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Abstract 
When companies want to grow and gain market shares in a competitive industry 
it is important to find out more about their potential market opportunities. This is 
often done by first conducting a market research. The tobacco industry is a very 
tricky environment to operate in and that is in terms of the health aspects and the 
superstition within the industry. In fact, the tobacco industry companies are mov-
ing towards more flexible production with smaller batches and need efficient 
handling equipment for this. And at your hand, you have a company that is 
manufacturing just this particular equipment, isn’t that perfect? 

The purpose of this thesis is to do a market research for a company, in this thesis 
referred to as Bintech, and to examine the market for their product in the to-
bacco industry.  

The research was conducted both quantitative and qualitative. The quantitative 
part consists of a numerous telephone calls all over Europe to every cigarette 
manufacturer that were to find. Out of 240 calls there were 80 relevant. The 
qualitative part consists of four in-depth discussion interviews with people in-
volved in the tobacco industry. 

There is a hard competition in the tobacco industry that is forcing the tobacco 
companies to make changes in their production lines. Bintech is a company that 
has the facilities to manage customer communication in terms of developing new 
products after customer demand. The product in the tobacco industry the bin is 
in the material plywood and that have seemed to be a good choice. The sales 
strategy that suit the bin the best is the differentiation focus were Bintech should 
try to be unique for their customers and they are on their way.  

Even though the Bintech bins are at the higher price level, the users for sure will 
earn more money on having these bins than any others.  
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Sammanfattning 
När företag vill växa och vinna marknadsandelar i en konkurrensutsatt bransch är 
det viktigt att undersöka mer om de potentiella marknadsmöjligheterna. Detta 
görs ofta genom marknadsundersökningar. Tobaksbranschen är en väldigt svår 
miljö att arbeta i därför att det finns mycket hälsoaspekter att ta hänsyn till och 
även en misstänksamhet ibland de inblandade parterna. Företagen i 
tobaksbranschen går emot en mer flexibel produktion med mindre satsstorlekar 
och behöver effektiv utrustning för detta. För handen har du ett företag som 
producerar just precis den här utrustningen, är det inte perfekt?  

Syftet för den här uppsatsen är att göra en marknadsundersökning för ett företag, 
som i uppsatsen kommer refereras till Bintech, och att utvärdera marknaden för 
deras produkt i tobaksbranschen.  

Undersökningen är utförd både kvantitativt och kvalitativt. Den kvantitativa delen 
består utav telefonsamtal runtom i Europa till cigarettillverkare som gick att finna. 
Utav 240 samtal återstod 80 relevanta. Den kvalitativa delen består utav fyra 
djupintervjuer med folk som är inblandade i tobaksbranschen.  

Det råder en hård konkurrens i tobaksbranschen och den tvingar tobaksföretagen 
till att göra förändringar i produktionen. Bintech är ett företag som har faciliteten 
att kunna hantera kommunikationen med sina kunder och att utveckla nya 
produkter efter kundernas önskemål. Produkten i tobaksbranschen ” bin”-en är 
gjord utav plywood och det har visat sig vara ett bra val. Säljstrategin som passar 
produkten bäst är ”differentiation focus” där Bintech ska försöka att vara unika 
för sina kunder och de är på väg.  

Även att Bintechs ” bin” tillhör en lite högre prisnivå så kommer nog förmodligen 
användarna av den att tjäna mer pengar på den än på andra.  
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1 Introduction 
In this chapter the reader will get to know the subject for the thesis. The back-
ground section contains the base of how the interest of the subject was discovered. 
In the problem discussion the reader is able to follow the discussion and argument 
to come up with the chosen problem and purpose. 

1.1 Background 
In order for companies to grow and gain market shares in a competitive industry, 
they need to find out more about their potential market opportunities (Wahlbin & 
Lekvall 2001). This is a very important issue when it comes to the survival and 
further growth in the future. If the work is done in a right way it can contribute 
to secure profit in the long term (Callingham, 2004).  

There are different ways to investigate and get to know the market. One very 
frequent used technique is to map the market and do a market research and 
thereafter study and evaluate the opportunities.  

In recent years, the Japanese-style trend in producing companies has become 
more and more common. This style is about to produce products with smaller 
batches and focusing on the total flow of products in the production chain rather 
than the cost of each product. When this is done the outcome often results in re-
duced costs due to less tied up capital in production and decreased lead-times 
and wastes (Shmanske, 2003). 

The tobacco industry companies are as almost every other companies moving 
towards more flexible production with smaller batches. In order to manage the 
production process with smaller batches they will need some efficient equipment 
(personal communication with a journalist at the Tobacco Reporter, 2006-05-05). 
If there is a company that is manufacturing this equipment, there is beyond 
doubt an opportunity to investigate further. Here are some potential market op-
portunities in the tobacco industry for Bintech. They can maybe grow within the 
business. This is how the interest was discovered and also the willingness to ex-
amine and outline the opportunities for Bintech.  

1.2 Problem discussion 
In the tobacco industry there are, as in almost all manufacturing industries, cost 
and price pressures. Especially when it comes to tobacco products such as ciga-
rettes there are taxes that are contributing to the very high prices on the prod-
ucts. This is however, something that the companies have to accept if they want 
to be in the industry and produce and sell cigarettes. What they can do is to look 
deeper into the production process and try to apply the production philosophy 
that is according to Shmanske’s (2003) is called the Japanese-style. This style con-
tains a more flexible production in terms of brands and blends but also smaller 
batches in production which lead to less tied up capital for the cigarette manu-
factures. In this way the tobacco companies can decrease the costs and ease 
pressure on the prices a bit in order to survive in the future. As many companies 
before, the tobacco industry companies now move towards lean production and 
Just In Time (JIT) thinking. When looking at the automotive industry they already 
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have come far in this process as Drickhamer (2006, p.7) quote Robert Hall in the 
article; The Quest for Zero Inventories: 

"If you're not somewhat lean as an auto company or supplier today, you're proba-
bly not in the business," he says. 'You may not be great but you better not have a 
lot of excess stuff." 

In this article Drickhamer (2006) also speaks about the importance of taking this 
lean – philosophy one step further. Not only creating a good product flow in the 
production plants, but rather moving ahead to train and educate the personnel so 
that they fully understand the concept of lean manufacturing. Another researcher, 
Thilmany (2005) also means that companies have to define their core value in 
terms of the core products. These core products should be the ones that suit the 
customer’s need the best. This is of course to be able to earn as much money as 
possible on the products.  

The philosophy of Just-In-Time (JIT) stands for delivering just as much goods as 
required within a specific time frame and to be able to deliver them exactly on 
time. Shmanske (2003) talks about the importance of minimizing the lot and 
batch sizes and he is also presenting some calculation models on how to calcu-
late the right size on batches. Furthermore, as a follower to reducing the sizes on 
batches comes increased frequency in delivery and of course less tied up capital 
in the production processes. Shmanske (2003) also points out the importance of 
reducing buffer stocks due to the more frequent delivering of goods. Another 
thing is how reduced lot and buffer- stock sizes work in tandem to increase 
profit.   

In order to do these changes in the production the tobacco industry companies 
need to have some equipment to be able to handle these smaller batches. Bin-
tech already has been able to sell some equipment to a few cigarette manufac-
turers and that have seemed to work out very well. This equipment is a kind of a 
plywood box, also called bin that the tobacco companies store the worked up 
tobacco in. These bins are one of the keys for the tobacco companies to be able 
to produce in small batches. Because they carry the batches from the stage were 
they cut the tobacco to the stage were they actually make cigarettes. By this, it 
clearly is a demand for these bins. The problem, however, will be to merge these 
two (Bintech’s product and the need of the tobacco companies) and create a win 
– win situation through a market research.  

1.3  Purpose 
The purpose of this thesis is to do a market research and examine the market in 
the tobacco industry for Bintech. This is also combined with a strategy and prod-
uct analysis.  
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1.4 Disposition of the thesis 
The disposition figure below illustrates the connection between the different pats 
in the thesis. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Disposition (own made).  

1. Introduction 
The reader will be familiar with the
subject and the base of how the
interest of the subject was discov-
ered. Also the problem and pur-

i d ib d
2. Theoretical frame 
In order to fulfil the purpose, relevant theo-
ries for the thesis are presented. These theo-
ries are working as tools and contribute to 
make some deeper analysis and conclusions.

3. Method 
The method for the thesis is described.
This method will provide the study with
empirical data. It also contributes to
make it possible to compare the col-
lected data with the theoretical frame.  

4. Empirical findings / Analysis 
Empirical findings are presented. 
These findings are analysed with help 
from the theoretical frame. 

5. Conclusion 
A conclusion will be presented grounded on
the empirical findings, the analysis and the
theoretical frame. 
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2 Theoretical frame 
In this chapter there will be a presentation of relevant theories for this thesis. These 
theories are going to work as tools and contribute to make some deeper analysis 
and conclusions of the chosen subject.   

2.1 Introduction – Concept of A Business Strategy 
In order to get a coherent whole of chosen theories it is recommended to take 
figure 2 below from Aaker (1998) into account. Starting to view things at a high 
level from A Business Strategy point of view and then examine the three different 
core areas that underpin this particular strategy. These three areas or dimensions 
often include a large set of dimensions, and for this thesis they are as follows:  

A BUSINESS STRATEGYA BUSINESS STRATEGY

Produkt –Market 
Investment Decision

•Produkt-market scope
• Investment intencity
•Resourse allocation

Produkt –Market 
Investment Decision

•Produkt-market scope
• Investment intencity
•Resourse allocation

Functional Area 
Strategies

•Produkt
•Price

•Distribution

Basis of SCAs
•Assets/competencies

•Synergies

Basis of SCAs
•Assets/competencies

•Synergies

Figure 2. A Business strategy (Aaker, 1998). 

