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Abstract 

The licentiate thesis consists of three papers with the particular topic in public housing. They 

discuss how the public housing companies manage the transition to higher economic demands 

meeting increased customer and market requirements. These studies focus specifically on how 

the public housing company deal with market challenges associated with the decision to 

demolish, maintain and/or new construction. Market-oriented perspective can be a tool for the 

public housing companies to achieve better customer value and enhance economic 

development. Although the market orientation concept has contributed to valuable 

improvements in research, the thesis assumes that it is necessary to distinguish between that 

the public housing companies operate market-oriented to meet customer requirements and 

their focus on innovation. 

Paper I develops market/innovation types and then investigates how public housing 

companies adapt to these types. It was found that economic conditions in the municipality 

have a major impact on the housing companies, causing them to act innovatively and create 

superior customer value by innovations. The study confirms that the implementation of 

market and innovation orientation contributes to competitive advantages in growing markets, 

while weak economic conditions impair implementation in declining markets.  

Paper II addresses how public housing companies in declining markets act based on the 

concept of market intelligence. This study suggested and tested whether there is a positive 

link between collecting customer information, disseminating it in the organization, and 

responding to customer needs, and whether this link has an impact on strategic performance. 

The result shows that weak links exist in the process; the efficiency of intelligence 

distribution in public housing companies is affected mainly by their responsiveness to 

customer needs. 

Paper III also addresses the public housing companies’ market strategies in declining 

markets. This study, based on a market-strategic perspective, compares how public housing 

companies act in relation to customer wants compared to the private housing market. The 

result shows that public housing companies are more engaged in carrying out new 

construction, renovation, and reconstruction, as well as taking more social responsibility 

compared to the private sector. In particular, their concern for the customers’ social needs is 

evident.  

 

Keywords: Public housing companies, market strategies, market orientation, declining 

markets, private housing companies 
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Sammanfattning 

Denna licentiatavhandling består av tre papper som alla behandlar de allmännyttiga 

bostadsföretagens strategier. De behandlar ur olika synvinklar hur de allmännyttiga 

bostadsföretagen hanterar övergången till ökad ekonomiska krav kopplade till ökade kund- 

och marknadskrav på svaga marknader. Dessa studier fokuserar särskilt på hur de 

allmännyttiga bostadsföretagen hantera utmaningarna på marknaden i samband med beslut 

om att riva, underhålla och/eller bygga nytt. Ett marknadsorienterat perspektiv kan vara ett 

verktyg för de allmännyttiga bostadsföretagen att uppnå bättre kundvärden och förbättra den 

ekonomiska utvecklingen. Även om marknadsorienteringskonceptet har bidragit till värdefulla 

förbättringar inom forskning, förutsätter denna studie att det är nödvändigt att skilja mellan 

hur allmännyttiga företag arbetar marknadsorienterad för att möta kundernas krav i den 

löpande verksamheten och deras inriktning mot innovation.  

I artikel (I) utvecklas olika typer av marknadsorganisation/innovation och det utreds hur 

allmännyttiga bostadsföretag förhåller sig till dessa olika typer. De ekonomiska förhållandena 

i kommunen har stor påverkan på om bostadsföretagen agerar innovativt och skapa högre 

kundvärden genom innovationer. Studien styrker att marknads- och innovationsorientering 

bidrar till konkurrensfördelar på växande marknader, men också att den ekonomiska 

situationen begränsar genomförandet av sådana strategier på krympande marknader. 

Artikel (II) analyserar hur allmännyttiga bostadsföretag på krympande marknader agerar 

utifrån begreppet marknadsintelligens. I denna studie testas hypoteser om marknadsintelligens 

och resultaten visar att det finns ett positivt samband mellan kundinformation, spridning av 

informationen i organisationen och att svara på kundernas behov rörande strategiska 

prestationer. Resultatet visar att det finns svaga länkar mellan företagens resultat och hur 

kunskap distribueras i allmännyttiga bostadsföretag. Det avgörandet för resultatet är lyhördhet 

mot kundernas information och deras behov. 

Artikel (III) behandlar också allmännyttiga bostadsföretagens marknadsstrategier på 

krympande marknader. Studien bygger på ett marknadsstrategiskt perspektiv och jämför hur 

allmännyttiga bostadsföretag agerar i förhållande till kunden jämfört med privata 

bostadsföretag. Resultatet visar att allmännyttiga bostadsföretag är mer engagerade i 

nybyggnation, renovering, ombyggnad och i att ta ett socialt ansvar jämfört med den privata 

sektorn. Speciellt är deras intresse för kundernas sociala behov tydlig. 

Nyckelord: Allmännyttan, marknadsstrategier, marknadsorientering, krympande marknader, 

privata bostadsföretag 
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1 Introduction 

1.1 Background  

Public housing companies were established on a large scale in Sweden after the Second 

World War. Up until the economic crisis in the early 1990s they had special subsidies, and 

even though apartments in public housing were open for everyone, there was a special focus 

on producing affordable housing. When the direct subsidies were taken away, a process 

started where the public housing companies had to become more efficient and “businesslike” 

(SABO, 1996). This process advanced further in 2011 when, in response to EU complaints, 

new legislation was introduced that requires each investment to bear its own costs and charge 

to the specific item/project (Elsinga and Lind, 2013). According to the Swedish government's 

proposals and European Commission (Committee Directives, 2010), the public housing 

companies must from an economic perspective act as private housing companies in the long 

term (Lind and Lundström, 2011). The purpose of the new legislation was to make the public 

housing companies act competitively in relation to the private market. How these new 

economic requirements can be handled within the housing sector is still an open question to 

investigate.  

In this thesis, the important issue discussed is how the public housing companies handle 

the transition to increased economic demands while simultaneous meeting increased customer 

and market demands. The companies are in a position to modify their market strategies to 

work with more of a market orientation to meet the competitive requirements, helping them to 

plan and act from a long-term perspective so that technical, social, and economic 

requirements are met to increase their profits (Hooley et al., 2001; Teece, 2007; Zott and 

Amit, 2007). This study especially focuses on how the public housing companies manage 

market challenges related to decisions to demolish, maintain, and/or construct new facilities. 

The thesis presumes that a market-oriented perspective can be a tool for the public housing 

companies to achieve superior customer value, in turn influencing economic performance. By 

implementing market orientation, the companies increase their ability to meet customer 

demand through the gathering of information, dissemination of information, and responding 

to customer needs. If done in a strategic way, it can have a long-term impact on strategic 

performance. 

Theoretically this thesis draws special attention to the works of Kohli and Jaworski (1990) 

and Narver and Slater (1990), which have had a significant influence on the development of 

market orientation as a concept and its further application in research. The work of Kohli and 
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Jaworski (1990) deals with the mechanisms for collecting, disseminating, and responding to 

customer needs by developing market intelligence. Narver and Slater (1990) focus on 

developing a culture of customer satisfaction and innovativeness by providing superior value 

to customers. Both presume that market orientation has an effect on a company’s behavior in 

the implementation of the concept and is related to the company’s internal and external 

performance linking to the market (Lings and Greenley, 2009). Although there has been some 

criticism of the measurement of performance (Johnson et al., 2012; Kumar et al., 2011; Zebal 

and Goodwin, 2011), their research has greatly influenced subsequent work in various 

directions.  

Although the market orientation concept has contributed to valuable improvements in 

research, this thesis presumes that it is necessary to differentiate between public housing 

companies’ market orientation to meet customer demands and their orientation towards 

innovation (Hult et al., 2004; Langerak, 2003; Liao et al., 2011). Paper I develops 

market/innovation types and then investigates how public housing companies adapt to these 

types. It was found that economic conditions in the municipality have a major impact on the 

housing companies, causing them to act innovatively and create superior customer value by 

innovations. The study confirms that the implementation of market and innovation orientation 

contributes to competitive advantages in growing markets, while weak economic conditions 

impair implementation in declining markets.  

