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ABSTRACT 
 
KEY WORDS: Strategy, Ingredient Branding, Benchmarking, Space 

Production AB. 

 

Strategy undeniably plays a vital role in a company’s progress. 

Ingredient Branding is a relatively new concept which Swedish 

companies have not incorporated as a formal strategy. Space 

Production AB is the leading event management company in Sweden 

which wants to analyze whether this strategy is viable in the current 

scenario. In order to access this, I interviewed fifteen potential clients 

at three different events giving an idea of how they perceived quality 

specifically and how their company policy was towards it in general. 

I then benchmarked Space Production AB against five companies 

that have successfully implemented this strategy. The whole 

procedure led to the result that ingredient branding is viable in certain 

scenarios and the strategy would change on basis of the strength of 

the host brand. Similarly emphasis on technologies advances would 

be necessary to ensure an edge with the competitors. If correctly 

implemented, Swedish companies such as Space Production AB 

could also be in league with such success stories.  
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1. INTRODUCTION 
 

1.1. BACKGROUND  

 

Strategy has always been the backbone of successful firms. To stay ahead of their 

competitors, the need to formulate a strategy is vital; not only to capture the niche 

market but also to improve the company’s overall performance (Segev, 1987).  A 

strategic mindset is essential for top management enabling us to embrace the fact that 

strategies must be reexamined time to time; giving way for innovation and progress 

(C. K. Prahalad and Gary Hamel, 1994).  

Space Production AB is one of the largest event management firms in Scandinavia 

providing its clients with project management and technical support, CAD, design and 

construction drawings, text and image processing in their own studios, carpentry, 

painting and metal workshops, sound, lighting and AV equipment, transport, logistics 

and goods handling assembly – dismantling service and on-site warehousing rental of 

furniture, fixtures and fittings. The company has numerous clients whom they provide 

cost effective services with a reputation for having an excellent quality control policy. 

(Space Productions, 2010) 

The objective of this thesis is to find out whether ingredient branding as a strategy can 

be used by Space Production AB. If it can be used what are the risks associated with it 

and what are the long term implications. Ingredient branding has been widely used 

around the world and carries with itself many success stories such as Beechnut baby 

foods with Chiquita banana or Ben and Jerry's Heath Bar Crunch ice cream (Desai, 

K.K. and Keller, K.L., 2002). Is it possible to produce the same results which these 

companies did and is it with the same risks in the Swedish framework? 

Ingredient branding is a relatively new concept and has not evolved completely to be 

part of formal company strategies. There are several reasons and shortcomings as to 

why it hasn’t done so, but at the same time it enjoys many benefits such a high 

standard of quality, bargaining power of the ingredient users and the luxury to keep 

high prices. (Srivastava et al., 2006) 

Considering the advantages and success stories from the past and using the 

benchmarking tool to weigh Space Production AB against companies, who have 

previously used the ingredient branding strategy to their advantage, I will try to assess 

whether it is beneficial to use in this scenario.  

 

1.1.1 BACKGROUND OF THE RESEARCH  

 

To answer the mentioned questions, I decided to interview people working for 

companies within Sweden. The research is based on interviews with personal from 

these companies. As strategy of a particular company can change depending on 

factors such as size etc., different companies with varying sizes were targeted.  
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The questions asked to the companies are to determine some factors (narrowed down 

to) such as their attitude towards quality of the end product. Certain elements like 

cost, size of the company (which invariably may result in the size of the budget), 

specialized end products all vary the responses given by the interviewees. As most 

interviews are done personally and at trade events all factors such as behavior, timing 

of the interview, the amount of customers, the designation level of the person at hand 

and his role in the companies organization, skepticism when giving interviews on 

behalf of the company all are taken into account. Not only the answers but these 

mentioned factors are also taken into consideration. 

1.1.2 BACKGROUND OF THE COMPANY  

 

Before proceeding to analyze the problem to be discussed, we take a short glance at 

Space Production AB. 

1.1.2.1  THE M ISSION  

 

The mission of the company is to produce top-of-the-range exhibition and event 

solutions at low cost in collaboration with their clients. (Space Production AB, 2010) 

1.1.2.2  THE V IS ION  

 

Space Production AB visions itself as the leading event management company in the 

coming years, utilizing its experience of working with complex exhibitions and event 

projects. They aim to provide low-cost top-of-the-end solutions using state of the art 

technology. (Space Production AB, 2010) 

1.1.2.3  THE VALUES  

 

The company is committed to ensuring sustainable environmental development 

through the economical utilization of resources, adopting an eco-cycle based approach 

and by the selection of suppliers and materials that are environmentally certified. 

They have certification through the “Gothenburg Model” that includes key elements 

from the ISO 14001 and EMAS standards. They put greater emphasis on practical 

aspects than on written procedures and documentation. (Space Production AB, 2010) 

 

1.2. RESEARCH PROBLEM 

 

The general objective is to deliver a detailed thesis (15p) to KTH and Space 

Production AB that aims’ primarily at making a strategy for Space Productions AB 

and along the process finding the risks involved in such a strategy. The questions to 

be answered in order to have workable data to proceed for making the strategy are: 

 How companies that hold marketing events view the internal and external 

resources and if they are involved in the conception, planning, preparation and 

carrying out of these events. 
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 Do they carry out all of the mentioned themselves? 

 Are they directly using Space Production AB for this purpose? 

 Are they using add agencies that use other sources for these purposes? 

 Do they have their own department/people that work on one aspect (e.g. design) 

while they leave others (e.g. construction) to an agency? 

What competencies companies view as critical: 

 Do they consider quality to be vital at their events or would compromise for the 

sake of cost? 

