the bargaining power.  
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Less threatening are the two following elements, substitutes and new entrants. There are 
not many substitutes for wooden doors. Doors of other materials are not really threatening 
to take over. New entrants can of course occur and they probably will, because there is 
not much product differentiation or brand identity. The switching costs and the capital 
requirements in production can also be considered low. But as long as there is a big 
demand new entrants are not a direct threat to current company’s activities and their 
effect on the degree of competition will be limited. 

To sum up the competition analysis in the industry, one can argue that it is not the threat 
from competitors, substitutes or new entrants that is the main issue to focus on. Nor the 
bargaining power of suppliers. It is rather the bargaining power of buyers that should be 
paid most attention.  

To complete Porter’s (1990) very competitive framework a more collaborative approach 
will be enlighten by discussing the networks described by Hammarkvist et al (2003). The 
present networks of the two studied Bolivian companies are rather small with only a few 
actors. Both La Chonta and San Martin have their own-sawmills, which limits the amount 
of important suppliers. Another thing they have in common is the low number of 
customers, one dominating for La Chonta and four important for San Martin. With 
competitors both companies have some informal collaboration and they are also members 
of CFB and attached to the Bolfor II project. This gives a picture of company networks 
with strong bonds to a few customers and loose bonds to suppliers and competitors.  

For La Chonta their strong bonds to their customer seem to be primarily based on 
knowledge. The customer has invested a lot in marketing of new wood species and they 
also have a good insight in La Chonta’s activities. Technical aspects are also important 
because the customer does some of the assembling themselves and has for that purpose 
invested in a lot of know-how and adjustments of their processes. It can also be assumed 
that there are some social aspects. For example La Chonta visits their customers every 
second month and the collaboration have been going on for a long time. Of course there 
are also financial and legal aspects that complement the other bonds. Finally, time aspects 
seems to be the least important, there is no indication that activities are coordinated in 
time.  

When it comes to San Martin knowledge seems to be an important bond to their 
customers. They believe that the reason why their customers chose them is that they 
know that they have a high quality and that they keep their promises.  



 

82 

 

Their relationships can somewhat be said to be built on good experiences and thereby 
knowledge about what to expect. One can also expect that there are some legal and social 
aspects that are important too.  

The legal aspects are probably the most important for the loose bonds with suppliers for 
both of the companies, in opposite of the loose collaborations with other companies that 
seems to be built on social aspects.  

When it comes to the connection to other networks, there does not seem to be many. One 
reason is that the networks between companies are rather small. A possible source to 
bonds with other networks is the FSC-network, although it is difficult to say how well 
established this system is. The Bolfor II project is also a possible way to gain bonds to 
other networks since they have some people working in foreign markets.  

When it comes to the European market in general it is characterized by a lot of small 
actors and a few big. This is also significant for the Swedish market and there is also a 
keen price competition. This indicates that there are not very strong bonds between the 
actors in the industry, further leading to that change can occur, which is positive for new 
entrants. 

Stage 3 - Value Chain Analysis 

In this stage of the analysis the two studied companies will be analyzed one by one with 
starting point from the activities in Porter’s value chain, see figure 3.5. La Chonta will be 
the first company to be discussed, initially by dealing with the primary activities of the 
value chain, followed by the supporting activities and the bonds between activities.  

The first primary activity, inbound logistics, is an activity that is working quite well, but 
there is a problem with lack of information between different departments. Not having a 
standardized flow of information makes it difficult to overview the situation. Although, 
when it comes to the activities involved in the physical creation of the product, including 
both inbound logistics and operations, La Chonta has gained a lot of help to improve their 
productivity and the quality of the outcome and this is today an area where they are in a 
leading position compared to other Bolivian companies. Of course, there is always room 
for improvements, but compared to both competitors and other activities within the 
company, this is an area that does not need extra attention at the moment.  

There are more important concerns when it comes to the products sale and transfer to the 
customer, but before the negative concerns are discussed, the positive parts will be 
enlightened. La Chonta is good on marketing the FSC label and the environmentally 
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friendliness in a consequent order. All printed material and all products wear the FSC 
logotype and environmental slogans. This is very important since it is one of the main 
competitive advantages. Although it is not enough, other areas need improvements. The 
lack of a marketing department is one factor that affects the sales negatively. In fact this is 
a much neglected area that the company just recently started to pay any attention to at all. 
They are in a way used to customers coming to them and not the other way round, but if 
they want to increase their sales of furniture and doors in Europe they have to improve 
these areas, the customers will not just come and knock on the door. Concerning the 
outbound logistics, the transfer to the customer, is the main problem road blocks due to 
the country’s political instability and thereby some infrequent problems to keep delivery 
times. Service is not as important for products like doors as for more complex products, 
but still this is an area that is becoming more and more central. La Chonta offers their 
customer a ten years warranty, guaranteeing the products quality.  

Having discussed the last primary activity puts the supporting activities in focus. The first 
one, procurement, is mainly a question of moving the wood from the company’s saw-mill 
to the factory. The main problem within this area seems to be the lack of long-term 
planning. La Chonta has no knowledge of their assets of wood for more than one year 
ahead, making big long-term orders impossible. There also seems to be little 
communication between the different departments, in this case the saw-mill and the 
factory, which makes it difficult to answer questions about where in the process an order 
is at the moment. 

The next activity, technology development, is an activity that La Chonta, like many other 
Bolivian companies, has gained a lot of help to improve. Their open mind ness towards 
foreign aid and consulting services has led to that there are among the best in the country 
within this area. The problem is that there is a risk that the company looses their initiative 
taking and turns dependent of foreign aid for continued development.  

The area of human resource management seems to be working satisfying. They do not 
have any problem to find the right employees and every employee gets some kind of 
training for their position. The last supporting area, infrastructure, is an area of more 
concern. The company is today run by a team consisting of Pablo, Fernando and German 
who all have a good insight in the company’s activities. The problem is that the 
infrastructure of the company is limping. There is a heavy focus on production instead of 
a comprehensive view of the company and important areas such as marketing and flow of 
information is totally missing. These areas will only increase in importance as the 
company grows.  
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There are also clear indications that the leading companies within the industry are 
changing their focus from production towards customer needs.  

The heavy focus on production might also lead to sub-optimization, this because it is 
difficult to optimize the internal linkages between different activities if all activities are 
not taken equally seriously. In this case, the company not paying much attention neither 
to marketing nor to customer needs has led to that the customer focus that should 
permeate all of the company’s activities, is missing. If the customer’s needs are not in 
focus it is difficult to create competitive advantages. According to Hollensen’s (2001) 
competitive triangle firms have competitive advantages if they offer products with a 
higher perceived value to the customer and lower relative costs than competitive firms. 
To find out what creates a higher perceived value the company has to have some 
knowledge about the customer’s wants. 