Paper II addresses how public housing companies in declining markets act based on the 

concept of market intelligence (Kohli and Jaworski, 1990). This study suggested and tested 

whether there is a positive link between collecting customer information, disseminating it in 

the organization, and responding to customer needs, and whether this link has an impact on 

strategic performance. The result shows that weak links exist in the process; the efficiency of 

intelligence distribution in public housing companies is affected mainly by their low 

responsiveness to customer needs. 

Paper III also addresses the public housing companies’ market condition in declining 

markets. This study, based on a market-strategic perspective, compares how public housing 

companies act in relation to customer wants compared to the private housing market. The 

result shows that public housing companies are more engaged in carrying out new 

construction, renovation, and reconstruction, as well as taking more social responsibility 

compared to the private sector. In particular, their concern for the customers’ social needs is 

evident.  

Figure 1 shows a brief overview of the studies included in the thesis. 
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Figure 1. Overview of the papers in the thesis 

1.2 Aim and research questions  

This thesis focuses on public housing companies in Sweden, which in recent years are 

influenced by legal, economic, and demographic changes. New legislation requires a financial 

return on investment implying increased competition, which especially has contributed to 

changes for those companies active in declining markets. To maintain or increase market 

share, it is essential to know and strategically meet customer requirements to remain attractive 

and competitive in providing accommodations. 

The aim of paper I is twofold: (1) to develop a typology with propositions on the market 

orientation and innovation orientation dimensions based on theoretical discussions, and (2) to 

illustrate the extent to which public housing companies fit into the proposed typological 

framework.  

Paper II hypothetically tested the interdependency between the gathering of information 

and dissemination in relationship to responsiveness (Cadogan et al., 2002; Chung, 2012; Kara 

et al., 2005). By following the suggestions of Jaworski and Kohli (1993, 1996), this study 

instead tests the different market orientation dimensions as interlinked processes – gathering 

of information, dissemination of information, responsiveness – and how this chain of 

evidence influences strategic performance.  

Researchers often focus on distinct elements of the market intelligence approach, paying 

less attention to studying them as a coordinated process to influence performance. Few 

attempts have been made to examine the role of market orientation within a limited business 

area or in a declining market, nor how companies under these conditions use market 

intelligence to maintain or increase market shares.  

Paper III compares public and private housing companies’ strategies in declining markets. 

The main question is, do the public housing companies today actually use the same strategies 

as private housing companies? In most studies, however, the conditions of the specific market 

per se are not salient; rather, they include a wide range of business areas.  

Paper I, Market and 
Innovation Orientation 
Typology:  Proposition 

and Illustrations 

Paper II, The Role of 
Market Intelligence in 

Declining Markets:  
Public Housing 

Companies in Sweden 

Paper III, Strategies in 
Declining Housing 

Markets: A Comparison 
of Public and Private 
Housing Companies  
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The following sections discuss central concepts of the literature to clarify and specify the 

study domain, method and data collection tools, and summarize the articles. Finally, outcomes 

will be discussed and conclusions drawn.   

2 Central Concepts  
Next, central concepts that were discussed in the different papers of the thesis will be defined 

and presented more in depth.  

2.1 Declining housing market (weak market) 

Declining markets are investigated in this thesis due to their specific characteristics, 

demographic changes, and weak economic performance (Boverket, 2011). Declining markets 

are characterized by falling market size, and performance is difficult to influence because of 

unfavorable economic conditions and decreased population (Growth Board, 2012; Hodge and 

Monk, 2004; Horowitz and Horowitz, 1965; Kimberly et al., 1981; Train and Winston, 2007; 

Wilhelmsson et al., 2011). It means that companies active on these markets are in urgent need 

of changes or restructuring.  

The National Board of Housing, Building, and Planning (Boverket, 2011) assessed 108 

municipalities that belong to the category of declining housing markets. The municipalities 

are exposed to continued population decline, which leads to reduced employees within the 

housing companies and continual need for financial support adjustment. In general, the 

housing companies in declining markets are broadly identified with unchanged vacancy rate 

over a long period. Between 2006 and 2009, for instance, almost 6 percent they have had 

vacancy rate. An updated population forecast shows population declines in these 

municipalities from 2.5 percent in 2010 to 6 percent in 2015 less than the preceding year. This 

means increased vacancies, which in turn can lead to increased demolition of housing in the 

municipality (Boverket, 2011). 

Based on the earlier studies and the different development trends discussed above, a pilot 

study of public housing companies was initiated, which also showed that these companies 

have low incentive to act with market and innovation orientation. This information about the 

declining market situation inspired me to continue with further studies in order to understand 

how companies relate to this specific market and its customers. 
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2.2 Market strategies  

One must have a clear understanding of the strategies used by the public housing companies 

to understand how differences in management and practice can be more or less efficient 

(Andrews et al., 2012). For instance, financial management tools are commonly considered to 

improve and develop strategies in the organization (Andrews et al., 2012). Researchers have 

argued that strategy formulation plays a major role in improving a company’s performance 

(Casadesus-Masanell and Ricart, 2010; Hooley et al., 2001; Miles and Snow, 1978; Teece, 

2007;). Implementing strategy, planning, and business models expresses how the activities of 

the companies and enforcing of strategy work together and impact business performance. 

Therefore, there is a link between strategy formulation, implementation, and performance 

(Hakala, 2011; Richardson, 2008). According to Shafer et al. (2005), companies can realize 

the strategy formulation having impact on performance through planning and business 

models. 

González-Benito and González-Benito (2006) argue that internal specialization based on 

strategies can contribute to employees finding small-scale solutions that provide successful 

results, which then can be applied more widely. Zott and Amit (2007) argue that a firm’s 

business design and strategy constitute the central tools having impact on its performance. 

However, they argue it is difficult to discern which independent variable in a company's 

strategy has direct impact on company performance. The studied housing companies have to 

choose whether to demolish or renovate the stock, which in either case will affect the 

economic and financial situation of the company (Borg and Lind, 2007).  

The discussion on market strategies primarily applies to papers I and III. Paper I uses the 

discussion of Miles and Snows (1978) and how companies apply different strategies 

depending on market conditions. Paper 3 refers to how public and private companies apply 

different building strategies to meet market needs in declining markets.  

2.3 Market orientation 

Market orientation is defined in two dimensions: how the organization (1) continuousy 

gathers information about customers’ needs and competitor’s capabilities and (2) 

continuously disseminates and uses information in a creative way in the organization to create 

superior customer value and respond to customers’ needs, simultaneously improving 

performance (Kohli and Jaworski, 1990; Narver and Slater, 1990). The market orientation 

concept has been widely discussed in research from different perspectives, such as decision 

making (Shapiro, 1988), market intelligence (Kohli and Jaworski, 1990), organizational 
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culture (Narver and Slater, 1990), market strategy (Ruekert, 1992), and customer orientation 

(Deshpande et al., 1993). Kohli and Jaworski’s (1990) framework provides important insights 

into market orientation implementation, the need for company-wide acceptance based on the 

generation and dissemination of intelligence, and the responsiveness of an organization. Their 

arguments originate from the assumption that organizations collect market information about 

consumer needs, desires, demands, and other relevant environmental circumstances. 

Accordingly, market orientation companies need to develop a long-term learning orientation 

to understanding the latent needs of customers, enabling them to proactively create superior 

value and innovative solutions based on this learning (Slater and Narver, 1998).  

