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Sammanfattning 
I dagens konkurrensutsatta marknad i Kina, är det viktigt att fokusera på 
differentiering med hjälp av tillgångar där marknadsföring är av stor betydelse. 
Genom att anpassa marknadsföringsstrategin genom att studera 
sammansättningen av marknadsföringsstrategin som bättre kan anpassa sig 
till den kinesiska marknaden och kulturen, kan företag få en konkurrensfördel. 
Syftet med avhandlingen är att studera de aktuella problem, behov och 
möjligheter för SSABs affärsområde Hardox Wearparts till att anpassa sina 
marknadsföringsstrategier för att bättre möta kundernas värderingar och öka 
försäljningen på eftermarknaden. Slutligen, utvecklas en marknadsföringsplan 
om vilka marknadsföringsåtgärder som behövs. 
För att identifiera problem, behov och möjligheter, fokuserar avhandlingen på 
att förstå kunderna, Hardox Wearparts centren, marknads- och 
försäljningsenheten på Hardox Wearparts och SSAB och slutligen genom 
miljö-och kulturskillnader i Kina tillsammans med litteratur och benchmarking 
med ett företag som lyckats bra i Kina. 
Resultatet av avhandlingen är en handlingsplan som illustrerar taktik och 
strategier för att bygga starkare varumärke, förtroende samt utöka nätverket 
och transparensen för att expandera på den kinesiska marknaden. 
 
 
 
Nyckelord: Marknadsföringsstrategier, eftermarknad, kinesiska marknaden, 
Guanxi, relationsmarknadsföring, varumärkesstyrka, tillit. 
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Abstract 
In today’s competitive market in China, it is of importance to focus on 
differentiation by using intangible assets where marketing is significant. By 
adapting the marketing strategy through studying the marketing mix that can 
better adapt to the Chinese market and culture, companies can obtain a 
competitive advantage. 
The aim of the thesis is to study the current problems, needs and 
opportunities for SSAB’s business unit Hardox Wearparts to adapt their 
marketing strategies to better meet their customers’ values in order to boost 
sales in the aftermarket. Finally, which marketing actions are needed is 
developed through a marketing plan. 
In order to identify problems, needs and opportunities, the thesis focuses on 
understanding the customers, Hardox Wearparts centers, the marketing and 
sales unit at Hardox Wearparts and SSAB, and finally by studying 
environmental and cultural differences together with literature and potential 
best practices through benchmarking. 
The outcome of the thesis is an action plan, illustrating tactics and strategies 
for building brand strength, trust and expanding the network and transparency 
in order to expand in the Chinese market.  
 
 
 
 
 
 
Key-words: Marketing strategies, aftermarket, Chinese market environment, Guanxi, 
relationship marketing, brand strength, trust. 
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1 ABBREVIATIONS USED 

 

APAC – Asia-Pacific including Asia, Australia and New Zealand 

ASM – Area Sales Manager 

ATM – Area Technical Manager 

EMEA – Europe, Middle east and Africa 

FTF – Face To Face 

GSM – General Sales Manager 

HWP – Hardox Wearparts 

HWPIC – Hardox Wearparts Independent Center 

OEM – Original Equipment Manufacturer 

QT-steel – Quenched and tempered steel (treated steel) 

RMB – Chinese currency (1 RMB is approximately equal to 0,16 dollar or 1 SEK) 

RSM – Regional Sales Manager 

WSE – Wear Sales Engineer 

WSM – Wear Service Manager 
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2 INTRODUCTION 

This section provides a background to this specific case by 
presenting the problem and the derived objective of this research. 
Furthermore, acknowledged models within the field of international 
marketing strategy are introduced. The research questions are 
stated as well as limitations of the research conducted.   

2.1 BACKGROUND 

Hardox Wearparts (HWP) functons as a business unit of SSAB and is the leading 
manufacturer of wear parts and wear service in the world. There exist more than 100 
Hardox Wearparts centers in more than 40 countries. China is the world’s largest 
consumer of steel and for the year of 2013, China stood for 58 percent of SSAB APAC 
(Asia-Pacific including Asia, Australia and New Zealand) division’s total sales, which 
indicates that it is the most significant region to develop and expand business due to its 
high potential of business opportunities. (SSAB , 2014) 

Due to the great potential in China, it is one of the countries where HWP intends to 
increase and expand their business. They intend to expand via the current centers located 
in China by selling to customers operating in the aftermarket. (Hardox Wearparts, 2013) 

Since SSAB has many steel competitors in China, such as other foreign steelmakers and 
local companies, one of the most significant factors for HWP is to increase their 
competition through a better understanding of the Chinese business environment. In 
today’s fast-growing competitive industry, being the producer with highest product 
quality might not longer be enough. Therefore, it is of importance to focus on 
differentiation by using intangible assets where marketing is significant. By adapting the 
marketing strategy to the Chinese market and culture, Hardox Wearparts can increase 
their attractiveness to their target group. (What makes a brand great, 2001) 

SSAB intend to increase their overall profitability by expanding their business in the 
aftermarket. In order to better approach the market, Hardox Wearparts in China need 
more adapted marketing strategies to meet their targets in the Chinese market. 

 

2.2 PROBLEM FORMULATION 

At the moment, HWP have barely 1 percent of the total market share in China, which 
indicates that there exist a great potential for expansion.1 At the same time, the Chinese 
government has invested billions of RMB in infrastructure and is currently the world’s 
leading investor and thus, is of great need of construction steel. 

A deep-dive in the current strategies of Hardox Wearparts in China shows that they are 
using the same strategies to approach the Chinese market as in their western countries 
when marketing toward their customers and aftermarket. According to a study of how 
foreign invested enterprises may sustain competitiveness in China, one of the 
conclusions was that western marketing approaches may not be universally applied due 
to that culturally defined values will affect the effectiveness in another cultural context 
(Yuan et al., 2014, s. 34). Furthermore, market differences rarely allow complete 
standardization since there are frequently occurring differences such as governmental 
laws, availability of media, response behaviors and cultural patterns. (Ghauri & Cateora, 

                                                
1 Johan Andersson, Head of Marketing strategies, HWP, interview 5th of February 2014 (Questions asked 
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2006, s. 246) Moreover, many foreign companies need much struggle in this approach 
due to too much trust in western market characteristics (Yuan et al., 2014, s. 34). 

Looking from the current generic strategies for Hardox Wearparts, there is a need of 
development to adapt to the customers’ needs or wants. Clearly, a development of the 
marketing strategies in a long term and short-term aspect is essential to better penetrate 
the Chinese market. Hence, it is of importance to analyze which factors that affect the 
customers’ interpretation of the brand and obtain an understanding of the customers’ 
segment and target group. With understanding, this will give the power to achieve 
success through creating an image that matches with the customers needs or wants. 
(Ghauri & Cateora, 2006, s. 252) 

The business gap that is formulated by the not yet adapted marketing strategy is a great 
opportunity for HWP to approach in order to enter the next step toward a stronger, 
lighter and more sustainable world (SSAB Vision, 2013). 

 

2.3 PURPOSE 

I intend to study HWP’s current strategies by mapping the problems, needs and 
opportunities for HWP centers and their customers in China. The main problems will be 
identified followed by looking upon literature and potential best practices through 
benchmarking in order to suggest a marketing action plan. Factors influencing 
international marketing strategy that I intend to study are the product lifecycle and 
market environment, branding and customer segmentation. The current strategies within 
the five marketing factors; product, price, distribution, advertising and sales promotion 
will be deeply investigated from the perspective of employees as well as independent 
Hardox Wearparts centers that operates in the aftermarket and end-customers to 
understand needs and the current strengths and weaknesses, needs and opportunities. 

 By studying successful cases of marketing development in China, this will provide 
possible approach for solving the current problems and needs. Finally, there will be a 
discussion on which actions should be taken that are necessarily to increase customers 
and expand Hardox Wearparts’ market share in China. More specifically, long- and short-
term actions needed to better adapt to the target segments of HWP China. 

 

2.4 MAIN RESEARCH QUESTION 

Which marketing actions are needed in China in order to adapt to current 
problems, needs and opportunities to boost sales in the aftermarket? 

Subquestions: 

- In which ways should the product, promotion, price and distribution be adapted to meet the 
target market? 

- Which cultural and environmental adaptions are necessary for successful acceptance of the 
marketing strategies?  

- How can HWP meet the values of the customers and the HWP centers? 
- Which marketing actions need to be prioritized in order to expand? 
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2.5 LIMITATIONS 

The thesis will be focused on the marketing strategies on the industrial level in HWP 
China, meaning that the thesis will concentrate on the strategies for the external market 
environment for HWP centers and customers and not on organizational questions. 

The marketing plan will be a preliminary version including a situation analysis and 
determine what, how, why the suggested actions are to be done. There will be a 
discussion about short- and long term as well as more prioritized actions. Factors that 
will be excluded are sales and profit expectations. However, the strategies will take 
limited resources into account when suggesting actions that are necessarily to meet the 
problems, needs and opportunities.  

Due to the time and resource limit given for the thesis, I have restricted my research to 
collect qualitative data from two end-customers and all HWPICs in China. Moreover, the 
interviewed end-customers where all within the cement segment, which might need to be 
taken into account when applying the conclusion on other segments. Furthermore, the 
benchmark company was limited to one due to the time restraints and limited resources 
in order to find persons with the right competence and willingness to allocate time for an 
interview. 
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2.6 STRUCTURE OF THE REMAINDER OF THE REPORT 

A schematic layout of the research is displayed below in layout 1. 

 

 
Layout 1. The research area and process 

  

Conclusion	  

-‐	  Sub-‐questions	  answered	  	   -‐	  Action	  plan	  created	  based	  on	  analysis	  and	  
discussion,	  answering	  the	  main	  question.	  

Analysis	  and	  discussions	  

Empirical	  data	  

-‐	  interviews	   -‐	  Survey	   -‐	  Benchmarking	  

Methodology	  

Litterature	  review	  
-‐	  Factors	  in_luencing	  international	  marketing	  
strategy	  
-‐	  International	  planning	  process	  

-‐	  Market	  environment	  
-‐Cultural	  dimension	  
-‐	  Relationship	  marketing	  

Introduction	  and	  presentation	  of	  SSAB	  and	  HWP	  

-‐	  The	  concept	   -‐	  Objectives	  and	  vision	   -‐	  Current	  situation	  
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3 PRESENTATION OF SSAB AND HARDOX WEARPARTS IN CHINA 

SSAB was established in Sweden year 1977 and entered China in 2005. Therefore, the 
plant has not yet developed the same mature position as in Europe. Due to the fact that 
the Chinese environment is different in both cultural and economical aspects, these have 
a high impact on the development of appropriate strategies. Additionally, government 
regulations such as regional, industrial and monetary policies play a significant role of a 
market expansion in China.2 Over the past years, the economical crisis in all SSAB’s 
divisions have negatively affected the sales. The total sales of SSAB year 2013 declined 
with 10 percent compared with 2012. (SSAB , 2014) 

3.1 ORGANIZATION FUNCTIONS 

The headquarter APAC is situated in Kunshan, China, which is a subsidiary of SSAB and 
includes sales function for SSAB wear plates, human resource management and 
marketing and communication function. However, the marketing and communication 
department and sales function is focused on wear plates and the major product brands. 
Additionally most of SSAB APAC’s target groups differ from HWP, therefore this 
means that they basically do not serve Hardox Wearparts. 3 

HWP functions as a business unit within SSAB AB (see figure 1) and is in the beginning 
of a growth phase in China.4 Of the HWP units around the world, the one in China 
include the fully owned HWP center Kunshan together with 3 other independent centers 
with the mission to together target end-customers. The plant at Kunshan is fully owned 
by the SSAB APAC division and function as a finishing line including cutting, painting 
and bending to meet the customers demands before delivering. 2 

 

 

 

 

 

 

 

 

 

 

 

 

                                                

2 Tony Qiu, General manager, Hardox Wearparts center Kunshan, interview 4th of March 2014 (Questions 
asked during interview can be found in appendix 1, interview 2) 

3 Iris Yang, Marketing and communication manager for SSAB China, interview 26th of February 2014 
(Questions asked during interview can be found in appendix 1, interview 3) 
4 Johan Andersson, Head of Marketing strategies, HWP, interview 5th of February 2014 (Questions asked 
during interview can be found in appendix 1, interview 1) 

Figure 1. HWP functions as a business unit within SSAB AB. 

 

SSAB	  AB	  

SSAB	  EMEA	   SSAB	  AMERICAS	   HWP	  Global	  

HWP	  Units	  

China	  

HWP	  center	  
Kunshan	  

3	  HWP	  
Independent	  
centers	  

SSAB	  APAC	   TIBNOR	  
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Hardox Wearparts is providing their customers with a total solution which includes 
products, service, technical support based on the product segments and customers’ need. 
The aim is to offer a more complete product range for the aftermarket.5 

The HWP center Kunshan sales team includes the wear sales engineers (WSE). The 
regional sales manager (RSM), area sales manager (ASM) and the General sales manager 
(GSM) are the ones responsible for the expansion of Hardox Wearparts independent 
centers (HWPICs) via end-customers. In order to find candidates through the end-
customers, the approach is to contact their current or previous supplier for wear parts 
and check if they are appropriate candidates.6 

The wear service manager (WSM) for HWP functions as a support and make strategic 
decisions for the unit. He is also the one who cooperates with the sales of SSAB in order 
to find potential HWPICs from SSAB’s customers as well as establishing new fully 
owned centers. An overview of the centralized structure of the HWP unit in China can 
be observed in figure 2. The HWP center Kunshan is currently working in parallel to the 
HWP independent centers and the average age of the sales persons are around 28-30 
years with around 2-3 previous sales experiences. The WSEs work locally in certain areas 
where they are responsible and have knowledge about potential customers within that 
specific area. HWP need to target more end-customers in order to boost the sales. 
Furthermore, there are currently two main distribution channels for HWP to expand 
their scope to reach end-customers, which are by establishing HWPICs in areas where 
their target customers are operating or establishing fully owned centers. The latter is 
requiring more resources and time to start up, which indicates that the former approach 
is the main way that HWP wish to expand.6 

 
Figure 2. The centralized structure of the HWP unit in China. 

China has a landmass of 9.6 millions square meters with 23 provinces (including Taiwan). 
Today, Hardox Wearparts is covering 10 provinces where the fully owned Hardox 
Wearparts Center Kunshan, covers Jiangsu, Shanghai, Anhui, Hubei, Zhejiang, Henan, 
Shandong, Jiangxi and Hunan. These are 13 percent of China’s total landmass and three 
times the landmass of Sweden (See the red-tinted areas in figure 3).5 

                                                

5 Gustav Söderström, Business strategy and marketing, Wear Services, presentation 29th of January 2014  
6 Tony Qiu, General manager, Hardox Wearparts center Kunshan, telephone interview 9th of May 2014 
(Questions asked during interview can be found in appendix 1, interview 2) 
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Figure 3. Hardox Wearparts Center Kunshan, covers Jiangsu, Shanghai, Anhui, Hubei, Zhejiang, 
Henan, Shandong, Jiangxi and Hunan.  Source: Internal figures, HWP, 2014	  

3.2 THE CONCEPT OF HARDOX WEARPARTS INDEPENDENT CENTER 

The concept of Hardox Wearparts independent center is that it functions as a 
distribution channel for HWP in order to sell their products and services. The concept is 
similar to franchising, however, HWP is functioning more as a collaborating partner. 
HWP provides the HWPICs with products, knowledge and quality improvement of the 
HWPIC’s machining of the products. 7 

When looking for potential HWPICs there are specific criteria of the company that make 
them qualified for becoming a center. The customers should have a will to grow together 
with HWP as well as fundamental prerequisites in order to become a Hardox Wearparts 
center. The criteria that are listed in Appendix 2 are to be fulfilled when considering a 
company to become a potential Hardox Wearparts center. (Source: Internal powerpoint of 
HWP, “Where to find potential members”)  

The approached companies are small and medium sized enterprises. They are present in 
the industry often working with different materials with main business to provide end-

                                                
7 Johan Andersson, Head of Marketing strategies, HWP, interview 5th of February 2014 (Questions asked 
during interview can be found in appendix 1, interview 1) 
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customers with total solutions by every process from making an analysis till delivering, 
installing and keeping the customer up and running. 8 

The fully owned HWP center Kunshan is working in parallel with the HWPICs in order 
to target the end-customers. The objective is that all HWP centers should act as one 
cohesive operation toward end-customers (See figure 4). The customers should therefore 
not perceive any differences if it is an independent or fully owned center.9 

 

 

 

 

 

 

 

Figure 4. The HWPICs and fully owned center should act as a cohesive operation toward end-customers. 

The current ways for finding new potential HWPICs are through two channels; searching 
via SSAB’s existing customers and through the end-customers (See figure 5). All three 
HWPICs in China became centers after previous experiences as SSAB’s customers.9 

 

 
Figure 5. The figure shows the current two approaches for finding potential HWPICs. 
 

3.3 CURRENT MARKETING SUPPORTING THE STRATEGY 

The current marketing that will support the strategy of HWP is based on strategic value 
proposition to offer a complete solution covering a customer’s need from being aware of 
the product range until installing on site and keep the customer up and running. 

