
 

 

INT E RNAT I ONE L LA  HANDE L SHÖG SKOLAN  
HÖGSKOLAN I JÖNKÖPING 

 

 

 

 

 

Competit ive IS/IT strategy 
A  q u a l i t a t i v e  s t u d y  a b o u t  I S / I T  s t r a t e g y  a n d  i t s  
i n f l u e n c e  o n  b u s i n e s s  s t r a t e g y  i n  s m a l l  s e r v i c e  

e n t e r p r i s e s  

 

Master’s thesis in Business Informatics 

Authors: Claes Brandt 
 Robert Lindberg 

Tutor: Ulf Larsson 

Jönköping: June, 2006 



 

 

JÖNKÖP I NG  INTE RNAT I ONAL  BU S I N E S S  SCHOOL  
Jönköping University  

 

 

 

Konkurrenskraft ig  
IS/ IT-strategi 

E n  k v a l i t a t i v  s t u d i e  o m  I S / I T - s t r a t e g i  o c h  d e s s   

i n v e r k a n  p å  a f f ä r s s t r a t e g i  i  s m å  t j ä n s t e f ö r e t a g  

  

 

Filosofie magisteruppsats inom informatik 

Författare: Claes Brandt 
 Robert Lindberg  

Handledare: Ulf Larsson 

Ort och datum:   Jönköping, juni 2006 

  



 

 

Master’s Thesis in Business Informatics 

Title: Competitive IS/IT strategy – A qualitative study about how 
IS/IT strategy can influence business strategy in small service 
enterprises  

Authors: Claes Brandt and Robert Lindberg 

Tutor: Ulf Larsson 
Date:  2006-06-07 
Subject terms:  IS/IT strategy, IS strategy, IT strategy, business strategy, small 

enterprises, service enterprises, business plan 

Abstract 

Information system (IS), in other words computerised programs and application that a 
company uses is a central part in its organisation. Information technology (IT) is the 
hardware and infrastructure that an IS uses. IS and IT is then related to each other and 
several use the term IS/IT to describe the two words. Several small enterprises (10-49 
employees) use IS/IT to a higher extent in order to work efficiently and many firms 
should not work without IS/IT. Because small enterprises are a major part in the econ-
omy for western world countries’ they find it important that these enterprises are effi-
cient. A business plan is essential in order to make an enterprise work efficient. A busi-
ness plan is important if the company should borrow money from bank or administer 
money from financiers. A business plan normally contains the company’s vision state-
ment, mission statement, goals, business strategy and action items. In this thesis we only 
focus on strategies because we want to limit our research and because we have an inter-
est of strategies in general. The business strategy is a roadmap which includes informa-
tion about how the enterprise could fulfil its business plan’s goals. It is therefore impor-
tant that the business plan and the business strategy are linked to each other, for exam-
ple will the strategy suffer if the goals are poorly stated. To have this relation it is impor-
tant to have a strategy that is explicit, this type of strategy is made through a planning 
process which is documented. The other type is called implicit and is made through ac-
tivities for the different divisions of the enterprise, which is not documented.  

To make the right decisions and investments for IS/IT it is essential to have an IS/IT 
strategy, which could be used for the company to reach IS/IT-goals and objectives.  

The main question for this thesis is: How does IS/IT strategy influence business strat-
egy within small service enterprises in Sweden and what factors can improve IT strat-
egy’s impact on business strategy in small Swedish service enterprises? The purpose is to 
investigate how IS/IT strategy influences and improves business strategy in small Swed-
ish service enterprises. We also aim to study how IS/IT strategy is applied in small 
Swedish service enterprises.  

We did our empirical research on six small service enterprises in Jönköping. Three of 
the respondents had a documented explicit business strategy and none of them had an 
explicit IS/IT strategy. All the respondents said that they did not prioritise to keep the 
strategy updated and that the day-to-day issues were more important. The result is that 
we did not find any factors in IS/IT strategy that improved the business strategy in 
small Swedish service enterprises. The characteristics that the enterprises do not work 
with these issues and is seldom applied. The enterprises are more interested in day-today 
issues, our result differs therefore from the literature in this subject. 
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Sammanfattning 
Informationssystemet (IS) det vill säga datoriserade program och applikationer som ett 
företag använder sig av är en central del i verksamheten. Informationsteknologi (IT) är 
hårdvaran och infrastrukturen som IS använder sig av. I och med detta är IS och IT 
starkt relaterade till varandra och flera brukar benämna detta med IS/IT. Flera småföre-
tag (10-49 anställda) använder sig i allt större utsträckning av IS/IT i deras verksamheter 
och många skulle inte kunna fungera utan IS/IT. Hit hör även att småföretag är en be-
tydande del flera länders ekonomi. För att ett företag ska kunna fungera effektivt bör 
det finnas en affärsplan som är elementär då företaget ska ta lån av bank eller förvalta 
pengar från finansiärer. I en affärsplan finns vanligen en vision, affärsidé, mål, strategi, 
nätverk, Produkt/tjänst inklusive prissättning, marknadsplan (kunder, marknad, konkur-
renter, marknadsundersökning), budgetar och tid- och aktivitetsplan. I denna uppsats in-
riktar vi oss endast på strategier eftersom vi vill begränsa uppsatsen och vi har ett stort 
intresse för strategier. En strategi är ett tillvägagångssätt för att uppfylla företagens upp-
sätta mål. Det finns dock en relation mellan de olika delarna i affärsplanen och de är inte 
helt skilda från varandra, exempelvis så blir strategin med största sannolikhet bristande 
om målen är dåligt utformade. För att ha denna relation är det vikigt att ha en explicit 
strategi. Denna typ av strategi är framtagen genom en planeringsprocess som är doku-
menterad medan en implicit är utvecklad genom händelser inom företaget som inte är 
dokumenterade.  

För att fatta de rätta besluten och planera investeringar för IS/IT korrekt är det grund-
läggande med en IS/IT-strategi, som kan användas för att nå målen för IS/IT.  

Vår huvudfråga är: Hur kan IS/IT-strategi påverka affärsstrategi hos svenska små tjäns-
teföretag och hur kan denna relation förbättras? Syftet är att undersöka hur IS/IT-
strategi kan påverka och förbättra affärsstrategi i små svenska tjänsteföretag. Vi ämnar 
också studera hur IS/IT-strategi används i små svenska tjänsteföretag.  

Vi gjorde vår empiriska undersökning på sex små tjänsteföretag i Jönköping. Tre av fö-
retagen hade en explicit affärsstrategi och ingen hade en explicit IS/IT strategi. Resultat 
är att små tjänsteföretag till största delen använder sig av implicita affärs- och IS/IT-
strategier. Vi hittade ingenting som tyder på att IS/IT-strategi påverkar affärsstrategi i 
små svenska tjänsteföretag.  Företagen är istället mer intresserade av händelser som är 
mer dagsaktuella, vilket skiljer sig från litteraturen inom detta område. 
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1 Introduction 

The introduction will begin with a short background discussion about strategy and IS/IT. Followed by this 
are definitions of small enterprises, business strategy and IS/IT strategy. A discussion about the problem 
existing within the chosen subject followed by the purpose of the thesis, delimitations and a short description 
about stakeholders. The chapter ends with a disposition.  

1.1 Background 

Information system (IS) and business strategy are essential parts in an organisation (Lau-
don, Laudon, & Brabston, 2005; Porter, 2004). Generally speaking is an IS interrelated 
components working together to collect, process, store and disseminate information. Most 
enterprises in the western world use computer-based IS (CBIS) (Laudon et al., 2005). In 
this thesis we use the abbreviation IS for CBIS due to its simplicity. To run an IS the en-
terprise need information technology (IT). IT is the hardware which is connected to the IS, 
such as computer, servers, computer network material etc (Laudon et al., 2005). The term 
IS/IT is IS and IT together. 

This thesis concentrates on small service enterprises and how IS/IT strategy can influence 
business strategy. We are interested in this sector because it is a major component in the 
western world’s economy (Lasher, 1999). A small enterprise, which has 10-49 employees, 
use IS/IT in a wide range of processes and many of these firms cannot operate without 
IS/IT (Laudon et al., 2005). 

For both small and large companies it is essential to have an explicit business strategy 
(Lasher 1999 and Porter, 2004). The strategy is a plan that tells the enterprise how to 
achieve its goals and operate tactically in the future (Wickham 2004). To a business strategy 
there are several sub strategies such as marketing strategy, financial strategy and IS/IT 
strategy. To improve the IS/IT in an enterprise it is important to have an alignment be-
tween business- and IS/IT strategy (Ward & Peppard, 2002). The IS/IT strategy is a part 
of the enterprise’s business strategy and they need to be related.  

1.2 Definitions 

To clarify the subject we argue that some definitions are needed before the problem discus-
sion because they are essential for the thesis. 

Small Enterprises – “A small enterprise is defined as an enterprise which employs fewer than 
50 persons and whose annual turnover and/or annual balance sheet total does not exceed 
EUR 10 million.”  (The Commission of The European Communities, 2003, p.3) 

Business strategy – “is a roadmap an entrepreneur draws up of the actions necessary to fulfil a 
firm’s mission, goals and objectives”. (Scarborough & Zimmerer, 2003, p. 51) 

IS/IT strategy – A strategy for IS/IT development and IS/IT investments in an enterprise 
(Ward & Peppard, 2002).  



 1. Introduction 

 2 

1.2.1  Synonyms 

The words below have the same meaning in our thesis. We argue that this will make it eas-
ier for the reader. The words are: Company, enterprise, business, venture, firm and organi-
sation. 

1.3 Problem discussion and research questions 

IS/IT today is essential for many enterprises and they depend on computerised informa-
tion systems. To get maximum benefit of the possibilities that IS/IT brings it is important 
that the IS/IT strategy of the enterprise is closely linked with the business strategy (Ward & 
Peppard, 2002). This relation can consist of how IS/IT can help the company to achieve 
the business goals that exists, this could be done for example by getting a higher efficiency 
in the company through using IS/IT aided tools.  

This thesis will exam how IS/IT strategy can influence the business strategy in small ser-
vice enterprises. We have experienced a lack in the current literature because we have 
found that it generally is about how large enterprises can handle strategic issues. In our the-
sis we intend to develop an understanding about how small service enterprises in Sweden 
work with these issues.  

Followed by the discussion above we have prepared the following research questions: 

How does IS/IT strategy influence business strategy and which factors can improve the IS/IT strategy’s 
impact on business strategy in small Swedish service enterprises? 

To answer the question above we find it necessary to answer the following questions as 
well.  

What are the characteristics for IS/IT- and business strategy in small Swedish service enterprises?   

How is IS/IT strategy applied in small Swedish service enterprises? 

1.4 Purpose 

The purpose is to investigate how IS/IT strategy influences and improves business strategy 
in small Swedish service enterprises. We also aim to study how IS/IT strategy is applied in 
small Swedish service enterprises.  

1.5 Delimitations 

Our empirical study is limited within the city of Jönköping. We do not have the resources 
to make the study geographically broader.  

1.6 Stakeholders 

The stakeholders for this thesis are employers and employees in small enterprises especially 
in Sweden but also other countries that have a similar IT-infrastructure. The thesis could 
also give useful knowledge to students and others with an interest in IS/IT- and business 
strategy. 
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1.7  Disposition 

Here in the disposition we have listed all the preambles in the thesis, they will together 
serve as a short disposition and give a hint of what the reader might find in the different 
chapter of the thesis. 

Chapter 1   Introduction: The introduction begin with a short background discussion 
about strategy and IS/IT. Followed by this we give definitions of small en-
terprises, business strategy and IS/IT strategy. A discussion about the prob-
lem existing within the chosen subject followed by the purpose of the the-
sis, delimitations and a short description about the stakeholders will be dis-
cussed. Here is also a disposition for the different parts.  

Chapter 2 Theoretical framework: In the theoretical framework we will examine and de-
scribe important concepts for the thesis. These are small enterprises, busi-
ness plan, business strategy, Information System (IS), Information Tech-
nology (IT), IT-strategy, IS/IT strategy and Information System Strategy 
(ISS) and their relations with each other. The parts that contain information 
about small companies, service enterprises, and some other parts in the 
theoretical framework have a descriptive function only. Other parts such as 
the parts about business strategy and IS/IT strategy will be used for the 
analytical work. 

Chapter 3 Method: In this part of the thesis we discuss why we chose the qualitative 
and hermeneutic approaches. To start with we will describe and discuss the 
differences between positivism and hermeneutic, after that we will continue 
with induction versus deduction. The discussion will (further) be continued 
with a description of different alternatives and why the chosen method is 
selected.    

Chapter 4 Empirical data: In this chapter we give an overview of the interviews that we 
have conducted, we divided each presentation into four segments, these are: 
general information, about the company, business plan and IS/IT strategy. 
At the end there it is a short summary about each company.  

Chapter 5 Analysis: This chapter we analyse how the interviewed companies handle 
their business plans, business strategy and their IS/IT strategy and compare 
it with how the literature recommends it should be done. We will set up 
topics and use them to see how the different enterprises work within the 
topic. With the analysis as a starting-point the conclusions will later on be 
drawn in the next chapter. 

 
Chapter 6 Discussion and conclusions: In this chapter we discuss the critical aspects we 

have found in the theory, interviews and analysis. We describe the words 
validity, reliability, objectivity and generalisation. We also make suggestions 
for further research about IS/IT and write about our experiences from this 
work. In the conclusions our aim is to describe how IS/IT strategy influ-
ences and improves business strategy in small Swedish service enterprises. 
We also describe how IS/IT strategy is applied in small Swedish service en-
terprises. 
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2 Theoretical framework 

In this chapter we discuss important concepts such as small enterprises, business plan, business strategy, 
IS/IT, IS/IT Strategy and its relations to each other. The parts that contain information about small 
companies and service enterprises have a descriptive function only. The other parts, business strategy and 
IS/IT strategy, going to be used for our analytical work. 

2.1  Micro, small, medium-sized and large enterprises 

Enterprises can be divided into different categories and there are several different defini-
tions of these. Some definitions include total investments, other annual revenue or annual 
turnover or number of employees (Hunter, 2004). Through our own experience from busi-
ness papers we have found that the two last ones are most common. Therefore we use a 
definition stated by The Commission Of The European Communities (2003).  

 

Figure 2.1 Definitions of micro, small and medium sized enterprises. (The Commission of 
the European Communities, 2005, p. 14) 

The Commission defines a small business as an enterprise with 10 to 50 employees and 
with a turnover less than 10 million euros or less then 10 millions in balance sheet total 
(The Commission Of The European Communities, 2003). The commission also defines 
medium-sized- and micro enterprises, see figure 2.1. Large enterprises are the ones that 
have 250 or more AWU and over 50 million in annual turnover and over 43 million in bal-
ance sheet total.  

2.1.1  Small enterprises  

According to Hunter (2004) small enterprises tend to have limited cash flow and low ability 
to borrow money due to lack of assets. Small businesses must also make more effort on 
human resources (HR) because the companies generally have problems to employ people 
with the appropriate skills. 

Our focus group 
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There are also some important differences between large and small enterprises regarding 
the use of strategy (Birley & Norburn, 1985; Hunter, 2004). According to Hunter (2004) 
are business models for large businesses not appropriate for small businesses. Birley & 
Norburn (1985) agree in this issue and mean that small companies cannot adopt plans that 
are made for large companies. Mangers in small and large enterprises have different con-
cerns, such as employment and investment argues Hunter (2004). The plans are often writ-
ten in large companies’ perspective and then not suitable for small enterprises (Hunter, 
2004). Large companies have, in fact, more to learn from small companies than vice versa 
state Birley & Norburn (1985). Strategic thinking is more used in large companies (Beaver, 
2002) and small enterprises are therefore closer linked to business failures (Carr, 2000). Re-
garding the failures we consider that small enterprises it is important to be aware of these 
issues. 

2.1.1.1  Service enterprises 

Most of the small enterprises belong to the service sector (see figure 2.2). Alhough the 
graph only illustrate figures from small enterprises in the US we argue that the numbers are 
genrally correct in the whole western world due to the similar economy. Most of the fourty 
percent that provide services put large emphasis in the production and sales orientations 
but significantly smaller in marketing and societal orientations (Peterson, 1989).  

