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ABSTRACT 
 
This study researches consumer attitudes, needs and preferences with a focus on the Swedish bed 
market. It is done on behalf of the advertising agency ‘Jung von Matt Stockholm’ for their client 
Hästens Beds, one of Sweden’s oldest bed manufactures. 
The purpose of this research is to gain increased consumer knowledge and to identify consumer 
insights connected to a target group that is identified with this research as a basis, in order to 
improve and develop the brand's advertising strategy. 
The research was done as quantitative research using a descriptive questionnaire with a focus on 
lifestyle, common demographics, values, sleeping patterns, behaviour connected to sleep and price 
acceptance for beds. 
The findings of the survey can serve as a basis for Jung von Matt Stockholm to get a deeper 
knowledge about consumer attitudes and to adapt Hästens Beds’ advertising strategy according to 
the new learnings. 
 
The results show that the assumed price for the displayed Hästens bed in the questionnaire is much 
lower than the actual price. Moreover, the respondents' willingness to pay the actual price of the 
bed is very low. 
The consumer insights that resulted from this research provide Jung von Matt Stockholm with 
beneficial guidance for future priorities. The findings are of great value for improving and 
developing Hästens Beds advertising strategy. 
 
 
 
 
SAMMANFATTNING 
 
Denna studie undersöker konsumenternas attityder, behov och preferenser med fokus på den 
svenska sängmarknaden. Det görs på uppdrag av reklambyrån Jung von Matt Stockholm för 
uppdragsgivaren Hästens Sängar, en av Sveriges äldsta sängtillverkare. 
Syftet med denna uppsats är att få ökad konsumentförståelse och att identifiera konsumentinsikter 
om ett målgruppssegment som kartläggs med denna undersökningen som grund, för att på så vis 
förbättra och utveckla varumärkets reklamstrategi. 
Studien utfördes som en kvantitativ enkätundersökning med fokus på respondenternas livsstil, 
demografi, värderingar, sovmönster, beteende kopplat till sömn, prisacceptans och betalningsvilja 
för sängar. 
Studiens resultat kan utgöra grunden för Jung von Matt Stockholm för att få en djupare förståelse 
om konsumenternas attityder och för att anpassa Hästens Sängars reklamstrategi därefter. 
 
Resultatet visar att respondenterna antog att priset för en Hästenssäng som visades på bild i 
enkätundersökningen är betydligt lägre än det faktiska priset som sängen kostar i butik. Dessutom 
är betalningsviljan för sängens faktiska pris väldigt låg hos respondenterna. 
Slutsatserna från denna studie ger Jung von Matt vägledning för framtida prioriteringar. Resultatet 
är av stort värde för att förbättra och utveckla Hästens Sängars reklamstrategi. 
 
 
 
KEYWORDS 
Consumer Insights, Bedding Industry, Advertising 
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ABSTRACT 
 
This study researches consumer attitudes, 
needs and preferences with a focus on the 
Swedish bed market. It is done on behalf of 
the advertising agency ‘Jung von Matt 
Stockholm’ for their client Hästens Beds, one 
of Sweden’s oldest bed manufactures. 
The purpose of this research is to gain 
increased consumer knowledge and to 
identify consumer insights connected to a 
target group that is identified with this 
research as a basis, in order to improve and 
develop the brand's advertising strategy. 
The research was done as quantitative 
research using a descriptive questionnaire 
with a focus on lifestyle, common 
demographics, values, sleeping patterns, 
behaviour connected to sleep and price 
acceptance for beds. 
The findings of the survey can serve as a basis 
for Jung von Matt Stockholm to get a deeper 
knowledge about consumer attitudes and to 
adapt Hästens Beds’ advertising strategy 
according to the new learnings. 
The results show that the assumed price for 
the displayed Hästens bed in the 
questionnaire is much lower than the actual 
price. Moreover, the respondents' willingness 
to pay the actual price of the bed is very low. 
The consumer insights that resulted from this 
research provide Jung von Matt Stockholm 
with beneficial guidance for future priorities. 
The findings are of great value for improving 
and developing Hästens Beds advertising 
strategy. 
 