Narver and Slater (1990) advocate adopting a long-term market orientation perspective that 

involves cultural aspects in creating superior value for the customer. Their argument stems 

from the premise that customers often lack insight into what they really want, implying that 

their superior needs cannot be articulated and met (Slater and Narver, 1998). If a company’s 

business operations are too customer-led and follow customers’ expressed needs, the 

company may become too reactive and experience difficulties in learning how to operate 

prospectively (Slater and Narver, 1998). Accordingly, market-oriented companies need to 

develop a long-term learning orientation to understand the latent needs of customers, enabling 

them to proactively create superior value and innovative solutions based on this learning. 

Market-oriented companies “continuously create superior customer value by sharing the 

knowledge broadly throughout the organization and by acting in a coordinated manner” 

(Slater and Narver, 1998, p. 1003). In recent market orientation research, attempts have been 

made to join together the different perspectives (Langerak, 2003); these attempts are referred 

to in paper I. In paper II the concept of Kohli and Jaworski (1990) concerning market 

intelligence is applied, as is discussed further in the next section.  

2.4 Market intelligence  

Market intelligence is regarded as a driver of business strategy that requires efficient 

gathering of market information to supply the basis for company decisions (Jaworski and 

Kohli, 1993; Lackman et al., 2000; Maltz and Kohli, 1996). Data gathering and distribution of 

information is related to intelligence dissemination and cross-functional coordination 

(Rossiter, 2012). Market intelligence requires that companies collect relevant information 

(Kohli and Jaworski, 1990) to produce specific innovative knowledge that is crucial for 

developing current and future strategies based on customer needs. Specifically, strategic 
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market planning is an important task for companies to manage within the scope of market 

orientation (Mintzberg et al., 2009).  

Langerak (2003) argues that a company must orient itself towards the needs of the market 

to achieve business success. Researchers increasingly assume that to understand the 

preconditions for market orientation and reach success, companies need to develop internal 

capacity or innovativeness (Langerak, 2003). This implies that companies have a strategic 

need to develop internal capacity for responsiveness to meet customer needs on the market 

(Jaworski and Kohli, 1993; Narver and Slater, 1990).   

Market knowledge activities are commonly considered as a way to bind the customer to the 

company in order to support customers’ needs (Ruekert, 1992). Kohli and Jaworski (1990) 

examined gathering information by formal and informal methods. Managers need to collect 

and interpret information not only about the customer per se but also about all factors that can 

affect customer wants (Ruekert, 1992; Zebal and Saber, 2014). 

A common argument is that the work with market intelligence constructs helps companies 

to pay more attention to strategically important activities and processes to receive advantages 

on the global market (Rossiter, 2012). This argument is tested in paper II to understand how 

public housing companies work with different market intelligence components and their 

impact on the companies’ strategic performance.   

2.5  Innovation orientation and innovativeness  

Innovation is a fairly broad term that researchers have defined in various ways over time. It 

includes the management of all activities involved in the process of idea generation, 

technology development, and manufacturing and marketing of a new product or 

manufacturing process or equipment (Trott, 2005). Innovation refers to new products, 

services, production processes, organizational structure, or administrative systems (Hult et al., 

2004), whereas innovativeness represents an organization’s ability to act entrepreneurially and 

based on cultural orientation (Liao et al., 2011). Innovativeness is the process of attaining 

innovation in terms of openness to new ideas and represents the company’s capacity 

implemented as culture (Hurley and Hult, 1998), seen as the means to reach innovation as the 

end stage (Krica et al., 2005). Learning and innovativeness are the links enabling performance 

and competitive advantage (Noble et al., 2002). How firms develop capacity to create new 

ideas and develop a culture of innovative thinking and action is thus crucial for creating 

innovations. 
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O’Cass and Ngo (2007) argue that market intelligence reveals how organizations reactively 

meet customer needs, whereas the culture perspective emphasizes being proactive with 

internal capacity. Narver et al. (2004) see innovation orientation (i.e. proactiveness) as an 

inside-out process, requiring more attention to companies’ capabilities, whereas market 

orientation (i.e. reactiveness) is an outside-in procedure focusing on customer needs. This 

means that companies have knowledge of the market needs and will create a new product over 

the customer expectation (inside-out innovation). Companies in an outside-in process 

concentrate on customer needs, which makes it difficult for the company to be innovative.   

The ideas of innovation orientation are applied in paper I to distinguish between how 

public housing companies work in the relationship to satisfy customer demands and their 

innovative performance. Section 2.5 elaborates on this.  

2.6 Developing a typology of market and innovation orientation 

In paper I of this thesis a market/innovation orientation (MO/IO) typology is developed to 

categorize public housing companies into different types based on how they work towards 

fulfilling customer needs and develop innovativeness and innovations. The typology was 

developed based on its potential to analyze different MO/IO integration in the public housing 

companies. The typology approach was a valuable tool to show differences or consensus 

among building strategies and their relationship to business performance. To understand the 

different conditions in each type in the typology, the paper develops four propositions to see 

patterns in how companies operate within the market and innovation orientation framework. 

The following propositions were developed based on market orientation, innovation 

orientation, and market strategy theory. 

  

 Type I firms will operate in dynamic markets in which they proactively and 

continuously gather information about customer needs, transform it into innovativeness 

in core activities and respond by creating market-driving new innovations.  

 Type II firms have low focus on customer needs but will operate in dynamic markets 

and show innovativeness through new products and innovations.  

 Type III firms will act proactively and continuously gather information in stable 

markets but maintain the status quo, showing low interest in innovativeness and 

market-driving innovations.   

 Type IV firms have a low market profile and pay scarce attention to customer needs; 

they maintain the status quo by showing low innovative responsiveness.   
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3 Method and Data Collection 
To analyze the market orientation effect on housing companies and compare public and 

private housing companies, empirical investigations were conducted on the basis of 

interviews and a survey.  

3.1 Qualitative and quantitative methods  
This thesis consists of three papers. In paper I, qualitative research is used to identify 

relationships between different constructs (Eisenhardt, 1989). Qualitative market orientation 

research is rare. This study contributes by adding the nuance of market orientation and 

innovation orientation combinations, different types related to company response to 

customers’ present and latent needs. To increase the developed typology’s reliability, the 

study focuses on how one sector implements market and innovation orientation strategies to 

improve performance by following Hambrick’s (1983) guideline that “an environment prefers 

a certain type of strategy” (p. 7). One assumption is that internal and market variations 

influence how the public housing companies approach different strategies. The focus on both 

internal and external contingencies in the case contexts facilitates comparisons between them.  

Papers I and II applied a quantitative approach adapted to the work of the real estate 

industry. Since market orientation and market strategies research is mostly based on 

quantitative methods, this method is suitable for these types of studies. Using two methods, 

qualitative and quantitative, can enable a wider analysis, compared to analysis limited to a 

single approach.   

3.2 Data collection 

Paper I presents the results from interviews in different types of public housing companies, 

illustrated in terms of the MO/IO typology. These findings are developed further in papers II 

and III, where a number of hypotheses are tested concerning views and attitudes in public 

housing companies in a declining market. Paper III presents a comparison of market strategy 

between public and private housing companies in the declining market. Papers II and III are 

based on a survey (see the appendix). In paper I eleven public housing companies from 

different municipalities in central Sweden were selected. These firms were chosen because 

they share the characteristics of Swedish public housing company culture and are exposed to 

market stability and turbulence under competitive economic and environmental conditions. 

