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1. Summary.

This is a research for IKEA Hengelo, which is part of the multinational IKEA which provides
all sort of house-related products. IKEA Hengelo seeks for a way to achieve the goals set for
the coming years for the Kitchen Department. Of all possible solutions shifting towards a
Business-to-Business approach is one of them. This research tries to determine the important
factors when trying to shift to a Business-to-Business approach. Besides these factors a part of
the B2B world is selected, the housing associations, and these factors were tested. There is
also a chapter which describes the importance and relevance of this market.

First of all a literature research has been made. In several articles factors were mentioned that
are important for a B2B approach. Unfortunately there were little articles about shifting from
a B2C towards a B2B. These articles were read thoroughly and combined into several factors.
Besides these factors meetings were held with the sales manager and deputy sales manager in
order to seek for some space left by the factors found in the literature.

The next step in this research was searching for a way to analyse these factors and find a
method for researching.

After the methodology part the niche-market, housing associations, was analysed and had
some very interesting outcomes. All big housing associations in the region Twente have been
analysed in numbers of houses in their portfolio and a sensitivity analysis is made about their
influence on the kitchen sales per day. Besides the sensitivity analysis also the SWOT, five
forces and PESTEL analyses were carried out.

When the market analysis was complete | got some insights about the relevance of the market
and the factors that play a leading role in a B2B perspective some housing associations were
approached. Three housing associations were approached de Woonplaats in Enschede,
Welbions in Hengelo and Woonbeheer Borne. Unfortunately de Woonplaats in Enschede did
not respond and due the time issue I had to move on. The interviews with Welbions and
Woonbeheer Borne showed some interesting insights about the importance of these factors.
Their opinions were asked about several topics and the provided me with frank opinions.

The outcomes of these interviews are point for point described in the last chapter. When
IKEA Hengelo really considers to entry the B2B market these outcomes are useful for
successful implementation.

Have fun reading this research!



2. Introduction.

IKEA is a major upcoming provider of kitchens and it’s appliances in the Netherlands. IKEA
Netherlands has set several goals to achieve in order to gain more market share in the
Netherlands. As appendix A shows one of these goals is to achieve an average sale of 6,7
kitchens on one day for IKEA Hengelo. IKEA Hengelo is struggling with this goal. The
turnover IKEA Hengelo achieved in fiscal year 2013, which started in September 2012, is
101,4% when comparing with the previous year. This was below IKEA Hengelo’s goal which
was 108,0%. When looking at the goal for the kitchens in fiscal year 2013 we see the same.
Goal set was 6,5 kitchens a day and 5 appliances per kitchen. Actual sales of kitchens was 6 a
day and 4,8 appliances per kitchen. It is not as bad as it sounds when we look at the averages
in the Netherlands. The average turnover in the Netherlands shows a negative trend of 97,2%.
Average sold kitchens per day in the Netherlands is 8,6 with an average of 4,5 appliances per
kitchen.

The goal set for fiscal year 2014 is 7,5 kitchens a day for IKEA Hengelo. This number is a lot
higher than the previous goal, which hasn’t been achieved. The explanation is simple. IKEA
Hengelo as extended their showroom. The showroom is almost 25% bigger than before.
Therefore the sales should rise as well. (Kamstra, Keuken doelstellingen, 2013)

As shown in Appendix B IKEA Hengelo has two definitions of a kitchen. The first one is
formulated in such a way that a kitchen should at least have a sink and a cooktop. The second
one considers every 11 cabinets as a sold kitchen. The last one is the so called 10S kitchen
which is used to determine if the goals are achieved or not.

When we look at the changing market which involves IKEA Kitchens we see a negative

trend. The total kitchen market is declining at a rapid tempo as shown in the table underneath
provided by CBS.
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When we look at the numbers IKEA Hengelo has provided we see the opposite. Besides the
declining kitchen market the sales of housing appliances shows a negative trend over the last
few years too. Revenues in this market decreased with 3,1%. (Retailreport, 2013)

This negative trend does not mean that Ikea is selling less too but to keep growing in market
share they need to stay ahead of competition. Ikea shows a positive trend over the last few
years. (Kamstra, Keuken doelstellingen, 2013)

To keep growing in this market it’s important for IKEA to oversee all options and continuous
jump in to gaps of the market. That’s one of the reasons this research is made.



With the raising pressure of other kitchen retailers Ikea is searching for a way to create new
sales and thus revenues. For instance the aggressive counter commercials with the famous
words: “honey where is my allen wrench?”” Therefore | was wondering why IKEA Hengelo
should not approach companies in order to close the gap with the current sales and the goals
set. When | approached IKEA they instantly became interested in my idea and agreed with me
that this could be a very interesting idea in order to achieve the goals. The first appointments
were made with Stefan Kroeze which was the Sales manager of IKEA Hengelo. When he left
for a promotion elsewhere in the country Maarten Yff was announced to be the new Sales
manager of IKEA Hengelo. With Maarten Yff the same topics were discussed as with Stefan
Kroeze. Both were very interested in the outcomes of this research.

In the last several years more and more is criticized about the current situation in the housing
sector. Housing associations are accused for not taking care of the primary core competences,
providing houses for the lower classes. (Nu.nl, Blok wil corporaties aan banden leggen.,
2013)

Minister Stef Blok also stated that housing associations should invest more in maintaining
current houses instead of big projects involving crushing current houses and building new
ones. This is also a chance for Ikea | believe. (Nu.nl, Corporaties moeten investeren in
opwaardering, 2013)

IKEA Hengelo believes that they could contribute to the focus on the housing associations’
core competences only. For example when a housing association chooses for IKEA as a
kitchen provider there is no need for an own warehouse anymore. Besides that it’s also a way
of giving renters more options while cutting down costs when choosing a new kitchen. IKEA
has a pricing system that is very transparent and therefore very easy to use for housing
associations and their renters. (Hengelo, 2013)

I’'m good aware of the fact that not just housing associations are interesting for IKEA in a
B2B approach for the kitchen department. There are a lot of companies interesting for IKEA
kitchens and if we think about all other products which Ikea is offering this could be a major
gap in the market. Therefore one desirable outcome of this research is a list with factors for a
Business-2-Business perspective which can be later used in order to see what factors are
currently available at Ikea Hengelo and what are currently not available at IKEA Hengelo and
therefore could be applied in a later stage for offering all products. After this research there is
still a need for a market research in order to provide insights about which factors are currently
insufficient available and which factors are currently sufficient available. The Business-to-
Business factors found in different theories will be tested in a case study. This case study is in
the form of interviews at housing associations. There is room left for additional factors when
these housing associations assume that there should be more. This list of factors should be
helpful when approaching different companies than housing associations for selling kitchens.



3. Problem statement.

IKEA Hengelo is devoted to achieve the goals set concerning the kitchen-department. In order
to achieve this goal a research is necessary to investigate the opportunity of approaching
companies to sell kitchens and therefore shifting from a business-to-consumer perspective
towards a business-to-business perspective. This means that this is not a market research but
this research has an explorative character. Is IKEA capable for entering the Business-to-
Business market?

For solving this problem statement there will be searched for similar cases of a shift in or
differences between business-to-consumer (B2C) towards a business-to-business (B2B)
perspective. Besides looking for similar cases companies will be approached for a qualitative
research. What we want to know is if and under which circumstances companies are
interested in ordering or offering kitchens from IKEA Hengelo or any other kitchen provider.
There is a need for concrete examples which show a good B2B relationship. (Storeplan.,
2012)

Besides the circumstances | wish to provide IKEA Hengelo with some sort of list with aspects
that need to be fulfilled in order for a company to switch to IKEA Hengelo when it comes to
Kitchens. It is important to know what is already a benefit for a company but it is more
important to know what are currently drawbacks for a company. (Kamstra, Keuken
doelstellingen, 2013)

In this problem statement several terms are used. The definitions of these terms are listed
below:

Goals: In this research the word “goal” refers to a number of sales that is necessary for the
upcoming year. This number is set by higher management in the IKEA organization.
(Storeplan., 2012)

Companies: In this research the word “company” refers to an organization that provides, sell,
rent or provide maintenance in the housing-sector.

Business-to-Consumer (B2C): The term business-to-consumer refers to a company that
provides products or services to a customer in the form of a person. (Hart, 2007)
Business-to-Business (B2B): The term business-to-business refers to a company that provides
products or services to a customer in the form of another company. (Hart, 2007)
Circumstances: “The definition of a circumstance is a state that you are in, the details
surrounding a situation, or a condition that causes something to occur.” (yourdictionary.com,
2013)

In this research the word “circumstances” refers to different settings that could cause a
company to get involved with Ikea or not. For instance a company is too far located from
IKEA Hengelo.

Aspects: In this research the word “aspects” refers to different factors that could influence the
circumstances. For instance free transport in order to solve a “distance problem.”

Benefits: In this research the word “benefits” refers to factors or aspects that are positive for a
company or for IKEA Hengelo.

Drawback: In this research the word “drawback” refers to factors or aspects that are negative
for a company or for IKEA Hengelo.




When regarding this problem statement the following research question is formulated:

“To what extend are factors of a Business-to-Business (B2B) perspective generalizable for
IKEA Hengelo and companies concerning the housing sector and to which extend can B2B
activities help IKEA Hengelo with achieving their goal for the kitchen department?”

In order to provide IKEA Hengelo with an sufficient answer some sub questions are
formulated.

“How relevant is the B2B market for IKEAHengelo?”
“What factors are important for a B2B perspective?”
“What factors are important for IKEA Hengelo and companies in the housing sector?”’

4. Theories and concepts.

4.1 Academic articles.

A literature review and future agenda for B2B branding: Challenges of branding in a B2B
context. Sheena Leek and George Christodoulides.

“Branding in business-to-business markets has received comparatively little attention in the
academic literature due to a belief that industrial buyers are unaffected by the emotional
values corresponding to brands. This paper provides a critical discussion of the fragmented
literature on business-to-business branding which is organized in five themes: B2B branding
benefits; the role of B2B brands in the decision making process; B2B brand architecture; B2B
brands as communication enablers and relationship builders; and industrial brand equity.
Drawing on the gaps and contradictions in the literature the paper concludes by proposing an
agenda for future research.”

The article of Sheena Leek and George Christodoulides shows us the different aspects of
branding in a B2B perspective. B2B branding benefits; the role of B2B brands in the decision
making process; B2B brand architecture; B2B brands as communication are items to be
considered. The main goal of this article is that B2C branding can be used in B2B in order to
get more success. Differences between B2C branding and B2B branding are big. B2C is
mainly based on influencing an individual or group of individuals on times when they are
most likely to buy something. It’s all about excitement through identification and main drivers
are taste, fashion, importance in closest environment and culture.

B2B branding has different drivers. Not the emotional aspect is most important but the logical
aspect. Decision about buying are not made alone but by several persons each with their own
perspectives. Aspects that are most important according to this paper when concerning B2B
branding are:

- Risk reduction

- Information efficiency

- Added value

(Christodoulides, 2011)

A cross industry review of B2B critical success factors. Riyad Eid, Myfanwy Trueman and
Abdel Moneim Ahmed.

“Business-to-Business international internet marketing (B2B 11M) has emerged as one of the
key drivers in sustaining an organisation’s competitive advantage. However, market entry and
communication via the internet have affected the dynamics and traditional process in B2B
commerce. Difficulties resulting from these new trends have been cited in the literature.



Research into identifying what are the critical success factors for global market entry is rare.
This research presents a comprehensive review in this field. The study identified 21 critical
success factors applicable to most of the B2B 1IM. These factors were classified into five
categories: marketing strategy, web site, global, internal and external related factors. The
significance, importance and implications for each category are discussed and then
recommendations are made.”

The article of Riyad Eid, Myfanwy Trueman and Abdel Moneim Ahmed shows us critical

success factors of a B2B approach on the internet. There a lot of articles about a B2B

approach and e-commerce. This article is interested because of its focus on relationship
between businesses and shows the weaknesses between e-commerce B2B approach and the
traditional way of B2B. They found 21 factors which are related in B2B and an internet
approach. Not all factors are used because of the different perspective this paper has. The
factors that are selected are:

- Top management support and commitment. Both at IKEA Hengelo’s side but also at the
housing associations’. When establishing an agreement it’s important to know for
companies to know the other companies are to be trusted and committed.

- Setting strategic goals. Not only those for Ikea Hengelo but as well for the housing
associations. What does IKEA Hengelo want to accomplish with their B2B approach?
What do the housing associations want to achieve?