 Would they prefer saving time for other work duties by letting another companies 

handle their event and if so how much personal interest do they show in the final 

producer of their goods. 

What competencies companies view as scarce: 

 Do they feel satisfied with the end product when given to another company and is 

it worth the money? 

 How do the above mentioned questions vary with the size and structure of the 

organization?  

 

1.3.  EXPECTED SITUATION  

 

What I expect from this research  is a better understanding of why ingredient branding 

is not used as a formal strategy bearing in mind its advantages; what factors might 

influence it. If there are risks involved I expect to highlight them for the company and 

to find out whether they are large enough to not apply this strategy altogether or if 

they’re small enough to be mitigated/overlooked. 

The aim is to provide a foundation in sense of strategy and branding with a focus on 

its risks in the Swedish business environment 

1.4. TARGET GROUP  

 

This work will be useful for Swedish companies looking to implement this strategy in 

general and for Space Production AB and its customers in particular. The sponsors of 

this project are KTH and Space Production AB meaning the entire project through its 

life is done in agreements with both parties. 

The interviews will be primarily held at large trade shows where there are a majority 

of potential customers. 

1.5.  GOAL 

 

The thesis is based on the research of the market through personal interviews at trade 

shows to form an effective strategy for Space Production AB. The report shall 

encompass aspects such as how companies view their events, who they look to when 
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it comes to designing, construction and execution, if they choose to do it themselves, 

give it to Space Production AB or an add agency. In each case the concern of the 

company for their end product will be analyzed; how they feel if they have been 

already using add agencies and their interaction with the people at the end of the 

supply chain. Using this data, the current strategies will be analyzed and tested by 

benchmarking with other companies who have successfully used ingredient branding 

to see if it is viable or not. Ingredient branding is specifically discussed as the strategy 

that needs to be implemented revolves around this subject.  

1.6. SCOPE 

 

A limited number of companies at trade shows are interviewed based on tiers divided 

according to size. The questionnaire for the interview is generic in nature to target a 

larger scope of issues. The report is expected to deliver the guidelines for making an 

effective ingredient branding strategy to Space Production AB based on this data 

(inclusive of the benchmarking). The interviews will be held at three separate trade 

shows namely Allt for Sjön, S.E.E (Scandinavian Electronics Event) and Vinordic.  

1.7. METHODOLOGY 

 

The whole method is divided into two parts. Firstly the market (the potential 

customers to Space Production AB) is interviewed to get a deeper understanding of 

how the strategy should be made if so.  As the interviews are carried out in person and 

are in depth they accumulate to qualitative research. Based on these interviews I will 

try to assess whether the ingredient branding strategy is applicable in this scenario. To 

do so the company’s current strategy will be benchmarked to existing companies that 

have successfully used ingredient branding before. This will give me to basis to 

formulate the guidelines to such a strategy if applicable.  

The existing knowledge in this field is quite limited as it is a fairly new concept 

therefore we decide to benchmark against the best. In my study I have come across 

only a few companies in Sweden that use this as a formal strategy. Comparing this to 

success stories of Intel or 3M it is questionable as why event management companies 

(in this case Space Production AB) do not use this it; what are the reasons that they 

should or should not do it and if they do what are the changes that should be in their 

strategy to attract clients in this regard. Secondly as this strategy in certain cases has 

proven to be beneficial for both parties, will it be the same case in this scenario; this 

could also be an important determinant in the formulation of the strategy.  

Keeping this in view the research is inductive in nature and can most effectively be 

performed by participating observations. Not all companies can be interviewed hence 

a certain handful are taken and used for our purpose giving it a degree of truth to it.  

2. THEORY 
 

To get a better understanding of the concept of ingredient branding, I take the 

theoretical findings from the previous years into consideration. They help to define 

which areas specifically should be addressed while making the strategy. 
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2.1.  INGREDIENT BRANDING  

 

Ingredient branding is a relatively new concept and has not evolved completely to be 

part of formal company strategies. There are several reasons and shortcomings as to 

why it hasn’t done so. Studies suggest it enjoys many benefits such a high standard of 

quality, bargaining power of the ingredient users and the luxury to keep high prices. 

(Srivastava et al., 2006) 

There are four Co-Branding relationships: ingredient, composite/complementary, 

licensed or umbrella co-branding (Sunil et al., 2007). If we only take ingredient 

branding to work on, the company can have two types of strategies in this regard: a co 

branded ingredient branding strategy or a self branded ingredient branding strategy. 

(Desai, K.K. and Keller, K.L., 2002). For this research the Co-Branded ingredient 

strategy will be taken into consideration (Ingredient branding will refer to a Co-

Branded ingredient branding strategy). It is a strategy formed on the basis of a 

symbiotic relationship in which the end product (by the supplier) is part of the 

manufacturer’s specialized offerings. This cooperation leads to reduced risk and a 

barrier to the entry of the market. For example Dell and Intel share this relationship as 

highlighted by (Sunil et al., 2007).  

Other examples include Kellogg’s Pop-Tarts with Smucker’s preserves; recent 

marketplace examples include Kudo’s granola bars with Snicker’s pieces, Ford 

Explorer with Eddie Bauer interior, and Betty Crocker Brownie Mix with Hershey’s 

chocolate flavoring. (McCarthy M. S. and Norris D. G. (1999).With the advantages 

such as a wider audience in the market and increased profits, Co-branding ingredient 

branding are making its mark as a major marketing strategy. (Prince & Davies, 2002; 

Rao & Ruekert, 1994)A literature survey by Sunil et al (2007) suggests the 

importance and emergence of this strategy through the past decades. 

