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Executive summary  

The thesis provides an analysis and an evaluation of the business potential for the Danish watch 

brand About Vintage, on the markets in Shanghai and Beijing, China. The thesis focuses on, 

which strategic initiatives About Vintage should implement, if they are to succeed on the 

Chinese watch market. 

 

The aim of the thesis is to analyze About Vintage as well as the Chinese watch market and About 

Vintage, in order to provide recommendations for which strategy to pursue, which segments to 

target, which channels to sell through, and how they should promote the watches and 

themselves when entering the designated markets. 

 

The analyses of the thesis are based on qualitative interviews with key staff from About Vintage 

as well as of a Danish watch industry expert, along with market reports and articles which 

combined provides a holistic view on the Chinese watch market and About Vintage.  

 

Collected data illustrate that, the economy of the consumers, in the metropoles, is improving 

which is reflected particularly in the mid price segment of the watch market. The analysis 

furthermore exhibits that the competition within the watch industry in China is very fierce 

across all price segments. The competitive position of a firm is based on investments in 

marketing and brand developing activities. The analysis concludes that four different consumer 

segments that are relevant to About Vintage exist. These segments differ in regards to income, 

age and consumer patterns. 

 

About Vintage has designed their watches in a classic design, where additional watch straps can 

substitute the original straps and can be bought separately. The exchangeable straps are in 

compliance with the Chinese consumers’ wish for self-expression, which suggests sound 

conditions for a successful market fit. 

 

This thesis concludes, that the valuable sustainable competitive advantage in About Vintage is 

the partners and founders of the brand - Sebastian Skov and Thomas Andersen. The unique 

story of the founders of the brand is mediated through storytelling on social media and in 

magazine articles, which is a strong sales point as the story is well phrased. The story 
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transforms About Vintage from a watch brand and into a product with personal relations. 

Therefore, the consumer obtains a total brand experience, consisting of a brand, a product and 

the people behind it. 

 

Based on the findings from the analyses, it is recommended that About Vintage shall compete 

in the mid price segment of the watch market. It is furthermore recommended that About 

Vintage pursue a differentiation focus strategy, in which the company target the Affluent and 

Mainstream post-80’s and post-90’s consumers of Shanghai and Beijing. To differentiate the 

brand from the primary competitors, as well as to best capture the chosen segments, it is 

recommended that About Vintage sell their products exclusively through their own online- and 

pop-up stores. 

 

The recommended segments should be targeted through social media and magazine articles, 

which is found to be the most appealing and effective way of mediating the story of Sebastian 

Skov and Thomas Andersen. Key opinion leaders should furthermore be utilized to influence 

the chosen segments and to increase brand awareness. 
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Chapter 1. Introduction 

 

1.1 Research area and case description 

The purpose of this thesis is to investigate and provide recommendations for how About 

Vintage (hereafter AV) can realize and achieve its aspiration of becoming a “worldwide 

renowned watch brand”. AV is a newly established Danish watch company, founded in 2014 by 

Sebastian Skov and Thomas Andersen, who endeavor their dream of “creating the affordable 

dream watch for the average guy”. AV markets a business portfolio under the brand “By Skov 

and Andersen” encompassing four types of watches; regular quartz, quartz chronograph, 

automatic and Swiss made. The above listed watches retail at a mid-price level between CNY 

1.900- 9.500 and are targeted towards men at the age of 20 - 50 years. 

 

The watches are sold worldwide through three different sales channels; own retail store, own 

online store and through third party retailers. AV only has one retail store, which functions both 

as a Flagship Store and the headquarter of the firm in Copenhagen, leading AV to relyi heavily 

on Internet traffic and external retailers to sell their watches. Based on the initial success that 

AV has experienced to date, the company has submitted an aspiration to venture into new 

markets in the near future. 

 

The majority of AV’s revenue is generated through their online store, with the US and Denmark 

being their biggest markets. Despite thereof, Global Sales Director at AV, Nikolaj Larsen, expects 

the current revenue stream will change considerably in the coming years, where he forecasts 

that the majority of AV’s revenue will originate from China (Appendix 4). 

 

A key factor in order to enter the Chinese market successfully for AV is therefore to obtain an 

exhaustive understanding of the Chinese watch market, in order to determine which segments 

to target, and which strategies to employ to gain an edge and establish a strong foothold. It is 

therefore essential for AV to investigate and fully understand the factors and forces, which 

affect and shape the Chinese watch market. A profound understanding of these factors will 

enable AV to identify threats and opportunities, which coupled with their internal strengths 

and weaknesses lays the foundation for how to focus the efforts in the Chinese watch market. 
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1.1.1 The Chinese market 

The Chinese watch market is currently undergoing a transformative period as a result of a 

combination of advanced technologies, digital advancements, changing economic 

circumstances and changing consumer behavior. The transformative period proposes 

numerous opportunities as well as challenges for the established inudstry players. 

