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Abstract 
The phenomenon “when the buyer becomes the marketer” can be found in the fashion in-
dustry. Normally, in business fields like the industries sector it is the supplier that has to 
market themselves towards their potential customer. This does not seem to be the case in 
the fashion industry. In the fashion industry the suppliers are very selective with whom 
they sell to. This phenomenon can surely be found in several business fields besides the fa-
shion industry, though, it is obvious here.  

If one can understand this phenomenon it is much easier for those active in the fashion in-
dustry to manage and categorize the relationships in the network that one is active in, then 
one can make the business process efficient and it is easier to have a good marketing plan.  

The thesis covers the case of a clothes store named Company. That has changed from a 
store with most low value brands, to a store with both high and low value brands. This de-
velopment is closely examined. 

One can see that high value brands are more careful with whom they sell to than low value 
brands and that low value brands are much more willing to share resources and doing spe-
cial activities with the store. 

The suppliers of high value brands have a larger interest in the marketing plan and image of 
Company when there are no other high value brands in Company’s supplier portfolio to 
put the trust to. 

The most important things to look into and gain understanding about when one are about 
to examine a relationship in this business, are the factors that characterizes the relationship. 
The theories regard mainly the areas relationship marketing, brand value and supply chain 
management.  
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1 Introduction 
The common way people look at marketing is the traditional view of consumer marketing 
where firms market products towards end customers. Within this area the four P; s of Kot-
ler has been the major theory affecting the field of marketing. Though, the matter of mar-
keting has developed the resent years and the view of marketing have become much 
broader, not the least it has become more service oriented since the product concept has 
been re-evaluated to include non-tangibles as well. One has found further areas where mar-
keting is a vital aspect and marketing between firms - the business to business marketing, 
has obtained much more observers. 

We are all aware of that changes exist around us all the time and can also agree upon the 
fact that changes happens faster and faster. Earlier, in the “old days” the market was 
somewhat stable and changed relatively slow. Most people stayed within their profession all 
their life and businesses existed for generations. Even if this exists today, it is not standard. 
The market moves fast and is rather unstable since the “next new thing” may be just 
around the corner these days, and it is vital for businesses to adapt in order to survive. Due 
to the dynamic and global market there is a competitiveness forcing businesses not only to 
adapt to its customers but also to adapt and market themselves towards the businesses and 
suppliers which one is dependent upon.  

Many firms do not develop in pace with the changes that occur in their environment. To 
be able to succeed in the current economic environment is important to understand what 
position one has in the network that one is active in. Change in the business world and the 
managing of relationships within networks is closely tied together and research has been 
conducted in order to understand what forces influences the relationship and how to man-
age them in a profitable way. The change process in networks is driven by interactions in 
relationships, this according to Håkansson and Snehota 1995. Previous research has mainly 
concentrated on the producing industry with its companies, suppliers and sub-contractors. 

We have chosen to investigate the marketing between a selling firm and its suppliers. We 
have discovered that most investigations conducted in this field are formed from the ex-
perience that the suppliers market themselves towards the buyers. Though, when starting 
to consider the b2b marketing in the fashion industry the existing norm that it is the sup-
pliers in a business that has to market oneself towards possible buying firms was ques-
tioned, and another phenomenon started to appear. We have seen that in the fashion 
clothes business the reality often is, that it is the selling firm that has to market themselves 
towards their present and future suppliers. This brings the focus of relationship managing 
to a different level worth exploring, where the brand value and the positioning in a network 
are influencing factors in the matter of success or even survival.  

When discussing the role a firm plays in a certain network, one can reach an understanding 
of how big the intangible equity, where the brand image matters largely, of the firm is. 
Which supplier a firm has and what relationship they have with them is an important factor 
to consider when one is trying to decide the brand image of a firm. If a clothes store that is 
selling expensive clothes has a relationship with a high brand image brand such as Dolce & 
Gabbana one may expect the equity of the firm to increase due to the relationship with 
them. Though, it may be that a relationship also can decrease the value of a brand. People 
can start to see a store as very expensive and costly if a brand such as Dolce & Gabbana is 
marketed in the store. This puts light on the issues of limitations and possibilities, and of 
who is affecting or controlling who in relationships and networks.  
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Due to the discovery of the rather different way of looking at relationships found in the 
fashion industry, we have decided to conduct an investigation on this phenomenon. We be-
lieve that this reversed marketing situation affects the relationship in the business network 
and further learning can be added within the research of relationships in networks and b2b-
marketing. 

We decided to chose one specific network and by doing that it will be easier in the future 
to use the learnings from this investigation to study further networks in a similar situation. 
The object of our investigation is the clothes store Company Jeans AB, situated in 
Jönköping, three of its suppliers and one possible future supplier.  

 

1.1 Problem 
Firms must manage to market themselves to their suppliers, in order to keep up with the 
changes. There is a lack of research within the b2b marketing in the fashion industry that 
explores the problem of how a relationship is managed when the buyer becomes the mar-
keter?  

From the viewpoint of the fashion industry, how is a relationship managed when the buyer becomes the 
marketer? 

How can a relationship affect the value of a brand? 

What position do Company Jeans have in their network? 

 

1.2 Purpose 
The lack of research within the specific area of business to business marketing concerning 
the fashion industry and its complex attitudes and values lead us to a phenomenon worth 
looking into. 

We will investigate the phenomenon within the fashion industry where the buyer becomes 
the marketer, in order to find some advices and suggestions for Company Jeans specifically 
to consider when planning their business strategies with their suppliers.  

The positioning of Company Jeans in its network will allow us to study how the relation-
ships are managed from both sides – supplier and buyer. We want to see which factors are 
determining of who becomes the marketer. Connected to this is the value of a company’s 
brand, and due to this it is of interest to see what aspects of relationships that are affecting 
certain brands. 
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2 Theory 
Extensive research has been done within the field of relationship and network managing and b2b market-
ing. We will use existing models and theories concerning the factors influencing businesses in their relation-
ships and networks. This in order to investigate the phenomenon discovered in the fashion industry where it 
is not obvious that it is the ones who wants to sell something who is the marketer but the other way around 
– and how this shapes the relationships and networks in this specific context. 

The following models and theories help us to understand and analyze a business network, the meaning of 
brand image and what weaknesses there might be. The theories offer a foundation of knowledge that we will 
base our questions on for the interviews conducted with Company’s suppliers. The theories cower both the 
basic network thinking and the view of the value of a brand. The theories will also present a frame for how 
to categorize a specific firm and a specific network. Three paradoxes are presented that helps the firm to wi-
den their mind when they should figure out how to interact in a business network.    

 

2.1 ARA Model 
When looking into a business one considers what type of products and how these are pro-
duced - the resource transformation, in order to define the business. This is the traditional 
approach when formulating theories according to Håkansson and Snehota (1995). Though, 
another approach has emerged concentrating on the aspect of relationships and networks 
and how these affect the world of business. According to Håkansson and Snehota (1995) 
there are three dimensions to be considered within relationships and these are Activity 
Links, Relationship Ties and Actor Bonds. A business is not only dependent on what re-
courses it can summon up, but relies heavily on how the network it is in performs and acts. 
Thereof the expression “no business is an island” meaning that “every business enterprise 
is a product of its context as much as a force shaping the context; therefore it has no given 
boundaries with respect to its context and always is but part of the mainland”. (Håkansson & 
Snehota, 1995) 

2.1.1 Activity links 

Actors (mostly meaning companies, but also governments, establishments, individuals) de-
velop their own activities in reaction to how counterparts are performing theirs and there-
fore activity structures emerge spontaneously. A relationship between two companies con-
sists of activities that can link; it connects the activity structures of the two units. Activity 
linking is a form of coordination and is achieved by mutual adjustments, and it is the adap-
tation that is the critical ingredient in company relationships. Adaptations, in or because of 
a relationship can be made by either or both parties, but they will always affect both parties. 
(Håkansson & Snehota 1995) 

2.1.2 Resource ties 

A relationship ties certain specific resources of the provider to certain specific resources of 
the user. Handling resource ties in relationships between companies is critical not only in 
order to secure access and the transfer of existing resources, but also for the development 
of them. (Håkansson & Snehota 1995) 

Another aspect considered by Håkansson and Snehota (1995) is that “relationships them-
selves can be considered and used as resources or assets, since they are productive and thus 
a source of value to the parties.” Though, it is difficult to quantify the relationship’s value 
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as assets since they are jointly owned by those who have invested in it. Two resource hold-
ers will when interacting develop the knowledge and skill to use each others resources 
through adaptation. This develops the resources showing that relationships and resource 
ties make the use of resources differentiated and changing over time. In order to optimize 
this process it is important in a relationship for a company to learn about the counterpart 
but equally important to teach the counterpart about the company’s own resources. 
(Håkansson & Snehota 1995) 

Håkansson and Snehota (1995) points out that “Since relationships are resources, their de-
velopment require investments. Also the existing relationships should be considered as in-
vestments. This is important when starting up a new relationship, when assessing existing 
ones and when considering ending troublesome ones.” 

2.1.3 Actor bonds 

As shown above, what can be done in a certain network is closely related to the structure 
of activity links and resource ties. Though, there are actions that cannot be explained from 
these dimensions alone, due to the fact that companies and individuals behaviors change as 
their perceptions, knowledge, capabilities and intent change. And the fact that these actors 
are not isolated or independent but formed by others in their perceptions, knowledge, ca-
pabilities and intents by others leads us to the aspect of actor bonds. Much of how compa-
nies become related can be explained from how individuals perceive their own and other 
companies. This leads us to the fact that these bonds are determinant of the company’s 
identity in the eyes of the companies with whom it interacts. Being determinant of its iden-
tity, bonds are a fundamental feature of an actor’s capability to interact with and to relate 
with others and hence important for an actor’s development and performance. (Håkansson 
& Snehota 1995) 

“Actor bonds play an important role in shaping the identity of a company as an actor” This 
is vital to consider since companies depend for their growth, survival and development on 
exchange with others – they have to attract interest and resources and bring forth actions 
from others – the network. Therefore the company has to perceive as an entity with mean-
ing – an actor. (Håkansson & Snehota 1995) 

“Actors act and develop bonds; at the same time they are a product of their bonds.” 
(Håkansson & Snehota 1995) This duality and mutuality that becomes visible creates an 
understanding of the importance of studying the network you are in order to manage your 
business optimal. “A company’s position in the overall web of bonds, which it is commit-
ted with, its existing bonds, affects its identity as well as its character. Bonds are a prerequi-
site of mutual learning and development of actors: a necessity in a context of change. 
(Håkansson & Snehota 1995) 

The importance of the phenomena of bonding gets visible considering the fact that “differ-
ences in meaning of various behaviors may make the development of relationships very 
difficult despite an apparent match of resources and activities between companies.” 
(Håkansson & Snehota 1995) There are a lot of situations when an actor wants another ac-
tor to behave in a certain way. It can be in order to develop activity links or resource ties or 
it can also concern the joint action, in a positive or negative way, in relation to a third party. 
(Håkansson & Snehota 1995) 
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2.1.4 Figure 1 the Network model  

 

Figure 1 Network model (Håkansson et al. 1989) 

 

To sum up, Håkansson and Snehota already came up with a conclusion that in their article 
“No business is an Island” (1989) (which was developed further in 1995) that “any attempt 
to manage the behavior of the organization will require a shift in focus away from the way 
the organization allocates and structures its internal resources and towards the way it relates 
its own activities and resources to those of the other parties constituting its context.” This 
point at the importance of considering the surroundings of the company when reaching for 
development and effectiveness. The connections in the network are shown above in Figure 
1. 