This is mainly a problem for La Chonta when they are trying to find new customers. The 
close collaboration with the one important customer in the USA insures that their needs 
are fulfilled, although this collaboration could also gain from La Chonta improving their 
customer focus. In that way it would be possible for La Chonta to foresee needs that the 
customer is not yet aware of, which might lead to further increased sales and competitive 
advantages.  

If competitive advantages are to be sustainable La Chonta also needs to be aware of how 
their value chain fits the overall value system. Since they have their own saw-mills, the 
external linkages of most interest are those with distributors. The customer in the USA 
and La Chonta has collaborated for a long time and are well adjusted to each other. The 
customer makes up for La Chonta’s lack of marketing efforts by putting in some hard 
work themselves. For new collaborations it is important to pay attention to the value 
chains fit to each other. This is necessary to ensure that sustaining competitive advantages 
are gained. A good fit between value chains creates value also in the distribution/supplier 
channel. 

The value chain analysis for San Martin is difficult to carry out since they are not 
producing doors at the moment. Some activities can therefore only be evaluated based on 
their floor production and others not at all.  

The first primary activity, inbound logistics, is one of the activities that are difficult to 
deal with. When it comes to production there are mainly some financial concerns. Since 
the production is not yet up and running it is difficult to discuss other aspects. The 
outbound logistics suffers from the same problems as all companies in Bolivia – road 
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blocks due to political instability, but San Martin has normally no problems to keep 
delivery times. Next activity in the value chain, marketing and sales is an area that needs 
some improvements. Today San Martin does not even market the environmental 
friendliness of their products if the customer does not particularly ask for it and they don’t 
seem to have a uniform profile to communicate to the customers. The customer’s needs 
are not in focus and noteworthy is that he who is responsible for contacts with customers 
does not speak any English at all. Finally the last primary activity, service, can not be 
analyzed.  

The support activities are equally difficult to make clear as the primary activities. 
Concerning the first one, procurement, it is a strong point that they have their own saw-
mills and thereby full control of the process. Compared to other companies they also use a 
lot of different species. With a long-term planning they can secure the access of necessary 
wood for their production. The second support activity, technology development, is an 
area where the manager of the company is not very satisfied. There is a frustration not to 
have enough money to make necessary improvements. Human resource management is 
also somewhat troublesome. The general manager finds it difficult to find employees with 
the right education and there is no special training for present employees. The fact that all 
persons in leading positions are members of the Abuawad family evokes the question 
about how the recruitment process is conducted. The infrastructure of the company is also 
to a large extent built around the family. There are no formal ways of spreading 
information, mainly because all of the sons and the father are well into all areas of the 
company. This will be a problem if the company wants to grow.  

The linkages between activities are not very interesting to discuss until there is an actual 
production of wooden doors. Of course it is an important matter to make sure that all 
activities within the company aims in the same direction, but it is not meaningful to 
evaluate it for the floor production instead of the coming door production.  

If the two companies are to be compared, the main difference is that La Chonta gives a 
more modern impression. The production appears to be a bit better organized and La 
Chonta has also made a better use of the FSC certification to create competitive advantage 
by offering a higher perceived value. What they have in common is that the customer’s 
needs are out of focus – one of the main weaknesses, but they also have one of the most 
important strengths in common - big sustainable wood resources. Both companies have 
also existed for a long time and are thereby well established.  
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Macro Environment 

The analysis of the macro environment, which in this case aims at understanding the 
Swedish market environment, will, in line with the delimitations, be focused on Kotler et 
al’s (2000) affecting factors known as PEST (Political-legal, Economic-demographic, 
Socio-cultural and Technological). The three other factors (The international trade 
system, The World Trade Organization and Regional free-trade zones) that Kotler et al 
(2000) find important will, if at all, only be briefly mentioned in the analysis. 

The analysis starts with the first group of macro environment factors - political-legal 
forces. Sweden is a country with a very stabile political environment and it is therefore a 
rather safe country to do business with. For the companies from Bolivia another 
important political-legal factor is the facts that up-coming laws and regulations from EU 
are in favour for environmentally friendly products.   

Economic-demographic forces are the next group of affecting factors to be analyzed. 
Sweden is a rather small market since the country only has 9 millions inhabitants, but the 
degree of industrialization and the standard of living is generally high and thereby a lot of 
people have purchasing power. The stabile environment combined with the high power 
of buying makes it a rather interesting market, with not yet as difficult demands to fulfil 
as the really big markets like Germany and France. 

When it comes to socio-cultural forces, the third category of influencing factors, there are 
of course some cultural barriers. There are huge differences between Bolivia and Sweden. 
Sweden is an advanced industrialized country that is among the most internationalized 
countries in the world, while Bolivia is one of South America’s poorest, least developed 
and most isolated countries. These differences of course create cultural barriers since the 
countries’ traditions, norms and taboos are very different. Planning and organization are 
two areas where the countries seem to be very different. In Sweden where the 
distribution system is modern and internal and external communications are excellent, 
long-time planning is not only possible but also expected. It is moreover a very well 
organized country. This can be compared to Bolivia where the political situation can 
change from day to day, making production and transportation impossible and where the 
infrastructure is very poor. Under these circumstances long-time planning might not 
make as much sense.   

Besides the cultural barriers there are social-cultural forces that work in Bolivian wood 
companies favour. The fact that Sweden lays emphasis on the relationship between trade 
and the environment is positive for the possibilities to find competitive advantages for 
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wooden products from Bolivia compared to wooden products from other countries. 
Another positive fact is that in Sweden there are some organizations helping developing 
countries to increase their export.   

Regarding Technological environment, the last micro environment force, there are huge 
differences between the expectations and level of technology in Bolivia and Sweden, 
although wooden doors are not high-tech products so as long as the quality is high this 
should not be a problem. 

Of course companies selling to Sweden have to be aware of the Swedish laws and 
regulations as well as the laws and regulations from EU. This might be a bit handful, but 
there are help to be found. Being a developing country also gives some relieves when it 
comes to tariffs.   

8.2.2 Finding the Overlap 

This part of the analysis aims at finding the overlap between the Swedish 
market/customer needs and the Bolivian wooden door producer’s resources. To do so the 
core and success factors of the Swedish market will be in focus, see chapter 2.1.6. 
Segmenting of the market will also be discussed. 

In the Swedish door market there are a number of factors that are of importance for the 
companies search for a possible match between the customers’ needs and their own 
resources. A product of a good and even quality can be seen as the most important core 
factor. A good quality of the product is essential for a supplier to even be considered. 
Another core factor that exists in the Swedish market is precision in deliveries. The 
buyers demand prompt deliveries in time and exact number of items. This is sometimes 
difficult for the Bolivian companies to live up to due to the political situation.  

