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Abstract 

 

With the increasing of income and better understanding for healthy, more and more 

people in China would like to take varied healthy food in their life. And many of them 

think that the foods imported from Europe would be with good quality and better 

nutritional ingredients. Therefore the main purpose of this research is to understand 

the real condition of Swedish healthy food in Chinese current market, and to find out 

the challenges and the opportunities. 

Considering the fact that children and young people will be the main customers in this 

business, as well as an increasing amount of elder people, we divided our target 

customers into three groups according to the imported food. 

We have used many tools to collected related data, build statistical models and made 

Monte Carlo simulation based on those historical data. The results showed there is a 

big potential market in China for those food and the most important factors that affect 

the sales volume in this step are total number of buyer in each group and the purchase 

amount of each buyer. 

Since this is the first time to bring Swedish healthy food to Chinese market, many 

risks need to be identified before the business. We have used five forces analysis and 

SWOT analysis to carry out the answers. This research will help the business owner to 

budget properly, and to see the future development opportunities. 
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1. Introduction and Background: 

According to statistics, the annual sales of world snack foods market is over 50 billion 

U.S. dollars in 2010. Those foods that are helpful for human immune 

system, preventing disease and reducing the fat are especially popular. Compared with 

those products in developed countries, Chinese domestic food is lack of 

competitiveness in the international market because of its single flavor and nutritional 

factors. A lot of imported food is spotted the market opportunity, and have taken a big 

market share. 

With the increasing of income and better understanding for healthy, more and more 

people in China would like to take varied healthy food in their life. Many shopping 

malls, supermarkets have set up special counters of imported goods, where snack 

foods play a leading role. And the lower and more acceptable prices made the 

consumer group extended from young people to elder people. 

At present, many people in China hope to know more healthy food, and get better life 

by their right choice. And many of them think that the foods imported from Europe 

would be with good quality and better nutritional ingredients. Sweden is always a 

place of the sign of high quality life, the products from Sweden will have a huge 

potential market in China. 
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2. Problem area and goals: 

The main purpose of this research is to understand the real condition of Swedish 

healthy food in Chinese current market, and to find out the challenges and the 

opportunities. 

Considering the fact that children and young people will be the main customers in this 

business, as well as an increasing amount of elder people, different kinds of healthy 

food will be discussed for different target groups. 

Since this is the first time to bring Swedish healthy food to Chinese market, many 

risks need to be identified before the business. Both quantitative and qualitative 

analysis will be carried out for those purposes. This research will help the business 

owner to budget properly, and to see the future development opportunities. 
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3. Scope: 

According to the limited time and resources, the scope was defined as below: 

1) Data collection will be done by interviews and meetings, partly in distance. And 

the result will be the input for further analysis. 

2) Financial aspects will not be considered in this research. 

3) Since this is the first time to bring Swedish product into Chinese market in this 

area, some discuss/result will be made by comparing the similar product at 

present market. 

4) The real name and brand of those products will not be mentioned in this paper, 

but will be presented as product A, product B, etc. 

5) The prediction of the growth of population cannot be down by using simple 

distributions, but very complex mathematical knowledge is required. However in 

this study we will only use regression analysis to identify the general rules of the 

data. 
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4. Methods:  

Quantitative analysis will be used to forecasting the market demands of the products. 

Some statistics models will be chosen for this purpose and some software will be used 

for analyze the data, e.g. @risk, matlab, etc. 

Qualitative analysis will be used to find out the business’s potential challenges and 

opportunities, as well as its competence in the business environment, e.g. SWOT 

analysis, five forces analysis etc. 

 

4.1. Mental model 

Mental models can explain well of people’s thought process about how things work in 

the real world and affect people’s own acts. Those mental models are helpful to define 

the approach to solving problems and carrying out tasks.  

This study was verified step by step based on a Double-loop learning mental model. 

(Mental models , 2011.8.16) 

 

Figure 4.1 mental models 

The basic purpose of this study is predicting the future market based on historical data. 

Arrangement and analysis of data were made according to the availability and 

reliability of resources, the mental model was adjusted as well according to the 

changes in the surroundings. 
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4.2 Data collection 

Data collection is the crucial phase of the study. The basic data was provided from the 

Chinese company, partly from the annual reports by local government on its official 

website. Both primary data and secondary data were used in this study, and some tools 

were used to collect data. 

 

4.2.1 Primary data 

Primary data is the specific information collected by the person who is doing the 

research. It can be obtained through clinical trials, case studies, true experiments and 

randomized controlled studies. (Primary data, 2011.07.28) 

In this study, we used questionnaires and interviews to get the information from 

customers and business participants, as well as experience people in this area. 

4.2.1.1 Questionnaires  

Questions were asked randomly to people to see how many units will be purchased in 

these products.  

4.2.1.2 Interviews   

Since the difference of eating habit is existing between Swedish people and Chinese 

people, and it is the first time to import these kind of product to Chinese market, 

interviews with experienced people in this field is significantly helpful when choose 

products and when face to the market. 

Also several meetings were conducted with both side to deliver requirements and 

feedbacks from each other. 

 

4.2.2 secondary data 

Once the primary data has been gathered, further study will be implied to find the 

relationship between factors. Then the secondary data will be presented as a finding of 

the combination of more than one study. 
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Also the data from the local official website about the population in the city Nanjing 

and in each defined group is used as secondary data, which is the basic information 

needed in the quantitative analysis. 