2.1.5 Characterizing relationships with ARA  

A marketer can examine the content of different relationships in a network by interviews 
with those concerned and by analysis of offerings, facilities and routines. In this way, the 
marketer is able to put together a picture of the links, ties and bonds in those relationships. 
(Håkansson, H. Snehota, I. “Developing Business Relationships in Business Networks” 
 London 1992, Thomson learning) 

To clearly show the proportions of the three factors one uses pie charts. When comparing 
relationships there are a number of important points for the business marketer to take into 
consideration, the absence of conflicts or difficulties in a relationship is not necessarily a 
good sign. There is always a temptation for the marketer to deal with the simplest level and 
try to make short term sales at the expense of a longer term relationship or to concentrate 
within a single relationship and ignore the wider influences on that relationship. There is 
often a tendency in the relationship to develop the interpersonal bonds as a basis for the 
relationship and neglect the development of the more time consuming and costly, but of-
ten more durable activity links and resource ties between the companies. (Håkansson, H. & 
Snehota, I. 1992) 
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2.2 Supply chain management 
When considering a firms position in its surrounding network it is relevant to look upon it 
from the viewpoint and research of supply chain management. According to Douglas M. 
Lambert and Martha C. Cooper (2000) “All firms participate in a supply chain, from the 
raw materials to the ultimate consumer. How much of this supply chain needs to be man-
aged depend on several factors including the complexity of the product, the number of 
available suppliers, and the availability of raw materials.” The authors define Supply Chain 
Management as “the integration of key business processes from end user through original 
suppliers that provides products, services, and information that add value for customers 
and other stakeholders” 

Lambert et al (2000) states that it would be rare for a firm to participate in only one supply 
chain. “For most manufacturers, the supply chain looks less like a pipeline or chain than an 
uprooted tree, where the branches and roots are the extensive network of customers and 
suppliers.” This clarifies the fact that the supply chain is not a chain of businesses with 
one-to-one, business-to-business relationships, but a network of multiple businesses and 
relationships. Supply chain management is the management of multiple relationships across 
the supply chain. 

Important to have in mind when studying Supply Chain Management (SCM) and imple-
menting it to ones firm is that all links in a supply chain cannot and should not be synchro-
nized and integrated since this should be a rather impossible task if not very inefficient and 
unnecessary. Lambert et al. (2000) states that “The most appropriate relationship is the one 
that best fits the specific set of circumstances determining which parts of the supply chain 
deserve management attention must be weighed against firm capabilities and the impor-
tance to the firm.” 

Good to have in mind are the so called Non-member Process Links where a company’s 
supply chains are influenced by decisions made in other connected supply chains. They can 
and often will affect the performance of the focal company and its supply chain (Lambert 
et al. 2000).  

Lambert et al. (2000) says “In our study, the executives believed that competitiveness and 
profitability could increase if internal key activities and business processes are linked and 
managed across multiple companies. Thus, “Successful supply chain management requires 
a change from managing individual functions to integrating activities into key supply chain 
business processes”” 

There are two ways of supply chain management with different orientations the Lean or 
the Agile supply chain and these are defined by Bruce M., et al. “Lean or Agile - A solution 
for supply chain management in the textile and clothing industry” 2004. The focus of lean 
supply management is the elimination of all waste, including time, to enable a level sched-
ule to be established (Naylor et al., 1999). The Agile supply chain has a number of distin-
guishing features. It is market sensitive with the ability to respond to actual real time 
changes in demand. Organisations must acquire capacity capability in order to be able to 
react to possible volatile fluctuations in demand. Retailers search globally for their textiles 
and apparel products to acquire these cost benefits and in time to meet their fast moving 
and demanding consumer needs. The communication flow is a vital aspect when wanting 
to be able to react fast to the change in demand and due to this, the use of information 
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technology to share data between buyers and suppliers is crucial in the Agile supply chain. 
(Harrison et al. 1999). 

 

2.3 Co-Branding 
Grossman “Co-Branding in Advertising: Developing effective Associations” 1997 treats 
the subject of co-branding and states: “We have entered what may be called the golden age 
of brands.” (Fournier et al. 2007) This statement builds on the facts presented by Knowles 
(2003) that 75% of the actual investment placed in a firm is due to intangible assets such as 
brand values. With this in mind one can consider what Dorozala and Kohlbrenner states in 
their paper “Co-Branding as a Tool for Strategic Brand Activation - How to Find the Ideal 
Partner” (2008); that co-branding as a strategic tool for brand activation which is generally 
referred to as the pairing of two brands in a marketing context by Grossmann (1997), plays 
an important role when it comes to brand building and establishment. Because of this it is 
of importance to clarify the concept of co- branding in this thesis.  

Over the years academics has twisted the meaning of co-branding back and forth, however 
practitioners tend to see co-branding as an umbrella term for all joint activities ranging 
from one-day long sponsoring actions to the joint development of a product, planned over 
several years (Dorozala & Kohlbrenner, 2008), expanding the traditional view of Grossman 
mentioned above. 

Co- branding could be the situation where for example a store sells clothes from a specific 
brand and when customers connect the brand of the store with the specific clothes brand. 
Another situation of co- branding would be if Sony and Kodak decide to produce a digital 
camera together. (Boad 1999) cited in (Grossman 1997) 

Grossmann (1997) explains how marketers have begun to pair their new brands that have 
powerful images attached to them in the hopes of linking these positive images with their 
products. He recommends strategies for co- branding based on classical conditioning, a 
method for developing associations. He comes up with examples of firms that have found 
success using these techniques.  

2.3.1 Prior brand associations may limit co-branding possibilities  

Co-branding is about connecting a brand that already elicits certain associations for 
consumers with another, sometimes new, brand that will be referred to as the target brand. 
According to Farquhar et al. (1992, p. 32), it is important to identify the “core associations 
evoked by a brand” to be able to leverage it with success. Brands may evoke many 
associations among consumers. For instance, a brand may be associated with the attributes 
of the product or benefits derived from it, celebrities or events that have been linked to it, 
its geographical location or its users (Farquhar et al., 1992). 

A brand for which people are likely to have a wide network of associations is Coca-Cola. 
This brand could be connected with the celebrities that have endorsed it, the characters 
that have been tied to it (polar bear), the Olympic Games which Coke sponsors, the 
concept of refreshment, certain music that has been used in advertisements, the color red 
and even other brands, such as Pepsi, to name just a few. Because of the wide network of 
associations already linked to Coca-Cola, it may be more difficult to tie another brand to 
Coca-Cola. (Grossmann, 1997) 
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Grossmann (1997) gives a managerial advice about how to handle co-branding; 
“Understand the different types of associations evoked by the familiar positive brand with 
which you would like to pair with your target brand and the implications of associating the 
two. Remember, both positive and negative associations can be created.”  

2.3.2 Co-branding using images that are familiar to consumers  

The term co-branding implies that at least one of the stimuli (e.g. brand name, logo, a jingle 
etc.) is a well-known brand with which people have developed positive associations to. 
Marketing practitioners are likely to be concerned of the using of stimuli that are well 
known to consumers because they are popular. Familiar stimuli are subject to an effect that 
builds on a situation which means that when people are familiar with a stimulus, it is more 
difficult to attach new associations to them. One way to avoid this problem is to show the 
familiar brand in a different context. Even when the brand will feel familiar, the context 
will be different and it is more probable that people will pay attention to it. (Shimp et al., 
1991) cited in Grossmann (1997) 

 

2.4 How should companies interact in a business network? 
To be able to understand what position one have in a network and how the relationships 
functions, it is good to use Håkansson and Ford’s three paradoxes. If these are thought 
through, one can better develop the business process with the suppliers.  

The article “How should companies interact in a business network” by Håkansson and 
Ford points out the view of the firm as a part of a business network. They also state that 
“the words network and relationship indicate that there is some kind of special organiza-
tional form at an aggregated level above that of individual firms. This leads to the interest-
ing question, If such an organizational form exists, then what kind of problems and issues does it pose 
for companies and how can they respond?’ This question forms the focus for this article.” Håkans-
son, D. Ford. How should companies interact in a business market? Journal of Business 
Research 55 (2002) 133–139 

The article suggests that an understanding of these questions need an appreciation of a 
number of paradoxes that are central to the nature of business networks. The article ex-
plores each of these paradoxes and draws out their managerial implications. It uses these 
paradoxes to give an answer to the issue; ‘‘How should companies interact in business net-
works?’’ (Ford & Håkansson 2002) 

The article defines a network, as structures where a number of nodes are related to each 
other by specific threads. The authors describes a complex business market as a network 
where the nodes are business units – manufacturing and service companies and the rela-
tionships between them are seen as the threads. Both the threads and the nodes are de-
scribed in the business context as they have their own particular content. It is said that both 
are heavy with resources, knowledge and understanding in many different forms. They see 
this heaviness as a result of complex interactions, adoptions and investments within and 
between the companies over time. It is not a world of individual and lonely transactions be-
tween companies. Instead each node or business unit with its exclusive technical and hu-
man resources is bound together with many others in a variety of different ways through 
relationships. (Ford & Håkansson 2002) 
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By introducing three business network paradoxes, presented below, they have come up 
with some managerial advises. 