This study approaches theory development by proposing a typology. However, for validation 

a larger sample is needed.  
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Papers II and III included 23 public housing companies in declining markets of central 

Sweden. The digital survey was sent to these companies. The respondents hold leading 

positions including CEO, property manager, finance manager, and administration manager, 

each with the capability to influence business performance. The choice of these public 

housing companies was based on the characteristics of declining market situation, long 

distance to larger cities, and a municipal population between 9,500 and 50,000 citizens. 

Overall, the geographical area covers 18,445 km
2
, and a total population around 300,000 

people. These public housing companies have market dominance, with 60-80% of the market 

share in the rental market in their respective municipalities (Statistics Sweden [SCB], 2015). 

Paper III includes respondents like CEOs and business managers from public housing and 

private housing companies. The survey was sent to the private and public housing companies 

simultaneously, and their responses were received at the same time. The companies are 

located in central Sweden. The digital survey was sent to 23 public housing and 49 private 

housing companies. Twelve private housing companies informed us that they did not wish to 

participate in the study. A total of 37 private housing companies and 23 public housing 

companies were thus selected for the study. Sixteen private and 22 public housing companies 

responded with completed questionnaires. The respondents were given 30 days to reply and 

two reminders were sent to increase the response rates. It was observed that the majority of 

the respondents responded after the first reminder. 

3.3 Data analysis 

Paper I was conducted in two stages. After developing the typology of four types based on 

market and innovation orientation and derived from strategic business theory, public housing 

companies were categorized to illustrate how they fit into the market orientation and 

innovation orientation typological framework. Two contributions ensued:  

 the typology for market orientation-innovation orientation combinations based on 

propositions, for contribution to the theory 

 test of how Swedish public housing companies fit into the model, a managerial 

contribution.  

The data in Paper II were analyzed by linear regression analysis and correlation measures 

with the statistical analysis software SPSS (Krica et al., 2005). Statistical pre-test methods 

(Hair et al., 2010) were combined to measure frequencies and Cronbach’s alpha. Frequencies 

provided basic data for descriptive statistics as a basis for correlation analysis and Cronbach’s 

alpha. Correlation and regression analyses were performed to determine whether the study's 
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values are positively correlated. These measures show whether there is a linear relationship 

between two tested variables (Pallant, 2010). The measure of standard deviation shows how 

close data points are to the mean of data sets; low values close to 0 indicate low spread, higher 

values high spread.  

Each question was categorized according to the developed market orientation hypotheses 

about how the companies gather and disseminate information in the organization, their 

responsiveness to information, and their strategic performance. By correlation analysis, 

“strong positive”, “positive”, “negative”, and “strong negative” values were measured. The 

hypotheses are accepted if the correlation coefficient passes the 95% significance level and 

have coefficients between 0.10 to 1.00 and -1.00 to -0.10 (Slater and Narver, 1994).  

Paper III was analyzed by Frequencies, Cronbach’s alpha, Crosstabs and Chi square tests, 

which give more accurate results than other methods. After several tests of different statistical 

approaches, we found those  methods all 4 of those tests taking together are accurate as 

appropriate for the study, since the aim of the study is to compare different strategies in public 

and private housing companies. Several crosstabs and frequencies analyses were performed to 

see if there is a significant difference between the expected frequencies and the observed 

frequencies in one or more categories whether significant differences were found.  

3.4 Reliability and validity  

Paper I was conducted by the qualitative method, while papers II and III took a quantitative 

approach. The use of different qualitative and quantitative methods enabled a wider analysis, 

compared to an analysis limited to a single-method approach.  

The typology framework plays an important role for theory development, generating an 

analytical tool to stimulate thinking and combine numerous complex variables in a simplified 

manner (Mills and Margulies, 1980). Propositions formalize and systematize research, 

summarize arguments reflecting the literature, and support the analysis of empirical findings 

(Miles and Huberman, 1994). Kohli and Jaworski (1990) developed propositions, based on a 

comprehensive theoretical discussion, to understand the complexity of MO and to be tested by 

future research.  

The study for paper I used a comprehensive list of relevant scientific articles published in 

international, peer-reviewed, English-language journals by searching for the keywords 

“market orientation”, “innovativeness”, “innovation”, “market intelligence”, “performance” 

and “market strategies” in different combinations. The literature was sorted into different 

categories based on different aims and research questions of study. In the paper four 
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propositions were developed to analyze how Swedish public housing companies strategically 

work with market and innovation orientation combinations. Papers II and III are also based on 

the above review of articles, and data was collected by use of a questionnaire with questions 

based on previous market orientation and real estate research (Kohli and Jaworski, 1990, 

1993; Cadogan and Diamantopoulos, 1995). A modified Kohli et al. (1993) MARKOR scale 

was applied, linked to the specific conditions in public housing company contexts in declining 

markets in Sweden. The study derives from a qualitative pilot study that led us to choose 

quantitative study as the hypothesis testing approach. The survey data was collected from 

strategically selected companies via a multistep approach.The digital survey with cover letter 

was first sent by email to 23 public and 37 private housing companies. All respondents 

received the survey by email before the visits. 

3.5 Method limitations 

Paper I was limited to interviews as qualitative method only in 11 public housing companies; 

this could be completed with quantitative study to receive more data and improve the result of 

the study, which could influence analysis and the typology. Papers II and III only used 

surveys of 23 public and 15 private housing companies to collect data, which may influence 

the result of the study. Additionally, analyses could be done with correlation instead of 

regression analysis. The choice of companies and limitation of the number of the companies 

may influence the method and the analysis. The categorization, interpreting, and coding of the 

data and variables in all interviews have direct impact on the study. Despite the limited 

number of companies, the selected companies are representative of the development in public 

housing in Sweden. 

 

4 Summary of Papers 

4.1 Paper I. Market and Innovation Orientation Typology:  Proposition and 

Illustrations 
This study deals with public housing companies to explore how they are market oriented and 

how they respond to customer needs by combining market and innovation orientations. The 

article builds on four typologies, and research questions are developed from market and 

innovation orientation perspectives. The purpose of this study is twofold; firstly, it aims to 

develop a typology from a theory-based discussion of market orientation and innovation 

orientations. Secondly, it seeks to illustrate the extent to which public housing companies fit 

into the proposed typological framework.  
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The 15 semi-structured interviews involved 11 public housing companies. To complete the 

qualitative study, a little survey was done to measure gathering and dissemination 

information, innovation, and innovativeness in different companies. The questions covered 

views on their gathering and dissemination of information, responding to customer needs and 

improvement of performance. Questions on renovation of housing in the 1960s and 1970s as 

well as energy efficiency were also taken up during the interviews. The companies were 

categorized using “types”, which illustrate differences and similarities in marketing actions, 

innovation orientation commitments, and strategies, in order to explain earlier behavior and 

predict possible outcomes.  

Results of the study show four typologies: reactive, proactive as prospector, proactive, and 

reactive as defender. These were identified by combining market orientation and innovation 

orientation dimensions. Most companies were found to be reactive; only one firm shows the 

characteristics of proactive defender. The study shows how economic conditions in the 

environment influence companies in responding to market signals and performance. Based on 

the interview outcomes, the interviewed public housing companies were categorized 

according to their level of ambition in the market orientation and innovation orientation 

dimensions.  

The categories represent the companies’ motivations and levels of ambition to improve 

performance and respond to customer needs. Four public housing company types – (1) Highly 

Market-driven market orientation/Highly Market-driving innovation orientation, (2) Low 

Market-driven market orientation/High Market-driving innovation orientation, (3) High 

Market-driven market orientation/Low Market-driving innovation orientation, and (4) Low 

Market-driven market orientation/Low Market-driving innovation orientation – were 

identified by combining market orientation and innovation orientation. This study offers 

insights into the importance of combining market orientation and innovation orientation. The 

overall findings show that the market orientation and innovation orientation combination is 

not static and needs to be treated within the context.  