The advantage of using secondary data is obvious as it has pre-established degree of 

validity and easy to be used directly. Since it is the first time to work on this business 

and inadequate historical data is available, secondary data helped a lot as available 

resources even we may need to face the risk of unreliability. 

 

4.3. Case study 

Case study is a widely used research method that based on an in-depth analysis of a 

single individual, group, project, or any other holistic event.  

In this thesis work we did not use case study in the whole organization, but focus on 

this business between China and Sweden. And between the two types of case study- 

descriptive and explanatory, we chose the latter one to predict the demand from the 

Chinese market and analyze the consequence in this business. 

 

4.4. Quantitative methods 

4.4.1 probability distributions 

Probability distribution is a statistical function that describes the probabilities of all 

the possible values of a random variable in a certain range. In this study, several 

probability distributions were used to describe the behavior of data set. 

4.4.1.1 Normal distribution 

Normal distribution is the most commonly observed distribution which has two 

parameters mean and standard deviation and it is a bell-shaped distribution. In 

statistics, the central limit theorem describes its key behavior as when we sum many 

independent, continuous chance events together, the total tends to be normally 

distributed. (Schuyler, 2000) 

The normal distribution occurs often in nature and in business. For example, in this 

study, we used Normal distribution to describe the population in each group. 
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4.4.1.2 Poisson distribution 

Poisson distribution describe the number of randomly happen events in a time interval. 

It has only one parameter which says the frequency of occasions during this interval. 

(Schuyler, 2000) 

 

4.4.1.3 Beta distribution 

Beta distribution is a mathematical function with two shape parameters and bounded 

by 0 and 1. (Schuyler, 2000) 

In Bayesian statistics, Beta distributions can be viewed as a probability which is often 

used to describe the distribution of an unknown probability value, for example the 

probability of success in a binomial distribution.  

In this study, we used Beta distribution to find the probability of occurrence in next 

trial. 

 

4.4.1.4 Binomial distribution 

Binomial distribution is a collection of independent events, each with the same 

probability of success. The parameter N describes the total number of trials and p 

describes the probability of success. (Schuyler, 2000) 

 

4.4.1.5 Uniform distribution 

Uniform distribution presents a set of values that have equal probability between a 

known upper and lower bounds. (Schuyler, 2000) 

 

4.4.1.6 Triangle distribution 

This is a widely used distribution which represents the data with a triangular shape. 

And it is fully described by three parameters: minimum, most likely, and maximum. 

(Schuyler, 2000) 

In our study we use it to describe the purchase units of each buyer. 

 

http://en.wikipedia.org/wiki/Bayesian_statistics
http://en.wikipedia.org/wiki/Binomial_distribution
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4. 4.1.7 Discrete distribution 

The potential outcomes of this distribution are integers, and each possible outcome has a 

probability, and these probabilities must sum to 1. (Schuyler, 2000) 

In this study, we assume people to buy or not to buy a product has this distribution. 

 

4.4.2 Regression analysis 

By applying regression analysis we can find a trend line that fit the sample data best. 

The coefficients of the line are usually picked to minimize the square of errors, and 

those values can be calculated by least squares method. (Schuyler, 2000) 

The central idea of least squares method is the best fitted curve means it covers most 

of the data, therefore the sum of the deviation squared from given data set is the 

minimum value. In mathematical way to explain this is:  

Assume we have a data set as (     ), (     ) , ..., (     ).  ( ) is the fitting curve 

and   is the deviation between each data point with its corresponding value on  ( ). 

Now we can translate this problem into  

Minimize ∑   
  

     ∑ [    (  )]
  

    

The results will be the input of Normal distribution to describe the population in each 

group. 

 

4.4.3 Monte Carlo 

Monte Carlo simulation uses a random sampling process to approximate expected 

values. This technique easily deals with many possible outcomes, and has other 

important advantages over decision tree analysis. (Schuyler, 2000)   

In this study we use the software @Risk, and generally we followed the steps below 

to carry out the simulation:  

1). Make a mathematical model of an event; 

2). Determine the statistical functions that steers the random values generated; 

3). Run through the model many times >1000; 
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4). Sort the result (>1000 values) and produce a statistical graph; 

5). From graph, estimate the limits of the result and most likely value; 

6). Calculate the risk by the product of probability and consequence. 

 

4.5 Five forces 

After the statistics analysis, we will look into the whole business environment from 

several factors and we can apply five forces analysis by Michael E. Porter in the 

figure below to identify the situation from five competitive forces. (Michael E. Porter, 

1980) 

 

Figure 4.2 Five forces analysis 

 Barriers to entry 

 Threat of substitutes 

 Bargaining power of buyers 

 Bargaining power of suppliers 

 Rivalry among the existing players 
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4.6 SWOT analysis  

We would consider the challenges and opportunities further, and in this case we used 

SWOT analysis. 

“This technique examines the project from each of the SWOT (strengths, weaknesses, 

opportunities, and threats) perspectives to increase the breadth of identified risks by 

including internally generated risks.” (Project management institute, 2008, P288)   

By this method we firstly looked into the strengths and weaknesses parts of the 

organization itself. Then we identified the opportunities within this business as well as 

the threats that come from the weakness. We could later figure out how to avoid or 

overcome these problems. 
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5. Results:  

 

5.1 Predicting the market. 

As this business will start from a capital city of a province in China, we did all the 

survey within this area.  