 

2.4.1 Paradox 1 

The first Paradox is about opportunities and limitations in a network. It emphasizes that 
one has to be aware of both sides of what a network can bring to a company and that one 
has to understand that a network that brings you opportunities also brings you limitations. 
The essence is that this also is true the other way around - limitations also give you oppor-
tunities.  This paradox is connected to the way that a “node” is built into a network. The 
node is directly connected to the existence of threads. The content of the threads is the ef-
fect of investments by both of the parts. The greater the investments the more important 
will the content be. The total network is formed by investments and the life of a node is 
the result of the play between internal investments and those made in the threads. The de-
velopment of the threads is a product of investments in both the nodes as well as in the 
threads themselves. The development of the threads gives opportunities to both nodes, but 
the existence of the threads also imposes restrictions on them. The stronger that the 
threads are the more content there is within them, the more vital they will be in giving life 
to the node, but the more they will also restrict the freedom of the node to change. (Ford 
& Håkansson 2002)  

 

2.4.2 Paradox 2 

The second paradox influencing/being influenced emphasize the fact that the development 
of a product or service becomes much better when a strong collaboration between the de-
veloping parts take place. When two companies can affect each other the development 
process can peak.  The cooperation between Ericsson and Telia is an example of two com-
panies that have influenced each other and have been a big part in the other firm’s success. 
If one claims that a company creates its own relationships then one see those relationships 
as tools used by the company. This way of examining the interface between the company 
and the relationships is a typical managerial approach and it points to the importance of a 
firm’s development of its relationships. But such a view can over-emphasize a company’s 
ability to be active in a network and can simply become egocentric. If, on the other hand, 
one imply that a company is developed by, and through its relationships then we emphasize 
the meaning of having the right counterparts. Therefore, listening, reflecting and reacting 
to others become fundamental activities. These are not typical managerial actions, but 
companies in a network have to live with both ways of behavior. (Ford & Håkansson 2002)  

 

2.4.3 Paradox 3 

The last paradox takes up the duality of control. The paradox is the relationship between, 
controlling and being out of control. This paradox is important to understand due to the 
fact that many firms do not know their place and degree of importance in the network they 
are active in. When a firm tries to control the network they very often become static. 
Håkansson and Ford believe that this probably is one of the strongest reasons why the 
Asian car manufacturers all of a sudden became, in many cases better then the traditional 
car manufacturers in the world. They did not try to control their network; instead they used 
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it and could in this way be very adaptive and effective. The ambition of being the one in 
control in the network is the most common way for a manager to work, but, the paradox is 
that the more a company achieves this ambition of control, the less effective and innova-
tive will be the network. This is because of the fact that the company gets to static this way. 
They can’t use all recourses and skills that exist within the network.  (Ford & Håkansson 
2002)  

 

2.5 The Value of a brand 
To be able to understand the importance of how the value of a brand could affect a com-
pany’s performance one must be aware of some basic knowledge about brand value. 

One of the most central developments in brands after 1980 has been the realization among 
managers that well-known brands could stand for a certain value for the company. At first 
this idea circulated only among financial analysts who saw strong brands as assurance for 
future income for the company. In the late 1980’s the idea that brands have a value that 
should not be underestimated also caught the awareness in marketing circles. The idea that 
a successful brand is one of the most important, if not the most important possession of a 
company, is referred to by the term “brand equity”. Brands represent both financial and 
strategic value for a company. (Riezebos, Rik. Kist, B. Kootstra, Gert (2003) Brand Man-
agement: a Theoretical and Practical Approach. England, Pearson Education Limited.)  

An elementary feature in brand strategy is brand added value; it refers to the fact that a 
branded item has more value for consumers than the bare product. In order to create such 
an added value, the brand must be meaningful for consumers. This meaning can refer to 
the product itself (a functional value, like “bank x has high interest rate”) but also to as-
pects that do not form a part of the product (a non- functional value, like “bank x is for 
non traditional people”) (Riezebos et. al. (2003)) 

Consumers in some product classes are more likely to be influenced by a brand name than 
in other product classes. Brand sensitivity is mainly dependent on two factors. 

• The degree to which consumers can judge whether the branded item will live up 
to their expectations before purchase (if this is not possible a brand name can of-
fer consumers a certain security).  

• The degree to which a brand could give consumers a certain identity. 

If one can manage to understand and take these two aspects into account when one is 
doing business, the chance of doing business successfully increases.  

(Riezebos et. al (2003) 

 

2.6 A relationship portfolio model  
Ford et al Managing Business Relationships, Chichester, John Wiley & Sons (2003) cited in 
Ford et al. The Business Marketing Course Managing in Complex Networks 2nd ed. John Wiley 
& Sons (2007), presents a relationship model including the supplier in the middle sur-
rounded by today’s profits, the cash cows, yesterday’s profits, the old men, tomorrows 
profits, new technical requirements, new commercial requirements minor relationships and 
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the fall guys. These will be explained further below. With this model one can categorize the 
companies in a customer portfolio. Who is generating profit? Is it a long or short term rela-
tionship? When the firm knows their relationships they can start to build up a plan and 
prevent negative surprises from arising. When one has characterized a relationship it is also 
important to know how and if they generate profits for the firm. This will later help the 
firm to decide how much effort that is meaningful to put on the relationship. 

2.6.1 Today’s profits 

These relationships generate current profits for the supplier. A full analysis of the relation-
ships may show that only a marginal of the company’s relationships makes a profit (Ford et 
al. 2003). 

2.6.2 The “cash cows” 

These relationships contribute to the highest current sales volume for the company but not 
necessarily to the highest profit. This can for example be because these high volume cus-
tomers are likely to expect significant adoptions by the supplier. Two reasons why many 
firms keep the relations with there cash cows can be both because of the fact that they do 
not know they are dealing with a cash cow and also because of the fact that “money in 
money out” keeps the wheel spinning (Ford et al. 2003). 

2.6.3 Yesterday’s profits 

Relationships in this category no longer give the same level of profits as before. The sales 
volume may still be high and unless the marketer has good cost information she may not 
be aware of the reduced profits (Ford et al. 2003). 

2.6.4 The “old men” 

This category is a more extreme form of the previous one and includes many long estab-
lished relationships that have become “inert”. These old men relationships are likely to be 
popular with long serving salespeople who may value the personal interaction with old 
friends (Ford et al. 2003). 

2.6.5 Tomorrow’s profits 

These relationships have the potential for future growth. However they are unlikely to be 
profitable at the moment because of the costs of investing in the relationship and develop-
ing the offering. This category emphasizes how important it is for a marketer to choose 
which relationship to development and witch to discontinue (Ford et al. 2003). 

2.6.6 New technical or commercial requirements 

Customers in these relationships have demanding technical or commercial requirements. 
Satisfying them requires the supplier to invest in its product or process technologies, in its 
order processing, or in its skills in managing relationships. Some of these types of relation-
ships may be currently or even always unprofitable and no one can afford a large number 
of them. However, these types of relationships are important because the expensive know-
ledge learned in these may be transferable and hence valuable in other relationships (Ford 
et al. 2003). 
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2.7 Sum-up of Theory 
We will use the theories to understand a business network. The theory will be used to ex-
plain the overall connections in a network. Then we will see how brand value affects the 
position in the network. The relationships in terms of profits will help us see the impor-
tance of understanding the relationships in order to make it possible to develop the busi-
ness. The insight in supply chain management will help us see a large picture of the net-
work since it considers several actors in a network. 

With the theories we will show the connections between brand value and suppliers and 
customers. These three affect each other in both ways. A strong brand value of the store 
increases the value of the stores suppliers. The strong value of the suppliers increases the 
value of the stores value. The same phenomenon is true for the relationship between cus-
tomer and the store.  The chosen theory will help us understand Company’s network. After 
considering the three paradoxes in a relationship one can better know the way to develop 
the business.  
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3 Method 
We are interested in a specific phenomenon in the relationship between a store and its sup-
pliers in the fashion industry where the buyer has become the marketer. The thesis will be 
based on a case study of Company Jeans AB (called Company hereafter) since it is a fa-
shion clothes store that is not part of a big fashion-house or chain of stores, but stands 
alone as an actor forced to market itself both to its customers and its suppliers. 

To be able to fulfill our purpose we have decided to conduct a profound investigation of 
this specific business network. “We are interested in it, not because by studying it we learn 
about other cases or about some general problem, but because we need to learn about that 
particular case.” This is said by Robert E. Stake (1995) and describes the authors’ of this 
thesis intention well; we have an intrinsic interest in the case and therefore we will conduct 
an intrinsic case study. The specific business network that we have chosen to investigate is 
Company’s supplier network. This network is interesting to investigate since the clothes 
business is rather special when it comes to the structure of supplier relationships. It is a 
constant struggle for Company to be one of the companies that have the possibility to sell 
certain brands. We will concentrate our investigation to Company itself, their present sup-
pliers and a possible future supplier. So to speak we originate our questions from the inter-
est of the specific phenomenon in opposite to instrumental case study which is used when 
there are needs for more general understandings (Robert E. Stake (1995)). 

As stated above we consider the phenomenon as a case and we have a specific case to 
study at hand. “We study a case when it itself is of very special interest. We look for the de-
tail of interaction with its context. Case study is the study of the particularity and complexi-
ty of a single case, coming to understand its activity within important circumstances” (Ro-
bert E. Stake (1995)).The case study is a research strategy which focuses on understanding 
the dynamics present within single settings (Huberman, A. M., Miles, M. B. (2002))  

It is not possible to draw generalized conclusions from only one business network, and 
since the purpose of this thesis not is to come up with generalized conclusions we do not 
see that as a short come. We will try to understand a specific network and by doing that we 
will be able to develop a frame and knowledge of how to investigate a business network 
and how one can find weak spots within it. When one manages to do that one can easily 
investigate another comparable network.  

The chosen sample of Company, three of its suppliers and one possible future supplier is 
not the entire business network of Company. Though, they reperesent the network rather 
well since the suppliers were chosen due to their differences in order to cover the different 
aspects of trading with different companies. We are aware of that a larger sample of suppli-
ers would enable a more reliable and maybe an even more profound analyse of the business 
network. Though, the smaller sample enabled us to reach a deeper understanding of each 
supplier’s relationship to Company considering our timeframe. 

“//given the limited number of cases which can usually be studied, it makes sense to 
choose cases such as extreme situations and polar types in which the process of interest is 
transparently observable” (Pettigrew 1988) cited in (Huberman, A. M., Miles, M. B. (2002)). If 
considering each supplier relationship as cases within the case, it is of importance according 
to the above, to choose as different cases as possible. This is what we tried to achieve by 
selecting suppliers ranging from low value brands to high value brands. 