 

Traditionally, the watch market has been characterized by a limited use of new technologies, 

and almost no product innovation. The factors which in the past differentiated competitors 

from each other, were the different types of classic clockworks such as quartz and mechanical, 

as well as the overall design of the watch, such as timeless designs, temporary fashion designs 

or sporty designs. The development of smart watches has inarguably affected the Chinese 

watch market, and these are now coexisting with traditional watches, mirroring the aesthetics 

hereof with analogue displays (Euromonitor, 2017a). Traditional watch manufacturers such as 

Mont Blanc and Tag Heuer have also started to launch their own range of smart watches with 

numerous fashion brands also jumping on the bandwagon. 

 

The transformative period has not only affected the products in the market. The distributive 

landscape is also changing, and hence providing even more opportunities and challenges. While 

jewelry -and watch specialists as well as department stores historically have been, and still are, 

the main distribution channels for watches, online retailing is winning territory, as e-commerce 

is getting more popular and mature (China Trade Research, 2017). 

 

The watch market is moreover witnessing intense competition reflected in increased 

marketing efforts to gain an edge and establish a strong foothold. These efforts are carried out 

with a vision to create a unique brand image in the mind of the consumers. Companies hire 

famous actors, models, and sportspersons who exert considerable influence on consumers to 

endorse their brands (Business Wire, 2017). 

 

This paradigm shift is especially challenging for the traditional watch companies, which have 

been used to dictating the industry trends themselves. Rather than to explore the world outside 

for inspiration on design and new types of watches, the traditional watch companies have been 

looking at their own histories (A Blog To Watch, 2018). Furthermore, the watch industry has, 
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in most regards, failed to utilize the Internet efficiently (Forbes, 2017), in its denial of the 

influence of the technological development. 

 

The question, however, remains, where and how should AV focus their efforts in the Chinese 

watch market, in order to succeed. Which customers AV should target and through which 

channels can these customers be reached. 

 

The above mentioned problematic is the case description, research area and motivation of this 

thesis, and has led to the following research question (hereinafter RQ) 

 

1.2 Research question 

In order to fulfill the purpose of the thesis, this paper will address the following research 
question as well as corresponding sub-questions: 
 
With point of departure in the Chinese watch market, specifically Beijing and Shanghai, which 

strategic initiatives should AV implement, if they are to succeed in the Chinese market? 

 

The following sub-questions serve operationalize and to pin down the RQ, by investigating 

different aspects of the RQ. The findings to these sub-questions will combined contribute to the 

answering to the RQ of the thesis (Ankersborg, 2015: 56). 

 

1.2.1 Sub-questions 

1.Based on an analysis of the Chinese watch market, and an internal analysis of AV, 

which strategy should AV pursue? 

 

2. Based on the choice of strategy, which segment(s) should AV target? 

 

3. Based on the choice of strategy and segment(s), how should AV sort their 

marketing mix? Which channel(s) should AV sell through and how should they 

promote the products? 
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1.3 Demarcation 

Present section accounts for the delimitations of the thesis, and hence clarifies the analytical 

focus. 

The purpose of this thesis is to provide recommendations to AV for entering the Chinese watch 

market. The thesis shall therefore be viewed upon from a strategic perspective, and in which 

the conclusions and recommendations of the analysis are delimited from extended economical 

aspects. The reason hereof is that sufficient economic data from AV have not been at the 

authors’ disposal. The economic aspects and consequences of recommendations will therefore 

not be accounted for. The recommendations to AV shall therefore be viewed upon as strategic 

initiatives, which are deemed realistic for AV to implement, and would give AV a competitive 

edge in the Chinese watch market. 

 

1.4 Structure 

The present section of the paper presents the chapters of the thesis in order to provide an 

overview of the structure of the paper. 

 

Chapter 1 - introduces the thesis, the research area, the motivation and research question of the 

thesis. In addition, the structure of the thesis is presented throughout present section. Finally, 

the chapter presents determination of concepts. 

 

Chapter 2 - presents the research philosophy along with the methodology, which explains how 

the thesis has been constructed. The qualitative primary data is presented with AV’s Global 

Sales Director Nikolaj Larsen and industry expert Kristian Haagen,  which serves to add to the 

foundation for recommendations. 