As this strategy involves two players, it is interesting to see how the situation changes 

with the market control and fame of each of them. The relative brand power can 

influence the will of the host brand and the ingredient brand itself and vice versa 

(Dover, 1997; Hilton, 2003; Kleinaltenkamp, 2001). Srivastava et al (2006) suggest 

that there is a zone in which it is favorable to have this strategy and that is where 

relative consumer equity of the user and the ingredient creator’s brand are matched to 

some extent.  

It is important to highlight advantages of ingredient branding in this context. 

(McCarthy M. S. and Norris D. G, 1999; Havenstein, 2004) suggest that if ingredient 

branding is implemented in a proper manner, it inculcates advantages such as higher 

prices, greater bargaining power/control of ingredient users and channel partners, 

increased cash flow, clear and controlled communication of the consumer benefit and 

formation of a standard that can be enticing for the consumers (such as Intel Inside). 

As a manager who wishes to focus on implementing this strategy, the disadvantages 

associated with it must also be taken into account. Some of them as mentioned by 

Srivastava et al (2006) include: 

 Backlash caused by the ingredient creator having more communication with the 

end user, giving them advantage to earn loyalty towards themselves rather than the 

ingredient creator at hand. 
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 Managers must keep in mind the costs involved in making this possible especially 

in making the brand visible to the user 

 The risk of brand conflicts must be taken into account 

2.2.  EMPIRICAL FINDINGS  
 

Even though ingredient branding has established itself as an emerging strategy, little 

empirical research has been done on this subject. Empirical studies performed by 

Judith H. Washburn et al (2000) suggest that co-branding is a win-win situation for 

the relatively unknown brand affiliating itself with a high equity brand and a thinkable 

strategy for the brand manager.  

Simonin, B.L. and Ruth, J.A.  (1998) showed through their findings that a brand 

alliance of such would influence the consumers’ preferences to both the brands in a 

positive manner. Hillyer, C. and Tikoo, S. (1995) also show through an experiment to 

analyze the difference between co-branding and non co-branding strategy and its 

effects. Using factors such as deeper processing (high involvement), shallow 

processing (low involvement) between the brands and the consumer, they conclude 

that a co-branding strategy is more likely in higher involvement. They also give 

reasons to understand that pricing and financial factors of such a strategy have a 

considerable weight age. It is seen now, and had been predicted by them that this 

strategy would see a rise in the future and play an important role in formal company 

strategies. 

Considering these observations, important conclusions can be drawn in terms of 

managerial practice and the risks associated which are discussed as follows:  

 

2.2.1.  IMPORTANCE IN MANAGERIAL PRACTICE  
 

Literature survey over the years shows great importance in managerial practice for 

this strategy (Bengtsson and Serva, 2005). Several possible situations can occur when 

it comes to making decisions, the foremost mainly being the strength of the brand the 

manager is responsible for and the strength of the brand he/she would like to be part 

of as an ingredient.  

Abbo M.H. (2006) gives important insight in this matter.  It is not an easy job to select 

the ingredient brand for the manager. The variables she used were mainly perceived 

quality/attitude towards the brand and their respective marginal costs. Every company 

has its own quality policy and a reputation to maintain. When it comes to combining 

two of them as an ingredient and using it as a strategy to maximize their company’s 

outlook, the manager must take these factors into consideration. Combination of a 

brand with high quality and overall evaluation with a brand with low quality will lead 

to a great impact on the image of the low quality brand (which is the host in this 

scenario). In return the host brand may have to pay additional costs to gain this 

privilege. Both managers must be sure of their objectives and company policies and 

goals to be able to make this decision.  

It is also seen through Abbo M.H. (2006) research that even though the managers may 

reach an agreement and decide to co brand, the measure to see the overall impact on 

the performance is not only thought the co-branded products improvement but also 
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the change in the image of the host brand. This is an important aspect in my study as 

Space Production AB provides specialized services such as designs and equipment 

with very high quality standards. The brands that would be interested in achieving this 

mark of quality would have to pay a certain price for it, and managers at Space 

Production AB would, in order to preserve the quality standard keep a check on how 

well the host brands perform after availing their services.  

Quality can be considered as the prime deciding factor for managers when they decide 

to use this strategy. If the quality cue is of such importance we see that the control of 

the ingredient brand over the host brand will decrease as the quality of the host 

increases in time. McCarthy M. S. and Norris D. G. (1999) performed two 

experiments which consistently showed that quality perceptions, product evaluations 

and purchase likelihood were better with co-branding in general and with one of them 

being the leader in either of these factors. They go on to conclude that this ‘alliance’ 

would give the managers an opportunity to stay ahead of competitors but at the same 

time show little improvement for the perception of the high quality brand. It may be 

argued that the overall results in improvement for the ingredient brand may be in 

terms of effective advertising or in capturing a larger market.  

On similar lines the manager of the high quality brand must keep in mind that the low 

quality brand might co brand with another high quality brand. This has also been 

performed through experiments by McCarthy M. S. and Norris D. G. (1999) laying 

foundation for managers of the ingredient brand to have a strategy that keeps a close 

look on the market and the possibility to co brand with other brands before their 

competitors take this advantage. Space Production AB has the competitive edge by 

being one of the few companies of its kind thus it is a very attractive option.  

 
2.2.2.  R ISKS AND THEIR MITIGATION  
 

With its benefits, an ingredient branding strategy also carries with it several risks 

which should be identified for the manager. The major risks associated are as 

described in (co-branding- the science of alliance) as: 

 Financial greed 

 Compatibility issues between the personalities of the partners 

 An over extension of the brand franchise 

 Partner repositioning its brand 

 A change in the financial status of a partner 

 Mergers/Takeovers of one of the partners. 

 Inability to meet goal decided by both parties 

 Change of attitude within the market of the consumers 

 Loss of exclusivity for brand features.  