According to Robert E. Stake case study research is drawn from qualitative research me-
thods, which to its nature is more unstructured than quantitative research and focuses on 
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the analysis of words and is driven by the participants (Frehse et al. 2008) “The main aim of 
qualitative data analysis is to provide the description of the phenomenon, build a theory 
and after that test it. The main advantage of this method is the ability for the researcher to 
discover new variables and relationships, to disclose and comprehend complex processes, 
and to describe the influence of the social context” (Shah S.K. & Corley K.G., 2006). 
These advantages with qualitative research suits the investigation of the specific business 
network well, since it is highly social, complex and full of relationships to its nature. 

We have collected theory from the areas of branding, marketing and relationship theory, 
from previous studies and research, in order to explain and analyse the findings and em-
pirical data. Most of the search for previous theory was made through key- word search on 
various databases. The validity of the sources was checked by looking for previous works 
and the number of citings. The choice of theories was based on the aim of trying to cover 
all aspects of a business network. Due to this the relevancy of the theories may vary and 
this becomes apparent in the part of analyse. 
 
Bryman and Bell (2003) has defined three research method approaches; the deductive, in-
ductive and abductive method. The study is not based on surveys and is thus not quantifia-
ble and it is not possible to be completely objective in this case, making a deductive ap-
proach of the study not viable. The inductive approach meaning thet one generates new 
theory based on the empirical findings without consulting previous theory is not applicable 
in our case either. The most suitable approach for the case study is the abductive approach 
which allows understanding and consists of a process of using existing theories together 
with the empirical findings of ones study (Bryman and Bell (2003)). 
   
To originate ones studies from reputed authors and their theories is a way to enhance ones 
knowledge of the subject and to give the analysis validity. 
 
When conducting a research, there are two different types of data that could be collected: 
primary and secondary data. Both can be independent or complementary. The secondary 
data already exists and has been collected before, not particularly for the same purpose (ar-
ticles, books, data basis, etc.). The primary data are those collected specifically for research 
from the examined sample or population. Data collection procedures that are used to gen-
erate primary data are surveys or experiments. (Davidsson P., 1997) 

Our largest primary source of the case of Company and its business network is Adam 
Sandwall, employee and member of the board at Company, and one of the authors of the 
thesis. He has deep knowledge of the firm’s background and is acquainted with the store 
and its employees. We are aware of the risk of bias this connection can be. We aim to avoid 
this bias by keeping this in mind while conducting the research. 

In order to complete the primary data from our examined sample; the business network of 
Company, we used in-depth interviews with certain members of the business networks; 
three different suppliers and one possible future supplier. According to Gubrium and Hols-
tein 2001, this is the way to get information about their experiences and perspectives of the 
situation. An in- depth interview should be modeled as a conversation between equals ra-
ther than just a question and answer exchange. 

We have chosen to interview suppliers that we consider are rather different from each oth-
er. The suppliers are: Pearson Jeans, Jack & Jones, J. Lindeberg and the possible future 
supplier will be Bruuns Bazaar. The persons that we chose to interview at the firms are the 
once that the company has the most active contact with. We know that the persons are 
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very up to date on how their firms work and the firms view on themselves and Company. 
The contact persons are also the ones responsible for selling to Company. Even if the rela-
tionships between the suppliers and Company are rather open in its nature one may keep in 
mind the dependency between them as seller and customer. Adam Sandwall, who has had 
previous contact with the suppliers, will be the one conducting the interviews in order to 
create the equality wished for by Gubrium and Holstein (2001), and in return reach in-
depth answers from the suppliers. The previous acquaintance between the interviewer and 
the interviewees may create a relaxed atmosphere, opening up for possible in depth under-
standing of the suppliers’ experiences. The risk of bias due to the connection between 
Adam Sandwall and the suppliers, where they may feel intimidated to be critical about their 
relationship is important to be aware of when analyzing the findings from the interviews.  

Due to the abductive approach of this research we formed interview questions based on 
the theories we have chosen and found suitable for our case. The question was only used as 
a base for the interviewer and was never handed out to the suppliers, this in order to create 
an open discussion making it possible to reach deeper understandings without being locked 
to the specific questions. 

The interview procedure was outlined in the way that we contacted the persons at the sup-
plying company we thought best could answer the questions concerning the relationship to 
Company and presented our work and request. Then we agreed on a later date for the in-
terview in order to give the persons some time to actually consider their relationship to 
Company. The interviews were made by phone and notes were made by the interviewer. 
This was considered the most relaxed and non-dramatic way to conduct the interviews al-
lowing for open discussions. This way of conducting the interviews inhibits a risk of loss of 
information and is rather dependent on the interpretation of the interviewee. This was 
handled through critical discussions between the authors when analyzing the notes and 
findings from the interviews. The risks mentioned above was considered but was out-
weighed by the possibility to create a comfortable atmosphere opening for relaxed conver-
sation between the suppliers and the interviewee. 

The interviews are based on the following questions. 

 

3.1 Interview Questions 

3.1.1 Existing suppliers 

• Tell us about your relationship with Company. 

• How does Company contribute to the value of your brand? 

• If you think of your business with Company from a strategic point of view, 
how would you describe it?  

• Who took the initiative or was the strongest driving force in the creation 
of your relationship? Do you need to market your brand to be able to 
make business with Company or is it the other way around? 

• In terms of profit, what kind of customer is Company for you? Today’s 
profit? Cash cows? Yesterdays profits? Old men? Tomorrows profits? 
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New technical ore commercial requirements? (Explanation of theoretical 
terms required) 

• What opportunities and limitations do you se in your relationship with 
company? 

• Do you think that you influence Company most or the reversed? 

• According to you, who is the one with the most control over the relation-
ship, you or Company? 

• How would you characterize the relationship with Company? Which of 
the following aspects would you see as most significant for your relation-
ship with Company? The activity links you share together? The re-
sources you share? Or the actor bonds you have with Company? 

• What was the main reason for you to start making business with Compa-
ny? 

 

3.1.2 Complementary questions to a possible future supplier  

• For what reason would you like to have Company as your customer? 

• For what reason would you not like to have Company as your customer? 

• How big part of your sales would Company stand for? 

• How important would Company be to you? 

   

One must realize that the end- customer is important in order to understand the whole pic-
ture of the relationships in the business network. We will have the end customers and its 
needs in mind since they are a part of Company’s ability to market itself towards its suppli-
ers. Though, we will concentrate on the relationships with the suppliers, a too broad angle 
of this thesis will only decrease the quality and the trustworthiness of the investigation.  

Some secondary information of the company has been collected from the homepage of 
Company. The thesis will also be based on documents received from Company.  

The background knowledge of the company is received from personal communication with 
the owner and CEO of Company Jeans AB, Christer Rugestål. It is his version of the histo-
ry of Company that is presented in the thesis and the validity of the information has not 
been tested or confirmed. Though, we considered the owner and CEO to be a reliable 
source and the knowledge of his of the company as an important aspect to consider.  

There is a possible bias due to the fact that one of the researchers works at Company. The 
risk is that the analysis might be narrow or influenced by short sightedness. Though, this 
can be avoided by keeping these risks in mind and paying attention to supervisor’s advices. 
Besides, one of the researchers does not have any previous connections to Company and 
will have a more neutral standpoint in this case. 
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4 Empirical Findings  
 

4.1 Background 
The clothes store Company is active in Jönköping and has been so for several years. The 
store is located in an area in Jönköping called Solåsen situated along the E4 highway. It is a 
former industry area where a lot of stores have opened during the last years. Other stores 
located nearby are Biltema, K-rauta, Rusta and Mio furniture. Some industries are still lo-
cated in the area. Christer Rugestål the owner of the firm is 42 years old and was borne in 
Tenhult outside of Jönköping. When he was in his early twenties the shoe manufacturer 
firm where he worked was abolished and at the same time an opportunity to buy a firm 
came up. There was no real activity in the firm and Christer Rugestål took a loan from the 
bank, bought the firm and started selling pots in markets. The business did not go well and 
the money loaned from the bank quickly decreased. He decided to quit the pot business 
and instead started to sell textiles. This business went better and after some years of selling 
on markets and fairs, he opened his first regular store. He tried to have stores in several dif-
ferent cities but decided at last to concentrate his business to Jönköping, Halmstad and 
Öland. 

The store in question was formerly run as an outlet and back then the name of the store in 
Jönköping was Out Company and was situated in the small shopping center Ekhagsrondel-
len. The main goods sold where clothes, but other things could be found in the store as 
well; there was no consistency in the range of goods offered. The important thing was that 
the goods was a bargain and could generate a profit. An example of this is that fireworks 
stood for a large part of the sales when it was season for it. The brands that could be found 
in the store varied from time to time. The firm had several suppliers and bought when a 
good deal could be made or where they could find the best margin at the time. The com-
pany was not tied to certain suppliers neither in Sweden nor abroad, and they worked with 
parallel import. The customers shopping at Out Company one day could not be sure that 
the same kind of clothes could be found the next time they visited the store. 

The owner of the firm was happy with the way the firm had developed and with the profit 
it was generating; still he called for a change. Until 2008 the firm ran shops at three differ-
ent locations; Jönköping, Halmstad and Öland. Halmstad was sold in 2008 and the five 
shops at Öland were reduced to only three. The owner realized that in the way the firm was 
arranged at the time it would be difficult to increase the business into more units and hence 
increase profit. The organization of the firm was too unstable and it would not be possible 
to have the situation under control. Each unit was very dependent on constant steering 
from the firm’s owner. The plan was to tighten the business and change the way the firm 
was run and then start to grow. 

Out Company faced the challenge and initiated a rapid change of the entire organization 
and its image. This was made through a process of reconstruction of the shop and attract-
ing new suppliers. When Company started their journey towards a new more widely ac-
cepted store in the eyes of the more fashion conscious people, several actions was planned 
and implemented. One of the first was to remove the “Out” in the name Out Company 
and the store was named Company Jeans or just Company.  

A lot of effort was put on the new layout of the entire concept “Company”. Company 
started cooperation with a professional photographer and took own fashion images with 
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local well-known models that were some kind of profiles in Jönköping. These could then 
be used in creating a unique concept and image. The photos were used in the store, in ad-
vertising, on signs and in many other contexts, contributing to create a homogenous image 
of the new Company. A graphic designer was hired in this process and redesigned the logo-
type and created new bags and ads, better suited to the new image. 

Another action was an opening party in the store where students from Jönköping Universi-
ty were invited. Another was a collaboration initiated by Company between Company and 
SMOT (Småland's music and theatre) and Spring Inspiration, Jönköping’s international 
business school’s fashion show at Elmia.    