- Collaboration. When collaborating and discussing issues with each other the perceived
value is likely to become bigger.

- Technological infrastructure is another factor that the editors of this paper find very
important. Good and fast communication is essential and is made possible when working
with a good technological infrastructure.

- Internal Culture is defined by as the extent to which an organisation is adaptable to change
according to the editors. This is important for IKEA but also for the housing associations.

- Trust is very important in a B2B perspective. Mayer et al. (1995) defined trust as the
willingness of a party or person to be vulnerable to the actions of another party or person
based on the expectation that the other will perform a particular action important to the
trustee irrespective of the agility to monitor the other. (Mayer, 1995)

- Succesfull relationship is according to Furnell and Karweni critical and especially the
inter-organisational relationship for B2B marketing. (Karweni, 1995)

- Customer acceptance is also very important . According to Riyad Eid et al. the b2b

partners should be interested in each other’s customers.
(Riyad Eid, 2002)

Customer Value, Satisfaction, Loyalty and Switching Costs: An illusion from a business-to-
business service context. Shun Yin Lam, Venkatesh Shankar, M Krishna Erramili and Bysan
Murthy

“Although researchers and managers pay increasing attention to customer value, satisfaction,
loyalty, and switching costs, not much is known about their interrelationships. Prior research
has examined the relationships within subsets of these constructs, mainly in the business-to-
consumer (B2C) environment. The authors extend prior research by developing a conceptual
framework linking all of these constructs in a business-to-business (B2B) service setting. On
the basis of the cognition-affect-behaviour model, the authors hypothesize that customer
satisfaction mediates the relationship between customer value and customer loyalty, and that
customer satisfaction and loyalty have significant reciprocal effects on each other. urthermore,
the potential interaction effect of satisfaction and switching costs, and the quadratic effect of
satisfaction, on loyalty are explored. The authors test the hypotheses on data obtained from a



courier service provider in a B2B context. The results support most of the hypotheses and, in
particular, confirm the mediating role of customer satisfaction.”

The article of Shun Yin Lam, Venkatesh Shankar, M Krishna Erramili and Bysan Murthy
shows us that the two dimensions of customer loyalty are positivily related to customer
satisfaction and switching costs. Satisfied customers appear to be willing to repeat patronizing
the service provider and also to recommend the provider to other customers. The confirmation
of the mediating role of customer satisfaction has an important implication to management. It
suggests that for the sake of customer acquisition, it is more essential for management to
monitor changes in customer satisfaction scores than customer value scores, since customer
satisfaction rather than customer value directly affects the recommend dimension. This article
provides us with yet a factor when shifting from a B2C perspective towards a B2B
perspective.

- Customer satisfaction

(Shun Yin Lam, 2004)

Marketing-sales interface configurations in B2B firms. Wim G. Biemans, Maja Makovec
Brencic and Avinash Malshe.

“As the body of knowledge on marketing-sales interface expands, there is a greater need to
investigate the specific aspects of marketing—sales configurations in B2B firms. Using a
qualitative methodology and interview data collected from over 100 sales and marketing
professionals from the US, The Netherlands and Slovenia, this study presents a dynamic,
evolutionary spectrum of four B2B marketing-sales interface configurations. These
configurations are described in detail in terms of structure, communication patterns,
information sharing, collaboration, and strategic outcomes. The findings show that no
configuration is inherently superior. Our dynamic configuration spectrum offers managers a
toolkit to evaluate their firm's marketing—sales interface in terms of current and desired
positions, and contribute to their firm's market orientation and business performance.

The article of Wim G. Biemans, Maja Makovec Brencic and Avinash Malshe provide us with
four different marketing strategies in a B2B perspective.

Hidden marketing, marketing activities are performed by the CEO and/or sales director. The
firm's proficiency at marketing is largely determined by the background and quality of one or
a few individuals in the company.

Sales driven marketing is performed by companies that created a marketing function in
response to changing market conditions and/or increased business activity. In these firms, the
marketing function was typically a spin-off from the sales department, consisting of one or
two individuals. These newly created marketing departments tried to initiate long-term
strategic planning, but their focus remained on supporting day-to-day sales activities (e.g. by
developing sales collateral).

Living apart marketing possessed distinct marketing and sales functions, staffed by
individuals with marketing and sales backgrounds. In these B2B firms, marketing and
saleswere both established functions, each with its own identity and well-defined job
descriptions.

Marketing sales integration. possessed not only a distinct marketing function, but also an
integrated marketing—sales interface. In these companies, marketing and sales existed as
separate, independent functions, but they were closely related and played complimentary
roles. In sharp contrast to the firms with established marketing and sales functions from the
previous configuration, in B2B firms with marketing— sales integration, both functions were
jointly responsible for creating marketing plans and programs. In this case lkea Hengelo can
be called a sales-driven marketer. The editors stated that when having a sales-driven
marketing focus should be on:



- Brand awareness

- Brand equity

- Relationship marketing.
(Wim G. Biemans, 2008)

Relationship quality as a predictor of B2B customer loyalty. Papassapa Rauyruen and
Kenneth E. Miller.

“This study aims to provide a picture of how relationship quality can influence customer
loyalty in the business-to-business (B2B) context. Building on prior research, we propose
relationship quality as a higher construct comprising trust, commitment, satisfaction and
service quality. We believe that these dimensions of relationship quality can reasonably
explain the influence of overall relationship quality on customer loyalty. In addition, this
study provides more insightful explanations of the influence of relationship quality on
customer loyalty through two levels of relationship quality: relationship quality with
employees of the supplier and relationship quality with the supplier itself as a whole. Aiming
to fully explain the concept of customer loyalty, we follow the composite loyalty approach
providing both behavioral aspects (purchase intentions) and attitudinal loyalty. We seek to
address three main research issues: Does relationship quality influence both aspects of
customer loyalty? If so,which relationship quality dimensions influence each of the
components of customer loyalty? And which level of relationship quality (employee

level versus organizational level) has more influence on customer loyalty? This study uses the
courier delivery service context in Australia and targets Australian Small to Medium
Enterprises (SMEs). We selected mail survey and online survey as the two methods of data
collection, and together they received 306 usable respondents. Structural equation modeling
yields insights into the influence of the dimensions and levels of relationship quality on
customer loyalty. Results show that all four dimensions of relationship quality influence
attitudinal loyalty, however, only satisfaction and perceived service quality influence
behavioral loyalty (purchase intentions). Most remarkably, results indicate that only the
organizational level of relationship quality influences customer loyalty. The employee level of
relationship quality does not play a significant in influencing B2B customer loyalty in this
study.”

The article of Papassapa Rauyruen and Kenneth E. Miller shows us that there are some factors
that could be used as a predictor of the relationship. The factors that are important for the
relationship in B2B perspective are according to the editors:

- Customer loyalty

- Relationship quality

- Perceived service quality

- Trust

- Commitment

- Satisfaction.

(P. Rauyruen, 2005)



Wat B2C kan leren van B2B marketing. Berber Hoekstra.

For B2C professionals B2B marketing is far away from them. The communication between
the target groups and marketers. There is a need for a total different approach with B2B in
comparison with B2C. But besides major differences a few similarities exist. In both branches
the content marketing plays a central role and “giving” becomes more important than
“taking.” This article includes an interview with Ingrid Archer, founder of spotONvision. The
focus in this article is mainly on knowing your customer. Not all content is important for the
buyer your need to understand what your buyer wants. A factor that is therefore useful is:

- Knowing your customer.

(Hoekstra, 2013)

Content in B2B Marketing steeds belangrijker, Frank Watching.

“We want to go on twitter too! We have to do something with the social media. Just some
quotations that customers often give me. But why? They say the competition is doing it as
well. But B2B marketing can be more than just social media. It is more about the content now
a days. Your target group gets more and more power. They decide what to read and what not
to read.” Frank Watching’s article provides us with the introduction of a new factor. He
claims content marketing is the key in a B2B perspective. What is content marketing? Content
marketing is all about making sure that when customers seek for information about a specific
product they’ll find your website/email/brochure etc. How does content marketing work?
First you have to decide your target group and make a buyer persona to find out where your
target group is and what kind of information it seeks. Second make a need-schedule therefore
further investigation about the interests of your target group is necessary. Third scan your
possibilities of content marketing. Make sure some articles are placed in magazines about
your product which your target group is reading or use video’s and whitepaper for instance.
The content does not have to include your product or service but needs a good story. It needs
to fit to what your buyer is seeking. Your story needs to be consistent or else you won’t be
credible. Then approach your target group. They should have read about specific topics and
now you introduce your product.

(Watching, 2010)

Strategic Entrepreneurship, Philip A. Wickham.

Strategic entrepreneurship is a book written by Philip A. Wickham. In this book several
theories and ideas are explained one of these theories is the so called SWOT analysis. This
analysis will be used in the chapter which describes the relevance of the market. The SWOT
analysis contains two parts. The first parts describes the Strengths and Weaknesses. The
second part describes the Opportunities and Threats. Strengths that could be considered are a
good product, good qualitity, a good price etc. Opportunities are for instance shifts in market
orientation of customers, more suppliers in the future on the market, high educated
environment for future headhunting. The strengths and weaknesses are more focussed on what
does a company good or wrong at this moment. The opportunities and threats are future
oriented and show what things could make things change for a company. The entire analysis
is made on a micro level. This means that it is just concerning the nearest environment of a
company. For instance just Hengelo alone.

Five forces analysis, Michael Porter.

The five forces analysis made by Porter describes the market on a meso level. In this analysis
five different factors are distinguished. These factors are:

1. Entry of new competition.

2. Threat for substitutes.



3. Bargaining power of buyers.

4. Bargaining power of suppliers.

5. Rivalry among existing players.

These five factors all describe powers that exist in the close environment of the industry
where a company is located. It is used to describe the attractiveness of an industry.
(forces., 2012)

Strategic Entrepreneurship, Philip A. Wickham.

This book has been mentioned before. Then the SWOT analysis was mentioned but that isn’t
the only theory that useful is for this research out of this book. The PESTEL Analysis is also
an interesting theory. The PESTEL analysis is designed to provide managers with an
analytical tool to identify different macro level environmental factors that may affect
business-strategies. It is important to monitor because these factors influence the business-
strategies now but also in the future. There are in total six different factors in this analysis
which should be taken in to account.

1. Politics

2. Economical.

3. Social.

4. Technological.

5. Ecological.

6. Legal.



4.2 Factors.

These theories give all their insights to the differences between B2C and B2B but they also
show the importance of the differences. Major differences are for instance the volume per sale
is bigger when B2B than B2C and there are less buyers. (Hoekstra, 2013) When reading all
the articles there are several factors to mention. These factors have already been mentioned in
the previous paragraph. The factors that will be used in this paper are:

1. Commitment and trust.

The first factor is a very important factor. Commitment is the state of being bound
emotionally or intellectually to a course of action or to another person or persons. (P.
Rauyruen, 2005) Trust is believing that the other one will act as you predicted in an
emotionally and intellectual way. (Mayer, 1995) For companies it’s very important to
know that your partner is reliable and that they won’t decide the other day to break all
contact with you. Positive aspects of commitment and trust are for instance a lot of good
references, “a good name”, showing their enthusiasm and so on. Negative aspects are for
instance having “a bad name”. This factor is provided by the article of P. Rauyruen which
emphasized the importance of commitment and trust..

2. Loyalty and relationship.

Beside the commitment and trust factor this is a factor in the same scope. Loyalty is very
important. Loyalty means A feeling or attitude of devoted attachment and affection.
Relationship means a particular type of connection existing between people related to or
having dealings with each other. This factor differs from the previous factor because this
is more related to when you already arranged a deal and are already working with each
other while the previous factor is more related to the pre-working phase. This factor is
important because the buyer needs to be sure of his purchases because he has also to deal
with his customers. For instance when lkea is looking for a housing association to buy
kitchens the housing association needs to be sure that Ikea can deliver and that things
work well. Otherwise his customers, the renters, will complain. Aspects that can positive
influence the loyalty is providing good solutions when problems occur, put your best
efforts in maintaining a customer by providing lots of service aspects. Price is not so
much an issue in a B2B perspective as it is in a B2C perspective. (Christodoulides, 2011)
Aspects that can negatively affect loyalty and relationship is for instance deteriorate
contacts, providing little service and lacking in distinctive power.