There are three kinds of products named product A, B and C from Sweden will be 

imported to the Chinese market and we will market these products separately as they 

will be purchased by different kinds of people named group A, B and C respectively. 

We divided our three target group according to gender and age as below: 

Product A Group A Children and young adults from 5 to 24 years old 

Product B Group B Female adults from 20 to 44 years old 

Product C Group C Adults from 20 to 64 years old 

Table 5.1 Group description 

The way in general of predicting demands of this market is:  

1). Collect data of total population in the target city and sort into different groups. Use 

regression analysis for the total population in each group to see how the figures 

changed during this 10 years period, then represented the figures for the year 2011 

with Normal distribution; 

2). Use historical statistics to see how many people would be the potential buyer of 

these three kinds of products, and apply this percentage to get the total number of 

buyer in each group;  

Use regression analysis again as before for the potential buyers in each group to get 

the figure for the year 2011;  

3). Use Beta and Binomial distribution to find out how many people will be the 

potential buyers in the year 2011; 

4). Use questionnaires to see how many units of products people will buy in each 

group. Here PERT and Discrete distribution will be used. Together with the number of 

buyer from previous step, the total demand from the market will be carried out. 
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5.1.1. Population in each group 

As mentioned before, we used secondary data from the local official website as one 

basic resource for the analysis. 

The secondary data were gathered from the annual reports of the target city between 

the year 2001 to the year 2010. The information presents the total population, with 

men and women respectively, as well as those in different age, and we summarized 

the population in each group as below (in thousands): 

Table 5.1.1.1 Number of total population in each group 

Now with these historical data we can draw a trend line for each group and describe 

the lines by polynomials, so that we can calculate the parameter for normal 

distribution accordingly later on. Here to simplify the analysis, we assume the years 

are independent variables, and from year 2001 to 2011, they are 1, 2, … , 11; and we 

assume the population in each year are dependent variables.  

 

 

Figure 5.1.1.1 Cubic polynomial trend line for group 1 

 

y = -0,2587x3 + 3,1256x2 + 8,6117x + 1628,7 
R² = 0,9493 
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Group 1 Poly. (Group 1 )

Year 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 

Group 1 1638.26 1657.44 1677.44 1703.68 1714.16 1721.44 1754.76 1788.71 1754.60 1771.45 

Group 2 1269.65 1318.09 1321.98 1348.08 1426.51 1520.82 1553.85 1569.39 1591.22 1668.19 

Group 3 4059.39 4149.83 4261.96 4374.39 4534.77 4768.11 4923.25 5087.62 5293.98 5541.67 

Total 6214.62 6349.19 6534.74 6696.86 6898.04 7190.64 7413.42 7588.93 7743.14 8004.73 
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Figure 5.1.1.2 Cubic polynomial trend line for group 2 

 

 

Figure 5.1.1.3 Cubic polynomial trend line for group 3 

 

We used cubic polynomial (third order) to describe the trend lines as we thought it 

could present good fitting results. For example in the first figure, the R  0.9493 

means almost 95% of data can be covered by this trend line. 

 

For each group, we can use the line’s equation to calculate the mean value, the square 

of differences between each year and the standard deviation to form the Normal 

distribution for 2011. 

 

y = -0,6323x3 + 10,657x2 - 5,4479x + 1269,7 
R² = 0,9727 
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 Year 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 

G
ro

u
p

 1
 

Actual 1638.26 1657.44 1677.44 1703.68 1714.16 1721.44 1754.76 1788.71 1754.60 1771.45 
 

By line 1640.18 1656.36 1675.68 1696.60 1717.56 1737.01 1753.40 1765.18 1770.79 1768.68 1757.30 

SQ 1 3.68 1.17 3.10 50.13 11.57 242.51 1.84 553.77 262.01 7.69 
 

SD 1 
          

10.67 

NORMAL(1757.30,10.67) 

G
ro

u
p

 2
 

Actual 1269.65 1318.09 1321.98 1348.08 1426.51 1520.82 1553.85 1569.39 1591.22 1668.19 
 

By line 1274.28 1296.37 1332.20 1377.95 1429.85 1484.09 1536.88 1584.43 1622.94 1648.62 1657.68 

SQ 2 21.41 471.59 104.39 892.41 11.14 1349.25 288.02 226.12 1006.11 382.95 
 

SD 2 
          

21.80 

NORMAL(1657.68,21.80) 

G
ro

u
p

 3
 

Actual 4059.39 4149.83 4261.96 4374.39 4534.77 4768.11 4923.25 5087.62 5293.98 5541.67 
 

By line 4058.20 4146.03 4259.41 4395.46 4551.29 4724.01 4910.74 5108.61 5314.71 5526.17 5740.10 

SQ 3 1.43 14.46 6.51 443.81 272.75 1944.88 156.39 440.43 429.72 240.25 
 

SD 3 
          

19.88 

NORMAL(5740.10,19.88) 

Table 5.1.1.2 Regression analysis for total population in each group in 2011 

 Actual: annual population in each group from original data 

 By line: annual population in each group calculated by line equation.  

Set X=1, 2, 3,…, 11 in the polynomial to get the values on lines. The value for 

2011 is used as mean value in Normal distribution. 

 SQ: square of difference between actual value and value on the line. 

 SD: standard deviation, i.e. square root of the average of SQs. The value is used 

as standard deviation in Normal distribution. 