 Emergence of ‘look a likes’ of the same brand 

 Degeneration of trade mark into a generic term 
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 Difficulties in separation when venture reaches an end 

 Undisciplined use of the trademark of the ingredient (in terms of quality etc) 

 Incompatibility of the sibling brands  

 Legal issues which can also lead to trust issues between both parties 

Vaidyanathan et al. (2000) experimentally showed the risks involved in such a 

strategy. The foremost risk for the host is the control it has over the ingredient they 

are using. This risk can be mitigated if the host is absolutely sure of the quality and 

demand of the ingredient brand. In this case the risk is minimal. An ingredient with a 

poor image would not be beneficial for the host. This risk must be kept in mind by the 

manager of the ingredient brand and must make sure if they are able to deliver to the 

hosts’ requirements and standards. 

They also show that a bad host cannot cause significant damage to the ingredient 

brand. It matters more how the host utilizes the ingredient to its fullest extent; the 

manager on the hosts’ side must be sure of what they aim to achieve. The chef may 

have the right ingredients but he still needs his expertise to stir the right brew. 

Effective management on their part can mitigate this risk tremendously. 

McCarthy M. S. and Norris D. G. (1999) give an insight on these risks as being 

greatest for the stronger brand. The weaker brand does not need to worry about losing 

its identity as being part of the stronger brand will give it an edge. Their study shows 

that the image of high quality of the strong brand is maintained better through other 

means than co-branding as the lower quality brand can feed of it as parasite. 

Considering a company like Space Production this is an important factor to keep in 

mind, on one hand affiliating itself with a weaker brand may have risks but it will lead 

to a greater and easier market which contains risks, or to affiliate with stronger brands 

such as Ericsson, Volvo (Space Production, 2010) with lesser bargaining ability but 

fewer risks associated. 

The other risks are related to legal issues such as trademark usage, mergers etc., which 

can be disastrous to the alliance. The managers at both ends must keep the company’s 

forecasted performance and goals in mind. 

3. FACT GATHERING 

 

In light of the mentioned empirical findings and the questions sought out to be 

answered, the worth of implementing such a strategy was tested on basis of questions 

asked to potential clients at different events. Since the empirical findings suggest 

importance in areas such as quality and strength of the brand, these will be the main 

focus. The strategy guidelines also require the benchmarking of Space Production 

against the best practices involved in the inception of the same idea. After the 

gathering of data, benchmarking is performed and the issues involved with the 

collection of the mentioned is discussed thereof.   
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3.1  ABOUT THE SURVEY 

 

The survey conducted to achieve results is qualitative in nature. The results to be 

obtained are inductive as a small amount of companies are targeted. I conducted these 

surveys at three trade shows at Stockholmsmässan namely allt för sjön. S.E.E. - 

Scandinavian Electronics Event and Vinordic. The trade shows were held for one or 

two days with a high volume of visitors during visiting hours.  

The questionnaire used for the interview is available in the Appendix. The questions 

revolve around the company, the representative and his position within the company 

and their perception towards quality. As quality is the cue and specialty of Space 

Production AB, the answers to these questions would give an in depth idea to the 

managers there as to how companies of different sizes perceive quality when it comes 

to consumer response. The questions are not asked in order or in a fixed amount of 

time as there were a great number of visitors and the representatives had a greater 

priority towards them.  Importance is given to other factors such as attitude of the 

interviewee which could change due to stress, workload and reluctant ness to give out 

vital information about the company. It must be noted that during the interviews the 

name Space Production AB was not mentioned as this would lead to biased 

information in favor or against the research objectives.  

 

3.2  RESULTS OF THE SURVEY 
 

In all fifteen companies were interviewed through their representatives. As mentioned 

before the same questions were not asked from each company, the situation at hand 

led to better or more appropriate ones to gather the most information possible. 

3.2.1  N IMBUS MAXI CENTRE: 
 

Nimbus is a small company which had an attractive stand which showed they gave 

great importance to quality holding five events a year. They constitute five people, 

two for sales, one for marketing and one manager who are responsible for organizing 

these events. As it was a boat show, the customers were mainly wealthy people and 

people loyal to the brand they already use. The main attraction was not the quality or 

the appearance of the stalls, instead it depended more on the product itself. In this 

regard, as they work with Bentley which on its own is recognized worldwide, they did 

not need to be branded with another company for their events. Innovation is important 

for them and the product speaks proportions in its usage rather than its presentation. 

They attract their loyal customers by throwing parties throughout the year. 

(Andersson, H, Nimbus).  

3.2.2  HONDA MARINE SVERIGE: 
 

The division for Honda is small with four people working and making the decisions. 

They hold three or two events a year and their sales are basically through retailers. 

They are quality conscious and would like to invest in making better stalls through 

agencies in the future as they have done in the past but during these years with the 
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recession they cannot afford to do so. They attract customers by throwing parties and 

strengthening loyalty with preexisting customers. (Myer, M Honda, Marine) 

3.2.3  KAWASAKI MOTORS SVERIGE: 
 

Kawasaki Europe is present in twelve countries and twenty to twenty five local events 

each year through their 120 dealers. They specialize in ATV’s, bikes and jet bikes 

which they were displaying at this trade show. The dealers are responsible to show 

Kawasaki’s inventory in the best way possible and to make sure of the quality 

standards, they have a system with quality checks. The same standard is maintained 

for every event to keep consistency and to preserve the image of the brand. An 

example is the green stripe on the table with its specifications that have to be perfect 

in order to be displayed at a Kawasaki event. A person is present at these events from 

within Kawasaki to ensure that the quality is up to the mark. Increase in the budget is 

used to involve more dealers. They have a specific person responsible for 

management of these events and for marketing. (Karlsson, J Kawasaki) 