Also the price can be seen as a core factor in the Swedish market, due to the keen price 
competition that exists. Especially for one group of costumer; DIY – Do It Yourself retailer 
the price is of special importance. In the other segments the price can be seen more as a 
success factor. At the same time the trend towards more individually designed doors for 
the end consumer makes the price less important. Instead a product that differs from the 
ones that already exists in the market and a customer focus becomes more significant 
success factors. 

An important factor within the area of customer focus that can be seen as a success factor 
is service. This might be a problem for the Bolivian companies that are geographically 
situated far away from the Swedish customers. The geographical distance limits both their 
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availability and thereby their possibilities to answer questions quickly and their ability to 
handle reclamations fast. The language and cultural differences might also be a problem 
when it comes to the area of service. The cultural aspect might affect how problems that 
occur are handled, and there is an immense risk that the Swedish customer expects 
something else than the Bolivian producer. 

Another success factor, although not yet as important as for example service, that is easier 
for the Bolivian companies to live up to, is the demand for environmentally friendly 
products. There is a believe that the FSC certification in the long term will be a necessity, 
but so far it can be classified as an upcoming success factor. Therefore a selection of 
environmentally friendly products can help making the Bolivian companies attractive 
suppliers in the Swedish market. 

The above mentioned core and success factors are important for all customer segments in 
the Swedish market, although to a varying degree. There are also some significant 
differences between the different segments. The object market requires large quantities 
and is therefore not an option for the Bolivian companies. This leaves modular house 
manufacturers and the building merchants as the two possible alternatives. Noteworthy is 
that the last one, building merchants, is the biggest segment. The problem is that one 
group within this segment - the DIY’s, is price focused and requires a lot of support. It is 
therefore not an interesting group for the Bolivian companies to aim at.  

When it comes to segmenting we also think that it might be interesting to discuss what 
kind of product the company aims at. It has been said that the most important thing is 
that the customer gets the quality that is expected, this means that the producing 
company has to decide if they are selling a low, middle or high class product to set the 
standard for the quality. Although both companies put a lot of effort in quality, they are, 
in our opinion, not ready to meet really high-class demands and they should therefore 
avoid that segment and instead go for middle-class segment.  

There is also a last type of segmenting that divides the manufacturers into niche producers 
or broad scale producers. The limited size of the Bolivian companies and the fact that they 
are geographically situated far away from the market leaves them little choice. Offering a 
broad scale of products requires a bigger size of the company and probably also more 
closeness to the end consumer.  
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8.2.3 SWOT 

This part of the analysis distils the critical strengths, weaknesses, opportunities and threats 
from the earlier chapter. According to Kotler et al (2002) this shows where the companies 
should focus their attention. The SWOT analysis will be presented below, highlighting 
the critical parts in the earlier conducted analysis. 

Strengths 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

La Chonta 

Already existing export activities in 
Europe. 

More then 20 years of experience in 
exporting. 

Motivated to export due to the small 
and saturated domestic market. 

A backwards integrated company 
which make them less dependent on 
suppliers.  

Members of networks as CFB and FSC 
that can open the doors to new bonds 
with other networks. 

Leading in Bolivia within areas like 
productivity and quality. 

Consequent in marketing their FSC 
certification, this is an important 
competitive advantage. 

Offers their costumer a ten year 
quality warranty. 

FSC-certificated. 

Have big sustainable forest resources 
with many different species. 

An over capacity in production 
making an increase in sales possible. 

San Martin 

Earlier experience of export. 

A backwards integrated company 
which make them less dependent on 
suppliers. 

Forest resources, they have their own 
saw-mills and are therefore less 
dependent on suppliers. 

Members of networks as CFB and FSC 
that can open the doors to new bonds 
with other networks. 

Many species. 

Have big sustainable forest resources 
with many different species. 
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Weaknesses 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Opportunities 

o Laws and regulations are moving towards environmentally friendly products in al 
European markets. 

o Bolivia’s effort in sustainable management provides the companies a great 
opportunity for marketing and insure the protection of the natural resource. 

o Growing demands in the wooden door market. 

o Not very strong bonds in the Swedish market which makes entrants’ possible. 

o A trend towards more exclusive and individual products. 

San Martin 

No customer focus. 

Lack of long-term planning. 

No viable infrastructure (information 
etc.). 

Poor language skills. 

Lack of financial resources. 

Technology (factory not up and 
running). 

No experience in exporting to Europe.

Dependent on a few customers. 

Does not market FCS and can not see 
the use of it. 

 

La Chonta 

A limping organization with too little 
focus on the company in whole and 
customer’s needs. 

No viable infrastructure and the 
company has no standardized flow of 
information. 

The company lacks a marketing 
department which affects the sales 
negatively. 

Today dependent on a few costumers.

Insufficient communication between 
saw-mill and the factory. 

No long term planning. 
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Threats 

o Bolivia’s lack of capital and technological infrastructure. 

o Transportation problems due to political unrest and poor infrastructure. 

o Financial problems due to political unrest. 

o Lack of trust from potential customers and investors due to the political situation. 

o Potential costumers have too high demands and want to buy too large volumes for 
the small Bolivian companies to fulfil.  

o New entrants on the market can easily steel market shares because it does not 
exists much product differentiation or brand identity, 

o Worsen terms of trade for example for the machinery. 

To Sum Up 

A distillation of the strengths shows that both companies have earlier experience in 
export, that they are motivated to export and that they can offer many environmentally 
friendly tropical species. These strengths can be matched with the opportunities that show 
that laws and regulations are moving towards more demands on environmental 
friendliness and that the customers’ demands are moving towards more individual designs. 
Having the FSC certification and in the same time being able to offer unique species is 
therefore an important competitive advantage. 

On the negative side there are also some important issues that need to be considered. Most 
of them occur on a country level such as the poor infrastructure and financial problems. 
Still there are some problems on company level, one of the most important being that 
both companies have the customer out of focus. This makes it difficult for them to use the 
potential competitive advantage in the match between the trend towards more individual 
design and their ability to offer unique species. Not having marketing in focus contributes 
to the problem to use this advantage because they lack the ability to reach potential 
customers communicate their advantages. Another bad match is between the threat that 
the political situation might lead to lack of trust and the weaknesses that the companies 
lack a standardized flow of information and in the same time have the customer out of 
focus. This makes it difficult to build trust by giving the customer a lot of information in 
every stage of the process. 

The areas presented above can be seen as some of the most important issues for the 
Bolivian companies that can be distilled from the SWOT analysis. 
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8.3 Reaching the Market 
To sort out which competitive advantages that the companies can create by influencing 
the demand of their products Kotler et al’s (2000) 4-p marketing mix will be used. The 
analysis will start with the product and then move on to price, promotion and finally 
distribution channel. It is however important to remember that the possibility to create a 
good marketing mix is limited of the facts that both of the studied companies are rather 
small and have limited resources. 