 

 

5.1.2. Buyers 

The main aim here is to see how many people are interested in and would like to 

spend money on these three kinds of products respectively. We used historical data 

during the past years, this statistics is about the market share of each kind of products 

where each of these three Swedish food belongs to. And we assumed all the customer 

in the past time for each kind of product will be our potential buyers. 

The survey results were summarized as below: 
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Year 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 

Group 1 41.72% 43.39% 45.62% 46.72% 48.34% 49.12% 51.02% 52.47% 53.94% 56.14% 

Group 2 30.45% 32.78% 35.39% 40.14% 46.71% 51.29% 60.77% 64.31% 69.06% 73.16% 

Group 3 55.42% 55.86% 55.22% 55.38% 55.67% 56.23% 56.51% 57.13% 57.61% 58.23% 

Table 5.1.2.1 Percentage of potential buyers in each group 

And we illustrate those values by figures as below. 

 
Figure 5.1.2.1 

 
Figure 5.1.2.2 

 
Figure 5.1.2.3 
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All the three figures above showed that there is an increasing trend of buyer in each 

group during this 10 year period. Group 1 grows steadily and has almost a 15% 

growth than 10 year ago. Percentages in group 2 grow most quickly from 30.45% to 

73.16%, more than double amount of the beginning. But percentages in group 3 

almost keep at the same level from 55% to 59%.  

 

Next step we multiplied these percentages with the total population respectively to get 

the number of buyers in each group (in thousands) 

year 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 

Group 1 691.48 727.85 747.37 795.96 828.62 845.57 895.28 938.54 946.43 994.49 

Group 2 386.61 432.07 467.85 541.12 666.32 780.03 944.27 1009.27 1098.90 1220.45 

Group 3 2249.71 2318.10 2353.45 2422.54 2524.51 2681.11 2782.13 2906.56 3049.86 3226.91 

Table 5.1.2.2 Number of buyers in each group 

 

Then we used regression analysis again in the same way as before to get the figure in 

each group for 2011. 

 

Figure 5.1.2.4 Cubic polynomial trend line for group 1 

 

y = -0,0596x3 + 1,0141x2 + 28,632x + 662,68 
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Figure 5.1.2.5 Cubic polynomial trend line for group 2 

 

Figure 5.1.2.6 Cubic polynomial trend line for group 3 

 

We also got good fitting results by using cubic polynomial to describe the trend lines 

here. We could see clearly that all the three lines have an increasing trend especially 

for Group 2, we can believe that there is a big potential in the future.  

 

Then we repeat the same way to see how many buyers there will be. 
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 Year 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 

G
ro

u
p

 1
 

Actual 691.48 727.85 747.37 795.96 828.62 845.57 895.28 938.54 946.43 994.49 
 

By line 692.27 723.52 756.09 789.62 823.74 858.11 892.35 926.12 959.06 990.81 1021.01 

SQ 1 0.62 18.72 76.10 40.21 23.79 157.15 8.57 154.18 159.56 13.54 
 

SD 1 
          

8.08 

NORMAL(1021.01,8.08) 

G
ro

u
p

 2
 

Actual 386.61 432.07 467.85 541.12 666.32 780.03 944.27 1009.27 1098.90 1220.45 
 

By line 392.49 414.31 472.66 559.25 665.76 783.89 905.34 1021.79 1124.94 1206.49 1258.13 

SQ 2 34.55 315.50 23.17 328.73 0.31 14.92 1515.77 156.71 678.15 194.88 
 

SD 2 
          

18.06 

NORMAL(1258.13,18.06) 

G
ro

u
p

 3
 

Actual 2249.71 2318.10 2353.45 2422.54 2524.51 2681.11 2782.13 2906.56 3049.86 3226.91 
 

By line 2256.87 2297.55 2359.10 2439.65 2537.38 2650.41 2776.90 2915.01 3062.87 3218.65 3380.49 

SQ 3 51.25 422.27 31.88 292.90 165.51 942.64 27.33 71.36 169.35 68.23 
 

SD 3 
          

14.98 

NORMAL(3380.49,14.98) 

Table 5.1.2.3 Regression analysis for the buyers in each group in 2011 

 

5.1.3. Potential buyers by probability distribution 

For each group, Binomial distribution Binomial (N; p) can be used to find out the 

demand size. Here N is the total population and p will be calculated by Beta 

distribution with Beta(r+1; N-r+1), where r is the number of buyers we got from 

regression analysis. 

 

A B C D 

1 Total regression results 

  

2 Group 1 

=INT(RiskNormal(1757.3, 

10.67)) 

  3 Group 2 =INT(RiskNormal(1657.68,21.8)) 

  4 Group 3 =INT(RiskNormal(5740.1,19.88)) 

  5 

    6 Buyer 

   

7 Group 1 =RiskNormal(1021.01,8.08) =RiskBeta(B7+1,B2-B7+1) 

=RiskOutput() + 

RiskBinomial(B2,C7) 

8 Group 2 =RiskNormal(1258.13,18.06) =RiskBeta(B8+1,B3-B8+1) 

=RiskOutput() + 

RiskBinomial(B3,C8) 

9 Group 3 =RiskNormal(3380.49,14.98) =RiskBeta(B9+1,B4-B9+1) 

=RiskOutput() + 

RiskBinomial(B4,C9) 

Table 5.1.3.1 Potential buyers in 2011 
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As the input of N in Binomial distribution should be an integer we took 

INT(RiskNormal()) for total population even they represent the number in thousands. 