The article, accepted by Marketing Intelligence and Planning Journal, was co-authored 

with Agneta Sundstöm and Akmal Hyder (co-supervisors). This paper was a good opportunity 

for me to enter the research world. I was involved in the whole process of the article, 

including the literature review, writing, methodology, analysis, submission, and revision. 
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4.2 Paper II. The Role of Market Intelligence in Declining Markets:  Public 

Housing Companies in Sweden 

This study examines how companies in declining markets operate in the context of market 

intelligence, responding to customer needs and applying them to strategic performance. This 

study focuses on the market intelligence perspective, which mandates gathering relevant 

market information, disseminating it throughout the organization in a structured fashion, and 

responding strategically to market needs (Kohli and Jaworski, 1990). This means that the 

company wants to identify the customers’ (in this case, tenants) needs and the market needs, 

since by this information, company can organize their construction and market strategies. The 

presumption is that by working actively within the framework of market intelligence, 

companies can create superior value for the customer, which in turn affects company 

performance and growth opportunities.  

The study for paper II omits innovation issues, because it focused primarily on the issues 

of market orientation before taking into account innovation issues. Most previous studies have 

hypothetically tested the interdependency between the gathering of information and 

dissemination in relationship to responsiveness (Cadogan et al., 2002; Chung, 2012; Kara et 

al., 2005). Following the suggestions of Jaworski and Kohli (1993, 1996), this study instead 

tests the different market orientation dimensions as interlinked processes – gathering of 

information, dissemination of information, responsiveness – and how this chain of evidence 

influences strategic performance. Few attempts have been made to examine the role of MO 

within a limited business area and in a declining market. Further, to our knowledge, no study 

has been conducted to examine how companies under these conditions use market intelligence 

to maintain or increase market share.  

The subject of this study is public housing companies in Sweden, which have experienced 

recent legal, economic, and demographic changes. New legislation requires financial return 

on investment, implying increased competition that has contributed to radical changes for the 

public housing company’s activity in declining markets. To maintain or increase market 

share, public housing companies must learn and strategically meet customer requirements to 

remain attractive and competitive in providing accommodations. Strategic performance here 

represents housing strategies such as new construction, reconstruction, renovation, and 

demolition. 

Data was collected via a questionnaire with questions based on previous MO research 

(Cadogan and Diamantopoulos, 1995; Kohli and Jaworski, 1990, 1993). A modified scale 

from Kohli et al. (1993) was applied, linked to the specific conditions of the public housing 
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company context in Sweden. Twenty-three public housing companies were selected in 

declining markets in central Sweden. The respondents have leading positions with impact on 

business performance, such as CEO, property manager, finance manager, and administration 

manager. The companies were chosen according to their web pages and Boverket (2011) lists; 

additionally, type IV companies in the first paper (see section 2.5) were included to throughly 

investigate market orientation in declining markets. 

The data were analyzed by linear regression analysis and correlation measures by using the 

statistical analysis software SPSS (Krica et al., 2005), which is suitable for this study. 

Statistical pre-test methods (Hair et al., 2010) were combined to measure frequencies and 

Cronbach’s alpha. The Cronbach's alpha test can find (measure) which question in the group 

of questions is causing trouble when we analyze some group questions. Frequencies provided 

basic data for descriptive statistics as a basis for correlation analysis and calculating 

Cronbach’s alpha. 

The results show that public housing companies collect and disseminate market 

information but neglect to use that knowledge to quickly respond to market condition 

changes. The study shows that it is not enough to investigate the elements of market 

intelligence separately; rather, they need to be studied as an integrated process. This study 

could identify weak links in the process, affecting the efficiency of intelligence distribution. 

The tests to measure the relationships between gathering information and dissemination of 

information to responsiveness or performance may explain why other studies have had 

difficulties demonstrating the relationship between MO and performance. Few previous 

studies have addressed market intelligence as consisting of three interrelated components 

having effects on strategic performance.  

The article was submitted to the Journal of Nonprofit & Public Sector Marketing and is 

currently going through the review process. I wrote the article by discussing with my co-

author, sharing my thoughts and ideas while discussing issues that contributed to improve the 

article. I received ideas to structure the paper step by step from my co-author (co-supervisor) 

Agneta Sundström to complete the article. 

4.3 Paper III.  Strategies in Declining Housing Markets: A Comparison of 

Public and Private Housing Companies  

The public housing companies have a long tradition of social responsibility for the tenants' 

accommodations, particularly for weaker groups of customers who have difficulty finding 

alternative accommodations. New legislation in January 2011 created new conditions for 
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public housing, which means that requirements concerning return on investment have been 

stressed.  

The consequence of paper I was a commitment to write the third paper that compares the 

public and private housing companies in declining markets. The study tests whether company 

attitudes and strategies differ with respect to level of new construction, renovation, 

demolition, and vacancy. This study examines and compares the market strategy within public 

and private housing companies in declining markets in central Sweden, and evaluates the 

impact of new legislation on profit that says that public housing companies shall act in a 

"businesslike" way. The aim of this article was to explore more comprehensive differences 

between public and private housing companies, such as different building strategies and 

different aspects of corporate social responsibility.  

The quantitative method was applied through a web-based questionnaire. The study will 

test the hypotheses and analyze different strategies in both public and private companies to 

get an indication of different levels of strategies. There are differences between the companies 

in their level of commitment. In total, 37 private and 23 public housing companies were 

selected. Of these, 22 public housing companies answered the questionnaire and only 16 

private housing companies sent in their responses. 

The results indicate that both public and private companies strive to operate similarly and 

take social responsibility, but public housing companies are more interested and committed to 

carrying out different strategies. The public housing companies consider investing in new 

construction, carrying out extensive renovations, and demolishing more than private ones do. 

This is dependent on different factors, including that public housing companies may be more 

market oriented and more dominant on the market. The result shows that there is still political 

pressure on the public housing companies and they are more involved in construction and 

renovation activities even if these activities may not be feasible in a declining market.  

The study contributes to knowledge of how companies act on market challenges in declining 

markets under their special conditions. Both public and private housing companies are 

practically responsible for ensuring that the citizens in the municipality have somewhere to 

live. Market strategy requires them to act in the long term, leading to planning and managing 

for new construction, reconstruction, and maintenance, in order to be attractive and responsive 

to customers’ needs. The economic conditions also affect what is rational to do with housing 

in urgent need of renovation. This means that strategies cannot be implemented regardless to 

economic condition in the companies.  
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This article is submitted to Property Management Journal as soon as possible. I wrote the 

article by discussing with my co-author, sharing my thoughts and ideas while discussing 

issues that contributed to improve the article. I received ideas to structure the paper step by 

step from my co-author (supervisor) Hans Lind to complete the article. 

5 Discussion and Conclusions  

To understand differences in how public housing companies work with market orientation to 

fulfill the conditions of businesslike behavior according to EU commission and government 

legislation requirements, this thesis examines and explores different challenges in the 

declining market. Paper I develops a typology with propositions on the market orientation and 

innovation orientation (MO/IO) dimensions based on theoretical discussions. Developing 

typologies with propositions is a valuable tool to understand and describe how companies 

work with market orientation, innovativeness, and innovation. The findings show that public 

housing companies can more easily work proactively and enact market- and innovation-

oriented strategies in a growing than a declining market. The market orientation discourse 

suggests that proactive market orientation strategies improve performance, which is 

confirmed by paper I’s findings. The combined MO/IO strategy has an apparent positive 

effect on profit and performance, confirming the findings of market orientation research 

(Kohli and Jaworski, 1990; Narver and Slater, 1990; Zebal and Goodwin, 2011). Public 

housing companies can work innovatively, but when the external market is not mature enough 

to capture innovative ideas innovations are not effective in the market. The study also shows 

that public housing companies do not link innovation decisions to the customers' needs except 

those made by hiring consultants and to follow trends in public housing in general (e.g. 

building smart houses such as Kombohus, etc.). 