3.2.3  F ISHER CONNECTORS: 
 

Fisher Connectors use a company that handles the construction of their equipment for 

displays in their stalls. For different events they need different sizes that can suffice to 

their needs. They make these selections accordingly. In Germany as compared to this 

event in Stockholm they have a greater space but the contract they have with the 

company, they are unaware of. Quality is important and if there is any problem with 

the inventory the company replaces it for them (Wingård, F, Fischer Connectors) 

3.2.4  AVNET MEMEC: 
 

Avnet Memec conducts all of its construction and organizing of the inventory needed 

for the trade shows internally. Being the second year of conducting such events they 

realize it’s a hectic job. They have two sections for marketing where the idea for the 

events’ nurtures. A total of 16 people work in Stockholm and to get the stall 

functional all of them participate. They had been thinking of hiring external agencies 

to do the work for them but it was not possible as internal costs are not visible and it’s 

hard to convince management with the price tag associated with using such sources. 

Similarly when implementing their ideas such as customized displays they were not 

sure that the external agencies would be able to deliver to their standards or 

understand the ideas they wanted to portray. This compared to the ease of delivery, 

still went in favor of doing it internally (Thomas, C, Avnet Memec)  

3.2.5  SCAN CRAFT D ISPLAY:  
 

Scan Craft holds four exhibitions a year using their own ideas for the inventory. They 

have close relations to carpenters who they use to have customized work done. As 

they work for LCD screens they need a specific background and quality is essential to 

make their product look at its best. Being quality conscious they would prefer using 

lighter materials for the stalls and if given the opportunity they would consult 

someone for material quality (Boxtröm, G, Scan Craft) 
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3.2.6  RUTRONIC NORDIC AB: 
 

Having their head office in Germany, Rutronic have used the same company for 

designing their stand for many years now. They use distributors but the representative 

did not have enough information on how the stall was actually made. He also did not 

know the name of the company who had performed this task (Edin, H, Rutronic) 

3.2.7  EG  ELECTRONICS AB: 
 

EG Electronics AB for this event were using a new company to handle the stalls. 

They work in close liaison with an agency, having deep discussions with them 

concerning their ideas. The ideas are internal and the company does the construction 

based on their specifications. During the process as a measure of quality control, they 

monitor to see if all things are okay and are done in a professional way keeping in 

mind the labor laws etc. They have a marketing manager responsible for organizing 

all of this. Great emphasis is placed on which add agency is chosen and how they 

perform this task (Wrede, R, EG Electronics AB) 

3.2.8  HP  ETCH:  
 

HP Etch use an add agency to whom they provide specifications about the designs 

they would like such as designing their logo in a specific manner. Feedback is given 

back to them and a final decision is reached after consultation. Quality is essential for 

them and the add agency provides them 3-D versions of what their stall might look 

like which for them is very handy. They are satisfied with the company they use and 

are happy to have found them (Wallgren, P, HP Etch) 

3.2.9  COMPOM ILL NORDIC COMPONENTS : 
 

Being a small company with one person responsible for marketing products, 

Compohill design the arrangements for the stall themselves but use an add agency for 

the construction. They are given suggestions by them as to how they could improve 

their stall such as in their poster design. Quality is essential and given high importance 

(Lejnell, J.E, Compohill) 

3.2.10  3M SVENSKA AB: 
 

3M use an external agency even though they build some parts themselves. The idea is 

shared between the agency and their company. A small group of three people takes 

care of the PR issues of the company such as if the add agency should be used at all or 

not. In Sweden they have 650 employees. They are very conscious about quality and 

are always looking for a modern and innovative design. Two different companies 

came up with proposals for their stalls and keeping in mind their guidelines for 

quality, they made a selection. Some parts for the stalls they take from within their 

departments such as special bulb equipment. Since it is a big job, a close relationship 

is maintained with the people who actually perform the work done (Kalldal, R, 3M) 
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3.2.11  HERIDA AURUM: 

 

All the construction was done by themselves and they do not need an add agency 

(Daniel Dizarro, D, Herida Aurum) 

 

3.2.12  GRIPSHOLM VODKA:  
 

Gripsholm Vodka is a company of twenty five people which does the designing and 

graphic production itself. The printing and wood work is done else by craftsmen who 

are friends of the company. They are conscious about quality and know their suppliers 

well (Mirsch, K Gripsholm Vodka) 

 

3.2.13  REKORDERLING C IDER: 
 

They use an agency called Ajax whom they give instructions about where and how 

things should be done. The agency tends to the customers needs and is concerned 

about quality. They give ideas about how to perform the job and have discussions 

before implementation. The staff at Rekorderling Cider follows up on the work, have 

meetings and check the material that will be used such as on the floors. Control is 

necessary for them and work is done only after their approval. (Wideen, C, 

Rekorderling Cider) 

 

3.2.14  ÅBRO: 
 

Quality is essential for them. They use an add agency based in Gothenburg, who brief 

them on how the work will be done. They have meetings in which they show the 

prints, give solutions and make arrangements on which materials would be used at 

their stalls. (Passmark, O, Åbro) 

 

3.3  ANALYSIS OF THE SURVEY  

 

My  personal observations of the behavior of the whole trade shows in collective and 

the stalls I visited leads me to analyze the survey in several different ways which are 

discussed as follows. It must be noted as this time that 40-60 percent matters more on 

appearance than the product itself as studies suggest. (Bellander, E 2009) 

Firstly I define the companies as small, medium and large based on the consumer 

perspective and their overall reputation. This goes as follows; Herida Aurum, 

ScanCraft Display is categorized as a smaller company, Nimbus Maxi Centre, Fisher 