After simulating 1000 times we had the results in figures as below: 

 

Figure 5.1.3.1 

The first figure shows that at 95% confidence level we will have 1069 thousand 

people to be our customers. And together with the analysis value on the right side we 

can see that the mean value is almost the same as we have for Normal distribution, but 

the standard deviation is more than 3 times bigger.  

 
Figure 5.1.3.2 

The second figure looks more like a Normal distribution as it has similar mean value 

and the standard deviation is less than double value in the Normal distribution. 
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Figure 5.1.3.3 

Similar as before the third figure shows that we can be 95% sure to have 3474 

thousand people to be our customers. The mean value is still similar while the 

standard deviation is almost four times bigger than it in Normal distribution. 

 

5.1.4. Predicting demand 

In this part we went further to see how many units of products people will buy in each 

group. We used questionnaires that gave back from 1000 people in each group. 

Considering there will be people that do not invest on these kinds of product, we only 

selected those interested in this business, and asked them whether they would like to 

buy these products from Sweden from this business, and how many units they would 

like to have every month. We summarized the results as below: 

 A B C D E F G 

1  People 

included 

Invest in 

this area 

Invest in this 

product 

Amount to buy 

2 mi

n 

ML max 

3 Group 1 1000 924 692 2 4 9 

4 Group 2 1000 647 577 4 10 15 

5 Group 3 1000 734 431 1 2 3 

Table 5.1.4.1 

We can explain this result as, for example, in group 1, there were 1000 people 

answered the questions, 924 people said they used to spend money in this kind of 

product, and 692 of them would like to buy this product imported from Sweden in this 

business, the number of units they would like to buy each month are at least 2 units 

and at most 9 units, but 4 units most likely. 
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The following table continued of previous one. Here we used Triangle distribution to 

describe the number to buy and Beta distribution to calculate the probability to buy, 

then the amount to buy by single person each month were carried out by Discrete 

distribution.  

 H I J K L 

1 
# to buy if buy 

# of no 

buy 
probability to buy 

probability 

of no buy 
# to buy 

2 

3 
=RiskTriang(E3, F3, 

G3) 
0 =RiskBeta(D3+1,C3-D3+1) =1-J3 

=RiskDiscrete(H3:I3, 

J3:K3 ) 

4 
=RiskTriang(E4, F4, 

G4) 
0 =RiskBeta(D4+1,C4-D4+1) =1-J4 

=RiskDiscrete(H4:I4, 

J4:K4 ) 

5 
=RiskTriang(E5, F5, 

G5) 
0 =RiskBeta(D5+1,C5-D5+1) =1-J5 

=RiskDiscrete(H5:I5, 

J5:K5 ) 

Table 5.1.4.2 

 

Now we have the two factors of predicting the demand in each group: the number of 

potential buyer and the number to buy by each individual. The product of these two 

factors showed to us the total demand from the market. 

 
Figure 5.1.4.1 

For product A for group 1, there are 3926.731 thousand units demand in average from 

the market with maximum 9578.225 thousand units and minimum 0 as we have 

considered the probability of no purchase. If we look into the figure and adjust the 

confidence interval, we can find that there is 23% possibility of risk to have no order 

at all. Therefore even the demand is big, it is not total safe for the investor. 
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Figure 5.1.4.2 

For product B for group 2, there are 10917.68 thousand units demand in average from 

the market which is much bigger than in the other two groups. The standard deviation 

here is big which means it does not change steadily. However, it is more safe compare 

to the other 2 products as it has a much lower possibility 9% of risk. 

 

 
Figure 5.1.4.3 

The product C for group 3 seems has the worst situation. The potential buyers are 

three times more than those in group 2, but the total demand is only 3906.379 

thousand. And there is an extremely high possibility of risk 42% to have no income. 

Why there are so many differences?  
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The answers became more clearly when we looked in to their Tornado diagrams. 

 
Figure 5.1.4.4 

 
Figure 5.1.4.5 

 
Figure 5.1.4.6 



 

24 
 

 

All the three figures showed that the final results are mostly related to one factor: the 

individual purchase amount.  

Now we can to go one more step to see what happened with this factor. 

Below we showed the distribution figures of the number to buy by each individual 

together with the Tornado diagrams. 

 
Figure 5.1.4.7 

 

 
Figure 5.1.4.8 

 

 
Figure 5.1.4.9 
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We can find clearly that all the three factors related mostly with the data from 

questionnaires: how many units to buy if buy.  

However, as the individual purchase amount depends on both units to buy and 

possibility to buy, we cannot ignore the possibility to buy even it didn’t present 

significantly in the pictures. 
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5.2. Five forces  

After the statistics analysis, one general idea that came up into our mind is there is a 

big demand from the market, which means we will have a large sales volume and 

probably will have big profit. However, what can we see from the whole business 

environment?  

Several factors need to be considered together for this purpose, such as the 

participants in this business, including the buyers, the suppliers, and the products 

themselves, also their potentials, positioning and threat.  

To figure out these questions, we can apply five forces analysis by Michael E. Porter in 

the figure below to identify the situation from five competitive forces. 

 

Figure 5.2.1 five forces 

The contents of each forces can be generally summarized as below: 

1). Bargaining power of suppliers 

• Number of suppliers;  

• Size of suppliers; 

• Switching costs; 

• Unique service/product; 

• Ability to substitute. 