 As paper I showed, type four public housing companies in declining markets find it 

difficult to gather and dissemination information, constantly respond to customer needs, and 

improve performance. Therefore, the study for paper II was set up to continue to examine how 

public housing companies apply market orientation in declining markets to achieve good 

performance. This is the logical relation between paper I and paper II. Since paper II showed 

that public housing companies in declining markets gather and disseminate information but do 

not bother responding to customer needs to improve performance, paper III compared private 

and public housing companies in declining markets to find how these companies differ in 

market strategies. Paper II examines the role of market orientation from market intelligence 
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perspective within a limited business area and in a declining market. The study indicates that 

public housing companies in declining markets collect and disseminate information, but show 

little interest in learning or rapidly detecting external changes related to that information. This 

weak link affects performance: there is a low response to data collection and dissemination, as 

well as a low commitment to engage in building strategies. Public housing companies use 

information to meet customer needs, which also means that when planning their strategies, 

they start not from customer needs but from the general economic situation in the 

municipality. This means that they respond to external changes, but not those based on 

customer needs.  

Paper III also compares different strategies in both public and private housing companies 

in declining markets. The study shows there is still political pressure on the public housing 

companies and they are more involved in construction and renovation activities even if these 

activities may not be so profitable in a declining market. The study indicates how companies 

act on market challenges in declining markets due to the special economic conditions. Society 

must take responsibility and decide how they want community members to live.  

The presence of weak economic conditions among housing companies makes it difficult 

for public housing companies to fully adopt the principles of market orientation. However, the 

public housing companies understand the market mechanisms necessary to satisfy both 

current and future customer needs, and respond by developing future-oriented customer 

strategies.  

The first finding confirms that understanding customer needs is necessary for successful 

market and innovation orientation and developing strategies that can improve performance. 

Study I also confirms that market orientation and innovation orientation can be seen as two 

different but interrelated processes. The second finding is that involving external actors can 

lead to innovations, which may not be the result of organizational capacity, culture, and 

innovativeness. Expert decisions can be based on trends related to a wider market not suitable 

for the customer public housing market.  

The third finding, this time related to study II, is that by comparing building strategies in 

declining markets, public companies can identify weak or strong links in the process that have 

an impact on the efficiency of strategies. Responsiveness is the weak link affecting public 

housing’s performance. Responsiveness is also what could help public housing companies to 

work proactively in the municipality to improve internal knowledge of customer needs and 

improve performance. It is important for companies to initiate activities targeting 
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performance. The result shows the need for strategically focused leadership that can mediate 

between housing companies’ market knowledge and their customer needs.  

The fourth conclusion of the thesis, found in paper III, is that the housing companies lack 

the economic strength to invest in new construction and carry out renovation. This may be 

influenced by political pressures and the special conditions of the declining market. Public 

housing companies are prepared to invest in new construction and carry out renovation that is 

profitable economically. The study also shows that the companies need strong economic 

conditions in the environment to respond to customer needs and creating superior value. The 

strength of the local real estate market and company size play a critical role in the probability 

of companies becoming more committed to implement different customer-related strategies. 

Table 1. Summary and overview of the papers 

 

6 Contributions, Future Research, and Limitations 

The first contribution of the study, from paper I, is to understanding market and innovation 

orientation given the specific context. More research is needed to ensure the usability of the 

developed typology and its application to other business contexts. The market and innovation 

orientation typology developed could be tested in a quantitative study on a larger sample of 

public or combined public and private housing companies. Secondly, as shown in paper II, 

theoretically the study contributes to knowledge about how companies respond to market 

challenges in declining markets. Thirdly, few previous studies have addressed market 

intelligence as consisting of three interrelated components (gathering information, 

dissemination information and responsiveness) having effects on strategic performance. This 

study shows that it is not enough to investigate the separate elements of market intelligence; 

Paper  Strategies and Literature Method Data Result 

Paper I Market orientation 

Innovation orientation 

Qualitative: 

Interviews 

Public housing 

companies 

External conditions 

influence internal 

decisions and activity 

Paper II Market orientation from 

market intelligence 

perspective 

Quantitative: 

Survey 

Public housing 

companies in 

declining markets 

Responsiveness is the 

weak link having influence 

on strategic performance 

Paper III Market strategies 

New legislation 

Quantitative: 

Survey 

Comparison 

study 

Public and private 

housing 

companies in 

declining markets 

Public housing companies 

are more engaged to carry 

out renovation, new 

construction  
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rather, the entire process must be considered. By doing this, the study could identify weak 

links in the process, affecting the efficiency of intelligence distribution.  

The most important practical finding from papers I, II, and III is that housing companies 

must learn what customers want. Municipal policy might be able to exert influence over 

public and private housing companies and strategies by marketing, since local real estate 

market strength and companies’ size play a role in the probability of developing more 

commitment to different strategies. 

The second practical finding implies that choosing among the different strategies 

concerning new construction, reconstruction, renovation, and demolition of rental housing is a 

complex task requiring housing companies to pay attention to economic, social, and 

ecological issues and their symbolic consequences. Public housing companies use different 

strategies to handle the complexity of economic and social responsibility. Both public and 

private housing companies must look beyond short-term profitability and aim to improve 

performance by long-term strategies. Further studies in the future could identify mediating 

and moderating effects on declining markets. 

Data was collected from public housing companies in central Sweden. While these data 

were found ideal for this study in declining markets, future studies are needed to investigate 

more general market tendencies, e.g. looking at other regions and/or companies in stronger 

markets. Additional studies could examine “market and innovation orientation”, “market 

intelligence”, and “market strategies” from a process perspective, to confirm the role of 

market orientation and market strategies on performance. This means that researchers may 

investigate the implementation process of market orientation in housing companies to 

understand each concept more clearly.  
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8 Appendix 
 

Survey for articles: 

Cover letter: 

Market strategies in public and private housing companies 

 

University of Gävle and KTH in Stockholm are conducting a survey to investigate the 

housing rental market in different municipalities in central Sweden and what market strategies 

are used within private and public housing companies. In order to achieve a good result from 

this survey, it is important that as many people as possible respond. We would therefore be 

grateful if you fill in the questionnaire as soon as possible and preferably within 10 days. 

Your answers will be kept confidential so that no individual responses can be identified. 

Thank you for your participation! Please contact us if you have any questions. 

Hans Lind hans.lind@abe.kth.se 

Zahra Ahmadi zaaahi@hig.se 

 

 

 

 

 

 

 

 

 

 

mailto:hans.lind@abe.kth.se
file:///C:/Users/zaaahi/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.IE5/S3HYWF54/zaaahi@hig.se


31 
 

 

 

1. The name of the company:________________________________________________ 

 

2. Company is  

 1 Public  2 Private 

  

3. Your position in the company? 

  

CEO  

 

 5 

Vice CEO 

 

 4 

Financial 

manager 

  3 

Property 

manager  

  2 

Administration 

manager 

 1 

Other  

 

0 

 

If others, state what position: 

____________________________________________________ 

 

4. How long have you worked for the company? 

1  0-2 years  

2  3-5 years 

3  >5 years 

 

 

5. State the number of apartments under new construction (started), reconstruction (to other 

uses such as elderly homes), renovation/maintenance, vacant and demolished over the last 

five years (2009-2013) and planned for the next five years (2014-2018). Enter 

approximate numbers in Tables 1 and 2 below. 