Figure 2.2 All small enterprises divided into business sectors, measured in percent (US). 
(Scarborough & Zimmerer, 2003, p.12) 

According to Peterson (1989) must owners and managers in service companies have more 
knowledge about communication. It is crucial for service organisations to go beyond cus-
tomer satisfaction and striving for customer astonishment, emphasis Scarborough and 
Zimmerer (2003). The authors mean that the companies should offer the consumers’ defi-
nition of quality, convenience and service. Friendly and personal service is the most effec-
tive and the least expensive method to achieve customer satisfaction (Scarborough & 
Zimmerer, 2003). Several customer surveys done on a broad variety of industries, from 
banking and high tech to manufacturing and services, conclude that “the personal touch” is 
the most essential service element. According to Scarborough and Zimmerer (2003) it is 
even more important to call customers by name, making attentive, friendly contact and 
truly caring about customers’ needs and wants than factor such as convenience, quality and 
speed. 
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2.2 Business plan 

According to Wickham (2004) and Goodale (2001) are there no exact rules of what a busi-
ness plan should include. The content depends on the structure, needs and wants of the 
company (Wickham, 2004). There are however several authors that have written about 
what a plan can include (Wickham, 2004; Goodale, 2001). Goodale (2001) states the fol-
lowing list: mission statement, goals, business strategy and action items. Wickham (2004) 
add information such as:   

- Vision statement 

- Market environment: competitors, competitive conditions, competitive advantage 
of the venture, product offerings and target markets.  

- Financial forecast: Income, routine expenditure and cash flow. 

- People: Key people in the venture 

We argue that Goodale’s (2001) list is more established and we use it throughout this thesis 
as a guideline. We add, however, vision statement taken from Wickham (2004). A vision 
underpins the company and makes the staffs aware of what overall aim for the enterprise 
(Wickham, 2004). The other three points from Wickham (2004) we include in what 
Goodale (2001) call business strategy. Below follows our figure and description of what a 
business plan should include: 

 

New value 
New relationships 
New perspectives 

1. Vision statement 
The new world the 

entrepreneur seeks to 
create 

2. Mission statement 
Articulation of the en-

trepreneur’s  
vision 

Business scope 
Aspirations 
Value delivered 
Ethical standards 

4. Business strategy 
The means by which 
the new world will be 

achieved  

Product – market domains 
Competitive approach 
Resource investment 

Decision making 
Leadership 
Control 

3. Goals 
Measurable 
and time 
limited 

Consists 
of  

Proc-
essed by 

Consists 
of  

Consists 
of  

5. Action items 
Description over  
how the plan should 
be applied 
 

Figure 2.3 Relations between items in the business plan. Some parts are taken from 
Wickham (2004, p. 307, “Vision, mission and strategy in the entrepreneurial proc-
ess”). The thicker lines and numbers illustrate the most common order to undertake 
the business plan. 
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1. Vision statement: The vision is what a leader points out to the firm according to 
Goodale (2001). Wickham (2004) says that it is important to communicate the vision to the 
employees so that the whole company can share it. 

2. Mission statement: The mission should state the purpose of the venture (Wickham 
2004). In the same approach Goodale (2001) emphasis that the mission should tell why the 
firm exists and that every employee should refer to it when they advertise, motivate and 
manage staff, and recruit new personnel.     

3. Goals: The goals need be specific and measurable according to Goodale (2001). The firm 
ought to state them in light of the vision and should avoid setting them with a longer time-
frame than twelve months (Goodale, 2001).  

4. Business strategy: Both Goodale (2001) and Wickham (2004) agree that the strategy is 
about how the enterprise should fulfil their goals. The strategy is described more in chapter 
2.3. 

5. Action items: The actions state how to implement their business plan (Goodale, 2001). 
Many enterprises are missing this component and therefore fail with the implementation 
(Goodale, 2001). 

2.2.1  The form is important 

Usually the plan is shaped after how long time the enterprise has been established; start-up 
enterprises have usually detailed plans meanwhile established has sketchy annual plans ac-
cording to Wickham (2004). Also financiers can request format and content of the business 
plan (Wickham, 2004). Financiers’ involvement will open up the possibility for the enter-
prise to get financial support according Goodale (2001). A good business plan will make in-
formation available for professionals, owners and staffs (Goodale, 2001). It also makes 
ownership transitions easier, unlocks potential and increases value for the firm (Goodale, 
2001).  

2.3  Business strategy 

Strategy is a word that have been in used for various reasons for a long time, at first de-
scribed as the knowledge about warfare (Lund, 1983), but strategy today is applicable on 
more than war so a more suitable definition today for strategy is the one that Scarborough 
and Zimmerer (2003) brings forward, they say that business strategy is: 

 “A roadmap an entrepreneur draws up of the actions necessary to fulfil a firm’s mission, goals and objec-
tives. ” (p. 51). 

All parts of the business plan are interrelated, figure 2.3. Scarborough and Zimmerer (2003) 
declare that the strategy defines the way to manage the mission, goals and objectives. The 
strategy should than be a master plan that covers all main parts in the enterprise such as fi-
nance, IT and marketing (Wickham, 2004). The strategy can either be explicit or implicit, 
according to Porter (2004). The explicit is made through a planning process meanwhile the 
implicit is made through activities for the different divisions of the enterprise (Porter, 
2004). Porter (2004) argues that it is important to have an explicit strategy to answer the 
following important questions in a business strategy: “What is driving competition in my 
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industry or in industries I am thinking of entering? What actions are competitive likely to 
take, and what is the best way to respond? How will my industry evolve? How can the firm 
best be positioned to compete in the long run?” (Porter, 2004, p. xxi). 

When the enterprise has recognised the criteria for a strategy it is according to Mintzberg 
and Quinn (1996) possible to see strategy as: 

A plan. Employer’s temporary strategy for just a meeting or sales visit (Candle & Yeates 
2004). According to Mintzberg and Quinn (1996) is this a temporary attempt to formalise a 
strategy for a typical situation. 

A pattern. Mintzberg and Quinn (1996) argue that this category is when the company have 
an instinctively planned course of action. Candle and Yeates (2004) emphases that, instinc-
tively or not, we behave in a certain way and this formalise a pattern into a strategy. 

A position. This strategy explains how the enterprise positions themselves in the market, one 
statement could be “We intend to be active in the public sector but not in local govern-
ment” (Candle and Yeates, 2004, p.27). 

A perspective. In this category the values of the company is in the centre (Mintzberg & 
Quinn, 1996). To this type strategy belong the firm’s culture and the employees’ common 
thinking and behaviour (Candle & Yeates, 2004).  

2.3.1  Five competitive forces 

The five forces framework (see below) is developed by Porter (2004) to help enterprises to 
define their strategies. 
The framework describes the different powers among potential and existing enterprises in a 
specific market. We argue that the framework can be applied in both small and large enter-
prises since all businesses have to consider these factors. We argue this because every com-
pany in the market meet competition in one way or another. 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.4 Forces Driving Industry Competition. (Porter, 2004, p.4) 

BUYERS 

INDUSTRY 
COMPETITORS 

 

Rivalry Among Ex-
isting Firms 

SUBSTITUTES 

SUPPLIERS 

POTENTIAL 
ENTRANTS 



2. Theoretical framework 

 9 

2.3.1.1  Potential entrants – Threat of new entrants 

Porter (2004) calls the obstacles, that an enterprise has to consider when entering a market, 
for “barriers” (p.7). Potential entrants have then six major barriers, according to Porter 
(2004):  
 
- Economies of scale: Pearlson and Saunders (2004) emphasis that a company can have the 
ability to sell large volumes to a competitive price. According to Porter (2004) potential en-
trants must then come at a large scale and risk consequences from existing firms or except 
some cost disadvantage when coming at a small scale. 
  
- Product differentiation: Porter (2004) argues that a good brand is important to survive in the 
market. A differentiation could a company thanks to customer loyalties, from past advertis-
ing, service for customers, product differences, or simply being first into with a product or 
service.  
 
- Capital requirements: Today many firms spend lot of many on R&D (Pearlson & Saunders, 
2004). It is then important to invest at the right time and count so that the investments are 
profitable (Porter, 2004).  

- Switching costs: This category show that the cost for switching from one supplier’s product 
to another should be considered (Porter, 2004). It can be expensive for a customer to not 
switching (Candle & Yeates, 2004) 

- Access to distribution channels. Find the most appropriate distributors will lead to reduced 
costs and quicker shipments (Pearlson and Saunders, 2004).  

 - Cost disadvantages independent of scale. Porter (2004) argue that an enterprise can have cost 
advantages that is independent of economies of scale such as stronghold product technol-
ogy, uncomplicated access to raw materials, favourable locations, government subsidies and 
extensive know-how. Pearlson and Saunders (2004) emphasise that a well-developed IS-
organisation creates a barrier to entry. 

- Government policies. Laws and regulations can limit the chance of entry a typical industry 
(Porter, 2004). Porter (2004) do not discuss that governments owned enterprises can re-
strict the market but put more emphasis on licensing requirements and limited access to 
raw materials such as coal mines and mountains on which to build ski areas. 

2.3.1.2  Buyers – Threat of new entrants 

The power of the buyer is discussed by Porter (2004) and indicates that the sellers can de-
crease prices, make better quality or service for the bargaining buyer. Porter (2004) writes 
further that this will make the competitors more extensive. Candle and Yeates (2004) dis-
cuss that supermarket chains such as Mark and Spencer are one example of this category. 

2.3.1.3  Substitutes – Threat of new entrants 

A substitute is a product that can perform the same function as an existing product (Porter, 
2004). One example is the typewriters that got competition from the more powerful word 
processors packages on the high-tech personal computers (Cadle & Yeates, 2004). 
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2.3.1.4  Suppliers – Bargaining of suppliers power 

If there are few major suppliers of a product or service they have the power to increase 
prices and decrease quality (Cadle & Yeates, 2004). One example is the chemical suppliers 
that have increased the price on aerosol packages because they have had the power (Porter, 
2004). 

2.3.1.5   Industry competitors – Rivalry among existing firms 

According to Porter (2004) rivalry among existing competitors is striving for position with 
methods such as product introductions, price competition, marketing battles and increased 
customer service or warranties. In the rivalry process competitors will fail for the pressure 
or see an opportunity to develop its position (Porter, 2004). 

2.3.2 Different types 

There are several different types of strategies and some of the most common types are Por-
ter’s (2004) generic strategies. These strategies copied from the five forces framework and 
can be used to outperforming other firms in an industry (Porter, 2004). According to Por-
ter (2004) can enterprises pursue more than one type of strategy, although this is seldom 
possible. The strategies are: 

1. Overall cost leadership (Wide customer base) 
2. Differentiation (Wide product base) 
3. Focus 

Several authors have concluded that Porter’s (2004) types are incomplete and then devel-
oped others such as Adjacent and Scatter (Wickham, 2004).  
 

 

 

 

 

 

 

 

 

 

 

Figure 2.5 Entrepreneurial entry strategies. (Wickham, 2004, p. 308) 

2.3.3  Overall cost leadership 

Wickham (2004) call this type of strategy for “Broad entry” and mean that the enterprises, 
which belong to this category, are “delivering a single or narrow range of products to a 
wide base of customers” (Wickham 2004, p. 308). This category was common in the 1970s 
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when many enterprises tried to get overall cost leadership in an industry, they made reduc-
tions in areas such as R&D, service, sales force, advertising and so on (Porter, 2004). In 
this time the entire strategy in these companies was, according to Porter (2004), influenced 
with the low cost thinking, however, quality, service and other areas could not be mis-
treated. Examples of companies that belong to this category are Emerson Electric, Texas 
Instruments, Black and Decker, and Du Point (Porter, 2004). 

2.3.3.1  Differentiation 

By offering a wide range of products or services to a single well-defined market you can get 
competitive advantages according to Wickham (2004). Porter (2004) emphasis different ex-
amples such as technology (Macintosh), design or brand image (Mercedes), and dealer net-
work (Caterpillar). Porter (2004) stress that the enterprises should not ignore costs but it is 
not the primary in the strategy. 

The differentiation strategy is applying the competitive forces in a different way then cost 
leadership (Porter, 2004). The category has low sensibility for price and is competing with 
brand and costumer loyalty. Differentiation provides insulation against competitive rivalry 
because of brand loyalty by customers and resulting lower sensibility to price. The resulting 
customer loyalty and the need for a competitor to overcome uniqueness provide entry bar-
riers (Porter, 2004).  

2.3.3.2  Focus 

According to Wickham (2001) a focus strategy is used when the enterprise is competing 
with a single well-defined product-market domain. Porter (2004) state that focus ventures 
are serving a particular target extremely well and each functional policy is developed in this 
sense. The firm can be focused on segments and products were the competitors are least 
vulnerable or weakest (Porter, 2004). Porter (2004) gives one example: “Illinois Tool 
Works has focused on specialty markets for fasteners where it can design products for par-
ticular buyer needs are creating switching costs. Although many buyers are uninterested in 
these services, some are.” (Porter, 2004, p.39) 

2.3.3.3  Adjacent  

Every segment could relate with another comparable segment (Wickham, 2004). Ventures 
in this category offer a wide range of products to a broad customer base (Wickham, 2004). 
Porter (2004) does not discuss this category or Scatter. Porter (2004) mentions, however, 
that the categories above can be applied in different forms. 

2.3.3.4  Scatter  

Enterprises in this category work with products varieties that are offered to a variety of dif-
ferent customers (Wickham, 2004). The segments in this type are not then adjacent (Wick-
ham, 2004).   

2.3.4 The form is important 

Scarborough and Zimmerer (2003) discuss the importance of an action-oriented plan and 
that it should be used completely in the entire enterprise. The company must write their 
strategy in the light of the company’s core competence (Scarborough & Zimmerer, 2003). 
No matter how good the leadership and no matter how successful the implementation is, 
an inconsistent strategy is doomed to fail, according to Picken and Dess (1997). A com-
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plete strategy implemented without inaccuracies always wins emphasis also Picken and 
Dess (1997). 

2.4 Information System (IS) and Information Technology (IT)  

According to Ward and Peppard (2002) it is important to make a distinction between IT 
and IS in order to make a meaningful IS/IT strategy. It is essential to know that IS existed 
in enterprises long before IT was invented and even today there some enterprises that have 
an IS without any IT (Ward & Peppard, 2002) 

2.4.1  Information System (IS) 

The UK Academy of Information Systems (UKAIS) defines information systems “as the 
means by which people and organisations, utilizing technology, gather, process, store, use 
and disseminate information.” (Ward & Peppard, 2002, p.3). Laudon et al. (2005), however, 
defines Information System (IS) as “interrelated components that work together to collect, 
process, store, and disseminate information to support decision making, coordination, con-
trol, analysis, and visualisation in an organisation”  (p.7). We have made a combination of 
these two definitions because we consider that both are incomplete. We consider that 
UKAIS definition is good but missing the use of the IS; “support decision making, coordi-
nation, control, analysis, and visualisation in an organization” (Laudon et al., 2005, p.7). We 
consider also that Laudon et al. (2005) are missing the users of the IS; “people and organi-
zations” (Ward & Peppard, 2002, p.3). We then defines an IS as the means by which peo-
ple and organisations, utilising technology, gather, process, store, use and disseminate in-
formation to support decision making, coordination, control, analysis and visualisation in 
an organisation. We argue that companies generally use a computer-based IS (CBIS) which 
“relies on computer hardware and software for processing and disseminating information.” 
(Laudon et al., 2005, p.9). We, however, now that all enterprises does not have a CBIS, as 
we discussed above (we use word IS for CBIS throughout the thesis, because its simplicity 
and the common knowledge about IS) (Laudon et al., 2005). 

According to Laudon et al. (2005) can the IS be used to support decision-making, coordi-
nation, controlling, help managers and workers analyse problems, visualise complex sub-
jects and create new products. It contains information about key people, places and things 
within the enterprise or in the environment surrounding it (Laudon et al., 2005). We define 
data as “streams of raw facts representing events occurring in organisations or the physical 
environment before they have been organised and arranged into a form that people can 
understand” (Laudon et al., 2005, p. 8). We define information as “data that has been given 
structure” and knowledge as “information that has been giving meaning. In essence, 
knowledge is information that has been interpreted by individuals and given a context” 
(Ward & Peppard, 2002, p.503). 