The supplier in this business is one of the biggest companies in this area in Sweden. It 
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has more than 40 year’s cooperation with Swedish sellers and has big market shares in 

Nordic market. The products from this company are diversified and can fully meet the 

demand from Chinese market. 

As this business is especially for the cooperation with this Swedish company, there is 

only one supplier in this case, so we will not consider switching to other 

supplier/product. 

 

2). Bargaining power of buyers 

• Number of customers; 

• Buying volumes; 

• Differentiation; 

• Price elasticity; 

• Brand identity; 

• Switching cost. 

We could have some general idea from previous simulation about the volumes to sale, 

and as we have targeted on different groups of people according to products, we can 

believe that we will at least have potential buyers in each group. Regarding to the 

products themselves, in Chinese market people usually treat these kinds of products in 

a special way as they will be displayed in the shelves or even single stores that only 

for imported food. Also the customers have different attitude to imported food, they 

can accept the higher price compare to local products. However we have to make the 

price within an acceptable level and to be competitive with similar products. 

 

3). Threat of new entrants 

• Time and cost of entry; 

• Economies of scale; 

• Cost advantages; 

• Technology; 

• Barriers. 

Here we can see how easy or difficult it is for a new entrant to share the market. 

Because of Chinese system, international business with local company will be assisted 

by an official partner, therefore it becomes much safer for new entrants. The taxation 

at present is high. But the time cost depends mostly on the business participants 

themselves. Another important fact is there are thousands of new product come into 

the market every day, it is not easy to take a market share if the product is not 

attractive enough. 
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4). Threat of substitutes  

• Substitute performance; 

• Cost of switching; 

• Buyer willingness. 

In present market there are several similar products from Japan and USA. Those 

investors from USA have started to have joint venture company in China and 

produced in local place, so they are not 100% imported food any more. For those 

products from Japan are not as popular as before because of the big earthquake this 

March, people are worried about the nuclear leakage so they started to turn to other 

options. However we should admit that the buyer willingness is the factor that we 

cannot be sure of as in Chinese market there are much more choice than Sweden, and 

because of people’s eating habit, it costs time to let people get used to the new flavors. 

 

5). Rivalry among competitors. 

• Number of competitors; 

• Exit barriers; 

• Quality; 

• Differentiation; 

• Switching costs; 

• Diversity of competitors. 

As we know so far, this is the first time to have these kinds of food imported from 

Europe. But as mentioned before, it needs time to let people turn to a new kind of 

flavor, and pick these foods among thousands that displayed on the shelves. However 

we are confident of the quality of those products and we think people will find 

something they like among these existing flavors. But the competitors will sooner or 

later come to share the market as Chinese market is really big and full of 

opportunities. 

 

 

 

 

 



 

29 
 

5.3 SWOT analysis 

After the five forces analysis of the whole business environment, we could go back to 

consider the challenges and opportunities of the organization itself. 

By using SWOT analysis we firstly looked into the strengths and weaknesses parts of 

the organization itself. Then we identified the opportunities within this business as 

well as the threats that come from the weakness. We could later figure out how to 

avoid or overcome these problems. 

1. Strengths: 

1). Strong support from headquarters 

As this company is a subsidiary company of a big business group which has a big 

turnover and good cooperation with related area, including importing affairs, marketing, 

sales channels, delivery network, etc, this business will get strong support from the 

headquarters all the way, and it is especially important in the beginning of a business. 

2). Clear market strategy   

Among thousands of imported food in present Chinese market, we fortunately could 

not find exact similar food from Europe as those will be imported from Sweden, 

which means there is no competitor at present market. 

As we divided our potential clients into three different groups, we will use different 

trade materials to market the three kinds of food accordingly. 

3). Local superiority 

The business will start from a capital city of a province in south China and will extent 

firstly to the whole province which has more population and higher consumption level 

than average. Also this province has convenient location as the products will be 

delivered by ship from Sweden and this province is located close to the port. So the 

risk of any delay and its impact on quality could be reduced to a safe level. 

 

2. Weakness: 

1). High cost 

Here the high cost means the money spend on delivery, taxation and storage. It costs a lot 

to deliver for this long distance and have extra cost for refrigerator containers to keep the 

products in good condition. Once they arrive the port, the taxation of imported food is 
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extremely high in China. Also all the products need to be stored in good condition before 

they are sold. 

2). Less of experience 

As it is the first time to bring those products into market, people don’t have enough data 

about how will customers like them and how to make customers to like them. And they 

are totally new flavors compare to the local eating habit, people are not sure if they will 

be accepted or not. 

 

3. Opportunities: 

1). Market extension 

Although this study is only focus on a capital city of a province, our final target is to 

extend the market to the whole China, and hopefully can find the potential market in 

neighboring countries. And by considering the increasing health consciousness we believe 

that more and more people will pay attention on these kinds of food. 

2). Take more market share from competitors 

As we mentioned before, those similar products from Japan in present market have lower 

sales volume than usual for some reason, and this is a good chance to bring these Swedish 

food as replacements. Also this Swedish company have many products other than those 

will be imported this time, once we could market this brand successfully, we will be able 

to introduce much more products in the future. 

3). Joint venture company  

This is probably a part of the plan in the future. Considering the high cost of material and 

shipment from Sweden, a joint venture company that located in China will be a more 

economical choice.  