The objectives are to fully obtain the value propositions. In the HWP centers of APAC, 
it is however in the most basic level. The portfolio of wear plate is considered as 75 
percent completed, and additionally some complementary wear material exists in the 
offered portfolio. Furthermore, there are some installation on-site. Nevertheless, these 
are still in a start-up phase and there are currently almost no advisory wear service and 
selling “up-and-running” services. (Source: internal document, HWP 2014) 

                                                
8 Johan Andersson, Head of Marketing strategies, HWP, interview 5th of February 2014 (Questions asked 
during interview can be found in appendix 1, interview 1) 
9 Gustav Söderström, Business strategy and marketing, Wear Services, presentation 29th of January 2014 
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Hardox Wearparts main mission is to function as the leading value added services that is 
part of SSAB’s strategy. The vision for HWP is to be the world leading provider of 
productivity improvement through wear solutions with global reach and local execution. 
(Source: internal document, HWP 2014) In order to become successful aligning with the 
strategy, Hardox Wearparts have the objectives to be the most flexible operations, a high 
performing organization and provide superior customer experience. (See figure 6) 

 

Flexible operations are formed by entrepreneur driven centers and adaption to local 
culture. Additionally, HWP should be able to source complementary products and have a 
transparent information exchange and benchmarking of own centers in order to provide 
superior customer experience. To become a high performing organization, HWP intends 
to provide direct access to advanced technical knowledge in the global network and a 
high growth mind set across the organization. In order to fulfill a superior customer 
experience, HWP would like to achieve web shops, on-site technical analysis, installations 
and repair and experienced by end-customer as the best in service value. Additionally, 
HWP target to establish one-stop-shop for all wear products and services, meaning to 
create self-contained platforms that can provide almost everything needed in order for 
customers to quickly satisfy common requests. (Source: internal document, HWP 2014) 
 
 
 
 
 
 
 
 
 
 
 

 

  

Figure 6. Extracted model showing SSAB’s strategy in order to take the lead (Source: Internal figure, 
HWP 2014) 
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4 LITERATURE REVIEW 

The subjects in this chapter cover international marketing, the 
product life cycle, the current market environment and cultural 
differences in China compared to Sweden, as well as why 
relationship marketing is needed in international marketing. 
Additionally, the nature of the Chinese version of relationship 
marketing, Finally, Guanxi and trust will also be explained.  

4.1 FACTORS INFLUENCING INTERNATIONAL MARKETING STRATEGY 

A company needs to use an overall strategy that is applied over markets and products, 
but adapt it and create sub-strategies for each market. The overall strategy, which is also 
called generic strategy, is divided into two. These are differentiation strategy and focus 
strategy, which can be applied over the markets and products. For each market or 
product, strategies are adapted and set as sub-strategies. Each market or product tend to 
have a specific strategy that is influenced by the overall corporate strategy (see figure 7) 
(Ghauri & Cateora, 2006, s. 252)  

The different marketing strategies that are used in different markets are influenced by the 
overall corporate strategy, the particular customer segment, positioning, the product life 
cycle and the market environment in the certain market (see figure 7).  

 

 

 

 

 

 

 

 

 

 

 

The differentiation strategy aims to make the customers or market perceive that the 
product is different compared to the competitors by sending the message that the 
promoted product provides more value. It is thus important to make this value adding 
features visible to the customer when selling high-end products or products of low cost. 
However, the essential factor in order to successfully use the differentiation strategy is to 
develop differentiation from the customers’ perspective. (Ghauri & Cateora, 2006, s. 252) 

Focus strategy is applied when there is a focus on a certain segment or limited set of 
products. The strategy is utilized when there is no aim to compete in the whole market, 
but instead to better match an offer to customer’s needs or wants and create a 
sustainable competitive advantage through this. (Ghauri & Cateora, 2006, s. 253) 

Branding 
Customer 

segmentation 

Product life cycle Market 
environment 

 

 

Figure 7. Extracted model showing factors influencing international marketing strategy.  (Ghauri & 
Cateora, 2006, s. 253) 
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4.1.1 POSITIONING	  

After deciding the overall strategy, the second step is to position the brand such that it 
becomes consistent with the selected overall strategy. The positioning aims to develop an 
image of the product and quality in the customer’s mind. Therefore, the better 
understanding of the customers, the segment and the target group, the better 
understanding of the positioning will be achieved. Companies need to proactively control 
their position and reposition themselves in order to adapt to the external factors such as 
targeting a new customer segment, trends or managing technological conversions. 
(Ghauri & Cateora, 2006, s. 255) 

4.1.2 BRANDING	  

The branding is the approach a company communicate their marketing strategy and 
positioning to the targets. If a brand is well managed, the value of it increases with time. 
The most significant objects for branding are that it results in customer loyalty and 
satisfaction. (Ghauri & Cateora, 2006, s. 256) 

Branding is needed since it creates a foundation and builds the reputation of a brand 
name. It can be established through an understanding of the targeted segments and adapt 
the brand to the customers’ needs or wants. This is then communicated to the audience 
through advertisements and other marketing actions. (Ghauri & Cateora, 2006, s. 256) 

4.1.3 THE	  PRODUCT	  LIFE	  CYCLE	  

According to Kothler, a marketing authority, different stages in the product life cycle (see 
figure 8) needs different marketing objectives, which indicates that depending on which 
the current stage of the product life cycle is, the marketer needs to apply a different 
strategy.  Kothler divides marketing strategies into five different segments; product, 
price, distribution, advertising and sales promotion, and these segments have different 
objectives depending on which phase of the product life cycle is the current. This is also 
a reason why marketing strategies need to be constantly evaluated and updated. (Ghauri 
& Cateora, 2006, s. 258)  

 
Figure 8. The product life cycle.  (Ghauri & Cateora, 2006, s. 258) 

The product life cycle has an S-shaped curve segmented into four phases, which are 
introduction, growth, maturity and decline (Ghauri & Cateora, 2006, s. 258). It should 
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however, be noted that all product do not run through all phases since some products 
mature quickly and some decline at once. (Ghauri & Cateora, 2006, ss. 245-248).  

When a product reaches the decline-stage, it is often an indication for the company to 
start presenting new features to the product in order to begin a new S-shaped curve. 
(Ghauri & Cateora, 2006, s. 248).  

4.2 INTERNATIONAL PLANNING PROCESS 

According to the international planning process (see figure 9), there are 4 distinct phases 
before developing and implementing an action plan. The first phase is a preliminary 
analysis of the environment for how the home country can match the host country’s 
needs. This phase will give an overview of the potentials, identify problems, 
environmental elements and give a perspective of which part of the marketing mix that 
need to be adapted to meet the market’s need. The second phase is to adapt the 
marketing mix of product, price, promotion and distribution in order to target markets. 
The third phase is to develop the marketing plan by a situation analysis and determine 
what, whom, how and when it is to be done. When developing the strategies, sales 
together with profit expectations should be included. The forth phase is the 
implementation and control with continuous monitoring that increases the success. 
(Ghauri & Cateora, 2006, ss. 262-264) 

 
Figure 9. The international planning process for multinational firms.  (Ghauri & Cateora, 2006, s. 
262) 

4.3 MARKET ENVIRONMENT 

In order to fully understand the current business situation for the steel industry in China, 
it is important to get a perspective of the tendencies of relevant market segments as well 
as the government’s role in China’s economy, response behaviors and cultural patterns. 

4.3.1 MARKET	  SEGMENTS	  

According to Bank of China forecasts, renewable energy will in general experience 
double-digit growth rates of the nearest future of five years, with the exception of 
hydropower since it already is highly expanded. (KPMG Advisory (China) Limited, 2013, 
s. 25) 

The aim for China’s infrastructure investment is to obtain the level of middle-income 
country infrastructure in the country’s urban areas. In the past 15 years of investment in 
infrastructure, China has grown quickly, but with devastating consequences on the 
environment, which has lead to the mindset to work more sustainable and invest in 
environmental friendly solutions since it cost a lot less to prevent an upcoming problem 
than to fix it later. This combination has opened up a lot of business opportunities for 
SSAB in the sectors within construction, mining and energy, since demand for more 
sustainable solutions by using high strength steel increased. (McKinsey & company, 
2013)  

Infrastructure has been growing rapidly, however, according to a report (KPMG 
Advisory (China) Limited, 2013), the construction needs have a tendency to be balanced 
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against higher priority set by the Chinese government. Due to the current environmental 
issues in China, an increase of rates in this area may slow down in the coming years. 
Additionally, part of the input sectors, such as cement and steel production, are facing 
controls on capacity expansion as a consequence of the country’s efforts to reduce 
pollution and energy use. According to a recent report, the cement production will be cut 
down by 42 million tons that amount of approximately 2 percent of last year’s total 
production. However, regional governments have been slow in closing down since it 
would reduce sources for employment and additional fiscal benefits. (Ernst & Young, 
2014; Thomson Reuters, 2014)  

4.3.2 GOVERNMENT	  INVOLVEMENT	  IN	  CHINESE	  ECONOMY	  

A huge part of the industrial companies in China are state-owned. The revenues of state-
owned enterprises reported on revenues accounting for 43 percent of China’s total 
profit. (Mu, Xinhua, 2012) 

The state-owned companies in China are highly influenced by governmental decision, 
which have a decision-making system via a networked hierarchy that centers on a core 
holding company. The core holding companies are mostly wholly owned by State-owned 
Asset Supervision and Administration Commission of the State Council (SASAC), which 
is controlled by the State Council and managed by the chief administrative authority of 
China and chaired by the Premier of the State Council, Li Keqiang. SASAC is directly 
responsible for the administration and oversight of the sectors among others, industrial 
manufacturing, energy, mining, technology and steel. SASAC is organized both centrally, 
for the control and management of China’s central state-owned enterprises and 
regionally, for the control of local and subsidiary state-owned enterprises. In total, 
SASAC is responsible for more than 100000 central, provincial, municipal, and subsidiary 
entities. (KPMG, 2013) 

4.3.3 CHINA	  INVESTS	  IN	  A	  MORE	  SUSTAINABLE	  FUTURE	  

Decades of China’s rapid economic growth and large population have resulted in serious 
environmental problems such as air and water pollution. However, the recent report 
released by the government states the first change to the legislation in 25 years and 
declaring the environmental protection as China’s basic policy. (Yang, 2014) According 
to the governmental report (Mu, Transitioning China needs tougher environmental law, 
2014), efficiently and consistent actions need to be implemented for the new 
environmental protection law to build an ecological civilization. During the annual 
parliamentary sessions this year in March, the premier Li Keqiang stated that China 
“declare war” on pollution and will fight it with the same definiteness as China fight 
against poverty. (Mu, Transitioning China needs tougher environmental law, 2014) 

The new revisions on the environmental protection law that was approved in April 2014, 
focuses on greater powers for environmental protection authorities (Hong, 2014). 
Furthermore, it states that the country should found and improve an environment and 
health monitoring, survey and risk assessment mechanism. (Yang, 2014) In summary, the 
law indicates a huge step of China’s battle to make the rapid economical growth more 
environmental sustainable. 

In a report released in May 2014 from the Ministry of Finance (Thomson Reuters, 2014), 
states that China will spend 21.1 billion yuan (Approximately 3.4 billion US dollar) on 
energy conservation and environmental protection in 2014, which means that this 
segment will increase 7.1 percent compared to 2013. Furthermore, 64.9 billion yuan 
(Approximately 10.4 billion US dollar), will be spent on agriculture, forestry and water 
conservation, which is an increase of 8.6 percent since last year. 
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4.4 UNDERSTANDING THE CHINESE CULTURAL DIMENSION 

Culture is one of the most challenging elements when entering a new market. Therefore, 
it is of great need to understand the cultural aspects in China since it may act as 
guidelines for marketing-mix development. (Czinkota & Ronkainen, 2004, s. 78) 

The characteristic of Chinese market is that it is a low trust society that is allocated as 
“in-group” and “out-group”. Additionally, there is a market uncertainty and confusion 
due to unlinked firms and stakeholders.  Furthermore, differences of local policy also 
increase the uncertainty in the market. In such a low-trust society as China, Guanxi 
creates barriers for multinational companies entering Chinese industrial markets. (Yuan, 
2014, s. 26) 

In order to understand and see cultural differences between the Chinese and Swedish 
culture, one can use the 6 D-model, which is based on Hofstede’s model and believed to 
reflect the deep drivers of a country’s cultural differences compared to another. The 6D-
model is based on the factors power distance (the level of expecting or accepting the 
inequality of power distribution), individualism (the degree of self-image as “I” 
consciousness), masculinity (the difference in values in motivation; higher score indicate 
desire to be the best and lower score indicates doing what you prefer), uncertainty avoidance 
(the degree of systematically avoiding ambiguous situations), pragmatism (the degree of 
ability to change within new conditions) and indulgence (the degree of weakness 
controlling desires and impulses). (The Hofstede Centre, 2014; Czinkota & Ronkainen, 
2004, s. 78) 

Figure 10 shows a comparison of the Chinese and Swedish cultural differences according 
to the 6D-model. The high degree of power distance in China indicates that it is a society 
that highly accepts inequality which leads to no defense against power abuse of superiors 
and that most people do not show aspirations beyond their position.  

 

 
Figure 10. Data from the 6D-model is derived from Geert Hofstede (Hofstede, 2014) 
 

 

China’s low degree of individualism indicates a collectivistic culture that makes the 
Chinese act for the group’s benefit. However, in-groups such as relatives get better 
treatment. The employee’s commitment to an organization is often low but this does not 
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validate that there is low commitment towards others in the organization. Relationships 
with co-workers in in-groups are cooperative, while towards out-groups it can be hostile. 
(Hofstede, 2014)  

The high degree of masculinity indicates that the environment is competitively driven by 
a need to achieve success. This means that many Chinese are willing to sacrifice their 
leisure and time with family in order to work and become the best in field. Such behavior 
is deeply rooted already from the school system where Chinese students care a lot about 
their exam scores since it is the criteria for success. (Hofstede, 2014)  

The Chinese has thirty in uncertainty avoidance, which is pretty low and indicates that 
they do not feel very threatened by ambiguous situations since it is rooted from that the 
Chinese language is rich in ambiguous meanings. The fact that 70-80 percent of the 
Chinese businesses are small or medium sized proves that Chinese are adaptable and can 
behave more risky since it is part of the culture. (Hofstede, 2014)  

The score of 87 in pragmatism indicates that China is a highly pragmatic culture. This 
means that there is not always a need to explain all consequences. However, the Chinese 
do believe that truth is dependent on situation, time and surrounding conditions. In a 
pragmatic culture, people have a tendency to save and then invest since having grit in 
order to achieve success is significant. (Hofstede, 2014)  

The low score of 24 of indulgence indicates a relatively strong control of desires and 
impulses. The society is more restrained, which means that they do not prioritize leisure 
time as in Sweden. Therefore, there is a tendency of the society being pessimism and 
cynicism. (Hofstede, 2014) Moreover, this indicates that it is more difficult to obtain trust 
than in Sweden. 

4.5 RELATIONSHIP MARKETING 

International marketing management is regarded as a concept that is guided by the 
perception that each foreign market requires a marketing strategy that is adapted to its 
culture (Ghauri & Cateora, 2006, s. 245). The successful international companies have 
had patience in doing business and built their business through using elementary 
principles such as knowing the challenger, their audience and their customer. (Czinkota 
& Ronkainen, 2004, s. 86)  

Relationship marketing is initiated by a mutual cooperation, trust and synergies. The aim 
for establishing this kind of relationship marketing is to increase the effectiveness and 
efficiency, as well as enhancing marketing productivity. (Ghauri & Cateora, 2006, s. 340) 

The marketing strategy of a company is dependent on the nature of its product, 
customers and the involved organizations. This indicates that it depends on the 
complexity of a product, the external factors that affect the customers’ behavior and 
decision-making (e.g. culture), and the orientation towards collaborations and networks. 
(Ghauri & Cateora, 2006, s. 340) 

The relationship marketing is a process, which starts from accumulating information on 
customers needs and want to designing the products and services, distributing the 
products and following up in order to satisfy the customer. Long-term relationship is 
essential for relationship marketing and SKF is an example of a successful company that 
has been able to make a chain of activities, supporting long-term relationships by 
delivering beyond merely satisfying products and services that makes them well prepared 
to approach more complex needs of the end-customers. (Ghauri & Cateora, 2006, s. 340) 

Relationship marketing is a part of a collaborative relationship. It can provide a 
competitive advantage since it increases the loyalty between a customer-supplier 
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relationship. This indicates repeating sales and referrals, which makes the market share 
and revenue grow. (Ghauri & Cateora, 2006, s. 252) 

One of the most fundamental marketing communications to deliver the right message is 
the face-to-face (FTF) contact. FTF-meetings are necessary due to the need for detailed 
discussion or explanation as well as the establishing of a new relationship to be lasting. 
Furthermore, relationship marketing indicates that there is a need to keep the existing 
relationships with customers and members by more frequent visits. (Ghauri & Cateora, 
2006, s. 417) 

4.5.1 GUANXI	  –	  CHINESE	  VERSION	  OF	  RELATIONSHIP	  MARKETING	  

Guanxi is the Chinese terms for relationship, which is believed to be a key success factor in 
doing business in China. The significance of Guanxi has been reported by a number of 
scholars (Ghauri & Cateora, 2006, s. 340). Among Chinese, the personal relationship 
Guanxi where the partners show personal loyalties are considered as more significant 
than organizational affiliation or legal standards. (Yuan, et al, 2014)  A business 
relationship often starts with a social relationship, and as decentralization of economic 
decisionmaking in China increased in recent years, relationship has become even more 
important. (Ghauri & Cateora, 2006) 

Guanxi exist in a network were trust is given only to the ”in-group” members. It is 
therefore significant when bridging gaps in resources between firms without any 
connections as well as important stakeholders. This is therefore an effective tool to 
reduce market uncertainity. Guanxi is additionally an important resource when it comes 
to competitiveness since it is rare and hard to be imitated by competitors. (Yuan et al., 
2014, s. 26) A long term relation that is built by commitment and friendship within 
Guanxi network will provide an advantage over outsider competitors (Wang, 2005). 