 
 
Keywords: Consumer Insights, Bedding 
Industry, Advertising 
 
 
INTRODUCTION 
 
The bedding industry is something that is 
‘just there’ but who really knows much about 
it? Beds are a necessity, and, without a doubt, 
there are so many kinds of beds that it is hard 
to know what you want or even to decide 
which one is the best. Most bed or mattress 
companies advertise what the product does 
for one while sleeping, but a good night sleep 
affects also the whole awake time. The 
advertising agency ‘Jung von Matt Stockholm’ 

is focusing on exactly this fact for its 
communication strategy for the consumer 
‘Hästens’, as can be seen in one ad [1]. 
 

 
Figure 1: Hästens ad from Jung von Matt 
 
Hästens is one of Sweden’s biggest bed 
manufacturer since 1852 and one of the oldest 
in the world. With their fully handcrafted 
beds from natural materials like horsetail 
hair, flax and Swedish pine, the company is 
the Royal Purveyors [2]. Being a family-
owned company in the 6th generation with 
selling products in 43 different countries, 
they are now looking to drive up their sales in 
Sweden. While being really successful in 
Finland, Denmark and the Netherlands, the 
company wants to increase their sales in 
Sweden.  
 
To drive up sales, the right advertising 
strategy is needed and should target the right 
customer group. Therefore, this research aims 
to find a specific target group that is as 
detailed as possible, meaning not only 
knowing the age and income of the average 
customer, but also its interests, its sleeping 
routines, activities during the day and many 
more facts. It can be assumed that the more 
narrowed down the target group is, the more 
success the advertising will have, which will 
result in higher sales for Hästens.  
 
In 2006 Hästens introduced their bed 
‘Vividus’, their most expensive bed. The 
company was proud of their newest product 
and wanted to change their image to be 
perceived as an even more luxurious brand. 
They worked with qualified consultants to 
communicate their new message and 
managed to reach a higher level than before 
[3]. Even though the campaign seemed to be 



4 
 

successful at the time, it later turned out to 
have led to a common misunderstanding of 
the company to be very expensive 

Since then, a hypothesis is that in some 
markets, Hästens is suffering from that 
image. Because of that it can be assumed that 
the general Swedish consumer believes that a 
Hästens bed is out of reach, because they are 
under the impression that their beds are all in 
the highest price range and unaware of the 
fact that prices vary depending on bed model 
and size and can be less expensive. The 
cheapest bed the company offers, a single bed, 
the ‘Marquis’, which is 22 900 SEK [4].   
 
Jung von Matt’s mission therefore includes, to 
try to educate the benefits of sleeping in a 
Hästens bed and hence, communicate it is 
worth to invest in one. Thus, this research is 
aimed to help the advertising process by 
gaining consumer insights.  
 
To fulfil this, this research aims to answer the 
following research question: 

 
How can consumer insights be 
of help for the creation of an 
advertising campaign for 
Hästens? 

 
 
RELATED LITERATURE 
 
Branding 
Branding is a very complex field, where each 
and every step has to be thought through. For 
a working branding strategy, it has to address 
every facet of strategic marketing principle. If 
this is not the case, confusion towards the 
brands perception may occur very easily [5]. 
As mentioned above, it is an assumption that 
this happened to Hästens, when they proudly 
presented the ‘Vividus’ and might have led 
people to think every bed of them is as 
expensive as that one and out of reach for 
them financially.  
Over the last years, the importance of 
branding decision grew, because it influences 
the performance of a company immensely. 
Simultaneously, branding decision turn out to 
be a big challenge for marketers, since it is 
hard to tell what the long-term effects will be. 
Moreover, the needed resources can be very 
big, for example the costs [5].   

Brand Image 
Each brand has its own brand image, which is 
created by the brand, but most of the times 
not on purpose. The consumers’ brand 
associations in their minds are transmitted 
onto the brand perception of the consumer. 
There are different ways on how this can 
appear, both direct and indirect. For one, a 
certain association can evolve when the 
consumer has a direct experience with a 
product of the brand. Product attributes like 
the physical characteristics of a product but 
also non-material characteristics, are strong 
associations [6] but it can also be influenced 
by previous associations with a company or 
by information that are advertised by the 
company itself [7]. Brand image is also highly 
dependent on the targeted market from the 
company [8]. 
 