 

4. Threats: 

1). Lack of culture 

These imported products are mainly made for Nordic market, therefore the flavor are 

accepted by most Nordic people but not sure for Chinese people. Also they are the 

product that more close to people’s health consciousness, it will take time to adjust 

people’s eating habit. 
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2). Competitors 

Although we don’t have big competitor in present market, we realized that there will be 

and will be more if we make a good sale of these products. Besides the food itself, the 

competitors may bring lower price, better service or have better sales channel. We need to 

think about it and improve our work along the way. 

3). Mimic  

Sometimes it happens, and will more or less destroy the original brand. The brand and all 

the products that will be introduced this time will be registered in the official site. 

However we still need to take it into consideration and try to protect our rights. 
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5.4 Possible errors  

As mentioned in the study scope we defined in the beginning, we have several limits 

to do a 100% accurate estimation. Also we could not ignore the possible errors with 

the approach chosen. 

In the very beginning after decided to start this business, we spent a lot of time to 

collect data, and tried to find the most reliable resource for further analysis. For 

example, the total population was taken from local official website, even it needs 

many other works to make it fit in each target group, it can be totally trusted. But 

when we need the historical data about the market share of each kind of products 

where each of these three Swedish foods belong to, it was not as easy to get as we 

thought before. There is unfortunately no public statistics available, and we spend 

time and money to get it from another people. We knew it is a result from some survey, 

but we are impossible to know how it made. Even we could see this resource is 

reasonable by practical experience, we are unable to know how much it is reliable 

compare to the fact as it is the only one we have. And later when we used 

questionnaire to get the units of purchase, we all thought we could have more reliable 

result if we can give out more questionnaires.  

Later the regression analysis and Monte Carlo methods were applied to analyze those 

data. It is important to understand the methodology, to make an appropriate model and 

to choose right distributions. Here we only used regression analysis to identify the 

general rules of the data about the growth of population, but actually it needs very 

complex mathematical knowledge to get more accurate result. And when we tried to 

use a distribution, it sometimes has more than one choice. For example, when we 

worked with the result from questionnaire to see how many units to purchase by 

single buyer, we used Triangle distribution because this is what we can find from 

those 1000 questionnaires, but we think it might have other distribution as PERT or 

Uniform if we can have more people included in the survey. 
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6. Discussion 

This study can be simply divided into two parts as quantitative analysis and 

qualitative analysis. Many problems have been figured out step by step. From the 

result of Monte Carlo simulation we can see there is big potential in the market, and 

the most effective factors are number of buyer and purchase units of each buyer. So at 

this step we realized that these two factors are essentially important to increase the 

sales volume. 

But is it enough to only focus on these numerical factors? The answer is obviously 

negative. The results from five forces analysis and SWOT analysis identified many 

challenges and threats we need to face to, such as lack of experience for a new market 

and unknown competitors. Instead of only increasing the volume of sales to have 

monetary profit, the improvement of business performance and mitigate the potential 

risk are more important for a new business to build a good basis and then develop step 

by step in an appropriate way. 
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7. Conclusion 

The business mentioned in this study is a real business which is ongoing during the 

study period. Most of the data collected and analysis results are considered by the 

participants in the business. 

As we have found so far, we have a large population, many potential buyers and big 

sale volume. However we need to consider the business in the whole organization and 

the business environment. Analyzing from different angles and with different factors 

helped to make an all-around study, and together with the information we got from 

quantitative analysis, we can understand the business and our situation much better. 
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8. Recommendation 

Based on the data we gathered and the analysis we made so far, we summarized 

several hints below that could be considered by the company in this business. 

• Advertising and investigating separately on each target group 

• Consider all the risk factors that indicated in this study before action 

• Track the business data during the sales period, try to make own database for 

further study. 

• Continual training and improvement of staff and company management 

• Updating the feedback from Chinese market to the original producer to improve 

from both side 
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10. Appendix 

1. Annual population in different ages of total people, male, and female. 

http://www.jssb.gov.cn/jstj/tjsj/tjnj/ 
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Population in different ages with Male/Female during 2001-2005 (in thousands) 

 
2001 2002 2003 2004 2005 

Total F M Total F M Total F M Total F M Total F M 

Total 6214.62 3105.97 3108.65 6349.19 3169.81 3179.38 6534.74 3300.53 3234.21 6696.86 3373.17 3323.69 6898.04 3509.85 3388.19 

0-4 241.48 111.70 129.78 252.35 115.89 136.46 243.84 115.52 128.32 260.16 109.88 150.28 288.83 135.93 152.90 

5-9 339.39 148.58 190.81 350.55 157.66 192.89 352.37 160.73 191.64 310.47 135.29 175.18 314.12 123.59 190.54 

10-14 572.63 270.10 302.53 590.47 284.08 306.40 515.93 241.84 274.09 522.68 224.28 298.40 470.22 189.93 280.29 

15-19 357.69 183.80 173.89 378.13 178.07 200.06 419.36 195.80 223.56 510.73 216.35 294.38 538.72 263.12 275.59 

20-24 368.55 181.99 186.55 358.37 187.95 170.42 350.55 186.49 164.06 359.78 209.17 150.61 391.11 215.01 176.10 

25-29 433.51 218.42 215.09 452.42 230.52 221.90 429.17 230.04 199.13 433.66 240.33 193.32 453.93 250.94 202.99 

30-34 662.92 325.27 337.65 658.23 341.47 316.76 590.90 309.82 281.07 563.23 274.42 288.82 553.66 253.88 299.78 