 

• Basis of SCAs 

The first area in the figure is the one with the basis of a sustainable competitive 
advantage (SCA). This area also involves the company’s assets, competences and 
synergies that a firm must use to sustain competitive. Assets could be the com-
pany brand name or the size of the company etc (Aaker, 1998). Competences 
could be the ability to in a right way make a strategic plan that influences of the 
marketing activities. The role of marketing in strategic planning can therefore be 
good to take into account. It would also be suitable to look at and examine the 
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overall company strategy at this area in order to make adjustments to maintain 
the sustainable competitive advantage.  

 

• Functional Area Strategies 

Second, the Functional Area Strategies are containing the things that companies 
actually are doing in terms of products or services. This means the strategies con-
cerning Product, Price, and Distribution etc. (Aaker, 1998). Here it would be ap-
propriate to look at, for instance, the product strategy in terms of the generic 
competitive strategies by Porter (1985). And also the product in relation to the 
market in Ansoff´s (1987) growth vector matrix.  

• Product-Market Investment Decisions 

The last area is the product-market investment decisions that are working as a 
guide to the product-market scope of the business strategy. It contains the in-
vestment intensity of the strategy and also the recourse allocation over multiple 
businesses (Aaker, 1998). This area is in many cases based on a market research. 
The market research process is described at the end of the chapter.  

2.2 The role of Marketing in strategic planning 
Strategies can be developed at different levels of the firm and they can have a 
range from overall company strategy to a strategy for a specific product. Market-
ing strategies should be logically consistent with the overall corporate strategy 
(Honeycutt, 2001). In most companies the overall company strategy is almost the 
same as the marketing strategy because they intertwine with each other.  

One very important factor within the concept of marketing is the company’s abil-
ity to satisfy the need of their customers and this factor should be the guide for 
the company’s mission and objective. There are more factors or variables that are 
important to consider when it comes to develop a strategic plan. Variables like 
for example market share, market development and market growth should be 
examined and outlined in order to get a proper and clear view of the reality. 

The ability to in a right way make a strategic plan that senses all marketing activi-
ties is a very difficult but important task for companies. It is important because it 
should stand for the long run survival (Wind, 1979). Sometimes the well worked 
plan is not suitable, that is when the environment changes faster than the com-
pany’s planning process cycle (Aaker, 1998). This leads to that some strategic de-
cisions must be done outside the planning cycle. In resent years the development 
of more responsive methods or systems of the planning cycle has increased.  

The need for real time information systems has occurred rather than the tradi-
tional planning cycles. This enhances flexibility and the skill of companies to 
make quick decisions whenever it is appropriate. Aaker (1998) suggests that 
companies should go one step further and be proactive in their planning in order 
to manage the environmental changes or maybe control them. But, some of the 
largest decisions in firms still should take some time to consider. This would be 
the larger investments or acquisitions.    
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Strategic planners must have support from the market activities to be able to 
identify and discover attractive market opportunities. In order to take advantages 
of these opportunities and assess the company’s potential it is crucial that plan-
ners are supplied with data from market researchers. And also as Kotler, Wong, 
Saunders, & Armstrong, (2005) puts it, it is important within business units to de-
sign strategies based on marketing to be able to reach the unit’s objectives.  

As Honeycutt (2001) confirms, marketing strategy has some certain characteristics 
and the first is that the marketing strategy should serve to coordinate the market-
ing activities of the company. Second, it should respond to the conditions in the 
market both current and future market conditions. Third, the marketing strategy 
should solve the customer’s problem. This includes the needs and wants of the 
specific customer in the market.  

Sometimes the strategic plans are seen as the outcome of a company’s different 
functional areas bargaining process (Anderson, 1982). Every area tries to move 
the company toward what they see as the intended company strategy for the 
long run survival. This fragmental process is not effective because of the fact that 
different areas often strive in different directions. 

According to Anderson (1982) the role of marketing in strategic planning could 
be summarised into three major activities. First, the corporate and divisions must 
in the long term identify the position that will satisfy their customers. This is in 
terms of satisfaction and support. The best position would be the one that would 
reflect marketing’s perception of what its customers needs and wants will be in 
the same time frame as the own company strategy reaches. Second, the strategy 
developments that will capture the preferred position which involves strive to 
gain competitive advantage over other companies with similar positioning strate-
gies. This process is often of incremental nature and reaches over a shorter time 
frame. Third, it is time for the marketing department to negotiate with top man-
agement and the other areas of the company that are affected of the strategies 
and try to come to an agreement. In order to succeed bringing the company 
closer to the actual market it is important that the marketing department takes an 
active role and promotes its strategic options. One way to do this is to bring up 
the survival value of a customer orientation to the negotiation colleges.    

The strategy of the company should circulate around the needs of the customers. 
Marketing research gives inputs for strategic planners by identifying attractive 
market opportunities. It is within these market opportunities the company should 
put their effort, to achieve the objectives to reach the market (Kotler et al., 2005).  

2.2.1 Company strategy  
Company strategy can be defined in a variety of ways and one of them is that 
strategy can be defined as a statement regarding what the company wants to be, 
and how it plans to get there. Another view is that strategy consists of a synchro-
nized sequence of actions (Honeycutt, 2001). A third point has Kotler et al. 
(2005) in the view on important customer groups and that the company strategy 
should rotate around them and serve and look after their needs. An organisations 
purpose can steer the strategy according to De Wit & Meyer (2005). They mean 
that the course of actions for achieving this purpose can actually be called strat-
egy.  
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With these definitions it is possible that there are two major distinctions, those 
who see strategy as an intended course of actions and those who see strategy as 
a realized course of actions. This means that intended strategy can be a pattern of 
decisions while realized strategy refers to a pattern of actions (De Wit & Meyer, 
2005).  

According to Mintzberg (1987) strategy can be defined as five P:s of strategy. 
Those are strategy as a plan, pattern, position, perspective and ploy. Strategy as a 
plan is described as conscious planning in advance. But what companies are 
planning for is unknown so plans have to be flexible. Strategy as a pattern is that 
you reconstruct in hindsight and learn for that in the future. Strategy as position 
is to place a specific product in a specific market. Strategy as a perspective the 
company asks themselves questions like who are we? And how do we do things? 
Strategy as a ploy is a way of outwitting competitors (Mintzberg, 1987). Strategic 
decisions should and must come from the company management and the theo-
ries are all suggesting different ways to steer the company in order to make bet-
ter results. One decision in order to make better results can be to do a market re-
search and grow with potential customers.  

2.2.2 Growth Strategies 
In a marketing strategy perspective it is very important to have the ability to look 
into the future and try to understand how the market condition or demand might 
change. Organizations should also consider what their competitors might react 
over in the market or are planning to do in the near future. According to Wright 
(2004), some of these problems can be solved through good planning but the 
main thing is to work on how organizations can gain and maintain their competi-
tive advantage and make it sustainable for the future.  

Wright (2004) also means that strategy is the combination of methods used by 
the company to obtain its long term corporate and marketing objects. This is in 
terms of efforts such as market research’s. Companies can use the well known 
Growth Vector Matrix model from Ansoff (1987) to outline and be clear of how 
to grow in the market. This model can also be good for determination of strategy 
and positioning within an industry. Wright (2004) has chosen to call the same 
model for “Ansoff´s strategic option matrix”. See figure 3.  
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Figure 3. Ansoff´s Growth Vector Matrix (Ansoff, 1987). 

 

The basic strategies in the Ansoff Growth Vector Matrix are as follows: 

1. Existing products in existing markets – market penetration 

In an existing market with existing products companies have experience, knowl-
edge and resources already in place. Ways to grow within this area can be to in-
crease product usage among customers in order to capture market share from 
competitors. Other activities are to increase advertising, promotion and price re-
ductions. This is a bit risky and the gained market share can be expensive. Be-
cause these actions can cost more than the income from the new market shares 
in the short term. The most preferred approach is to generate a more permanent 
share gain by creating a sustainable competitive advantage by trying to overcom-
ing and neutralise competitors’ advantage or at least enhance customer value 
(Aaker, 1998). This is difficult in the B2B market because of the limited amount 
of buyers and already existing loyalties and the fact that information almost is 
available for competitors immediately (Wright, 2004). In order to do a market 
penetration it is almost necessary to do a market research first. 

2. New products in existing markets – product development 

In the B2B market new innovations and product improvements will always be 
appreciated as long as they offer a product that will make business more effec-
tive and efficient driven (Wright, 2004). Product development for the existing 
market according to Aaker (1998) is divided into three different categories. First 
there is the Product Feature Addition and this means that the company chooses 
to add some extra items to the product. This could for example be for a car 
manufacturer to add a sunroof option that would improve the car’s penetration in 
its segment. Second there is the New-Generation Products. This is when the 
company is launching a more modern version of the old one. For example prod-
ucts with more advanced electronic devices. The third category is Totally New 
Products and not just development of old ones. This is the case when companies 
develop totally new products in order to fill up the gap in the product line. This 
is for sure an ongoing process as the development always will continue. 

3. Existing products in new markets – market development 

The third approach or strategy is to find new markets for existing products. It 
could be new customers or another geographical area. Here the sales people will 
have to search the world for new market opportunities. Companies always have 
to find new users for their products, and track customers need and find where 
their potential customers is located in the world (Wright, 2004). If companies do 
not find or expand to new markets or find customers that are not served or even 
underserved, they will eventually get out of business. Each of this strategies - 
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finding new users, tracking customers need and find new customers in new loca-
tions is according to Magrath (1995) powerful strategies for organizations growth. 