According to a study of how to utilize Guanxi for creating competitive advantage in 
China, there is two types of Guanxi orientation which are Government Guanxi orientation 
and business Guanxi orientation. It is believed that the Government officials and other third-
party stakeholders affect on the business success as much as competitors in the business-
focused value chain. (Yuan et al., 2014, s. 26)  

In order to obtain selling and responses in China, it is not enough to send brochyres and 
product information to potential customers. In China, customers would not show 
interest without FTF-meetings where Guanxi is developed. (Ghauri & Cateora, 2006, s. 
424) 

Despite the many benefits of Guanxi, there are debats of the ethical side of using Guanxi 
as a strategic business approach. Many foreign international corporations associate 
Guanxi with corruption and unethical actions. Nevertheless, professional knowledge 
about Guanxi helps to make it possible to differentiate corruption and relationship 
governance. (Yuan et al., 2014) 

4.6 IMPORTANCE OF INFORMATION AVAILABILITY ON THE INTERNET 

By including the internet into the marketing strategy, this will increase the marketing 
competence as well as enhancing the market orientation. Additionally it might also 
enhance the marketing performance. (Czinkota & Ronkainen, 2004, s. 320) 

The website should be connected with the overall marketing strategy since this is a 
significant marketing channel for targeting interested potential customers when they 
search for more information. Furthermore, it access the company to increase its presence 
in the market segments as well as giving information about the company’s mission and 
overall strategy. Additionally, the website will function as a decision-making tool for 
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potential customers’ clarifying through information. (Czinkota & Ronkainen, 2004, s. 
320) 

Internet can additionally function as a tool to improve customer service by allowing them 
to serve themselves and choose whenever and wherever they want to. Web-forums 
where customers can exchange both news and different views of a product can facilitate 
a research for a product as well it builds loyalty among existing customers. (Czinkota & 
Ronkainen, 2004, s. 320) 

4.7 BUILDING TRUST  
Due to the fact of the low-trust society and cynicism that are present in China, building 
trust is more difficult. Trust means that there is an exchange of confidence on a person’s 
reliability and integrity. In a business environment it is important to have trust between 
seller and buyer, but also to build trust in the brand. In order to create loyalty in the 
current market environment, there is a need for marketers to develop sustaining trust in 
the customer-brand relationship. A customer’s trust and credibility grows with the image 
of the brand, which can be built through effective marketing techniques. Customers see 
the brand as part of the product. When a brand can satisfy the needs of a customer, it 
builds trust into the brand. Additionally, trust is based on ending results, built or 
destroyed by past experiences. (Afzal et al., 2001) 
 
A statistical study gave the result that factors that makes consumers trust in a brand are 
positively related to the brand’s reputation, competence and its predictability. In order to 
get good reputation, there are various ways to build it. High demand, other users’ 
recommendations, advertisement and public relations are some examples that can 
enhance the quality of it. (Afzal et al., 2001) 
 
Brand competence is the degree of which the brand can satisfy the needs of the 
customers and this is also what the marketer always needs to confirm to the customer in 
order to succeed. Marketers can use a so-called key opinion leader that is an authority in 
the area. Examples could be highly qualified engineers for technical equipment. 
Customers can also notice a brand’s competency through direct usage or true references. 
(Afzal et al., 2001) When deep diving into the usage of true references, a study (Young & 
Wilkinson, 1989) has shown that trust is correlated with the size and power of firms, 
where larger firms and more influential actors are being more trusted than smaller.  
 
A brand’s predictability is in which degree a customer believes in that brand 
characteristics will fulfill his or her needs. An example is when a customer observes 
someone else using a brand, and makes a prediction of how well it will fit his or her 
needs. (Afzal et al., 2001) 
 
According to a released article about Ford’s strategy in building trust to their trademark, 
they focus on good-will projects in order to build trust. Since partnerships in doing good, 
for instance the environment, gives customers a perception for true commitment 
through actions and not only through words, this action can make customers perceive 
the company as more trustworthy. In the same article Ford gave examples on actions to 
build trust which were investing in good deeds instead of traditional branding campaigns, 
partnering with famous environmental organizations, offering courses in 5 to 6 months 
for education in driving sport-utility safety and searched ways to provide tools in order to 
enhance the transparency between customers and the company. (Cantwell, 2001) 

Motorola is a company that has succeeded well when entering the Chinese market and 
became the leader in mobile handset market thanks to their focused strategy in China 
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during year 2000. Due to the marketing, they made Chinese associate Motorola with 
quality as well as making them willing to pay premium prices. However, since Motorola is 
within consumer goods, they spread awareness through being visible in crowdie places. 
Moreover they focused on building an image as a good corporate citizen in China. Also, 
they invested in good-will projects such as donating for educating children and 
environmental protective programs. Furthermore, Motorola also showed its commitment 
to the Chinese economy since many local competitors were state-owned that competed 
with good Guanxi with local officials. Therefore, they invested in subjects that benefit 
them at the same time as it could meet governmental interest. (Ghauri & Cateora, 2006, 
s. 552) 

Studies have shown that if a firm can build social support and mutual consent with the 
government, it will help to build a unique brand image as well as providing goodwill and 
build reputation towards a firm, which will make it more efficient to conduct business 
than others. The governmental support in China can provide a company to build a public 
reputation, capture possible opportunities and work against threats. (Li & Zhou, 2010) 

Ties with government officials in China and top managers at influencing firms can affect 
the firm’s performance positively, according to empirical studies. It could help a firm to 
enforce contracts, settling negotiations and more effectively penetrate barriers as well as 
decreasing uncertainties in transitional economy. (Peng & Luo, 2000) 
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5 METHODOLOGY 

This chapter explains how the study has been conducted and why 
certain methods were chosen. The scientific approach affects both 
how information has been gathered and interpreted reflected in the 
theoretical framework and the empirical method. 

The investigation will be approached under a mainly interpretivism research paradigm 
since the process will be inductive. The approach that will be used in the methodology 
will be qualitative. Additionally, the study will be based on interviews with key persons in 
the expansion of HWP in China and will lead to an applied research and contain specific 
issues and address an existing problem. (Collins & Hussey, 2009, s. 7) 

This thesis will use benchmarking as an advisable tool to discover successful strategies to 
approach the Chinese market. A combination with benchmarking, interviews, surveys 
and literature reviews will be the foundation of the report. Moreover, the analysis will be 
to look for patterns in the investigation and draw outcomes from this.  

Marketing models of the international planning process and looking into the main 
influencers; customer segmentation, branding, product life cycle and market environment 
will be analyzed in order to develop marketing strategy suitable for the Chinese market. 

5.1 THE RESEARCH PROCESS 

The layout below (see figure 11) gives an overall picture of the research process to 
conduct the qualitative study. After literature review, interviews with key persons will be 
executed based on the literature review. The findings from the interviews will also 
function as a foundation for creating a survey that will be sent to all HWPICs. After 
analyzing the main problems, needs and opportunities, this will help create questions for 
benchmarking. Finally, all empirical and theoretical data will be analyzed and discussed 
and answer the research questions as an action plan. 

 
Figure 11. The research process.   

 

5.2 LITERATURE REVIEW 

The literature review refers to a process where systematic process is carried out and the 
existing body of knowledge is identified (Collins & Hussey, 2009, s. 91). In this thesis, 
knowledge has been gathered through various types of publications. These are data from 
electronic sources, articles and books in both qualitative and quantitative form. 

The literature review includes information from recently released consultancy reports as 
well as business articles from news in order to give a vast picture of the current business 
environment in China.  

The literature review provided vast knowledge about international marketing and the key 
factors that are important to consider when managing a business abroad. Given the 
knowledge about the main factors influencing international marketing, this initiated the 
foundation on further studies within those areas. Furthermore, by learning about the 
international planning process, this provided a perspective what to consider when 
positioning the current state of Hardox Wearparts in China. By utilizing the models 
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through the knowledge about international marketing, this narrowed the spectra of data 
that could provide relevant knowledge to fulfill the purpose of the thesis.  

The models from the international marketing initiated the foundations of the interviews 
carried out at the company. During the gathering of empirical data, the aspects of the 
marketing mix; product, price, distribution, advertising and sales promotion were 
considered and collected accordingly. 

5.3 QUALITATIVE STUDY 

The reason for using a qualitative study is due to that qualitative research is by definition 
investigative, and often used when the researcher is unaware of what to expect, how to 
develop an approach to the problem. Furthermore, it penetrates into issues of interest 
and explores distinctions related to the problem. Also qualitative data will provide a high 
degree of validity, which means that the research findings will accurately reflect the 
current situation.  (Collins & Hussey, 2009)  

Qualitative data needs to be understood through contextualization, which means that 
there is a need to gain an understanding of the context. Hence, it is significant to collect 
adequate background information.  (Collins & Hussey, 2009, s. 143) 

5.3.1 QUALITATIVE	  DATA	  GATHERING	  METHOD	  

The foundation of the empirical analysis is based on interviews and observations and 
since it provides detailed and robust data this also gives immediate opportunities for 
confirmation (Denscombe, 2009). Moreover, interviews can be unstructured (questions 
have not been prepared) to structured (questions are planned in advance), adding that 
there are strengths and weaknesses with both of them. The former strives to give in 
depth answers with probes and open-ended questions. However, this could be very time-
consuming. (Collins & Hussey, 2009) The latter is more standardized, which ensures that 
each interview is presented with exactly the same order and with the same questions. 
(Denscombe, 2009) In this research, a combination of structured and unstructured 
interview called semi-structured has been carried out (Collins & Hussey, 2009). This 
provided a time effective structure through preparation of topics, at the same time as the 
interview was open and could allow new ideas to be brought up during the interview as a 
result of what the answers of the interviewee (Denscombe, 2009). 

Interviews with employees were carried out in China and at the headquarter in 
Oxelösund, Sweden. The interviews were held in order to get a grasp of the current 
situation for the strategies, environment, branding and segmentations in China as well as 
HWP globally. The interviews were divided into three main parts; firstly, interviews were 
held in Sweden to obtain a perspective of the strategies for Hardox Wearparts in Europe, 
which is in a more mature state than in Asia. Secondly, after obtaining an overview and 
background information in Sweden, more questions could be narrowed down and more 
specific areas of research could be investigated when interviewing in China. The 
interviewees in China where key persons working with the market and sales in SSAB and 
HWP, who have deep insight of the branding, the positioning, the customers and the 
strategies. Thirdly, in order to understand the customers’ needs and opinions, interviews 
with one HWP independent center and two end-customers were carried out in order to 
understand their needs or wishes and opinions about the marketing mix. 

The interviews functioned as a pre-study for creating more narrow questions in the form 
of a survey for all of the HWP independent centers. This survey looked into opinions 
about the decision-making factors before becoming a Hardox Wearparts center, their 
current success factors and perceived problems, needs and opportunities within the five 
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elements within the marketing mix; advertising, product, price, sales promotion and 
distribution.  

5.3.2 INTERVIEWS	  

The interviews were conducted in a semi-structured way, with a prepared list of 
questions acting as a starting point for the discussions. To ensure the accuracy of facts 
and ideas discussed, the interviews were recorded for analysis afterwards. Below, the 
interviewees within SSAB and HWP as well as the HWPIC and end-customers are listed: 

1. Johan Anderson, Head of global business development for HWP (Appendix 1, 
Interview no. 1) 

2. Tony Qiu, General manager, Hardox Wearparts center Kunshan, China 
(Appendix 1, Interview no. 2) 

3. Iris Yang, Marketing and communication manager for SSAB, China (Appendix 1, 
Interview no. 3) 

4. Robert Lind, Area technical manager (Appendix 1, Interview no. 4) 
5. Zdenka Andersson, Wear service manager at SSAB EMEA (Appendix 1, 

Interview no. 5) 
6. Kenta Norling, Wear service manager Nordics (Appendix 1, Interview no. 5) 
7. Magnus Hasselgren, Vice president and head of sales, APAC SSAB (Appendix 1, 

Interview no. 6) 
8. Chunxue Liang, owner of HWPIC 1, China (Appendix 4) 
9. Maintenance manager at Gezhouba Dangyang cement company, China 

(Appendix 5) 
10. Maintenance manager and purchaser at Gezhouba Yicheng cement company, 

China (Appendix 5) 

The interviews were carried out once with each interviewee. However, questions asked 
for better understanding and distinction of answers, were carried out with the general 
manager for HWP center Kunshan.  

In addition to the listed interviewees, I observed a presentation of HWP by my 
supervisor at SSAB AB, Gustav Söderström, Business strategy and marketing for Wear 
Services. This was in order to gain an overall understanding of the generic strategies and 
the current situation for HWP. Since Gustav Söderström has functioned as start-up 
manager for HWP in China and as acting Wear service manager for HWP in China, he 
has a vast insight of the customer segmentation, the structure and goals in China. 

Johan Andersson, the Head of global business development for HWP, has a deep 
understanding of the overall strategies of HWP globally and could provide with a broad 
perspective of the current stage and processes in China. 

Tony Qiu, who is the general manager of Hardox Wearparts Kunshan, has the most sales 
experiences with HWP customers since he has been involved in HWP China from the 
beginning. He manages all WSEs, who are responsible for customers in different regions 
(see figure 3 in chapter 3). 

Iris Yang, who is the marketing and communication manager of SSAB APAC is 
responsible for the marketing strategies for the main brands in China. She could provide 
information on how SSAB target their main segments in China as well as the positioning 
and branding of Hardox wear plate toward OEMs. 

Robert Lind is the area technical manager and has broad sales experiences in Turkey. The 
sales in Turkey has been a successful example and could therefore provide strategic ideas 
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to apply in the Chinese market. Since Turkey has many environmental similarities with 
China according to Robert, this could give some inspiration for the Chinese market. 

Zdenka Andersson, Wear service manager at SSAB EMEA and Kenta Norling, Wear 
service manager Nordics, were both interview at the same time and location. Both have a 
deep insight within sales strategies in Europe. They could give detailed description of the 
process from approaching a customer until the follow-ups.  

Magnus Hasselgren, who is vice president and head of sales for SSAB APAC, has a 
broad perspective of the sales strategies in APAC and could provide knowledge within 
overall sales strategies in China. 

Chunxue Liang, who is owner of HWPIC in China, was chosen as interviewee due to the 
near distance to the head quarter in Kunshan and the fact of considered as an ideal HWP 
center. He could provide information of their sales strategies when approaching 
customers as well as the perception of the cooperation with HWP. 

Finally, the two maintenance managers whom are both working at end-customer 
companies, could give information about their perception of HWP from the first 
approach until present. Both are operating within the cement industry in the same 
province. The end-customers were chosen due to the close geographical distance to 
Kunshan as well as they had a good relationship with HWP’s sales person. 

5.4 SURVEY 

The survey for all HWPICs in China was developed based on the interview data that was 
gathered from the key persons HWPIC 1 and the end-customers. The conduction of 
survey is within a positivism paradigm and utilized when the interviewer wish to avoid 
interviewer bias. (Collins & Hussey, 2009, s. 196) 

Since there are currently only three HWPICs in China, the collected answers were often 
varying when open questions were asked. In contrast, the closed questions such as 
multiple-choice questions, varied less. 

The questions were presented in a logical order divided into five segments; Before entering 
the Hardox Wearparts network, Advertising, Products, Trust and Warranty. After the survey was 
created, it was tested by the general manager of HWP Kunshan and a co-worker in order 
to improve and make the questions more pedagogic and less biased. 

5.5 BENCHMARKING 

A benchmark study can be executed in different ways depending on the purpose of 
comparison through process-, strategic-, or performance benchmarking (Andersen & 
Pettersen, 1996, ss. 3-7). In the case of this study, the benchmarking will be an advisable 
tool, providing existing knowledge regarding branding and marketing in companies 
successful in those areas. 

The benchmark conducted in this case can be termed as a generic benchmark with a 
process orientation. A process benchmarking is a comparison on the technique used 
during different processes in order to improve the own business process. A generic 
benchmark targets a company in a different industry that uses similar processes. 
(Andersen & Pettersen, 1996, ss. 5-7)  

5.5.1 BENCHMARKING	  APPROACH	  

The interviews and data collected from the surveys provided problems, needs and 
opportunities for HWP to expand in China. In order to suggest solutions, companies in 
similar industry where studied to find a foreign enterprise that has been successful with 



 

 23 

marketing in China. One of the successful industrial companies that have managed to 
establish their brand and truly adapted their marketing strategy to China is SKF. The 
reason for choosing SKF as benchmarking company is due to its successful 
establishment of penetrating the Chinese market and the availability to find an 
interviewee with right competence. 