2.4.2 Information Technology (IT) 

Ward and Peppard (2002) refer IT to technology, essentially hardware, and telecommunica-
tions networks. This includes products such as servers, PCs, routers and networks cables 
etc (Ward & Peppard, 2002). Ward and Peppard (2002) emphases that IT facilitates the ac-
quisition, storing, processing, sharing and delivery of information and other digital content.  
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2.4.3  Why enterprises need IS 

According to Ward and Peppard (2004) is an IS essential for managers because most ven-
tures need it to survive and grow. Laudon et al. (2005) emphasis four major reasons for 
having an IS: “(1) the emergence and strengthening of the global economy, (2) the trans-
formation of industrial economies and societies into knowledge- and information-based 
service economies, (3) the transformation of the business enterprise and (4) the emergence 
of the digital firm”. (p.4) 
 
Emergence of the Global Economy 
According to Laudon et al. (2005) are major companies moving its core functions to cost 
effectively countries with lower salaries. To succeed today and in the future depends on the 
companies’ capability to function globally (Schilling, 2005). Laudon et al. (2005) argue that 
the enterprises today have to develop their operations to globally demands in order to suc-
ceed. Laudon et al. (2005) emphasis the need of a powerful IS to meet competition in areas 
such as communication with distributors and suppliers, 24 hours a day service in different 
national environments, coordination of global work teams and reporting both locally and 
globally. 
 
Transformation of Industrial Economies 
Laudon et al. (2005) discuss that manufacturing companies in the western world are mov-
ing to low-wage countries. Laudon et al. (2005) continue further and emphasis that the 
western countries have been transformed from industrial economy to knowledge- and in-
formation-based service economy. According to Ward and Peppard (2002) are knowledge 
and information key ingredients in creating wealth in a knowledge- and information-based 
economy. The majority of people do not work on farms or factories but in sectors such as 
banking, education, law and insurance; they are also providing business services such as 
making deliveries, copying and computer programming (Laudon et al., 2005). According to 
Ward and Peppard (2004) is IS/IT of great importance in a knowledge- and information 
based economy. Laudon et al. (2005) emphases that IT represents more than 70 percent of 
all invested capital in service industries.  
 
Transformation of the Business Enterprise 
The traditional style of an enterprise was according to Laudon et al. (2005) centralised, hi-
erarchical, and with specialists that relied on a fixed standard of operating procedures to 
organise their mass-production. Ward and Peppard (2002) argue that the new style of en-
terprises has flattened and they are less hierarchical and more flexible and decentralised. 
Laudon et al. (2005) emphasis that traditional companies relies on formal plans and a firm 
division. The new management, on the other hand, works with informal groups and net-
works to establish goals instead of formal planning; flexible teams and individuals are often 
working in tasks forces to achieve customer orientation (Laudon et al., 2005). According to 
Ward and Peppard (2002) makes IS/IT this management style possible. 
 
The Emerging Digital Firm 
Today fully digital firms exist due to the increase of computer users since the mid 90’s 
(Laudon et al., 2005). A fully digital firm “is one where nearly all of the organisation’s sig-
nificant business relationships with customers, suppliers and employees are digitally en-
abled and mediated” (Laudon et al., 2005, p.6). According to Ward and Peppard (2002) are 
IS/IT not only a simply useful handmaiden enabler but also the core of the venture and a 
key management tool. Examples of fully digital firms are Dell Inc. and Cisco Systems while 
Toyota Motor Corporation is moving towards a digital firm (Laudon et al., 2005). 
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2.4.4 Small enterprises and IS 

As described before, are small enterprises a major component in a country’s economy. Ac-
cording to Hunter (2004) are the small businesses also best on responding quickly to the 
dynamic business environment and adapt their IS. Hunter (2004) argues further that In-
formation systems play a large role in supporting the functions of an enterprise. 

2.5 IS – yesterday and today 

To get a strategic perspective on IS, we look backwards and read about how the systems 
were built in the 80’s. As we get this historical view we can notice how the aim and purpose 
of different systems have changed over time. The first target for the computers was to 
automate clerical labour, this first era is called the Data processing (DP) era (Somogyi & Gal-
liers, 1987). Later on more and more focus was put on cross-relating data and corporate 
databases to help the management, this was the beginning of the Management Information Sys-
tems (MIS), this new era cleared the way for new methods and approaches for system and 
database development (Somogyi & Galliers, 1987). Somogyi and Galliers (1987) article de-
scribes three different eras, the two first have been mentioned, the third and last is the Stra-
tegic Information System (SIS) era. The meaning of SIS was among other things to create new 
services and products, create barriers to new companies in the market and switching costs 
and that SIS tries to structure the IS/IT systems with the corporate strategy in mind (So-
mogyi & Galliers, 1987).  

2.6  IS – tomorrow 

Ward and Peppard (2002) have built a continuance on the known facts about the different 
eras. They argue that a new era is to come, this is what they call IS Capability Era. IS Capa-
bility is according to Ward and Peppard (2002) what a business can achieve through fo-
cused investment and use of competences that is within the organisation. 

 

Figure 2.6 From resource to capability. (Ward & Peppard, 2002, p. 609) 

To explain the IS Capability concept that Peppard and Ward (2004) discuss, we use the au-
thors model to ease the understanding. According to Peppard and Ward (2004) is it only at 
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the top level that you fully can see the organisations IS Capability. At the resource level are 
the competences and skills that are within the organisation and also attitude and behaviour. 
All these resources are the different knowledge that the employees possess.  These are the 
base of the resources that the company has available. So the company’s overall IS Capabili-
ties is based on how competent the personnel are in their roles within the company. The 
structure that is used by the authors (Peppard & Ward, 2004) is described in a traditional 
way, e.g. how departments and employees are arranged. The structure is however, influ-
enced by a cross-organisational processes. On the so-called second level is IS competencies 
and this both influence and is influenced by IS strategy and the investments, which influ-
ence the organisations IS Capability (Peppard & Ward, 2004).  

2.7 IS Strategy 

Now when we have set the IS in a perspective it is time to discuss the Information System 
Strategy (ISS). According to ISS which is a way to form an overall strategy for an organisa-
tion’s information needs. There exits several different descriptions of what ISS really are, 
Wilson (1989) describes it as:  

“An information systems strategy brings together the business aims of the company, an understanding of the 
information needed to support those aims, and the implementation of computer systems to provide that in-
formation. It is a plan for the development of systems towards some future vision of the role of information 

systems in the organization” (p.1) 

To get an overlook of what the ISS consists of, could a model made by Galliers (Allen, 

1995) be used (figure, 2.7). In Galliers (ibid) model are there four elements that build up 

the Information System Strategy according to Galliers (ibid): Information Strategy, In-

formation Technology Strategy, Information Management Strategy and The Implemen-

tation Strategy (Allen, 1995). The pieces are in a strategic context, this context is em-

bedded in a business environment as shown in figure 2.7. 

 

Figure 2.7 Components of an Information System Strategy. (Allen, 1995, p. 2) 
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These four mentioned “jigsaw pieces” of different strategy then together forms the ISS. 
Galliers (Allen, 1995) explains them as follow, The Information Strategy should answer the 
question what information that is required and where should it be to support key goals and 
primary tasks? The second piece of the jigsaw is about The Information Technology Strat-
egy, this is the technical platform that is necessary for the infrastructure that must be in 
place for the Information Strategy to work. The Third piece of the puzzle is the Informa-
tion Management Strategy. This part is about how the information services are organised 
e.g. centralised, de-centralized or distributed. It also answers the question of who access 
what information. The last piece of the puzzle, about The Implementation Strategy looks at 
what changes that are necessary within the organisation for the ISS to be successful when 
its implemented and by whom (Allen 1995). 

According to Ward and Peppard (2002) does the “IS strategy states how the business will 
deploy IS/IT in achieving its objectives, and responsibility for its relevance and compre-
hensiveness lies with the executive management of the business unit” (p. 164). The purpose 
with the strategy is to relate IS/IT securely to the business strategy (Ward & Peppard, 
2002). Pearlson and Saunders (2004) argue that the importance that the IS strategy is well 
integrated with the firms business plan. Ward and Peppard (2002) discuss that the IS strat-
egy is likely to change over time as the enterprise’s goals changes. 

2.7.1  Structure and content 

Ward and Peppard (2002) describes several parts that primary should be included in an IS 
strategy. The first one is the purpose of the strategy and the reasons for a new or revised 
strategy (Ward & Peppard, 2002). According to Pearlson and Saunders (2004) it is impor-
tant to have a summary of the business in order to know the Critical Success Factors 
(CFSs) and the enterprise’s strengths, weaknesses, opportunities and threats (SWOT). 
Ward and Peppard (2002) argue over summary about opportunities and problem issues 
which outlines in a description of how to get profit from the venture’s investments. The re-
sources estimated and the costs of the investments should then be presented with, for in-
stance, a Gant chart (Ward & Peppard, 2002). A review of current applications should also 
be included, according to Ward and Peppard (2002). This review should include informa-
tion such as resource available to drive the IS work, outstanding work and critical issues in 
the existing strategy.  

2.7.2 Strategic information system planning  

Another concept is Strategic Information System Planning (SISP), which could be seen as a 
portfolio of computer-based applications that are to be used in order to help the company 
achieve its business goals (Lederer & Sethi, 1988). Or as Kearns and Lederer (2003) states, 
that SISP is a way for a company to strengthen their core competences and make the or-
ganisation more competitive. Newkirk, Lederer and Srinivasan (2003) on the other hand 
write that is it important that the planning with SISP is balanced. If too much time and ef-
fort is invested in the SISP, and how the company will use their portfolio with in the most 
strategic way it may lead to that the plan is obsolete before is it ready to be used. If there is 
too little planning, it is a risk that wrong decisions are made this may lead to that the com-
pany lose important strategic advantage over their competitors.  

We think that is it important to illuminate the criticism that is brought forward by Newkirk 
et al. (2003) about the risk of to much planning could end with wasted resources. The same 
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thing is the case with to little planning, in our empirical study we will look closer how small 
enterprises plan for there IS/IT.  

2.7.3 The need of research 

There is a need of research for IT planning and strategy among small enterprises as well as 
there are among larger organisations. According to Burgess (2003) have the research in the 
IT field among small sized companies increased from being non-existing for just a few 
years ago to be increasing today.  The need of IS/IT has escalating for small enterprises to 
stay competitive according to Dutta and Evrard (1999). The authors also point that small 
enterprises is a major employer in the European Union.       

2.7.4 Information System Strategy (ISS) in small enterprises 

Levy and Powel (2000) discuss research about the need for small and medium sized enter-
prises (SME) to use an ISS. They have developed a method for SME’s to use for ISS, based 
on their experiences from larger firms. In large firms this fact have been known for a long 
time, Levy & Powell (2004) argues that industries that using it will see the consequences on 
the strategic plan, he also adds that although it seems obvious that the IT development is 
close linked up with the enterprises general strategy, many companies do not take that into 
consideration. According to Levy & Powell (2000) do SME’s not seem to make their tools 
available for ISS. Even if larger companies use an IS/IT strategy of some kind, the chance 
of smaller companies to use one as well is lesser (Burgess, 2003). According to Burgess 
(2003) is the level of IT planning one of the main differences between how large compa-
nies utilise IT and the way that small companies does it. 

2.8  IT Strategy 

According to Ward and Peppard (2002) should the IT strategy cover the responsibilities of 
the IS function and users. The main purpose is to define how resources and technologies 
will be obtained in a strategic context (Ward & Peppard, 2002). It should also reflect on 
current trends and developments within IT (Ward & Peppard, 2002). Ward and Peppard 
(2002) divide the content of the IT strategy in three parts: technology scope, systemic 
competencies and IT governance. Technology scope is the essential information about ap-
plications and technologies, System competencies are the part that should control that the 
access to information is correct and IT governance is describing the management response 
over the IT. 

2.9  IS/IT strategy 

We have now examined the IS/IT strategy’s components, without actually putting it into a 
context. Basically, an IS/IT strategy includes the two parts discussed in chapter 2.7 and 2.8; 
the IS strategy and the IT strategy, with emphasis on IS strategy (Ward & Peppard, 2002). 
Below we put the earlier components into a context by using Porter’s (2004) five competi-
tive forces framework that we discussed in chapter 2.3.1. 

2.9.1  IS/IT strategy and competition 

According to Ward and Peppard (2002) are opportunities, threats and strategies the basic 
concepts of analysing competition. Ward and Peppard (2002) argue that there have been 



2. Theoretical framework 

 18

several researches that have considered IS/IT and competition in reports. The earliest ones 
were among others Parsons, McFarland and Cash (Ward & Peppard, 2002). They used Por-
ter’s (2004) model to study how IS/IT had and could impact the organisation (Ward & 
Peppard, 2002). More recently, have Ward and Peppard (2002) examine how IS/IT can 
play a role in the economic and competitive situation of the industry applied on the five 
competitive forces.  

We write the questions that every company should ask them selves when developing an 
IS/IT strategy. The answers must each organisation find out for them selves so it will be 
adapted to the enterprise’s own business strategy. Below we summarized some examples 
from Ward and Peppard (2002). The examples are from the airline industry.  

2.9.1.1  Potential entrants – Threat of new entrants (chapter 2.3.1.1) 

How can IS/IT build barriers to entry? (Ward & Peppard, 2002) 

2.9.1.2  Buyers – Threat of new entrants (chapter 2.3.1.2) 

How will IS/IT increase the power of buyer and then build switching costs for them? 
- Example 1: By linking purchasing and remittance systems to reduce overheads of 

customer.  
- Example 2: Discount/volume packages to discourage piecemeal purchase 

(Ward & Peppard, 2002) 

2.9.1.3  Substitutes – Threat of new entrants (chapter 2.3.1.3) 

How can/will IS/IT generate new products and services? 
- Example 1: Integrated travel package to high mileage business customers, bypass-
ing agencies. 

- Example 2: New routes/schedules to cater for demand. 
(Ward & Peppard, 2002) 

2.9.1.4  Suppliers – Bargaining of suppliers power (chapter 2.3.1.4) 

How can IS/IT change the balance of power and relationship with suppliers/customers? 
- Example 1: Agent is constantly aware of seat availability of competing airlines. 
- Example 2: Airline can readily promote unsold capacity via chosen agents or di-
rect to customers via online booking with variable pricing based on sales patterns. 

(Ward & Peppard, 2002) 

2.9.1.5   Industry competitors – Rivalry among existing firms (chapter 
2.3.1.5) 

How can/will IS/IT change the basis of competition? 
- Example 1: Lower costs: optimise yield per aircraft. 
- Example 2: Differentiate service: reconfiguring aircraft due to demand. 
- Example 3: Niche/focus services into high yield sectors (e.g. business travel). 
- Example 4: Low-cost/low-price “no frills” service with online booking, bypassing 
agents. 

(Ward & Peppard, 2002) 

2.9.2  Why an IS/IT strategy? 

According to Laudon et al. (2005) has IS/IT become a critical strategic asset for business 
firms and their managers in all industries. Laudon et al. (2005) continue further and indicate 
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that IS/IT is necessary to optimise the information and knowledge flow in an organisation 
and must then be aligned with the business strategy. According to Ward and Peppard 
(2002) there is a high risk when doing R&D (research and development) in an organisation 
and not have an IS/IT strategy. The faults will be discovered much earlier in the process if 
an IS/IT strategy is done. It can also lead to that the systems are not fully integrated and 
the enterprise then spends a great deal of money to integrate these (Ward & Peppard, 
2002). 

2.10  IS/IT strategy and business strategy 

Now when both business strategy and IS/IT strategy have been discussed, hopefully an 
understanding for the different concepts has evolved. In this part will we try to get an un-
derstanding how these concepts relate to each other by look into different models that 
deals with it. As written in or purpose, our goal with this thesis is to answer the following 
main question: How does IS/IT strategy influence business strategy within small service 
enterprises in Sweden and what factors can improve IS/IT strategy’s impact on business 
strategy in small Swedish service enterprises? To answer this question is important to see 
how the strategies are linked with each other. According to Ward and Griffiths (1996), 
IS/IT should be treated as any other part of the business, like marketing, purchasing or 
production, that help the business to survive, but it could also provide competitive strategic 
advantage and of course also be a part of the business plan. Ward and Peppard (2002) also 
shows a simplified model how i.e. the different strategy’s can be connected to each other.  

 

Where is the business 
going and why 

•  Business decisions 
•  Objectives and di-
rection 

Business strategy 

•  Business based 
•  Demand orientation 
•  Application focused  

•  Activity based 
•  Supply orientated 
•  Technology focused  

IS strategy 

IT strategy 

Supports 
business 

Directions for 
business 

Infrastructure and 
services 

Needs and 
priorities 

What is required 

How it can be 
delivered 

IS/IT 
Industry, business 
and organizational 
impact potential 
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Figure 2.8 The relationship between business, IS and IT strategies. (Ward & Peppard, 2002, 
p. 41) 

The model also shows what each of the strategies contributes with. The business strategy 
gives direction for the business and answers the question where the business is going and why 
(Ward & Peppard, 2002). The IS strategy answers What is required and supports the business 
strategy and point out to the IT strategy needs and priorities for IS strategy’s to be fulfilled. 
The IT strategy answer the question How can it be delivered and give the IS strategy its needed 
infrastructure and services (Ward & Peppard, 2002).  This is a quite simplified way to look 
at how the different concepts interact with each other and it is important for the overall 
understanding.   