The start of the process was when the firm implemented a purchasing system with stable 
orders for each season. Company’s main supplier was the Danish company Bestseller. They 
manufacture and sell clothes under the brands; Jack & Jones, Vila, Vero Moda, Selected 
and Exit. They have their own stores but they also sell through resellers. The end customer 
prices for the Bestseller brands are relatively low. Bestseller’s aim is not to be a pioneer by 
creating new fashion trends; they only want to be an early adopter. 

Quicksilver and Levis was the first two better known brands that believed in Company as a 
more established store. At first the Swedish agent for Levis did not believe in Company 
and refused to make business with the firm. This made the owner of Company to take ac-
tion and he contacted a supplier in USA. Company was able to import Levis jeans directly 
from USA. The large quantity of Levis jeans and the good prices started a roomer in 
Jönköping saying that Out Company was selling fake Levis jeans. It went as far as that the 
police started an investigation, collecting evidence such as jeans, orders an invoices con-
cerning the Levis jeans. When all was cleared up as a big mistake the Swedish Levis agent 
who had seen the orders of how much Jeans Out Company bought from USA called Out 
Company and offered them to buy from him instead. This was something that suited Out 
Company well as it had been much work with the process to buy from USA.  The other 
brand, Quicksilver was from the beginning willing to sell clothes to Company and was very 
satisfied with the amount of items Out Company bought from them.  

Another actor who has worked with Company for many years is the manufacturer of Pear-
son Jeans. JCG AB as the firm is called is located in Karlskoga in Sweden. It is a family 
owned company. Their idea is to make jeans with low price and high quality. They even 
give a five year warranty. There is one more store beside Company that sells Pearson Jeans 
in Jönköping, Coop forum.  

After the transformation from Out Company to Company the firm set up a goal. They 
wanted to start working with high value brands, such as Dolce & Gabbana, J. Lindeberg, 
and Tommy Hilfiger. The special thing was that the plan was not to change suppliers, just 
add some new. The aim was to continue selling Pearson and Bestseller. Today it is only a 
minor space between the high-value brand Dolce & Gabbana T-shirts and the low value 
brand Pearson jeans. 

Several actions have been made to make the change come true. The store was renovated 
for 1 million SEK and the ways that Company market themselves were totally changed. 
Company hired the computer firm Bluerange to design and maintain their homepage. 

To be able to establish a relationship with the high value brand J. Lindeberg, Company had 
to market themselves towards J. Lindeberg and really show themselves from the best side. 
A portfolio of the own fashion photos some images of the newly renovated store and some 
short facts of the store was put together 
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When they had the meeting with the CEO of J. Lindeberg at the fair in Copenhagen, they 
explained the future plans for the store and how Company now positions themselves. The 
CEO was impressed of Company and took the decision that Company could be new cus-
tomers. J. Lindeberg already sold clothes in Jönköping, among other in the chain store MQ, 
and this restricted which collections Company was allowed to buy from. In order for 
Company to show their dedication to making business with the high value brands they 
were forced to place rather large orders of their collections, sometimes a bit to large for 
their purchasing budget. 

During this period a relative to Adam Sandwall (working at Company and author of this 
thesis) worked as a salesman at J. Lindeberg. His name is John Mörlid and he has now 
ended his employment at J. Lindeberg and started to work for Bruuns Bazaar. Bruuns Ba-
zaar is a possible future supplier to Company. They have contacted Company and want to 
start cooperation.  

4.1.1 Some basic facts and numerical data about Company 

The firm Out Company was first registered in the year 1974. Until 2008 all stores owned by 
Christer Rugestål was included in this firm. The financial year 2007-2008 the firm’s total 
turnover was 22 million SEK. In 2008 an organizational change was implemented. The 
store Denim Store in Halmstad with a turnover of 5-6 million SEK per year, was sold and 
the business on Öland was shifted to a separate firm; Company jeans Öland AB. The busi-
ness on Öland has a turnover of about five million. The last financial year the store in 
Jönköping had a turnover of about 12 million SEK. (allabolag.se 2009-01-29) 

The area of the store in Jönköping is 800 m2. Company is probably the largest clothes store 
in Jönköping that is not part of a chain.    

Company’s supplier portfolio includes brands for men, women and children.  The brands 
are the following; Frank Dandy, Levis, Lyle & Scott, Ed Hardy, Selected, Kawasaki, Jack & 
Jones, Pearson, Björn Borg, Tommy Hilfiger, Solid, J. Lindeberg, Affliction, Fjällräven, Di-
esel, Dr Denim, Dolce & Gabbana, Quicksilver, Ichi, Gestuz, B young, Friis Company, 
Roxy, Sinful, Kaffe, Vila, Exit, and Outfitters nation. (Company Jeans.com 2009-01-29) 

 

4.2 Findings from the interviews 
The following accounts of the interviews are reproductions made by the authors of the the-
sis. The interviews were made by phone. 

4.2.1 “Jack & Jones” Zlatko Tusek, salesman 

We have a very good relationship with Company. We can speak rather open and the dialo-
gue is very good. It is not many stores that we have such good relationship with as Com-
pany. 

Company increases the value of Jack & Jones. Company has many suppliers like Diesel, J. 
Lindeberg and Tommy Hilfiger which are very good brands for Jack & Jones to lie next to. 
If Jack & Jones gets associated to these brands the value of Jack & Jones increases in the 
eyes of the customers.  

Jack & Jones strategy is to increase their sale level, both with existing customers and new 
customers. Jack & Jones wants to increase the number of pieces that Company buys from 
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because they believe that quantity builds a good economy according to profits generated 
both for Company and themselves. Their current strategy to fulfill this goal is not to start 
collaborations with small stores nowadays.   

The relationship between Jack & Jones and Company started before Zlatko started his em-
ployment at Jack & Jones so he can’t answer the question of who took the initiative to the 
relationship.  

Company is “Today’s profit” for Jack & Jones. There are some customers that buy small 
quantities and send goods back and complaints a lot. These kinds of customers do not gen-
erate money for Jack & Jones. Company is not one of these customers. The brand is in-
vesting money in image and development. Company and the other similar stores could 
have generated even more money if this would not have been done. However Jack & Jones 
sees it as very important to invest in the safety of Jack & Jones future. It is better to earn 
good money now and in the future, than to earn very good money now and little in the fu-
ture.  

Zlatko sees many possibilities for the relationship with Company. He thinks that a shop in 
shop concept where Jack and Jones would reserve a bigger sales area than today would be a 
very good possibility to strengthen the relationship. A limitation is that it exist a roof of 
how much Jack & Jones clothes that Company can sell. One other limitation for the rela-
tionship is that Jack and Jones is a part of a very large company and this makes the rela-
tionship more static, and rules that is not optimal for the relationship has to be used only 
because they are well fitted in other relationships that Jack & Jones have.  

Company has influenced Jack & Jones even though there is a big difference in size of the 
two firms. Company did not find the hang tags on the clothes to be nice and well suited. 
They thought they looked cheap and that they decreased the value of the clothes and the 
customer’s willingness to pay for the clothes. Zlatko has several times talked with his co-
workers and bosses about this which resulted in the hang tags being changed to more lux-
urious ones. Another thing that Company has influenced Jack & Jones to change is the siz-
es of the price marginal that Jack & Jones worked with, and even this have now started to 
change.  

Zlatko think that both Company and Jack & Jones hold control in the relationship. Both 
firms have the possibility to end the relationship if it does not generate value anymore. He 
thinks it is of great importance that both parties hold control in a relationship. When this is 
the case it is possible for both parties to gain value from the relationship. Zlatko has rela-
tionships with customers where he feels he holds very much control, and where they even 
let him decide what and how much to buy. He does not experience this to be good for ei-
ther of them. Though, due to the fact that Bestseller, which Jack & Jones is a part of, is 
such a big firm Zlatko also think it is rather natural that they holds strong control.  

4.2.2  “Pearson” Göran Danielsson CEO, owner and sales responsible 

Göran finds the relationship with Company very positive and rewarding. The cooperation 
consists of mutual creation of ideas and marketing setups. The superior exposure Company 
gives Pearson in the store creates a good-will between the companies and is something that 
strengthens the relationship. Göran consider Pearson as an item which through its compet-
itive price and heavy marketing may be one of the reasons for customers to visit the store. 
He also points at the fact that when the customers have come to buy the Pearson jeans it is 
probable that they will buy other things in the store, a so called win-win situation.   
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There is no doubt that the connection with Company increases the brand image of Pear-
son. At Company Pearson gets connected to J. Lindeberg, Levis, Diesel and Dolce & Gab-
bana.  

The next strategic step in the collaboration with Company is to try to increase the sales vo-
lume slightly. Pearson plans to separate men and women’s collection in order to be able to 
be more fashionable. Pearson plans to increase the sales volume by running marketing 
campaigns together with Company where they will highlight their low price and high quali-
ty. 

Today Pearson is as well exposed as possible in the store and is being frequently marketed 
and it is likely that the roof of the sales volume is probably not far away, unless Pearson it-
self would make a drastic change in how they work. Though, if Company would open 
stores in other cities Pearson wants to be a part of the concept. 

Company and Pearson’s first encounter was at a fashion-fair in Stockholm where Company 
looked for a Jeans brand in the lower price segment. There where no actual process of 
marketing from either Company or Pearson. The decision to start making business was 
taken immediately. 

Göran consider Company mostly to be “Today’s Profit” for Pearson. Though, during some 
periods this changes to “Cash Cow”. The “Cash Cow” state of “money in - money out” 
applies to the periods when Pearson and Company engages in large marketing campaigns 
where Pearson contributes financially and allows Company to send back the jeans’ not sold 
during the campaign. This is good for the relationship in long term but not good for Pear-
son's profits in short term.   

Göran sees the relationship with Company as pretty equal both concerning influence and 
control. Since both companies are of approximately the same size their power distribution 
is also rather equal. Göran is full of respect for the owner of Company, Christer Rugestål, 
and feels that the feeling is mutual. The prime reason for Pearson to start doing business 
with Company is the fundamental willingness of Göran to reach out to new customers.  

4.2.3 “J. Lindeberg” Teodor Sternäng, salesman 

Teodor considers the relationship with Company and its owner to build upon friendship. It 
feels more like we are friends than business partners. When its time for work we can be 
professional and after work we can sit down and have dinner and talk about more private 
things. Since the relationship is so relaxed it is easy to get along with the business details.  