4. New products in new markets – diversification 

This strategy is the most risky because it involves developing both new products 
and new markets at the same time (Wright, 2004). According to Aaker (1998) di-
versification can be divided into two categories. These two are related- and unre-
lated diversification. Where as the related diversification is when the new busi-
ness area has meaningful commonalities with the core business. The meaningful 
commonalities have the possibility to generate economies of scale or synergies 
based on an exchange of assets or competences. Commonalities can involve 
sharing customers, sales force, brand name, R&D or Marketing and marketing re-
search. In contrast, the unrelated diversification lacks enough commonality in 
markets, production technology or R&D thrust in order to generate synergy. Here 
the objects mainly are financial in order to increase profit streams that are larger 
or less uncertain or more stable than they otherwise would be. It is worth to 
mention that it is not only one strategy that can be used to successfully grow 
within any business. This means that there is no single growth strategy that will 
work all the time in all conditions in a market (Magrath, 1995). 

2.3 The Generic Competitive Product Strategies 
Almost all firms act within a competitive environment and to obtain a competitive 
advantage they must determine their position in the industry. The generic com-
petitive strategies for this part of the thesis are concerning the product level. One 
way for companies to position the product in the market would be to use the 
generic competitive strategies by Porter (1985), see figure 4. He first starts to di-
vide the product strategies into differentiation and low cost. After this there is a 
focus stage on each strategy (Porter, 1985; Aaker, 1998). 
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Figure 4. Generic Competitive Strategies (Porter, 1985). 

 

2.3.1 Differentiation 
The differentiation strategy is in which the product offering is differentiated from 
the competitors in terms of the extra value added. Here the company must dis-
tinguish themselves from their competitors in some way. This could be in terms 
of better quality, prestige, performance or services. Firms should try to be unique 
in their industry or be perceived as unique by their customers. A successful dif-
ferentiation often results in increased customer loyalty which in turn makes price 
less critical to the consumer (Porter, 1985; Aaker, 1998). 

2.3.2 Low-Cost  
The low-cost strategy is about achieving sustainable cost advantage in some of 
the most important parts or elements in the products. This could for example be 
low-priced work force or very cheap raw material. Other things that contribute to 
the low-cost strategy can be that the large volume producers’ can grasp the ad-
vantages of synergy effects and in that way make the costs to go down. Also if a 
company have a large market share of the total market it is much easier to gain 
economies of scale. It is common that a low-cost producer develops a company 
culture that involves attacks on costs wherever they appear in the organisation. 
The low-cost strategy does not always result in a low customer price. Because 
the margins can be used to for example increase advertising and promotion or 
enhanced profit for the company (Aaker, 1998; Porter, 1985).  
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2.3.3 Focus 
When companies decide to focus either on the differentiation or the low-cost 
strategy they are narrowing their scope on what to focus. They could for exam-
ple focus on smaller customer groups within a specific business or segment. Or 
in the product spectra, they could focus on a restricted portion of the product 
line. Because when companies’ focusing it is hard to do a good job if the scope 
is too wide. It is this in-depth study of a specific group or product the firm has 
the ability to create competitive advantage. This is when they really go deep and 
spend time with analyzing and examine the specific group or product. This ana-
lyse should include the customers needs and wants and also the outcomes of 
marketing activities in order to get to know the customers the best (Aaker, 1998; 
Porter, 1985).  

2.4 Marketing Research Process 
The activity market research is the function that links the reality and the marketer 
in a company together. This is the actions that will facilitate and contribute to 
make the communications between the market and the company to run 
smoothly. As a manager in a company you can not always passively sit and wait 
for data about markets to arrive in a natural phase. In order to enhance the 
growth in different markets it is important to investigate eventual opportunities. 
This can be done in a variety of ways and models in terms of cheap or expensive 
and simple or complex.  

In order to strengthen the marketing research theory model and to demonstrate 
the similarities between different marketing research models there is a compari-
son between two models. It is one from Kotler et al. (2005) and one from Chur-
chill (1999).  

The four steps in the marketing research process are according to Kotler et al. 
(2005):  

1. Defining the problem and research objectives.  

2. Developing the research plan for collecting information. 

3. Implementing the research plan – collecting and analysing the data. 

4. Interpreting and reporting the findings. 

The chosen model for this thesis is the one from Kotler et al. (2005). However, as 
mentioned above, for comparison and strengthen reasons it is recommended to 
consider one model from another author. This is one at the same subject area 
and that is Churchill (1999) who in general has the same content in his six step 
model. According to Churchill (1999) the six steps are:  

1. Formulate problems. 

2. Determine research design. 

3. Design data collection method and forms. 

4. Design sample and collect data. 

5. Analyze and interpret the data. 
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6. Prepare the report. 

Marketing research is important when it comes to work out problems of any sort 
in a particular market area and get information that hopefully will improve deci-
sion-making.  

2.4.1 Defining the problem and research objectives 
The first step in the process is to define the problem and research objectives that 
should be a guide through the research. This step is often the hardest step in the 
marketing research process (Kotler et al., 2005). It is important that the researcher 
and the company manager are working closely together and agrees on the re-
search objectives. The problem should be thought through carefully and pre-
sented in a problem definition. There could be different perspectives on the 
stated problem. A good thing to do in the very beginning of the process is to 
conduct a few different people to read through the problem definition and let 
them have their say on the perspective etc. Each individual can contribute with 
thoughts that can help before the problem is finally specified (Proctor, 2003).  

2.4.2 Developing the research plan for collecting information 
Next step in the process is to develop the research plan for collecting informa-
tion. The research plan will explain the researcher’s objective, approach, sam-
pling plan, contact methods and instrument which will be used to gather the 
needed data and information. Research objectives should be transformed into 
specific information needs. The research approach could be collection of infor-
mation through observation, survey or experiment. Contact methods could be 
through mail, telephone, personal contact or internet. Sampling plan means de-
ciding sampling selection, sampling procedure and size of the sample (Kotler et 
al., 2005). 

2.4.3 Implementing the research plan, collecting and analyzing the 
data 

In this step the researcher puts the marketing research plan into action. This in-
volves collecting, processing and analyzing the information (Kotler et al., 2005). 
The work with collecting the data can be done by different actors, both people 
within a firm and people from the outside. People from outside the firm often 
work more efficient and know how to do the right things best and at a lower 
cost. But in order to have more control over researchers and also the quality of 
the collected data the research can be done by people from within the firm.  

The importance to communicate with potential customers can be applied to 
every organization that is trying to inform their potential customers about prod-
ucts and features. Because there are very few products and services, if any, that 
will ever sell themselves and future customers have to be informed why they 
should buy one product rather than another or to use one company rather than 
another (Wright, 2004). 

The stage of collecting data is in most cases a very expensive operation because 
it often take a lot of time and some errors might arise which make the research 
even more expensive. It is also important to monitor the implementation closely 
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and deal with problems in terms of respondents that would not answer or try to 
determine if they only are giving dishonest answers. Information that is important 
for the research should now be isolated and be kept in a way that it does not get 
lost for the future work. Then the statistical work follows in terms of calculating 
averages and making tables in order to present the data in a sufficient and cor-
rect way (Kotler et al., 2005).  

2.4.4 Interpreting and reporting the findings 
Before the researcher is able to report the findings to the assigner or the manager 
in charge of the market research it is important to try to interpret the findings in a 
right way. This should also be combined with some conclusions and suggestions 
for the managers to look deeper into. According to Kotler et al. (2005) the re-
searcher should not overwhelm the managers with numbers and fancy calcula-
tion techniques but rather simply present the findings that can be important and 
useful for decision making by the managers.  

The interpretation work should however not be done by the researchers alone. 
This is because they may be good at conduct a market research, but the manag-
ers are more familiar with their company and its specific problems and needs of 
decisions. Here the oral communication between researchers and managers can 
contribute to get the right understanding of the research and its problems and 
outcomes. But customers and businesses also communicate with other interests 
such as owners and other stakeholders and this is a continuous process with col-
lecting and providing information on both product and corporate levels.  

Communication is the key to deliver the information about the company as well 
as its product and services (Wright, 2004). In the business-to-business market 
there are hundreds of companies, advertising agencies and competitors that want 
to communicate and talk to the customers at the same time. A successful organi-
zation is one who makes sure that just their message is the one who is heard 
(Wright, 2004). 
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3 Method 
In this chapter there will be a presentation of the methodological framework and 
the chosen method for the thesis. Furthermore, there is a step by step explanation of 
the method.  

3.1 Quantitative and qualitative approach 
In all market research you are supposed to gather and analyze research data. 
This can either be done with a quantitative or a qualitative approach. There are 
pros and cons with both of the approaches.  

3.1.1 Quantitative 
The quantitative research has many positive applications. For example it is good 
at showing market sizes, segmentations of markets or structures. One disadvan-
tage, however, is that you deny the holistic nature of an individual or specific 
company (Callingham, 2004). 

When doing the analysis, it is often done by comparing the number of one group 
of respondents with another (Callingham, 2004). The most common way is that 
data is collected through questionnaires with given answer alternatives. The an-
swers can be quantified into defined, coded compartments. This would facilitate 
the collection, classification and analysis of the data. It would also allow the au-
thors to use a computer or use statistical techniques (Wright, 2004).  

A method like this assumes that the respondents can describe the situation or the 
reality in pre-set given answers and this puts strong limitations on the collected 
data. In this approach the same questions are given to all respondents (Jacobsen, 
2002). In the quantitative approach the conclusion that is carried out can not 
have much of a depth. But the researcher can process a larger amount of data 
and analyze it more effectively and efficiently compared to the qualitative ap-
proach and by this also generalize the results. In order to generalize the result, 
the sample has to be representative for the whole population (Jacobsen, 2002).  