SKF is a Swedish industrial company producing bearings and has successfully penetrated 
the Chinese market with currently more than 300 distributors in their aftermarket, 14 
manufacturing sites and 27 sales offices in different provinces. The company has been 
operating in China for approximately 100 years and therefore has a deep understanding 
of doing business in China and knowledge about successful adaption of strategies. (SKF, 
2014)  

Interview was carried out with Magnus Johansson, CEO of SKF China between 2004-
2009. Additionally, he had the position as CEO of SKF Sweden and the global 
aftermarket business manager for vehicles. Currently he is engaged in consulting areas 
such as leadership, organizational and business development, and "Living and making 
business in China," as well as mentoring and lecturing in these areas. Due to his deep 
understanding of doing business in China as well as his experiences within developing 
strategies in both a cooperative level and for aftermarket, he could add valuable 
suggestions for HWP. 

The objective for this benchmark was to understand SKF’s success factors when entering 
the Chinese market. The questions asked during the interview can be found in Appendix 
7. To ensure the accuracy of facts and ideas discussed, the interview was recorded for 
analysis afterwards.  

5.6 RELIABILITY AND VALIDITY 

The interviews in Sweden was conducted during different times with two wear service 
managers (WSM) responsible for areas in Europe, one area technical manager (ATM) 
with experiences in the sales in Turkey, the head of global business development of 
Hardox Wearparts and the vice president and head of sales in APAC.  

The interviews are considered as highly reliable since the employees have long experience 
and insight in how HWP has developed in Europe and a perspective of the current 
situation in HWP China. The interviews carried out in China have been with the general 
manager of Hardox Wearparts center in Kunshan who works closely with potential and 
current end-customers. In Kunshan, interviews were carried out with the marketing and 
communication manager for SSAB China in order to understand how they are currently 
working with promotion as well as the market environment in a detailed way. The end 
customers and the HWP independent center that were interviewed have been carefully 
chosen due to their long-term relationship with HWP’s salesmen and are therefore also 
considered reliable.   

Finally, after extensive pre-study, a survey based on the interviews was created for all 
HWP independent centers in China. The answers are considered as highly reliable since 
the owner at each center has the objective to improve their current corporation with 
Hardox Wearparts and therefore providing information as best they can. Since the 
content and questions asked are measuring what I wanted to know based on the 
interviews, the results have high validity. (Collins & Hussey, 2009, s. 206) 

The interviews and the survey have been conducted in Chinese, Swedish or English. 
After being recorded, and accumulated, the texts have been translated if needed. The 
translations have been reviewed before and after, by native-speakers in order to assure 
the accuracy. 
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The results will have high degree of internal validity since the foundation of the analysis 
is constructed mostly from internal reliable sources, and is adapted specifically to HWP’s 
current situation. However, the thesis cannot be considered having external validity, as 
the results and conclusions developed mainly apply to Hardox Wearparts and SSAB in 
China.  

5.7 CRITICISM OF SOURCES 

The foundation of this paper is based on recently collected data about SSAB and Hardox 
Wearparts. The primary sources of information are the interviewed employees, the end 
customers and HWP independent centers, which this study is closely related to. This 
source of information will be considered highly reliable as the employees’ and customers’ 
objective is to improve their current strategies or situation and therefore providing 
information as best as they can. However, the end-customers are only operating within 
the cement segment, which cannot be totally generalized for the other targeted segments. 
The validity among all end-customers is therefore not considered as high.  

The secondary source of information is the literature for the theory part, which will be 
considered reliable for the aim of this investigation. Academic persons are amongst the 
authors; the contents are based on many years of experience and/ or recent research. 
Additionally, there are organizational documents including both external and internal 
information. Moreover, electronic documents such as consultancy reports and articles 
that is also part of the secondary sources and considered as reliable. Furthermore, other 
public documents as reports from news, have been accumulated in order to achieve an 
up-to-date picture of China’s business environment. These sources are considered as 
being reliable due to functioning as main channels reporting Chinese news.  Finally, the 
benchmarking with SKF is also a secondary source considered as reliable due to the 
interviewee’s experiences in the Chinese industrial market and insight of doing business 
in China and aftermarkets.  
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6 EMPIRICAL DATA 

The empirical findings for this thesis includes all interviews carried 
out in SSAB’s headquarter in Oxelösund and Kunshan as well as the 
interviews with end-customers and the independent HWP center and 
finally the benchmarking. Moreover, the collected data from the 
survey for all Hardox Wearparts independent centers will also be 
presented in the following sections. 

6.1.1 HWP’S	  CURRENT	  SALES	  STRATEGY	  IN	  EMEA	  

The interview held with the wear service managers (WSM) in EMEA and the former 
sales manager in Turkey, generated a perspective of how the sales work in Europe and 
Turkey. The questions that were asked can be found in Appendix 1, interview no. 4 and 
5. 

The brand of Hardox Wearparts or Hardox is often well known for most customers that 
are approached within Europe. The first person that the sales interact with is often the 
owner of the company. The main difference between China and European countries is 
that the European customers have more knowledge and experiences. In order for the 
WSMs to find potential HWPICs, they search via connections they already have. When 
meeting with the customers, it is significant to provide great product introduction 
information and sales strategy. The branding of Hardox is significant and therefore, the 
sales persons often provide small exposable products with the logo in order to spread 
awareness (e.g. clothes, hats etc.). 

According to the ATM that worked with sales in Turkey, they visit customers with high 
efficiency since distances between customers could facilitate for the sales to visit several 
customers per day. He emphasized the importance of frequent visits with the best 
customers in order to maintain the customer-supplier relationship. The best customers 
are the ones that are quality driven and not overly price-sensitive.  

All sales persons in Turkey are over 33 years old since a higher age automatically can 
provide the sales person with authority. Another factor is also that the dress code makes 
difference and gives better performance since it will be an initial way to show respect to 
the customer. A well-dressed sales person might give the reflection of a high quality 
brand. These factors can provide the sales person an initial advantage to gain the 
customer’s trust. Additionally, if the sales person is younger than 30 years in China, there 
is a higher pressure to obtain a higher position, which makes the risk of quitting job 
higher. In the process of building trust with new customers, it is important that the sales 
persons are not switched; therefore it is essential to have stable sales men. 

6.1.2 SSAB’S	  CURRENT	  MARKETING	  STRATEGIES	  IN	  CHINA	  

The interview held with the marketing and communication manager for SSAB in China, 
generated a perspective of SSAB’s current marketing strategies and communication in 
China, which is presented in the following section. The questions that were asked can be 
found in Appendix 1, interview no. 3. 

SSAB marketing and communication department is mainly focused on working with 
branding, awareness and reputation for SSAB and the brands Hardox, Weldox, Domex 
and Docol. Currently, SSAB only have overall strategies for the Chinese market, where 
Hardox is one of the most important brands for them to develop in the market. The 
main segments for SSAB in China are not the same as for HWP. However, they overlap 
at some points. The main difference between HWP and SSAB is that SSAB’s customers 
are mainly OEMs or suppliers to OEMs. Some of the customers of SSAB’s current 
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customers in China are potential HWP independent center, and it is the WSM’s and the 
sales of SSAB that are responsible to find potentials among them. 

The demand for wear plates from SSAB’s customers highly influences the business 
performance. SSAB focus is on targeting small and medium-sized companies since they 
do not want to be too dependent on big customers. If one big customer’s demand for 
Hardox wear plates reduce or shrink, it highly affects and influences the business. 
Additionally, the overall economy in China is also influencing the business performance a 
lot. Therefore, the main targets for SSAB are the small and medium sized enterprises.  

However, a large part of OEMs in China still use old and out of date tipper body. On the 
old designs, Hardox cannot be used very often. Therefore, SSAB try to market a new 
solution by creating a need and convince the OEMs in China to start using the new 
design. Additionally, SSAB provide value added service for how they can design and 
develop. 

SSAB’s current branding and advertisement in China 

Since Hardox is a worldwide famous and leading brand, it is a unique market. Unlike 
Weldox and Domex, there are selective big customers. Concerning the branding strategy, 
SSAB in China uses the same sales arguments, messages and websites as in Europe. The 
main differences are how they localize on the offer and services to the market in China. 
There are no different strategies for different segments, but instead focus is on strategies 
for different brands. Compare with domestic competitors and foreign competitors, 
SSAB’s steel and the positioning of Hardox wear plate is a high-end product. 

There is a clear need of improvement areas on how to maximize the roles of the website 
to Chinese customers. It is important to make the website easier to access. One way has 
been to advertise on Baidu since it is one of the most important search engines in China. 
If the customers search “wear plate” or “Hardox”, the first hits will redirect to SSAB’s 
website. Apart from advertising on websites, there has also been a focus on spreading 
knowledge and arrange education seminars in order to spread awareness and knowledge.  

Currently, the marketing and communication department has worked with the brand 
through organizing marketing activities, display on exhibition and fairs. They have 
market the brands to attract more visitors and create more business opportunities. Each 
fair or exhibition is different and gives quite good return.  

The way SSAB approach their customers has been through arranging joint marketing 
campaigns such as advertising films with OEMs by informing about successful stories 
and how customers have applied Hardox as well as technical information. The main 
strengths that are promoted are that Hardox plate together with the value-adding services 
offers the customers more value for the money through higher performance ratio. 

By sharing great experiences with other customers, this could make new customers to try 
it. The marketing and communication manager believes that this has given great impact 
for strengthening SSAB’s reputation.  

There are currently no detailed examination of the brand strength of Hardox. However, 
Hardox is well known in the Chinese market. The many copies that have occurred in the 
Chinese market, prove that it is a strong brand. Hardox Wearparts is also well known 
since the name consists of “Hardox”. However, Hardox Wearparts is in a beginning state 
in the market where one of the problems is that there is no Chinese name and that it is 
more than one word. If the aim is to make customers to easily remember and recognize 
“Hardox Wearparts” as the brand name, a local name is a must, since it could add values 
and increase the brand awareness.  
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6.1.3 SSAB’S	  CURRENT	  SALES	  STRATEGY	  IN	  CHINA	  

The interview held with the vice president and head of sales for APAC SSAB generated a 
general perspective of SSAB’s current sales strategies for SSAB APAC. The questions 
that were asked can be found in Appendix 1, interview no. 6. 

The SSAB APAC sales work closely with the WSM to find potential HWPICs. The main 
differences between doing business in Europe and China is that the customers’ 
knowledge level and environmental consciousness are lower in China. This is due to the 
fact that the environmental protective regulations are not as strict as in Europe.  

Currently, the SSAB sales department is working with recruiting sales people with more 
sales experiences and to assign segmentation development manager in order to gain more 
knowledge and specialize in specific segments. This strategy will make the sales to 
develop better and more orientated offers when approaching customers in specific 
segments.  

6.1.4 HWP	  IN	  CHINA	  

The interview held with the general manager for HWP center, Kunshan in China, 
generated a perspective of HWP’s current approach to reach new end-customers, which 
is presented in the following sections. The questions that were asked can be found in 
Appendix 1, interview no. 2. 

Main segments and competition in China 

HWP is focusing on aftermarket business, targeting markets that operate within heavy 
industries for the main segments mining, quarrying, cement, recycling and other 
construction industries. 

The current largest sizes in quenched and tempered steel consumption is mining, cement 
and quarrying segments. Additionally, these sectors together with recycling show the 
highest feasibility to compete on the market. Moreover, they also show the highest 
growth potentials. (Source: Internal document, BCG calculation sheet) 

So far, there is almost no competition for HWP in the aftermarket since there are no 
QT-steel companies from west that compete. Furthermore, local steelmakers still have a 
limited volume in the aftermarket. The western companies are mainly competing in the 
OEM business. 

The total Chinese market recycles 47,7 million tons metals. The biggest metal recycling 
company in China recycles 3.1 million tons (year 2009) a market share of 6.5 and has 
factories in Guangdong, Jiangsu, Tianjin and Zhejiang. (Source: Internal document, BCG 
calculation sheet) 

For the quarrying segment, the number of non-metal ore enterprises in China is 3252, 
including 178 stated owned. (Source: Internal document, BCG calculation sheet) 

Shandong Province has more than 40 percent of China’s total stone production and 
additionally, other big stone producing provinces are Guangdong and Fujian. Together, 
they stand for 85 percent of China’s stone production. (Source: Internal document, BCG 
calculation sheet) 

In mining sector, high Mn (i.e. 13 percent Mn) casting and domestic wear plates (i.e. HB 
400, HB 500) are main competing materials. It is a mature industry with many potential 
customers in the north of China (see Appendix 3), which are currently not approachable. 
(Source: Internal document, BCG calculation sheet) 
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Annual production of cement during 2012 was 2099,25 million tones and the estimated 
need of Hardox per year is 52500 tons according to a report from BCG. The productions 
sited are mainly based at Shandong, Jiangsu, Hebei, Sichuan, Henan, Guangdong and 
Shanghai. (Source: Internal document, BCG calculation sheet) 

The most competitive material in the cement segment against Hardox is overlay, which 
HWP also offer their customers. The two biggest competitors are UP and Paifeite, which 
both have contracted with big cement group companies and are big local companies. 

The greatest opportunities for HWP in China are within the main sectors mining, cement 
and quarrying. The current main investments in enterprises within those sectors have a 
big potential to become customers and will help HWP to expand. Currently, there are 
200-300 companies within cement in their regions and areas but less big scales of mining 
companies. This is due to that Kunshan is located in Jiangsu province where there are a 
few mining companies. The areas with a dense amount of mining companies are located 
in northern provinces, which cannot be reached with the capability from Kunshan. 

Current strategies for approaching end-customers 

When approaching the cement segment, the sales start by scanning via internet or 
through catalogues with listed company information, which are approximately 90 percent 
accurate. In these catalogues there are name lists and short descriptions about 
companies. When approaching mining customers, they compile potential candidates for 
visits through internet or associations. The quarrying segment is the most difficult 
segment to approach since there are many of them in every province and require a lot of 
time to identify who could be your customer. Most quarrying companies are relatively 
short-term since they are relative to their project, which means that when the project is 
over, the company would be gone. Therefore, this makes it difficult to convince these 
kinds of companies to buy expensive equipment since they have no ambition to advance 
and develop their business in the long-term. 

The current state for how to approach potential customers is so far only by paying sales 
visit in order for potential customers to get to know about HWP and Hardox. They have 
not arranged advertisings or exhibitions, but they plan to make seminars with targeted 
customers.  

The most desired persons to interact with for the HWP WSEs, are the maintenance 
manager or technical responsible. The reason for this is that if the maintenance manager 
is convinced, the company is approximately 70 percent sure of trying the product. 
Moreover, it is easier to approach a person with technical knowledge than a person who 
is price-driven. If it is possible to solve the maintenance manager’s problems, the WSE 
has basically gained the company’s trust. It is however of great importance that the 
potential customers are quality-driven and concerned about longer service life. 
Nevertheless, most customers are price-sensitive, which makes them claim for better 
ratio of price and performance.  The WSE are acting as both sales and engineers when 
approaching customers.  

In order to gain the customers’ trust, the WSEs would have to carry out actions such as 
on-site measurements to make a sketch, since a large amount of the end-users do not 
have a sketch over their wear parts. By using measuring tools they can make calculations 
to show off the advantages to the customers. However, since customers want to know 
more about the product, they usually may convince the technical or maintenance 
responsible that they are honest through a trial period of the product. 



 

 29 

The most common reasons for not wanting to buy from Hardox Wearparts are the high 
price, special circumstances like impact wear or erosion wear that do not meet the 
requirements since Hardox is not always the best alternative. Due to the fact that there 
are drawbacks with Hardox, it is important to develop HWP to become a wear solution 
and wear service concept that can offer more products as they are already doing in many 
HWP centers in Europe. In the long-term, Hardox is used for wear services, however, it 
is not the only option that is provided for the customers. For instance, overlay is 
currently a popular product that is offered. The advantage of overlay is that it is much 
harder than Hardox, but it is also more expensive. In the future there are plans to 
broaden the boundaries and the range even more. 

The tendency of the cement industry is quite clear, indicating that the larger cement 
companies will buy smaller cement groups in the future. Consequently, this will make the 
purchasing more central. Currently, the strategic approach for the HWP sales persons is 
to build trust through bottom-up strategy (see figure 12).  

 

 

 

 

 

The main challenge with the current approach will be that the persons HWP wants to 
approach at the potential companies, are becoming increasingly concentrated in the 
central control for purchasing (see figure 13). This means that focus need to be on 
adapting information to much more people before reaching the right persons and can 
become a verified supplier on their list. The constant goal in the process of the approach 
is to become trusted; therefore every tool that can enable HWP to gain trust is 
significant. 

 

 
 
 
 
 
 
 
 
 
 
 
 

Owner	  

Purchaser	  

Maintenance	  manager	  

Figure 12. Bottom-up approach when HWP sales persons visit a new customer.  

 

Figure 13. The first approach with maintenance manager or technical responsible has become 
increasingly difficult due to becoming more centralized.  
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The current strategy is to arrange more seminars to some local customers and show them 
true references. This would make it easier for follow-ups and provide a better control of 
potential customers. Additionally, this would not be as costly as exhibition and 
advertising on magazines. Furthermore, another strategy is to tell the maintenance 
customers to write technical reports and publish them in popular and reliable magazines. 
However, this benefits the customers more than HWP.  