When it comes to the product there is a trend in the Swedish market towards overall 
solutions, however this demands presence in the market and working close to the 
customers and it is therefore difficult to fulfil for the Bolivian companies. Also service is 
increasing in importance, another part that is a problem to offer if a company is not 
present in the market. The solution for a company that is situated far away from the 
market is to offer a product that does not already exist in the market and let someone else 
have the main responsibility for service. To decide what to offer to the Swedish market, 
besides a good quality of the product, the two other demands that should be taken to 
concern are the trends towards more individually and exclusive doors and the increase in 
demand for environmentally friendly products. Both of the studied companies have an 
advantage in the possibility to offer environmentally friendly products. Another 
advantage that both companies have is the possibility of offering a large number species of 
wood to the costumer. This helps the companies to follow the trend of individually 
designed products. There is also a question about if the company should change their offer 
when going abroad. La Chonta is used to make some changes to their products to make 
them fit the chosen market. Although today the changes often makes the products more 
similar to the products that already exist in the market and thereby they can not easily be 
discerned from competing offers. 

It is not enough to make products that fulfil the customer’s demands - promotion to make 
the customers aware of all the benefits is equally important. This is an area that none of 
the studied companies have in focus. San Martin is not even using the environmentally 
friendliness of their product as an important argument and La Chonta does not have 
someone responsible for marketing. The promotion should be focused on in which way 
the Bolivian companies’ products differ from the ones that already exists in the market. 
For that purpose the environmentally friendliness is one important part, but also the 
marketing of a new wood species.  
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Of course the price of the product is also essential in the Swedish market and it can be 
seen as an important competitive priority, but this is not an area where the Bolivian 
companies are very competitive. Luckily the trend towards more exclusive doors makes it 
possible for La Chonta and San Martin to compete with other things, like the possibility to 
offer different of wood species and products that benefit the environment. The most 
important thing is that the price corresponds to the level of quality and finish that the 
company can live up to.  

The last part in the marketing mix, the choice of marketing channel, is to a large extent 
affected by the companies’ limited resources. The limited resources narrow their choices 
to indirect export channels or export directly to customer or through a type of 
representative. Indirect export means very little control of the process and in this case it is 
very important for the companies to clearly differentiate themselves from the many 
companies that already exist in the market. Both companies also have earlier experiences 
of export through their foreign customers, making them ready for direct export which 
gives a better control of the process. Still they do not have the experiences and the 
knowledge that is needed to sell directly to customer. Their marketing and sales 
departments are too weak. In San Martin’s case the lack of language skills is another 
obstacle. This leaves the alternative of a representative standing as the best alternative. It 
gives better insight in the process than indirect export and it is in the same time an 
alternative that is possible financial. Finding a retail dealer is a good alternative because 
they buy the product from the producer before they sell it to other customers, which 
makes it easier to plan the production. An agent only acts as an intermediary or buys the 
products when a customer is found, which makes it more difficult to plan the production  
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9 Conclusions and Recommendations 

This chapter will start by highlighting the most important conclusions and 
recommendations and after that a discussion about the underlying factors for success and 
obstacles will follow. The focus will be on how the companies should handle the situation 
to create good opportunities for export. After this different ways to reach the market will 
be discussed and finally some company specific conclusions and recommendations will be 
presented.  

9.1 Possibilities for Successful Export 
The main conclusion is that: there are possibilities for the two studied companies to 
export to the Swedish market. The conclusions that lead to this statement are the 
following: 

o The companies have earlier experience of export. 

o They have something unique to offer in form of many species of certified tropical 
forest. 

o They have a high level of motivation due to the small domestic market. 

Still there are some obstacles that might prevent successful export. The most important 
ones are: 

o The instable political situation in Bolivia. 

o The poor infrastructure of the country. 

o The companies not having the customers’ needs in focus. 

The analysis has also resulted in some recommendations, the most important being listed 
below: 

o Taking concern to the small domestic market, export is advisable.  

o The companies need to put marketing and their current and foremost, potential 
customers’ needs in focus.  

o Building trust is very important to attract potential customers and investors. 

Details about these conclusions and other complementary conclusions and recommendat-
ions will be presented in the following chapters. 
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9.1.1 Factors in Favour for Successful Export 

The small domestic market forces the companies to export their products to gain 
profitability, and this gives cause for a high level of motivation for export activities among 
the Bolivian companies. Motivation together with the possibilities to fulfil the customer’s 
needs is an important condition for successful export.  

There are also some other determining factors that are in favour for the companies’ 
possibilities of conducting export successfully. Those are that: both of the studied 
companies have experience from exporting to the USA, they are well established and they 
do have something unique to offer in form of the environmentally friendly certified 
tropical wood. The FSC certification in it self is not unique, but combined with Bolivia’s 
diverse tropical forest it creates a unique offer. The main competitors that can offer the 
same species of wood, such as Brazil, can not fulfil the same environmental demands. 
There is a small trend towards more dark tropical wood and in the same time European 
laws and regulations are moving towards more environmental demands. This is of course 
positive for Bolivian companies that can offer both and it also makes the European market 
an interesting alternative The Swedish market is thereby one, among many, interesting 
choices.  

The collaboration with customers from the USA also indicates that they can offer a high 
enough quality. There is no reason to believe that customers from Sweden would have 
very different demands on quality compared to customers from the USA. A minor fact 
working in the Bolivian companies favour is also that they do not have to pay taxes when 
exporting to the EU. Still there are some important areas of improvement and some 
obstacles for the companies to overcome to realize successful export.  

9.1.2 Non Impressionable Obstacles 

Not all obstacles are of such nature that the companies can have an effect on them. If that 
is the case they should instead focus on minimizing their negative effects. Such obstacles 
mainly exist on a national level. The most decisive at the moment is the instable political 
situation and everything that it results in, for example financial problems and lack of trust 
from foreign investors and customers. Others that are of great importance are the poor 
infrastructure, the landlocked position and the low level of development. The fact that 
Bolivia is one of the poorest countries in South America, which conduces to the constant 
lack of capital, does not improve the situation.  
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To reduce the effect of the at the moment most important obstacle - the instable political 
situation, it is very central that the companies focus on building trust to attract customers 
and investors alike. One way to build trust is to keep promises by maintaining a high 
quality and keeping delivery times. The quality seems to be satisfying at the moment, so 
for that area the recommendation is to keep up the work and to make sure that this is a 
prioritized area with someone responsible for the quality in each stage of the production. 
An additional comment concerning this area is that the most important thing is to keep an 
even level of quality. It is therefore better to promise a lower level of quality and always 
be able to live up to it, than to promise a higher level of quality that can not always be 
fulfilled. 