2.11  Summary 

In the summary of the theoretical chapter we take into consideration the research questions 
in chapter 1.3. This summary is the core from the theoretical studies; we later use this in 
the analysis in order to answer our research questions.  

2.11.1  Small service enterprises 

In our study we have found that there are several definitions of what a small enterprise is. 
One of the most common is the following: a small business is an enterprise with 10 to 50 
employees and with a turnover less than 10 million euros or with an annual balance sheet 
total less than 10 million euros (The Commission of The European Communities, 2003). 
An important difference between large and small enterprises is that the small ones tend to 
have limited cash flow and difficulties to employ people with the right skills (Hunter, 2004). 
Birley and Norburn (1985) mean in spit of this that large enterprises have more to learn 
from small companies than vice versa. Strategy thinking is however more used in large 
companies (Beaver, 2002). According to Carr (2000) are small enterprises closer linked to 
business failures because of the lack of strategy thinking. Several researches argue also that 
small enterprises tend to use information systems for every day procedures meanwhile large 
companies are using them for more strategic purposes (Hunter, 2004). In our theoretical 
study we however concentrate on service organisations in general due to lack of literature 
about only small service enterprises. The most important facts about service businesses are 
that they have a high range of production and sales orientations, with significantly smaller 
frequencies in societal orientations (Peterson, 1989). Most of the service companies are 
however small and several owner/managers need training in business disciplines such as 
marketing (Peterson, 1989).  

2.11.2  Business plan and business strategy 

A business plan can include factors such as: vision statement, mission statement, goals, 
business strategy and action items (Wickham, 2004 and Goodale, 2001). According to 
Wickham sets the vision and mission statements the enterprise’s culture meanwhile the 
business strategy and action items are more specific. Scarborough and Zimmerer (2003) 
brings forward, defines the business strategy as “a roadmap an entrepreneur draws up of 
the actions necessary to fulfil a firm’s mission, goals and objectives.” (p. 51). Mintzberg and 
Quinn (1996) emphasis that there exists four different criterias within strategy; strategy as a 
plan, a pattern, a position or a perspective (more information about these criterias are in 
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chapter 2.3). According to Porter (2004) have all enterprises either an explicit (planned) or 
implicit (evolved actively through a firms processes) strategy. Porter (2004) is an advocate 
for the explicit strategy. There are significant benefits to gain when having an explicit strat-
egy (Porter, 2004). In order to answering the main questions: What is driving competition 
in my industry or in industries I am thinking of entering? What actions are competitive 
likely to take, and what is the best way to respond? How will my industry evolve? How can 
the firm best be positioned to compete in the long run? it is essential to have an explicit 
strategy according to Porter (2004). To help enterprises to develop their strategy has Porter 
(2004) developed the model “five forces framework”. This model shows what barriers and 
other factors that existing and new enterprises have to think of in a competitive market. 
According to Porter there exist three different types of generic strategies these are: overall 
cost leadership, differentiation and focus. These types are quite general and a number of 
authors have stated that the types are incomplete and then developed others such as Adja-
cent and Scatter (Wickham, 2004).  
 

2.11.3  IS/IT strategy 

There exist several different kinds of IT and IS strategies, Levy and Powell (2004) give 
three reasons why an effective IS management is important for the company to stay com-
petitive, these three are; the company must work harder and faster, no firm stands alone 
and that information is driving the globalisation forward (Levy & Powell, 2004). There are 
four different eras concerning IS/IT systems (Somogyi & Galliers, 1987; Ward & Peppard, 
2002), these are; the Data Processing (DP), the Management Information Systems (MIS), 
Strategic Information Systems (SIS) and last era the one that according to Ward and Pep-
pard (2002) is the new way to look at IS/IT, the IS Capability era. IS Capability could 
shortly be described as how a company can use the competences that exists in the company 
together with focused investments. 

Information System Strategy (ISS) is a way to form an overhead strategy for an organisa-
tions information need. A survey of the situation could be obtained by look at the model 
made by Allen (2.9), the model consists of four pieces, these are; Information strategy, in-
formation management strategy, information technology strategy and change management 
implementation strategy.  

Another concept that is brought up is the Strategic Information System Planning (SISP) is 
described as a portfolio of computer-based applications (Lederer & Sethi, 1988; Kearns & 
Lederer, 2003; Newkirk et al, 2003). There are however a balancing that is to be made 
when planning this portfolio, to much planning and the plan may be obsolete before it is 
ready to be used. To little planning and advantages may be lost (2.7.2). 

Blili and Raymond (Levy & Powell, 2000) was one of he first to identify the need for re-
search about information system strategies and SME’s. Burgess (2003) argues that even if 
larger enterprises use a IS/IT strategy the chance for a smaller one to do the same is much 
lesser, he also states that the level of IT planning is one of the main differences between 
large and small enterprises (2.7.4). 

The model by Ward and Peppard (2002) (Figure 2.6) shows how Business strategy influ-
ence IS strategy and IT strategy and vice versa. The model shows as well what the different 
strategies supports each other with and it also shows what should be focused in each of the 
different strategy areas.    
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3 Method 

In this part of the thesis a discussion both in general about different methods and about the specific that will 
be used in our thesis. To start with, we will describe and discuss the differences between positivism and her-
meneutic, after that we going to continue with induction versus deduction. Further on the discussion will be 
continued with a description of different alternatives and why the chosen method is selected.    

3.1  Positivism contra hermeneutic 

This study is developed after a hermeneutic approach since we interpret the respondents’ 
answers in a qualitative sense.  There are, however, several others different approaches that 
can be chosen upon when making an investigation. The approach to use depends on how 
the empirical data will be collected.  The two main ways to look at knowledge is according 
to Lundahl and Skärvad (1999) positivism and hermeneutic, from these two different scien-
tific approaches research can be made. There are some main themes for the positivism 
(Lundahl & Skärvad, 1999), for example that only the phenomena’s that can be observed 
should be objects for a scientific research, and that all scientific evidence must be able to be 
proven through an empirical study. The aim for all scientific work is to explain the cause, 
connection and the effect in the positivistic approach (Lundahl & Skärvad, 1999).  

The hermeneutic approach is about to interpret and understand the subject that is investi-
gated. The hermeneutic approach does not demand that the subject must be measurable 
like the positivistic method. That is why we chose hermeneutic for this thesis and because 
we wanted to go beyond the measurable about IS/IT strategy and interpret each organisa-
tion. We argue that this could be not done if we had chosen a positivistic approach. A way 
to summarise the hermeneutic approach is to visualise it through the “hermeneutic circle”.  
The circle represents that to be able to understand something you need a sort of pre-
understanding (Molander, 2003) as is visualised in the figure 3.1 by Eriksson and Wieder-
sheim-Paul (2001). As shown in figure 3.1 pre-understanding is needed in order to under-
stand a phenomenon, it could be exemplified that you need to know the understanding of 
the words and language when you read a book in order to understand what the book is 
about, the pre-understanding is in this case the knowledge of the words and language (Mo-
lander, 2003). When you have taken the knowledge into consideration, it develops into new 
knowledge for you, this through a dialogue and interpretation. This new knowledge could 
later on be a base for even more knowledge. In this thesis the theoretical framework will 
give us the pre-understanding that is needed for us to be able to interpret the findings in 
the empirical study. The decision to use the hermeneutic approach instead of the positivis-
tic was made on the ground, that the phenomena’s that we wanted to study is not measur-
able together with the fact that we wanted build up knowledge about the phenomena that 
was studied, to do this we needed to get pre-understanding from the available literature and 
on the base that we got build up knowledge about how IS/IT strategy in small service en-
terprises influence their business strategy.  This could not been done in a similar fashion 
with the positivistic view.       
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Figure 3.1 The Hermeneutic Circle.  (Eriksson and Wiedersheim-Paul, 2001, p.24) 

3.2  Knowledge characterising 

The primary task for an investigation is to create knowledge. The knowledge developed 
under the examination should also be meaningful and at an appropriate level (Lundahl & 
Skärvad, 1999). However, an important thing is to know what type of knowledge that is 
created during the examination (Goldkuhl 1998). Knowledge characterising is according to 
Goldkuhl (1998) to know what kind of knowledge that is being developed. Goldkuhl 
(1998) mentions eleven different kinds of knowledge from where we will focus on describ-
ing three of the knowledge types, as they will help us to answer the three questions that we 
have brought forward (chapter 1.3) to be able to fulfil our purpose. The kinds of knowl-
edge that we will use is Categorical knowledge, Classification knowledge and Characteristic knowledge.  

Categorical knowledge is a fundamental form of knowledge, it conceptualise intangible knowl-
edge which is important when creating knowledge (Goldkuhl, 1998). The other kind of 
knowledge is dependent upon this. We must have this knowledge to understand the con-
text which our research questions (chapter 1.3) are within and to be able to fulfil our pur-
pose.   

Classification Knowledge is a part of the categorical knowledge according to Goldkuhl (1998). 
The meaning of the classification knowledge is that you could divide different type of cate-
gorical knowledge into subcategories and different type of phenomena’s could be divided 
into different type of subclasses of the phenomena, depending on their characteristics 
(Goldkuhl, 1998). To fulfil our purpose we have used the classification knowledge by de-
scribing the different type of IS/IT strategy and business strategy, this will help both us 
and the reader to get an understanding for the different concepts and see how they are 
linked together. 
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Characteristic knowledge is explaining what something is. You decide the suitable content and 
characterise a phenomenon (Goldkuhl, 1998). This should been done without any precon-
ceived ideas. The characterised knowledge could be developed about different type of phe-
nomena’s, external phenomena’s such as object created by man, and internal phenomena’s 
for example subjective values (Goldkuhl, 1998). This kind of knowledge is also a part of 
our thesis, in the interviews we will try to see how the respondents combine their different 
strategies.    

3.2.1  Induction and deduction 

Knowledge could be built upon different kinds of knowledge creating theories. Two of 
them are induction and deduction. Deduction is when you have got some fundamental 
principles and building the knowledge with these principles as a fundament. The knowl-
edge that is found could be derived from the fundamental principles in a logical way. The 
induction on the other hand is when you build your knowledge upon empirical findings. 
When using induction you use some specific occurrence to draw general conclusions (Mo-
lander, 2003). In our thesis we use induction, this will match with the hermeneutic ap-
proach that was discussed earlier, where we also argues that we will draw conclusions via a 
dialogue and interpretation about IS/IT strategy that is based on a pre-understanding.   

3.3 Research approach 

A good explanation about what to think about when choosing a research method is given 
by Silverman (2000) “The choice between different research methods should depend upon what you are 
trying to find out” (p. 1). As quoted, it is important to know what you are looking for when 
you chose a research method. According to Lundahl and Skärvad (1999) there are two 
main procedure when to collect data, to use a qualitative method or a quantitative method. 
Repstad (1999) says a qualitative research could be to describe the differences between 
phenomenon and the quantitative method is to count the occurrence of a phenomenon.   

3.3.1  Quantitative data collection 

The quantitative method is used when the collected data are to be measured (Repstad, 
1999). Different kinds of questionnaires could be used when researchers uses the quantita-
tive method. Important things to have in mind when designing the questions that should 
be a part of the questionnaires are to cover all kinds of different alternatives when using 
limited answers for the respondent to use, the questions could also be open questions but 
that is more difficult to use in statistical analysis (Repstad, 1999). Holme and Solvang 
(2001) states that the answers that are pre-determent on a questionnaire and therefore 
standardised leading to that the researcher get more control over the data and will ease the 
generalisation of the investigation. 

3.3.2  Qualitative data collection 

The qualitative method produces qualitative data, and is primary based from what people 
have said, written, imagined and made together with the result of people’s decisions and ac-
tions in form of buildings, products and values for example (Lundahl & Skärvad, 1999). 
The question about when this approach is applicable is according to Repstad (1999) hard to 
answer, but he says when the researcher wants to know the fundamental or the distinctive 
about a phenomena and do not care how common it is or how often it occurs is the quali-
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tative approach applicable. Silverman (2000) argues that qualitative methods can provide a 
deeper understanding of phenomena’s than can be obtained by a quantitative method. Rep-
stad (1999) adds that qualitative studies will give the researcher a fundamental basis for un-
derstanding phenomena’s.  

Interviews 

The data collection can be made in several different ways when making a qualitative re-
search. There are different techniques that can be used when conducting a qualitative re-
search. We will look into some techniques that can be used when conducting an interview. 
A way to separate different kinds of interviews, is to look at to which extent they are stan-
dardised (Lundahl & Skärvad, 1999). In interviews that are standardised to a high extent, 
the order of which the questions are to be asked is pre-decided, the different respondents 
must then be interviewed in the same manner. The approach towards the respondents that 
is presented in the standardised interviews does not suit our study because we want a 
deeper knowledge about why the respondents argue as they do. Interviews that are not 
standardised the questions can be asked in different order to the different respondents, de-
pending on what the interviewer thinks fits best (Lundahl & Skärvad, 1999). All sorts of in-
terviews will naturally not fit into these two categories, one strategy that will fall in between 
them are called for semi-structured interviews (Lundahl & Skärvad, 1999). In our case we 
will use the semi-structured interviews, this will according to Lundahl and Skärvad (1999) 
give us the option of having some of the questions prepared before the interview, like a 
theme. But with the option to add questions that comes up depending on the answers that 
the respondent gives. To be able to ask question to the respondent that occurs during the 
interview is an important reason for our selection of this specific interview approach.   

As an interview can be standardised to different extents, it can also be structured or free. A 
structured interview is focused on collecting information and the interviewer clearly has 
decided the aim for the interview. The free interview on the other hand can be character-
ised by that the interview is broader and less focused. In a free interview the interviewer is 
searching for information and should encourage the respondent to develop and share their 
own questions and thoughts (Lundahl & Skärvad, 1999).  

3.4 Data collection  

In this part of the method we describe how we have collected data to our theoretical and 
empirical study. According to Halvorsen (1992) data can be divided into two different cate-
gories, primary data and secondary data. The difference between them is that primary data 
is data that the researchers have collected themselves and secondary data is data collected 
by other people (Lundahl & Skärvad, 1999). In our thesis our primary data is the data that 
we collected via interviews, our empirical study. The secondary data is the data that we 
have collected in our literature research, our theoretical study. 

3.4.1  Theoretical study 

In the theoretical study, our main aim was to find secondary data that would help us to ful-
fil the purpose that we have stated. Secondary data exist in books, databases, on the Inter-
net and articles in different magazines and journals for instance. This research was mainly 
done in the Jönköping University library and in the extensive collection of journals avail-
able both on in different databases and in the library’s journal archive. References in the 
studied literature were also giving suggestions of complementary sources of secondary data.   
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3.4.2  Design of questions themes 

The questions are design with both a qualitative and quantitative approach. The quantita-
tive approach consists of questions that give measurable answers. The questions that we 
wanted to ask the respondents emerged after that we had colleted our theoretical data. Fig-
ure 2.8 was used as a template when we designed the questions together with the under-
standing we have gained when conducting our theoretical study. We divided the questions 
into two main categories; one about business strategy were we wrote down some questions 
about how and if they worked with a business plan and strategy, the other category was 
about their IS/IT strategy, and how they dealt with it. When we did this we had Lundahl 
and Skärvad’s (1999) semi-structured approach as inspiration, we also thought about the 
free interview approach that aimed for the researches to search for information, and get the 
respondents to share their thoughts.   