 

Chapter 3 - presents the theoretical framework on which the analyses and recommendations 

are based. Initially, the theories that form the basis for the analysis of the market is presented. 

Hereafter, the theories that form the basis for the internal analysis of AV is presented, and 

finally, the theories that form the basis for the recommendations to AV is presented. 

 

Chapter 4 - presents the analysis of the Chinese watch market. The analysis serves to add 

foundation for the recommendations to AV.  
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Chapter 5 - presents the internal analysis and the sustainable competitive advantage of AV. The 

analysis adds to the foundation for the authors’ recommendations to AV. 

 

Chapter 6 - presents the recommendations to AV. The recommendations include choice of 

strategy, target group, distribution set-up and promotion. 

 

Chapter 7 - concludes thesis with a conclusion of the findings and recommendations, which 

aims to answer the RQ of the thesis. The chapter is completed with implications for further 

research as well as a perspective of the thesis to different case. 

 

1.6 Determination of concepts 

CAGR - Compound Annual Growth Rate. 

 

CCI - Consumer Confidence Index. The Index measures consumer confidence on a scale of 0 to 

200, where 200 indicate extreme optimism, 0 extreme pessimism and 100 neutrality (Trading 

Economics, 2018). 

 

Low price segment - Watches that retail at prices up to CNY 1.499,- 

 

Mid price segment - Watches that retail at prices between CNY 1.500 - 10.000,- 

 

High price segment - Watches that retail at prices above CNY 10.000,- 

 

Labor participation rate - the share of the total population aged 15 and older that participates 

in the workforce (Statista, 2017) 

 

Lurker - a person who visits a particular brand page, but does interact by following the brand 

page or liking the pictures. 

 

O2O - Online to Offline is a business strategy that aims at drawing potential customers from 

online channels to make purchases in physical stores. 
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Hunger marketing - A strategy that focuses on creating desire among potential customers for a 

company’s brand or product by means of driving up scarcity. 

 

KOL - Key Opinion Leader. A person - often a celebrity - 

who can influence a segment to purchase a product, by showing the product on social media. 

 

Chapter 2. Methodology and Empirical framework 

In this chapter, the methodology and research methods are presented. The purpose of this chapter 

is to account for how the thesis has been constructed. This brings the reader in a position where 

he or she gains insight to the foundation of the thesis, hereunder how the research question will 

be answered, and how the conclusions are reached. The chapter is rounded off with an 

introduction to the empirical framework. 

 

2.1 The Research Onion 

The authors of the thesis have chosen to employ the Research Onion (Saunders et al. 2015) as 

a way to guide the reader through the methodology and methods applied to answer the RQ of 

this thesis. The framework also assists the authors in structuring their arguments for the 

methodological choices made throughout the thesis, by going through the six layers of the 

onion: Philosophy, approach, methodology, strategy, time horizon as well as techniques and 

procedures. The framework makes the authors aware of the design of the research and hence 

increases their understandings of it. Additionally, it helps the authors setting up research 

boundaries and limitations, which makes the research more consistent and contextual. In this 

thesis, the Research Onion will thus serve as a guide within the complex area of methodology 

and methods. 
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(Chart 1, Research Onion) 
 
 
2.1.1 Research philosophy  

In the outer layer of the onion, the term “research philosophy” refers to a system of beliefs and 

assumptions about the development of knowledge (Saunders et al. 2016: 124). These include 

assumptions about human knowledge (epistemology), the reality the researcher encounters in 

the research (ontology), and the extent and ways the researchers own values influences the 

research process (axiology). These assumptions shape how the RQ is understood, methods are 

used, knowledge is created, and findings are interpreted (Ibid). Philosophy should not be used 

as a strict framework, but rather to clarify the general approach to study and field of research 

(Saunders et al. 2016). 

 

As business researchers, the authors of this thesis needs to be aware of their philosophical 

commitment, as this will have a significant impact on what is being done, and how the 

phenomenon under investigation is understood (Ibid: 125). As research philosophies are 

distinguished by assumptions about ontology, epistemology and axiology, the researchers must 

first address these, before they can become aware of their philosophical commitment. 
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Ontology refers to assumptions about the nature of reality. Ontological assumptions shapes 

the way in which the researcher sees and studies research objects (Ibid: 127). The point of the 

departure for this thesis is the Chinese watch market and the Danish watch company AV. The 

authors believe that both exists regardless of their acknowledgement of these, and thus aims at 

an objective epistemology. 