To be able to keep promises concerning delivery times, the new port in Paraguay that has 
been discussed would be a good help. Although building a port is both expensive and time 
demanding and thereby nothing that a company can carry out by oneself. The same is 
applicable for the poor infrastructure that needs to be improved. There are though 
measures that the companies can take by themselves to build trust. One such thing is to 
keep potential and current customers well informed and to be able to answer their 
questions about their orders. Being able to provide information is also important to meet 
the Swedish customers’ excellent external and internal communication skills. None of the 
studied companies have any system for information within the companies. This makes it 
difficult for them to keep customers well informed. Both companies therefore need a good 
system for the information flow between different parts of the company. There should be 
some kind of database where all information about a customers order can be found. This 
means that every stage in the production have to make an input to the database when the 
production of the order has begun and when it is finished.  

Having the information about a customer’s order available is however not enough. It is 
also important that both potential and current customers get a quick response to all of 
their questions. If the question is sent by mail it should not take more than two days for 
the customer to obtain an answer. If the company needs more time to find out the answer 
it is important to send a mail telling that it might take a couple of more days before a 
proper answer can be given. Sometimes the difficulties to give a proper answer seem to be 
due to the lack of long-term planning. If the companies do not have a long-term plan it is 
difficult for them to answer questions about when they can handle an order from a 
current or potential customer.  

When it comes to the financial aspect, the lack of capital and the difficulties to attract 
investors the most important thing is to reduce the risk for a potential investor. One way 
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is through offering a potential investor to finance a stock of raw material instead of stocks 
later in the process. The advantage with a stock of raw material is that it always can be 
sold without further processing, and it thereby provides less risk than stocks of finished 
products that can be more difficult to sell if something goes wrong. Of course it is also 
important for the companies to build up some capital themselves to be able to finance 
some improvements. To have some own capital is also a key to be able to handle eventual 
adversities.  

9.1.3 Impressionable Obstacles/Areas of Improvements 

Besides the obstacles on a national level, there are mainly obstacles that the companies 
can overcome themselves. The most important area of improvement is marketing and 
understanding of the customers’ wants. As the analysis points out, it is not the threat from 
competitors or substitutes that should be in focus; it is rather the bargaining power of 
buyers that ought to be paid most attention. This makes it necessary for the companies to 
be aware of the buyer’s demands and to be able to fulfil their expectations of quantity and 
quality. Knowledge about and ability to fulfil the customers’ demands is although not 
enough, the potential customers also needs to know about the company’s skills. It is 
therefore equally important to be able to reach potential customers. Since there are many 
actors in the market it is difficult to get through and catch the potential customers’ 
interest. It is therefore essential to distinguish oneself from the competitors. Today none 
of the studied companies have knowledge about customers’ demands or the work to reach 
customers in focus. One reason for that might be the foreign aid that has been heavily 
focused on technical improvements. Besides the loss of a comprehensive view of the 
company the foreign aid has also contributed to create an atmosphere among the 
companies that is not very enterprising but rather expectant.  

The technological improvements has been necessary, but now it is time to move on to a 
new phase, where the companies turn independent from foreign aid by taking full 
responsibility of all their activities to maintain the technology development, and maybe 
more important, increasing their customer focus and overall view. One important part in 
this is to make marketing and marketing activities prioritized so that they permeate the 
whole company.  

Of course foreign aid can still help to improve the situation within the marketing area by 
focusing on making Bolivia as a wood producing country better known, promoting 
unknown species and putting the FSC certification in focus. Those are important 
marketing activities that are difficult for every single company to conduct themselves. It 



 

99 

 

would also be good if the foreign aid could contribute to change the attitude towards 
marketing by putting it in focus. One way to increase the companies’ awareness of the 
customers’ needs might be to send them to different buying companies to see how they 
work. That is probably better than to send someone to tell them what to do, since that has 
been done before with unsatisfying results. 

Of course technological and quality improvements have been and still are essential but 
they should be based on customers’ needs and demands. Today the production is aimed at 
productivity, but the question is if flexibility is not equally important for the middle price 
segment that the Bolivian companies have to aim at. Taking marketing serious and having 
someone responsible for this area improves the awareness of what the customers needs. 
Though the technological does not only have to be based on the customers’ needs, it is 
also as earlier mentioned, important that the companies become the driving forces 
themselves within this area. They can no longer wait for the improvements to come from 
outside. 

A small step towards maintaining a good technology development is to have a system to 
reward employees for ideas that improve the production or organization. Another way is 
to derive advantage from the new wood education in UPSA. The students from the wood 
program will be well updated on new technologies and can thereby contribute with some 
new ideas. 

9.2 Reaching the Market 
The Bolivian companies need to focus on finding a marketing mix that distinguishes them 
from the many competitors. This should be done by using the environmentally 
friendliness of their products and the unique species that they can offer, but they also 
need to show that they can live up to the expectations of service and handling of 
reclamations. It is though equally important not to set the standards too high because they 
need to build trust by always being able to live up to what they have promised. Our 
recommendations for the companies are to create the following marketing mix: 

When it comes to the product, the Bolivian companies should focus on offering a niche 
product that does not already exist in the market. The trend towards more individually 
and exclusive doors on the Swedish market and the small increase in demand for 
environmentally friendly products should be used by the Bolivian companies. These are 
demands that La Chonta is ready to fulfil today with their high-class and environmentally 
friendly products.  
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For San Martin the above mentioned demands are important to consider when starting up 
their production.  

Concerning promotion of the product it is an area that is far too important to be left out. 
Both companies need to, as earlier mentioned increase their marketing focus. The 
promotion of their products needs to be concentrated on how the Bolivian doors differ 
from the doors that already exist in the market. Important arguments are the tropical 
forest combined with the FSC certification and the use of unique wood species. To 
promote less known species the companies should use their products to show the benefits. 
To promote the advantages with these less known wood species the companies should use 
their finished products to show what the benefits are. It is not enough to show a sample of 
wood. 

Most important when it comes to the price is to aim at the right price segment. The 
Bolivian companies’ prices should aim at the middle-class segment, not trying to push the 
price to low – because that is not possible. The reason why it is not possible is because of 
the small scale production and the high transportation costs. They should not try to end 
up with a really high-class segment either because they are not ready to meet their 
demands when it comes to quality and design.  

When it comes to marketing channel the most suitable alternative for the Bolivian 
companies is due to the financial situation and the need to differentiate from the many 
competitors, some kind of representative. A good alternative for the Bolivian companies 
would be to work as a supplier to a door producing partner. The Bolivian company would 
contribute to broaden the partners’ assortment and the partner would in turn take main 
responsibility for important areas such as service. The Bolivian companies need a partner 
that is present in the market and thereby easy for the customers to get in contact with.  