3.4.3  Layout of empirical study and selection 

Our empirical study is done by making a qualitative investigation with some quantitative 
elements, using an analytical induction. Lundahl and Skärvad (1999) have a guideline exist-
ing of six steps when describing the analytical induction. These six steps are: 

• Formulate and delimitate the problem 

• Be able to let the investigation be directed by the problem formulation 

• Identify sources of knowledge that are needed  

• Chose objects for the empirical study 

• Collect data  

• Code and interpret the data into the analysis  

The first we made before we started to write our thesis was to formulate and delimit our 
problem, just as Lundahl and Skärvad (1999) suggests. We also followed the second step 
were we used the problems as a template when creating the “interview themes” (see ap-
pendix 1), we did also decide to use the word IS/IT in the interviews, this because we 
thought that the respondents did see them as one concept. As Lundahl and Skärvad (1999) 
argue that sources of knowledge must be identified, we have found the needed source of 
knowledge that was demanded in our theoretical study. The choosing of respondents in 
our empirical study was made with help from a database called “Affärsdata”, in this data-
base different parameters can be set and searched for, the parameters is for instance, num-
ber of employees, turnover and location. With the help of the database we found suitable 
small service companies in the city of Jönköping. We wrote down eight companies that 
were suitable for the purpose that we have stated. We selected six as primary organisations, 
the number of companies that we was going to interview were decided after a long discus-
sion regarding time available both for interviews and time that must be spent for writing 
down detailed memos and handling the interviews. We decided to ask these enterprises be-
cause they were within a close distance to the University and due to our own interest. The 
two others became reserves. We phoned each company up, asked if we could be connected 
with the person in charge of IS/IT and with knowledge of the business strategy and asked 
if they were interested in conducting an interview that was going to be about one hour. The 
six companies, that were our primary selections, all agreed to be interviewed. None of our 
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secondary companies had to be contacted. Before each interview, we send the questions 
that we were going to ask. Since we recorded the interviews with an mp3 player we could 
concentrate on coming up with complementary questions to ask to the respondent. The 
description about how the analysis was conducted is described in the chapters to come. 
The interviews were conducted at each of the respondents company. The respondents ap-
proved the interviews before they were published. 

3.5   Empirical data 

The work with the empirical data contains of two parts, one part is about how we planed to 
carry through the collection of the data, and the other part how we accomplished the col-
lection. 

3.5.1  Planned way 

The first thing to do before presenting the empirical material is to write down memos from 
the interviews to paper. When the memos are written, the plan is to read through the inter-
views several times, and write it down in a more easy read fashion. Repstad (1999) says that 
when the notes are read through entirely, ideas often occur with themes that can be used 
during the analysis. Repstad (1999) also adds that is it hard to work systematically with 
qualitative data and not to divide the material into categories. After the read-through we 
will divide the material categories. 

After the classification of the material we will search for patterns and use the analysis part 
of the theoretical framework as a base. We will look at how the respondents business strat-
egy and IS/IT strategy looks like, and how they are linked together. 

3.5.2  Realisation 

We started to write down memos from the audio files that we had obtained during the in-
terviews, as planned. We then continued as planned, to shorter the interviews down, so 
that the interviews would be easier to get a grip on, both for the readers of the thesis, but 
for us as well. Thanks to the fact that we made the interviews easier to read, we could as 
Repstad (1999) suggest, read through the interviews several times, and themes and catego-
ries that we wanted to use as a lens to focus our analysis took shape. The categories were: 

General information 

About the company 

Business plan and business strategy 

IS/IT strategy 

3.6 Realisation of the analysis 

With the categories used as themes when analysing the respondents, we used both the parts 
of the literature in the theoretical framework and the interviews in this stage of the analysis. 
The findings that were made here were later used to base our conclusions on. The answers 
that were given on the quantitative questions have not been analysed with a quantitative 
method. These answers are instead used in our qualitative analysis. 
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The analysis is designed after our research questions (chapter 1.3) with the main question: 
How does IS/IT strategy influence business strategy and which factors can improve the 
IS/IT strategy’s impact on business strategy in small Swedish service enterprises? We have 
classified our analysis into the following themes: Business plan and business strategy, Does the ser-
vice company give personal services?, Controlling IS and IT, IS Capabilities and IS/IT strategy influence 
on business strategy. According to Lundahl and Skärvad’s (1999) analytical induction should 
data be coded and interpreted, we then classified the information to make the analysis more 
understandable. We argue that the themes above are important due that the literature and 
the respondents emphasis these factors. We also discuss the differences between the com-
panies in the analysis within the themes.  

3.7  Trustworthiness of the thesis 

This chapter discusses the validity, reliability, objectivity and generalisation. It also includes 
meaning of different concepts have for us and how we have taken the concepts into con-
sideration.  

3.7.1  Validity 

It is common to divide validity into two different categories, internal validity and external va-
lidity. The internal validity is that the questions are designed so that the respondents under-
stand them. The external validity on the other hand is how the findings could be general-
ised to other settings similar to the environment in which the investigation was conducted 
(Silverman, 2000). In our case is the external validity is for instance if the findings are appli-
cable in cities similar to Jönköping i.e. similar population and number of service enter-
prises. 

Our empirical study will be conducted using interviews and qualitative method. We chose 
qualitative method in order to keep the validity in the thesis on a high level. The categories 
in chapter 3.5.2 also helped us to reach a good validity and gave the answers in the correct 
area. We tried to be sure that the respondent understood the question that we asked, this is 
as way to minimise the risk that the respondent misinterpreted the question and gave us 
faultiness answers. 

3.7.2  Reliability 

The reliability is to which extent an investigation could be reproduced by other researchers 
(Silverman, 2000). Lundahl and Skärvad (1999) explain reliability as when the investigation 
lacks randomly measure faults is the result reliable. 

We will try to have a high reliability in our thesis, but as we will use semi-structured inter-
views we can ask different attendant questions to our respondents. This can lower our reli-
ability, because the attendant questions might be different depending partly as they are 
formulated by the interviewer on the spot.  

3.7.3  Objectivity 

The word objectivity have several different meanings, among these is to be able to differs 
from facts and judgements as to be neutral, according to Lundahl and Skärvad (1999) is it 
to be able to reproduce data correct and not leave out important factors or angle the con-
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clusions and results. As a Silverman (2000) state is objectivity the final aim for study’s re-
garding social sciences. 

We will try to keep an objective approach towards the respondents when we conducting 
our interviews. A way to keep this objectivity is that none of the writers is connected in any 
way to the respondents. 

3.7.4 Generalisation 

According to Lundahl and Skärvad (1999) it exist two different kinds of generalisations, 
statistic and analytical. The statistic is used in quantitative investigations and makes the 
generalisations for a population. The analytical generalisation on the other hand could be 
used when a qualitative investigation is done (Lundahl & Skärvad, 1999). According to 
Silveman (2000) are some researches arguing that qualitative research is purely descriptive. 
However many researchers argues that the result that are produced from qualitative re-
search can be generalised in some ways.  

In our study we did chose six different respondents, all small service companies. By choos-
ing the respondents in the same area and organisations with a similar size, will we try to 
generalise the result and conclusions to a large degree.  

By trying to make the thesis more generalise able, more companies similar to them that we 
have interviewed can take part of the findings that is made in the thesis. 
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4 Empirical data 

In this chapter a short overview of the interviews that have been conducted is presented, we will divide each 
presentation into four segments, these are General information, about the company, business plan and 
strategy, and IS/IT strategy. At the end there will be a short summary of each of the companies business 
strategy and plans and their IS/IT-strategies.  

4.1 Radio Match (Will be abbreviated as RM)  

The whole chapter is a summary of an interview with J. Lindqvist (personal communica-
tion, 2005-04-19) at RM. We got in contact with Johan because the switch board operator 
advices us to talk to him. After have spoken to Johan we considered that he was appro-
priate to interview.  

4.1.1 General Information 

 

Name: Johan Lindqvist 
Position: Technician and Chief Information Officer (CIO) 
Number of years in the organisation: 11 
Number of employees: 16 

4.1.2  About the company 

RM Jönköping is a commercial radio station that has been in to business since the com-
mercial radio become legal in Sweden in the early 1990’s. The radio station is part of a 
network called Fria Media controlled by a foundation named Fria Medias Moder, the 
Jönköping station is fully owned by Fria Media. There exist several other stations in the 
network and they are fully or partly controlled by Fria Media. All the stations in the Fria 
Media network do not have the same name, they are called “Stella” in Helsingborg and 
“Hit FM” in Växjö.  

4.1.3  Business plan and business strategy 

Such as other commercial radio stations RM and the Fria Media’s network make profit by 
selling radio commercials. They try actively to focus on the local market programs and 
shows custom-made to this group. With the local touch they try to get close to the listen-
ers and that the listener could identify himself with what it said in the radio, in the long 
run the local advertiser will benefit from this in the way that the station get local listeners, 
and smaller firms want to be identified by their local costumers.  

RM’s business plan consists of business idea, goals, budget, network, strategy, services, 
customers, markets, competitors, time and activity plan. According to Lindqvist did they 
make small adjustments on the business plan, but the business idea has been solid all the 
time, with just some minor adjustments made on it. In the business idea is it stated that 
the company is to be local and make their broadcast from where the listeners is located. 
The goals that are stated in the business plan are seen as “hovering” and working more as 
an ideology. It is then up to each of the employees to try to fulfil the goals. According to 
Lindqvist is all that is done in the programs somehow connected to the strategy, he 
means to say that the strategy permeate the organisation from the top-management down 
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to the receptionist. The strategy has been unchanged and solid since it was first formu-
lated states Lindqvist, but he adds that they are always in pursuit of new ways to accom-
plish their goals.  

4.1.4  IS/IT Strategy    

IS/IT in RM is mainly used to help and support the activities that are used in the com-
pany. The IS/IT strategy is not a part in the written business plan and RM do not see the 
need for it either. They believe that the development in the area going to fast, so it is hard 
to make a plan for the IS/IT as the chance for the techniques to become obsolete is high 
according to Lindqvist. Another contribution to the fact that they do not using a IS/IT 
strategy is that they work with “personal relations” this relations is to listeners and cus-
tomers. If you using an application to get some help to contact or give a costumer an of-
fer about a commercial spot, this is nothing that is needed to be in a strategy of any sort 
according to Lindqvist. The only way that our IS/IT influence the business strategy is 
through the budget, larger investments must be plan ahead because they could influence 
the budget in a quite large extent, but smaller investments is done when a need occurs. 
The organisations solve most of the IS/IT tasks in-house, however they use consultants 
for their transmission-system and sell-support system. Their Internet site has been devel-
oped through a feel of need. There has not been a long term strategy that has been driv-
ing the development of the site forward. According to Lindqvist the development of new 
services such as radio through the 3G-net, SMS-service and select tunes and other techni-
cal driven services. Lindqvist argues that RM do not need this new services, he says that 
the techniques is not ready to be integrated in the systems. It is possible today to listen to 
RM over the Internet, but Lindqvist see the limits of the Internet, he thinks that many us-
ers due to limited connection speed would not be able to use the services to the extent 
that is the meaning of them. Lindqvist do not fear that new entrants will take market 
shares from RM, this because RM is deeply rooted in the local market, with a local touch. 

Information between customers and suppliers is exchanged with different mediums, these 
are for example e-mail where advertising audio files easily could be attached and the cus-
tomers could listen and approve the radio commercials. Fax and telephone are also used, 
all these communication methods make it possible to keep a personal touch to the com-
munication). 

Much of the IS/IT functions in RM seems to workout fine, but there is some trouble as 
well. According to Lindqvist there are problems with exchanging information within the 
organisation. This problem is due to the miscalculation about the intranet that was 
bought together with the sell-support system. The delay in the intranet development de-
rives from the change in development platform and the database that was used. Lindqvist 
thinks that a strategy could not prevent the technical hitch with the intranet.  

4.2 FöretagsCatering AB (FC) 

The whole chapter is a summary of an interview with H. Axelsson (personal communica-
tion, 2005-04-19) at FC. We got in contact with Håkan because he was responsible for 
FC’s strategies issues and we then found that he was the right person to interview. 

4.2.1  General information 

Respondent: Håkan Axelsson 
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Position: Chief Executive Officer (CEO) and owner 
Number of years in the organisation: 11 
Number of employees: 27 
 

4.2.2  About the company 

The enterprise was established in 1993 with the idea of offering individuals and compa-
nies a whole concept from coffee and cookies to a jubilee party.   

During the latest years if has been a surge for the catering business. When FC started the 
variety of products was rather small and the demand on different dishes for catering was 
low. Today it is a high demand on different themes, menus and special arrangements.  

In order to keep the food as good as possible the company is working a lot with quality. 
They have chosen to make quality assurance on every part of the catering services. They 
also have their own cars and lorries for deliveries. All deliveries are arranged by mutual 
agreement with the customer. 

The mission statement is by combination of three different types of services – catering, 
restaurant and slot machines with coffee – be able to give good service to both small and 
large enterprises, government services and individuals. “FC is doing the lunch, dinner, 
party or coffee break to a savoury recess”.  

FC became enterprise of the year in 1999 and have arranged catering for events such as 
inauguration of Jönköping University (6000 guests), inauguration of the hockey stadium, 
Kinnarps Arena (800 guests) and the hockey team HV71’s gold banquet.  

4.2.3  Business plan and business strategy 

FC uses the same mission statement and written strategy as they used when the company 
was founded in 1993. They have no untaxed personnel and they pay their VAT correct. 
The strategy is about their alcohol policy, delivery to customer and secrecy policies. The 
business concept has not changed after the foundation.  

The first years 1993-2001 had FC a high growth in its turnover and reached high vol-
umes. The profitability was, however, far to low and the company had to cut down their 
organisation. The company started over again and looked at its business plan and strategy 
from 1993. 

The ideas for the enterprise’s future are not written down in an official strategy.  The 
ideas stay in Axelsson’s head and he tells what the company should focus on. FC is a fam-
ily owned firm and Axelsson is both the CEO and owner. The important thing is to think 
about the three different legs above. They prioritise different things depending on the 
seasons. Axelsson thinks that FC differentiates themselves from their competitors with 
quality.  

To the technical investments counts a counter system that was invested for the restau-
rants and coffees at Jönköping University. Lately they have also bought a combination 
oven, with hot air. Axelsson thinks that the problem with handling the coins that from 
the vending machines could be solved with a technical solution. They also go to different 
fairs to see the new things within catering. It is, however, a questions about usability be-
cause if the employees does not use it is no need to invest in new technological things. FC 
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has for example bought a machine that cut ham but the personnel insists to use the old 
machine and do not use the new one.    

It is difficult to have a strategy if you want to know what is happening in two years ac-
cording to Axelsson this also the reason why the strategy have not been changed and is 
only updated implicit in his own head.   

4.2.4  IS/IT strategy 

The technology has made things quicker and the offers are easier to register. Axelsson 
does not think that other organisations can take market positions from FC with the help 
of Internet, Axelsson agues that the customers both needs and want individual service. 
The customers need to decide for themselves what they need and see what the company 
offer. The enterprise must, however, be aware of that in a near future, vending and coffee 
machines selling standard products can be controlled over the Internet and see the cur-
rent level of products that are needed. It is important that the company are awake and se 
the opportunities for the future according to Axelsson. FC has different ages of the em-
ployees in the organisation, this gives that the younger ones are more open to technical 
development than the older colleagues. The younger employees are more interested in IT 
then older ones. It is important to have the right timing when present new services, not 
too early and not to late. In 1995 FC offered the service to make lunch orders via the 
Internet. The company had to revoke this service because the selling was not good 
enough. According to Axelsson the visitors was not ready for this kind of service and the 
enterprise was too early to present it.    

IT has not changed the enterprise work but it has made it easier. The main supplier for 
coffee machines has all the payments registered in advanced for example the VAT. Most 
of our products are ordered via the telephone, not the Internet. The reason for this is if 
the product is not highly standardised is it harder to order it via the Internet.  

4.3  Resehuset i Jönköping AB (RH) 

The whole chapter is a summary of an interview with S. Falk (personal communication, 
2005-04-22) at RH. We got in contact with Stefan because he was CEO and most suitable 
to interview. 

4.3.1  General information 

Respondent: Stefan Falk 
Position: Chief Executive Officer (CEO) 
Number of years in the enterprise: 2,5 
Number of employees in the organisation: 13 

4.3.2  About the company 

RH is a private owned travel agency with 13 employees that sells private travels, business 
travels, group travels and conference travels. The company is a member of the Swedish 
Travel Agency Association (SRF – Svenska Resebyråföreningen) and last year the turn-
over was 78 million crones.    

When RH is selling travels they focus on the personality, professionalism and to be best 
locally. The customers can book their travels by a visit, fax, telephone call, e-mail or 
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online. The personnel have also travelled to many countries them selves and are well edu-
cated in the different travel areas. Such as most of all travel agencies they can book a 
flight, rent a car, reserve a hotel and book a special seat in a flight. 
 

4.3.3  Business plan and business strategy 

RH has a business plan, but it is not so advanced or well written. The business plan has a 
SWOT-analysis but is missing a vision. The enterprise has however some business strate-
gies and goals written down in the business plan. RH tries to use the advantage to be a 
small enterprise. The management to communicate the strategy to the employees and the 
importance of follow it. The managers have meetings were they discuss strategy and goals 
for the future. In those meetings they also look back and discuss what they could have 
done better. In the strategy the enterprise works with the critical success factors, personal 
services, professionalism and to be best locally. The strategy is updated at least ones every 
year and through development discussions that are concluded by the CEO.  