Teodor sees Company as a good store to be connected to, however since J. Lindeberg is a 
big organization and Company a small one, the degree that Company affects J. Lindeberg 
becomes pretty low. J. Lindeberg is a high image brand and Company is a nice store but it 
is not extreme in either way, Company nor increases or decreases the image of J. Lindeberg 
to a large extent.  Though, all stores selling J. Lindeberg clothes are ambassadors for the 
brand. Locally in Jönköping Teodor thinks that Company affects the brand image of J. 
Lindeberg and the importance of the local level is important to remember. 

The strategy for the near future concerning this particular relationship is that J. Lindeberg 
wants to start selling their better dressed clothes line at Company. Otherwise the plan is to 
continue as it is now.  
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Teodor was not part of the start up process of the relationship but he knows that it was 
Company that contacted J. Lindeberg, and then marketed themselves towards J. Linde-
berg's former CEO Magnus Sencke in order to be allowed to start selling their clothes. 

Company is a “Today’s Profit” according to Teodor. J. Lindeberg has some customers with 
special agreements which mean that the retailers are allowed to send back a certain amount 
of items if the clothes do not sell enough. This kind of relationships is often more of a 
“Cash Cow” than “Today’s profit”. Company does not have such a deal with J. Lindeberg 
and does not have a high level of reclamation. This is even something that can affect the 
profitability of the purchases from J. Lindeberg negatively. Any other special investments 
or agreements in the relationship have not been made either.  

As mentioned before J. Lindeberg see an opportunity to start sell their better dressed 
clothes line in Company’s store. Any limitation in the volume of how many Lindeberg 
clothes that could be sold does not feel close. Teodor explains that the clothes chain MQ 
plans to stop to sell J. Lindeberg and when they do that Teodor sees an opportunity for 
Company to increase their sales volume of  J. Lindeberg clothes.  

If the influence and control in a relationship is too unevenly distributed the development 
and growth of the relationship will be inhibited. Once again the difference in size of the 
two firms will affect the influence and control the situation. Though, when all comes to an 
end, Company is the customer and has control of the money. If they decide to stop buying 
from J. Lindeberg the relationship will end. 

J. Lindberg has some prefixed ground roles that every customer has to follow if they are in-
terested in a relationship.  

Why the relationship started is hard for Teodor to answer because he was not part of that 
process.   

4.2.4 “Bruuns Bazaar” Adam Persson Salesman 

The relationship started after John Mörlid who worked at J. Lindeberg quitted his job there 
and started to work at Bruuns Bazaar. John, who also is related to Adam Sandwall at Com-
pany thought that Bruuns bazaar and Company should initiate a relationship. Since then, 
for about half a year Adam Persson has been phoning Company’s CEO a couple of times 
and also dropped by the store. Adam Persson thinks that collaboration with Company 
could be very successful due to the fact that Company is a store that is very large for being 
a single multi brand store. This makes it possible to show the clothes correctly, something 
that could be very difficult in a small store. Company also has a customer type that Adam 
Persson believes will appreciate Bruuns Bazaar commercial style. Bruuns Bazaar does not 
aim to attract the customer that is an early adopter. When the so called common customer 
discovers a trend Bruuns Bazaar should offer it to them. The fact that Company is not si-
tuated in one of the two common shopping areas in Jönköping that is A6 center or down-
town city makes Company even more interesting to establish cooperation with.  

When it comes to the aspect how Company affects Bruuns Bazaars brand value, Adam 
Persson believes that Company definitely will not decrease their brand value. If Company 
decides to venture on the relationship and give Bruuns Bazaar a fair area compared to the 
other brands in the store to expose their clothes on, Company can be a brand value in-
creaser for Bruuns Bazaar.  
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Strategic plans for Company would be to try to establish a strong relationship as possible. 
Bruuns Bazaar will aim to get Company to buy from their base program; if one can make 
that sell, a salesvolym which both Company and Bruuns Bazaar will benefit from will be 
reached. It is also very strategically correct for Bruuns Bazaar to establish their brand in a 
new and expensive trading site like the area where Company is located in. If more stores 
and brands will establish themselves there it is a competitive advantage for Bruuns Bazaar 
to have been there very early.  

As mentioned above it was John Mörlid at Bruuns Bazaar who initiated the relationship.  

Adam Persson see Company as a customer that if they start to buy from Bruuns Bazaar will 
be a so called “Today’s profit” The big size of the store makes it possible to come up in 
large sales volume and if the base program that Bruuns Bazaar has gets successful, Compa-
ny can generate great profits.  

Because of the large size of the store Adam Persson sees no limitations of how strong the 
relationship between Company and Bruuns Bazaar can grow. The limitation is probably 
more in how much Company wants to venture in Bruuns Bazaar. 

Bruuns Bazaar feels no need for being the one in the relationship with Company that 
posses most of the influence or control. However if the relationship should be successful 
Adam Persson believes that it is important that he has control and awareness of how much 
and which of their clothes that is being sold in the store. If he knows this he can take ac-
tions such as taking back clothes and replace them with other clothes that will sell better at 
Company. He could start a sale competition or contribute with money to marketing. 

Bruuns Bazaar wants to have Company as a customer because they want to increase their 
sales. Company has a great potential of being a big customer because of the large size of 
the store. Adam Persson thinks that it is unique with a single multi brand store of that size.  

He can’t think of any reason for not having Company as a customer. 

Company can if the sale volume in the store will be high be a very important customer for 
Bruuns Bazaar. How big and important customer is hard to predict in advance but there is 
potential.  
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5 Analysis and Results 
We want to start this part of the thesis by highlighting the fact that the following analysis and results con-
cerning internal facts about Company is possible due to the fact that one of the authors of this thesis is deep-
ly involved in Company’s business. He has a strong position in the firm not only as an employee with in the 
administration and marketing but also as a member of the firm’s board 

5.1 Analysis of the interviews   
The suppliers chosen for the interviews have different characters. Some differences and 
similarities can be seen in the answers they gave. One can see that all of the suppliers are 
very positive regarding their relationship with Company. It is likely that the persons did 
hold back some critic since it was a person working at Company who made the interview. 
Though, it seemed like the persons became more relaxed since they already have a relation-
ship to the interviewer. Actor bonds are essential for the well functioning relationship. Ac-
tor bonds play an important role in shaping the identity of a company as an actor. (Håkans-
son & Snehota 1995) All of the suppliers highlighted the importance of the personal level 
of the relationship.  

Pearson and Company has a long history together and the personal relationship that is be-
ing described by Göran Danielsson is probably the reason why their business has lasted 
during all changes both firms have gone through. Göran is aware of the fact that Company 
during some periods does not generate profit for Pearson during the campaigns. Despite 
this he continues supporting the advertisement campaigns. This shows that he values the 
relationship with Company very much and is willing to provide Company with what is ne-
cessary in order to continue being a large brand in the store. Göran Danielsson is willing to 
adapt his way of working in order to have a successful relationship with Company. This 
adaptation process is very fundamental for Görans' viewpoint of the relationship. Görans’ 
willingness of chairing resources is also fundamental for the success. Managing resource 
ties in a relationship between companies is critical not only in order to safe access and the 
transfer of existing resources, but also for the development of them. (Håkansson & Sneho-
ta 1995) 

In comparison to the above it is interesting to consider that J. Lindeberg do not give Com-
pany any advertisement support or let them send unsold items back. Despite this J. Linde-
berg considers their relationship to be good and even friendly. This point out the differ-
ence in acceptance depending on the importance and on how powerful the supplier is. This 
fact fits well with the answer that Teodor at J. Lindeberg gave that Company does not af-
fect them as much over all but are only important on a more local level. Here one can see 
the difference in influence and power between high value and low value brands in the fa-
shion industry. With the high value brand the buyer became the marketer.  

The shared marketing is very clear between Company and Pearson. J Lindeberg plan and 
implement there level on a more national and international level. Jack & Jones are not so 
into cooperating on the marketing but much more into it then J Lindeberg.  

Differences in the way the suppliers thought of the effects Company had on their brand 
image is apparent both if the suppliers came from a small or large organization and if the 
supplier came from a high value brand or not. The low value brand Pearson and the middle 
value brand Jack & Jones thought of Company as contributing to increasing the value of 
their brands and image. This since they get connected to high value brands such as J. Lin-
deberg and Dolce & Gabbana.   
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One must be aware of the fact that Pearson is being sold in one more store in Jönköping, 
namely the supermarket Coop forum. The mix that Company has when they sell both 
Pearson and Dolce & Gabbana is very unique and the managing of the relationship with 
each supplier gets even more important. The communication with each supplier is vital in 
order to satisfy certain requirements. A high value brand such as J. Lindeberg might not 
have wanted to be sold in a store that sells the same jeans as a local supermarket, without 
certain reassurances from Company about good displays and correct prices. Though this 
phenomenon may change with the amount of high value brands Company is able to get as 
suppliers. The fact that another high value brand is sold in a store may outweigh the fact 
that low value brands are sold as well; high value brand reassures each other.  

Both J. Lindeberg and Jack & Jones are active in their strategic plans for the future where 
they want to increase their sales volume at Company heavily. Pearson sees its own limita-
tions in developing its collection and marketing and is more focused on only maintaining 
their sales volume.  

It is possible to see differences when looking at the start-up processes of the relationships 
with the suppliers in question. With J. Lindeberg Company had to strive for a business rela-
tionship. With Pearson, they just met randomly at a fair and both took the decision directly 
without giving it a second thought. The difference in attitude towards the high value brand 
J. Lindeberg and the low value brand Pearson becomes apparent. 

One might suppose that only low value brands market themselves towards their buyers in 
order to increase. Though, this is undermined by the fact that J. Lindeberg makes special 
deals with the chain store MQ in order to keep them as customers. When a relationship is 
important for a supplier some special benefits could be negotiable from the buyer. Like the 
commission deal and the marketing support that Company has with Pearson. Since J. Lin-
deberg gives MQ special deals one can see that the question of who is the marketer can get 
different answers regarding in which context it is being held.  

The paradox of influencing or being influenced by Håkansson and Ford (2001) emphasize 
the fact that the development of a business process becomes much better when a strong 
cooperation between them take place. When two companies can affect each other the de-
velopment of the relationship can peak. All suppliers believe that influence and control 
must be distributed fairly equal if the relationship should be successful. Both the high value 
and low value brand are now in a relationship with Company and they are both aware of 
the fact Company has the option to stop the relationship as well as they have. 