Connectors, Avnet Memec, Rutronic Nordic AB, EG Electronics AB and CompoMill 

Nordic Components fall into the medium sized category and Honda Marine Sverige, 

Kawasaki, HP Etch, 3M Svenska AB, Rekorderling Cider, Gripsholm Vodka and 

Åbro are categorized as large companies. 
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Company Name 
Company Size by 
Employee count 

Trade Show 
visited at 

Do they use an 
Add agency 

Consciousness 
about Quality 

Influx of 
Visitors 

Quality of 
the stall 

Nimbus Maxi Centre 10 allt för sjön No  Medium Low High 

Honda Marine 
Sverige 4 allt för sjön 

No but would 
consider Low Low Low 

Kawasaki 9 allt för sjön No Very High Medium High 

Fisher Connectors 10 S.E.E Yes High Low Medium 

Avnet Memec 16 S.E.E 
No but would 
consider High Medium Medium 

Scan Craft Display 5 S.E.E 
No but would 
consider High Medium Medium 

Rutronic Nordic AB 5 S.E.E Yes Medium Medium Medium 

EG Electronics AB over 100 S.E.E Yes High Low Medium 

HP Etch 40 S.E.E Yes High Medium Medium 

CompoMill Nordic 
Components 15 S.E.E Yes High Low Medium 

3M Svenska AB 650 S.E.E Yes Very High High High 

Herida Aurum 3 Vinordic No Low Low Low 

Gripsholm Vodka 25 Vinordic Yes High High High 

Rekorderling Cider Division of Åbro Vinordic Yes Very High Very High Very High 

Åbro 260 Vinordic Yes Very High Very High Very High 

 

Table3.1. Analyzing the companies based on quality perception and apparent quality 

 

The smaller brands may have good stalls by using Space Production but still there 

might be a small impact for SP as consumers might still not be interested as the 

product itself would not be as attractive as the specialized services provided by them. 

This could lead to damage to the image of SP even though it would still be beneficial 

for the smaller companies.  

This hence leads me to believe that the contracts made with such smaller companies 

could be with a higher bargaining power for SP when compared to contracts with 

larger firms such as 3M who already have an established brand name and would 

attract customers with their existing strategy.  

At S.E.E. - Scandinavian Electronics Event all the companies interviewed were 

especially conscious about quality as their products were inter related to the outlook 
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of the stall. Companies using add agencies had a greater number of visitors and their 

product looked more attractive with proper construction bases for the advertised 

inventory.  

In light of these observations, to find the right companies to ingredient brand with, SP 

should have a strategy to look for companies that find quality of the stalls/conferences 

being essential to their product.  

3.4.  BENCHMARKING  

 

To measure how well you are performing, the information from outside companies is 

essential helping us to prioritize areas that need more focus. (Likierman, A (2009)). 

The benchmarking performed is essential as the data collected through interviews 

gives the quality perception related to the size of the company (if quality matters to 

them, and to what extent if so?) but in order to see how to proceed from this point 

onwards, benchmarking against the best (successful companies that ingredient 

branded with hosts under similar circumstances) is a requirement. The companies 

chosen are emblems of quality in their areas of business. 

Studies suggest that 60-80 percent of companies don’t achieve success from their new 

strategies. (Robert S. Kaplan and David P. Norton, 2008) They also think that 

formulating this strategy would involve at least two or three top level meetings 

involving the C.E.O. Keeping this in view I would like to highlight some biases 

involved in benchmarking against companies.  

One of the biggest issues involved in implementing a strategy that involves such risks 

is that if the companies taken to be the best are done so in a manner that the ones that 

were not successful are left out, it creates a bias just showing a success rate. On 

similar lines if we take companies that never took risky strategies to implement the 

experiments performed show that the graphs are relatively stable as compared when 

the companies; both successful and unsuccessful are taken into consideration. We see 

that the gap widens in this regard. So the question lies should we take into 

consideration the unsuccessful firms as well as they may have the best practices 

concerning us but failed in other regards. (Denrell, J, 2005) 

Another factor that needs to be taken into consideration is that the meaning of success 

varies i.e. a firm that performs well in one year has a market advantage and it 

continues to grow in that sense. Not every year the race begins from the start, so 

should we take market shares into consideration or net sales with respect to this 

matter? Stock prices can change or remain the same even though the manager has 

changed and the practices have subsequently been altered. A good manager replaced 

by a bad manager would still lead to good results as consumer opinion would create a 

trickle-down effect (Denrell, J, 2005). Jerker Denrell (2005) also suggests that the best 

way to mitigate this risk whilst benchmarking is to include all the data from 

unsuccessful firms as well but even with that there will always be a degree of 

uncertainty. 

I will use the net sales as taken from 2008 of five companies namely Intel, Dolby, 

DuPont, TetraPak and 3M and make a comparison with SP based on these figures 

keeping in mind the number of employees. All these companies have been in the 

market for a long time and have taken ingredient branding to a new level. They target 

different markets than SP but as the strategy was the same, it would make sense to use 
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them for our benchmarking procedure and provide us with necessary information 

required to implement this strategy successfully. 

 

Company Name  Company Type Practice Employees 
Net Sales 
($MIO) 

Intel 
Semiconductor 
manufacturer 

Leader in silicon innovation, develops 
technologies, products, and initiatives 
to continually advance how people work 
and live 79,800 37,586 

3M 
Science based company 
providing services 

Producer of thousands of imaginative 
products, being a  leader in scores of 
markets - from health care and highway 
safety to office products and abrasives 
and adhesives. Their success begins 
with our ability to apply our 
technologies - often in combination - to 
an endless array of real-world customer 
needs 74,835 25,269 

Tetra Pak 
Food processing and 
packaging solutions 

Working closely with their customers 
and suppliers, they provide safe, 
innovative and environmentally sound 
packaging products that each day meet 
the needs of hundreds of millions of 
people 21,672 8,955 

Dolby 

Manufacturer of 
technologies for the 
entertainment industry. 