4.3.4  IS/IT strategy 

RH has not a written IS/IT strategy or Internet strategy. They have developed the system 
and the website. They have made it easier with selling and have reduced the workforce 
with 20-25% the latest years. In the future it can also be less employees that working with 
business travels because they se a trend with Internet purchasing in this area.  

The enterprise has to find their niche and they cannot follow the large travel agencies. In 
the future it has to better system that offer search possibilities.  

RH have engaged one company that is responsible for support and which they sometimes 
use as a sounding board. They know all the systems used by RH and operate around 15-
20 systems; many of the systems interact with each other. All the travel agencies works 
against the same systems, expect from the economy and purchasing systems that could be 
different. Falk adds that he believes that the company that have superior IS/IT systems 
for bookings and work flawless with the travel agency tasks going to win market shares.  

It is important with integration between the business strategy and IS/IT strategy so that 
the planning could be satisfactory. In the long run this will hinder that problems occurs 
that could damage the businesses. The same fact is applicable on the Internet strategy, 
that Falk sorts under the IS/IT strategy.    

4.4  Atlantis Spa (AS) 

The whole chapter is a summary of an interview with O. Helt (personal communication, 
2005-04-29) at AS. We got in contact with Ola because he was responsible for strategi-
cally work and had been in the company since the foundation. 

4.4.1  General information 

Respondent: Ola Helt 
Position: Marketing Manager and Deputy CEO 
Number of years in the organisation: 6 (13 years in the former enterprise that formed At-
lantis in 1999) 
Number of employees: 27 



  4. Empirical data 

 

 35 

 

4.4.2  About the company 

AS was first started in Jönköping 1999, they had a change of owners late 2004. AS is a 
workout gymnasium and is today the biggest separate workout gymnasium in Sweden, 
owned by a single juridical person, excluding the different chains that exists. AS have four 
legs to lean on, these are the physical training, mental training, body treatments and a 
healthy diet. Physical training is different kinds of workout such as spinning and aerobics. 
Mental training is Yoga and Thai shi, but also to be in a calm and relaxing environment. 
The food is the way to get energy to be able to work out. There main competence is 
keep-fit measures, there physical training using other words. AS is aiming on an expan-
sion, to get new “satellite establishments” in the years to come. 

4.4.3  Business plan and business strategy 

A business plan was brought forward when the company first was started, it was used 
during the kick-of to get the personal to know what the company was trying to achieve 
and according to Helt it was later archived and has not been dealt with since. To start the 
business plan that was presented during the kick-of 1999 did only concentrate on the 
physical part, it did not take up the other three legs that exists. So the business plan did 
consist of business idea, goals, budget, customers, markets, services with the prices, or-
ganisations and competitors, some parts was missing like the time and activity plan and 
networks.  

The business idea that was on the original business plan is not used anymore, Helt do not 
even remember it himself anymore. Today when he is to explain, he tries to talk about 
what the company stands for. So the business idea that was written down on the old 
business plan is obsolete and has been changed. Goals exists, one of them are for exam-
ple to keep being the largest company in their niche in their market. AS ideal customer 
are women 35 years or older, this because according to Helt they think much about them-
selves. Helt also argues that if they can attract this segment of customers they will bring 
attract other segment as well. The geographical market is the same as it was 1999 when 
the business plan still was applicable, there main market is the customers that live in a 
maximum 10 minutes of travelling distance to the establishment. This delimitation is 
made because availability is an important factor when choosing a workout gymnasium ac-
cording to Helt. One reason that the business plan failed was according to Helt that they 
were not mental prepared, an lacked knowledge to make a business plan that included all 
the four cornerstones in AS. Helt thinks he have a quite good control over the market, he 
also adds that he thinks that they have good control over the threats that the competitors 
brings. Although there do not exists any written business strategy but Helt says that they 
have an unarticulated business strategy that they try to follow, he says that they “do not fol-
low the development, they lead it”. 

A reason that there do not exists a written business plan is according to Helt that because 
the company is an operative organisation, there has not been any time to write down a 
new business plan, it would be good to use as a tool to explain the direction of the or-
ganisation but there has not the highest priority. When the company got their new owner 
2004 the matter regarding the business plan was once again brought up to question and 
Helt states that the new business plan probably is ready the autumn 2005.  
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4.4.4  IS/IT strategy 

AS does not have a written IS/IT strategy. The company has two different systems that 
handles customers, one for the customers that uses the physical training, called system 1, 
and another system for the mental training, called system 2. Both system 1 and 2 is devel-
oped by different firms, the firm that have developed system 1 is a small firm the firm 
that develop system 2 is a larger actor on the development market. There are suppliers 
that could offer both of these functions in one single application. But according to Helt is 
there no eminent need of change suppliers or systems. For administrative tasks is generic 
applications used and bought in when a need is felt in the organisation. Helt adds that 
they get much of their approach angles when it comes to IS/IT from a person involved in 
the IT-business that Helt is personal acquainted with. 

AS do not have an internet strategy, when they feel the need for a function for their cus-
tomers on the internet, they try to fix it via a consultant. Today there aim with the home-
page is to try to keep it up-to-date and update it regularly. There do not have any reserva-
tion system that the customers could use for reserve a body treatment or a place in group 
training. A reason for this according to Helt is that in the case of body treatment is hard 
to get any additional selling over the Internet, it is easer when customers take a more per-
sonal contact, when the seller could ask supplementary questions and give proposals on 
additional treatments that would match well with the chosen one. Today there is only bot-
tlenecks in the water workout, but as the participators often are 55 years or older, Internet 
would only cause confusion and they would not be able to take advantage of the possibili-
ties. Helt adds that even if they do not use the Internet today for bookings he can see a 
need for it in the future if and when they had done their expansion. Then a booking func-
tion for group training could be a complementary service for the costumers, when there 
are limited group training possibilities a reservation function could help the customers to 
be sure to get a place on the training instead of have to wait until the next opportunity. 
Another reason for why AS does not have more options for their customers to buy 
memberships and treatments only is that according to Helt that to sell a service or treat-
ment could not be compared to buying a product like a phone where the customer could 
look at a specification and know what to get. Helt says that the customer wants to get an 
impression of the place before they buy anything, he states that the overall impression is 
very important such as if the establishment is clean, if the personnel is forthcoming for 
example.   

The communication with the suppliers occurs when AS feel the need for new equipment. 
The communication with the customer is done in different ways, when it comes to the 
physical training where many customers have memberships, they communicate through 
instructors, the reception and written messages. They use mail sometimes, but do not 
want to spam any member’s mailboxes. There are also a member’s magazines that have 
three issues per year. To the customers that use the mental training or one of the other 
“cornerstones” do not get as much information from AS. 

4.5  Taxi Jönköping AB (TJ) 

The whole chapter is a summary of an interview with S. Petterson (personal communica-
tion, 2005-06-03) at TJ. We got in contact with Stefan because he was CEO and most 
suitable to interview. 
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4.5.1  General information 

Respondent: Staffan Pettersson 
Position: Chief Executive Officer (CEO) 
Number of years in the enterprise: 6,5  
Number of employees in the organisation: 16 

4.5.2  About the company 

The way the competitive market for the taxi companies looks toady is quite new. How the 
taxi services should work, how many vehicles taxi companies was allowed to have, was 
regulated by the county administrative board in Sweden till 1990, after the de-regulation 
the taxi services could have a sound competition between each other. TJ is as the name 
suggests a taxi service. The company is a sort of umbrella organisation for separate taxi 
firms, these firms can have only a single cab, or as the largest of the firm, about 15 vehi-
cles. For each vehicle, the firm must have one share in TJ. If a company have to cabs, 
they must have two shares. TJ does not have any own vehicles, the different firms is the 
ones that owns the cabs. The way in which TJ and its owners is organised is common in 
the transport business. The services that TJ supply to its owners is the order Central, 
where all the orders comes first comes to and is then sent out to the cabs that will execute 
the orders. There exist an agreement between TJ and its owners, a transportation agree-
ment that stipulates what is required by the two parts in the agreement. To stay competi-
tive in a community in Jönköping’s size, must TJ be able to handle three different kinds 
of customers, these are private customers, company customers and community services 
of different sorts. The community services is the most important, contracts is written for 
a period of time. When the contracts expire, the different taxi services send in new offers. 
Agreements are often written with different companies as well, this could give the com-
panies discounts, and TJ regular customers. The smallest part of the three different cus-
tomer’s categories is the “private customers”, but all of them play an important role for 
TJ. The most important contract and agreements for TJ is however the one that is written 
with Länstrafiken. Länstrafiken takes care of the county’s and community’s purchasing of 
personal transportation services.  

4.5.3  Business plan and business strategy 

TJ do not have a whole business plan, but they got parts of it. One of these parts is the 
business idea. The business idea is well thought through, it is about to be the leading taxi 
service within the Jönköping region they try to be leading both for personal and goods 
transportation. According to Petterson does the business idea influence the other parts of 
the business plan, the vision for example. The business idea is deeply rooted within the 
organisation. Goals and vision is not explicit written in a business plan, but exists in the 
minutes that have been taken in the board meetings. Both the vision for the company and 
the goals has been brought forward to secure their position on the market. There exist 
two major competitors, and some smaller separate firms without connection to an order 
central. Petterson thinks that TJ has a good overview of their competitors. The service 
that is delivered to the community facilitates the other two business areas. This is why the 
contracts and agreements whit the organisations that use taxi services in a large extent, it 
is essential for TJ, so they can develop their other parts of business. Much of TJ’s goals, 
both long and short terms is connected with to gain good agreements with Länstrafiken, 
and earn more money with larger quantities of transports. To stay competitive is it impor-
tant to have highly qualified personnel in the organisation, both TJ’s personal and the 
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personnel in the share holder’s different companies. It is according to Petterson impor-
tant that the contacts between the personnel in the order central and the drivers of the 
vehicles is good, with a good and working relationship the service given to the customers 
could be enhanced by cabs being on time, and altogether a better service level. The per-
sonnel are also the ones that is the companies face towards the customers and represent-
ing them. A good image will hopefully give satisfied customers. There is no explicit writ-
ten business strategy, but it is discussed in the board meetings and then also documented 
in the meeting protocols. The strategy is according to Petterson is seen as a mean to ac-
complish and live up to their business idea. The strategy is followed up in the board meet-
ings that occur once every month. TJ do not have an explicit written strategy but they 
work with it via board meetings.      

4.5.4  IS/IT strategy 

Petterson describes that TJ have divided their IS/IT into three parts, for accountancy and 
administration are TJ using standardised programs. The other two parts are concerning 
bookings of trips, traffic-control and communication between cabs and between the cabs 
and the order central. The last part is the system that takes care of and sends a file to the 
order central after one or a series of transports is completed. This file is later used to keep 
track on services that the different cars have executed but also to send invoices to differ-
ent companies that have bought the services from TJ. Most of the orders are booked via 
the order Central, but not all of them. A service provided by TJ is called “Flyg Taxi” a 
transportation service to, and from the Axamo Airport could be booked by a travel 
agency and the orders can with help of the Internet be sent directly into the order system 
at the order central, without any interference of any personnel. TJ have no explicit written 
IS/IT strategy, however there are some documents that are formulated in different board 
meetings concerning the IS/IT strategy, but they are not exactly focused on the IS/IT 
area. Even if TJ lacks an explicit IS/IT strategy, are they planning there is/IT investments 
very carefully. The close relationship with the developer of the booking system that they 
use is valuable for the company according to Petterson. Petterson adds that it is impor-
tant to know what which new opportunities that new technology brings, he also adds that 
it is important to “be right in time” when implementing new solutions in the IS/IT area. 
The CEO have thought about the relationship between business strategy and IS/IT strat-
egy, but it is only in his mind yet. However the lack of an IS/IT strategy the CEO thinks 
that it is important to have this kind of strategy, he sees it as a kind of process that is de-
veloped through discussions and reasoning.   

4.6  Hotell John Bauer AB (JB) 

The whole chapter is a summary of an interview with M-A. Andersson (personal com-
munication, 2005-06-03) at JB. The reason for us to interview Mats-Åke was because he 
was responsible for the strategic issues. 

4.6.1 General information 

Respondent: Mats-Åke Andersson 
Position: Sales and Marketing Manager 
Number of years in the enterprise: 2 
Number of employees in the organisation: 25 
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4.6.2  About the company 

JB was built in 1986 and is family owned. The hotel focuses on business guest with con-
ference facilities has a requirement. Since 1992 they are members in Best Western, which 
is the largest hotel chain in the world. The hotel has one hundred rooms on four different 
floors and four conference rooms.   

They have installed Internet communication in seventy five percent of all rooms, broad-
band connection in all conference facilities and wireless network in lobby and bar.  

4.6.3  Business plan and business strategy 

The enterprise has a written business plan where the customer is in the centre. Andersson 
(Personal communication, 2005-06-03) calls it the “Pass with distinction criterions”. The 
enterprise has, however, no partial or measurable goals which Andersson thinks is not 
good. It is important to have time based goals and meetings that follow up these goals say 
Andersson. In the business plan are the major issues, prices, reconstructions, contempo-
rary social and environmental analysis including expeditions and other events stated. 
These parts are updated continuously in order to be up to date. Andersson adds that 
closer contacts between the different managers and departments are needed.  

According to Andersson there are so many different departments so it is not necessary 
work together with these issues. He adds that “I rather call ten potential customers that hopefully 
can generate sales than working with strategic issues.” (Ibid) 

4.6.4  IS/IT strategy 

The IT is used for marketing at there webpage and they register which people that has 
visit the site in order to specify offerings for potential customers. JB has a booking system 
called Hot Soft from Hoist Hotel Technology. In this system all frequent customers and 
the guests that have stayed at the hotel latest two to three years are registered. He would 
say that they are awake with IT solutions and they must sift out the right products. It is 
important that the products are measurable so that they can prove that they have gained 
something with the investment. For IT-investments they have a supplier that come with 
solutions for their problems. The issues are discussed in the management group and they 
have not produced a formal written IS/IT strategy. Andersson, however, argues that 
these issues are important and he wants to work more with these matters later. They have 
changed CEO a short time ago and they have just begun to work with strategic issues. 
The Internet is going to play a big role in the future, but it is important to market them 
selves in the right way says Andersson. 

 

4.7  Summary 

In the summary we take into consideration the research questions in chapter 1.3. What we 
take up in the summary is the core from the empirical findings that we will later use in the 
analysis to help us answer our research questions.  

Business plan 
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There are some differences between the companies business plans, RM has as it seems a 
well structured business plan that including the essential parts of a business plan. The 
business plan seems to be permeating the whole company, from top management to the 
ordinary employees. It is up to the employees to fulfil the goals that exists within com-
pany and to do this by using there strategy, to be close to the listeners and be in the pur-
suit of new ways to accomplish the goals that the organisation have. 

FC used a mission statement and a written strategy when the company started up. As the 
company did grow very rapidly, they did not update their statement or see the need for it 
either. The ideas stay in the CEO’s moreover owners head. 

RH has a business plan, but it is neither advanced nor well written. The business plans 
consists of a SWAT-analysis but they do not have a vision on paper. The management 
discuss strategy and goals, they also try to point out and communicate the strategy to the 
employees and the need of following it. They strategy is updated at least once a year and 
this through a discussion with the employees.  

Atlantis Spa do not have a business plan that is used, the one they have is not used. The 
reason for the lack of the business plan is that the organisation did lack the knowledge of 
how to make a business plan and did not really know what the forward company was 
about. 

TJ do not have a “whole” business plan written down. However some parts of it exist, 
the main one according to Pettersson (Personal communications, 2005-06-03) is the busi-
ness idea which is deeply rooted into the organisation. Some other parts, like visions, 
goals, and strategies exist, in different board decisions. Pettersson (ibid) sees the business 
idea as a guide to use when discussing strategies and goals with the board.  

JB has a written business plan which puts the customer in the centre. However it lacks 
partial and measurable goals. John Bauer feel the need to be more oriented into have 
these kinds of goals to be able to develop further. 
 
IS/IT strategy 

 
RM has no written IS/IT strategy. This is because they think that the development in the 
area is going too fast and there is no way to plan for the future. Another reason for the 
lack of a written IS/IT strategy is according to the CIO (J, Lindqvist. Personal communi-
cation, 2005-04-19) ”That they work with personal relations to listeners and customers”. The only 
way that the IS/IT influence the business plan is through the budget. Most tasks are done 
in-house, but for some tasks they use consultants. RM has just had one large failure with 
IS/IT, namely with the development of the Intranet, something that the CIO said “could 
not been prevented if there was an IS/IT strategy that had strong support within the organisation”. 