9.3 La Chonta 
Since La Chonta has an up and running production of wooden doors, an over capacity in 
the production and already are exporting to the USA they have good possibilities to 
succeed with export to other markets. To increase their possibilities there are though 
some areas of improvements. 

La Chonta has gained a lot of help with technological improvements, now it is time for 
them to improve their customer focus to get the most out of their business. A starting 
point is to establish a marketing department. The person responsible for the department 
needs good knowledge in marketing and has to have this as his/her main task. Language 
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skills are also very important; the person in question should at least speak English fluently. 
The marketing department should be responsible for both understanding the customers’ 
needs, finding new customer, promoting the company to potential customers and together 
with the people in other leading positions, making sure that marketing is an important 
area that permeates all of the company’s activities.  

To understand the customer’s needs it is a good starting point to investigate what the 
current customers think. Follow-ups should be done annually by written questionnaires. 
The questionnaire should contain questions about the level of satisfaction concerning 
quality, service, logistics, information and handling of reclamations. Trying to understand 
the customers’ needs also include to be well updated about what is happening in the 
industry, although the most important is to always keep the customer in focus.  

Finding new customers and promoting the company is hard work because there are many 
actors on the market and it is therefore important to distinguish from the competitors. La 
Chonta should continue their profiling as a company that values sustainable management 
of the forest. They should though be more specific about which competitive advantages 
they can offer compared to other companies. Unique wood species is one such advantage. 
Due to the lack of marketing department there is no one at La Chonta that has time for 
the very time demanding work to find and contact potential customers today. Since there 
is a huge geographical distance between potential customers in the European market and 
the companies in Bolivia this will be a very time demanding task since more effort will be 
needed to attract these customers than others that are closer to the domestic market. 
Having a marketing department with this as a prioritized task is therefore very important. 

When a marketing department is founded they should focus on contacting other door 
producers and/or wholesalers and builders’ merchants whose assortment they can be a 
compliment to. A starting point for trying to find potential customers is to try to use the 
networks that they are a part of, for example the FSC network.  

Another strong point with having a marketing department is that the customers always 
know who to contact. The marketing department should always be able to answer the 
customers’ questions. To be able to do so La Chonta needs to improve the communication 
within the company. They should therefore implement some kind of standardized 
communication plans and improve the communication within the different steps in the 
production. The long-time planning can also be improved to make it possible for the 
company to plan their production for a long time ahead.  
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There might be heavier demands on the production planning because La Chonta needs to 
be able to deliver one time orders. Many potential customers wants to try the supplier 
before they make long term commitments and it is therefore necessary to be able to 
deliver a one time order to get a chance to enter the market. A good production planning 
will therefore be necessary to not disturb the production flow too much. 

9.4 San Martin 
San Martin is not producing doors at the moment so the recommendations will be of a 
more general character and focused on what they need to think about when they start 
producing doors. They have a longer way to go before export is of immediate interest. 
Like for La Chonta it is very important for them to improve their customer focus. They do 
have a marketing department and someone responsible for the area, but there are still a lot 
of improvements that can be done within this area. The first thing that we think that the 
manager and his sons should think about is formulating a business concept.  

All marketing efforts have to be founded on the company’s business concept. Not only 
should the marketing efforts be based on the business concept, but also the goal and 
strategies. A good business concept should answer questions about which needs or wants 
the company aims at fulfilling, who has these needs and wants – that is who are the 
customer, in what way the company can satisfy these needs or wants and how the 
company can satisfy the needs and wants in a better way than competitors. By answering 
these questions in a business concept it will be easier to communicate the company’s 
strong points to potential customers.  

When the company has a business concept they have to start using it. The first thing they 
should take care of is to make a modern printed material that presents the company. 
Today a lot of the marketing efforts consist of attending to fairs and in those occasions it is 
important to have some material that can catch the visitor’s interest in a minute. Second it 
could be a good idea to have a homepage. The Swedish market is, like many European 
countries, a high industrialized country and a homepage will be more or less expected. It 
does not have to be very advanced, a few words about what the company does, and most 
important easily accessible contact information are what is needed.   

To put the customers’ needs in focus it is, like for La Chonta, a good starting point to 
investigate what the current customers think. Follow-ups should be done annually by 
written questionnaires. The questionnaire should contain questions about the level of 
satisfaction concerning quality, service, logistics, information and handling of 
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reclamations. San Martin also needs to improve their language skills to better meet 
potential customers and to improve already existing bonds to customers. Further the 
customers’ needs should permeate all of the company’s activities. 

When it comes to the production there are some aspects that the company should have in 
focus. First of all quality, there has to be a good system for quality control and someone 
responsible for it in every stage. Another important aspect is the flow of information; it 
has to be possible to follow up an order in any stage of the production. Further all 
products should have the FSC label.  



 

104 

 



 

105 

 

10 Reflections 

This chapter will sum up some of the thoughts that we have had during the writing of this 
thesis. Of course there have been so many thoughts that there are not room for all of them 
within this thesis, but we will at least present two of the more central ones.   

One of the things that we have been thinking about most is the cultural difference 
between Sweden and Bolivia. Cultural differences have not played a central role in the 
creating of this thesis, but it is impossible not to notice them while visiting the country. 
Some of our conclusions and recommendations might feel unnecessary from a Swedish 
point of view, for example the recommendation to answer a mail in less than two days, 
but there is a big difference in the way of looking upon when things should be done. In 
Bolivia we got the feeling of that if you can not answer a question you either make 
something up or do not bother to answer at all. This is only one example. 

What we have realized is that there are a lot of fundamental differences that affect the 
result of this thesis and the companies’ willingness to use the results. Some of our 
recommendations probably also appears incomprehensible from their point of view. There 
seems to be a difference in how people look upon life. The Bolivian people very much 
seems to be living for the day and therefore long time planning is one example of 
something that is very far-off in people’s minds. Having said this we still feel that we 
should not have let the cultural differences play a more central role, because three months 
is far from enough to fully understand the cultural differences and not only scratch the 
surface. We will thereby leave it like this - something that every reader should have in 
their mind and consider when reading this thesis.  

Another thing that we find interesting to discuss is if the results can be generalized. Since 
this thesis has been focused on the companies’ competences the choice of market has been 
less in focus. What we found during the market research of the Swedish market was also 
that there seems to be many similarities with other European markets. The 
recommendations that are given to the companies are therefore not very specific for 
export to the Swedish market. Instead they are rather general for export to any European 
country or in some cases for the company’s business in general. We realize that the 
Swedish market maybe would not be a first hand choice since it is a quite small market, 
but the recommendations and the results of this thesis not less interesting because of that. 
We also believe that many of the results can be used for other Bolivian companies of the 
same size with similar category of wooden products. Many of the problems that we found 
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were of such character that they probably exist among other companies within the 
industry. Most companies have probably obtained the same kind of foreign aid that has 
been very focused on production and quality improvements and somewhere along the 
way the customer got out of focus. In the long term we believe that this is very harmful 
because a company can not exist without customers – they are the essential for the 
existence of a company.   