The philosophy for convincing Chinese customers to pay more is to show them how 
they can increase their profit. All customers want a better ratio between price and 
performance and therefore, the key is to tell them the exact concept of how to achieve 
better result. It is highly important to show a figure where they can see the amount of 
times the service life can be increased and conclude the price and benefits they can really 
get from what they pay.  

The largest challenge to contract with more end-customers is the local steel makers’ 
competitive price as well as difficulties in building personal relationship. It is difficult to 
build up real trust, particularly for the state-owned companies. Therefore, the personality 
of the sales men is significant. Improvements have been done for the salesmen’s service 
and tactics to make customer trust the products and company. However, it is significant 
that they start interacting with the “right” person at the company, meaning that they have 
to find a person with driven personality or mindsets of doing what benefits their 
company and not only him or her. 

Advertisement and brand 

The sales persons try to build up product portfolio with standard wear product adapted 
to common machines or equipments utilized by the customers. However, one of the 
challenges is that it is not common to find standard products in the aftermarket.  

The current brand strength of HWP is almost nothing since the sales men almost always 
have to explain from scratch about the concept. Moreover, the sales men rarely work 
with enhancing the brand since they do not think about marketing or branding in the 
aftermarket with Hardox Wearparts. 

Factors that would facilitate the recognition and brand awareness would be to have a 
Chinese name of Hardox Wearparts.  

The brand name Hardox is a very strong brand in China, but mostly in OEM market 
since OEM companies buy plates and components in order to construct their own 
product. However, the OEMs do not inform end-users that they use Hardox due to the 
promotion of their own brand. Therefore, the brand recognition is vague in the 
aftermarket. 

The current promotion for Hardox Wearparts are usually via Baidu and the most popular 
magazines within the main sectors. However, they want to arrange seminars where they 
can invite potential customers and show references.  

6.1.5 MAIN	  SEGMENTS	  AND	  COMPETITION	  IN	  CHINA	  

HWP is focusing on aftermarket business, targeting markets that operate within heavy 
industries for mining, quarrying, cement, recycling and other construction industries. 

The current main segments in China for HWP can be seen on table 1. The size indicates 
how big the market size is in quenched and tempered steel (QT-steel) in consumption 
tonnage and the feasibility shows HWP business potential to compete on the market and 
the growth indicates future prospect. As can be observed in table 1, the current largest 
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sizes in quenched and tempered steel consumption is mining, cement and quarrying 
segments. Additionally, these sectors together with recycling show the highest feasibility 
to compete on the market. Moreover, they also show the highest growth potentials. 
(Source: Internal document, BCG calculation sheet) 

So far, there is almost no competition for HWP in the aftermarket since there are no 
QT-steel companies from west that compete. Furthermore, local steelmakers still have a 
limited volume in the aftermarket. The western companies are mainly competing in the 
OEM business. 

The total Chinese market recycles 47,7 million tons metals. The biggest metal recycling 
company in China recycles 3.1 million tons (year 2009) a market share of 6.5 and has 
factories in Guangdong, Jiangsu, Tianjin and Zhejiang. (Source: Internal document, BCG 
calculation sheet) 

For the quarrying segment, the number of non-metal ore enterprises in China is 3252, 
including 178 stated owned. (Source: Internal document, BCG calculation sheet) 

Shandong Province has more than 40 percent of China’s total stone production and 
additionally, other big stone producing provinces are Guangdong and Fujian. Together, 
they stand for 85 percent of China’s stone production. (Source: Internal document, BCG 
calculation sheet) 

In mining sector, high Mn (i.e. 13 percent Mn) casting and domestic wear plates (i.e. HB 
400, HB 500) are main competing materials. It is a mature industry with many potential 
customers in the north of China (see Appendix 3), which are currently not approachable. 
(Source: Internal document, BCG calculation sheet) 

Annual production of cement during 2012 was 2099,25 million tones and the estimated 
need of Hardox per year is 52500 tons according to a report from BCG. The productions 
sited are mainly based at Shandong, Jiangsu, Hebei, Sichuan, Henan, Guangdong and 
Shanghai. (Source: Internal document, BCG calculation sheet) 

The most competitive material in the cement segment against Hardox is overlay, which 
HWP also offer their customers. The two biggest competitors are UP and Paifeite, which 
both have contracted with big cement group companies and are big local companies. 

Main challenges 

The local competition is the biggest challenge ahead in the Chinese market and 
particularly in the cement segment since overlay has become more popular, making more 
pressure on the price of the material. HWP still have better arguments like the higher 
price ratio between price and performance. However, increasing local companies get in 
to the overlay fabricated market, which leads to higher price pressure and more 
competition.  

The largest challenge in order to find right customers is building up trust. The marketing 
should make the customers more likely to trust the sales since it currently takes around 
six months to one year in order to build trust. The most important factors for gaining 
trust is to have great sales persons, approaching their networks and by making a trial 
period since the potential customers only believes in what they observe. Guanxi is very 
important since it can make the process of approaching a new customer much shorter. 

One of the major challenges in China is the brand protection of Hardox. SSAB has 
experienced that around 80 percent of steel distributors in China sell fake Hardox. This is 
a problem that hurt the brand and additionally, consequences such as mistrust among 
potential customers occur when HWP’s sales person approach the deceived customer. 
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The paying process is always a problem that HWP need to negotiate about since there 
are no end users of the customers that are willing to pay 100 percent in advance in the 
current market environment. In order to solve the problem, this policy was adapted 
resulting in that 85 percent of the customers that they had during 2013 could use other 
credit policies. This was accepted by the finance department if the order did not exceed 5 
tones.  

Currently, problems with perceived competition between the Kunshan center and one of 
the independent has occurred. According to the general manager of Kunshan center, this 
is an issue that needs actions against, by working on clarification and more 
communication between different centers. HWPICs should be able to exchange 
knowledge and build a stronger brand awareness together through letting the owners of 
the HWPICs share knowledge via for instance a web platform.  

6.2 END-CUSTOMERS 

One interview was carried out with each end-customer of Hardox Wearparts. The 
interview with end-customer 1 was with a maintenance manager and the interview with 
end-customer 2 consists of answers from both their maintenance manager and their 
purchaser. All questions asked during the interview can be found in Appendix 5 
However, when mentioning end-customer 2 in the following text, I only refer to the 
maintenance manager if the purchaser is not mentioned in the same context. The 
maintenance managers are the persons that are often firstly approached when interacting 
with a new company and the interviews reflect the opinions of the advertisement, sales 
promotion, product, price and distribution. 

6.2.1 ADVERTISING	  AND	  SALES	  PROMOTION	  

According to end-customer 2, technical knowledge is one of the main important factors 
for sales persons. In contrast, the brand is not important for the maintenance manager at 
the company. The maintenance managers rarely search for suppliers since it is the 
purchasers’ responsibility. Often it is only the purchaser who attends the fairs. However, 
according to the purchaser at end-customer 2 they rarely attend to fairs. They use Baidu 
(the most frequently used search engine in China) or Google when searching for new 
suppliers.  

When asked the question of where they most commonly see advertisement for local and 
other steel suppliers, end-customer 1 implied that magazines are the main advertisement 
source. On the advertisement in the magazine, end-customer 1 meant that this was his 
first interaction with the brand and that his first impression of Hardox Wearparts was 
that it seemed mysterious and quite expensive. In contrast, end-customer 2 meant that he 
does not notice much advertisement from other suppliers. According to both end-
customers, they rarely or never attend fairs. They never look for new suppliers on their 
own since they prefer to learn about a new company through sales visit. However, they 
suggest fairs as an alternative for promoting HWP’s brand. All their previous suppliers 
before HWP had their first interactions through sales visits. End-customer 2 learned 
about Hardox Wearparts through the web and magazines but foremost through sales 
visit.  
 
To the question of what usually make them attracted to do business with new suppliers, 
both end-customers answered via Guanxi, magazines and websites. The first impression 
they had for Hardox Wearparts was that the quality seemed better than its competitors’ 
and this was later confirmed by research via the website about Hardox. 
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In summary, the best ways for HWP to introduce their concept in accordance of the 
end-customers are through sales visit, while awareness can be spread through magazines 
to approach maintenance managers. Fairs may spread awareness among purchasers while 
the website is an essential tool to give more information about the products’ properties 
and availabilities. Nevertheless, it is most effective to go via Guanxi to approach new 
customers since this saves resources needed to build trust and shorten the time to obtain 
a new customer’s trust. 

6.2.2 THE	  BRAND	  
According to both end-customers, it is a challenge to remember Hardox Wearparts as it 
is a foreign brand name. According to end-customer 1, HWP is a difficult name and 
since he never uses English in his everyday life, he cannot pronounce the name without 
difficulties. This is also supported by end-customer 2, however, he expressed that 
‘Hardox’ is easy to accept and remember but that ‘Wearparts’ is more difficult.  

6.2.3 SALES	  AND	  GUANXI	  
According to end-customer 1, honesty is one of the most vital factors to start doing 
business with a new supplier. In order to obtain their trust, it is important to show them 
the product for a trial period and this is also admitted by end-customer 1 as they mean 
that it is a must to test the product before they determine to buy it. Another important 
factor is the sales person’s personality. An example is that if the sales person brags too 
much about their products, it diminishes the trust. Nevertheless, since end-customer 1 
has worked together with one of HWP’s sales engineers before, they could trust HWP 
from the beginning and start doing business earlier than normal. According to end-
customer 2, the factors which made them trust a new sales person are firstly product 
quality and secondly, through Guanxi. However, the first test is crucial since this would 
prove weather the material is applicable for them or not. 

According to end-customer 2, they are approximately 70 percent sure of trying your 
product if you have the consent of the maintenance manager. The rest depends on the 
CEO and purchaser.  

6.2.4 END-‐CUSTOMERS’	  VALUES	  
According to the purchaser that participated at the interview with end-customer 2, they 
value the price-performance ratio and quality as the most important factors when 
determining to contract with a new supplier. The most important factors for both end-
customers about a new foreign company are the product quality, price and performance 
ratio, service and warranty. For the purchaser, the price and performance ratio was the 
most important factor. According to both end-customers, the main reasons for using 
Hardox Wearparts as a supplier was due to the product quality and the great sales 
contact. However, before making the decisions of buying, they were concerned about 
that the product price was very high and that the warranty and paying process were not 
adapted to the Chinese business environment. The differences were mainly about SSAB’s 
policy of paying 100 percent in advance and the Chinese way of paying with bank notes. 

6.2.5 COMPETITORS	  
According to end-customer 2, the competitors from the local companies and other 
foreign companies were often visiting for the sales of wear plates at the time the end 
customers signed the contract with HWP. For end-customer 1, the competitors are 
almost only local companies and usually they have around 80-90 sales visits from other 
companies per year. 
 
According to both end-customers, the process to change supplier was not difficult since 
changing suppliers is a quick progress if the previous supplier is bad. 
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6.3 HWP INDEPENDENT CENTER 

Three Hardox Wearparts independence centers gave their opinions about the concept of 
Hardox Wearparts and their values for the product, promotion, advertisement, 
distribution as well as the main weaknesses they have experienced from the first 
interactions with HWP until now. All HWPICs in China became centers after being 
approached as SSAB customers. HWPIC 1 and 3 have been HWPICs during 
approximately 2 years while HWPIC 2 has been a HWPIC during more than 5 years. 
HWPIC 1 was interviewed FTF with questions that are compiled in Appendix 4. After 
analyzing the answers from interviews with HWPIC 1, the end-customers and the 
interviews with SSAB and HWP employees, a survey was created for all HWPIC in 
China. However, for HWPIC 1, some questions from the survey were removed due to 
already asked questions through the interview. The survey with explanations for the 
HWPICs can be found in Appendix 6. 

From the beginning of becoming a HWP center until now, all centers have increased 
their yearly revenue. HWPIC 1 increased with 35 percent, HWPIC 2 with 10-20 percent 
and HWPIC 3 with 20 percent. 

To the question of what was the reason of why the owners of the independent HWP 
center joined HWP from the beginning the answers are stated below in table 1. 

When asked HWPIC 1 about the competitive environment before becoming a HWPIC 
the answer was that it was very high and especially from American, French and Dutch 
companies. The competitiveness was mainly within service, however, since they highly 
value quality, they choose to buy Hardox. Nevertheless, HWPIC 1 considers the price of 
Hardox not competitive enough. Currently, the owner estimates that there are 
approximately 10-20 sales visits from competitive companies visiting them yearly. 
 
According to the owner of HWPIC 1, he visits fairs 1-2 times a year which are foremost 
the Bauma exhibitions in Shanghai, one of the largest international trade fair for 
construction machinery. 

6.3.1 REASONS	  FOR	  SUCCESS	  

When asked to give points to the factors that have given the most success for their 
business, they could give each factor point 1 to 5 where 5 points means most crucial and 
1 point means least crucial). This question was asked in order to determine which 
strengths and weaknesses Hardox Wearparts is currently experiencing with the HWPICs. 
Figure 14 indicates that the quick claim handling and brand strength of Hardox 

HWPIC 1 

Win-win-win situation for us, our customers and for Hardox Wearparts. 
By becoming a HWP center we can provide better products and technical 
quality to our customers. Since we value product quality, this is why we 
determined to become a HWP center. 

HWPIC 2 
To keep our current customers and attract more new customers and to 
low down the purchasing cost in order to make us increase our profits. 
 

HWPIC 3 
We hoped that HWP could improve our business by getting more 
technical support as well as sharing information to promote the quality 
levels of our company’s products and improve our market shares.  

Table 1. HWPICs’ answers of why they determined to join HWP.  
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Wearparts has been the factors that have been most important for achieving success 
when the delivery times have been a weakness. 

 
Figure 14. The independent HWP centers were asked which factors are most crucial for their success by 
giving points 1 to 5 where 5 points means most crucial and 1 point means least crucial.  

 

6.3.2 PRODUCT	  TRUST	  

The independent HWP centers were asked what is making their customers trust a new 
product the most by rating 1 to 8 where 1 means most crucial, 2 the second most crucial 
and 8 means least crucial). Table 2 below shows the average rate listed in order of 
precedence.  

Factor that enhance product trust Average rate 

The brand strength of Hardox Wearparts 1,7 

The brand strength of Hardox 1,7 

The sales person 3 

The recommendation from other similar users 4,7 

The recommendation from someone your customer know 5,3 

Factor that enhance product trust Average rate 

Test result 5,3 

Material tests in own production 6,7 

Offering courses and seminars to provide knowledge for the 
product to your customers 

7,7 

Table 2. The table shows the average rate listed in order of precedence.  

4	   4,2	   4,4	   4,6	   4,8	   5	   5,2	  

Short	  pay-‐off	  time	  for	  the	  end	  user	  	  	  
Workshop	  properties	  	  

Brand	  strength	  of	  Hardox	  Wearparts	  
Technical	  support	  such	  as	  education	  	  	  

Market	  support	  	  	  
Delivery	  times	  	  

Quick	  claim	  handeling	  
New	  applications	  giving	  new	  business	  

Joint	  visits	  with	  the	  RSMs	  

Average	  rate	  of	  success	  factors	  
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The results in table 2 clearly show that the brand strength of HWP and Hardox are the 
most important factors in order to convince their customers to trust a new product. An 
additional comment from HWPIC 2 is that an important factor that can enhance the 
trust for a new product is to focus more on showing material properties and competitors’ 
comparative tests and reports. 

HWPIC 1 considers that the brand name “Hardox Wearparts is easy to remember. 
However, the owner thinks that the current marketing for spreading awareness is not 
good enough and suggests that HWP provide them with more small gifts with HWP’s 
logo on, in order to spread awareness of the brand. 
 
To question 4 in appendix 5 about what can make their customer to notice the brand 
Hardox Wearparts even more, all participants answered that they would like more 
advertisements via magazines and internet and make the brand more visible and noticed 
through small gifts with the logo. Additional comments about enhancement of the brand 
are shown in table 3 below. 

HWPIC 2 Participate in industry events to improve the brand strength of Hardox 
Wearparts. 

HWPIC 3 
Give additional information about Hardox Wearparts on the product 
introduction materials handled to customers and additionally have face-to-
face introduction and referrals on our products for our customers. 

Table 3. The table shows the comments of HWPIC 2 and 3, stating what can be done to enhance the 
brand. 

6.3.3 WARRANTY	  

To the question of what the HWPICs value the most within warranty, the answers (see 
table 4) indicated that the centers wish for HWP to ensure that the products will be 
delivered in time as well as the quality. Since there are many counterfeiters selling fake-
Hardox, HWPIC 2 wish to be able to ensuring that the products are real.  

HWPIC 1 Ensuring that the products are delivered on time. For us, Hardox 
Wearparts has not been delivering on time. 

HWPIC 2 To make sure weather the after sales is in time and ensuring that the 
products are real. 

HWPIC 3 Quality stability, quickly correctly response to customers after sales. 

Table 4. The table shows the comments of HWPIC 2 and 3, stating what can be done to enhance the 
brand. 

6.3.4 ADVERTISING	  AND	  SALES	  PROMOTION	  
When asked the question about how HWPIC 1 started to notice Hardox, the answer was 
that one of the sales persons from HWPIC 1 first came into contact with Hardox via a 
friend in their network who recommended it after reading about it on the Internet. 
Moreover, their end-customers demanded Hardox and therefore the interest of buying 
started. The previous suppliers that HWPIC 1 had were all introduced via Guanxi or 
known via networks.  
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When HWPIC 1 approach the end-customers, their main strategy is to show potential 
customers references and tell successful stories about how Hardox has changed a 
customer’s business. 
When asked about which factors that increases the trust for HWP, the result in figure 15 
shows that most centers chose the answer about references from a larger or any 
company in the same sector. This clearly shows that they consider the brand strength of 
HWP to increase with references. 