Advertising 
Before, it was mentioned that information 
about a product (or a company) that are 
advertised by the company can have a strong 
influence on the brand image. This is done 
with advertising the benefits about a service 
or a product to induce the consumer [9]. 
Therefore, advertising is aiming for a 
companies’ specific target group, so they will 
be thinking and (hopefully) reacting 
positively to a certain product or the brand 
itself [10]. Hence, a good advertisement 
causes either a greater retention on ones’ 
memory or, in turn, a lesser one within the 
consumer group [11]. However, it has to be 
kept in mind that there is a failure rate 
between 40 and 80 percent for new products 
[12].  
Advertisement serves many different 
purposes, it can either be used to inform the 
consumer, remind or persuade consumers 
about a product or brand. Informative 
advertising comes into use, when a new 
product is introduced for the first time, to 
create a first demand [10]. If the product is all 
set and on the market, and generates 
increasing competition, persuasive 
advertising comes into play. This is, where 
benefits of the product are in focus, as well as 
price and quality, to create a selective demand 
[10]. However, if a product is already out on 
the market for a while, reminder 
advertisement is used to not let the customers 
forget about the product and therefore, keep 
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sales up [10]. 
 
An advertisements main effect can often be 
found on a level that seems more general, for 
example when it comes to making a choice as 
a customer, it depends highly on the self, the 
personal relationship, image and success of 
said consumer [12]. 
 
 
Segmentation 
To find a companies’ right target group, the 
best way is to use segmentation, because it 
depicts segments, in which the members are 
similar in some characteristics to some extent 
and thus, different to members from another 
segment [12].    
There are different target variables to apply 
when researching a target group, which 
companies combine to get a precise idea about 
their target group [13]. The classic and most 
used variables are psychographic, which 
contains social class, values and lifestyle; 
demographic, which covers gender, age, 
occupation, income and so forth, and 
geographic, which covers nations, 
neighbourhoods, cities etc.  
One can use several psychographic variables 
when it comes to segmentation. They might 
differ from one another, but in the end, all of 
them share the fundamental characteristics 
that are needed to understand what motivates 
consumers to purchase and use a product 
[12].   
According to Solomon et al., psychographic 
studies can be done in four different 
approaches [12]. If some items distinguish  
between non-users and users of a product, it 
is a lifestyle profile. When a target group is 
known, it is possible to address the members 
on dimensions that are product-relevant. This 
is called the product-specific profile. In a 
general lifestyle segmentation, a vast sample 
of respondents are put into homogeneous 
groups. These groups are based on similar 
preferences, that got visible during the study. 
And lastly, there can also be a product-
specific segmentation, where questions are 
tailored to a specific category for a product, 
which makes it possible for marketers to 
differentiate more precisely between users of 
a competitive product [12]. 
Beside these variables, there are also 
behavioural variables that are need to be 

understood while researching the target 
group. Things that fall under these variables 
are, for example, attitude, knowledge or 
reaction to a product [13].  
In a simple way, it can be said that 
demographics tell researchers who buys a 
certain product, while psychographics show 
why they purchase it [12]. 
The selection of a target market depends 
highly on the resources and goals of a 
company, which determines if the company 
puts only one or several segments in focus. 
Furthermore, it could also decide to ignore 
certain differences between two or more 
segments and apply a mass market strategy 
[12].  
As soon as the target group is set, the 
company has to decide on how to position its 
product or service. This is a very important 
step, because the position of a product 
influences how the consumers define it in 
their minds in comparison to products from 
competitors [8].  
 
 
Consumer research 
Consumer research is very import when 
trying to find the right target group for your 
product or brand. It helps companies to 
identify wants and needs of consumers that 
are unfulfilled by researching conditions and 
trends, lifestyles, income and so forth [14].  
The lifestyle, for example, reflects on a 
consumers’ choice of services and goods and 
thereby states, who one is and reveals groups 
of people one wants to either identify with or 
avoid [12]. 
There are different ways to categorize 
consumer research. One is on the 
fundamental assumptions researchers have 
about the studied groups. This can be further 
on, divided into two paths, namely the 
positivist perspective and the interpretivist 
perspective [12]. While the positivist 
perspective highlights science’s objectivity 
and sees the consumer as one to make 
rational decisions, the interpretivist 
perspective focusses on subjectivity that 
comes with an individual experience of a 
customer and that there are multiple 
explanations to certain behaviour [12]. 
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METHOD 
 
To find the best possible results to this 
research, different research methods were 
looked at beforehand. The usage of a survey 
appeared to be a good choice since a 
particular group of people can give 
information about a certain topic and 
thereby, represent bigger groups of people in 
the field of interest [15] (Berger, 2011). Berger 
sums up the four main qualities about a 
survey: 