35-39 678.62 347.37 331.26 699.03 357.41 341.62 656.88 343.40 313.48 671.78 325.21 346.56 725.60 341.32 384.28 

40-44 410.80 196.60 214.20 405.71 200.86 204.85 497.65 251.98 245.66 531.76 298.92 232.85 621.84 365.35 256.49 

45-49 515.48 263.21 252.28 549.50 268.62 280.89 559.65 275.58 284.06 550.95 271.58 279.37 492.95 238.03 254.92 

50-54 403.12 209.00 194.12 436.00 213.30 222.70 500.64 256.97 243.67 537.82 277.52 260.30 560.40 298.27 262.13 

55-59 329.72 158.23 171.48 330.95 161.49 169.46 376.48 180.67 195.81 411.78 231.44 180.35 421.93 230.38 191.54 

60-64 256.67 127.78 128.89 259.69 130.40 129.29 300.02 148.60 151.42 313.84 158.37 155.47 313.35 174.65 138.70 

65-69 241.20 122.89 118.30 238.16 118.13 120.04 277.91 140.29 137.62 255.45 142.23 113.23 259.90 115.17 144.73 

70-74 175.21 99.15 76.05 174.56 94.85 79.70 208.94 112.53 96.41 204.63 113.10 91.53 215.36 122.84 92.52 

75-79 119.30 76.16 43.14 111.59 65.04 46.55 137.96 74.63 63.33 130.92 72.19 58.73 147.60 96.80 50.80 

80-84 70.83 42.63 28.20 69.82 41.61 28.22 77.62 48.70 28.92 81.95 43.57 38.38 84.71 58.58 26.13 

85-89 26.82 15.46 11.36 24.23 15.15 9.08 31.41 21.44 9.97 34.66 21.36 13.30 33.00 27.92 5.08 

90+ 10.45 7.49 2.95 9.40 7.33 2.07 7.48 5.49 2.00 10.60 8.08 2.52 10.49 8.04 2.45 
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Population in different ages with Male/Female during 2006-2010 (in thousands) 

 
2006 2007 2008 2009 2010 

Total F M Total F M Total F M Total F M Total F M 

Total 7190.64 3656.32 3534.32 7413.42 3776.29 3637.13 7588.93 3849.84 3739.09 7743.14 3910.18 3832.96 8004.73 4069.13 3935.60 

0-4 315.51 141.60 173.91 328.32 143.55 184.77 329.71 145.52 184.19 346.03 152.04 193.99 362.53 152.52 210.00 

5-9 301.53 134.23 167.30 303.31 135.57 167.74 300.20 135.28 164.91 304.40 136.89 167.51 298.59 144.89 153.70 

10-14 438.28 196.75 241.53 428.78 191.26 237.52 400.55 181.66 218.89 356.97 159.29 197.69 357.11 168.21 188.90 

15-19 578.72 272.64 306.08 586.43 276.08 310.35 597.01 280.69 316.33 516.90 242.53 274.37 519.47 256.86 262.61 

20-24 402.93 221.06 181.87 435.97 232.10 203.87 491.16 258.77 232.40 576.02 296.77 279.25 596.28 310.06 286.22 

25-29 483.02 260.79 222.23 484.42 262.92 221.50 489.05 261.64 227.40 487.15 257.74 229.41 534.03 274.32 259.71 

30-34 520.47 277.00 243.47 508.02 271.32 236.70 514.28 272.78 241.49 523.18 272.87 250.31 555.26 280.70 274.56 

35-39 717.79 385.04 332.76 739.79 396.13 343.66 705.79 374.64 331.15 662.24 346.96 315.28 679.81 364.73 315.08 

40-44 715.79 376.98 338.81 735.16 391.66 343.50 757.40 401.84 355.56 792.89 416.87 376.02 850.89 438.38 412.51 

45-49 484.55 247.96 236.59 487.51 252.57 234.93 550.69 282.46 268.23 613.45 316.66 296.79 631.77 342.56 289.22 

50-54 630.49 318.40 312.09 638.71 324.25 314.46 634.24 317.27 316.96 603.42 306.37 297.04 614.19 312.31 301.88 

55-59 476.44 236.34 240.10 519.64 263.12 256.52 543.31 271.64 271.66 596.90 300.27 296.63 616.26 314.51 301.75 

60-64 336.96 163.55 173.41 374.11 184.23 189.88 401.78 198.05 203.73 438.91 215.60 223.31 463.17 236.17 227.00 

65-69 272.81 134.60 138.21 290.35 144.57 145.78 294.64 146.77 147.87 317.35 156.62 160.73 331.28 157.29 173.98 

70-74 223.92 117.00 106.93 240.20 125.36 114.84 246.03 127.36 118.67 250.37 127.05 123.31 254.82 118.02 136.81 

75-79 153.62 85.85 67.77 166.30 90.69 75.61 173.64 95.32 78.32 184.40 101.37 83.02 180.22 94.91 85.31 

80-84 88.91 53.61 35.30 92.80 55.79 37.01 101.16 59.83 41.33 107.58 62.12 45.45 98.40 60.99 37.41 

85-89 38.38 25.32 13.06 40.02 25.65 14.37 44.37 28.45 15.92 49.17 31.23 17.94 43.27 30.51 12.76 

90+ 10.53 7.61 2.92 13.60 9.47 4.14 13.92 9.85 4.07 15.82 10.93 4.89 17.07 11.02 6.05 

 