 

Epistemology concerns assumptions about knowledge e.g. what constitutes acceptable, valid 

and legitimate knowledge and how we communicate knowledge to others (Ibid). The varying 

context of business means that different types of knowledge can be considered legitimate. The 

variety of acceptable epistemologies gives the researcher a greater choice of methods 

compared to other academic disciplines. It is thus important that the researcher understands 

the implications of the different epistemological assumptions because, it is the researchers own 

epistemological assumptions that govern what is considered legitimate for the research (Ibid). 

Despite an aim for an objective epistemology, the RQ does not suggest that one method should 

be considered above other hence the researchers believe that it is possible to combine multiple 

methods to create knowledge. The authors believe that knowledge about the Chinese watch 

market and AV can be created through observations of already existing literature and collected 

primary empiricism, which combined creates a more holistic perspective. 

 

Axiology refers to the role of values and ethics within the research process. This includes the 

question about how the researchers deal with both their own values and those of the research 

participants (Ibid: 128). The role of the researchers’ values is of great important throughout 

the research process if results are to be credible, because values are the guiding reason for all 

human action. To deal with the subjective values of both the researchers and the informants, 

the authors have chosen to rely on several sources for both the analysis of the Chinese watch 

industry and the internal analysis of AV, which serves to provide a more holistic reality. 

 

Based on the authors’ assumptions of the ontology, epistemology and axiology, it can be 

observed that this thesis leans towards the pragmatic paradigm. The pragmatic paradigm is not 

rooted in a specific philosophy, but focuses on the “What” and the “How” of the research area 

(Creswell, 2003: 11). The research of this thesis hence starts with a problem (the research area) 

and aims to contribute with a practical solution for future practice (the recommendations). As 
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pragmatists, the authors are interested in the practical outcome, hence the research may vary 

in terms of how objectivistic or how subjectivist it is. The determinant for the research design 

is the research problem, which suggest that it is possible to combine different types of 

knowledge and methods (Saunders et al. 2016: 143). As pragmatists, the authors assert that 

only concepts that support action are relevant. It is therefore up to the researchers to choose 

the methods that enable credible, reliable and relevant data to be collected (Ibid: 144), and to 

consider theories in terms of the roles they play as instruments for action. 

 

Approaching the study from a pragmatic paradigm enables the authors to address the watch 

industry in China and AV, in order to gain an accurate profile of those. At the same time, it 

enables the authors to use the respective profiles to explore where and how AV should focus 

their marketing efforts, when they enter the Chinese watch market. 

 

2.1.2 Approach 

Saunders et al. (2016) identifies three approaches that researches can have to the research 

area. This thesis uses existing theory to contextualize the data, which is exemplified in the 

analysis of the market where the authors uses the PESTL framework and Porter’s 5 forces to 

approach the data. 

 

2.1.3 Methodology 

The RQ lays the foundation for a descriptive as well as an explorative study of the research area. 

The descriptive study serves to give an accurate profile of the Chinese watch market and AV, 

and thus provides a foundation for the explorative study, which serves to clarify where and how 

AV should focus their marketing efforts, when they enter the Chinese watch market. 

 

The choice of a pragmatic philosophy makes it natural for the authors of this thesis to use both 

quantitative and qualitative methods to collect data hence the methodology becomes one of 

mixed methods (Ibid: 169-170). The methods are applied in both singular and sequential forms, 

which enables the researchers to elaborate or expand the initial set of findings. 
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2.1.4 Strategy 

The research of this thesis is a case study of where and how AV should focus their marketing 

efforts in order to succeed in the Chinese watch market. A case study strategy calls upon the 

authors to generate insights through intensive research of AV and the Chinese watch market, 

which ultimately leads to an empirical description and exploration of these (Ibid: 185). The 

intensive research of the Chinese watch market and AV is designed to identify what is 

happening right now, and to understand the effects of the current situation, which altogether 

gives implications for action. As mentioned above, these insights are gathered through mixed 

methods, which serve to give a holistic perspective, and to increase the reliability of the findings 

(Ibid). 

 

2.1.5 Time horizon 

The research of this thesis can be categorized as a cross-sectional study, as it involves the study 

of the current state of the Chinese watch market and AV. The study is hence a “snapshot” of the 

phenomenon and its context, taken at a particular time, and the authors thus recognizes that 

the study may not possess the same relevance in the future. 

 

2.1.6 Techniques and procedures 

This section will present the empirical framework of this thesis consisting of interviews with 

key staff from About Vintage and industry expert Kristian Haagen, market reports collected 

from Euromonitor, McKinsey and China Trade Research, and relevant articles collected from 

the Internet. The empirical framework serves as the foundation for the thesis hence this section 

serves to describe its relevance to, and interrelationship with the research question. 