3. Collaboration.

To work together, especially in a joint intellectual effort. (Riyad Eid, 2002)

Most of the articles introduce collaboration as a leading factor in a successful B2B
perspective. The idea is that, to stay in the same example, if a housing association knows
some ways to solve a problem he can work together with Ikea Hengelo to improve the
product. But it works the other way around as well, if IKEA Hengelo thinks something
could be more efficient or effective at the housing association they could discuss and try
to improve as well. The willingness to cooperate is usually a great issue when having a
B2B perspective and for selecting companies

4. Branding.
The American Marketing Association (AMA) defines a brand as a "name, term, sign,

symbol or design, or a combination of them intended to identify the goods and services of
one seller or group of sellers and to differentiate them from those of other sellers. (AMA,
2013) Branding in a B2B perspective is different than in a B2C perspective. When having



a B2C perspective brands can be used to in dentate at snapshots of buying-willingness of
customers. In a B2B perspective it’s important that a lot of people are aware of the brand,
know what the brand contains and that it’s an added value for their customers because

decisions to buy or not to buy are not made by one single person. (Christodoulides, 2011)

5. Marketing and information

Marketing is the process of communicating the value of a product or service to customers,
for the purpose of selling the product or service. It is a critical business function for
attracting customers. Marketing and information gathering but also sharing is an important
factor. Content marketing is a method which is gaining more and more share in a B2B
perspective. (Watching, 2010) Content marketing is a method which uses information
about the buyers in order to make sure they buy your product. As Frank Watching said: "if
you want to catch some fish you don’t use chocolate.” Use that information that is useful
for your buyers, that information that solves their problem. When you have a lot of
information about the buyers it’s more easy to use content marketing. Marketing in a B2B
perspective differs from B2C because the number of buyers is a lot smaller, the revenues
per order are a lot higher and there are several persons who decide to buy or not to buy.

In this paper these factors will be used in order to show what is important in a B2B
perspective. Later on in this paper these factors will be tested if they are applicable for Ikea
when considering approaching housing associations.

Besides these theoretical factors an interview has been done in order to find out if these
factors could be extended by assumptions made by Ikea Hengelo. This interview is described
in chapter 5.

4.3 Integration of factors.

When looking at the five different factors something stands out. According to the article of
Riyad Eid et al. there are some factors connected with each other. When looking at the
relationship between these factors two groups could be formed. The first group consists of
commitment and trust, loyalty and relationship and collaboration which can be seen as the
service aspect of a B2B perspective. These three factors influence each other in both ways.
You can imagine that if there is a lack of trust and the relationship is bad that supposedly the
collaboration will be bad too. (Riyad Eid, 2002) In fact the article of Papassapa Rauyruen is
partially devoted to the interaction of these three factors. “Creating a loyal B2B customer
base is not only about maintaining numbers of customer overtime, but it is also about
nurturing the relationship with business customers to encourage their future purchase and
level of advocacy. “ (P. Rauyruen, 2005) In fact this means that if you want to have loyal B2B
customers you’ll need to secure future purchases and here is where marketing kicks in.
Marketing can contribute at this level. In this way “Marketing” and “Loyalty and
Commitment” are related.

On the other hand the factors branding and marketing and information are connected which
can be seen as the product aspect of a B2B perspective. According to the article of W.
Biemans et al. there are multiple marketing strategies in for a B2B perspective. Ikea can be
assumed as a sales-driven-marketer. This type of market strategy is characterized by creating
marketing to create more sales due to changing markets. The marketing function is often a
“spin-off” of the sales department. These two characteristics are present at Ikea Hengelo
(Kamstra, IKEA Keukens, 2013)With this type of marketing strategy communicating and
providing services is very important. This is the information part of the factor “marketing and
information.” (Wim G. Biemans, 2008)


http://en.wikipedia.org/wiki/Customers

“A brand is a cluster of functional and emotional benefits that extend a unique and welcomed
Promise.” (Christodoulides, 2011) In this case branding can contributing to marketing and
information. “More recent research acknowledges that despite the differences between

B2C and B2B contexts (e.g. fewer and larger buyers in B2B markets) both B2C and B2B
brands need to engender trust and develop both cognitive and affective ties with
stakeholders.” (Christodoulides, 2011) Stakeholders are does who are positively influenced or
negatively by those actions of, in this case, a company. (Wickham, 2006) These persons can
also influence decision. For instance when approaching housing corporations in order to
provide them with kitchens one of the most important stakeholders are those that rent the
houses. If they see the advantages of having a specific kitchen provider than this could
influence the housing corporation decision in selecting their kitchen provider. This connects
the branding part with the marketing part. (Hart, 2007)

5. Methodology.

5.1 Method.

The distinction between quantitative and qualitative data in social research is essentially the
distinction between numerical and non-numerical data. (Babbie, 2011)

It is not intended to say something about all IKEA stores in the Netherlands or worldwide. To
provide for such outcomes several IKEA stores should be working on a similar research and
combine data in order to say something for all IKEA stores. Therefore this research is a
qualitative research. This qualitative research has an exploring character. Not much
information is yet known at IKEA about this specific topic. The research question in this
research is:

“To what extend are factors of a Business-to-Business (B2B) perspective generalizable for
Ikea Hengelo and companies concerning the housing sector and to which extend can B2B
activities help IKEA Hengelo with achieving their goal for the kitchen department?”

This shows an empirical character due to the fact that it’s based on observations. Observations
like standard B2B factors and the factors which influence the relationship between companies
and IKEA Hengelo for instance. Another important thing to know is that this research is not a
market research but a research to find out if IKEA Hengelo is at least able to enter the B2B
market according to the factors which are provided by literature.
This research contains several different stages. First of all we need to see how relevant the
market is for Ikea. IKEA Hengelo knows they have lots to win in the business-to-business
(B2B) market but do the benefits make up for the drawbacks? Answers will be provided by an
internet research and existing knowledge of Ikea to total kitchen market.
Second of all we need to know what factors give positive influence to a B2B approach. This
will be done through researching several academic articles which provides us with a list of
factors which are relevant for a B2B approach. Scientific databases like Scopus, Web of
Science, Google Scholar and the library of University of Twente will be used in order to find
these articles. The following search terms are used:

- Business to business factors

- B2CtoB2B

- B2B aspects in organizations

- From B2C to B2B

- Differences B2C B2B



The theoretical factors are extended with an interview with Michel Kamstra which is the
kitchen department manager of IKEA Hengelo. This interview is made in order to find out
which factors are important according to IKEA Hengelo. Besides these factors there will be
asked for positive aspects of working with IKEA Hengelo for a housing association and
possible drawbacks.

Last but definitely not least is implementing this list of factors and positive aspects and
drawbacks to the real world. A case-study will be used in order to see if the list of factors are
applicable for Ikea in order to approach housing associations. A case study focusses on a
single instance of some social phenomenon, such as a village, a family, a juvenile gang or a
housing association. (Babbie, 2011) Several housing associations are approached in order to
find out if these factors are applicable and what factors and aspects are missing in the list. |
wished to approach at least three housing associations. Suggestions were Welbions in
Hengelo, de Woonplaats in Enschede and Woonbeheer in Borne. Unfortunately only two
respond to my request. Only Welbions in Hengelo and Woonbeheer in Borne responded.
These housing associations were interviewed with an open-ended questionnaire. These
questionnaires, when possible, were recorded. After having interviewed the housing
associations these guestionnaires are written in words exactly and all lines are numbered in
order to refer to certain parts of the interview.

The factors that will be tested in the interviews with housing associations are:

1.Commitment and trust.
2.Loyalty and relationships.
3.Collaboration.
4.Branding.

5.Marketing.

These factors need different ways of measuring. Definitions of these factors have already
been given in chapter 3. These factors will be included in the interviews and the “likert-scale”
will be applied. (Babbie, 2011)

The likert scale can provide us with some insights to what extend the companies think these
factors are important. Besides the factors found in the literature there is a good chance that
there are some factors not mentioned. Therefore open questions will be used in order to find
out what factors are missing. This gives this research a participatory action research aspect in
which the people being studied are given control over the purpose and procedure of the
research according to Babby. (Babbie, 2011) Appendix C shows us the questionnaires which
will be used in interviewing the companies.

Babby stated that we should think comparatively therefore three different housing
associations are selected within the region of Twente. This also provide us, in combination
with different ways of observation, with another important aspect of qualitative research,
obtain multiple viewpoints. These different ways of observation are done with questionnaire
but also by looking how the respondent is acting and how it appears to feel like. When
someone is for instance constantly turning red in his face there could be more information that
he or she is currently not willing to give.



During the interviews Steinar and Kvale identified seven stages in the complete interviewing
process. These stages are:

1. Thematizing, in this stage the purpose of the interview should be clarified and
concepts-to-be-explored should be mentioned. This is already done in the introduction
which includes a problem statement.

2. Designing, this stage concerns laying out the process through which you’ll accomplish
your purpose. This is done in this chapter which describes how the outcome should be
accomplished.

3. Interviewing, doing the actual interview. This is done at two different housing
associations.

4. Transcribing, creating a written text of the interviews. As mentioned before in this
chapter the complete interviews are written down on paper and every row is numbered
to make it easier to refer to specific parts in the interviews.

5. Analysing, determining the meaning of gathered materials in relation to the purpose of
the study. This is done in chapter 6 “Analysis”.

6. Verifying, checking the reliability and validity of the materials. This is also done in
chapter 7 “Outcomes”.

7. Reporting, tell others what your findings are. The findings are reported in the chapter
Outcomes.

(Babbie, 2011)
As shown this stages are not only for a complete interview but also identify the different
stages in this report.

5.2 Summary methodology.

This paragraph is a short summary of actions that were taken in order to achieve a list with
factors that are necessary for a B2B perspective for IKEA Hengelo and to find out if their
expectations about benefits and drawbacks for housing associations when selecting IKEA
Hengelo as their new kitchen provider are right.

First there is made an impression of the market and their volume added by the outcomes
of the interviews.

Second a literature research is done for searching for theoretical factors. These factors are
tested in the interviews.

Third IKEA Hengelo is approached in order to find out how they think they could comply
to these theoretical factors and if there are factors missing according to IKEA Hengelo.
Besides these factors there will be questions about what could be benefits and drawbacks for
housing associations when selecting IKEA Hengelo as their kitchen provider.

Fourth housing associations will be approached in order to test these theoretical factors
and if there are factors missing. Then the assumptions which are made by IKEA Hengelo
about possible benefits and drawbacks are tested at the housing association.

After these interviews there should be a good view of what factors which play a role in a B2B
perspective and the different benefits and drawbacks for housing associations when selecting
IKEA Hengelo as their kitchen supplier.



6. The market.

6.1 Introduction.

This paper is not so much a market research but more a research in order to investigate what
differences and what similarities there are for shifting from a B2C approach to a B2B
approach. However it is interesting to see the relevance of the market. When regarding IKEA
Hengelo first a SWOT analysis is made followed by a five-forces analysis and a PESTEL
analysis. These analyses are briefly discussed in the next paragraph. (Wickham, 2006)

A further market research is necessary to provide with more insights before entering the
market of B2B.

When reading the next paragraph some assumptions are essential to know. The micro
environment is just Twente and the meso environment is Overijssel while the macro
environment is the Netherlands as a whole.

6.2 Analyses

First of all a SWOT analysis is made. A SWOT analysis shows the strength and weaknesses
and the opportunities and threats of a particular action on the market. It is often used by
starting companies but can also be useful when a different market orientation is thought off.
The SWOT analysis is made on a micro level. This means that it’s just concerning the region
IKEA Hengelo is performing in. For making this SWOT analysis the interview with Michel
Kamstra has been used. Michel Kamstra is manager of the kitchen department in IKEA
Hengelo. The interviews with the housing associations, which are included with this report,
are also used to see if the strengths and weaknesses which the interview with Michel Kamstra
provided are legit.

Strengths:

- One of the strengths IKEA Hengelo has is the cost efficient part. IKEA Kitchens are
not necessarily the cheapest on the market due to the fact that constructing markets
also provide kitchens with an amazingly low price but with a lot less quality. When
comparing their products with similar products of the competition IKEA is the
cheapest. (Kamstra, IKEA Keukens, 2013) Confirmed as a strength by the housing
associations (Appendix D and E).

- Another strength is that there is no need for an own warehouse anymore for the
housing associations. Due to the large store and the wish of IKEA to provide kitchens
from stock. (Kamstra, IKEA Keukens, 2013) Confirmed as a strength by the housing
associations, however it is not unique. (Appendix D and E).