 
Figure 15. The figure shows which factors that increase the trust for HWP the most. 

6.3.5 TRANSPARENCY	  BETWEEN	  HWP	  AND	  HWPIC	  
HWPIC 1 has stated transparency as an essential factor between HWP and HWPICs. 
Further, it has been indicated that transparency towards the HWPIC can be gained 
through more education of technical knowledge from HWP, according to HWPIC 3. 
Similar ideas are expressed by HWPIC 2, but by letting HWP share more knowledge 
from international experiences on applications in order to broaden their perspectives of 
the potentials of HWP and to expand their customer scope. In order to obtain more 
transparency, HWPIC 1 suggest to work on mutual trust, understanding and support. All 
answers to the question of what can be done to increase transparency between HWP and 
HWPICs are stated in table 5. 
  

HWPIC 1 Mutual trust, mutual understanding, mutual support 

HWPIC 2 
We wish that HWP would share a lot of international experiences of the 
many applications their products can be applied on, since this would 
expand our customer scope. 

HWPIC 3 More knowledge sharing within product technology, applications and the 
exchange of technology knowledge with customers. 

Table 5. The table shows the comments of the HWPICs, stating what can be done to increase 
transparency between HWP and HWPICs. 

6.4 BENCHMARKING 

The benchmarking was performed with the former CEO of SKF in China. The objective 
of the interview was to understand how SKF approached the Chinese market, the 
challenges and how they maintained their brand and build trust among their customers. 
The questions can be found in Appendix 7. 

0	   1	   2	   3	   4	  

The	  company’s	  goodwill	  for	  the	  

Offering	  courses	  and	  seminars	  to	  

The	  company’s	  references	  from	  any	  

The	  company’s	  references	  from	  

Factors	  that	  increases	  the	  trust	  
for	  HWP	  
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6.4.1 TRUST	  

The historical heritage in China is important for SKF’s brand when attracting new 
customers. Through experiences in China, the former CEO of SKF China means that it 
is extremely important to build on relationships with your customers and have long-term 
mindset in everything you do. It is significant to understand that your clients also want 
development and therefore want to be part of where you are going and be a part of the 
company’s development. By being able to increasingly being a part of the whole concern, 
the customers will feel more at ease. Moreover, it is important to build personal 
connections and therefore have the same salesman who goes to their clients. One must 
focus on building strong relationships, which in itself leads to building trust among 
Chinese people. The approach to start creating strong relationships is by frequent FTF 
meetings.  

The distributors that SKF was doing business with met other distributors in a 
community in order to build trust and share experiences between each other. Since the 
aftermarket was only based on distributors, it was important for SKF to increase the 
bound of solidarity in order to make the distributor feel that they are part of the 
company. Furthermore, a meeting with the CEO of SKF China honored every 
distributor in order to make the distributors to truly feel accepted and part of the 
company.  

In order to avoid hostility and the culture of Chinese “in-group” and “out-group”, it was 
important to grow a stable relationship between their distributors. Therefore, they 
actively arranged meetings and events to strengthen their relationship with new and old 
distributors rather than only having sales conferences and distributor conferences. At 
these events, distributors had the opportunity to exchange ideas and opinions about the 
company as well as spreading good will to increase the brand-strength internally. By 
emphasizing on building stronger relations between the members, it increases the 
distributors’ loyalty and solidarity with the company.  

When building awareness and brand strength among small and medium sized enterprises, 
a good strategy is to work on strengthening relations among a number of potential large 
customers in order to use those relations to faster build trust among the smaller 
enterprises. Larger enterprises often have high influence and can open more 
opportunities to expand. 

The fact that SKF is a western brand is of high importance in China since many 
customers associate a western brand with quality. Western-style involves a quality brand, 
which makes end-customers have confidence in a distributor’s business if the distributor 
has cooperation with Western companies. Therefore, many Chinese companies want to 
cooperate with foreign companies for marketing advantages to themselves  

By clearly showing that you are a Western Company provides the advantage that you can 
easily market yourself as a quality company. In China, SKF marketed themselves as 
Swedish, and not international as they did in other countries. This is due to the reason 
that Sweden has an exceptional reputation in China. It is the first Western country to 
recognize China after the revolution, and it accounts for neutrality. Overall, Swedish 
companies have very good reputation in China, since Sweden stands for quality, 
knowledge, great leadership and responsive attitude. 

6.4.2 BRAND	  PROTECTION	  

Tons of fake copies are present of SKF’s bearings. According to the former CEO of 
SKF China, they had to make raids on businesses since even their distributors could sell 
fake. In order to work against fake manufacturers, they had a department working with 
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forgery and initiated close cooperation with the customs officer, police, and additionally 
had their own staff working to find counterfeiters. In order to show SKF’s commitment, 
he arranged a meeting with the police management and negotiated for cooperation. This 
is due to the experience that local polices are not keen to help. China has the polices who 
are least eager to help since the fake industry makes job and taxes that benefit the local 
government short-term. In order to protect the brand, continuous actions to prevent 
fake products are significant. To protect the brand, it is important to act immediately 
when discovering a counterfeiter. Otherwise the proof will be hidden before any actions.  

6.4.3 PAYMENT	  METHOD	  

The payment methods in China are different than other markets since most of the 
customers want to pay with bank notes. This means that almost no one paid 100 percent 
before receiving the product. The bank note implies that the customers could pay a 
certain date (often a couple of months after they order). SKF, adapted its payment 
method through taking extra charge for the customers who were willing to pay by bank 
notes. Also, they estimate the risk for each customer and finally make a decision whether 
to accept it or not. In summary, they went from case to case depending on the risk. 
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7 ANALYSIS AND DISCUSSION 

This chapter starts by positioning HWP in models used in 
international marketing and further analyses which marketing 
actions should be carried out based on the conducted empirical 
results and theory. A discussion about environmental adaptions, 
leads to which actions are needed in order to build trust and brand 
strength to reach the HWP’s objectives and vision. 

7.1 INTERNATIONAL MARKETING STRATEGIES 

Based on the presentation and introduction of HWP in China and the empirical data, the 
overall strategy for Hardox Wearparts could be identified. In Hardox Wearparts’ case, 
the main product Hardox plate together with the value-adding services offer the 
customers more value for the money through higher performance ratio. In addition, as 
Hardox differs from its competitors in terms of higher quality, Hardox Wearparts is 
considered mainly using a differentiation strategy.  

For Hardox Wearparts, the marketing strategy should be aligned with the SSAB’s strategy 
with the set goals and objectives for China. Since Hardox plates are the main product 
offered by Hardox Wearparts, the positioning is currently assumed to be the same as for 
Hardox plates, which is positioned as a high-end brand as indicated by the empirical data. 

7.2 PRODUCT LIFE CYCLE 

Since HWP China has not been operating in the Chinese market as in Europe, the 
empirical data indicated that HWP China is currently in between an introduction and a 
growth phase according to the product life cycle. HWP has achieved most of the 
preliminary analysis and is in the process of growing market shares. 

The following sections will therefore be focused on how HWP can maximize market 
share by building awareness and interest among adopters and dealers and create 
customer demand via sales promotion. Furthermore, it has been detected in which areas 
and segments that HWP should build selective distributions. By discussing the outcomes 
from the empirical data and combine it with the theory, suggestions for actions to create 
awareness and maximize market share for HWP in China will be stated. 

7.3 ENVIRONMENTAL ADAPTIONS 

The fact of the Chinese government’s strong promotion for environmental protective 
actions may cause local governments to seek ways to educate the industry in order to 
work more sustainable. SSAB have a strong advantage compare to its competitors, being 
able to provide the highest quality of high strength steel that creates more sustainable 
solutions. A governmental cooperation might open more opportunities for SSAB to 
promote themselves by distributing awareness of using more sustainable steel through 
courses and seminars. By investing in actions within governmental interest, this gives 
opportunities to access networks to state-owned enterprises through the hierarchical 
system. By making actions in the government’s interest, it will make it possible to 
establish ties and enter valuable networks. According to theory, this would help building 
HWP’s brand reputation as well as enforce contracts, settling negotiations and more 
effectively penetrate barriers by reaching “right persons” faster. . By investing in a plan to 
establish a program that educates potential customers for HWP about the sustainable 
solutions and safety, this would become an opportunity to establish important relations 
with state-owned enterprises. Furthermore, this opens opportunities to market SSAB’s 
historical legacy and the company’s commitment in sustainability. 
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Nevertheless, the main challenge with approaching the networks would be to find initial 
contacts that can make it possible to build this relationship with the government. 
Additionally, it is a complicated and time-consuming approach. Nevertheless, if being 
able to penetrate these valuable networks and obtain governmental ties, this would 
provide a unique competitive advantage as well as lowering risk-taking in decision-
makings in the market. 

In contrast to the current bottom-up approach that become increasingly challenging due 
to the tendency toward a more centralized position for the maintenance manager, this 
top-down approach (See figure 16) will be a suggestion of convincing new companies. 
State-owned companies would be able to be approached via this method since the target 
companies’ top management is connected with them.  However, it is a highly 
complicated and time-consuming process to enter the local government’s network and to 
build trust. This top-down approach as the WSMs in EMEA often use, would fasten the 
process of finding the maintenance manager to interact with. In the long term, SSAB and 
HWP would make great return of a governmental relationship since it has been proved 
as beneficial for companies in China to find “right” persons to interact with. 
Nevertheless, for HWP it is still significant to mainly use the bottom-up approach since 
it has proven to be the most preferred approach according to the end-customers as well 
as that 70 percent of the business is obtained after the consent of the maintenance 
manager. Also, in order to firstly approach the owner, as the WSMs does in Europe, it is 
essential to build up the brand strength in the aftermarket. 

 

 

 

 

 

The quarrying segment has high potential to expand, however it is the most difficult 
segment to approach since it is more time-consuming to find the maintenance manager 
than for the other segments. Due to the fact that there are 178 state-owned quarrying 
companies; this indicates an opportunity to go via top-down approach through networks 
of regional or local government. 

The cement segment is likely to shrink in the future due to governmental decisions. 
However, it is still a big segment and target for HWP since there are a lot of business 
opportunities compared with the other segments. In contrast, reports have shown that 
the recycling segment is growing quickly due to increasing investments on this sector. It 
is therefore suggested for HWP to invest more in this segment since it is an increasing 
potential segment due to the high feasibility to penetrate.  

The largest metal recycling company in China has factories in Guangdong, Jiangsu, 
Tianjin and Zhejiang. These areas are suggested to be approached in a higher scale due to 
stronger interest and higher investment from the Chinese government, as well as a great 
approach to make small and medium-sized enterprises more aware of HWP. All recycling 
factories apart from two are situated within the areas where HWP center Kunshan is 
currently operating. The remaining two are Guangdong and Tianjin, which are next to 
provinces, where WSEs are responsible (see figure 3). In summary, the geographical 

Owner	  

Maintenance	  manager	  

Purchaser	  

Figure 16. The figure shows a top-down approach that would fasten the process of finding the 
maintenance manager. 
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distance for covering the main recycling factories is considered as close and 
approachable. 

Payments conditions need to change in order for HWP to expand faster since the 
empirical results showed that this is one of the issues that need to be more adapted. 
Even if improvements have been made, it is important to communicate to the customer 
about the maximum risk tolerance for using alternative payment conditions. An initial 
knowledge about good payment conditions is an advantage in the sales process. The 
benchmarked company indicated that a more flexible payment condition has provided 
them with more business opportunities. However, by estimating the risk case by case, 
they could conclude which ones they could accept using bank notes.  It must be noted 
that since theory stated that the Chinese has a pretty low rate on uncertainty avoidance, it 
indicates that they do not feel very threatened by ambiguous situations and this is 
therefore important to take in consideration when negotiating with a new customer, 
meaning that the customers might be willing to take a higher risk when determining to 
buy from HWP. 

7.4 BUILDING TRUST TO THE HWP BRAND 

The results that showed which factors that was conclusive for the HWPICs when 
determining to become a center were mainly that they wished to grow in a quality and 
technical aspect as well as keeping down the purchasing cost and be able to improve their 
market shares. According to the benchmarking, cooperation with a western brand 
automatically lifts a company to become more associated with quality. If the end-
customers know that their supplier cooperates with a western company, this increase 
their confidence in the supplier’s business. However, in China the benchmarking 
company market themselves as Swedish instead of international western company due to 
the fact that Sweden has an exceptional good reputation within quality, knowledge and a 
responsive attitude. It is therefore highly advisable to emphasize on being a Swedish 
company as a sales argument since it would strengthen HWP’s brand towards end-
customers and potential HWPICs as well as promoting it more in advertisements on 
brochures and on the website.  

The end-customers are the channels in order to find potential HWPICs. They are the 
first approach and the drivers for potential HWPICs to be attracted buying from HWP. 
Therefore, it is highly important to penetrate network barriers and invest on spreading 
awareness among the end-customers. If the end-customers show a high demand for 
HWP, the end-customer’s wear parts supplier will naturally be aware of the brand and 
the brand reputation will increase, which are positively associated with trust according to 
theory. In order to approach potential end-customers via advertising and sales, the results 
showed that the end-customers are most likely to notice advertisement via industrial 
magazines for maintenance managers and on internet via the search engines Baidu or 
Google for purchasers. Additionally, the purchasers are also the ones that visit industrial 
fairs. Even though they are rarely visiting fairs, the maintenance managers suggest this as 
one of the best ways to spread awareness. 

In summary, by focusing on the conclusive factors mentioned in this context towards 
potential HWPICs, this will better meet their values and improve the efficiency of the 
convincing strategy. According to theory, these factors will increase the brand 
competence through meeting customers’ values, which will positively affect their trust. 
Due to limited resources, it is suggested to foremost invest on promotion via magazines 
and updating the HWP website into Chinese. At the current stage, these actions should 
be prioritized over participating on fairs since the findings have shown that the end-
customers rarely visit these.  
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Currently, the HWP center Kunshan sales team rarely emphasizes the brand of Hardox 
Wearparts, meaning that there are almost no conscious actions to spread brand 
awareness through marketing and branding in the aftermarket. This is detected as a 
problem since the results from the HWPICs’ survey showed that Hardox and Hardox 
Wearparts’ brand strength are ranked highest (see table 2) in order to gain the end-
customers’ trust and that the brand strength of HWP was proved to be the most crucial 
factor for the HWPICs’ success. (see figure 14)  

The result showing that HWP could enhance the brand towards the end-customers 
through more advertisement on internet and magazines as well as giving small branded 
gifts, indicates that the HWPICs perceive that it is currently not enough actions to spread 
awareness to the end-customers about Hardox Wearparts. This is confirmed by HWPIC 
3, who suggested that there should be additional information about Hardox Wearparts in 
the product introduction materials that are handled to the end-customers. Furthermore, 
it is pointed out the significance of FTF introduction and referrals with the end-
customers. This is also stressed by the relationship marketing theory and benchmarking 
when building trust. The benchmark indicates that the personal relationship plays an 
important role and therefore it is recommended that the same salesman visit the same 
customers due to focusing on building strong relationships, which leads to building trust. 
For further sales expansion for HWP it is suggested to continue hiring experienced and 
older sales persons in order to develop a more stable foundation for establishing trust.  

The most common and most wished approach for the end-customers to be introduced 
to a new company and brand is through sales visits. In China, this approach is the most 
effective way since it is required in order to establish a foundation for trust. Conclusively, 
it is strongly suggested that the sales continue with their current approach via sales visits.  

In the process of spreading awareness about the HWP brand, a suggestion is to create a 
Chinese name due to the fact that the interviewed end-customers as well as the salesmen 
have experienced difficulties for the customers to accept the English name. Therefore, a 
Chinese name would facilitate the recognition and acceptance for the brand.  

In order to build brand awareness, HWPIC 2 suggests that HWP should participate in 
industrial events. Currently, HWP do not attend many events since it is costly and needs 
much planning beforehand. However, there are plans to arrange seminars for potential 
customers. The marketing and communication department for SSAB APAC has 
successfully arranged events to attract OEMs. Through advertising with true references 
via promotional films with OEMs, this has helped them to build up SSAB and the main 
product brands’ reputation, which has given great return. According to brand reputation 
theory, these are some of the basic ways to build up a positive reputation. Furthermore, 
public relations and investments in good-will projects are also suggestions to promote 
the brand reputation. In HWP’s case, it is foremost suggested to create more reference 
material that can be shown to potential customers.  

7.4.1 BUILDING	  TRUST	  THROUGH	  INFLUENCERS	  

The results from the empirical analysis together with the theories stating the Chinese 
people’s low degree of individualism have shown that it is particularly difficult to gain 
trust in China. The fact that there is a culture of forming “in-groups” and “out-groups” 
makes it difficult to penetrate a new network without the use of Guanxi. This is why a 
strategy to approach networks needs to be established.  