The possible future supplier Bruuns Bazaar has a very positive and hopeful view of a future 
successfully relationship. They believe that Company can generate a great deal of money 
for their brand. Bruuns Bazaar must be seen as a high value brand. Not as high as J. Linde-
berg and Dolce & Gabbana but high. When Bruuns Bazaar is being compared with J. Lin-
deberg one can see that Bruuns Bazaar think of Company as a more important customer 
than does J. Lindeberg. Adam Persson stress several times during the interview how big 
Company’s store is and what potential it has. This is something that the other suppliers do 
not put so much attention to. Bruuns Bazaar has not reached up to the same status of their 
brand as J. Lindeberg.  In their attempt to grow one can see a difference in how they work 
concerning taking clothes back that do not sell, contribute with sales competitions and 
marketing support. This is something that we have been more used to see with the low val-
ue brand Pearson.  
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A brand may bring to mind many associations. For instance, a brand may be associated 
with the attributes of events that have been connected to it, its geographical location or its 
users. (Farquhar et al, 1992) The geographical location of Company at Solåsen, an area with 
no other clothes stores, could be presumed as something that the high value brand suppli-
ers would see as something negative. Though, this was not the case, the suppliers thought 
of the store location as something positive. No one mentioned it is an area that decreases 
the value of their brand. Probably it is safe to establish cooperation in the area because it 
has no other stores nearby that will complain because of increased competition. Farquhar 
et al, (1992) also state that events that can be connected to a brand effects the associations 
that is being done. Therefore it would have been realistic that the events (fashion show, 
opening party with students, their own photo shoots) Company has done to increase their 
brand value should have come up in the interviews, but they did not. It seems like these 
events were more important in the beginning when Company did not cooperate with high 
value brands and where about to attract their first ones. Now the credit you get from sup-
pliers is closely connected to the actor bond that you share and which other supplier you 
have relationships with.  

 

5.2 Company’s position in the context of ARA 
According to Håkansson and Snehota (1989) one must shift focus from its internal re-
sources and activities to how it can relate its activities and resources to its context, to the 
network surrounding it. Out Company wanted to accomplish change and according to 
Håkansson and Snehota (1995) bonds is a necessity in a context of change since they play 
an important role in shaping the identity of a company enabling it to utilize its resource ties 
and activity links in order to achieve change.  

Company has a long history of being connected to low-price business. The former location 
in the small shopping center Ekhagsrondellen, the previous name Out company hinting at 
“outlet”, the seasonality and the variety of the products, all work together to create a low-
price image. Since the owner was not content with the situation the company was in, he 
must have had some kind of sense of what position the company had in its network. It was 
realized that the company had difficulties planning and controlling its purchases, which in-
dicates that it had a weak position towards its suppliers and was dependent on occasional 
bargains. The shop did not stand alone but was very dependent on its owner when it came 
to doing business. One example of this is when Out Company was refused to buy Levis 
jeans from the Swedish distributor due to the low price image; the owner used his connec-
tions and was able to import jeans directly from the manufacturer in USA. So, the re-
sources the store offered at the time was not enough, but the actor bonds of the owner did. 
This dependency of the network surrounding the company is shown to be important by 
Håkansson and Snehota; instead of only concentrating on a company’s internal resources. 
Company has worked hard on its actor bonds to its suppliers since they have experienced 
its importance previously. This can be found in the interviews where the good personal re-
lationships and bonds are mentioned in all interviews and the positive effects this have on 
their businesses together. 

Towards its customers Company has concentrated on the resource ties in the sense that it 
is what they can offer in terms of product and price that is important and will sustain the 
relationship to its customers over time. The size and location of the store makes this rather 
impossible to create relationships on any other level, say a personal level. 
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Company has succeeded to create activity links with the supplier of Pearson jeans. Com-
pany wants to make large advertises in order to attract customers to the area and Pearson 
wants to market their jeans. This has resulted in a collaboration where these activities has 
been linked together and Company and Pearson has an extensive collaboration in market-
ing. 

5.2.1 Characterising relationships considering Activity links recourses 
ties and actor bonds 

Relationships are embedded in complex networks structures where linkages are created on 
several interrelated levels (e.g. activity links resource ties and actor bonds.)  

We compared the high and low value brands, through analyzing the suppliers in the low 
brand value level and the suppliers in the higher brand value level. To compare the rela-
tionships with actors, resources and activities due to the value level we made charts which 
shows the dimensions between the three factors (figure 2 and 3 below). Here we can see 
which factors that have the strongest impact in the network relationship. The aim is not to 
show any exact proportion, but it shows clearly which factors that are dominating the rela-
tionship.  

For the low-value brand image, the resources stand for the main content of the relation-
ship. The activity links and actor bonds come in second hand. The exchange of the prod-
ucts is at the centre of the relationship. The main objective is to solve the end customer’s 
basic needs E.g. Jack & Jones and Pearson’s main interests is to sell large quantities of 
clothes and are not very picky with relationship and image of the store. This compared to 
the high-value brand image where the end customers are demanding a lot more than just a 
basic need, but looks for a certain life-style and image. This affects the network and the as-
pects of image, life-style and relationship to the store become important for the supplier, 
this in order to be sure that the supplier’s image is communicated to the end-customer. The 
most important is to develop a trust between the companies. Here are the actor bonds in 
the centre of creating an identity, which is displayed outwards to the end customer. When 
considering Company’s store this is apparent low-value brands logotypes are not displayed 
as strongly as the high value brands. The high value brands demand more of their partners, 
regarding the image of the store.  
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5.2.2 Figure 2 Proportions considering ARA  
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5.2.3 Figure 3 Proportions considering ARA 

 

 

 

 

 
 

 

 

 

 

5.3 Supply Chain Management issues 
Lambert et al. explained the importance of looking at the supply chain as a network and be 
aware of how that all parts may affect eachother and not the least the focal company. The 
fact that low value brands and high value brands are sold next to eachother at Company is 
a good example to consider in this case. This situation must be handled carefully by Com-
pany since this can affect the value of the clothes in the eyes of the customers. For a cus-
tomer wanting a high value brand as J Lindeberg, the fact that the store also sells low value-
brands, could affect their choice of choosing another store to get a more exclusive feeling. 
The fact is also true the other way around since the high value brands in the store can inti-
midate the customers looking for the cheaper clothes. Being aware of this phenomenon 
enables Company to balance the marketing of the high- and low value brands. 

Company belongs to a dynamic and volatile industry where fast changes in trends and short 
fashion cycles make the managing of the supply chain a vital issue. The communication and 
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information flow between the retailer and its suppliers must be efficient in order to gain 
cost benefits and keep up with the market. Due to the uncertainty in what will be trendy 
and what will be a huge seller it is important to have good conditions in ones agreements 
with the suppliers. Company strives to be able to buy a great deal instantaneously in order 
to avoid having to place orders early, and be able to follow the trends as they come instead. 
This is possible by maintaining a good relationship with the suppliers and makes the pro-
cedure of placing orders easy for the suppliers in order to avoid annoyance with the late 
ordering. These features can be seen in what is called an agile supply chain by Bruce M. et. 
al. (2004). It is market sensitive with the ability to respond to actual real time changes in 
demand. Organisations must acquire capacity capability in order to be able to react to pos-
sible volatile fluctuations in demand. 

Lambert et. al. (2000) describes the supply chain more as a network where actors may indi-
rectly influence the focal company on several levels. The so called non-member process 
links are important to consider. Other stores not members of Company’s supply chain, in 
the Jönköping area may indirectly affect Company and its suppliers. The chain clothes store 
MQ situated both in Jönköping city and the shopping center A6 sold J. Lindeberg at the 
time Company was aspiring to become a reseller for J. Lindeberg. Due to the already exist-
ing agreements between MQ and J. Lindeberg there were restrictions for Company in 
which collections they were allowed to buy. 

 

5.4 Company in the light of Håkansson and Fords paradoxes 
When one are about to investigate how Company act in their business network the three 
paradoxes presented by Håkansson and Ford is a good tool.  

The first paradox, opportunities and limitations, makes it very clear that Company Jeans is 
active in a very strong network. There are a lot of actors in the network that are strong re-
garding both human and monetary aspects. There are more strong actors in Company’s 
Network now then it was before the change from outlet to high-fashion clothes store. 
These strong actors provide great opportunities but also large limitations. The opportuni-
ties depend mostly on the fact that strong the actors also have big resources, which Com-
pany can somewhat share. The limitations when one is working with strong actors depend 
on the fact that the relationship with the strong actors may be rather static. It is not easy or 
even desirable, for a large, strong actor to adapt for a small one as Company. The standards 
that are set up by the strong actors are built up to fit many different relationships and this 
leads to big compromises for the single relationship. When Company works with firms that 
has a weaker position in the network there is much easier to develop a way of working that 
is better fitted for Company. 

The above problem goes hand in hand with the second Paradox, influence or being influ-
enced. One can easily see that a strong actor influence the relationship more than the 
weaker one. Though, this is only true if one considers each relationship between “stronger 
and weaker” firms separately. Instead on has to consider the entire network where the re-
sellers creates one unified group and the end users as one, the situation of who is the bigger 
one and who is influencing who, may rapidly change. The aspect of influence is much 
broader then just who is influencing who. The factor of influence can explain how relation-
ships and their outcomes develop. Håkansson and Ford mentions Ericsson and Telia as 
two firms that have contributed to each others success. This phenomenon can also be 
found in the Network that Company is active in. Pearson Jeans and Company has from the 
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beginning had a very well functioning relationship. The owner of Pearson is an older man 
that has problem with staying up to date in the fast changing fashion industry. The owner 
of Company on the other hand is very interested of fashion and is always updated. The 
strong interaction between these two companies made it possible for Pearson to supply its 
customers with modern jeans and the interaction also made and still makes it possible for 
Company to sell cheap, up-to-date jeans to their customers. 

The last paradox deals with the dilemma control. Control is something that all firms strive 
for but as Håkansson and Ford recommend, aim for control, worry when you get it. The 
saying “It’s better to know what you have (even if it’s not good), then to let go of it and not 
know what new you will get”. This is a way of thinking that inhibits many entrepreneurs 
from flourishing. Entrepreneurs in the business market can probably agree on the fact that 
control is the main factor that contributes to success on the business market. But as men-
tioned above control has both pros and cons. A network that is controlled by one of its ac-
tors becomes very static. The network can not develop faster then the actor that control it 
does. This phenomenon can make the efficiency of a whole supply chain decrease. 
(Håkansson, Ford) 

 

5.5 Company’s brand value 
One can see that Company’s brand value has increased a lot during the recent years. When 
Company’s name was Out Company and the store contained low price clothes, the value of 
the brand Company was a great deal lower. Currently, when Company sells from for in-
stance J. Lindeberg, Dolce & Gabbana and Tommy Hilfiger the value of the brand Com-
pany is high. Because of the connection to J. Lindeberg and Tommy Hilfiger the luxurious 
brand Dolce & Gabbana did not hesitate to start a business relationship with Company. 
Once they understood that these brands were sold at Company, Dolce & Gabbana felt no 
reason to doubt Company’s suitability for Dolce & Gabbana. One can clearly see that the 
connection to high value brands increase the value of other brands that gets connected to 
it.  