- Clear price groups which makes it possible for renters to choose a kitchen that they
like. When | visited IKEA Hengelo and looked around at the kitchen department it was
clear that IKEA tries to be as transparent as possible. Every little component has his
own price tag. At the door presentation prices for kitchens without appliances are
given. In this way people can see how much difference there is between kitchens with
the standard door and a kitchen with a specific door that they like. (Kamstra, IKEA
Keukens, 2013)

- Warranty conditions are a strength as well. Due to the longterm, standard warranty
conditions for the cabinets 25 years, sinks and faucets 10 years and appliances 5
years IKEA can be seen as one of the best warranty providers in the market. (IKEA.nl,
2013) Confirmed as a strength by the housing associations (Appendix D and E).

- Good location at the highway Al gives the housing associations the possibility to use
the storage IKEA Hengelo already has but is also easy for their customers.

- IKEA Hengelo does also sell additional attributes for the kitchens. For instance
drawer dividers. The whole package is offered at IKEA Hengelo which makes it
possible to buy a complete kitchen.



Weaknesses:

- Cabinets are not assembled yet is a big disadvantage for housing associations. This
means that their fitting teams have to assemble the kitchens at location. (Kamstra,
IKEA Keukens, 2013)

- Giving discount is a good mind playing game. Unfortunately IKEA does not provide
this opportunity due to the fact that the wish to have transparent prices. (Hengelo,
2013)

- Brand image issues is also a weakness of IKEA Hengelo. Of course they provide long-
term warranties and try to enhance their quality aspect but most people see IKEA as
an low price store. (Appendix E)

Opportunities:

- Housing associations deciding to order IKEA kitchens could lead to enormous
impacts of the average sale a day for IKEA Hengelo (see paragraph 5.3).

- Positive reactions from renters which results in visits to IKEA Hengelo and thus some
more indirect revenues. IKEA sells more than just kitchens and therefore people could
come by and shop for other items in their houses.

- Extending B2B activities and offer entire IKEA Hengelo product range can increase
revenues enormous. IKEA also provides bathrooms which is needed in every house but
also for furnished houses the housing associations could buy their sofa’s and dining
room tables at IKEA Hengelo.

Threats:

- Critical employees leaving at IKEA Hengelo. For instance the one who has contact
with the housing assocations.

- IKEA Netherlands forcing IKEA Hengelo to quit with B2B activities. IKEA is not yet a
B2B player and therefore IKEA Hengelo could be obliged to cancel any activity from
upper hand.

The 5-forces analysis is a model provided by Michael Porter. This model shows the forces
that play a leading rol in determining the profit expectations for a particular market. Instead of
the SWOT analysis this is more on a meso level which concerns in this case Overijssel. These
five forces are:

1. Power of suppliers. IKEA has a big network of suppliers and distributors. For IKEA
worldwide IKEA Hengelo is just a small spot on a bigger plot. This does not mean everything
is right all the time. Sometimes there are some delivery issues. (Hengelo, 2013)

Besides the “normal” delivery issues IKEA Hengelo needs to make sure that the possible new
kitchen sales to for instance housing associations could be provided in the first place. Does
IKEA Hengelo have the abilities to sell an additional 1000 kitchens a year? How can IKEA
Hengelo assure that these kitchens will be delivered properly?

2. Power of substitutes. This power is less active when concerning IKEA Hengelo and their
possible B2B perspective. Houses need kitchens. Of course you could eat outdoors every
night but unfortunately not everyone is in the position of doing so. Especially the niche IKEA
Hengelo is trying to approach, housing associations, should always have a kitchen.

3. Power of competition. This power is the strongest one. Who is delivering the kitchens right
now? What are their benefits when comparing with IKEA Hengelo? Why are they selected?
Just some questions that need to be answered before even concerning to approach the market.
4. Power of new entries on market. There is always a possibility that when something seems
to work out fine others try to benefit from it. In this case IKEA Hengelo is a new entry and



should therefore be listed in the five forces analysis made by current providers of kitchens to
housing associations.

5. Power of buyers. This is also a strong power. Most companies are used to getting discount
when negotiating about a new kitchen deal. IKEA Hengelo does not work that way. Instead of
most other companies IKEA is volume driven which means that if something seems to be
selling fine and in high volumes IKEA is able to produce bigger batches of that product which
makes the cost per unit lower and the selling price could be lower too and therefore sell even
more of that product. (Hengelo, 2013)

Last but not least there is the PESTEL analysis. This analysis is at a macro level, which in
this case concerns the Netherlands. The PESTEL analysis consists of six factors. These
factors are Politics, Environmental, Sociological, Technological, Economical and Legal.
These six factors are the most important factors to influence the industry and all in their own
way.

Macro environment
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When influencing the industry also companies are involved. It is important to know what
current factors have an effect on the industry, what could change within these factors and how
to exploit these changes. The factors are shortly described underneath.

1. Politics are a powerful factor in this case. Minister Stef Blok stated that housing
associations should try to maintain existing houses for instance. (Nu.nl, Corporaties moeten
investeren in opwaardering, 2013) This means that old houses should not be crushed but that
these should be renovated. Because most of these old houses are not very expensive for
renters the housing associations will try to make these renovations as cost efficient as
possible. This could be an important change in the industry which gives IKEA the possibility
to jump in. IKEA Hengelo believes they could contribute to that. (Kamstra, IKEA Keukens,
2013)

2. Environmental IKEA Hengelo has several products which are technological created to
cause less harm to the environment. For example the kitchen faucets are 30% more water
saving than older faucets (IKEA.nl, 2013). Cabinets are transported in small packages which
causes less transportation of “air” which causes less lorries on the road and therefore less
greenhouse gasses. (IKEA.nl, 2013) Besides the cabinets and the faucets IKEA claims to
plant new trees for every tree that is cut down, this is called the Sow and Seed project.
(IKEA.nl, 2013) The government is increasingly focussing on reduction of environmental
harm. There is also a shift in the views of consumers in the Netherlands they do find it more
important to cause little harm to the environment. (Flach, 2013) The replacement of single
components could be seen as reduction of environmental harm because just the parts that need
to be replaced are replaced instead of entire kitchens. When customer view shifts more
towards being environmental friendly and governments try to stimulate this shift IKEA could
sell more and gain more market share.



3. Sociological is a factor which IKEA Netherlands could jump in to. When they fully
understand the need and lifestyle of people they can adjust their marketing and products on to
it. For an housing association for instance it’s also important to know what their customers
want. If they see the benefits for their customers and the enhanced living experience which it
creates they have more happy renters. Hypes and trends in fashion are important to follow
when offering kitchens. Popular themes and colours should be available in the price range of
housing associations. The good image IKEA has obtained due to collaborations with UNICEF
and Save the Children could be a reason for a company to get involved with IKEA.

When looking at the demographical part in Twente the increasingly more elderly stands out.
(CBS.nl, 2012) In the big cities Almelo, Enschede, Hengelo we see respectively 16, 15 and
17% of total population. According to the same report this numbers will keep increasing over
time. IKEA should therefore think of a way to serve these customers as well. fitting service.
The increasing numbers of elderly is not an advantage for IKEA. Fitting themselves is for
most elderly not an option and therefore a service like the appliance fitting service or the
delivery services should be enhanced. The number of persons living in a house is also a good
thing to keep in mind. For Almelo, Enschede and Hengelo the average number of persons
living in a house are respectively 2,27, 2.03 and 2.21. The percentages of single-person
households in comparison with all households we find that these numbers are respectively
33,9%, 44,0% and 36,1%. This is a big niche within the market. IKEA should think of a way
how to serve this specific market. What is import for single-person households? How can we
jump in to these needs?

4. Technological shows how important it is for a company to try to get some technological
benefit. IKEA kitchens have a technological benefit. Because of the standardization of their
products they offer relative cheap products with a good quality. The separate components of a
kitchen is also a benefit because these can be replaced without the need of an entire new
cabinet which is more cost efficient. IKEA Netherlands should look for new technological
opportunities to increase the benefits their products offer and especially for kitchens. When
regarding the demographical shifts this is extremely important. Try to enhance the
technological benefits in the future and make sure new benefits are created.

5. Economical is a factor of the PESTEL analysis which shows what opportunities there could
be when economy is good or what threats there are when the economy turns out bad. It is used
to focus on countries but in this case its focussed on the economy in the Netherlands. When
economy keeps turning out bad this could be an advantage for IKEA Netherlands in order to
sell more kitchens to housing associations and other companies in the housing sector. When
the economy is not going well all companies seek for a way to reduce their costs. Buying
kitchens from IKEA instead of the other kitchen providers could reduce their cost in multiple
ways, for instance no warehouses anymore. IKEA will need to find a way in order to stay
more cost efficient for housing associations. IKEA Hengelo believes this is made possible due
to lower costs of kitchens but also by providing more solutions for replacement parts.

6. Legal could play a big role when government decides that every rental house should have a
new Kitchen in 15 years. Or when they decide to set a maximum percentage of revenues to
maintenance of a company’s assets of for instance an housing association or some other
company in the housing sector



6.3 Relevance of market.
The first sub-question in order to answer the research question was how relevant is the B2B
market and in particular the housing sector for IKEA Hengelo? There are multiple companies
to think of when having a B2B perspective as IKEA, In this paper only the relevance of the
housing associations is mentioned because this is in line with the case study.
Of all households in the Netherlands about 3 million houses are rented. Approximately 75%
of those rental houses are rented by those who find it hard to find a place to live. This is the so
called social rental sector. The social rental houses are only for those that earn less than
34.229 euro. (Rijksoverheid, 2013)
Housing associations provide these social rental houses and are obligated to offer at least 90%
of their houses for the social rental sector. The other 10% could be used for rental houses for
people who earn more than 34.229 euro. The North-East region of the Netherlands, in which
IKEA Hengelo is operating, has a total of 776500 rental houses. The part Twente in this
North-East region has a total of 100.500 rental houses. (VROM, 2006) All these numbers are
from a research provided by the government made in 2006.
The housing associations that are approached for the case study have the following number of
houses in their portfolio:

1. De woonplaats Enschede has 17.000 houses in their portfolio. (woonplaats, 2013)

2. Welbions Hengelo has 13.000 houses in their portfolio. (Welbions, 2013)

3. Woonbeheer Borne has 2.296 houses in their portfolio. (Borne, 2011)

Besides these three housing associations there are some more that could also be interesting for
IKEA Hengelo but are not included in the case study.

Domijn Enschede has 15.000 houses in their portfolio. (Domijn, 2013)

Ons Huis Enschede has 5.000 houses in their portfolio. (OnsHuis, 2013)

WBO Wonen in Oldenzaal has 4.000 houses in their portfolio. (WBO, 2013)

Beter Wonen in Alemlo has 6.400 houses in their portfolio. (BeterWonen)

St. Joseph Almelo has 5.500 houses in their portfolio. (StJA, 2013)

AR

In the table is shown what impact the different housing associations could have per year.

Housing Number of Average Impact sales a Kitchens
association. houses. kitchen need day IKEA sales oS
per year. Hengelo. definition.

Woonplaats 17.000 1133 3.50 1.75
Welbions 13.000 867 2.68 1.34
Woonbeheer 2.296 153 0.47 0.235
Domijn 15.000 1000 3.09 1.545
OnsHuis 5.000 333 1.03 0.515
WBO 4.000 267 0.82 0.41
BeterWonen 6.400 427 1.32 0.66

St. Joseph Almelo | 5.500 367 1.13 0.565
Total 68.196 4.546 14.03 7.015

As shown in above lists there is a huge numbers of houses that are in the social sector. All of
these houses need a kitchen. In most of the houses there is already a kitchen. IKEA’s
definition of a kitchen is 11 sold cabinets. (Kamstra, IKEA Keukens, 2013) Most of the social
rental houses have 5 or 6 cabinets in each kitchens. Therefore the numbers of sold kitchens is
divided by 2. The above calculations are made having some assumptions. One of these
assumptions is that kitchens have an average life span of 15 years. (Laatjebouwen, 2013)




The mentioned housing associations have a total of 68.196 houses. Assuming that every
kitchen is replaced at an age of 15 years this means that an additional average sale of 4.565
kitchens a year is realized when all of the 8 mentioned housing associations chooses IKEA
Hengelo as their kitchen provider. IKEA Hengelo is opened six days a week, Monday till
Saturday. Every month there is one addition, Selling Sunday. This means IKEA Hengelo is
opened for 324 days a year. (IKEA.nl, 2013) When all housing associations choose IKEA
Hengelo this means an additional sales of 14.09 kitchens a day. The definition of kitchens
according to IKEA is 11 cabinets. (Kamstra, IKEA Keukens, 2013) Most social rental houses
consists of 5 or 6 cabinets and therefore the total sales of kitchens should be divided by 2.
Besides the direct sales of the kitchens to the housing associations people get in contact with
IKEA products and the chance that they go to IKEA for complementary products is a lot
bigger. (Salesmanager, 2013)

6.4 Answering the question.

To give a clear answer to the question “How relevant is the market? ” \We can assume that this
market has a lot of potential revenues and therefore is more than relevant. When looking at
the goals for IKEA Hengelo all housing associations could contribute to achieving this years’
goal when acting alone. The goal set for this year is 6,5 kitchens a day and currently IKEA
Hengelo sells 6 kitchens a day. The lowest kitchen/day ratio is 0,47. This are all numbers
which only concerns housing associations. There are a lot more companies to be thought of.
This means that approaching companies and shifting towards a B2B perspective could indeed
contribute to achieving the goals set for next year.