Dolby Laboratories is an innovator in 
audio entertainment. The company first 
developed noise reduction systems to 
improve recorded sound quality. The 
name Dolby is now synonymous with 
quality audio throughout the world. 1135 640,231 

Dupont  
Science based company 
providing services 

Provides innovative products and 
services for markets including 
agriculture, nutrition, electronics, 
communications, safety and protection, 
home and construction, transportation 
and apparel. 58,000 305,000 

Space Production 
AB 

Event Management 
Company 

Extensive experience of working with 
complex exhibition & event projects in 
close collaboration with clients' project 
organizations whilst adapt to their 
needs and providing the skills and 
services they require to optimize their 
projects. 90 19.613 

 

Table4.1.Companies benchmarked against based on Net Sales and Employee Count 

 

 

 

 



 16 

Looking at the history of all these companies we find one element common to them 

i.e. that they gained an edge over the market by technological advancements or by the 

discovery of a service/product which no one else was providing. This gave the vital 

market leverage to them allowing smaller brands to affiliate with them in exchange 

for their superior technology.  This is also discussed in the theoretical findings before 

and can be seen through the benchmark process. 

 

3.5.  CHALLENGES FACED DURING FACT GATHERING  

 

The challenges that accompanied this gathering of facts can be summarized as 

follows. 

 Organization and management issues (such as information of if add agency is 

used or not) can be critical and secretive in some cases, which could be a 

hindrance in the data collection.  

 The preparation of a generic questionnaire that easily relates to all the 

companies to be contacted.  

 Finding key people who understand the importance of this strategy (are aware 

of it) and can comment on behalf of the whole company. 

 Little time to communicate with key personal during trade shows having high 

volume of visitors. 

 Trade Shows having people not related to the company (e.g. bartenders at 

Vinordic) instead of Project Leaders. 

 Some conferences are invitation only and not publicly advertised. 

 

 When it comes to benchmarking, finding sufficient data to perform the task 

was tedious since not all companies explain their strategy in detail. 

4. GUIDELINES TO THE STRATEGY 
The previous findings and research lead me make the guidelines for the strategy. The 

steps preceding can be summarized by the table below: 
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Theoretical Research and 

Empirical Findings 

Fact Gathering and 

Benchmarking 

Formulating the Guidelines to 

make an Ingredient Branding 

Strategy 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table4.1.The process involved in making a sound foundation for the guidelines 

 

 

Formulating the strategy involves the following steps as suggested by (Kaplan and 

Norton) 

 

4.1  ANALYZING THE KEY ISSUES 
 

To analyze the key issues we first take a look at the internal and external 

competencies of the companies. These can be various but can be summarized using 

the SWOT analysis tool.  
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STRENGTHS WEAKNESSES 
 

 

 Specialized services provided 

unparallel to other competitors in the 

market 

 Firm footing in the market having 

worked with strong brand names such 

as Ericsson and Volvo 

 Long term planning and investment in 

research for achieving goals  

 

 

 

 

 

 In relation to the strategy under 

consideration, Space Production 

AB does not have a name strong 

enough to attract clients without 

advertisement 

 

 Absence of vast diversity in the 

services provided 

 

 

 

 

 

 

OPPORTUNITIES THREATS 

 

 Absence of companies implementing 

this strategy leaves a vacuum that 

could be used to create a monopoly in 

this business 

 Be the standard of quality in event 

management by capturing a large 

portion of the market 

 

 Imitation by other brands of the 

same strategy 

 Entrants to the market with 

cheaper products to capture 

market share 

 Affiliating with smaller brands 

with products which have a low 

repute among consumers may 

lead to a negative image for 

Space Production AB. 

 

 

Table4.2. SWOT analysis to measure capabilities and shortfalls 

As suggested by Robert S. Kaplan and David P. Norton (2008) after analyzing the 

strengths, weakness, opportunities and threats, the strategic goals can be divided into 

three categories and even be allocated to three different managers leading to achieve a 

single goal; in this case the goal towards being the Leading Company in Event 

Management. 

Based on the data collected and the theoretical research, the basis of achieving this 

goal rests in the four perspectives; the customer, the market, the process and the 

learning perspective. The learning perspective relies on the improvements within the 
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organization that inculcate learning and awareness that would be vital to make a stable 

foundation to adjust a change in strategy. This thesis as an example would be the 

research done through students to build better data for being able to access this 

strategy.  

As seen from the benchmarking process, companies like DuPont and Dolby are the 

leaders of ingredient branding because of their superior process capabilities. The 

second step after understanding the need for ingredient branding would be to improve 

processes  

Subsequently such improvements would give customers a brand that would appeal in 

quality and standard. Innovation and development would be the corner stone of the 

company and this in turn would give loyal host brands. The fourth step would capture 

the market as a whole with this new idea by finding the right customers to target. The 

data collection in this research shows an idea of what the customers require, and what 

their constraints are in not being able to brand themselves with a brand with all the 

required capabilities. 

The following diagram gives a step by step explanation of the above mentioned. 
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Figure4.3.Defining Key Strategic Areas to be focused 
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5. DISCUSSION: 
 

The basis of this report lies on the fact that companies are dependent primarily on 

quality criterions when defining their strength for the purpose of ingredient branding. 