According to Wright (2004) a quantitative approach is attractive because it allows 
the researcher to minimize bias and subjectivity with results presented in a de-
tached and objective statistical form. The word quantitative approach does not 
mean that it has a lack of quality. Instead it can in fact have quite a high level of 
quality and objectivity due to the high number of respondents.  

3.1.2 Qualitative 
Using the qualitative approach you can say that it is possible to be more flexible 
and in this approach the researcher interpret, observe and uses open questions. 
By a qualitative approach the researcher gain a higher level of understanding 
through interviews, observations, case studies and various data collection.  

But a qualitative approach will lack the objectivity that a quantitative research 
has, so therefore it is very important that the researcher put a lot of effort in the 
interpretation of the results (Wright, 2004). Through the qualitative research 
process it is possible to adapt and change the questions due to the reality that re-
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spondent is put through along the interview process. The received result is in 
words, interpretations and explanations of what is being studied (Jacobsen, 
2002).  

3.2 Choice of method 
The method in this thesis is a mix of both quantitative and qualitative interviews 
but the main part of the study is of quantitative nature which is complemented 
with some in-depth discussion interviews.  

3.2.1 Marketing research process 
The empirical study has been performed as a marketing research process with 
four steps according to Kotler et al. (2005) and they are: 

1. Defining the problem and research objectives. 
2. Developing the research plan for collecting information. 
3. Implementing the research plan, collecting and analyzing the data. 
4. Interpreting and reporting the findings. 
 
The reason for using the chosen method for the quantitative part is that it is pref-
erably to use a model that has been tested and proved to work properly. It was 
not possible to conduct face-to-face interviews with the respondents all around 
Europe. Therefore, the used facilities have been e-mail and mostly telephone.  
 
The problem defines what should be investigated and the research objective is 
how you can get the needed information. Ones you state the problem and the 
research objectives they become guidelines through the entire research process. 
After the problem is stated one should develop the research plan. Here the first 
step is to determine what information is needed. Research objectives are trans-
formed into specific information needs. Next step is to implement the research 
plan which involves collecting, processing and analyzing the information (Kotler 
et al., 2005).  

The first step was to define a problem and research objectives. In order to define 
opportunities in the market it was decided to conduct a market research. One of 
the objectives at this step was to try to map up companies within the tobacco in-
dustry all around Europe and how their current production look like in terms of 
primary and secondary production units.  

In order to develop a research plan and to collect information and contact the 
companies information like telephone number and e-mail addresses was to be 
found. Some of the most important sources were internet and tobacco industry 
magazines. Arrangements to use an internet telephone when phoning the com-
panies was organized.  

When implementing the research plan, it was basically to sit down and phone 
the companies and collect the data. In order to choose companies there were a 
priority list where Europe was first because of the convenience and no big differ-
ences in time zones. It turned out that it took a lot of time conducting this tele-
phone interviews so therefore it had to be enough with just Europe. The re-
sponse rate of approximately 30% or in numbers 24 respondents combined with 
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four in-depth discussion interviews with some people from the tobacco industry 
is what the thesis is built upon. 

In business-to-business markets it is not only hard to get a satisfied response rate 
but the people that were to contact was often also hard to reach directly. Many 
of the company representatives that were to be contacted tended to be senior 
managers and those are often shielding from interviewers by assistants or secre-
taries. Senior managers are also less accessible because they are often on busi-
ness travels or at least do not have that much free time available for interviewers 
(Proctor, 2003).  

3.2.2 Primary and secondary data 
There are two types of sources when collecting data. Primary data is data col-
lected at interviews and focus groups. When collecting primary data the re-
searcher is present when collecting the information. Secondary data is data col-
lected through other researchers, books, articles and internet. Here the researcher 
is not present when the information is collected or received. The information is 
from another individual (Zikmund, 2000). The type of data that this thesis is built 
upon is primary in that meaning that the author was present throughout the 
whole collecting process.  

3.3 Scientific approach 
A scientific research method to collect empirical data should fulfill two require-
ments. They are: 

1. The research should be valid and relevant. 

2. The research should be trustworthy and reliable (Jacobsen, 2002). 

3.3.1 Reliability and Validity  
When the outcome of the measurement is reproducible, the measurement is reli-
able (Zikmund, 2000). Reliability is the degree to which measures are free from 
error and the result can be trusted and be conducted with the same result time 
and time again. With the term validity it is meant that the ability of a measure de-
vice to measure what was intended to be measured (Zikmund, 2000). 

To make a distinction between the differences in reliability and validity it is pos-
sible to display it with an illustration of a rifle targets, see figure 5. 

 

 

 

 

 

 

 



Method 

 20 

 

 

 

 

 

 

 

 

 

 

Figure 5. Reliability and validity (own made).  

3.3.2 Trustworthiness 
There are a numerous of ways to say that something or someone is not trustwor-
thy. In this thesis it has mainly been two aspects of trustworthiness and they are 
mentioned below. 

Among other things, it is justified to highlight some very important things like the 
theory sources and the sources of the data collection in terms of the interviews, 
both the in-depth and the quantitative, to set the trustworthiness level for the 
thesis. If these things are not selected with concern the thesis will not be good in 
this part. In order to strengthen the reliability and validity of the thesis there has 
been both quantitative telephone interviews and four in-depth discussion inter-
views. First with Bintech’s Product Manager and the Business Development Man-
ager and a Project Engineer at the tobacco company Tobacco Producer A and 
also with a journalist from a world wide tobacco magazine, the Tobacco Re-
porter. 

There can be some problems when it comes to identify who you are and what 
your intentions are to others. When it comes to conduct a quantitative telephone 
interview it can be hard to prove that you are just a nice student gathering data 
for a bachelor thesis. It seems that it is much easer to believe that this nice stu-
dent is having plans of, for example start anti campaigns or use the information 
against the company. In the tobacco industry there is, in fact, a higher level of 
suspiciousness than in many other industries because of the doubtful ethical sub-
stance that tobacco is. Not all companies are willing to share information with 
someone they can not trust. 

3.4 Sampling procedure  
Market researchers can often find it difficult to study a whole population so 
therefore they have to take a sample of the population. A sample is a part of the 
population that is chosen to represent the tendencies or behavior of the whole 
population. According to Kotler et al. (2005) there are three steps in designing 

Low reliability High reliability Reliable but not valid



Method 

 21 

the sample. First, who will be surveyed which means what sampling piece the 
researcher should have. Second, what sample size or how many people there 
will be in the survey. In general a large sample will give more reliable results 
than a small would do. The third step is that a decision of sampling procedure 
must be taken and this means how the individuals should be chosen within the 
sample (Kotler et al., 2005).  

Different sampling methods or sampling procedures can be used. The two main 
types of sampling methods are probability sampling and non-probability sam-
pling. Probability sampling is also called random sampling, which are when the 
population that the sample is taken from has a known and non-zero chance of 
being selected.  

If you have a population of 10 000 companies and you want a sample of 100 of 
these chosen at random, then each company of that population have one chance 
in 100 of being selected in the sampling process. In probability sampling it is 
possible to estimate or determine the sampling error by mathematical terms. The 
other method is the non-probability sampling which is a stratified sampling pro-
cedure where the sample is chosen on a non-random basis from a certain group 
in the population for example age, gender, or lifestyle pattern. In the case of 
non-probability sampling it is not possible to state statistically true sampling error 
because the sample is not stringently chosen (Proctor, 2003).  

In this thesis the choice is to use a kind of non-probability sampling procedure 
were the sample is taken from an already existing list of telephone numbers pro-
vided by Bintech. And also one from the World tobacco directory (2004), a to-
bacco industry register of almost all cigarette manufactures in the world. To bet-
ter cover the area that was intended, two sources of phone numbers were used 
in the market research. 

3.4.1 Choice of information sources 
The choice of information sources was to be one of the services provided by the 
company itself. The fact that they already had some customers listed made it easy 
to contact them. Bintech wanted me to contact these customers again in order to 
check out any changes in their production of cigarettes. The next source of in-
formation was an industry register or in other words the World tobacco directory 
(2004) that contains almost all cigarette manufacturers in the world. The informa-
tion for the quantitative part came from these two sources. The qualitative part 
was to be grounded on interviews with people that have a great knowledge from 
the industry. They were, first a Project Engineer at the tobacco company Tobacco 
Producer A. Second, a Product Manager at Bintech. Third, a Business Develop-
ment Manager at Bintech and fourth, a journalist at the tobacco industry maga-
zine, Tobacco Reporter. These persons were chosen for the reason that they 
work within the industry and because of the fact that they have a great knowl-
edge in the field.  

3.4.2 Difficulties in conducting the research 
When conducting the market research there has been a poor company and re-
spondent’s rate on the telephone interviews. Some of the conducted people 
asked if they could have the questions by mail but not many have answered. 
Due to the fact that the tobacco industry is tricky in terms of health aspects as 
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consequences of smoking cigarettes, they are on their guard when it comes to 
share information from their business. This is to people they do not know or can 
identify. This contributes also to the low answering rate of respondents. From the 
240 phone calls made as many as 160 had to be taken away from the sample be-
cause they were either no longer in use or were sales offices etc (see chart 1. 
Relevance of conducted companies).  

 

Chart 1. Relevance of conducted companies. 

3.4.3 Companies that answered / not answered 
Out of the 80 relevant companies there was a responds rate at 30 % or in num-
bers 24. To generalize a bit (because there were some variations) it is possible to 
say that approximately 12 of these 24 wanted to answer all the questions that 
were asked. The other 12 only answered the first two questions and for the rest 
of the questions they said that they did not want to answer or did not have the 
authority - anyway there were a number of reasons they did not answer, see 
chart 2 Companies that answered / not answered.  

160 Companies / 67%

80 Companies / 33%

Not relevant
Relevant companies
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Chart 2. Companies that answered / not answered. 