It’s important to keep in mind that this market, the housing associations market, is not the
only market which can be thought of when approaching companies for a B2B relationship.
This is just a niche in the market which previous sales manager Stefan Kroeze and me thought
could be interesting. Besides the housing associations IKEA could think of institutions which
provide temporarily houses for students, sports (wo)men and or temporarily living people. Or
perhaps healthcare institutions and rehabilitation clinics like TACTUS in Enschede. In other
words it’s one of the many possibilities.



7. Analysis.

7.1 Introduction.

For this research some interviews are held. These interviews were taken at Welbions in
Hengelo and Woonbeheer in Borne which are both housing associations. Questions were
asked in order to provide this research with some answers to which extent the factors
described in the literature are corresponding to reality when regarding housing associations.
Besides these factors assumptions made by IKEA Hengelo are asked in order to provide them
with some information about the expectations of IKEA Hengelo and the expectations of
housing associations. The questionnaires are written down word by word in appendix C for
IKEA Hengelo and appendix D and E for the two housing associations. Chapter consists of 6
paragraphs. Each factor has its own paragraph and in the last paragraph the assumptions made
by IKEA Hengelo are discussed.

7.2 Collaboration.

Collaboration is the extent to which companies or individuals work together to achieve a
collective goal or to achieve both individual goals. (Riyad Eid, 2002) Because the article of
Riyad Eid et al. does not provide with specific guidelines some guidelines are found on the
internet. Suggestions made by cultuurnetwerk.nl which provide us with some key indicators
for a good collaboration. (Cultuurnetwerk.nl, 2013) Some of these suggestions are: one should
write their own goals and keep trying to achieve these goals. Besides own goals it’s essential
that both party get some sort of benefit from the collaboration. Money alone is not the key
issue in a B2B relationship. When asking about collaboration Michel Kamstra thought that the
collaboration between businesses is very important in order to have a successful B2B
interaction. He thinks that this is one of the most important factors when selecting new
companies for a B2B interaction. He also believes that IKEA Hengelo could not be
considered as such. (Appendix C r23-29) When asking Welbions about the collaboration
factor there was a clear answer. They stated that the collaboration between businesses is one
of the key drivers in a successful B2B relationship and for it is for them when selecting new
partners extremely important. In contrast to what Michel Kamstra believes, Welbions thinks
that IKEA Hengelo could be a collaborative partner.(Appendix D R15-25) When asking
Welbions for examples which show a good collaboration they believe that it is important for
them that the other one does not simply do what is been asked but contributes to the services
and products that they deliver. Work together in order to achieve something. (Appendix D
R33-37)

Also Woonbeheer Borne think collaboration is a key factor. When asking mister Wantschers
of Woonbeheer Borne about the collaboration part he stated that it is extremely important and
that it is definitely used when selecting new partners. When asking about a specific example
mister Wantschers said that Bribus, the current kitchen supplier, has an own showroom
downstairs in their headquarters. When people need a new kitchen they simply come to
Woonbeheer Borne and a sales employee of Bribus comes to explain curtain specific things
about kitchens. In this way the service level towards customers of Woonbeheer Borne is
absolutely great but it also provides Bribus with an opportunity to up-sell their products.
(Appendix E R5-25)

They theory already predicted that a good collaboration should be beneficial for both party
and the example given by Woonbeheer Borne is a good example how such a thing could be
implemented because in with this example the collaboration contributes to the service level
goal that Woonbeheer Borne wants to achieve but it also contributes to the sales goal that
Bribus is trying to achieve.



The collaboration part is very important in the current relationship of Bribus and Welbions
and Woonbeheer Borne. Collaboration is needed because housing associations want more
than just an order that is delivered well. Their wish is that suppliers think for and with the
housing associations. Welbions stated that it’s important that the two companies should
achieve something together. Woonbeheer Borne has an even more deeper collaboration with
Bribus. One of the aspects should be that a collaboration is beneficial for both parties. Due to
the showroom in Woonbeheer Borne’s headquarters this is made possible in this relationship.
IKEA should think of a way to establish a good collaboration. One of the suggestions made
by the housing associations is that there should be an additional department which is only
concerned with the B2B activities. One good advice both housing associations gave is do not
do the B2B activities on a side (Appendix D R148-150 and Appendix E R109-110).

If we look at the important factors which concern the collaboration part the article of Riyad
Eid et al. stated that there should be a large support and commitment at the top managers of
both companies. In case of IKEA the top managers of IKEA Hengelo are very interested but
how do they national managers feel about a collaboration? Communication lines should be
short which is proved by the fact that if something is wrong the housing associations only
need to make a phone call and their problem will be solved by Bribus. IKEA should also think
about how the communication part will be filled in. One factor of collaboration which IKEA
is very good in is that Riyad Eid et al. stated that in a B2B relationship it is important to be
interested in each other’s customers. The customers of the housing associations are in fact
currently a target group for IKEA Hengelo if not with kitchens than with other products.
(Riyad Eid, 2002)

7.3 Commitment and trust.

According to Riyad Eid et al. commitment and trust are fundamental for a good collaboration.
(Riyad Eid, 2002) “Understanding the nature of trust and the importance of its contribution to
loyalty will leave a major impact on how businesses develop and manage their B2B
relationships.” (P. Rauyruen, 2005) The article of P. Rauyruen et al. stated that customers
need to be confident about a successful and reliable transaction with some company. They
need to feel safe in their dealings with suppliers and that they can trust their suppliers. This
feeling of being safe in a transaction is likely to be bigger in a B2B perspective than in a B2C
perspective because the costs of shifting, the number of sales and the impact on the companies
are a lot bigger than dealing in a B2C market. (P. Rauyruen, 2005) When asking Michel
Kamstra if he recognize the importance of trust he confirmed right away. He stated that if a
housing association orders something for a project it’s important to deliver on time because if
houses are already finished except for the kitchen this costs a lot of money for the housing
associations (Appendix C R46-50). Welbions Hengelo stated that trust is important and that
IKEA Hengelo has a good name. They have to prove themselves for the B2B market first is
there final statement about this topic. They found it hard to say if they think IKEA is devoted
and committed to be a player on the B2B market (Appendix D R46-56). When asking
Woonbeheer Borne the statement is clear. Mister Wantschers said if | go to the Mediamarkt to
buy a television | do not expect the same service level as the local television retailer at the
corner of my street (Appendice E R36-43). The theory of P. Rauyruen et al. is confirmed by
the restraint statements the housing associations both give, “they have to prove themselves
first”.

Trust is very important which P. Rauyruen et al already mentioned in their article. Not only if
IKEA really wants to enter the B2B market and is committed enough to stay in a long-term
relationship but also things like delivery issues, quality problems and other problems that
could occur during the long-term relationship.



When Michel Kamstra was asked if he had an idea about the additional kitchen sales due to
the collaboration between IKEA and a housing associations he had no idea (Appendix C R18-
21). Can IKEA Hengelo handle the additional sales? Is there storage and forecast system able
to be accurate enough to make sure they are reliable kitchen suppliers? Lead times short
enough for the housing associations? These are all some questions that IKEA needs to think
about. The article of P. Rauyruen et al. indicated that for a high level of commitment and trust
there should be a great level of loyalty towards each other. The next paragraph will show that
the loyalty between the housing associations and Bribus is very high. The perceived service
quality is also very high. Both housing associations find Bribus a great kitchen provider.
(Appendix D and Appendix E) (P. Rauyruen, 2005)

7.4 Loyalty and relationship.

“Customer loyalty has a powerful impact on firms’ performance and is considered by many
companies an important source of competitive advantage. The consequences of enhanced
customer loyalty in service firms are increased revenue, reduced customer acquisition costs,
and lower costs of serving repeat purchasers, leading to greater profitability” (Shun Yin Lam,
2004) Loyalty is most important for both parties. But in case of IKEA Hengelo the loyalty of
housing associations is more important due to the fact that IKEA Hengelo wishes to be the
new Kitchen supplier. When asking to the loyalty of the housing associations towards their
current kitchen supplier there is a clear and straight answer. Both housing associations stated
that they are really loyal to Bribus because Bribus made a lot of effort in improving
themselves for a sustainable relationship. Welbions calls it a preferred partnership which is
aimed at continuity. The triangle relationship is inflicted by almost every action from a
housing association and the kitchen supplier. When there is some trouble with a kitchen the
renters will come to Welbions instead of Bribus and “we’ll have to handle it.” Now Bribus
takes care of every single problem “we just have to make a phonecall” (Appendix D R39-44).
When shifting to another kitchen supplier it brings complications to maintenance as well. If a
cabinet-door is broken in a kitchen sold by the previous supplier than you need to get a new
one from the old supplier which is not happy with you anymore and you’ll need an
administrative division to keep record of what kitchen is in what apartment. (Appendix D
R58-66). Woonbeheer Borne is a lot shorter in their answer. They stated that a good
relationship needs a good reason to be broken. They are very loyal to Bribus (Appendix E
R45-47). The theory is yet again confirmed. The customer loyalty has indeed a powerful
impact on firms performance and is indeed to be considered to be an important source of
competitive advantage. IKEA Hengelo is not likely to repudiate Bribus as the kitchen supplier
voor Woonbeheer Borne and Welbions and therefore Bribus has a competitive advantage.
Welbions did say that houses that are going for sale could be suitable for an IKEA kitchen
(Appendix D R76-77). This could be an interesting entrance for IKEA Hengelo.

Loyalty and relationship is a very dominant factor. When both housing associations were
asked if they ever looked for different kitchen suppliers they stated that a good relationship
needs a good reason to be broken. This shows that they are very loyal to their current kitchen
supplier. IKEA Hengelo should take the loyalty of housing associations into account when
actually entering the B2B market.

As the article of Shun Yin Lam already indicated customer satisfaction is very important in
this factor. Due to the different approaches Bribus takes in order to satisfy the housing
associations needs the loyalty of the housing associations is very big towards Bribus. (Shun
Yin Lam, 2004)



7.5 Branding.

“Despite the number of benefits a strong brand can convey to both the seller and the buyer, it
is surprising that many industrial companies are not utilizing it. There are a number of reasons
why there is a lack of branding amongst B2B companies.” (Christodoulides, 2011)
Christodoulides et al. stated that to be successful in a B2B perspective the branding part plays
an important role despite the fact that not so many companies pay attention to it. A benefit
from a brand is for instance the fact that Welbions thinks that because IKEA has a good name
they won’t make a problem about everything and they believe that problems will be solved
adequately (Appendix D R132-133). But brands also do have their downsides because
Woonbeheer Borne calls IKEA too big to handle and unwieldy. When Michel Kamstra was
asked how he thinks people look at the brand IKEA kitchen he stated that housing association
should be aware of the quality and that they main doubts about IKEA could be the way the
handle themselves on the B2B market (Appendix C R52-55). When asked the housing
associations about their opinion about the brand IKEA kitchen they both said actually the
same thing. They had some doubts if the quality IKEA provides is the quality they wished for
in their houses. When asked if they had any knowledge about warranties and quality
performance of IKEA both had no idea that IKEA delivers 25 years of warranty on kitchens
(Appendix D R72-74 and Appendix E R51-52).

