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100

Power Distance Individualism Masculinity Uncertainty Long Term Indulgence
Avoidance Orientation

90

80

70

6

S

5

(@)

4

(@)

3

(@)

2

S

1

(@)

o

B United Kingdom ® Sweden



SWEDEN
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UNITED KINGDOM

5.10 " g eeps ca i humour et
WORD t casually | . » BM0] coded [ e ’ summary ecision
BASE minutes | introduces rea:zogzg:e ;-_-,:,f?_, speech l’: <c paclr:;ging of points atnext | CLARITY

small-talk | business e s o 4 =3 vagueness | agreed meeting

- Wl under-  [& .
g statement (L% (stalling)
» S > SR s ’: »
‘don’t rock the boat’
Polite, modesty, restraint Understatement

Humor Vagueness, stalling



PESTELI



SWEDEN APPAREL RETAIL ECONOMY
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UK APPAREL RETAIL ECONOMY
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SOCIAL-CULTURAL

WHAT IS JANTELAGEN?

“You are not better than

anyone else”




LT BT
. x e_ﬂh

sa arge mdustry
IS ampar

"%ﬁf

! s R el :'trfiif '
: ! ! A [ 1Y ?v
2 X — - -; 4 |
s
| ol bt ;Du '.- . w \ r

orice stores

fas ion at ?‘avp

YT E T T

vy
/"

T4 419941

rrrr e

Irres
1 b

i

(

[

(



TECHNOLOGICAL

B Clothing, Footwear, and Accessories Specialists B Clothing, Footwear, and Accessories Specialists

B Department Stores B Department Stores

B Online Pureplay H Online Pureplay
Hypermarkets, Supermarkets, and Hard Discounters Hypermarkets, Supermarkets, and Hard Discounters
Other Other

United Kingdom Sweden

(MarketLine.com, 2019)



ENVIRONMENTAL

5 9 &

73% of Swedes 74% of Swedish Consumers

Say that sustainability Are willing to pay 10%
impacts their buying more for a sustainable
decisions. alternative.

Discuss sustainability
with friends and family.



INDUSTRY

Buyer Power

Supplier Power Degree of Rivalry

Substitutes New Entrants
(MarketLine.com, 2019)



MARKET
ANALYSIS
CONCLUSION

e Sweden is a smaller pie, but
FatFace can have a bigger
slice!

* The industry is well known
* Market is smaller but growing

e Jantelagen fits with
FatFace's company values

* Higher SAM allows a
potentially higher SOM

Total Available Market

Serviceable
Available Market




CONSUMER ANALYSIS



» Target Customer: Families, active
ifestyle, functionality and quality,
sustainability

- Demographics: 25-40 (young parents)

 Customer Behavior: Active, outdoor
oriented which is a necessity for
functional clothing

* Price Range: 30-100 Pounds
 Values: Durability and sustainability




STRATEGY




PRODUCT RANGE

Focus on sustainability

Qutdoor and active oriented

Prioritized non-designer apparel



SWEDEN

MANAGEMENT
OPERATIONAL
PROCESS

primus inter pares



WHAT CAN
FATFACE LEARN?




Abercrombie & Fitch
IN JAPAN

Their style, clashed
dramatically with
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strategy on new markét =

Did not work with local
partners for insights



What are the
cultural values
in the targeted

country?

What is my
current
strategy?

N/

Values
Morals

Habits




CONCLUSIONS



AS A
BRITISH
COMPANY

Former

FatFace Employees:
* Flexible but long hours
« Little hierarchy

* Low formality

« Promotion and recruitment
based og experience

Typically British!
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*(indeedico.uk, 2019)




AS A BRITISH
COMPANY

Is this an issue?

1.
2.
3.
4.

Communication patterns in meetings are not far off
The market has high potential and demands for the products

The management processes are closely related

The culture can be adopted with an ethnocentric strategy




RECOMMENDATIONS



@ VALUES Present differences in cultural values by briefing teams in both

countries

Ethnocentric strategy

ADJUST Internally, focus less on hierarchy in Swedish management
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