 

     Table 1 – 2009-2013 

Activities More 

than 

100 
 

50-100 

 

 

10-50 

 

 

Less 

than 10 

 

Nothing 

 

 

1. New construction 2009 

 

5 4 3 2 1 

2. Reconstruction 2009 

 

5 4 3 2 1 

3. Renovation/maintenance  

2009 

 

5 4 3 2 1 
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4. Demolotion 2009 

 

5 4 3 2 1 

5. Vacancy 2009 

 

5 4 3 2 1 

 

 

 

Activities More 

than 

100 
 

50-100 

 

 

10-50 

 

 

Less 

than 10 

 

Nothing 

 

 

1. New construction 2010 

 

5 4 3 2 1 

2. Reconstruction 2010 

 

5 4 3 2 1 

3. Renovation/maintenance 

2010 

 

5 4 3 2 1 

4. Demolition 2010 

 

5 4 3 2 1 

5. Vacancy 2010 

 

5 4 3 2 1 

 

Activities More 

than 

100 
 

50-100 

 

 

10-50 

 

 

Less 

than 10 

 

Nothing 

 

 

1. New construction 2011 

 

5 4 3 2 1 

2. Reconstruction 2011 

 

5 4 3 2 1 

3. Renovation/maintenance 

2011 

 

5 4 3 2 1 

4. Demolition 2011 

 

5 4 3 2 1 

5. Vacancy 2011 

 

5 4 3 2 1 

 

Activities More 

than 

100 
 

50-100 

 

 

10-50 

 

 

Less 

than 10 

 

Nothing 

 

 

1. New construction 2012 

 

5 4 3 2 1 
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2. Reconstruction 2012 

 

5 4 3 2 1 

3. Renovation/maintenance 

2012 

 

5 4 3 2 1 

4. Demolition 2012 

 

5 4 3 2 1 

5. Vacancy 2012 

 

5 4 3 2 1 

 

 

Activities More 

than 

100 
 

50-100 

 

 

10-50 

 

 

Less 

than 10 

 

Nothing 

 

 

1. New construction 2013 

 

5 4 3 2 1 

2. Reconstruction 2013 

 

5 4 3 2 1 

3. Renovation/maintenance 

2013 

 

5 4 3 2 1 

4. Demolition 2013 

 

5 4 3 2 1 

5. Vacancy 2013 

 

5 4 3 2 1 

 

 

Table 2 - 2014-2018 

 

Activities More 

than 100 
 

50-100 

 

 

10-50 

 

 

Less than 

10 

 

Nothing 

 

 

1. New construction 2014 

 

5 4 3 2 1 

2. Reconstruction 2014 

 

5 4 3 2 1 

3. Renovation/maintenance 

2014  

 

5 4 3 2 1 

4. Demolition 2014 

 

5 4 3 2 1 



34 
 

 

 

Activities More 

than 100 
 

50-100 

 

 

10-50 

 

 

Less than 

10 

 

Nothing 

 

 

1. New construction 2015 

 

5 4 3 2 1 

2. Reconstruction 2015 

 

5 4 3 2 1 

3. Renovation/maintenance 

2015  

 

5 4 3 2 1 

4. Demolition 2015 

 

5 4 3 2 1 

Activities More 

than 100 
 

50-100 

 

 

10-50 

 

 

Less than 

10 

 

Nothing 

 

 

1. New construction 2016 

 

5 4 3 2 1 

2. Reconstruction 2016 

 

5 4 3 2 1 

3. Renovation/maintenance 

2016  

 

5 4 3 2 1 

4. Demolition 2016 

 

5 4 3 2 1 

Activities More 

than 100 
 

50-100 

 

 

10-50 

 

 

Less than 

10 

 

Nothing 

 

 

1. New construction 2017 

 

5 4 3 2 1 

2. Reconstruction 2017 

 

5 4 3 2 1 

3. Renovation/maintenance 

2017  

 

5 4 3 2 1 

4. Demolition 2017 

 

5 4 3 2 1 
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6. Specify the importance the following factors (1-6) have for your company to renovate, 

rebuild, and build new. 

 

 High 

importance 

 

Importan

ce 

Some 

importance 

Low 

importanc

e 

No 

importanc

e 

1. Business 

economy 

 

5 4 3 2 1 

2. Tenants’ 

requirement

s 

 

5 4 3 2 1 

3. Political 

pressure 

 

5 4 3 2 1 

4. Legislative 

requirement

s  

5 4 3 2 1 

 

5. Competitio

n in the 

market 

 

5 4 3 2 1 

6. Worn stock 

 

5 4 3 2 1 

Activities More 

than 100 
 

50-100 

 

 

10-50 

 

 

Less than 

10 

 

Nothing 

 

 

1. New construction 2018 

 

5 4 3 2 1 

2. Reconstruction 2018 

 

5 4 3 2 1 

3. Renovation/maintenance 

2018  

 

5 4 3 2 1 

4. Demolition 2018 

 

5 4 3 2 1 
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7. Specify to what extent you agree with the following statements regarding the 

renovation, reconstruction, and new construction projects. 

 

 Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

1. Each project must bear 

its own costs. 

 

5 4 3 2 1 

2. We carry out projects 

that are not profitable if 

they strengthen the 

company's brand. 

 

5 4 3 2 1 

 

8. Please indicate to what extent you agree with the following statements about the 

company's customer strategies. 

 Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

1. We collect all 

information regarding 

tenants through informal 

methods (such as lunch 

and coffee with 

colleagues, talk with 

other housing 

companies). 

5 4 3 2 1 

2. We collect all the 

information about 

customers through 

formal methods 

(surveys). 

5 4 3 2 1 

3. When something 

important happens in the 

market, everyone in the 

company knows within a 

short period. 

5 4 3 2 1 

4. We hold regular 

meetings in the company 

where we discuss 

changes in the customer 

market.  

5 4 3 2 1 

5. We always take into 

account tenants' social 

5 4 3 2 1 
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7. as the company developed a specific strategy to tackle housing segregation, and if so, 

what? 

 

 

 

8. Please specify to what extent you agree with the following statements regarding the 

circumstances of the municipality. 

 

 

 

9. Specify what you do in response to the following statements about the number of 

meetings. 

 

       1. We have interdepartmental meetings to discuss market trends and developments.  

 

5 Several 

times a year 

4 A few times a 

year 

 3 Once a  2 Rarely  1 Never 

needs in making 

changes. 

 

6. We always take into 

account tenants' financial 

conditions in making 

changes. 

5 4 3 2 1 

 Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

1. Reducing the population 

of the municipality is a 

major threat to the 

company's long-term 

finances.  

5 4 3 2 1 

2. Our business plans are 

driven more by the 

political ambitions of the 

situation on the local 

market. 

 

5 4 3 2 1 
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year   

 

 

        2. We have meetings with the municipality. 

5 Several 

times a year 

 

4 A few times a 

year 

 3 Once a year  2 Rarely  1 Never  

 

 

           

               

10.   Please indicate how you perceive that the new law requiring public housing companies to 

be businesslike has affected your business in the following areas (1-11). 