One aspect of housing associations is that the real customer for a kitchen supplier isn’t the
housing associations but the renter. When asked about Welbions’ and Woonbeheer’s feelings
how their customers would think about the brand IKEA Hengelo Welbions stated that there
should be a difference in social renters and those how rent socially. He think the social renters
will think pretty good about IKEA while the top-renters could think less good about an IKEA
kitchen (Appendix D R79-86). Woonbeheer said that most people would think it’s good
enough when it’s their own money spend (Appendix E R55-57).

Branding is an important factor for a B2B perspective. When asked what Welbions thought
about the brand IKEA kitchen they stated that they are not sure the quality IKEA delivers is
the quality they want in a kitchen in one of their houses. When asked if they knew the
warranty terms they answered no. If IKEA wishes to extent their market orientation towards a
B2B perspective they should think of a way to put the IKEA kitchens in the market. Price
alone is not enough in a B2B perspective. According to Sheena Leek et al. there are some
factors of B2B branding important. These factors were

- Risk reduction

- Information efficiency

- Added value

When reading the interviews there are a lot of concerns about risk reduction and information
efficiency. Welbions said that if they switch to different kitchen providers that there is a need
for a large administrative part which shows what kitchens are in the different houses. When
switching to a different provider the old one will be less happy with you and could play hard.
This indicates the risk reduction part why it is hard for an housing association to switch to
IKEA Hengelo as kitchen provider. Woonbeheer stated that IKEA is too big and unwieldy
which indicate some doubts about the information efficiency. Besides that Woonbeheer also
said that the differences between the kitchens are not that big. This indicates the added value
part. (Christodoulides, 2011)



7.6 Marketing and information.

“Sales driven marketing is performed by companies that created a marketing function in
response to changing market conditions and/or increased business activity. In these firms, the
marketing function was typically a spin-off from the sales department, consisting of one or
two individuals.” (Wim G. Biemans, 2008) In case of IKEA this happens too. As an initiative
from the sales department Kitchens this research has been done in order to show the
differences and similarities that exist between B2B and B2C. In terms of marketing it’s
important to get attention of your target group in such a way that they only receive the
information that solves their problem. This is what Frank Watching calls content-marketing.
(Watching, 2010) Berber Hoekstra actually agrees with Frank Watching as he said it’s
important to know your customers and jump in to possibilities that occur due to the fact that
you know them. (Hoekstra, 2013) These articles combined delivered this paper the factor
marketing and information. Michel Kamstra stated in his interview that B2B marketing is
very bad at the moment in IKEA Hengelo. Of course because the B2B perspective is not their
key perspective (Appendix C R58-62).

When Welbions was asked how well they thought IKEA Hengelo provided information about
their services and products towards companies they said never to be approached by anyone of
IKEA Hengelo and did not even receive a folder with information (Appendix D R92-94).
They relativized it by saying IKEA Hengelo was not on the B2B market before. When asking
if they ever have sought for information about different kitchen providers they stated that a
while ago they searched for a new kitchen supplier and when they finally found one they held
on to a sustainable relationship. When selecting a provider the preconditions are very
important. Preconditions like making a phone-call to Bribus to solve a problem in a house.
These preconditions make Bribus now-a-days a very good partner (Appendix D R97-100).
Berber Hoekstra et al. and Frank Watching both emphasized that knowing your customer and
using content marketing is very important. Bribus shows that it works.

When asked Woonbeheer Borne they also stated that they were never approached by IKEA
Hengelo in any way at all. The level of marketing towards companies is very low at IKEA
Hengelo. The question if they ever searched for other kitchen providers gave a similar answer
as Welbions. Woonbeheer Borne stated that there are actually three important providers of
kitchens in the project construction world. These are Bribus, Bruynzeel and Keller. They
differences are very little if there actually are differences. They have to earn a contract by
providing good preconditions (Appendix E R69-72).

Marketing and information is definitely an important factor for a B2B perspective. Bribus has
provided the housing associations with certain convenient services like the showroom in
Woonbeheer Borne’s headquarters. Besides the showroom at Woonbeheer Borne, which is
definitely an advantage for Woonbeheer Borne and shows that Bribus is gathering
information about customer’s needs, Bribus shows that they are easy partners in use. When
something is wrong with a particular kitchen all the housing associations need to do is make a
phone call and their problem will be solved. IKEA has never contacted the housing
associations in order to provide them with information about their kitchens. This is al part of
the relationship marketing which Wim G. Biemans et al. discussed in their article.

Jumping into opportunities with information gathered from your customer and information
spread about, in this case, IKEA can therefore provide a competitive advantage which Bribus
has carried out good.

When looking to the other factors of marketing and information which Wim G. Biemans et al
have provided us brand awareness and brand equity with both these factors IKEA Hengelo
has some work to do. Both housing associations knew IKEA Hengelo sells kitchens
(Appendix D and Appendix E) but think the equity of the brand is not great. “I do not know if



the quality which IKEA provides is the quality we wish for in our houses” is said by Welbions
and indicates serious doubts with the brand equity.

7.7 Assumptions advantages and disadvantages.

During the interview with kitchen department manager Michel Kamstra special attention
wend to possible advantages and disadvantages of an IKEA Kitchen for companies. He
thought that the separated components for an IKEA kitchen, the clear price groups of the
kitchens with different styles which makes it possible to provide some identity to a kitchen
(Appendix C R63-69). Also the warranty terms are an advantage according to Michel
Kamstra. These warranty terms are 25 years for a kitchen, 10 years for sinks and faucets and 5
year for appliances. (Kamstra, IKEA Keukens, 2013) Of course also the disadvantages have
been spoken of. Michel Kamstra thought there is one big disadvantage of an IKEA Kkitchen.
The cabinets of the kitchens are not assembled yet and therefore it takes more time to replace
a kitchen cabinet or an entire kitchen. Other kitchen providers deliver cabinets as a whole
which are very fast to assemble in a house (Appendix C R70-72). When asked if these
advantages are really advantages for housing associations the answers are clear. Separated
components, clear price-groups and styles are not distinctive advantages for IKEA kitchens.
Bribus does deliver these advantages as well. No storage needed because of the big IKEA
store at an easily accessible location is not an advantage at all. “It is weird to get your stuff at
all your suppliers” and “The mechanics are having free coffee first when they need parts for a
kitchen” are quotations of the interview with Welbions (Appendix D R104-130). When asked
to the disadvantage Michel Kamstra came up with Welbions said that this is a big advantage
indeed. You are going to enhance the assembly time. Mechanics already complained when
they had to carry 3 assembled cabinets 4 stairways up imagine what it would be like if every
little package has to be carried up. Bribus has an entire kitchen block of 180cm which can be
carried by two mechanics and just has to be fitted to the wall and their job is done. “When
considering that mechanics costs around 50 euro’s an hour it’s not hard to imagine that cost
are going hard* (Appendix D R135-140).

These advantages and disadvantage are also discussed with Woonbeheer Borne. Woonbeheer
Borne did see the advantages of separated components but it was not a distinctive advantage.
Bribus delivers this as well. The fact that there is no need for an own storage did not impress
Woonbeheer Borne as well. They stated that they did not have a storage at the moment and
when something happens Bribus is called and fixes their problem. The clear price groups are
definitely an advantage stated Woonbeheer Borne but in fact Bribus delivers that as well. The
only advantage which was really an advantage and distinctive as well are the warranty terms
which IKEA kitchens have. Woonbeheer Borne stated that if they provide 25 years on a
kitchen than the must fully trust their product (Appendix E R74-89).



8. Outcomes.

8.1 Recommendation.

This chapter gives highlights of this research and the recommendations for IKEA Hengelo.
When started with this research there were some doubts at IKEA Hengelo if this research is
relevant for them. When shifting from a B2C perspective towards a B2B perspective there are
definitely certain items to take into account.

One of the positive aspects of an entry at the B2B market is that there are huge amounts to
sell which are in this case kitchens. In chapter 5 the market was described in terms of
potential extra sales for IKEA Hengelo when housing associations were approached but also
in terms of a SWOT analysis, 5 forces analysis and a PESTEL analysis. The potential
additional sales due to the B2B activities could indeed help in order to achieve the target set
for the kitchen department which are mentioned in Chapter 2. Besides the additional sales in
kitchens IKEA Hengelo could also benefit in terms of new customers coming to IKEA in
order to buy cabinet inserts for their housing association kitchens.

For IKEA Hengelo it’s very important to keep in mind the different aspects when entering the
B2B market. In a B2B perspective there are five factors very dominant. These factors are
mentioned in chapter 3 and tested in chapter 6. These factors should be thought about
thoroughly in order to find a gap and a way to fulfil some need of another company.
Collaboration, commitment and trust, loyalty and relationship, branding and marketing and
information have proven to be very important factors. Both housing associations could not
think of an additional factor that is important for a B2B perspective (Appendix D R 142-143
and Appendix E R101-103) neither could Michel Kamstra (Appendix C R73-76). Therefore
in this research I can conclude that if a company is focussed on these five factors they are
more likely to success on the B2B market. Recommendations made by the housing
associations are do not do a B2B perspective on a side. Focus on the companies and make
sure there is an additional department in order to maintain contact with the involving
companies. This research is not a market research but more a research to see if and how IKEA
Hengelo could engage in B2B activities. My recommended following steps are:

- Select a niche, this research searched for factors that are relevant in a B2B factor and
to see if these factors are able to be generalized between IKEA Hengelo and
companies and tested with housing associations. This does not mean that these factors
only are relevant when engaging B2B activities, as IKEA, with housing associations
but with every company. IKEA should think of a relevant target group when entering
the B2B market.

- Do a market research. When a niche is selected IKEA should investigate the potential
sales and the influence that these extra sales have.

- Collaboration. Collaboration is extremely important and IKEA Hengelo should keep
this in mind when thinking about B2B activities. Together achieving something is a
statement of Welbions that is | believe very straight to the point. Make sure that there
is a department which maintains contacts with the companies which are involved in
the B2B activities.

- Commitment and Trust. This factor is only to be obtained when IKEA makes a good
name for themselves in the B2B market. When creating a good name for themselves in
a niche they could look further to different niches. Focus on a niche first and show that
IKEA is committed to the B2B market and is to be trusted in terms of delivery but also
in terms of solving problems.

- Loyalty and relationship. Companies that need IKEA products, and in this case
kitchens, are likely to have a relationship with some other firm besides IKEA. IKEA
should be aware of the fact that there could be a strong loyalty between these firms.



- Branding. Make sure the products that are sold have a good name and quality.
Mention therefore brands that are used in for instance an IKEA kitchen.

- Marketing and information. According to the articles of Wim G. Biemans, Berber
Hoekstra and Frank Watching marketing and information is extremely important in
B2B perspective. They stated that this is one of the factors that is not taken into
account in a lot of current B2B markets. Especially the content-marketing aspect is
important. Frank Watching’s article is entirely spend on this topic. For achieving a
good B2B perspective it’s important to communicate the products and services that are
available and are useful for those companies you wish to engage into a B2B
relationship. IKEA Hengelo therefore should select products and services they wish to
offer in a B2B context and provide those companies, within the selected niche, with
information about the products and services they need. Like Frank Watching said: “if
you wish to catch fish don’t use chocolate.”

8.2 Discussion.

| think this research can provide IKEA Hengelo with some important and relevant insights.
However when writing this research there were some restrictions. This research was carried
out in other to accomplish a Bachelor Thesis at the University of Twente. This meant that
some restrictions were made by the University of Twente. For instance the time that stands for
this research of 10 weeks was a problem to look at every single aspect of this research. If |
had more time | would have spent more time to the chapter about market relevance. | would
have looked to more niches which could be interesting and the SWOT, five forces and
PESTEL would be worked out more thoroughly. Because the University is mainly interested
in the scientific part of this research and IKEA Hengelo is more interested in the commercial
part of this research | had to make some choices. With more time | could also search for more
researches about B2B related factors and search for similar researches that have already been
carried out.

Besides the time issue there is always the money issue. As a student | could not afford it to
drive through the country to see if there are some differences in B2B factors within housing
associations across the Netherlands which would made this research more interesting for
IKEA Netherlands instead of IKEA Hengelo alone.

When starting with this research | wished to approach at least three housing associations in
Twente. Unfortunately de Woonplaats in Enschede did not respond to my many emails if they
had some time for a short interview. With more time | would have had the opportunity to
replace de Woonplaats with a different housing association.