Finally, to bring this thesis to an end, this kind of experience is something that we can 
recommend highly to each and everyone. All you need to make your stay in a developing 
country successful is an open mind and some patience and you gain ten times the efforts. 

Spending time in a developing country changes your look upon life in general. One 
important part in this change is that it makes it very difficult to neglect problems in other 
places of the world by creating some kind of image that there is a difference between 
“them” and “us”. There is no such difference. Another thing about spending time in a 
developing country is that it probably makes you think about what makes a person happy. 
We have never before experienced so much happiness and friendliness from other people 
as we did in Bolivia. And yet they are so poor compared to us. That is probably what has 
made people in general to value life more in Bolivia than for example in Sweden. When 
material things are out of focus, because you can not even dream about afford to buy 
them, relationships to other people seems to be valued very high instead. The friendliness 
of the people is something that we have been missing every day since we got back.  
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Appendix 1 

Interview questions – companies in Bolivia 

The questions below should be seen as support for the interviews. They indicate which 
areas that should be covered, but every question is not asked the way it is written and not 
all questions get a complete answer.  

Background facts 

o When did the company start? 

o Who is the owner of the company? 

o Who is the General Manager? 

o Which different products are you producing? 

o Describe the company’s business concept? 

o What is the company’s strategy for the future? 

o How are your finances?  

Organization and administration 

o Can you describe the structure of the organization? 

o Which different departments do you have? 

o How are the decisions made and by who?  

o How do you communicate within the company? 

o How many employees do you have? 

o What kind of different competence do they have? (level of competence and 
education) 

o How would you describe the general available level of competence when you are 
looking for new employees? (easy to find employees with the right competences) 

o Production and products 

o How is the production of wooden doors organized?  

o Which activities are included? 

o Are your operations mainly flexible or productive? 

o How many wooden doors are you producing a month? 

o Describe the level of technological development.   

1(4)



 

 

o How are the products labelled (environment, air tightness, isolation ability, rain 
tightness, quality)? 

o How do you control the quality of your products? 

o How would you describe your products compared to competitor’s products? 

o How do you decide the price on your products? 

o How would you describe you abilities to keep your delivery times to customer? 

Internationalization 

o If you are not already exporting, is it an interesting option? 

o If you are exporting: 

o How did you start exporting? 

o What were the motives for starting to export? (Profit and growth goals, Managerial 
urge, Technology competence/unique product, Foreign market 
opportunities/market information, Economies of scale, Tax benefits, Competitive 
pressures, Small and saturated domestic market, Overproduction/excess capacity, 
Unsolicited foreign orders, Extend sales of seasonal products, Proximity to 
international customers/psychological distance) 

o Who made the decision that the company should start exporting? 

o In which markets do you sell your products? 

o How did you choose market? 

o Which product are you selling in which market? 

o How do you decide what to sell in each market? 

o Do you make any adjustments to your products for different markets? 

o How big share of the market do you have in each market?  

o Which marketing channel did you start with? (+/-) How did you start exporting? 

o Which marketing channel are you using today? (+/-) How are you exporting 
today? 

o Is the organization in some way supporting foreign activities? 

o Is there a special department for foreign activities? 

o If yes, how many are working there? 

o How do they collaborate with other departments within the company? 

2(4)



 

 

o Who is the manager? 

o What kind of competence do the employees in the department have? 

o Do you have any collaboration with other companies that are active abroad? 

o What do you think is the biggest problem when it comes to export? 

Suppliers 

o Which different suppliers do you have? 

o How many suppliers do you have at the moment? 

o Do you have many suppliers to choose between? 

o Can you describe your relationship to your suppliers? (close, collaboration when it 
comes to development and improvements, or not close at all) 

o How would you say that your suppliers meet your demands?  

o What are your most important criteria when you choose suppliers? 

Customers 

o How is the demand in the home-market? (What do the customers find most 
important?) 

o How many customers do you have? 

o Which are your most important customers? 

o Why do you think that your customers choose to buy your products? 

o Can you describe your relationship to your customers (Close?)? 

o How do new customers come in contact with you? 

o Do you follow-up how satisfied your customers are? 

o Can we contact any of your customers (especially European)? 

Competition 

o How would you describe the domestic competition in the industry? 

o How would you describe the market growth in general for wooden doors? 

o How would you describe the competition in the wooden door industry? 

o What would you say are your most important strengths compared to competitors? 

o Which weaknesses do you have compared to competitors? 
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o Are you involved in any collaboration with other companies in the industry? In 
that case, how does the collaboration work and why are you involved? 

Marketing 

o What do your marketing efforts include? 

o How do you make sure that you fulfil the customer’s needs? 

o What kind of product are you producing (high-class, low-priced)? Alt. What kind 
of customers are you aiming at? 

o What do you think are your customer’s most important demands to fulfil? 

o Political situation and regulations 

o How has the regulations of 1996 affected you? 

o Are there other laws and regulations that affect the company? 

o How is the company affected by the political situation? 
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Appendix 2 

FSC-certification 

The Forest Stewardship Council, FSC, is an international network to promote responsible 
management of the world’s forests. This means environmentally appropriate, socially 
beneficial, and economically viable management of the world’s forests. Environmentally 
appropriate forest management ensures that the harvest of timber and non-timber 
products maintains the forest’s biodiversity, productivity and ecological processes. Socially 
beneficial forest management helps both local people and society at large to enjoy long 
term benefits and also provides strong incentives to local people to sustain the forest 
resources and adhere to long-term management plans. Finally, economically viable forest 
management means that forest operations are structured and managed so as to be 
sufficiently profitable, without generating financial profit at the expense of the forest 
resources, the ecosystem or affected communities. The tension between the need to 
generate adequate financial returns and the principles of responsible forest operations can 
be reduced through efforts to market forest products for their best value. Besides the 
certifications, FSC also undertakes marketing programs and information services that 
contribute to the mission of promoting responsible forestry worldwide. (FSC, 2005) 

FSC is a stakeholder owned system that sets international standards for responsible forest 
management through consultative processes. The standards are revised every fifth year 
and most of the issued certifications are also valid for a five years period. During this time 
the company’s forest management is continuous controlled. (FSC, 2005) 

FSC accredit independent third party organizations who can control and certify forest 
managers and forest product producers to FSC standards. Over the past 10 years, 50 
million hectares in more than 60 countries have been certified according to FSC standards 
while several thousand products are produced using FSC certified wood and carrying the 
FSC trademark. FSC operates through its network of National Initiatives in more than 34 
countries. (FSC, 2005) 
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Appendix 3 