1. It is done to collect and analyse social, 
economic, psychological, technical, 
cultural and other types of data 

2. It is based on interviewing people 
(respondents) and asking them for 
information  

3. It is done with representative samples 
of a population being studied 

4. It is assumed that information 
obtained from the sample is valid for 
the general population [15, p.222] 

These points were decisive in the choice of 
research methods. 
Further on, the researcher decided for a 
descriptive survey, instead of an analytical 
one. Analytical surveys aim to find out 
reasons or patterns for people’s behaviour, 
while a descriptive survey creates a 
description of the studied population by 
collecting information about the participants 
gender, age, marital status and so forth [15]. 
The latter is also used a lot by manufactures 
for instance, to gather information about the 
usage of their products, which supported the 
choice for a descriptive survey [15].  
Surveys encompasses questionnaires and 
interviews. Since questionnaires can reach a 
larger group of people of interest, the 
researcher decided for a questionnaire over 
interviews. In detail, the chosen self-
administered questionnaire was an 
unsupervised administration survey, due to 
the methods of distribution, which were 
postings on social media networks and 
forums and sending the link via e-mail or 
social media messenger applications.  
While there are certain advantages with self-
administered questionnaires, this method 
also shows problems. One of the biggest 
advantages is that this method is very 
inexpensive. Furthermore, with a 

questionnaire it is possible to ask very 
detailed and personal questions, while not 
having to worry about any interviewer bias 
[15]. This, on the other hand, can cause the 
risk of the respondents not answering truly, 
which makes it hard to collect results that are 
representative [15]. Moreover, with self-
administered questionnaires respondents 
might misunderstand some questions. A very 
common disadvantages is nothing else than 
having trouble to find respondents for a 
questionnaire, followed by the problem that 
researchers do not actually know who filled 
out their questionnaire [15].  
In a questionnaire one can find two different 
types of questions: open-ended and closed-
ended questions [15]. Depending on whether 
the research is qualitative or quantitative the 
question type is chosen. Since this research 
was quantitative, all of the questions were 
closed-ended, except one question that was 
essential for the research.  
Closed-ended questions can also be divided 
into two kinds, which are either using 
multiple-choice or a Likert Scale questions. 
For multiple-choice there are two dominant 
aspects. The respondent can mostly only 
choose one answer, but multiple answers can 
also be requested. This makes a multiple-
choice question commonly exclusive to each 
respondent. Moreover, multiple-choice 
questions usually have any possible answer, 
including ‘other’, for example, which makes 
them exhaustive [15].  
With a Likert Scale question, respondents 
have different answer options to choose from. 
The original Likert-Scale has 5 points, but it 
can also consist of 3 or 7 points, for instance. 
A usual Likert Scale question is asking for a 
degree of agreement to certain statements, so 
the scale will comprise the answers ‘strongly 
agree, agree, neutral, disagree, strongly 
disagree’, for example [15]. In contrast to 
other research methods, with a Likert-Scale, 
researchers can get a more exact indications 
of options, belief and values, since it is 
possible to quantify these beliefs and options 
[15]. 
After evaluating this method, the researcher 
found this to be the right choice of research 
method for this case. To avoid problems of 
misunderstanding questions, as mentioned 
above, it is very important to write easy 
understandable questions that are directly on 



7 
 

the point and as short as possible. The 
researcher also needed to be careful to not 
compose double-barrelled questions by only 
asking one question at the time [15]. 
For this research a descriptive, quantitative 
survey was created with 28 closed questions 
and one open question, using the online 
service ‘EasyQuest’. The open question was 
simply a yes or no questions, were the 
respondents had to answer if they recognize 
the brand of a pictured bed. The 
questionnaire had a cover letter explaining 
the purpose of this research and the questions 
were covering different topics, from interest 
in leisure time over deciding factors when 
buying a bed, general questions to bed and 
sleeping habits to demographic questions. For 
a deeper insight on how consumer react to a 
Hästens bed, a picture of a Hästens Maranga, 
a continental bed from their mid-price range, 
was also added to the survey, in addition to 
some questions on if the participant can 
guess the brand and the price and what he or 
she would be willing to pay for it. 
The researches started the questionnaire with 
questions about lifestyle, since according to 
Solomon et al., this is a typical first step when 
attending a psychographic analysis [12]. 
Further on, researchers trying to discover the 
brand users by looking for usage patterns and 
product attitudes [12]. This led the researcher 
of this study to different questions towards 
sleeping habits and questions about their 
beds. 
The questionnaire was distributed on social 
media platforms like Facebook and LinkedIn. 
Further on, it was send in private messages or 
e-mails.   
With the findings the advertising agency 
Jung von Matt is hoping to gain new insights 
and on that basis make a more tailored 
advertising campaign, to reach more 
potential buyers.  
 