The results of which factors that increase HWPICs’ trust for HWP showed that most 
centers elected the answer; references from a larger or any company in the same sector. 
It is therefore a great opportunity and strategy to expand by building trust through 
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having major influencers as references, as is also supported by theory and the 
benchmarking. By using the influencers and larger companies in the sector as a marketing 
reference for smaller companies, this could strengthen the reliability of the brand and 
become a long-term investment. This approach is currently in progress, however, there is 
more struggling to attain these customers than the smaller enterprises due to more 
complicated structure and that these are often state-owned. In larger companies, there is 
often a bigger focus on the purchasers’ own personal benefit as well as they are more 
price driven. Nevertheless, if being able to grow contact with local governments, it will 
be easier to find persons with required values via the top-down approach. Furthermore, 
since OEM brands that SSAB deliver to, are often large and recognizable. It may 
therefore be a strategy for HWP to emphasize these brands in order to build trust. 

7.4.2 BUILDING	  TRUST	  THROUGH	  BRAND	  STRENGTH	  

It has been challenging for the sales to obtain trust, since the sales men usually need to 
explain and introduce about Hardox Wearparts from the beginning due to the fact that 
the awareness of the brand in the aftermarket is currently almost nonexistent. It has been 
suggested from one of the HWPICs to create introduction and information about the 
brand in the brochures handled to customers. However, in order to find more 
information about HWP, there is currently no website that can introduce about HWP in 
Chinese. The empirical data and the theory stressed the importance of having a website 
in Chinese due to the lack of English skills among the end-customers.  

According to the end-customers, establishing trust depends on three main factors, which 
are honesty, the sales person’s personality and a proof that the product works through a 
trial period. In contrast, the results collected from the HWPICs showed that the most 
crucial factors in order for their end-customers to trust a new product have been the 
brand strength of Hardox and Hardox Wearparts, secondly, the sales person and thirdly 
the recommendation of other similar users. Number four most crucial factor was shared 
between someone the customer knows and test result. The testing of materials in own 
production was ranked as number five. 

The results according to the HWPICs indicate that the brand strength, sales person and 
the perception of quality are the most important in order for a new product to be 
trustworthy to end-customers. The test result and material testing in own production 
were ranked lower, even though it was valued high by the end-customers. This can be 
explained by the highly pragmatic culture in China as indicated by theory. Therefore, it is 
more important to show the truth than to explain the truth. 

Nevertheless, the empirical data of the HWPICs showed that one of the success factors 
most highly valued was the brand strength of HWP. This together with the results for 
increasing trust among customers indicates that a strong brand is the most important 
factor to boost trust in order to lift sales.  

7.4.3 BUILDING	  TRUST	  THROUGH	  BRAND	  PROTECTION	  

The fake market for Hardox in China is a problem for HWP as it destroys a potential 
customer’s trust and makes it difficult to convince them again. The HWPICs have 
expressed this as a problem and a factor that has affected their sales negatively. Actions 
are therefore required as a sustainable investment for the brand protection and to 
improve the warranty towards the HWPICs. Currently there is one employee that works 
full-time to report counterfeiters in China, however, according to benchmarking; more 
commitment from the top management is needed as well as building close relationship 
between top management and the customs officer and police management. 
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The brand reputation of HWP is currently increased through every time a customer 
becomes satisfied with the solution HWP provides. It will in turn build the brand 
strength of HWP. However, in order to boost the brand strength it is important to build 
more awareness, expand trust and the network. 

7.5 NETWORKING AND TRANSPARENCY 

The competition of local companies is fierce, especially within wear parts according to 
end-customer and the marketing and communication manager at SSAB APAC. End-
customer 1 implied that he could trust HWP in an early stage since he had a business 
relation with one of the wear service engineers before. This indicates that Guanxi play a 
big role in a customer-seller relationship and could save resources before a customer 
become convinced. The use of Guanxi in the marketing provides a powerful tool to 
obtain a competitive advantage. 

By enhancing relations between the centers and HWP, this can help us reach the 
objectives for what makes SSAB successful. According to the benchmarking, it is 
significant to build trust between distributors and making them feel part of the company. 
This can be done through frequent FTF events that include interactions such as 
discussions of how to improve and what is important. Additionally, for the HWPICs to 
feel more accepted and part of the community, HWP is suggested to arrange meeting 
between the top management of SSAB APAC and the owner of HWPICs. According to 
the benchmark, this kind of networking and trust building may strengthen the approach 
to reach the objectives that makes SSAB successful and lead to fulfilling the vision of 
becoming the leading value added service (See figure 17).  
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Figure 17. The activities should create more brand strength for HWP through building trust and expand 
network internal between HWPICs and external with governmental relations and influencers. When these 
elements increase, HWP can better obtain their objectives that make SSAB successful and finally be able to 
reach the vision - To be the world leading provider of productivity improvement through wear solutions with 
global reach and local execution. 
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It is suggested for HWP to develop a virtual community where it is possible to share 
knowledge and experiences. According to theory, a web-forum can build loyalty, which is 
supported by empirical data. Additionally, it indicates that a web platform will help 
building stronger brand awareness together through letting the owners of the HWPICs 
interact. Through synergies of knowledge sharing between centers and trust towards each 
other, HWP can build more flexible operations with transparent information exchange 
and benchmarking of own centers in order to provide superior customer experience as 
well as becoming a more high performing organization. 

According to the HWPICs, the transparency between them and HWP could be better by 
sharing more knowledge from international experiences on applications in order to 
broaden their perspectives of the potentials of HWP and expand their customer scope. If 
HWP could increase the transparency within these areas, it would be a step towards a 
higher degree of expansion in China and leading HWP closer to the unit’s objectives and 
vision. 
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8 CONCLUSION 

In this chapter, a conclusion will be made from the analysis and the 
main research question will be answered. The chapter ends with 
reflections and suggestions for further studies. 

In the following sections, a conclusion of the suggestions and discussions from the 
analysis will be stated. Furthermore, the main research question of which marketing 
actions that are needed in China in order to adapt to current problems, needs and 
opportunities to boost sales in the aftermarket, will be answered. The marketing plan has 
taken the product, promotion, price and distribution into account when answering the 
sub questions.  

8.1 MARKETING PLAN 

The purpose of the thesis was to explore HWP’s current strategies by mapping the 
problems, needs and opportunities for HWP centers and their customers in China. After 
identifying main problems, this followed with looking upon literature and potential best 
practices through benchmarking in order to suggest a marketing action plan adapted to 
the HWP’s customers in the Chinese market. 

Through the empirical findings, current problems, needs and opportunities have been 
identified and discussed by argumentations of theory in chapter 6. In chapter 7.1.1 and 
7.1.2, answers to the sub-questions will be motivated based on the discussion. 

8.1.1 MARKETING	  STRATEGY	  ADAPTIONS	  TO	  MEET	  THE	  TARGET	  MARKET	  

In this section, the sub-questions about in which ways the product, promotion, price and 
distribution in the marketing mix will be adapted to meet the target market, will be 
discussed as well as cultural and environmental adaptions needed for successful 
acceptance of marketing mix. 

Due to the fact that HWP is still in the introduction and growth phase for their concept 
according to the product life cycle, the marketing objectives are to create awareness and 
maximize market share. HWP has been offering basic products and services of the 
current marketing supporting the strategy. For the product, it is important for HWP to 
expand their offerings during the growth, as well as extensions within service and 
warranty. As discussed in the analysis, the success factors for HWPICs have been the 
quick claim handling and brand strength of Hardox Wearparts. These are therefore the 
strengths for HWP to focus on when expanding further. The factor that had led to less 
success is the delivery time and therefore this problem should be prioritized to solve in 
order to keep the customer satisfaction.  

According to HWP 1, the price is not competitive enough and this is also indicated as a 
concern for the end-customers when determining to buy from HWP. It is therefore 
suggested to cut the price during the growth in order to better penetrate the market. 

Currently, the distribution of HWP concept has been through building selective 
distribution via HWPICs. Still, this is needed in order to target the growing segments as 
stated earlier in the analysis. However, it needs further research on suitable locations of 
exactly where new centers should be established. 

The advertising and sales promotions are still in an early phase and it is therefore 
suggested to continue with building concept awareness and use heavy sales promotion to 
entice trial. As the HWPICs’ and end-customers’ answers all indicated the significance of 
the brand Hardox and Hardox Wearparts, it means that more promotion of the brand 
HWP is needed. HWP need to spread awareness in order to build brand strength and 
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facilitate the process of building trust. This has been detected as a significant factor to 
invest in, due to the fact that China is a low-trust society. In the following section, an 
action plan with further details with cultural and environmental adaptions will be 
presented.  

8.1.2 ACTION	  PLAN	  

In order to answer the sub-questions of the thesis, the following section will suggest an 
action plan that include how HWP can meet the values of the customers and the HWP 
centers as well as motivating which marketing actions that are prioritized in order to 
expand, thus answering the two final sub-questions. Prioritized actions are those that the 
analysis has indicated are needed before starting with the other actions and better 
meeting the customers’ values. 

According to the HWPICs, the brand strength and the customers’ perception of quality 
is the most important in order for them to convince that a new product is trustworthy. 
Further, end-customers indicate that the price-performance ratio and sales person are the 
most important factors. 

Prioritized short term actions 

The short-term actions indicate that these could be implemented within 1 year. The 
analysis indicate that the HWP is a strong marketing channel that is not utilized fully 
even though it is a common way for end-customers to gather more information about 
Hardox Wearparts. Additionally, in order to achieve a successful acceptance of the 
marketing mix, it is important to translate the marketing channel into Chinese. Therefore, 
this action is suggested as more prioritized. Furthermore, sales visit are the best approach 
to achieve a new customer. Therefore it is extremely important that all brochures are up 
to date and also utilized as a tool to spread awareness about HWP. Since this provides 
the customers brand information about HWP directly accessible and more available for 
customers, this is a cheap and quickly approachable solution to spread awareness. As it 
may make a big difference through a change requiring small resources, this action is 
considered as more prioritized. Moreover, during the sales visits, it is prioritized to 
develop more conscious marketing actions to enhance the brand and spread more 
awareness, since there is currently no focus on marketing the brand towards the 
customers.  

It is prioritized to arrange industry events or seminars in order to promote and build the 
brand strength. This is more suggested than participating in more fairs since end-
customers rarely participate in those and the HWPICs suggest this as a need to spread 
awareness. This action is already in preparation and the main challenge in arranging more 
of this is to find resources and to make follow-up with the customers. 

The analysis indicated the significance to keep the customer satisfaction with the best 
customers and therefore it is important to solve the things that initiates dissatisfaction. 
The detected main weakness of HWP is the delivery time and it is therefore prioritized to 
solve this problem in order to keep the customer satisfaction. 

One of the HWPICs perceived competition from the HWP Kunshan center, which has 
developed a conflict. Therefore it is prioritized to solve this issue by increasing the 
transparency between centers. 

Finally, for the short term action, it is prioritized to create a Chinese brand name in order 
to adapt for a better acceptance among the Chinese customers. In order to spread 
awareness and increase the brand recognition, the analysis clearly shows that this is 
needed. 
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Prioritized long term actions 

Long term actions are suggested as investment that will take more than 1 year to execute. 
As discussed in the analysis, customers have a higher tendency to trust a new product if 
they can see references from influencers and larger enterprises. Therefore it is prioritized 
to invest in building relations with these. However, the main challenge is that it is time-
consuming and requires a lot of resources to approach these since most are state-owned.  

In order for HWP to grow in the aspects of product and increase the market share, it is 
important to increase the expansion of product offerings and extensions within service 
and warranty.  

Finally for the prioritized long term actions, the analysis indicates that there exist a great 
opportunity within the mining and recycling segments and therefore it is suggested for 
HWP to invest in establishing strategic locations for these.  

As HWP expand in the market as well as growing the brand strength, more 
counterfeiters will appear and the action for more commitment to work against the fake 
market will be needed in the future. Due to the current stage for HWP in the Chinese 
market, this action is not prioritized at the moment. 

When having more resources, actions to educate the centers about the large application 
scope should be carried out in order to get a more intensive growth. However, it requires 
much planning and resources to introduce applications that are new to the market.  

Good-will project might be important to strengthen the brand, however, this should only 
be prioritized when there are enough resources since it requires both commitment and 
money. 

In order to keep the transparency in the long term it is important to have more frequent 
interactions between centers. Hence, establishing a platform for HWPICs to share 
knowledge and experiences, is suggested. However, since this requires a lot of resources 
to establish and maintain a platform, it is suggested as further investment when there are 
more resources. Additionally, there are still quite few HWPICs and the need for a 
platform is not urgent. 

In summary, focus for HWP China should be to strategically enhance the brand strength 
of HWP since the results show that the most important factor for achieving success and 
end-customers’ trust. The following action plan includes suggestions for building the 
brand, divided into short term and long-term actions. Based on the analysis and 
discussions, the motivated actions are listed below together with estimated challenges 
and main effect or result. Furthermore, the actions that are currently more prioritized are 
marked in blue. 
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Short term action Main challenge Main effect /result 

Translate the current HWP website into 
Chinese in order to make information 
about HWP more accessible 

To maintain the web site More availability to find 
information for interested. Build 
awareness of the brand. 

Make the HWP brand to be more 
noticed through small gifts with logo 
and advertisements in magazines 

Make the gift sending 
right image and not be 
considered as bribe 

Build brand strength by increasing 
visibility and awareness of brand 

Make conscious marketing actions to 
promote the brand HWP, such as 
promoting it as Swedish, short 
introduction about the historical legacy 

To keep the marketing 
actions simple and 
genuine. 

Build brand strength 

Reformulate outdated brochures and 
add information about HWP on all 
brochures that are to be handled to the 
customers 

To find resources to make 
the update 

More availability to find 
information for interested. Build 
awareness of the brand. 

Arrange industry events such as 
seminars to promote the brand and 
build awareness 

To find resources for 
arranging the event as well 
as the follow-up 

Build brand strength  

Cut the price Risking profit loss To maximize market share 

Participate at fairs To find resources  Build brand strength toward 
purchaser and company owners 

Make sure products are 100 percent 
delivered on time.  

Time-consuming to solve 
bottle-necks 

Keep customer satisfaction 

Promote well-known OEMs that use a 
similar application as the customer  

To convince the OEM to 
act as references  

Build trust for Hardox 

To arrange more networking between 
HWPICs in order to share experiences. 

Require a lot of resources  Build trust, increase transparency 
and strengthen network. It solves 
problems with potential hostility 
as well as it can target the objects 
for SSAB to become successful; 
flexible operations, high 
performing organization and 
more input to make a better and 
coherent customer experience. 

Building stronger relationship with 
HWPICs through showing acceptance 
from top management. 

To arrange a suitable time Build trust, show commitment 
and strengthen relation 

Create a Chinese brand name for HWP Require research and need 
consultancy 

Increase brand recognition and 
acceptance 
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Long term action Main challenge Main effect /result 

Investments in good-will projects 
to promote the brand reputation. 

Require a lot of resources and 
commitment.  

Build trust 

Build strategic Guanxi/ 
relationship with local 
government in order to target 
state-owned enterprises from a 
top-down approach. 

Very time-consuming, complex 
approach and require a person 
with the initial connection to 
make the approach into 
governmental networks. 

Build Guanxi for shortening the 
approach to find the “right” 
persons. 

Build relations with influencers 
and larger enterprises in order to 
create references that can 
influence and build trust among 
small- and medium-sized 
enterprises. 

Time-consuming, complex 
approach. Larger enterprises are 
often state-owned and the 
owners are often more concerned 
about the own benefit that the 
company’s 

Build brand strength and trust 

More frequent FTF visits to the 
best customers. 

Time-consuming due to large 
geographical distances between 
customers 

Build trust and maintain the 
relationship 

Expand offerings, extensions 
within service and warranty 

To beat competitors’ price and 
performance ratio 

In order to maximize market 
share 

Work against the fake market via 
more commitment, through 
meetings between top 
management from SSAB and 
customs officer and police 
management. 

Needs for very quick actions in 
order to arrest the counterfeiters 

Protect and strengthen brand  

To educate the centers about the 
large application scope for 
Hardox and the product 
technology in order for the 
centers to grow their market. 

Require a lot of resources and 
planning to start introducing 
applications that is new to the 
market. 

Increase transparency and build 
trust as well as increasing 
opportunities to expand 

Establishing a platform for 
HWPICs to share knowledge and 
experiences. 

Require resources to create the 
platform 

Increase transparency and 
synergy. Strengthen network. 

Invest in establishing HWPICs 
on strategic locations for mining 
and recycling 

Require a lot of resources To target potential segments 
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8.2 FUTURE RESEARCH 

In order to get a result that is even more reliable, it is suggested to make a more extensive 
research with a higher variety of end-customers. Due to the fact that this study is carried 
out through only cement end-customers, it is suggested to accumulate data from all other 
segments in order to get an even more distinct picture of the customers’ need or wants. 

The sales and profit expectations have been excluded of this research. Therefore, it is 
also suggested to carry out budget estimation for the suggested actions. Additionally, to 
take the marketing plan one step further, it is suggested to develop KPIs in order to 
make the actions measurable and in that way find success factors and improve the 
actions further. 

Finally, in order to enter the next phase of implementation and control, further research 
would be to carry out a risk management analysis and assign the responsibilities and set 
standards for how and how often the actions should be implemented.  