 

 

 

 Affected 

extensively 

Affected 

very much 

Affected to 

some 

extent 

Affected 

minimally 

Not 

affected at 

all 

 

1. Maintenance 

planning 

 

5 4 3 2 1 

2. Rent setting 

 

5 4 3 2 1 

3. Required return 

on investment 

  

5 4 3 2 1 

4. Interest rate on 

loan  

 

5 4 3 2 1 

5. Guaranteed 

charge 

 

5 4 3 2 1 

6. Funding/loan 

 

5 4 3 2 1 

7. Grants from the 

municipality  

 

5 4 3 2 1 

8. Social 

responsibility  

 

5 4 3 2 1 

9. Environmental  

 

5 4 3 2 1 

10. New construction 

 

5 4 3 2 1 
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11. Reconstruction 

 

 

 

5 4 3 2 1  

 

11. Please specify how the new law has affected your company in general. 

________________________________________________________________________ 

 

 

 

 

 

 

12.  Please specify to what extent you agree with the following statements about marketing 

and management. 

 Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

1. We are marketing 

the available stock 

of companies in the 

building. 

 

5 4 3 2 1 

2. We collect 

information about 

customers' 

preferences through 

the comments on 

the site. 

 

5 4 3 2 1 

3. Our company has a 

customer magazine 

awarded regularly. 

 

5 4 3 2 1 

4. Our managers are 

very responsive to 

tenants' social 

needs. 

5 4 3 2 1 

5. Our managers will 

always take full 

account of 

environmental 

5 4 3 2 1 
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requirements. 

6. Our managers 

always choose the 

option that is 

environmentally 

best for the tenant. 

5 4 3 2 1 

7. Our managers are 

in daily contact 

with tenants. 

5 4 3 2 1 

8. Our customers are 

very satisfied with 

our manager's 

work. 

5 4 3 2 1 

9. Our 

customers/tenants 

tend to look for 

new 

accommodation at 

all times. 

 

5 4 3 2 1 

10. We use surveys at 

least once a year to 

assess the quality 

of our services.  

 

5 4 3 2 1 

11. Our managers are 

good at detecting 

changes in our 

customers' 

requests. 

 

5 4 3 2 1 

12. Information on 

customer 

satisfaction when 

it comes to 

managing is 

distributed 

regularly at all 

levels of the 

company.  

 

5 4 3 2 1 

13. Many of our 

tenants/ customers 

are very price 

sensitive and 

would move if 

rents were 

increased. 

5 4 3 2 1 
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14. Our company runs 

various social 

projects directed to 

the tenants.  

 

5 4 3 2 1 

15. We do regular 

surveys / have 

special meetings to 

be aware of how 

satisfied our 

customers are.  

 

5 4 3 2 1 

16. We strive to offer 

working conditions 

that stimulate 

employees to 

perform effectively 

and responsibly and 

encourage them to 

develop.  

5 4 3 2 1 

 

13.  Please specify the social projects that are directed to tenants with specific needs. 

 

________________________________________________________________________ 

 

________________________________________________________________________ 

 

 

 

 

 

14. Please indicate to what extent you agree with the following statements about new 

construction/production.  

 

 Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

1. In order to keep down the 

costs of new construction, 

we use finished industrial 

building concepts where the 

supplier can guarantee a 

certain price. 

5 4 3 2 1 
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2. We see Kombohus 

according to SABO's 

proposal as a good model 

for our company in the 

coming years (climate-

smart houses). 

5 4 3 2 1 

3. The municipality ensures 

our loans (for a fee) to the 

new construction, which 

allows us to keep costs 

down. 

5 4 3 2 1 

4. Communication between 

those involved in the 

marketing/product 

development and tenant 

association is good. 

5 4 3 

 

 

2 1 

5. When the company 

constructs a new building, 

the company builds some 

beyond customer's 

expectations (e.g. solar tiles 

in the bathroom,…). 

5 4 3 2 1 

6. We regularly review the 

likely effects of 

technological changes in 

our business environment. 

 

5 4 3 2 1 

7. We regularly review our 

market development efforts 

to ensure that they are in 

line with what the tenants 

want.  

 

 

5 4 3 2 1 

 

 

 

  

15.  Please indicate to what extent you agree with the following statements about vacancies. 

 

 Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

1. Buildings are 

demolished because 

demand in some areas is 

5 4 3 2 1 
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low. 

 

2. Buildings are torn down 

when operation and 

maintenance costs are 

too high. 

5 4 3 2 1 

3. Rent reduction is an 

option to reduce the 

vacancy rate. 

5 4 3 2 1 

4. Tenants receive early 

information about 

demolition. 

5 4 3 2 1 

 

 

 

 

16. Please indicate to what extent you agree with the following statements about 

environmental policy. 

 

 Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

 

1. We inform our 

customers and 

competitors about 

our environmental 

policy through our 

website. 

 

5 4 3 2 1 

2. Environmental 

policy is followed 

up through 

evaluation 

(survey). 

 

5 4 3 2 1 

3. Environmental 

issues are 

important when we 

want to negotiate 

with the 

subcontractor.  

  

5 4 3 2 1 

4. The company uses 

its environmental 

policy in the 

5 4 3 2 1 
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marketing of the 

company / its 

housing. 

 

5. The company has 

plans for greater 

energy conservation 

measures at an 

early stage of the 

refurbishment 

planning. 

5 4 3 2 1 

6. The company has 

developed a code 

of conduct. 

 

5 4 3 2 1 

7. All the stock is 

being built to social 

and environmental 

standards that are 

sustainable. 

 

5 4 3 2 1 

8. Most of our 

environmental 

requirements are 

based on 

internationally 

accepted standards, 

including health 

and safety. 

 

5 4 3 2 1 

9. We always take 

into account the 

environmental 

requirements of our 

change process.  

 

5 4 3 2 1 

10. We meet 

environmental 

requirements 

beyond those 

established by law. 

5 4 3 2 1 

 

 

 

 

 

 



45 
 

 

 

 

17. How has the amount of housing in the company for the elderly (senior housing, sheltered 

housing) changed over the past three years and how is it expected to evolve over the next 

three years? Approximate numbers are sufficient. 

Year 

 

More 

than 100 
 

50-100 

 

 

10-50 

 

 

Less than 

10 

 

Nothing 

 

 

2011 

 

5 4 3 2 1 

2012 

 

5 4 3 2 1 

2013 

 

5 4 3 2 1 

2014 

 

5 4 3 2 1 

2015 

 

5 4 3 2 1 

2016 

 

5 4 3 2 1 

 

If you have other comments, please write them here. 

_____________________________________________________________________

_____________________________________________________________________ 

 

 

 

18. Please indicate how you agree with the following statements about the competitive 

strategies. 
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 Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

 

1. We have good 

information about our 

competitors and their 

plans. 

 

5 4 3 2 1 

2. We train personnel to 

quickly detect pricing 

strategies / price 

changes in the market.  

 

5 4 3 2 1 

3. It is difficult to know 

how to respond to 

competitors' pricing 

strategies / price 

changes. 

 

 

5 4 3 2 1 

4. We are quick to 

respond to significant 

changes in our 

competitors' strategies. 

 

 

5 4 3 2 1 

5. If a major competitor 

were to launch a 

campaign directed to 

our tenants, we would 

respond to it as soon as 

possible.  

 

5 4 3 2 1 

6. We are good at early 

detection of 

fundamental changes in 

the industry (including 

competition, 

technology, regulation). 

5 4 3 2 1 

7. We are well informed 

about what the 

competitors are 

offering our customers. 

5 4 3 2 1 

8. We are better than our 

competitors at meeting 

customer requirements. 

5 4 3 2 1 
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19. If you have any further comment, please write it here. 

________________________________________________________________________ 

________________________________________________________________________ 

 

Thank you for your participation! 

 