Bolfor I and II  

Bolfor II is a 6 year long Sustainable Wood 
Management project that will continue until 2009. It was founded and is financed by 
USAID (the U.S. Agency for International Development) and the Bolivian government. 
The project has two main objectives: the first one is strengthening the communities that 
own the forest and the second is to increase Bolivian export. Bolfor II is particularly 
working with certified companies but others can also get help. They decide which 
companies to help by visit them and assess their capacity. (Pavisich, interview) 

Today the project involves 13-14 companies and there are about 60 people working with 
the Bolfor II project. It is divided into seven original offices that all work with the six 
components that the project consists of. (Pavisich, interview) The components and their 
objectives are (Bolfor, 2005):  

o Politics – promotes regulations and laws in order to improve the forest sector and 
reduce the use of illegal wood. 

o Institutional support – strengthen the institutional capacity in both the public and 
private sector.  

o Support the forest community –.development of the capacity in the organisations 
by offering for example technical support 

o Communication – increase the participation of the public sector by spreading 
information; create a context favouring forest regulations through communication. 

o Better practises – improve the productivity and the efficiency. 

o Export - Promote growth of forest product exports. 

 

The previous project, Bolfor I, was born in 1994 in a context characterized by a sector 
lacking institutions and full of conflicts. Bolfor got the role of a mediator and consensus 
builder, where all stakeholders could find non-politicized answers. (Bolfor, 2005) The 
project aimed to offer help to those companies that wanted to get certified. Bolfor I gave 
financial help to a lot of companies but the Bolfor II project is a bit different. It wants to 
improve the business culture and thereby make the companies less dependent on foreign 
aid. (Pavisich, interview)   
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Appendix 4 

Cámara Forestal de Bolivia – the Bolivian Chamber of Forestry 

Cámara Forestal de Bolivia (CFB) is a private non-profit organization that was founded in 
1964. CFB is the leading institution of the sector and works as an umbrella for the sector’s 
companies looking for sustainable development. Their mission is to: 

“...promote actions oriented to creating conditions for the forestry industry’s 
development, increase competitiveness, insure that laws and regulations are honoured, 
generate development projects and publicize the economic, social and environmental 
importance of forestry activity in Bolivia” 

The CFB has today approximately 100 members, which together own 90 % of the certified 
forest in Bolivia. They pay an annual fee and in return the CFB offers them different kinds 
of services. They can offer legal services, like advices on forestry, environment, labour, 
taxes and other matters. Also commercial services like statistical information, economic 
analysis of market conditions and generate commercial contacts. CFB also offer the 
members an Industrial Service Centre and gives the member access to a fund with the 
purpose to support voluntary forestry certification. CFB is considered to be the most 
expensive organization in this matter but is constantly growing.  
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Appendix 5 

Interviews and respondents 

Table A.1 description of respondents in Sweden and Bolivia 

Respondents in 
Sweden: 

Type of Interview & 
Date 

Description of Respondent 

Anders Svensson Telephone interview, 
Santa Cruz, 2005-10-12 

Consultant at ASORA AB, a 
consultancy firm that is working 
with business development of 
natural resources. He was involved 
in the collaboration between SIDA 
and the Bolivian wood industry in 
1997, which aimed to develop the 
new rules and regulations of 1996. 

 

Daniel Fransson Personal interview, 
Linköping, 2005-06-20 

 

Postgraduate student at the 
University of Linköping. He has a 
master of industrial engineering & 
management and a licentiate of 
technology from the University of 
Linköping. The title of his 
licentiate’s dissertation is; 
Outsourcing Strategies for Wood 
Product Manufacturing Firms - 
Driving Forces and Strategic 
Development. 

 

Lars-Göran Johansson Mail questions, Santa 
Cruz, 2005-09-02 and 
2005-09-12, telephone 
interview, Linköping, 
2005-12-08 

Project Manager of the door- and 
window group at the Swedish wood- 
and furniture association (Trä- och 
Möbelindustriförbundet, TMF) 
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Staffan Brege Personal interview, 
Linköping, 2005-12-12 

Staffan Brege is professor in 
Industrial marketing at the 
University of Linköping and since 
1994 professor in Marketing strategy. 
The last 25 years he has combined 
research work with consulting 
within the industrial sector. He has 
been working a lot with the wood 
sector. 

 

Respondents in 
Bolivia: 

Type of Interview & 
Date 

Description of Respondent 

Alejandra Pavisich Personal interview, 
Santa Cruz, 2005-09-19 

She is and has been working as a 
project assistant for the Bolfor II 
project since it started in 2003. She 
has a master of Business 
Administration. 

 

Carlos Abuawad 

 

Personal interview, 
Santa Cruz, 2005-09-19 

Marketing Manager, San Martin, and 
one of the sons of San Martin’s 
general manager. 

 

Fernando Antelo 

 

 

Personal interview, 
Santa Cruz, 2005-09-08, 
Mail questions, Santa 
Cruz, 2005-09-12 

Financial Manager, La Chonta. 
Fernando Antelo has been working 
for La Chonta for nine years.  

 

Freddy Terrazas  

 

Personal interview, 
Santa Cruz, 2005-09-14 

He is a consultant and manager of 
the financial department of Cámara 
Forestal de Bolivia (CFB), the 
Bolivian chamber of forestry. 
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German Tabora 
Saucedo  

 

Personal interview, 
Santa Cruz, 2005-09-05 

Production manager, La Chonta. 
German Tabora Saucedo has been 
working for La Chonta for nine 
years. One year ago he became the 
company’s production manager. 

 

Pablo Antelo Gil  

 

Personal interview, 
Santa Cruz, 2005-09-05 

General Manager, La Chonta. Pablo 
Antelo Gil has been working for La 
Chonta for twenty years and has 
been the General Manager since the 
company was founded in 1974. 

 

Juan Abuawad 

 

 

 

Personal interview, 
Santa Cruz, 2005-09-08 

General manager, San Martin. Juan 
Abuawad is the founder of the 
company and has been General 
Manager since the company started 
back in 1965. 
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Appendix 6 

Environment issues - EU 

EU advocates following guidelines for doors: 

o Use environmentally preferable materials:  The environmental impact of wooden 
doors is dependent on the additives used in the materials.  

o Public purchasers should select wooden doors made of materials produced with 
less environmental impacts. 

o Protect forests Public purchasers should specify products manufactured with raw 
materials coming from sustainable managed forests. 

o Limit the use of components harmful to health and the environment Purchasers 
are encouraged to opt for products with a low content of harmful ingredients such 
as heavy metals or organic solvents. 

o Reduce waste production: A green procurement policy should select durable and 
recyclable furniture in order to contribute to the reduction of waste. 
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