 

The decline of companies can be categorized into two main categories. These 
categories are depending on the reasons they have to not answer. Firstly the 
company representative can- or has not the authority to answer the questions 
and secondly the representative is only able to answer some of the questions and 
not the rest. 

3.4.4 Interviews 
Most of the interviews were conducted through telephone and e-mail. These in-
terviews were conducted in order to determine the tobacco companies need for 
Bintech’s bin. Interviewing operations takes a lot of time. The time that this re-
search was consuming was in total approximately 40 hours. Where as each inter-
view was lasting only one or two minutes. The time in between was spent on 
searching for other telephone numbers in the lists. Also some time was spent on 
the wrong numbers. According to Jacobsen (2002) it is important in the begin-
ning of the study to determine what to research. In line with this the question-
naire was prepared in advance and a structure was made to ask the same ques-
tions to all of the companies (see appendix B & C). The questionnaires was pre-
viewed and throughout discussed with the contact person at Bintech.  

As a complement to the quantitative study there have also been some in-depth 
discussion interviews both personal and through telephone with people from the 
tobacco industry. In-depth discussions and interviews are preferable when the 
personal opinion of a certain subject is desirable (Jacobsen, 2002). These inter-
views were done in order to strengthen the assumed trend in the tobacco indus-
try. This is a trend to produce with smaller batches depending on the competi-
tion and price pressures. The two face to face interviews with the Product Man-
ager and the Business Development Manager at Bintech was conducted at their 
office in Sweden. The time for them was approximately one and a half our. 
Questions were asked with a discussion form with questions which was devel-
oped in advance (see appendix D).  

56 Companies / 70%

24 Companies / 30%

Not answered 

Answered 
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These in-depth questions were also sent by e-mail to a Project Engineer at the 
tobacco company Tobacco Producer A. This mail had to be sent through Bintech 
in order to be trustworthy enough for the respondent.  

The fourth in-depth discussion interview was mad by phone with a journalist at a 
tobacco industry magazine, the Tobacco Reporter. This journalist has the latest 
news when it comes to the tobacco industry and it was important to also get this 
view. The interview lasted approximately twenty minutes and there were a very 
fruitful discussion about the largest as well as the smallest tobacco companies 
etc.  

After having some problems with the data collection in terms of not being trust-
worthy towards the tobacco companies a level of questions was finally set that at 
least a few of the respondents were willing to answer. The most frequent an-
swered question was one of the first on the list namely; if the production units 
they had was primary or secondary or both. It turned out that if something was 
going to be measured at all, it was just this.  

However, after conducting the initiator, the Business Development Manager at 
Bintech and having received a clear sign from him that this information about if 
they were primary or secondary or both should be good enough for Bintech to 
do a follow up contact on, the research proceeded. The fact that there was a de-
termination of not many, but some companies with the facilities of having both 
primary and secondary production units is somehow not worthless. Because it is 
just in this part in the production process of cigarettes Bintech’s bins are suitable. 
In order to do changes towards more flexible and effective production the to-
bacco industry companies need to have some equipment to be able to handle 
smaller batches. Therefore, it was justified to formulate a discussion form with 
questions that determined the current situation in the production units at tobacco 
companies that are producing cigarettes (see appendix D).  

3.5 Data analysis  
In order to be able to analyse the tobacco industry in a descriptive way the em-
pirical findings are integrated with the analysis for the first part of the chapter. 
This first part of the analysis is based on the data gathered during the in- depth 
discussion interviews. Here the material is grouped into teams and analysed with 
different aspects taken into account such as health, resources, growth etc. These 
aspects are then compared with the time aspects which are the past, present and 
the future (Jacobsen, 2002). Moving further with the cigarette segment and de-
scribing the manufacturers’ production process of cigarettes. The flexibility of 
production processes turned up during the in- depth discussion interviews to be 
very important to consider and this is described. Hereafter is the Bintech product 
in the tobacco industry explained and analysed. Then follows the quantitative re-
search in the tobacco industry or more specific the cigarette manufacturers lo-
cated in Europe. They are as Jacobsen (2002) states, presented in charts in order 
to easy get an overview over the numbers and also to logically get an under-
standing for how their production of cigarettes is like. The presentation/analysis 
of the companies is grouped as follows: 

1. Existing and potential customers.  

2. Silos in production. 
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3. Bins in production.  

4. Amount of produced cigarettes per year. 

5. Amount of brands. 

6. Amount of blends.  

After this presentation/analysis some implications follows of different material in 
bins and advantages and disadvantages are discussed. The last part of the empiri-
cal/analysis chapter is more focused on the theories for the thesis and empirical 
data from both the quantitative and the qualitative research is taken into account 
when analysing. 
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4 Empirical findings / Analysis  
In this chapter there will be a presentation of the empirical findings combined 
with an analysis, both the quantitative and qualitative parts, starting with the to-
bacco industry as such, and then moving into the companies that operates within 
it. Hereafter there will be some more analysis with theories as tools.  

4.1 The Tobacco Industry 
In the tobacco industry it is, more than in any other industry very difficult to op-
erate as an actor. There are different things that are contributing to this. The main 
thing is the fact that tobacco is considered to be a substance that is hurting peo-
ple in many ways. One thing that is contributing to exposing cigarettes to people 
is the liberalisation of barriers in the trade over borders in terms of decreased 
customs and also free gifts in terms of cigarettes (Taylor, Chaloupka, Guindon, 
Corbett, 2000). Further this will lead to a grater competition with lower prices 
and increased advertising and promotion in tobacco product markets (Taylor et 
al, 2000). This goes for the whole world. Globalisation of marketing and research 
of tobacco products and is affecting the human health worldwide (Yach & Bet-
tcher, 2000).  

“What researchers knew back then about cigarettes, they know 
today about snus.” - Business Development Manager, Bintech 
(2006-04-28). 

In the historical view of the health aspect there was a severe lack of knowledge 
about what tobacco was doing with people’s health. At present time the knowl-
edge has increased a lot due to all the research that has been done on the sub-
ject. However, the research on negative effects on the smokeless tobacco such as 
snuff (snus in Swedish) has not been developed as much as on the smoke to-
bacco. The amount of information that researchers had back then (read 20 years) 
about smoke tobacco, they have today about smokeless tobacco. Anyway, re-
search have led to that people are more and more aware about the harmful af-
fects of tobacco. There are also increases in law suits and the companies have to 
put up a lot of money which are contributing to the decrease in profitability. This 
leads to a price pressure which in turn leads to the fact that the companies must 
be more effective in their production. When looking into the future of the health 
aspects there is some improvements to be predicted according to the respon-
dents. Some of them could be cigarettes without nicotine or cigarettes with better 
filters.  

“In the future there will be cigarettes with more developed and ef-
fective filters and even cigarettes without any nicotine.” - Busi-
ness Development Manager, Bintech (2006-04-28). 

Regarding the profitability in a historical perspective, it was very good. At present 
time as mentioned above due to the law suits the profitability is not so good in 
the tobacco industry. There is also greater competition among the existing com-
panies in the industry and that is contributing to the lower profit. For the future it 
is predicted that even though the effectiveness in production will increase the 
profitability will go down. This is depending on the fact that the total sales is ex-
pected to slightly go down. 
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“The market is in some areas growing and in some areas declin-
ing” – journalist, Tobacco Reporter (2006-05-05).  

To verify that the market is not changing rapidly it is recommended to look at ta-
ble 1 that shows no big differences in volume of sold cigarettes the years 1999 - 
2003. According to estimated world output in the tobacco industry magazine 
Maxwell Tobacco Fact Book 2004 is the sales in the European Union (EU) stabile 
and has not changed much in resent years. The table (1) shows that there is a 
slightly drop at 0,5 per cent in year 2003 compared to 2002.  

After the conducted research it is possible to calculate how many of the whole 
output in the EU that the research covers. According to table 1 there is an output 
about approximately somewhere around 740 millions cigarettes. When summaris-
ing the research, it came up with approximately 250 millions. This is almost 34% 
of the total output. This tells us that there is much more to investigate.  

Estimated world output by major producer, 1999-2003 (Million Pieces) 
Cigarettes 

 1999 2000 2001 2002 2003 % change 2002-03
European Union:             
Belgium-Luxembourg 15,300 13,800 14,300 14,800 14,800 0,00%
Denmark 12,700 12,700 12,700 12,700 12,700 0,00%
France 42,406 38,242 37,730 39,400 38,000 -3,55%
Germany 204,831 206,770 213,793 212,500 211,000 -0,71%
Greece 36,350 36,300 36,300 36,350 36,320 -0,08%
Ireland 7,900 7,900 7,900 7,900 7,900 0,00%
Italy 45,065 44,218 44,726 37,989 42,000 10,56%
Netherlands 119,983 123,071 120,425 126,292 126,500 0,16%
Portugal 17,101 20,443 21,300 21,300 21,300 0,00%
Spain 73,163 71,556 62,254 62,752 60,500 -3,59%
United Kingdom 155,000 126,105 126,141 133,014 130,000 -2,27%
Austria 24,408 25,638 27,644 27,644 27,644 0,00%
Sweden 5,700 5,700 5,700 5,700 5,700 0,00%
Finland 4,000 4,000 4,000 4,000 4,000 0,00%
              
Total EU: 763,907 736,443 734,913 742,341 738,364 -0,54%

Table 1. Estimated world output by major producer, adopted from Maxwell Tobacco Fact book 
(2004). 

The possibilities for the tobacco industry in terms of growth is not according to 
the respondents very good. The industry is under a great pressure were the 
health for the people is the biggest challenge to cope with. However, depending 
on the fact that tobacco is an addict drug and for that reason makes people buy-
ing it at a continuing scheme, are doing so that the companies has a stabile 
source of income. This source of income was larger in the past. In order to have 
possibilities to survive at present time and in the future the tobacco companies 
has to focus on development of their production processes. 