This case study of HWP provides an example of how a foreign company can approach 
the Chinese market and further a case study in the field of adapting marketing strategies, 
contributing knowledge to foreign companies in the start-up phase.  
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APPENDICES	  
APPENDIX 1 

Interv iew Compilat ion with SSAB employees  

INTERVIEW 1 ABOUT HARDOX WEARPARTS MARKETING 
DEVELOPMENT 

Date:   2014-02-05 

Location: SSAB, Oxelösund 

Attendee: Johan Anderson, Head of global business development for HWP 

1. Introduce the history and the current business situation of HWP China. 
2. Which stage of the product lifecycle is HWP in China? 
3. Which components of the phases in international planning process (Ghauri & 

Cateora, 2006, s. 262) have we accomplished? 
 
Phase 1 

Preliminary analysis and 
screening: matching 

company/country needs 

Phase 2 
Adapting the marketing 
mix to target markets 

Phase 3 
Developing the 
marketing plan 

Phase 4 
Implementation and 

control 

Environmental 
uncontrollable, company 
character and screening 

criteria 
Company character 

• Philosophy 
• Objectives 
• Resources 
• Management 

style 
• Organization 
• Financial 

limitations 
• Management and 

marketing skills 
• Product 
• Other 

Host country 
constraints 

• Economic 
• Political/legal 
• Competitive 
• Level of 

technology 
• Culture 
• Structures of 

distribution 
• Geography 

Matching mix 
requirements 

 
 

Product 
• Adaption 
• Brand name 
• Features 
• Packaging 
• Service 
• Warranty 
• Style 

Price 

• Credit 
• Discounts 

Promotion 

• Advertising 
• Personal selling 
• Media 
• Message 
• Sales promotion 

Distribution 

• Logistics 
• Channels 

 

Marketing plan 
development 

 
 

• Situation 
analysis 

• Objectives 
and goals 

• Strategy 
and tactics 

• Budgets 
• Action 

programme 

Implementation, 
evaluation and control 

 
 
 

• Objectives 
• Standards 
• Assign 

responsibility 
• Measure 

performance 
• Correct errors 
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4. Is there an overall marketing strategy for Hardox Wearparts?  
Is there a standardized template for marketing strategies globally? 

5. Which studies have been carried out to get a better insight of HWP’s target 
groups? 

6. What is the current marketing strategy for SSAB in China? 
7. How strong is Hardox’ brand strength in China? 
8. How well integrated is Hardox Wearparts marketing strategies with SSAB’s 

objective and goals? 

Answers will be written and appear in the thesis. 

 

INTERVIEW 2 ABOUT THE SALES FOR HWP IN CHINA  

Date:   2014-03-04 

Location: Yichang, China  

Attendee: Tony Qiu, General manager, Hardox Wearparts center Kunshan 

1. How do you target HWP’s main segments in China? 
2. What is the customers’ motivation when deciding to partner with Hardox 

wearpart?  
3. What is the differences of making business with a state-owned and a private-

owned enterprise?  

MARKET	  ENVIRONMENT	  

4. How big is the market share for Hardox wearpart in China right now? 
5. Which are the main competitors for the main segments cement, quarrying and 

mining?  
6. What are the main reason for a customer to reject the offer of becoming an 

Hardox wearpart center?  
7. What do you believe, are the main differences of the way in marketing in China 

and Europe?  
8. What is the biggest challenge when reaching the right customers in China?  
9. Which are the biggest challenges/threats ahead in the Chinese market? 
10. Which opportunities do you see in China for Hardox wearpart?  
11. What are the main reason for a customer to reject the offer of becoming an 

Hardox wearpart center? 

PRODUCT	  
12. How have you adapt the product offer to the different main segments; 

Quarrying, mining and cement, do you use different strategies?  
13. Hardox wearpart how strong is the brand name among the potential HWP 

customer?  
14. How strong is the brand name Hardox among end customers? 
15. Do you see difficulties for Chinese customers to accept the name Hardox 

wearpart? 
16. How do you work with enhancing the brand to your customers?  

PRICE	  
17. Do you see any weaknesses or problems on the paying process? 

 

PROMOTION	  
18. Where do you most commonly advertise and why?  
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19. Via which channels do you find the potential end-customers today?  
20. Which approaches do you use when visiting a potential customer? 
21. Which kind of potential customers are most likely to buy from HWP? 
22. Do you have different approaches for different roles in the company?  
23. Which message do you want your customer to get from the marketing? 
24. What is needed in order for you and the other HWP centers to sell more?  

DISTRIBUTION	  

25. Do you see any main differences between local and SSAB’s logistic solutions? 
26. Which main channels do you use when approaching new customers?  
27. How do you target the three largest target groups even though they are far away 

from each other?  

Answers will be written and appear in the thesis. 

INTERVIEW 3 ABOUT THE MARKETING STRATEGIES FOR SSAB IN CHINA  

Date:   2014-02-26 

Location: SSAB, Kunshan, China  

Attendee: Iris Yang, Marketing and communication manager for SSAB China 

1. Tell me about your responsibilities within marketing and communication in 
China. 

2. What do you believe, are the main differences of the way in marketing in China 
and Europe?  

3. What is the biggest challenge when reaching the right customers in China? 
4. How do you work with the brand for the Chinese market? Do you use an 

adapted method?  
5. How strong is the brand name Hardox Wearparts in China? 
6. Which opportunities and problems do you see of the marketing of SSAB plates 

in China? 

Answers will be written and appear in the thesis. 

 

 

INTERVIEW 4 ABOUT SALES STRATEGIES IN TURKEY  

Date:   2014-02-11 

Location: SSAB, Oxelösund 

Attendee: Robert Lind, Area technical manager 

1. How did you work in Turkey when you were going to approach new customers? 
For instance, did you call them or send advertisement?  

2. How did you adapt the sales techniques for Turkey? 
3. What do you think is the underlying reasons of managing to establish six HWP 

independent centers in Turkey? 
4. What motivated you sales persons?  
5. How did you work with promotion?  
6. How did you work to build awareness about the product?  
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INTERVIEW 5 ABOUT THE SALES STARTEGIES IN EUROPE  

Date:   2014-02-10 

Location: SSAB, Oxelösund  

Attendee: Zdenka Andersson, Wear service manager at SSAB EMEA and Kenta 
Norling, Wear service manager Nordics 

1. Which are your main responsibilities? 
2. How do you approach customers? 
3. How do you work with brand awareness? 

 

INTERVIEW 6 ABOUT THE SALES STARTEGIES IN CHINA  

Date:   2014-02-07 

Location: SSAB, Oxelösund via phone 

Attendee: Magnus Hasselgren, Vice president and head of sales, APAC SSAB 

1. Which are your main responsibilities in China? 
2. How do your sales persons work to approach the customers in China? 
3. What is the largest difference between the Chinese way compared to western 

Europe? 
4. How do you work with promotion in China? 
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APPENDIX 2 

Criter ias to ful f i l l  in order to become a potent ia l  HWPIC 

• Good knowledge about wear 

• Pushing their business hard to the market  

• Willingness to develop the wear related market and their company/business 
focus in growth 

• A high quality approach. 

• Focusing on the end user market. 

• A solution provider. 

• When geographical coverage is required, they must have good local presence
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APPENDIX 3 
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APPENDIX 4  

Interv iew compi lat ion with independent Hardox Wearparts  independent  center  1 

Date:   2014-03-03 

Location: Ezhou, China  

Attendee: Chunxue Liang, owner of HWPIC 1  

CURRENT SITUATION 

1. Was the membership in Hardox wearpart as you expected and what has been 
more problematic? 

2. Do you get more customers after attaining Hardox wearpart as supplier? 
3. Are you satisfied with SSAB as a supplier? 
4. Are you satisfied with the extra sales generated with the HWP concept? 
5. What service do you need more of? 
6. Weight your critical success factors. (Rate 1 to 5 where 5 points means most 

crucial, 1 point means least crucial) 

	        	   	   	   	   	   	   	   	   	  

	  

Sucess factor   Points 

 	   	   	   	   	   	   	   	   	  1	   Short pay-off time for the end user  

  	   	   	   	   	   	   	   	   	  2	   Workshop properties  

  	   	   	   	   	   	   	   	   	  3	   Brand strength 

  	   	   	   	   	   	   	   	   	  4	   Technical support such as education   

 	   	   	   	   	   	   	   	   	  5	   Market support     

 	   	   	   	   	   	   	   	   	  6	   Delivery times     

 	   	   	   	   	   	   	   	   	  7	   Quick claim handling     

 	   	   	   	   	   	   	   	   	  8	   New applications giving new business   

 	   	   	   	   	   	   	   	   	  9	   Joint visits with the RSMs   

 	   	   	   	   	   	   	   	   	   

FACTORS THAT INFLUENCED DECISIONMAKING BEFORE BECOMING 
AN INDEPENDENT HWP CENTER 

7. Which are the top 5 most important factors about a new foreign company?  
8. Do you rather get a request to make business with a supplier or contact them by 

yourself?  
9. Which was the main reasons to get a foreign company (Hardox wearparts) as a 

supplier?  
10. Where did you hear about Hardox wearprts? 
11. Where do you usually become attracted to opportunities to do business with new 

suppliers?  
12. How was the competitive environment from local companies when you decided 

to join Hardox Wearparts?  
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13. Did your customers demand Hardox? 
14. Which kind of fairs do you usually attend? How often do you attend fairs?  
15. Did you have the motivation to attain a supplier before getting in touch with 

SSAB? 
16. How often do you get a sales visit from companies such as Hardox wearpart?  
17. How did you get your latest suppliers? (Via a fair/guanxi/advertisement/sales 

visit from a specific company or other?) 
18. Which challenges did you have before accepting the requirements from SSABs 

side regarding areas that needed to be improved? How did SSAB handle it?  
19. How was the process to change suppliers? 
20. What was your main reasons for joining Hardox wearpart? 

PRODUCT	  
21. What do you think about the brand name Hardox wearpart?  
20.1 Is it easy to remember/accept?  
22. What did you think about the packaging and offer for becoming a HWP center?  
23. What do you think about the warranty? 
24. What were your price expectations of HWP before you determined to buy the 

plates? 

PROMOTION	  
25. Where do you most commonly see advertisement for local and other steel 

supplier?  
26. What was your first impression of Hardox wearparts?  
27. Are you active at social medias like wechat, weibo and so on?  
28. Which message do you give your customers by the marketing 

DISTRIBUTION	  
29. Which main channels do you use when approaching new customers? Fairs/ 

sales/ advertising on websites? 
30. How would you like to be approached by new suppliers?  

Answers will be written and appear in the thesis. 
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APPENDIX 5 

Interv iew compi lat ion with end-customers 

END-CUSTOMER 1 

Date:   2014-03-05 

Location: Dangyang, China  

Attendee: Maintenance manager at Gezhouba Dangyang cement company 

 

END-CUSTOMER 2 

Date:   2014-03-06 

Location: Yicheng, China  

Attendee: Maintenance manager and purchaser at Gezhouba Yicheng cement 
company 

 

CURRENT	  SITUATION	  

1. Was the cooperation with Hardox Wearpart as you expected? 
2. What has been more problematic? 

FACTORS	  THAT	  INFLUENCED	  DECISIONMAKING	  BEFORE	  BUYING	  FROM	  HARDOX	  WEARPARTS	  
3. Where did you hear about Hardox wearpart? 
4. What is the top 5 most important factors about a new foreign company?  
5. What was your main reasons for using Hardox wearpart as a supplier? 
6. What was the main disadvantages with Hardox wearparts when you made the 

decision?  
7. Where do you usually become attracted to opportunities to do business with new 

suppliers?  
8. How was the competitive environment from local companies when Hardox 

Wearparts was becoming your supplier?  
9. Which kind of fairs do you usually attend? How often do you attend fairs?  
10. Which magazines do you usually read? 
11. Did you have the motivation to attain a supplier before getting in touch with 

SSAB? 
12. How often do you get a salesvisit from companies such as Hardox wearpart?  
13. How did you get your four latest suppliers? Via a fair / guanxi / advertisement 

/sales visit? 
14. Which challenges internally did you have before accepting Hardox wearparts as 

supplier? 
15. How was the process to change suppliers?  
16. What do you think about the brand name Hardox wearpart? Is it easy to 

remember/accept?  
17. What did you think about the packaging and offer? 
18. What do you think about the warranty? 

PROMOTION	  
19. Where do you most commonly see advertisement for local  and other steel 

supplier? 
20. What was your first impression of Hardox Wearparts?  
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21. Sales promotion 
-What kind of sales promotion do you usually see from other suppliers? 

DISTRIBUTION	  
22. Which main channels do you use when searching for new suppliers? Fairs/ sales/ 

advertising on websites?  
23. How would you like to be approached by new suppliers?  

Answers will be written and appear in the thesis. 
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APPENDIX 6 

Survey for  independent HWP center   

Before entering the Hardox Wearparts network 

1. How much more percentage customers did you get after attaining Hardox 
wearparts as a supplier?  

2. What was your main reason for becoming a Hardox wearpart center? 
3. Weight your critical success factors. (Rate 1 to 5 where 5 points means most 

crucial, 1 point means least crucial)  
Comments by author: This question is asked to understand customer’s values 

	        	   	   	   	   	   	   	   	   	  
	  

Sucess	  factor	     
 	   	   	   	   	   	   	   	   	  3.1	   Short	  pay-‐off	  time	  for	  the	  end	  user	  	  	  
 	   	   	   	   	   	   	   	   	  3.2	   Workshop	  properties	  	  
 	   	   	   	   	   	   	   	   	  3.3	   Brand	  strength	  of	  Hardox	  Wearparts	  
 	   	   	   	   	   	   	   	   	  3.4	   Technical	  support	  such	  as	  education	  	  	  
 	   	   	   	   	   	   	   	   	  3.5	   Market	  support	  	  	  
 	   	   	   	   	   	   	   	   	  3.6	   Delivery	  times	  	   	  	  
 	   	   	   	   	   	   	   	   	  3.7	   Quick	  claim	  handeling	   	  	  
 	   	   	   	   	   	   	   	   	  3.8	   New	  applications	  giving	  new	  business	  
 	   	   	   	   	   	   	   	   	  3.9	   Joint	  visits	  with	  the	  RSMs	  
 	   	   	   	   	   	   	   	   	  

	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	  
	   	   	   	   	   	   	   	   	   	   	   	   	   	   	  Advertising 

4. Which improvements do you see for the brand Hardox wearparts to become 
more visible to your customers? (Multiple choices) 
Comments by author: This question is asked to find improvement areas within advertisements 
and promotion 
 
4.1 More advertisements via magazines and internet 
4.2 Via small gifts with the logo. 
4.3 Other 

Products 

5. Which factors are most crucial for you to make your customer trust a new 
product? (rank 1 is most crucial, rank 8 is least crucial)  
Comments by author: This question is asked in order to find an action for how we can increase 
our reliability. The question was also asked to HWPIC 1. 

5.1 The sales person 
5.2 The brand strength of Hardox Wearparts 
5.3 The brand strength of Hardox 
5.4 The recommendation from other similar users 
5.5 The recommendation from someone your customer know 
5.6 Test result 
5.7 Material tests in own production 
5.8 Offering courses and seminars to provide knowledge for the product to your 

customers 
5.9 Other, please specify 
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Trust 

6. Which factors would enhance your trust for the brand Hardox wearpart? 
(Multiple choices)  
Comments by author: This question is asked in order to find an action for how we can increase 
our reliability. The question was also asked to HWPIC 1. 
6.1 The company’s goodwill for the society and environment. 
6.2 Offering courses and seminars to provide knowledge for the product. 
6.3 The company’s references from any company in the same sector as you 
6.4 The company’s references from larger companies in the same sector as you. 
6.5 Other 

Warranty 

7. What do you value the most within the warranty?   
Comments by author: This question is asked to get a more in-depth view of what the customer 
want within warranty 

8. What would you like us to do in order to increase our transparency towards you? 
Comments by author: This question is asked in order for us to increase our honesty and 
reliability, but also to enhance the relationship between HWP and HWP centers. The question 
was also asked to HWPIC 1. 

9. How important is the collaboration for your success? (Rank 1 to 5, where rank 1 
is least important, rank 5 is most important) The question was also asked to HWPIC 
1. 

Answers will be written and appear in the thesis. 
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APPENDIX 7 

Interv iew quest ions SKF 

1. How did you build up your brand in the Chinese market? - Which marketing 
channels do you mainly use?  - How have you marketed SKF?  

 

2. How do you protect your brand from copies and fakes? 

 

3. How did you educate the market in China? How have you managed to create a 
need for quality in ball bearing? 

 

4. In China, it is difficult to obtain a new customer’s trust. How did you deal with it 
when you were going to expand in China? 

 

5. What was your strategy when it came to building trust in your brand in the 
market? Did you e.g, start by selling to the largest and most famous customers 
first in order to build awareness against the smaller customers? 

 

6. Many clients (especially government) think only of their own benefit, Did you 
had a strategy to deal with these ? 

 

7. Do you have any special payment conditions or warranty that you have 
customized for the Chinese market? (Many customers are reluctant to pay out 
100% before they receive the product) 

 

8. In China, it is very important Guanxi. How have you utilized Guanxi to find new 
potential customers? 

 

9. Have you had a different approach depending on whether it is a government or 
private companies, large or small? How has it been in the aftermarket? 

 

10. How have you handled the Chinese people’s more short-term thinking and the 
western long-term thinking of about quality and sustainablity? 

 

Answers will be written and appear in the thesis. 
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