Empirical studies have shown that this factor is essential whereas the marginal costs 

related as such have an influence on the managers’ decisions. My survey focused on 

these aspects and in turn showed that companies did emphasize on quality under 

circumstances depending on the importance of their products in general. This 

importance was analyzed by benchmarking with the companies with successful 

strategies of this sort, showing that they were successful on basis of research and 

innovation within their product line.  

It can be criticized that it may not be necessary that the product is exceptional and that 

branding with the best could lead to a consumer perspective of superior quality. It can 

also be suggested that if the fixed costs involved with branding with a superior brand 

(high input investment) can be met easily, they can bypass the stage of needing a 

superior product to penetrate the market. These can be true hence leading to the 

service provided by companies such Space Production AB coming at a cost and a 

foreseeable outcome.  

I also learned through the fact gathering of the inadequate knowledge of this strategy 

within the business environment. Traditional school of thoughts may be justified in 

their own regard but the evolution of strategy in the last decade shows its unfathomed 

importance. Consumer perspective is another area that needs to be taken into account, 

rather than just the vendors themselves as they are the best judge of quality. Surveys 

at trade shows were a good idea as it gave me a fair idea of the influx of customers 

and their tendency towards stalls by the stalls’ apparent quality.  
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6. CONCLUSION 
 

It seen that smaller and medium tier companies would profit more by ingredient 

branding with Space Productions but for them the strategy should revolve around (as 

shown with the empirical findings and as seen from the survey)  these companies to 

make a mark in the market; showing that they are the symbol of quality with an 

affordable price. The manager should also inculcate in these companies that it is 

beneficial for them to have an alliance with them. On the other hand we can see that 

the bigger companies have add agencies and some have 2 or 3 and they make a choice 

within them. Space Production should have a strategy to target these as well as it 

would be beneficial for their own brand to affiliate themselves with them. For 

branding with such companies a technological edge or a superior process would be 

useful as shown by the success stories in the benchmarking process. 

 

From the survey  we see that the biggest crowd of customers was found at stalls which 

used add agencies and were highly particular about quality namely Rekorderling 

Cider, Åbro, 3M, Nimbus Bentley, Kawasaki and HP etch. Their stalls were well 

made and were inviting for the customers to visit them. It must be noted that all of 

these are well known brands. Similarly we also see that these companies had 

representatives of higher authority in their hierarchy such as project leaders (Åbro) or 

business managers (3M). For SP to make a mark in the market as a company that 

ensures quality through ingredient branding, these observations seem to favor 

selection of bigger and well known brands. Smaller brands with weaker products 

could damage the image of Space Productions but at the same time provide easier 

possibilities to brand with a higher bargaining power. 

The dynamics also vary from event to event. Allt for Sjon was an event for water 

vehicles and their parts. The people who visited this event were wealthy people and 

had strong brand loyalties (Henrik Andersson, Nimbus). They did not worry about 

how the stall looked like and knew exactly which brand they wanted, the product 

being more important than the outlook. Nimbus Maxis Centre had a lavish stall in 

association with Bentley to preserve their image. On the other hand Honda had a 

smaller stand even though it is a huge brand name, only displaying their engines and 

attracting potential buyers with it. Kawasaki’s product was aimed for a younger 

generation (Jet-Bikes and ATV’s) and had a colorful and attractive appearance. They 

knew their customers were young and could be influenced to changing brand 

loyalties. For managers at SP it is an important aspect to keep in mind, as sturdy 

brands at such events might not need their event to be innovative and different as their 

product speaks for themselves. A better strategy would be to aim for stronger brands 

that are focusing on innovation and benefit mutually from the alliance to get a larger 

and younger consumer base.  

The strategy itself as seen from benchmarking revolves around technological success 

and development of methods that would provide Space Productions a foothold in their 

market. 

The table shows the basic decision path that can be taken to make a basic assessment 

for which companies should be targeted on the basis of the data collected. 
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Figure5.1. Decision Tree for Basic Selection of Companies for Ingredient Branding 

Don’t Consider 

Consider 

Is the host 

brand 

‘stronger’ 

than SP?? 

Do they focus 

on trade 

shows/confere

-nces? 

Is the host 

conscious 

about 

quality? 

Are they quality 

conscious/afford 

to ingredient 

brand? 

No 

No 

No 

Yes 

Yes 

Yes 

Yes 

Dont Consider 

No 



 24 

7. RECOMMENDATIONS 
 

This procedure can be used by the company to help them formulate a rigid ingredient 

branding strategy. These guidelines are generic subject to improvement.  

A comprehensive survey of the market and a larger set of companies for the 

benchmarking would give a better understanding of the market and would be the first 

step to this improvement. Fuzzy Logic tools can be used when defining the companies 

as small, medium and large; using triangular functions to automatically find the 

perfect company to be used under given circumstances.  

A deeper study of the processes essential specific to the success of this strategy 

generic to every company is also recommended. This paper provides guidelines to 

what may possibly be one based on a fraction of the entire theoretical data present, 

and the companies available in this regard.  
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9. APPENDIX  1 
 

Questionnaire: 

 

1. What is your name? 

 

2. What is your designation within the company? 

 

3. What is the size of your company? 

 

4. How many people are allotted for each department within the management 

system? 

 

5. Is there a department especially tailored to handle events? 

 

6. What sort of customers do you usually get at your stalls? 

 

7. Do you use other companies/ add agencies for their event management? 

 

8. If so, how does your company feel about it? 

 

9. If not, why does your company choose to do it themselves? 

 

10. What is your view on quality of stalls at events? 

 

11. How much would your company compromise on it? 

 

12. What is your company’s’ method for quality control to assure best quality at 

the stalls? 

 

13. Would your company compromise over quality to save money/cut corners? 
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14. Do the ideas for the stalls (relating to design) originate from within your 

company or do they hire someone for it? 

 

 