RESULTS & ANALYSIS 
 
For a better understanding of the results from 
116 respondents of the questionnaire, they 
are grouped into different categories. The 
first category will be 
‘Psychographics/Demographics’, then 
‘Lifestyle’, followed by ‘Buying decisions’ and 
‘Sleeping patterns and health’. After that ‘Bed 
brands’ will be explained, which is followed 

by ‘Pricing’ and lastly ‘Psychographics and 
Demographics’ will be presented. 
 
Psychographics/Demographics 
The biggest group of respondents has a 
monthly median household income from 30 
000 SEK (27,5%), while 8% earn 150 000 SEK.  A 
vast majority work full-time or part-time 
(77%). Further on, 46%, the highest percentage, 
has a two-person household size, with a 
highest percentage of 44% being married. 70% 
percent of the respondents were female, 29% 
male and 1% undefined. The majority age was, 
with a big distance, under 35 years old (66%), 
16% between 35 and 40 years, 3% between 40 
and 45 years, 1% between 45 and 50 years, 4% 
between 50 and 55 years, 5% between 55 and 
60 years, 1% between 60 and 65 years and 2,5% 
over 65 years old.  
 
Lifestyle 
The biggest group of the participants, namely 
43%, are very interested in travel, while only 
38% are very interested in cooking. Nearly the 
same percentage, 39%, being the biggest group 
is interested in books. Moderate interests of 
the biggest group are politics (41%), music 
(33%), movies (39%), it & tech (34%), sports 
(28%), Do it yourself (DIY) (30%) and beauty 
(32%). More than half of the respondents 
show an interest for interior design, meaning 
there is a slightly smaller group by only one 
respondent that shows moderate interest 
(28%), followed by the second biggest group, 
namely 27,5% that is very interested in it. 
Fashion showed the biggest distance between 
interest degrees with a high percentage of 
39%, that is moderately interested in it. The 
biggest interest was health. Nearly half of the 
participants (47%) are very interested in it.  
The category that sparks the least interest is 
cars, where the highest percentage (36%) was 
not at all interested in it.  

 
Figure 2: Question 1, category ‘very interested’ 
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The second question asked for a degree of 
agreement or disagreement for listed 
statements. When it comes to pay extra for 
quality products the majority, with very big 
distance, namely 65,5%, is agreeing to do so. 
Suitable to this, 58% of the respondents 
agreeing on the importance of a good design 
and craftmanship. Quite coherent with this 
goes that a majority of 52% agree it is 
important for them to have a clean and 
stylish home. 32% are agreeing to want to pay 
extra for well-known brands, but also 28% 
disagree on that. Moreover, while the biggest 
group of 33% say, they are good at spoiling 
themselves, 30% disagree with that. This goes 
along with the highest percentage of 35% that 
disagree with buying luxury products often. 
A vast majority, 64%, is agreeing on doing an 
effort to take care of their bodies. Another big 
majority of 55% prefers to buy 
environmentally friendly products, while also 
a highest percentage of 40% prefers to buy 
organic products. And lastly, a highest 
percentage of 46,5% is agreeing on trying to 
reduce their CO2 consumption.  

 
Figure 3: Question 2, category ‘agree’ 
 
Buying decision 
When it comes to buying a new bed, there are 
certain criteria one is basing ones’ decision 
on. The biggest group of 42% is basing it on a 
high degree on the sleeping design. For 54%, a 
vast majority, the quality makes up a high 
degree in the decision process. The majority, 
with distance, 53% is also basing it with a high 
degree on functional design and nearly the 
same percentage, 52%, is basing it highly on 
the price. Getting advice from experts or sales 
stuff reaches a high degree for a vast 
majority, 44%, while also the highest 
percentage of 41% basing it to a high degree 

on advice from family or friends.  46% is 
basing their buying decision on a high degree 
on nice design and for the biggest group of 
37% it is important to have free returns 
within a certain period. When it comes to 
extra warranty, there is a tie between a high 
degree and neutral, which are both at 32%. 
Further on, the majority is neutral towards 
the use of natural materials, while the biggest 
group of 40% basing the decision to a high 
degree on whether the production is 
sustainable. On the contrary, a highest 
percentage of 38% only shows a low degree on 
a handmade bed and even 27,5% a very low 
degree.  