“The threats back then was maybe bad harvests.” - Business De-
velopment Manager, Bintech (2006-04-28). 

The threats in the tobacco industry in the past were not many. There were 
maybe difficulties in the cultivations of the tobacco plants with bad harvests. The 
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threats at present time would be the bad reputation that the tobacco industry has. 
This bad reputation can be depending on the fact that the tobacco industry com-
panies are actually earning money on getting people addictive to tobacco. There 
has also been some mismanage with nicotine levels in cigarettes and unfair spon-
sor commercials when reading articles regarding the tobacco industry. One threat 
for just cigarettes in the future would be the smokeless tobacco that is the chew-
ing tobacco and the snuff.   

The structure of the tobacco industry companies in the past was mainly smaller 
family owned firms. They all produced their own brands and blends and there 
were a lot of them. Today there are not so many small actors, and most of them 
that are left are in some way connected to bigger giants such as Philip Morris or 
British American Tobacco. These giants are producing cigarettes in very large fac-
tories with very rational handling.  

“The big ones live well on their big brands they have” – journalist, 
Tobacco Reporter (2006-05-05).  

The number of produced brands and blends are nowadays not so many. In the 
future there will be even less amount of actors and bigger factories with more ef-
fective production and maybe less amount of brands. The amount of blends can 
though increase depending on flexibility and competition reasons. 

Regarding resources in terms of raw material there are no obstacles in present 
time due to that the industry is pretty old and stabile. This means that the com-
panies know their customer demand pretty well and can for that reason estimate 
and calculate the supply of tobacco leaves in a good manner. The resource man-
ual working force is not a problem either, because the locations of the tobacco 
fields often are sited in places with lots of cheap and available workers.  

When it comes to taxes on tobacco products it can be resembled as a steady ris-
ing linear curve. This means that in the history of tobacco products there were 
not high taxes. At present time the taxes are pretty high and in the future they 
are predicted to be even higher according to the respondents. 

The alternatives to smoke tobacco are as mentioned above the smoke less to-
bacco. In more detail the alternative to cigarettes are mainly chewing tobacco 
and in recent years snuff (snus). In the historical perspective the chewing to-
bacco were used in North America and in parts of Asia, whereas the snuff only 
were used in the Nordic countries mainly Sweden. The chewing tobacco market 
is pretty stabile at present time and is supposed to be so in the future. At present 
time the snuff market is growing in the Northern America mostly and also in 
other parts of the world.  

“I was visiting a factory that just started to produce cherry ciga-
rettes and the whole factory smelled like cherry” - Business De-
velopment Manager, Bintech (2006-04-28). 

The future perspective is that the sales of snuff will increase and the product 
spectra will be larger in terms of different tastes and blends. This is in order to 
catch the right target group of customers. 
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4.1.1 Cigarette manufacturers 
The market area for this thesis is the tobacco industry and more specific handling 
equipment in production of cigarettes. According to all four in-depth interview-
ees of this study is the industry stirring towards more flexible production when it 
comes to switching blends and brands in their production. As a follower to this 
the companies in the industry have to make the batches smaller in their produc-
tion to be able to manage the flexibility.  

The cigarette manufacturers in the tobacco industry are often divided into pri-
mary and secondary units or factories. Whereas in the primary unit they take care 
of the tobacco leafs and slices and cuts leafs in order to be able to make ciga-
rettes out of them. Further they take the sliced and worked up tobacco and treat 
it with different aroma to make different blends and brands. In the secondary 
unit they put the treated tobacco into different machines that are finally making 
the cigarettes. 

The production type and the storage technique between the primary and secon-
dary units can be related to the size of the factory. In very large factories with 
high volume production they often use silos for storage of their worked up to-
bacco. A silo can be described as a big tank, often 30-90 cubic meters and often 
made of steel. Another way to store the worked up tobacco, is to use bins. A bin 
is compared to a silo much smaller, often around 1-2 cubic meters. The bins can 
be made of plywood, plastic or metal etc.  

“Our production consists of a combination of the “Flexibility” and 
“Just in time” concept.” - Project Engineer, Tobacco Producer A 
(2006-07-01). 

When they store the tobacco in this way they are able to produce in smaller 
batches and in that way they become more efficient with less tied up capital and 
more ready to manage changes in customer demand (Shmanske, 2003). 

4.1.2 Flexibility 
During the in-depth discussion interviews there were one common understand-
ing among the respondents. They all emphasized that the tobacco industry com-
panies are moving towards more flexibility in the production and also towards 
lean production and Just In Time.  

“For flexibility reasons, we are moving more and more towards 
bin storage.  
However, silos are still used for final blending of the whole batch 
before bin filling and storage” - Project Engineer, Tobacco Pro-
ducer A (2006-07-01). 

In order to survive the tobacco companies have to keep the production resources 
as one said “smaller, leaner, and eager”. Even though there have been quite 
many changes in the tobacco companies in order to save money in tied up capi-
tal, they still have a serious need to learn more about production with small 
means. For example stocks have been cut down from 2-3 years consumption to 
3-6 months.  
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“To stay alive today the cigarette manufacturers’ production 
processes must be smaller, leaner, and eager.” – journalist, To-
bacco Reporter (2006-05-05).  

In the early stage in the production some of the cigarette manufactures are using 
silos because in this stage the batches are pretty big. Already when they are in 
the designing stage of a new production line they are taking the philosophy of 
“Just in time” and flexibility into account. They try to use combination of “Just in 
time” and flexibility. And one of the reasons why you as a producer should use 
the “Just in time” concept is because it allows you to be more flexible. 

4.2 Bintech’s product in the tobacco industry 
Bintech has developed its product for the tobacco industry depending on the in-
creasing demand for flexibility in planning and organizing the multi-brand Pri-
mary Department of today’s cigarette manufacturers all over the world. The Bin is 
a box made of plywood. The most common sizes are one to two cubic meters 
but there are variations.  

“You can get bins in almost any shape or size within some limits 
of course” –  
Product Manager, Bintech (2006-04-28). 

The plywood is treated in order to not take up smell or humidity. On the surface 
there is also a special film added in order for the tobacco not to stick and be left 
inside when filling or emptying the bin. The different sheets of plywood are as-
sembled together and they are fixed in position with metal strips that are pressed 
into the plywood. There are special corner fittings also pressed in. This technique 
makes it possible for the bin to hold together in a stabile form for a long time. 
The inside is shiny without any screws or bolts where the tobacco can be 
trapped. They are adaptable to any filling and tipping system and they can come 
with some accessories such as pallet bases runners and wheels (Tobacco Re-
porter, 2006, p15).  

4.3 Companies 
The quantitative empirical findings consist of data from cigarette manufactures. 
This data is not complete for all the companies because of the fact that not all 
companies wanted to share the information as mentioned earlier. The location 
area that the research covers is Europe. The aim for this part is to present the 
companies and show how their production of cigarettes looks like in a logical 
way. A complete table of the data is shown in appendix A.  

The different quantifications for presentation as mentioned in previous chapter 
are: 

1. Existing and potential customers.  

2. Silos in production. 

3. Bins in production.  

4. Amount of produced cigarettes per year. 
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5. Amount of brands. 

6. Amount of blends.  

4.3.1 Existing and potential customers 
Among the quantitative respondents it is possible to categorize them into two 
categories. Those are existing customers and potential customers to Bintech. The 
category that Bintech is most interested in would be the potential customers. See 
the share between existing and potential customers in chart 3. The list of existing 
and potential customers is also presented in appendix A.  

 

Chart 3. Existing / Potential customers. 

Further this category (potential customers) is the most important source for 
growth for Bintech within the tobacco industry. Because it is in this case a mar-
ket penetration and market development area. Thus, this way or strategy is avail-
able when the potential customers are reachable or the market is growing. The 
second way or strategy would be to use market development and that is when 
the company finds new markets for existing products. It could be new customers 
or another geographical area. This strategy is very important for a company in 
order to defend their position and grow within a particular business. As men-
tioned above, Bintech’s existing customers are also included in the research in 
order to update their information. In the following charts, the existing and poten-
tial customers are looked upon as one group.  

4.3.2 Silos in their production 
Some of the companies use both silos and bins in their production. In most cases 
silos are used in the primary section whereas bins are used just between in the 
primary and secondary. This goes for the bigger companies. There were also 
some smaller companies who only use bins in their production. In order to find 
out how the production looks like it is important to know what equipment the 
tobacco companies use at present time. Chart 4 below shows the share between 
those who use silos and those who only use bins in their production. Out of the 

Existing; 11
Potential; 13
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24 respondents 9 were using silos and 4 were only using bins and 11 didn’t an-
swer.  

 

Chart 4. Silos in production. 

 

In order to determine the sizes and the need for equipment in production it is 
important to know the sizes at current equipment. Out of the 9 companies that 
are using silos only 4 companies answered about the sizes of their silos and 5 
didn’t answer. As shown in chart 5 below the sizes of the silos in production vary 
a lot. That is from 1 ton up to 12 (1 ton = 1 000 kilo grams). This is of course de-
pending on where in the production chain the silo is sited. As mentioned above 
most of the companies use silos in the primary production units, but the smaller 
one (1 ton) could be used in the secondary units as well. A silo in the secondary 
unit should preferably be smaller than a silo in a primary production unit. This is 
for flexibility reasons and the fact that they have the treated and specialised to-
bacco in them. 
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Chart 5. Silo sizes. 