The reliability of this research does depend on the reliability of the one’s asked of the housing
associations. When having the interviews Welbions and Woonbeheer Borne were very nice
and were interested in the idea. Besides that they also were very open and willing to cooperate
in the interview.
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10. Appendices

Appendix A.

Email of team manager Michel Kamstra 03-06-2013

Some explanations are given below:

EY: Means fiscal year which refers to the start and end of a booking year on the balance sheet
of Ikea. This year starts for Ikea in September.

Turnover: The turnover indicates the increase or decrease of the profit of the kitchen
department in comparison with last year.

Kitchens: All cabinets sold divided by 10 gives the total sold kitchens per day.

Appliances: appliances are for instance the oven, microwave, fridge and so on.

Rationell: lkea sells more than just kitchens. Ikea calls this selling the inside. As it indicates
these items are in addition of the kitchen. For instance cutlery inserts or drawer dividers.

Quotations:
Dining:
KITCHENS:
Goal FY13: TY FY13 Av. NL Trend
Turnover 108,0% 101,4% 97,2% =

Sold kitchens per

6,5 6 8,6 +/-

day
Appliances ratio 5 4,8 4,5 +
Sold Rationell per

) 45 42 42 +
kitchen
Quotations ratio 65% N/A N/A N/A
DINING:
Turnover 102,0% 95,4% 97,5% -/-

The goal set for FY14 is 7.3 kitchens per day, 5 appliances per kitchen and 48 pieces of
rationell per kitchen. N/A is not available due to the fact that the kitchen department is
working with a new tool which makes it possible to monitor customers and the sellers.



Appendix B
Email of team manager Michel Kamstra 11-06-2013
Hej Ernst,

In de bijlage vind je de laatste balance score card voor keukens NL en elke vestiging
apart (bovenaan de pagina kun je de vestiging selecteren: 312)

Wat betreft je vraag hoe IEKA een keuken definieert.... Dat ligt iets lastiger. Er worden 2
sefinities gehanteerd en worden ook allebij gebruikt.

IoS keukens: 10kasten-10% = 1 keuken (dus eigenlijk 11 faktum kasten is een keuken)

Real kitchens: zijn keukenverkopen waarin een spoelbakkast zit en een kookplaat kast.
(dus bijkeukentjes vallen er bijvoorbeeld uit)

Meestal wordt er gerekend met IoS keukens, verder wordt er nog onderscheid gemaakt
tussen aantal verkochte keukens per dag (6 voor ons nu, real kitchens) en hoeveelheid
keukens per 1000 klanten van IKEA Hengelo. (IoS keukens)

Zie hier dan soms ook de onduidelijkheid voor ons hahahaha

Heb je hier voorlopig voldoende aan?

Met vriendelijke groeten,

Med vanlig hélsning / Best regards

Michel Kamstra

Teammanager Kitchens & Dining, IKEA Hengelo



Appendix C Interview with Michel Kamstra concerning B2B factors.
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Imerview with bichen masager Michs] Hamppng 17-06-1013

Hallo i hen Frot joos) van holies eq i et imder van mign sindie doe ik ondereek by Iiea
Hexogela, Vind o bet gosd dai ik dn gepprek opoeem? Taoalor

Allegeers wal & j= maam? W ke) Konping

Wat & o fonctie binnen fiea? Tedm maespdr afdelieg bikcbet oo dining

Hoeveel BB tnderacte & ar op dit moement b fima beogein? Ao v meonat Siler voww goros
g r i oyt i Reivpdchics v ftutye meblesbs et b ekt el gl gotdltoes muner dasr et
et ol et ittt bt byl o gt st Blauhle il made iyt wier gbdliorkesd
vy ot dacer if M repinnt dpaiidy de g ookl Settrdc iy i dt clfiee i
vl st di b ovet Lvprs cngollrele Lt Joonsgts

TWaascem bea j= wel getgeqarennd 0 con BT bemudesios? Omdet it goloof det ar g fals
Erennd il Ligd B bt e i okl pautetieoel b ol festerptionr T st meabserlisle A
wevEisfeiyrmrhiity Al s frotiabdt Vi st fpaesbiv sobslpest et il gyl
doithytpihiltg pudf oty oo fabilig b dbed o lp waf e Pt devicbal lolsedte malgmdiihe b
AevEisfeirm ity g e ptl il e vl lng i dets Jees Bkl dotele b dlel deonr s
el el dymmcht meichiia g ] g

Hoeves] Deubens deak 4= dat jo 2k {oea hangeds minds oo bnreen varkopen aan

TOEHNSC PO tes] On £it mawade! ir k! dow vollddny ovedvetivaed e dherdin. F& it mong ddw
e vk a I::h.-:be.-..*a:.heﬂig#Mhﬁesmjwim:hgh&:um

e ] et gt i et matdd ik ikt pr ik et el ot Jegk! grrenl i,

Op e schaal met 1 beleamal mied belangri ea 5 bee] bdangrik hoe belangrik deak j= dat
de mmesamreriing toreen bedriven & #0 cen BIE smesrmreriing 5 kaal baleegritk.

Op e schaal met 1 beleamal mied belangri ea 5 bee] bdangrik hoe belangrik deak j= dat
de mmeamreriing Voof WOHNRCONPOTESSS £ WaOneeT B mewwe leverancies sodhenT 5 ke
belecgeiix

O e schaal van 1 iod 3 med 1 abeolost oied e 3 atwolost wed hoe samesrmreriiond vind j=
{iea Heogedo? O St st mitd b famot mins 1,

Hoe belangeil acht j= dat woning conpomties de gadoeveabheid com fe willea samesrmerken an
de imeracte aan je gaan behogsih vinden? I dewk e de movsingrovrmoretiny Bt tormdd o
St lemprank wisdids bl ddgais webbimad o Blmdeinadrkds grodlnditd oind Dt gl i o dlas
badriifuocr zidk randakl Mase dawl dot da dovtrslogmpaddd ot s 1 ! et pald g
idiming zz! zin

TWat vermachi 3= ak {ira heggedn sinde van moningoonporaiies b e sveninede
mameamering Dot e ie iddetr vl s appaenar babt mat allvasr glzeer sumvntiet 2ls ar
problimas zie o iepte Te iddde el 200 ie gotrard) B ge ddw barir vae 1drindumd e
Rabbdm

e daa de volgends vraag

Cp eea sciaal van 1 ot 2 med | atechsst oied Coanpied = 5 atwolost cogmpied bos
Soemena dea pr Sat ot Depedn o dbssboi ) commitiad Foel! de steed waved! kit dek
rdF gl

Cp eea sohaal van 1 fof I med 1 absolost betroowbaar an § aboolost met betroosbaas deak j=
dat fora betrowwaar & mar womngooeporaies toe T Ta messorlik, 1

Deak 3= dat [iiea Hengelo de vessadiiinges vagn d= womngconparaties an vervallen? T2
Hoe betroowebaar & de Jevering van besless voor momsngoonporaties. Bedr baleegritk, ik
Eutalogt] Jogk ot cale o it pemenchrideg soasgonsl e b gouel rpbede/drde wd o il doel G
Leagpriend ks wonet doet ot ke grerdd. B op de langerse tenmin? De goreess Ll 15 feer bif
Thate Dhoce le g die Jrsagnd ip =l dit=gt wbmvcteiots nevrelts meile ot grort groburseiletrpes et ovm,
Enak bei geea gebopibercochade 187 Doe —olloe net desr sffanslss cndr modicn molde
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Deze vraag sh ik even over cende i bier het anteroced 2l op beh.

O eea schaal van 1 dot 5 med 1 beel slechi en I heed goed hoe daok = ds woning conporaties
over bet mesk fiea beahess danben? Ik doak nirsaloed ik daak doot bt dmoger groad i v gois
biagals ne Livarde knaliil dwe gardais of masr dak det av indilerl oife crvdF nat s kae
betghdndn op A2 mokelikd markl Falou £t mi 2l dorpdestis bumsds golideie 4

O eea schaal van 1 9ot 5 meq 1 bee] dacht en 5 heed goed hoe dank j= de de Hlamen van
womng conporates over bet mesk foea Denbers deaken? Gaed 1.

Hoe goed deak jo dat foea heggein buon producien eg sensices comamnicees maas
woningorporaties] Nzt gedd, oo placke Dat boem matmarlik made doords er goen BIE
comnects & peweest e ket varlidis nal matr jorde geladas iv dot pioysgpa—dt dw desrdoor it
ki e ikl e dd el depedlad it s Bubpidiaddlt T dldak wihs dhbd Tlehc debd Bl ghrcded Sobrlar o
ekl de il bisarmkalie v BIR kleabhe viowr baokasr

TWai ziin oou de grote voordelea vag eza {iea beuken waarom oo jo vwoor 3 beale
bezeal Fasrom ik voor g bdsleher oo kidode i ke o vodrdas] et svedardalag Loy s
1..&:1.:@.&::_!.-.-:.:_te:r&mkuﬂefgm.@&;%mh:mr&uﬂmw
h'."r.".'.'.:r.q-b:r.r.'tn#.ﬁtﬁ#ﬂniﬂ:rmd&hﬂtﬂniﬂ:hﬁjrhﬂnﬂﬂ;
Dieermoept it da seippleir g dots basbams mad da varpaiailbteds pleonts e sl makhalink
e ekl wilonr limihs v vkl o dinr oo deichl e RSath ekt P
hledil Sabridviclibdrdn b kool slldiotchat i idids gl e dndiclata

Wat deak jo dat mdelen mign voor woningooaporaties] Fat mavekege dag) bi sedird oalas
Mﬁ&hﬂtﬁh&dtﬁﬂurq&thtrdﬂhﬂhm; dldiorind dF v el e Ee by
s =ite Bl doenk plei saloboriihe Dl dawel apperbodrmad motid s newdlde

In dit tmierview o eea aamia] faciores soar voren peicenes: collabhoation, commiiment ea
toammen, gty aod ralasiooshin, branding, en masketiog en information deak jo dx bher

nog facioren cofhrelen dis bedangriik wiin voor sea BIE bemdaring
Tk dtwl dhit el wad] g dld Ll ket

Heb j= oog andese aanmames dis hdaoeciis zondan buenesn a0 voor dit coderzoi?

Jracd rmadahn diied vk F ol dadyhd g ALE wea dhiohel e vy Asiodeidl widhdrschiichl bl At it
k] v loiesade apldvanda

e dan wrdl 1k je by deze bedanken voor dif tnierview & beb ceg Hedn peseaie
meegencmen Voo j& ik boop dat je bet lekbervindt

Sedtdt i vl



Appendix D Interview with Welbions Hengelo.
Naeirviesr Wathaces 17-07-2013

Mo moam & eqomt an 0 het ader van mipn smdie doe ik eon cndemmodt by ITRF A Hangelo
maar d= perppecteven dis een ol wpedan i sen BLE bemaderins W & uw saam? Wiie =aom
ir Bar! Sekimndrr massper Wonde by Falhiace Mijn neam & Gert Bos teamleider
onderbeid tij Wellppes Wow jouibe J=vessn womingen eq 0 deze wooingen piten Denkes
Wi & qulbe bmdige Fenkenleverancies? Dt & de foma bojpg, Hosvee] boipan hebhan

§  julbe in bedpordfolio Dot i gee klries 13000, Homapaak soo een beulen vemangen mostan
9 wordas? De levemcvehs dis wij op dit moment hanteren & 20 jaar. Dus ak = 2an

10 geonddelds per par zowden momen besbanen ioan je die 1300000 deden dooer 207 Dhat metal
11 H-'nﬂ-:::ﬂduithmuhﬂtnmﬁjmﬂumﬁhﬂdﬂruﬂuhmﬂi:yhﬂ
12 of ophandiz sebruik een kenken serder vervansen dient re worden "Wimes jollis daz

13 TEFEA Hengelo ook beubess veshodhd! Jo, T

L= L TR Ry

13 Dan begin ik meide facioren

16§ ©Ooascale from 10 2 woith ] “absolsiehy oot imnoraanr™ and & “eonemety smocraa™ do vos
17 think collahoration betmeen companies 0 2 BT perepecive comiribnres 10 2 betier omiocanes
13 for both partes?