 
Figure 4: Question 3, category ‘high degree’ 
 
Sleeping patterns and health 
The study showed that 45% of the respondents 
have a continental bed. That is a bed out of 
three different layers; the bottom part are the 
springs, followed by a thick mattress and on 
top a thin mattress [2]. When it comes to 
back pain, the biggest group, 21%, experience 
it several times per week. Also 17% have back 
pain once every other week and 19% once a 
month. Sleeping pattern during the 
week/workdays are that the biggest group of 
40,5% sleeps seven hours and a majority of 
37% even sleeps eight hours at weekends or 
off work days. Still, only 50% gets enough 
sleep several nights a week, even though 56%, 
a big majority, say they don’t have any health 
issues affecting their sleep. To function best, 
a vast majority (62%) says they need eight 
hours of sleep.  
 
Beds  
In this part, the respondents were asked 
about different Swedish bed manufactures. 
While a full 100% knows Ikea, the second-best 
known brand is Tempur with 65,5% and 
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Hästens on third place, with 63% of 
respondents knowing it. However, the biggest 
group of respondents (37%) has no preference 
towards one of the listed brands, but the 
second biggest group said to prefer Ikea (26%). 
This reflects in the answer on ones’ current 
bed brand. 41% currently have an Ikea bed, 
and only 8% have a Hästens bed. Out of these 
nine people, four are under 35 years, one 
between 35 and 40 years, two between 50 and 
55 years and two between 55 and 60 years old. 
The highest percentage of the respondents 
(34%) has a bed that is between 3 and 6 years 
old. Moreover, the study shows that a short 
majority by 37% is satisfied with their current 
bed and 36% very satisfied. From the Hästens 
owner, 22% are satisfied and 66% very 
satisfied with their beds. 
 
Price segments 
The study also covered questions about prices 
for beds. A vast majority, namely 52%, paid 
less than 10 000 SEK for their current bed. 
This is coherent with the willingness of what 
amount to pay for ones’ next bed. A highest 
percentage of 32% is only willing to pay less 
than 10 000 SEK, with the second biggest 
group being 28% that are willing to pay 
between 10 000 SEK and 20 000 SEK. After 
being showed a picture of a Hästens Maranga, 
the respondents had to answer questions 
towards the brand and price. The majority 
recognized the brand (52,5%), while only 2% 
thought it was a bed from Ikea. When it came 
to guessing the price, only 9% guessed the 
right price category, while the biggest group 
(25%) thought it is less than 20 000 SEK, when 
the actual price is 98 800 SEK. Moreover, a 
vast majority (55%) is willing to pay only less 
than 20 000 SEK for the pictured bed. The last 
question, if one had already slept in a Hästens 
bed was answered with yes by 33%.  
 
DISCUSSION 
 
This study showed some interesting results. 
In the following section, they will be analysed 
and discussed.  
 
Psychographics/Demographics 
The study shows that the majority only had a 
median household income under 30 000 SEK, 
which seems quite low, but can be explained 
by 62,5% of this group has a single-sized 

household. In a household of a couple or 
more than two people, the biggest group of 
respondents (23%) has an income between 40 
000 SEK and 50 000 SEK.  
Nevertheless, it should be kept in mind that 
even if consumers show the same 
demographic or psychographic 
characteristics, it does not mean they have to 
be similar to each other [12]. This is why it is 
important for marketers to find out a shared 
set of preferences from consumers towards a 
certain product for the right targeting [12]. 
 
Lifestyle 
Looking at the results it shows that the 
general majority is very interested in travel, 
cooking, books and health and moderately 
interested in politics, music, movies, it & tech, 
sports, interior design, DIY, fashion and 
beauty. Cars, on the other hand, are not at all 
interesting to the majority. This gives a closer 
look on the overall consumer. Health, being 
the biggest interest by majority is very 
helpful to know. As a study from 2018 shows, 
sleep plays a big part in health and many 
people are neither getting enough sleep nor is 
their amount of sleep sufficient enough [16]. 
Lack of sleeping can cause heart diseases, 
obesity or type 2 diabetes, to just name a few 
[17]. This shows that Jung von Matt should 
stress the importance of good sleep and focus 
on educate how important a good bed can be 
towards ones’ health. Moreover, books being 
a big interest to the majority can also be a 
good background information for an 
upcoming advertising strategy. An example 
for this will be given in a later part.  
When it comes to spoiling themselves, the 
majority that agreed with the statement was 
quite small and closely followed by the group 
that disagree with it, and also the undecided 
group was close to the first two. This can be 
explained by different understanding of 
spoiling. At least the majority disagrees with 
buying luxury products often, but for some 
people a good meal every other week is 
already spoiling themselves, for example. 
Further on, a vast majority prefers organic 
products, but a lot of people might not know 
the actual meaning of that. This reflects in a 
response later in the buying process part.  
 