 

4.3.3 Bins in their production 
In order to deeper investigate the total usage of bins, mostly as mentioned in the 
secondary units, it is important to start with asking the companies if they use bins 
in their production. Out of the 24 respondents 10 answered that they are using 
bins somewhere (primary or secondary) in their production and 3 that they don’t 
and 11 didn’t answer see chart 6. These 3 that do not use bins, are in other 
words using silos and are not in Bintech’s target group at present time, but 
maybe in the future. Among these 10 which are using bins are the 4 present that 
only use bins in their production and was discovered in the previous section.  

 

Chart 6. Bins in production. 

 

When we further examine these 10 that are using bins in their production one 
question was how many bins they use. Out of the 10 that use bins 5 answered 
and 5 didn’t answer as shown below in chart 7. This chart also shows the amount 
of bins present at these 5 companies that answered. This varies from 500 up to 
2500. This depends on how big the companies are and also how many different 
brands and blends they are producing. This is important information to consider 
when approaching the companies in order to sell more bins to them or exchange 
the old with new ones.  
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Chart 7. Amount of bins in production. 

 

It turned out during the research that the choice of material in bins is a very im-
portant factor to take into account. That is when it comes to having a production 
that runs smoothly, see also table 2. Out of the 10 that use bins in their produc-
tion, 6 answered that they use bins made of wood (plywood) and 3 that they use 
bins made of steel. And 1 didn’t answer the question as shown in chat 8. These 
wooden bins are in some cases Bintech bins and in other cases the cigarette pro-
ducers own made. In this sample it is possible to determine that the wooden bin 
is the most common. It is also the most preferable according to table 2.  

 

Chart 8. Material, Wood/Steel. 
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4.3.4 Amount of produced cigarettes per year 
The best thing to look on in order to see how big a company is should be to 
look on their capacity and the amount of produced products per year. Out of the 
24 respondents 13  
answered the question about how many cigarettes they produce per year and 11 
did not answer. As shown below there are big differences between the biggest 
and the smallest company as it varies from 0,1 up to 50 billions. In chart 9 the 
companies are presented in order after how many cigarettes they are producing 
in billions per year.  

  

Chart 9. Amount of produced sticks per year.  

 

4.3.5 Amount of brands  
The more brands and blends the companies have the more they are suitable for 
Bintech’s products when it comes to bins. This is because with bins it will be 
much easier for them to switch the production between the different brands or 
blends. Out of the 24 respondents 13 answered the question about how many 
brands they produce as shown in chart 10 below. As seen in the chart (10) this 
varies also a lot from 10 up to 100 brands.  
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Chart 10. Amount of brands. 

 

4.3.6 Amount of blends 
As mentioned in the earlier part about the tobacco industry the cigarette manu-
facturers are supposed to increase the number of produced blends in the future. 
At present time they have fewer blends than brands, see chart 11. They have a 
span from 5 to 45. This is very confusing but interesting. The only logical expla-
nation to this would be that they have the same blend in more than one brand. 
This would mean that there are not any differences between some brands! Out of 
the 24 respondents 11 were willing to answer the question about how many 
blends they were producing. 

 

Chart 11. Amount of blends. 
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4.4 Consequences of different material in bins 
It has come up during the discussions and interviews with the people from the 
tobacco industry that the material the bins are made of plays an important role.  

“Bins in plywood material is today our standard, but aluminium 
is also tolerated” - Project Engineer, Tobacco Producer A (2006-
07-01). 

In table 2 are the most important factors taken into consideration in terms of ad-
vantages or disadvantages and it shows what impact different material has in 
bins. Even though, you should have in mind that the table actually comes from 
Bintech, it seems like plywood is the most preferable material. That is if you do 
not take the price level into account because it is rather high compared to the 
others. Further, the main thing companies are most interesting in is that the pro-
duction of cigarettes runs smoothly. That is without any disturbers that the other 
material can cause according to the table.   
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4.5 The role of Marketing in strategic planning 
One outcome during the in-depth discussion and interview with the two manag-
ers at Bintech was the information about the company strategy.  

“Bintech´s company strategy is to be competitive in every market 
that we are in” - Product Manager & Business Development 
Manager, Bintech (2006-04-28). 

They defined their company strategy to be competitive in every market they are 
in. They are trying to take advantage of the fact that they belong to a big corpo-
rate - group that operates in a global market. 

When taking the definition of strategy into account from De Wit & Meyer (2005) 
that strategy is a course of action for achieving an organization’s purpose. Then it 
seems to fit with Bintech’s strategy because the course of action would be the fact 
that they strive to be competitive in every market. If they find out that they are 
not they should adjust immediately by for example add services and so on in or-
der to sell more products and grow in the market. As Aaker (1998) suggests, 
companies should be proactive in their planning in order to manage the envi-
ronmental changes or maybe control them. And achieving an organization’s 
purpose will be as a follower to the first and if that work is a success the rest also 
will come. 

Mintzbergs (1987) five P:s of strategy as plan, pattern, position, perspective and 
ploy is in a way relevant in this case, in fact they can all relate to Bintech as a 
company or at Bintech’s product in the tobacco industry. Strategy as a plan will 
in this case be when they plan for the future as when they plan which company 
they will buy in their strategy to grow through acquisitions. Strategy as a pattern 
in Bintech’s case would be to reconstruct and develop their products after cus-
tomer demand and learn for the future. Bintech is able to construct products after 
customer demand, according to the Product Manager (personal communication, 
retrieved 2006-04-28) it takes 30 weeks to develop, test and deliver new prod-
ucts.  

Position strategy is very much suitable because the bins are very specific prod-
ucts and the tobacco industry is a very specific market. The perspective strategy 
with the questions like who are we? And how do we do things? Are basic ques-
tions that all companies should ask themselves. Strategy as a ploy when you are 
trying to outwitting competitors is about to try to move faster than your competi-
tors or have a better product and take advantages of that. This is something that 
Bintech is doing and it shows in table 2 that the advantages are bigger than the 
disadvantages for Bintech’s product. When taking the theory into account by 
Honeycutt (2001) and the fact that marketing strategy should serve to coordinate 
the activities regarding marketing of the company and respond to market condi-
tions and solve customers’ problem it is clearly that it is linked.  

“To develop and deliver a non standard shape is no problem, it 
only takes 30 weeks” - Product Manager, Bintech (2006-04-28). 

The coordination must in this case focus on the tobacco industry. Responding to 
the market conditions is the fact that Bintech has the ability to manufacture cus-
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tomer specific products. Customer problem can be the reduction of batch sizes in 
the production of cigarettes.  

It is therefore very important that the communication with customers is running 
without disturbance. The role of communication is according to Wright (2004) 
crucial for the company in terms of being successful or not. The more informa-
tion about a certain product you get as a customer the more likely it is that you 
will purchase it. Of course it is not the amount of information about a certain 
product that is crucial, but rather it is the right information that is more important 
and it should be valid and so fourth. This information should not only be a one 
way communication, it should be more of a dialogue between the actors in a 
market and also within the company between different levels in the hierarchy to 
work efficiently.  

4.6 Growth Strategies 
To be able to obtain the long term sales goal, a company has to carefully outline 
what the right sales or marketing strategy is for a specific product or product 
group. Wright (2004) speaks about a helpful tool to determine which sales strat-
egy to undertake when it comes to selecting among four different cases, namely 
the Ansoff strategic choice matrix. This matrix can be good to use as a first step 
in the work to determine and decide Bintech’s products sales strategy for their 
bin. The four different cases are as follows: 

4.6.1 Existing products in existing markets – market penetration 
When it comes to this strategy in terms of market penetration it is crucial as men-
tioned in the theory part that a company can grow here if the market as a whole 
is growing or if the company is able to take market shares from other actors in 
the market Wright (2004). This is trying to overcoming and neutralise competi-
tors’ advantage or at least enhance customer value (Aaker, 1998). There are how-
ever, some existing competitors. It is most truly that Bintech has the capability to 
grow in this market and under these circumstances. Even though in this case 
with existing products in existing markets are the one that is the most competi-
tive, Bintech’s product is better than the competitors (according to themselves in 
table 2). This is in terms of quality and design and the material they are made of 
and this is a great advantage for them in order to gain market shares.  

4.6.2 New products in existing markets – product development 
Also in this case there will be some benefits for Bintech. Because as the theory 
tells; any new innovation or product will be appreciated if it makes the business 
more effective or efficient Wright (2004). If you consider the biggest cigarette 
producers which are using big silos and due to these they have big batches and 
much tied up capital in their production. They are often very rigid in their pro-
duction process and have to reengineer the production technology in order to 
adapt to more flexible production with smaller lot sizes. Here the Bintech bin is a 
perfect solution for the tobacco companies. This will underline the decision to go 
deeper into and examine the new product development strategy. Because it is a 
well known theory nowadays that this Japanese – style to produce will increase 
the profit for the company (Shmanske 2003).  
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Product development for the existing market according to Aaker (1998) is divided 
into these different categories: Product Feature Addition, New-Generation Prod-
ucts and Totally New Products. After the research has been done it stands clear 
that Bintech is able to operate in all three categories. 

4.6.3 Existing products in new markets – market development 
The third case is where the market researcher comes in. As the theory speaks 
about it is to develop the market in terms of for example a new geographical 
area or just new customers in an existing market and in this way making the ex-
isting market new. After the market research, it has come up some new market 
opportunities for Bintech in both existing markets and new geographical areas. 
The importance of these actions can for example be emphasized by the author 
Magrath (1995) that is mentioning actions like finding new users, tracking cus-
tomer needs and finding new customers in new locations. Magrath (1995) also 
points out that all these actions are powerful strategies to get an organization to 
grow. 

4.6.4 New products in new markets – diversification 
According to Aaker (1998) diversification can be divided into two categories. 
These two are related- and unrelated diversification, were as Bintech has the 
most to gain on the related when it comes to the tobacco industry. This depends 
on the cooperation with customers and sharing information about them in order 
to fulfill their needs. According to the respondents Bintech is very open minded 
regarding their customer needs.  