FC has use the IS/IT to speed up and simplify some of the administrative operations. 
Axelsson (chapter 4.3) do not feel that competitors can take market shares from FC 
through the help of Internet, Axelsson thinks a reason for this is because that the per-
sonal communication s important for the customers. IS/IT can be used in their vending 
machines, to see the current stock and to indicate when a refill is needed. However there 
do not exist any written IS/IT strategy, the possibilities in the technical is often identified 
by the CEO and the other employees. 
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RH haven’t a written IS/IT strategy nor an Internet strategy. The development of the 
website has reduced the organisations workforce with 20-25 %. According to the CEO 
(S. Falk. Personal communication, 2005-04-22) there is a possibility that even more em-
ployees must leave their positions, this because the increasing Internet purchasing. The 
support for both their IS and IT is done by an outside actor.  

AS do not have a written IS/IT strategy, they also lack an Internet strategy. A reason for 
the absence of an Internet strategy is according to Helt that they have not developed their 
Internet site because as Helt says “It is hard to get any additional selling over the internet, because 
the customers know what they want when they make the orders”. Internet could also cause confu-
sion to some customer segments. But in a near future the need for new functions for the 
Internet site is probably needed according to Helt.  

TJ do not have an explicit written IS/IT strategy, however they got documents were the 
IS/IT strategy is discussed. These documents have been formulated during board meet-
ings. Petterson (personal communication, 2005-06-03) says that he see a need for a writ-
ten IS/IT strategy, and the connection between IS/IT and business strategy. Petterson 
(personal communication, 2005-06-03) adds that he thinks that an IS/IT strategy should 
be formulated through discussion and reasoning. 

JB lacks an explicit IS/IT strategy, their software supplier comes with solutions when 
they got a problem. These kinds of issues are discussed in the management group. 
Andersson (personal communication, 2005-06-03) says that JB’s new CEO has begun to 
work with strategic issues.
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5  Analysis 

In this chapter an analysis how the interviewed companies handle their business plans, business strategy 
and their IS/IT strategy is going to be conducted and then compared with how the literature recommends 
it to be done. We will set up topics and use them to see how the different enterprises work within the topic. 
With the analysis as a starting-point the conclusions will later on be drawn in the next chapter. 

 

5.1 Structure of the analyse  

To structure the analysis in an easily comprehensible way, we have set up the following 
headlines; business plan, business strategy, and IS/IT strategy. We use them as guidelines 
to analyse the empirical findings with the theoretical framework. The analyses of the 
business plan and business strategy are quite generally. Regarding the IS/IT we go into a 
deeper analysis. Between these chapters we also have a look into the personal service that 
every company found important. 

5.2  Business plan and business strategy 

In our empirical study we made a deep study of our respondents in order to find out 
more for this analysis. Questions were asked regarding the business plan and strategy 
alignment with the IS/IT strategy. In this part we will start to analyse how the companies 
handles their business plan and strategy. 

5.2.1  Business plan 

The elements that Wickham (2004) and Goodale (2001) (chapter 2.2) argues to be critical 
for a business plan are: vision statement, mission statement, strategies, goals, and action 
items. In our empirical research we found several differences between the companies’ 
business plans. RM has as it seems a well structured business plan that including the es-
sential parts of a business plan, according to Lindqvist (chapter 4.1) is all of Goodale’s 
(2001) (chapter 2.2) critical elements part of RM business plan. The business plan is per-
meating the whole company, from top management to the ordinary employees according 
to Lindqvist (chapter 4.1). It is up to the employees to fulfil the goals that exist within the 
company and to do this by using their strategy, to be close to the listeners and be in the 
pursuit of new ways to accomplish the goals that the organisation has. 

FC used a mission statement and a written strategy when the company started up. As the 
company did grow very rapidly, they did not update their statement or see the need for it 
either. The ideas stay in the CEO’s head. FC is lacking all of Goodale’s (2001) (chapter 
2.2) five critical elements.  

RH has a business plan, but it is neither advanced nor well written. The business plans 
consists of a SWOT-analysis but they do not have a vision on paper. The management 
discuss strategy and goals, they also communicate the strategy to their employees. The 
strategy is updated at least once a year and this through a discussion with the employees. 
Although that RH’s business plan and strategy is not very advanced is it covering 
Goodale’s (2001) (chapter 2.2) five critical elements.    
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AS has a business plan, which is not used in the reality. The reason for the lack of a work-
ing business plan is that the organisation has not got the knowledge necessary about these 
issues, says Helt (chapter 4.4). AS is missing all of Goodale’s (2001) (chapter 2.2) critical 
elements.  

TJ do not have a “whole” business plan written down. However some parts of it exist, 
the main one according to Pettersson (Personal communications, 2005-06-03) is the busi-
ness idea which is deeply rooted into the organisation. Some other parts, like visions, 
goals, and strategies exist, in different board meetings documentation. Pettersson sees the 
business idea as a guide to use when discussing strategies and goals with the board. TJ has 
covered all of the five critical elements that Goodale (2001) (chapter 2.2) mention, except 
“action items” It would however be good if the plan is concluded into one document in-
stead of several meetings protocols. 

JB has a written business plan which puts the customer in the centre. However it lacks 
partial and measurable goals. JB feel the need to be more oriented into have these kinds 
of goals to be able to develop further. JB is missing all Goodale’s (2001) (chapter 2.2) 
critical factors except the term action items. In other words has the enterprise no vision, 
mission statement or business strategy.   

5.2.2  Business strategy 

Business strategy is according to Scarborough and Zimmerer (2003) a map, on which it is 
drawn how to fulfil the enterprises missions, objectives and goals. The strategy should be 
a master plan that includes all the main parts of the company (Scarborough & Zimmerer, 
2003) (chapter 2.3). We have found both similarities and differences between the respon-
dents that we interviewed. Strategy could be either implicit or explicit. The explicit is 
made through a planning process meanwhile the implicit is done through activities for the 
different divisions of the enterprise (Porter, 2004) (chapter 2.3). Porter (2004) (chapter 
2.3) argues that it is important to have an explicit strategy to fulfill the enterprise goals. 

RM, RH and TJ are the ones of the six enterprises that are using an explicit strategy. AS 
and JB use implicit strategies (Helt & Andersson, chapters 4.4 & 4.6). Axelsson at FC 
(chapter 4.2) also have an implicit strategy. The three enterprises that have a strategy work 
and update it actively. In RM’s case, the strategy is solely brought forward by the man-
agement, the employees were not asked about their opinions. In RH’s case on the other 
hand, all the employees have a chance to say their meaning about what they think. TJ’s 
board discusses strategies and plans of actions during their meetings once a month (chap-
ter 4.5).  

Porter (2004) (chapter 2.3.1) has brought forward a framework to help managers to de-
fine their strategy. The seven different barriers that Porter (ibid) (chapter 2.3.1) mentions 
are; economies of scale, product differentiation, capital requirements, switching costs, ac-
cess to distribution channels, cost disadvantages independent of scale, and government 
policies. The different respondents had good knowledge about what their company’s 
main edge is when competing. They all argue that they compete on a personal level (chap-
ter 4).  

When looking closer on Porters (2004) (chapter 2.3.1) seven barriers and figure 2.5, we 
have identified that each of the companies have barriers and strategies that could hinder 
new entrants to enter the market. The biggest barrier for new entrants to enter the same 
market as RM, are government policies. The legislation that was changed in 1993 when the 
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Swedish government licensed frequencies to different commercial owned stations, these 
needed frequencies are limited. The limitation of the frequencies will be an effective bar-
rier towards new entrants on the market for RM. RM is using the differentiation strategy as 
well (figure 2.5). For FC there do not exist any law that permit entrance on their market, 
but as they use their “three legs” strategy (chapter 4.2), they could help their customers 
with everything from getting coffee at their offices to getting lunches to the employees. 
FC is using the product differentiation to hinder new companies to enter the market, this is 
not a written nor deliberately strategy from FC. The product differentiation used by FC 
can also be deduced to Porter’s (2004) differentiation strategy (figure 2.5). The barrier that 
could be applied on RH is that they give the customer personal help, which can be ap-
plied on the category product differentiation (chapter 4.3). In this way RH differentiate them 
selves from the Internet based travel agencies. RH can also be connected to Porter’s 
(2004) differentiation strategy (figure 2.5). AS is the largest player on the local market (chapter 
4.4), they also focus one personal service and extremely clean training centre. For AS cus-
tomer the service is more important than the price, AS could also be deduced to differentia-
tion strategy (Porter, 2004, figure 2.5). TJ is using the economies of scale in order to offer com-
petitive taxi fares. They can do this because the company is an umbrella organisation 
which includes several small enterprises. By these barriers they can hinder and make it dif-
ficult for competitors to enter the market. TJ strategy could be linked to Porter’s (2004)  
Overall cost leadership strategy (figure 2.5). JB is using the differentiation to a large extent and 
tries to be unique on the local market with the quality they offer their customers. JB could 
also be derived from Porter’s (2004) differentiation strategy (figure 2.5)  

5.3  Does the service company give personal services? 

As Peterson (1989) (chapter 2.1) argues, enterprises that are in the service sector are very 
sales orientated. Scarborough and Zimmerer (2003) (chapter 2.1.1) mean that the least 
expensive method to achieve customer satisfaction is friendly and personal service. They 
emphases that the “personal touch” is the most essential aspect of service enterprises. 

When looking at the different enterprises that we visited, they all give a similar view of the 
so called “personal touch”. RM tries to have a “local touch” and they try to both be close 
to their listeners and to their customers (chapter 4.1). RM also says that the lack of an 
IS/IT strategy depends on their desire to keep their “personal touch” and to stay close to 
their listeners and customers. FC takes most of their orders via the phone and they also 
add that is important to both be able to answer questions and to ask how the customer 
wants their deliveries (chapter 4.2). RH’s CEO (S. Falk, personal communications, 2005-
04-22) (chapter 4.3) states that they focus on being personal, professionalism and to be 
best locally. The AS also says that they see the need to be personal, Helt (personal com-
munications, 2005-04-29) (chapter 4.4) says that is it important that the personal is forth-
coming towards the customers, he also adds that personal communication and contact is 
necessary for the company to get additional selling  TJ’s CEO Pettersson (personal com-
munications, 2005-06-03) (chapter 4.5) adds that one of their most important core com-
petences are their personnel’s ability to meet the customer’s expectations and keep the 
promises that the company give their customers. According to Andersson (personal com-
munications, 2005-06-03) (chapter 4.6) is a personal relationship with the customer im-
portant. All of the companies that we interviewed seem to have an equivalent understand-
ing to what Scarborough and Zimmerer (2003) (chapter 2.1.1) says about the “personal 
touch” and that it is the most essential element of service. 
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5.4  Controlling IS and IT 

The question of why small enterprises need a IS strategy is as partly answered in the theo-
retical framework. Levy and Powell (2004) (chapter 2.11.3) give three reasons for an en-
terprise to use IS management.  

The first of the reason that they mentioned is that the enterprise must work both smarter 
and faster than their competitors. None of the companies used explicit written IS or IT 
strategy, they do not have a plan to how to utilise and use IS/IT to “speed up” processes. 
However, RH has noticed that with the help of different IS/IT systems have made the 
company more efficient and effective than before the implementation of the systems. TJ 
is also aware of the importance to have a strategy for the IS/IT.  

The second reason mentioned by Levy and Powell (2004) (chapter 2.11.3) is that an effec-
tive management is important, because “no firm stand alone” (chapter 2.11.3). Of the in-
terviewed companies, only RH had systems that were connected to their suppliers, TJ’s 
order system was implemented so that travel agencies could make bookings via the Inter-
net that was directly put into the company’s order system in the order central. RM‘s sys-
tem was however connected to some of the other stations, and they used one radio pro-
gram and sent it over several stations. However, it should be added that it is maybe RH 
that has the most to gain through a near relationship with suppliers and customers. They 
can influence the supplier and be able to sell customised trips. 

The last of the reasons that Levy and Powell (2004) (chapter 2.11.3) give is that informa-
tion is driving the globalisation forward. All of the respondents seem to be observant on 
what is happening on the IS/IT scene, but they differ in their activeness. RH and TJ seem 
to be the companies that are most actively looking for new opportunities. They talk with 
their supplier of software and support to get information about IS/IT (chapter 4.5). The 
reason for RH may have to do with the fact that the travel business has become more and 
more dependent on the technologies that can lower their expenses and maximise their 
profits. For TJ is IS/IT an important instrument to be effective and to be able to give the 
customers the best service. AS tries to be updated about the technology progress, and 
they get this information from a personal contact within the IT business (chapter 4.4). 
The questions we ask ourselves are “what happens if either Helt quits or if the IS/IT per-
sons do not continue to bring this vital information”.       

Levy and Powell (2004) (2.11.3) adds that “the wallet” and the knowledge is much lesser 
in small enterprises which could hamper them.  

5.4.1  IS Capabilities 

Ward and Peppard (2002) (chapter 2.6) argues that it is the top level of an organisation 
that fully can see an organisations IS capabilities. The model (figure 2.6) describes the 
three different layers of the model, each containing different abilities that are within an 
organisation. 

The main theme with Ward and Peppard’s (2002) (chapter 2.6) argument to IS Capabili-
ties is that the management must of an overview over the organisations IS/IT capabilities. 
When we apply this view on the respondent’s companies, we will see if the enterprises 
work in a way that could be closely linked with Ward and Peppard’s model (2002) (chap-
ter 2.6). 
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When analysing RM’s IS Capabilities we notice that our interviewee, who is CIO, alone 
makes most of the decisions concerning IS/IT. The management do not seem to be in-
volved at all in this process. The questions about how the company’s website was devel-
oped answers this question in a quite telling way. The site was done by the employees that 
felt the need for RM to have a site to present the company and keep listeners updated re-
garding what was happening in the radio shows. There was no evidence of that the per-
sons sitting in a leading position within the organisation had any influence on the deci-
sion. The miscalculation with the Intranet application that RM had could not be avoided 
according to their CIO (chapter 4.1). But if the management that had an overhead per-
spective took a larger part of the planning, more focus and energy might be concentrated 
on this task. They could have used the IS Capabilities to see to it that sufficient resources 
was given to make the project to become realised. The management could also put a 
higher pressure on the developer to make the application ready on-time. AS did not fol-
lowed the model due to a new owner that had not become familiar with the company yet. 
When looking at the other companies they all seemed to have a view of IS/IT. All the 
CEOs in these organisations were making decisions according to the IS and IT capabili-
ties.   

5.4.2  IS/IT strategy influence on business strategy 

Ward and Griffiths (1996) (chapter 2.10) argue that IS/IT should be treated as all the 
other parts of the business. As Ward and Peppard (2002) describe in figure 2.8 (chapter 
2.10) how business strategy, IS strategy and IT strategy is connected with each other. This 
concept is not fully used by any of the companies that were interviewed. For a company 
to be able to use the model by Ward and Peppard (2002) (chapter 2.10) is more knowl-
edge about both the business and the IS/IT needed. When taking a closer look at the 
model and the box in the middle where IS strategy is located, the following question is 
asked in the model: “what is required?”. To be able to answer this question applicable 
knowledge is crucial. None of the companies had this knowledge in-house. The compa-
nies had external help, but they did not ask especially for what they needed, they re-
quested a solution directly with more or less their own specifications without supporting 
it with a well carried through investigation. Instead they jumped to the last step of Ward 
and Peppard (2002) (chapter 2.10) three boxes. In RM case for example (chapter 4.1) the 
choice of database system to the intranet hindered and delay the development. This delay 
could have been prevented by knowledge and planning.  TJ’s CEO is talking to be “right 
on time” (chapter 4.5); to be this, a well planned IS strategy is essential.  

The last box in Ward and Peppard’s (2002) (chapter 2.10) model is about the IT strategy. 
The companies in the empirical study are more aware of the need of planning their IT, 
than their IS. The investments in the IT is for example discussed and documented in TJ’s 
board meetings. TJ also has a close relationship with the developer of the booking sys-
tem, this gives them a good answer on the third question that Ward and Peppard (2002) 
(chapter 2.10) asks, about How it can be delivered. RH have a dialogue with their developer 
as well, this gives them an edge over competitors that lacks these knowledge about IT. It 
is however important to point out that each of these boxes is equivalent in importance, 
i.e. you need a business strategy to bring up a IS strategy and a IS strategy for an IT strat-
egy. The overall picture is that companies are taking the business strategy into considera-
tion, but going directly to the last step of Ward and Peppard (2002) (chapter 2.10) model 
(figure 2.8). The last one concerning IT strategy has all taken into consideration, explicit 
or implicit. By missing the IS strategy step, they also fail to ask what is required to obtain 
the needed IT tools for fulfilling the business strategy.  
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6  Discussion and conclusion 

In this chapter we write some advices to companies taken from important parts in literature. We also con-
sider the critical aspects we can draw from our theory, interviews with small service enterprises and our 
analysis. We use the words validity, reliability, objectivity and generalisation. We also make suggestions 
for further research about IS/IT and write about our experiences from this work. In the conclusions our 
aim is to describe how IS/IT strategy influences and improves business strategy in small Swedish service 
enterprises and how it is applied. 