Buying process 
When buying a bed, the majority only bases 
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their decision on quality to a high degree and 
not a very high degree, which might be a bit 
surprising, but can be traced back on the 
common association that the highest quality 
always comes with the highest price. Looking 
back to the point from above, that consumers 
might not all have the right understanding of 
organic products, can be supported by the 
degree on how important natural materials in 
a bed are. Nearly every respondent that 
prefers organic products, chose a high or very 
high degree for that criteria. But natural 
materials do not automatically mean, it is 
organic. On the other hand, the majority is 
neutral on having a bed made from natural 
materials, which shows Jung von Matt that 
they have to educate the benefits of these 
materials. The same appears for the benefits 
of handmade beds, which the majority only 
has a low or even very low degree on. These 
low understandings may be because 
handmade might have the negative 
connotation of child work subconsciously.  
Further on, the majority bases their buying 
decision on functional design. This 
information Jung von Matt can use and 
combine it with the interest in books that has 
been mentioned before. Hästens’ bed 
‘Novoria’, for example, is an adjustable bed 
which can change its head part for instance. 
Reading in bed can often be uncomfortable 
after a while, but with an adjusted bed, 
consumers can change it to their favourite 
position any time with the help of a remote 
control. Using the high book interests and the 
special functional design for advertising 
purposes, can therefore attract more 
customers.  
 
Sleeping pattern and health  
A great majority deals with back pain on a 
regular basis. This can be caused by bad sleep 
or rather a bad bed. This information shows 
again what Jung von Matt has to advertise 
more, namely how the benefits from a good 
bed affect ones’ health in a positive way. 
Especially, since health is the biggest interest 
for the majority of this survey, as seen above. 
This can also be linked to getting enough 
good sleep, since only half of the respondents 
get enough sleep several nights during the 
week. Here, it has to be kept in mind that 
enough sleep does not equal good sleep. 
Having eight hours of bad sleep can be less 

effective than six hours of good and deep 
sleep, meaning the quantity of sleeping hours 
does not automatically increase the quality of 
sleep [16]. This information can be useful for 
Jung von Matt for a campaign with a focus on 
educational proof. 
 
Beds 
Out of the 116 respondents, nine people 
already have a Hästens bed. This makes them 
the ‘winner’ compared with the other listed 
smaller Swedish bed manufactures, which 
excludes Ikea. It came as a surprise that out 
of these nine people the majority is only 
under 35 years old. The prices for their beds 
range from less than 10 000 SEK to between 
100 000 SEK and 150 000 SEK. The one 
respondent that paid less than 10 000 SEK is 
also the only one who is neutral on the 
satisfaction of his bed, when also his bed is 
between 6 and 9 years old. This leads to the 
assumption that this person might have only 
bought the bed second hand, especially when 
considering the price. Moreover, 38 
respondents have slept in a Hästens before, 
out of whom 36 agree or strongly agree to pay 
more for quality. This is useful information 
for the advertising agency, since it can be 
seen as a connection and used as an argument 
to support a higher price for a bed.  
 
Price segments 
The part of the survey that studied prices 
from the respondents’ current bed and the 
pictured Hästens Maranga, brought up 
surprising results. According to a study by 
Manolito, the average price Swedes are ready 
to pay for a high-quality bed is 30 000 SEK 
[18]. However, this study shows that a 
majority of 52% paid less than 10 000 SEK for 
their current bed. Moreover, 56% from these 
respondents are also only willing to pay less 
than 10 000 SEK for their next bed, but a full 
75% are willing to pay more for good quality. 
This means, if the importance of a high-
quality bed from Hästens and its influence on 
ones’ health is educated well enough through 
advertising, it might be possible to change 
consumers’ minds, especially since the 
response rate to the Manolito study was much 
higher than for this study and therefore 
represents a higher population of Sweden 
[18].  
Further on, it is interesting that the majority 
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thinks the Hästens Maranga costs less than 20 
000 SEK and only 9% guess the actual price 
range, out of whom 70% recognized Hästens 
as the right brand from the pictured bed. This 
raises the question, if the common brand 
association with Hästens is not, as assumed, 
that it has only very expensive beds or does 
the average consumer simply not want to pay 
as much? Another possibility is that, by only 
a picture of the bed, the benefits are not 
visible. However, a concerning result is that 
none of the Hästens owners are willing to pay 
the actual price. This can also be traced back 
on their general willingness on the amount to 
pay for their next bed, which is lower than 
the price of the Maranga.  
 