19 Eﬂnm]'l.:i:m.pl-r-rm (3}

10 OCaoascale from 1o 2 writh 1 “absolsiely oot imporiaat™ and & “ooremely #mporand™ o whs
1l i::ne-:dﬁ"_"-e collahoration pessnecive m—hmmkm%m.-n?pkeﬁ?

i ".:Z'ﬁa!-:aJ-e:E'-:-m]mf:ﬂ]“a'mmtamfaﬁdf“emtfm:mih'mﬂud;w:

4 ek IEFA Heagelo w57

22 Caollaheratioe. (4]

1T Lo begin ik met de volgends facior Commitment eo s
%  Towhatemend do vou think the commitmes of the readlars of Sinchess tomands yoor

i)  howsing axsociation 1 Mo
3 Hit mowds pagady baleegritkar ke, fg Dai lgt ook aan de mmeowering

[}
[

33 Cwmoog even temug t= bomen op et vorige bopje mmenmedning wal £ conanee
M4 voorbeeldes zin van ceq goede mmesmerbins? Wi werken met ved pantijen roak
12 pammemer: leveranciers em derselijle en wij willen minder te boel zraan ak sen
35 afpemer. Niet mesr nivraest mij drasden masr proaciief handelen en zamen ergem voor
iIT  staam
3 Gaan we weer sved med het fopge commitmest en tnost. Wat versachien yolbe vasn s=a badesf
41 i een veswogmems relate. A Gorzsk - 2forzak Wt kol rei preactief handelen In
4]  meramelijkheid tot een ophauing kemen Fx ook Lvdrisgde id zid! vk dot dr aos dee
2 Lagricg el dder i polkirl g dr Joae k! g Pt e zitide maze dew ir ot b lregeiik
3 ko lekie met Bt oyp. D kekeed oit o echissierlik Sobiohe g B fodelt Lvahrigghene novdlde wa
H apepaprrpiss D drighogiprtlany i kasl balsmpriie

-

Cwm 2 zcalde froem 1 %o 2 woith 1 “ateolmety oot commited” and & “dimolsiely commited” do
won Think Thea Heagelo & commited and devoted 1o ackieve a s=lationchin writh yomer homing
associadioa’

Ho opinion. Afoweiligh ie i pefsiie o —o(lhe —ink modide Sandiode {3

b o s
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O 2 scale from 1 o 5 woith 1 “abeoloely oot seliable™ and I “abechmedy rediabie™ do vou
think Thea Heogels & relable party for obtaining bichem needed e vour homsing
azsociations?

Ikea heefi wel 2on maam e wat miziraalt =0 betromrbaarbeid Net reak hert oed dat o=
och dan eerst ronden moeten bewijren

Bedahle. (%)

Cas zaasn we maarbei volgeads bopje Ligaly o shficotisn Hoe Jovaal 2o jolle saas plle
broidige bruben leverancies? Bakboorlih bnssl we catide nat! 2ol in op s prdiandd
Pariedrrbin de mdd aimd O Saptisad it ganit e Bl ook Bl i) it midds il grorteis
vadmasrdds Had it ded doermsms reless Het mijn allemaa] linrlopende
mamemrerkinsmverbanden we djn seen bedrijf die 21k jaar met keuken leverancierz om
de tafel zaanm om tot bet lanizie dobbelije wi te wrimzen. P babbcn s adm motrizalin
el ollal i oyt frtiemgt g s friose oot e Seit foitedes gl et vabriedail kel Jepspleet g ot
novitged vod vehritBillbbeds Livrmestiies st Bt gl rioepdeidaiaipa ks cenk Liping webat dobe
Ml it rtpibiegkrgh dbcbr =gt bt b o dlbobr il ik e

e dan saan we mar het volgends bopje Branding

o a scale from 1 o 2 wh ] “very tad ™ and I "veqy good” bow do yon ithink abong the
brand [kea Kicheos?

Ead (1) Waarem omdar ik wo met selijk denk aan een kheuken bij IKEA . Het & met bet
eerie wat bj je oplooom. T kab batidas bt ir na! goad g 1odra! goedipvs. Wazr i oo of
dat badamlivpd s kabbae of dit Ao Jrpalivtit it dit nat ndllte srerdge iv et nowicges Moo k
moet rezzen dat bet imase van kastjes die rel in elkcaar sezetdjo IKEA wel kwijt &. De
demping en derselijlor kom jedaar ook eoen Fallick: vodr nomingds diz wa i 2
varkaes dode desT Jo bijresrhesld

O 2 scale from 1 o 5 weith 1 “very tad™ and 5 “veqy good™ how do yom dhink vomer cosiome s
ok ahbo the [kea Diichen braod?

Drat & lavriz want omre boorders saan van 300 eoro in de maand voor s2n wociale womng
tot 1400 eore voor con peothome . Ik denk dat de zociale boorders: prima cen IKEA
Lkenken ronden willen hebben maar in om: topresment denk ik dat re daar wat anders
maar kijken

Bad {3 woar op sdgmet

Cronsd Fa i Bonile actorddFt,

In hoeverre deak j= 4= een JAF A besken sen voordes] kan lovesa wal andese basken
leveranciess oiet pnnen Joveren? (el P! comdite dis voordelas dae madite —ifie vrasg i md
el a;_"." Dlad ghrciiuydovrmaidrdd? oipe idtiserlnk 'n-d.'_;.vdl.rﬂ__':' Ja dat &= llllzlll.llﬂ.

Dag masketiog eq saformmaiicn bed & hed laatcie facicran kopge.
Hoe deak j= dat IAF A Heogdo on prodocien eo sensces comamemcesst saas jalle doe? N
i etk e il ftvmcted ot bsrcaie .'.'!_"'#.:.:,.ia:,iﬂ'.l: TEEAM,

I hoeverre zosien pollie wal axar sofoamae?

Ezvw sid galadan ivde ne dan kdice modrite makas kabbaw ne acsiaf pamol masr cading
dae nat kabi ir k2t ddve doormame kawkas Het Bt bem veormamelhijk in de
randvesrwaardsn die moeten kloppen. Hee pak je problemen op ak leverancier? En
daar of de kracht van Bribngs op dit moment.
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Deze vraag gia ik even over candal ik beer bed anteroced 2l op e,

O mea scioal vax 1 ol 5 med 1 beed glachi en 5 beed goed bos dank jo dal woming conpodaties
orves et meed foea Denbess deanfen? T dowl nires b il ol gt fooss fom oo gt i v Jrptes
Edepaly net Lrvawdw kncelivtit doe gareetis of masr dovek dot o indifele cife crvdr nat s kae
balekimin ap de cxkaliks markt Fat oo dit mi 2l donpdrstis bussds dnliadeen £

Owp een scinal van 1901 5 met | beed lecht en 5 hedd goed hoe dank jo de de e van
Woding conporaties over bedmerk foea Debens deaben? Foed 5

Hoe goed deak j= dat fiea, heopds ben producien en senvices oomemmndcesn mas
womnpconporaties] Nast geed, st slacke Dat boerd satooriiE mede doceds er goen BIE
CoeneC e 3 peTeest De ket el nal masr jerd e bt dae i et provmpa=t g S e i
et e mid matay gkl sl gone Sorpigadls T dael mitd doet [t deh ol proeiet Sariss it
Bl g B bisadakilin vied BIE klodlds vl kdickdss

TWat zt0 oon de grode voordelen vag eza {pa beuben waancm 2om j= voor {oaa benkers
Dezea? Wasrom it voor s kawper oow ks dr ot gorode voowdae! det ovedordales Lop it
1d'n|r.q-'.".l:_!.l.l:-:r_l:trf&bﬁkﬂhﬁtfﬁm.by&nmmr:urbtﬂﬂtnu
.h'.‘\.'.".'.'-:r.qh:.u'.'tn#.&tﬁ#ﬂniﬂ:rmﬂ&h:ﬂtﬂniﬂ:hﬁj&hb&nrﬂ&
Deaermeeet if g meiieleddor i otk hdsoleadver il dat variskail by el dw piiildw ok Ik
et grehbviilod v klidid Vs noviisgddvionalihl wahir didd ok dohk Ried Bieil mald AddF
e SebFdviilabcingd T bl delhititehal wiahirldvids? il bl ool

TWai deak j= dai modelen min voor wongorporaes M moeiege do ! bii sedens mele
M:&M:M&:Hurq&ehedﬂhﬁh;hﬂﬁq dlaiariia dF v & iasr B by
st = B dock pleud Selkaucs Dit darid o bodond mcdics novdd

In di tmierview 20 eea a2l faciores oo vorea pebomes: collahomiicn, commbment ea
ioespead. lpaky aod selasicosten, hrandios, ea mashetiog e doformation deak j= ds bier

oog facioren cnthrefen die badangril wiin voor oo BIE bemadaring
Tk dank det it el soedip de lading dakt

Heh j= nog anders aanrames dis helanarill zonden buenen siin voor 3t coderzoei?

Jract et el ekt v il ppetmdgd Sk ALLE wea bl o Svicd R deloeteih S iddrochiihd bt et sl
kel vl sste anlivardes

D dan il i jo b deme hedanbhen voor 3 smenyviewr i e sen iedn pesgeae
meegeacmen voor 3= ik boop dat j= bet lekker vindt

Sret il § wekircdehF,



Appendix E interview with Woonbeheer Borne.
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froonbateer Borne javan woningen an #t in hogge Wie ds jullis boddipe bavkben Javeranciss?
Brifer, Homvee] mipen hebhen juilie i0 hei porifolio? 2300 Hoe baog ;as wo'n beslen mee?
Py retlcdede mat 34 jeser. Moo dat ook oversen met de praliie? Toma!

o a scade from 1 %0 5 with 1 “abeclsiely oot imporaat™ and & “erremehy smncraat” do von
think coflahoration hermeen companes in 3 BID peropecive comrdboies 1o 2 bener omicoame
fior hoth paties?

Exireanety smncatant (3

o a scade from | fo 5 with 1 “abeolsiely nod smporiant™ and I “eriremely smnoriaat” o wha
exend & the collahoration perepective imnoran whan selecing new soppliest!

Exsremety smnoeram (5)
o 2 scale From 10 3 with 1 “absolstedy sof™ and 3 “extremedy™ how collaborsinee do vou

think moomhehesy honne 7

Exremety collborasme. (3)Wy dosa dal mo goed mogelie. Kun je concmie voodbeadden
OOmen TAas sen goade amereredning wit DI Eeibace kot i oer g Bdmoedes koma e daw
B vl mad kBB doh pheedbiard il BihF Bhises gl ditF ol o dibs bk aillheds
kltorae v idmwe Diis madawatwkar vae Brifocs fowe Bir Leegy s dis goald iefvrmoatis s
ettt chigrenmlith Jatat] ity menet Ais metae novwdine denloeedin galoalnge s Brilry ke
il g lizokiohid dvm diring & iyl B ok Rl oo it ionter Kokl et bl Ede puir
#P#E&:mﬂtﬂd‘.:ﬂ#:hb:&m&:ﬂh&:ﬂmﬂ&dd'.l:ﬁ.{.t.qurd'.:nt.l:id'.':dl
g o ikt o dat Bl ot it i middingd Sovirmahread ] dardidor e et At
et it verpie] g Brenesse] koad dit mint g doot g da dovrslog gragpe-ite moet = —iie vodr
e il bk gt bt Ba vt ol o cell phoie o eamadiichiuhl ol ot ot ot i
i

Volgends commismes en ot Hos belanoris deak jo dat dit &8 hoe belangsik & dit voor
julbie toeeen Jeveranciers en ulbe Dt i watar a5 of el daos govae 2iflr 7 Prodlimes
g o e ST P

TWai stn comcrede voorbedden = = versacht vaa bedspres waaai commiEmeni e
Y Fiae shormrocw lidr Saasdan biveowbaeld T moc aF st gase dot oif dvect kleeide
ot lotesmt baalitess g e priie it ot ot ie Dipt =t gt =opele gt fepies lbirtys o ol
kil iRl Rl otk movrdihe. Edgetalink mondd iy gostd=ing T i debrlink
Sdiphe oy il vl s et el e deundalde

Heoe cosmppiied deak j= dai TREA Heagelo zow sl It neat it poad nat i desr bi mad
viorcnpi e aarliih ga—apd Ja et saat om opdedbdipevosiens T g T daal it fallis Ao s
n;i.e.-&_&:ﬂmnm%mmum&:i:&m:nﬁmnrmj.-:|:l=i.-=.=
afat

O en scimald vas 1ot 2 met 1 abwodost oiet Dedrpomiaa en O bedd hedroowbaas ks beoken

leverancies? Fa det iy dama il 323 Atr it bif o madieemerict dan sl oo whrmeek it
v it e b, FT df gt
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