6.1  Advices 

The advices below are taken from the literature that we have studied. We used our em-
pirical findings when we wrote the advices and we found them most appropriate for the 
small service enterprises that we studied. Due to the lack that we have found in our em-
pirical finding we argue that these advices are appropriate.  

6.1.1  Prerequisites   

- From the beginning it is important to have a consistent business plan with infor-
mation such as: vision statement, mission statement, goals, business strategy and 
action items (for information about these points read chapter 2.2). The plan is 
important because it sets the culture of the enterprise and its external reputation. 

- The second advice is to state an explicit business strategy with a competitive ap-
proach such as five forces framework. It is also essential to consider which type 
of strategy it should possess such as overall cost leadership (wide customer base), 
differentiation (wide product base), focus, adjacent and scatter (more about this in 
chapter 2.3.3). 

 

6.2 Critical reflections and the study’s limitations 

We have found it interesting to meet different small enterprises within the service sector. 
Before we wrote this thesis we had through jobs and books some experiences from large 
enterprises but we did not know much about small service companies. We think that this 
factor has encourage us do our thesis as good and explainable as possible. We have 
through the whole work been interesting in the subject. Because most of the studied 
companies did not have business plans, business strategies or IS/IT-strategies is our em-
pirical data not so extensive. The lack of plans and strategies made it difficult to write 
more detailed facts about our subject and to ask several further questions to our respon-
dents.  

The reasons for the absence of the business plans, business strategies and IS/IT-strategies 
could be explained by the different companies size, their branch of trade and their differ-
ent priorities. Before we started with our collection of empirical data, we have got the im-
pressions from the literature that small enterprises as well as larger had strategies and 
plans. The reason for the lack can we only speculate about, but as Andersson says (Chap-
ter 4.6.3)  

“I rather call ten potential customers that hopefully can generate sales than working with strategic issues.”   
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These kinds of statements give us the felling that the result is the most important for the 
company. Many of the companies do not see strategies and plans as a tool for the enter-
prise to attain a higher profit and a way to obtain growth within the venture. 

A reason for a company to have business plans, business strategy and IS/IT strategy is 
that it tells were the company is heading. The founder, owner and CEO of FC give us a 
reason for even small service enterprises to use business plans and strategies as well as 
IS/IT-strategies. Axelsson says (Chapter 4.2.3) that he keeps all of his strategies and plans 
in his head. This can be fateful for a company if something unforeseen happens to this 
person. If an accident or a prolonged sickness happens has the company no guidelines or 
documentation available. 

We do not know if the lack of business plans, business strategies and IS/IT-strategies is 
due to that these companies are small service enterprises. This can be interesting for fur-
ther studies, more about this in chapter 6.4. 

6.2.1  Validity 

We were sure of what the respondent said and controlled it through a MP3 –player. We 
also took into notice the situation of what a company was. This is what Silverman (2000) 
also mean that this important to be aware of. Delimitation in the thesis is that we only in-
terviewed only one person from the different companies. Another thing is that we re-
corded the interviews and this could have limited the respondents’ answers on different 
questions. We found however that this did not happen. The respondents were a little re-
tiring from the beginning but as longer as the interview continued they become more and 
more open. We have also narrowed our research to only small service enterprises and 
then get more specific results. The validity can be damaged because that the companies 
did not have business plans, strategy or IS/IT strategy. This has made our empirical data 
quit thin. 

6.2.2  Reliability 

We have tried to keep a high reliability in our thesis, but as we have had semi-structured 
interviews and depending on the answers from the respondents asked different attendant 
questions to the different respondents. This might have lowered our reliability, because 
the attendant questions might be different depending partly as they are formulated by the 
interviewer on the spot. Some themes might have not been brought up, this is because 
the respondents already had answered the theme, and this is because we used a free inter-
view on the interview.  

6.2.3  Objectivity 

The word objectivity has several different explanations one is; to be able to differs from 
facts and judgements as to be neutral (Lundahl & Skärvad, 1999). The same authors argue 
that is it to be able to reproduce data correct and not leave out important factors or angle 
the conclusions and results. As a Silverman (2000) state is objectivity the final aim for 
study’s regarding social sciences. 

When we conducted our interviews we tried to have an objective approach towards the 
respondents. Hopefully we accomplished this but presumably we could have some sub-
jective acts slip into our work. We have the knowledge about this have handled it in a 
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good way.  Because none of us knew any of the respondents before it has prevented sub-
jective actions.   

6.2.4  Generalisation 

According to Lundahl and Skärvad (1999) does it exist two different kinds of generaliza-
tions, statistic and analytical. The statistic is used in quantitative investigations and makes 
the generalisations for a population. The analytical generalisation on the other hand could 
be used when a qualitative investigation is done (Lundahl & Skärvad, 1999). According to 
Silveman (2000) are some researches arguing that qualitative research is purely descriptive. 
However many researchers argues that the result that are produced from qualitative re-
search are able to be generalised in some ways.  

In our study we interviewed six respondents in small service enterprises. By choosing the 
respondents in the same area and organisations with a similar size, we cannot generalise 
the result and conclusions to a large degree.  

The thesis can be used by more companies similar to them that we have interviewed can 
take part of the findings that is made in the thesis. 

6.3  Conclusions 

6.3.1  Answers 

The following three research questions are stated in chapter 1.3. The two first questions 
are related to figure 2.8: 

1. How does IS/IT strategy influence business strategy within small service enterprises in Sweden and 
which factors can improve the IS/IT strategy’s impact on business strategy in small Swedish service enter-
prises? 

The explicit IS/IT strategy in the studied companies is nearly non-existent, TJ had some 
written in protocols from board meetings. The implicit strategy seems to have a very 
small influence on the business strategy. The awareness of how IS/IT could help the 
main business and the business strategy seems to be at a low level at small Swedish ser-
vice enterprises. To make the decisions-makers more ready to use IS/IT-strategies, in-
formation and examples about how IS/IT can help the business to prosper and that 
IS/IT is not a goal within itself, but an aid to support and help the company to achieve 
the main goals may be a way to make IS/IT strategy more used in small Swedish service 
enterprises.  

We did not find any proof for that the relationship between business-, IS- and IT strategy 
is applied in small Swedish service enterprises. This relationship is discussed by Ward and 
Peppard (2002) and illustrated in figure 2.8. According to Ward and Peppard (2002) must 
there be a relationship between the different types of strategies in a company (chapter 
5.4.2).  

2. What are the characteristics for IS/IT- and business strategy in small Swedish service enterprises?         

The characteristics are that the enterprises use more implicit business and IS/IT strate-
gies. We have found that there is a lack of interest in these issues (chapter 5.4) and the 
majority is missing explicit strategies. Ward and Peppard (2002) argue in figure 2.8 that 
IS/IT strategy should fulfil the enterprise’s business strategy but these characteristic does 
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not exists in our study. Reasons for this are that the enterprises are more interested in 
sales and day-to-day issues. They consider that strategic work is time consuming and does 
not give adequate return on investment (chapter 4).   

3. How is IS/IT strategy applied in small Swedish service enterprises? 

We found out during our empirical study that the different companies had a very differ-
ent view on IS/IT strategy. Both RH and TJ seemed to have a good overview, a sort of 
the one like Ward and Peppard (2002) (chapter 2.8.1) (chapter 5.3.1) say would help deci-
sion-makers to get a good view of opportunities and hinders. Our conclusion is that many 
CEOs, owners and others  responsible for the decision making in companies lack the in-
terest and understanding of the influence IS/IT can have on the businesses. 

6.4  Implications for future research 

For future research we can recommend to do studies about how the parts in the business 
plan can influence each other. Other deep studies within IS/IT strategy and Internet 
strategy should be interesting in the future.  One deeper research question could be: How 
does Internet strategy influence IS/IT strategy within small service enterprises? When we 
did our empirical work we noticed that most of the small service enterprises did not have 
an explicit strategy. According to this fact is an interesting research question: How can 
small service businesses survive without an explicit strategy? We have also identified that 
it could be a risk to not have an explicit strategy if something happens to the CEO or an-
other key person in the company. The question could be: What risk do companies take 
when they not have explicit strategies? Another topic that we found important was if the 
lack of business plan, business strategies and IS/IT-strategies are due to they are service 
and/or small companies. Our suggestions for questions are: “Does the size matter when 
it comes to explicit strategies?” and “Does the branch of trade matter when it comes to 
explicit strategies?” 

6.5  Concluding words 

We like to thank all the companies that have been interviewed for this thesis and we have 
got kind treatment from all the organisations. It has also been interesting to visit different 
enterprises and to notice differences between organisations and books. We want to ex-
press our gratitude to Ulf Larsson, Klas Gäre and Mats-Åke Hugosson for their advice 
and help. We hope that several persons should gain benefits from the thesis and make 
their strategic work easier. When we did our work we understood that there are large dif-
ferences between the literature and the reality. Due to the literature several of these enter-
prises should not exist, because of their lack of strategies.   
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Appendix 1 - Interview guide  

In the following guide we have written what was asked during our interviews with the six small service en-
terprises.  

Introduction 

We interview six small service enterprises in Jönköping. The questions are generally about 
IS/IT- and business strategy with emphasis on how IS/IT strategy can influence the busi-
ness strategy. The answers are administered anonymously and if you do want to have your 
name or/and the company name in the thesis we will arrange this.  

Our view of strategy is that it could be either implicit or explicit. The explicit is made 
through a planning process meanwhile the implicit is done through activities for the dif-
ferent divisions of the enterprise (Porter, 2004). Porter (2004) argues that it is important 
to have an explicit strategy to fulfill the enterprise goals. 

With IS/IT we mean programs and applications and the hardware and infrastructure they 
use.  

Questions 

Business part 

1.  How is your business plan designed and what is included in it?  

For example: 

- Vision 
- Business statement with the enterprise’s profile which includes its products, custom-

ers, segment and geographical market. 
- Goals 
- Strategy including key persons and the organisation 
- Network 
- Product/service including pricing 
- Customers, market and competitors (market research) 
- Budgets and liquidity and result forecasts 
- Time and activity plan 
 
2. Do you have a written business strategy? 

3. (Have you included the parts above in your business plan?)  

4. (In what way is your IS/IT strategy related to your business strategy? 

5. What determines what the enterprise should put more and less emphasis on? What 
are the company’s driving forces?  

6. How do you develop your business strategy? 

7. What is/are your core competence(s)? 

8. Which critical success factors (CFS) do the enterprise has? 

9. In what way do you differentiate from your customers? 

10. How does the enterprise achieve its goals? 
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11. What kind of competitors do your enterprise has, (large, medium or small sized 
companies) 

12. How do you think the enterprise’s market position has changed within the next five 
years? 

13. How has the whole company changed within the next five years? 

14. How often does the enterprise work with strategically questions? 

15. Do you ever bring up the strategically questions in connection with larger changes in 
the organisation and do you then refer to the stated strategy? 

IS/IT 

16. How does the company use IT today? For which purposes and tasks? 

17. Does the enterprise have a written IS/IT strategy? 

18. In what way do you use it in your enterprise? 

 i. In what way does your IS/IT strategy influence your business strategy? 

19. Do you have an Internet strategy? If no, have your enterprise thought about a special 
strategy for Internet? 

20. Have the company thought about competitors through internet? In what way? 

21. Do you think that other can threaten your market position through internet? 

22. How do you plan your IT-investments? 

23. What are the driving forces for improving your information system? 

24. In what way do you exchange information with suppliers and customers? For exam-
ple telephone, letters, fax and IS-system? 

Strategic questions 

25. Have your enterprise thought about the relation between IS/IT strategy and business 
strategy? 

26. What is your own understanding about IS/IT- and business strategy? 

27. How does your enterprise follow up the strategies? For example meetings or other 
gatherings? 

28. What are there for external factors and actors that influence your strategy? 

29. How often do the company reconsider its vision, mission statement and strategies? 

Extended questions 

30. What does your enterprise reflects on when state goals for the organisation? (time 
range, measurable ness) 

31. How do your goals influence your strategy? How often does the enterprise revision 
there goals? 

32. Is your enterprise member in a business chain? 
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Appendix 2 - Interview guide, Swedish version  

In the following guide we have written exactly in Swedish what was asked during our interviews with the 
six small service enterprises.  

Inledning 

Vi kommer att intervjua totalt fem olika små serviceföretag i Jönköping. Frågorna handlar 
allmänt om IS/IT- och affärsstrategi och hur IS/IT-strategi kan påverka affärsstrategi. 
Svaren behandlas anonymt och om ni anser att firmanamnet inte ska stå i uppsatsen så 
rättar vi oss efter detta. 

Med IS/IT menar vi program och applikationer samt hårdvaran och infrastrukturen den 
använder sig av.  

Frågor 

Affärsdel 

1. Hur ser er affärsplan ut, vad ingår i den?  

Exempelvis: 

- Vision 
- Affärsidé med företagets profil vilket omfattar dess produkt, kunder, segment och 

geografiska marknad. 
- Mål 
- Strategi inklusive nyckelpersoner och organisation 
- Nätverk 
- Produkt/tjänst inklusive prissättning 
- Kunder, marknad och konkurrenter (marknadsundersökning) 
- Budgetar samt likviditets- och resultatprognoser 
- Tid- och aktivitetsplan 

2. Har ni någon nedskriven affärsstrategi? 

3. (Har ni inkluderat dessa delar i er affärsplan?)  

4. (På vilket sätt är er IS/IT-strategi relaterad till er affärsstrategi?) 

5. Vad bestämmer vad som ska få mer betoning och vad som ska få mindre i 
er verksamhet, det vill säga vad är era drivande krafter? 

6. På vilket sätt utvecklar ni er affärsstrategi? 

7. Vad är er kärnkompetens? 

8. Vilka är era kritiska framgångsfaktorer (critical success factors)? 

9. Vad är det som skiljer er från era konkurrenter? 

10. På vilket sätt uppfyller ni era mål? 

11. Hur ser era konkurrenter ut (stora, medel, stora företag)?  

12. Hur har er marknadsposition förändrats om fem år? 

13. Hur har ert företag förändrats om fem år? 
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14. Hur ofta arbetar ni med strategifrågor? 

15. Tar ni upp strategifrågor vid större förändringar, hänvisar ni till den aktuel-
la strategin? 

IS/IT 

16. Hur används IS/IT idag? Exempelvis till vilka uppgifter?  

17. Har ni någon nedskriven IS/IT-strategi? 

18. På vilket sätt används IS/IT-strategin i ert företag?  

i. På vilket sett påverkar IS/IT-strategi er affärsstrategi? 

19. Har ni någon speciell Internetstrategi? Har ni funderat på strategi för In-
ternet? 

20. Har ni funderat kring vilka konkurrenter ni har vad det gäller Internet, runt 
IT. 

21. Tror du att andra kan ta er/hota marknadsposition med hjälp av Internet? 

22. Hur planerar ni vid era IT-investeringar? 

23. Vilka är de drivande orsakerna för förbättring av ert informationssystem? 

24. På vilket sätt utbyter ni information med era leverantörer och kunder? Ex-
empelvis, telefon, brev, fax, IS system? 

Strategifrågor 

25. Har ni funderat över relationen mellan IS/IT-strategi och affärsstrategi? 

26. Vad är er begreppsuppfattning kring IS/IT-strategi och affärsstrategi? 

27. Hur följer ni upp er strategi? Exempelvis möten, samlingar? 

28. Vad finns det för utomstående faktorer och aktörer som påverkar er strate-
gi? 

29. Hur ofta ser ni över visionen, affärsidén och era strategier?  

Övriga frågor 

30. Vad tänker ni på när ni sätter upp mål för organisationen? (tidsram, mät-
barhet) 

31. Påverkar målen er strategi? I så fall hur påverkar de? Och hur ofta omarbe-
tar ni dem? 

32. Är ni med i någon affärskedja och på vilket sätt påverkar den strategin? 

 