New products in new markets are the case or strategy that has the highest level 
of risk. When you are going to develop new products and also develop new 
markets at the same time it gets quite tricky (Wright, 2004). It is not recom-
mended to only have this as a single approach with no other decision parameter. 
However, this can be a good complement if you already have a stabile product 
or a stabile market and you want to try out and test new products or markets.  

To summarize these four approaches it is clear that there is no one and only 
truth carved in stone when it comes to choosing strategy for products or markets 
because it always depends on a numerous of things. For example timing for 
launching a specific product can be crucial for success or not and this is not 
mentioned in the theory above. Moreover, there are for example some differ-
ences in how you as a company decide strategy on a product level compared to 
business level and so on. Depending on different conditions in a market there is 
no strategy that always will work alone (Magrath, 1995).  

4.7 Generic Competitive Product Strategies  
The higher value of the products and as a follower the prices should not be a 
problem. This is because of the buyers’ nature in terms of companies that you 
can assume are about to earn money on the product or the product solution and 
are supposed to do so in the future. If you compare this with an ordinary con-
sumer product the price is more determent because a consumer is not supposed 
to earn so much money on the product in so long time frame as a company.  



 Empirical findings / Analysis 

 42 

Due to the higher value of the products it is important to try to fully understand 
the market and have some alternative solutions when it comes to sales strategy if 
the first doesn’t work properly. There are often some differences in products in 
the business to business market compared to for example business to consumer 
market. One of this differences can be that the value of the products in the busi-
ness to business market often are higher and more of a strategic nature in terms 
of the use range of the products are often more narrow. This is for example Bin-
tech’s bins in the tobacco industry.  

To contribute to position Bintech and their products in the tobacco industry and 
based on this create a sales strategy will be to analyse the products through the 
generic strategies. These strategies are stating that a firm can decide to focus ei-
ther on costs or try to differentiate themselves in order to be unique in an indus-
try (Porter, 1985; Aaker, 1998).  

Already here at this first level it is to recommend that Bintech should go towards 
the differentiation side in the model that was presented in theory (figure 3). This 
is based on the price levels shown in table 2. In this table the price levels of all 
bins in the market shown and two competitors are placed under Bintech’s price 
level. This will mean that the price level for Bintech’s product in the tobacco in-
dustry is rather high. Therefore it could be a good thing to focus on differentia-
tion in the short term and cost focus in the long term (see figure 6 below).  

  

 

Figure 6. Generic Competitive Strategies applied on Bintech. 
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However, Bintech should not leave the cost aspect completely because price 
pressures will always be a part of manufacturing products as long as you are not 
alone in a market. After conducting the in-depth interviews with the managers at 
Bintech and after having the discussion on which materials are the best in differ-
ent situations it is pretty clear that a winning strategy for Bintech’s bins would be 
to focus on differentiation in this segment. Tobacco industry is for Bintech a very 
narrow segment so they should try to be unique here and they are on their way.  
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5 Conclusion 
In this part there will be some conclusions drawn from the most important facts 
that turned up during the research. This is based on the theoretical frame of the 
thesis and the empirical findings through the analysis.  

 

When to conclude this research it is important to take the poor response rate 
among the cigarette manufacturers into account. This is a very hard area to con-
duct research in, depending mainly on the fact that the tobacco companies actu-
ally are manufacturing products that are considered to hurt people. Under current 
circumstances being a student it was not possible to perform better because it 
would have taken much more time to investigate deeper into the companies. The 
outcome of the research is reflecting the trends in the tobacco industry. This 
means that every one of the respondents, both quantitative and qualitative cannot 
be wrong about in which direction the industry trend is pointing.  

When the tobacco companies now are moving towards Just In Time production 
and lean manufacturing of cigarettes they are also moving towards Bintech’s 
products. This is when it comes to the lot or batch sizes in their production. Now 
when the market research has been done some new potential customers already 
are waiting for Bintech to do a follow up contact. This is one of two of the new 
contributions this research has to offer to Bintech. There is also this greater com-
petition that is affecting the tobacco companies due to more liberalisation on the 
laws that regulate the border trade.  

One of the threats for cigarettes in the future can be the increase in sales of the 
smokeless tobacco and mainly the snuff. This is due to the lack of knowledge 
among researchers about smokeless tobacco today. This pushes the cigarette 
manufactures to develop their production processes further. Regarding the mate-
rial Bintech has chosen to use in their bins it seems that is very suitable for the 
purpose, which is storing tobacco. At least if you look upon what is affecting the 
handling of tobacco. Also one of the in-depth interviews confirmed that they are 
using plywood bins at present time. All of the in-depth interviews speak with 
one voice and that is that the tobacco companies are moving towards flexible 
production with smaller batches. It is clearly that Bintech is on the right way and 
in the right niche. This niche contains the product strategy differentiation focus in 
the generic competitive strategies of Porter (1985). This differentiation focus strat-
egy for Bintech’s product is the second contribution this research can offer Bin-
tech. They should however not leave the cost control completely because there is 
some piece pressure as well in the industry. Maybe they could in the long term 
try to switch to the cost focus strategy with some new products in other segments 
in the future, but that is up to them.  

When it comes to Ansoff´s growth matrix and marketing strategy there are possi-
bilities in all four cases. With a very strong product that almost speaks for itself 
and a development department in the company that is willing to take customers 
needs and wants into account when designing new products. This must be a 
winning concept. Speaking with their customers and communicate all kinds of 
problems is very important and even here it stands quite clear that Bintech is on 
the right track. The Bintech bins are at the higher price level but in contradiction 
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to that is the fact that the users for sure will earn more money on having these 
bins than any others. 
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 Appendices 

A.  Results from quantitative phone interviews in a table 
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Company                       
A Yes Both 20 6 ton 1200 Own made 1 m³  46 45 Wood E 
B Yes Both 33,3 Yes 2250 750 2 m³  70 40   E 
C Yes Both 1     No   12 3   E 
D Yes Both                 E 
E Yes Both                 E 
F Yes Both 30               E 
G Yes Both 13 6 ton 1600 1600 1 m³      Wood E 
H Yes Both                 E 
I Yes Both 16 12 ton 1200 1200 2 m³  17 25 Wood E 
J Yes Both                 E 
K Yes Both                 E 
L Yes Both 0,15 Yes Yes No 1 m³  25     P 
M Yes Both 0,1 No Yes No 1 m³  10 3 Wood P 
N Yes Both 30 Yes No No   20 15 Wood P 
O Yes Both 47               P 
P Yes Both   No Yes         Steel P 
Q Yes Both   No Yes Own made 1,1m³ 21 16 Wood P 
R Yes Both           10 10   P 
S Yes Both           20 20   P 
T Yes Both 15 No 600 No 1 m³  100 22 Wood P 
U Yes Both 1,5 Yes No No   13   Steel P 
V Yes Both 17 1,3ton No No 0 13 5 Steel P 
W Yes Both 28 Yes Yes           P 
X Yes Primary                 P 
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B.  Manuscript for the interviews. 
 

Hi. My name is Nicklas. I am a student from Jönköping International Business 
School in Sweden and I am writing my bachelor thesis together with a supplier 
to the tobacco industry.  

The information from this interview will be provided to the assigner. 

Do you produce cigarettes in this country? 

What type of production unit do you have? Is it primary or secondary or both? 

I wonder if I could speak to the primary (plant, production or operation) man-
ager because I have some more questions. 

 

 

Hi. My name is Nicklas. I am a student from Jönköping International Business 
School in Sweden and I am writing my bachelor thesis together with a supplier 
to the tobacco industry. 

I have a few questions about your production; it will not take long time. 

The information from this interview will be provided to the assigner. 

How many sticks (cigarettes) do you produce per year? 

Do you use silos or bins in your production? 

How many and what are the sizes of them? 

What are they made of? Is it steal or plastic? Or what? 

Who is your supplier of these? 

How many brands do you produce? 

How many blends do you have? 

What are the biggest challenges when it comes to storing the tobacco? 
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C.  Mail questions 
Hi.  

I am a student at Jönköping International Business School in Sweden. As a last 
part in my Master program education I am supposed to do a field study and I am 
cooperating with a company namely Bintech that is a supplier to the tobacco in-
dustry. Bintech is manufacturing bins that are used in the tobacco industry. I am 
therefore doing a market research in order to find potential customers for Bin-
tech. 

 

 

The information from this questionnaire will be provided to the assigner. 

If you are not able to answer following questions please answer just this one. Is 
it a primary or secondary production unit or both? 

 

1. How many sticks (cigarettes) do you produce per year? 

2. Do you use silos or bins in your production? 

3. How many and what are the sizes of them? 

4. What are they made of? Is it steal or plastic? Or what? 

5. Who is your supplier of these? 

6. How many brands do you produce? 

7. How many blends do you have? 

 

And (if you want) what are the biggest challenges (problem) in the future in the 
tobacco industry? 

 

Thank you for your time and participation. 

 

Best regards: Nicklas  
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D.  In-depth discussion with questions 
 

The information from this interview will be provided to the assigner. 

 

1. Is the market/industry growing or declining? Where? How much? 
 

2. What are the trends regarding handling equipment between primary and 
secondary units in cigarette manufacture companies? Bins? Silos? 

 

3. What are the trends in material in this handling equipment (bins)? Plastic? 
Aluminium? Plywood? Anything else? 

 

4. Is the competition getting stronger or weaker in the near future in the in-
dustry? 1-2 years? 10 years? 

 

5. What are the trends in the production process of cigarettes? Flexibility? 
Lean production? And/or Just In Time? 

 

6. What are the biggest challenges/threats/substitutes to cigarettes in the fu-
ture in the tobacco industry? 

 