 
Limitations and future research 
For this study the biggest challenge was to 
find a representative number of participants, 
not only because problems evolved 
throughout the distribution of the survey due 
to difficulties with the link, but also because 
the researcher was mainly looking for 
working Swedes. This limits the study in the 
groups of participants. Students, for example, 
were not very suitable respondents. 
Therefore, this study cannot give an insight 
of the overall consumer in Sweden, hence, is 
only a study on a certain group of consumers. 
For future research, studies can focus on a 
special age group, consumers between 30 and 
55, for instance. Further on, a follow up study 
to this one, could be to examine the 
effectiveness of the upcoming advertising 
strategy. This way, it can be seen, if a survey 
like this one can help in predicting a certain 
success of an advertising strategy that is 
tailored for a specific group of consumers. 
Another idea is to compare the price 
evaluations for the Maranga bed from this 
study, to when people are shown a picture of 
a cut-through Maranga and all the different 
layers and material are visible. It could be 
interesting to see if consumers’ price 
expectations and their willingness to pay is 
higher, when knowing how the bed is 
constructed.  
In a broader sense, it may also be interesting 
to find out more about the correlation of a 
certain lifestyle for a specific age group. For 
example, if consumers between 35 and 50 
show a deeper interest in handmade products 

when their median household income exceeds 
55 000 SEK. Maybe it can be even possible to 
find out what a specific market segment 
looks for in a bed, so that Hästens can tailor a 
special bed for that group.  
 
 
CONCLUSION 
 
This study aimed to answer the research 
question How can consumer insights be of 
help for the creation of an advertising 
campaign for Hästens? 
With the use of a descriptive questionnaire 
with a response rate of 116 participants, the 
researcher was able to create an overall 
consumer picture that provides new 
consumer insights for the marketers.  
The results show that the majority’s biggest 
interest is health, which can be very 
important and useful information for Jung 
von Matt. Further on, the majority of the 
respondents was under 35 years old, which 
seemed too young for a target group for 
Hästens, when discussed in a first meeting 
with Jung von Matt responsibles. 
Nevertheless, it can actually be of great help, 
as the majority of Hästens owners in this 
study was surprisingly under 35 years as 
well, which opens up a new possible target 
group. Moreover, even though the response 
rate of people who would be willing to pay 
the actual price for the shown Hästens bed 
was quite low, it still provides valuables 
insights for the brand, as it can sometimes be 
more strategically efficient to target a 
smaller group of heavier users, than a bigger 
group of less heavy users [12]. 
 
It shows that the now gained knowledge 
about Swedish consumers, especially their 
thoughts on beds and their interests, is 
building a very useful basis for Jung von 
Matt to create a new campaign on. In 
addition, the price evaluations the surveyed 
consumers had on the shown Manranga bed 
and the price they would be willing to pay, 
displays a lack of education about the 
benefits of Hästens designed beds and the 
related prices of these high-quality products. 
Hence, Jung von Matt should consider this 
lack of consumer knowledge in order to 
maximise the effect of their campaign. 
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The combination of personal variables and 
preferences of lifestyles creates a powerful 
lens for the marketers at Jung von Matt, 
which helps them to focus on specific 
consumer groups like the under 35-year olds, 
with a big interest in health, for example. 
Thus, it can be said that the different range 
of findings from this study will help Jung 
von Matt to create an advertisement 
campaign for Hästens that is tailored on the 
biggest interests and the general lifestyle of 
the consumer.  
 
In conclusion, consumer insights can help 
advertisers to design a campaign in a way 
that with a mixture of lifestyle, interests, 
income knowledge and other characteristics 
of the target group, a certain persona can be 
created, on which the campaign can be 
tailored on. 
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