Previous associations of a brand may cause problems. The brand Out Company was and 
still is very well known in the Jönköping area. The association many people in the area have 
to Company is that it is an outlet store with very large variation in their selection and offer. 
People associate Out Company with mostly cheap and low value brands. In order to co-
brand the brand Out Company with high value brands such as J. Lindeberg was a challeng-
ing task. Due to this, the name of the store was changed to only Company, trying to erase 
the associations “Out” has to the word “outlet”, at least in the minds of new possible sup-
pliers and new possible customers. 

Even now when the store’s name is Company, there are people thinking of the store as 
Out Company. Company has been asked why they did not change their name more drasti-
cally in order to avoid so many people to think of Out Company. The owner of Company 
believes that the backside of this phenomenon can be turned in to strengths, when new 
suppliers are about to take a decision of whether their brand should be sold at Company. 
The name Company does not sound like something that has to do with outlets and cheap 
clothes, but when people in Jönköping see the name Company in a clothes context they 
will probably believe that clothes sold at Company is cheaper than in other stores. This 
connection between high value clothes and good prices is according to Company’s owner 
something they benefit from.  
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 “Understand the different types of associations evoked by the familiar positive brand with 
which you would like to pair with your target brand and the implications of associating the 
two. Remember, both positive and negative associations can be created.” (Grossmann, 
2007) This managerial implication highlights the task that is important for Company to 
handle correct in order to be able to take actions in advance and create a successful future. 
One must understand that both positive and negative associations can be created when a 
person thinks of a brand. For example some customers will associate J. Lindeberg and 
Dolce & Gabbana with something expensive and snobbish. If customers start to see 
Company as an expensive brat store this will decrease Company's value. However, too 
much association to the old brand will not be good either. It would be good if the old 
happy customers continued to see company as the cheap store they like to shop in, and 
that the other people in Jönköping that do not want to shop in a low value store starts to 
see Company’s new image, connected with the exclusive brands.  

One way for Company to avoid new potential customers to only see Company as a low 
value store and never pay them a visit is to use Shimp (1991) believes and try to show 
Company in a new context where they have not been showed before. Company has tried 
this with various results. After the store was renovated and the new Company was about to 
be shown and an opening party was arranged to show a new Company in a new context 
and people from Jönköping University were invited. To make it possible for them to come 
out to Company on a Saturday evening Company rented two buses. The party turned out 
very well. The negative thing is that the students only visited the store this particular time, 
probably because Company is located at a place hard to reach in Jönköping if one does not 
have a car. This car aspect is nowadays something Company often keeps in mind when 
they plan a marketing/promotion concept. One can see that Company now includes brand 
added value. Customers perceive Company to have functional brand added value created 
from there large assortment and range of clothes from low price too high price image 
clothes under the same roof. People seem to like to have the opportunity to combine these 
alternatives. Then the store generates non functional brand added value. Nowadays one 
can be proud to have clothes from Company because of the new image that Company now 
stands for. The store can now with there new suppliers offer the customers an identity 
represented with the clothes that fit the brand sensitive customers. When comparing the 
two suppliers Pearson and J. Lindeberg with the former discussion in mind one can see 
Pearson as a brand that stands for functional brand value and J Lindeberg as a brand where 
nonfunctional value is more important.  

 

5.6 Company’s relationship to their suppliers in the light of 
profits 
Ford et al. (2003) categorizes relationships according to how they generate profits. In order 
for Company to generate stable profits in the long run they must manage their supplier - 
relationships, creating a good mix of the varying categories. A firm that does not generate 
profit in the long run will not last for long 

Which categories can be found looking at Company’s relationships? Starting with today’s 
profit one can see that the theory and the reality fits very well in this case. The relationships 
that generate profits are less than one may expect. The suppliers’ relationships that generate 
money are the ones that sell to Company both on fixed orders but also for immediate deli-
very. The goods that Company’s supplier sell immediately have a lot better marginal than 
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the one that has to be ordered in advance. Today Company is working with to high fixed 
cost to be able to earn money on the main body of the goods that they offer.  

Pearson jeans have become a today’s profit since Company raised the end price to the 
normal markup in the clothes business. This was due to the fact that the supplier had raised 
the price gradually the recent years without Company noticing it and the end price had not 
changed for several years. The end customers of the Pearson jeans did not complain due to 
the good personal service that the customer seems willing to pay for. The fact that Compa-
ny’s brand value now is higher than before results in the customers receiving more than 
just the core product when they buy clothes at Company, they also receive value that is 
connected to their social identity. The more customers benefit when they shop in the store, 
the less important is the price, and due to this Company can work with the correct markup. 
The profits increased and Pearson went from being a cash cow to being a today’s profit. 

The Jeans label Jack & Jones supplied by Bestseller is a so called cash cow in Company’s rela-
tionship portfolio, at least when the clothes is bought on fixed orders. The marginal then 
are too low to be able to carry Company’s costs.  

Tomorrows profits can be found among the high value brands. Because of the investments 
made in the process Company have gone through when changing to a store that offers high 
value brands. The obvious investments are the renovation of the store and the changed 
marketing plan. The over dimensioned orders that Company had to lay on the high value 
brands to show them Company’s ability, can and should also be seen as an investment. 
When these investments have been spread out over a quantity of goods then this category 
will change to Today’s profits. 

Company’s aim is to increase the profits by moving some of their relationships in the cash 
cows category to the today’s profits category. 

The category new technical or commercial requirements can partly be found in the previous cate-
gory. However a plan is set up to work with internet in a modern way. This development 
will be costly but a step towards commercializing the firm’s relationship to internet is defi-
nitely necessary to stay competitive. The step towards this started two years ago when 
Company initiated collaboration with a computer firm. The name of the firm is Bluerange 
and is responsible for the design and maintenance of the homepage of Company. 
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6 Conclusion 
The fashion industry differs from other industries. The suppliers in the fashion industry are 
careful with who they sell to. In the fashion industry the stores have to market themselves 
to be able to establish a relationship with a supplier. One sees that two main things affect 
whether the store has to market themselves. First, if the supplier is a high value brand or 
not. High value brands are much more selective. Secondly, the aspect of how important a 
store is for the supplier, determines if they have to market themselves. For a company to 
be successful they must manage their relationships. 

The personal relationships and the social interaction comes up again and again in this the-
sis. The understanding and the effort that is put in the relationships that has been investi-
gated in this thesis is the main factor for successful relationships. The closeness in the per-
sonal interactions is shared with both high and low value brands but we can see that the 
cooperation with the marketing is much greater in the low value brands. The high value 
brands do their marketing on a centralized level.  

One can see that the methods Company used to market themselves when they did not have 
any real high value brands changed very much. First with J. Lindeberg they had to strive 
real hard because no strong brands could be shown as reference by Company. Now, when 
Company can show up a strong portfolio of brands, their ability and professionalism within 
marketing of high value brands is taken for granted. “If J. Lindeberg and Tommy Hilfiger 
trust them, so do we” seems to be the way of thinking for new possible suppliers. 

The fashion industry network that Company is active in is very strong. The sizes of the 
companies that interact are often very large, considering organization and turnover. Many 
organizations are also active even outside of Sweden. This increases the brand value and 
image of firms like Company but decreases their power in the network.  

The level of influence and control the parties exercise over eachother differs with high and 
low value brands. The more brand value the suppliers have, the more the level of influence 
and control increase. In the case with Company one sees clearly that the low value brands 
are more willing to let go of control and make special deals with Company. When Compa-
ny was a low value brand itself, they loosened their control level and tried something new 
(changed image and suppliers) and they were not able to control the change or the out-
come. The skill of daring to change to something new and unknown can be found in all 
successful entrepreneurs.  

The relationships with a high level of control become static and are not as effective as they 
could be. The possibilities of using the recourse ties and activity links that are embedded in 
the relationships became unused because of the demand for control in the high value brand 
relationships.  

Suppliers that were about to decide whether or not to do business with Company was look-
ing at Company’s brand value and how it would affect them. When Company did not have 
any strong high value brands as reference, the way Company worked was very interesting 
for the high value brands but not for the low value brands. Later when Company worked 
with Tommy Hilfiger, J. Lindeberg and Diesel the interest new high value brands had in 
how Company worked was much lower. It seems like the suppliers feel protected by each 
other. If they will receive critic for working with Company they can refer to the other sup-
pliers’ decision to work with Company. It looks like the actual interest of what the store ac-
tually does to sell their clothes is not very high. The thing of most interest for the suppliers 
is to sell as much as possible in order to make big profits. 
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The agent principal theory is close at hand to weigh into this discussion. If the salesman 
thinks of the long run situation of its supplier firm or if its own commission fee is of most 
interest is dependent on how he will value the stores work and image against what other 
brands that is sold in the store. As long as the other stores in the area do not complain, the 
decision to work with a new store is often gets green light. 

A low value brand is connected to a low price and the clothes does not increase the social 
identity for those who wears them but when low value clothes gets connected to high value 
clothes people perceive the image of the clothes to be higher and the fact that they feel so 
makes it much more likely that they buy them. There is a limit where the price is as low 
that people sees the clothes as low quality. This may result in that a good relationship be-
tween certain suppliers and a store can result in affecting the value of the suppliers brand, 
as well as it may affect the stores brand value. 

Company has managed to create well functioning actor bonds to suppliers who are signifi-
cant to its business, since this in the long run seems to be what is important. When the 
supplier firms have a good attitude towards the store and its actors it facilitate both in the 
business between the firms but also in the sense that it gives Company good reputation 
overall. Having strong actor bonds to suppliers of high value brands, positions Company as 
a worthy competitor in the market of clothes and apparel. Company has shown to be able 
to present the resources necessary to be able to sell both low value- and high value brands 
in the store. 

Initially it is up to the store to market itself towards new suppliers with a higher brand val-
ue. If this succeeds it is of importance to maintain the relationship and create bonds and 
resource ties to sustain the relationship. Then this relationship may function as reassurance 
for other suppliers one wants to initiate business with.   
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