 

2.1.6.1 Qualitative data collection 

The qualitative empirical research is based on two individual interviews. The interviews 

contribute with important empiricism to the solution for the research question. 

The qualitative data takes a stand in “(..) The unique, the context dependent and the meaning – 

and understanding oriented perspective” (Højberg, 2004; 304). It is thus central to achieve an 

understanding of the phenomenon that the informants observe on the watch market. The 

achievement of such an interpretation permits an insight to the thoughts and position of the 
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informer. The insight is important in order to create engagement with the consumer on the 

Chinese watch market. 

 

2.1.6.3 The two individual interviews 

The choice of performing an interview with Global Sales Director Nikolaj Larsen, has been 

based on the demand of the RQ to gain insight into the strengths and weaknesses of AV and 

how the management planning is performed. This insight is essential for the further 

recommendations for the brand, when navigating in the Chinese watch market. 

 

The interview has been conducted with the aim of clarifying the internal strengths and 

weaknesses of AV, in order to identify how they can create value for the Chinese consumers. A 

clarification and identification of these furthermore serves to indicate how AV can gain a 

competitive edge in the Chinese watch market. 

 

The choice of performing an interview with industry expert Kristian Haagen is based on the 

demand for insights to the market and industry from the RQ. The insights are essential for the 

recommendations to AV on where and how they should focus their marketing efforts in the 

Chinese watch market. The interview furthermore serves to contradict the authors’ 

subjectivity, and thus increase the reliability of the thesis and its findings. 

 

2.1.6.4 - Delimitation of the qualitative methods 

The qualitative research is limited to two interviews with key informants. The informants’ point 

of view is therefore only an exclusive take on AV and the Chinese watch market. It can therefore 

easily be argued that the qualitative method delimits itself from creating a holistic 

understanding of research area, hence one might question the reliability of the results. In 

extension of the doubt about qualitative methods’ ability to generate holistic and reliable 

understanding of the research area, Bente Halkier (2013) argues that the combination of 

qualitative and quantitative data creates a realistic picture of the reality (Halkier, 2013: 154). 

This further emphasizes the authors’ choice to conduct a mixed method study of the research 

area. 
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2.1.6.5 - Preparation of the qualitative interview 

The preparation of the interview is an essential factor for the progress and the result of the 

interview (Kvale, 2009;131). The preparation is hence an expression of thorough reflection on 

the purpose of the research in a way that the quality of the above mentioned data gathering 

method is improved. Before executing the qualitative interviews, the authors are aware of, that 

by utilization of qualitative data, a production of knowledge occurs partly via the life world of 

the informer, and partly via the authors’ interpretation of the informer. 

The information contributes to an expansion of the authors’ understanding of the research area, 

and at the same times serves to contradict their subjectivity. 

 

2.1.6.6 - Selection of informant 

The selection of the informants for the qualitative interviews is based on the purpose of 

achieving the most holistic understanding as possible of the reality that the RQ seeks to cover. 

The subject of the paper and the accessibility of the informants has also contributed to the 

selection of the informants (Halkier, 2009;33). 

 

The two individual interviews are conducted in order to obtain knowledge about the strengths, 

weaknesses and value creation of AV, and to expand the authors’ knowledge about the 

competitiveness of the Chinese watch market. 

Nikolaj Larsen has the responsibility for sales of AV’s watches worldwide and thus represents 

the opinions of AV in regards to the research area. The interview aims to cover the views of AV 

with reference to the actions of the brand. Besides Larsen, the authors have found it relevant to 

involve watch industry expert Kristian Haagen who works for Bruun Rasmussen. He has 

written several books and articles about watches, and he is furthermore a key influencer on 

several media (Kristianhaagen.com). The involvement of Haagen serves to expand the authors’ 

knowledge about the research area, as well as to contradict their subjectivity. 

The contact between the authors and Global Sales Director Nikolaj Larsen has been established 

through emails from the authors to AV. The informer and the authors have no knowledge and 

pre - existing relationship of one another and thus the informant can be presumed to appear 

without devoid of exterior factors, that can influence his understanding of the questions and 

his answers. 
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The contact between the authors and Kristian Haagen has been established through an 

approach from the authors on social media. The two parties have no pre-existing relationship 

to each other hence the informant can be presumed to be devoid of exterior factors, which could 

influence his answers. 

The reason for choosing the informants, is that these do not have a direct relationship to each 

other or with to authors. The lack of the direct connection is beneficial, as internal relationships 

can contribute to implicit communication, whereas the meaning would be lost (Halkier, 

2009;29). 

 

2.2.6.7 - Design of interview guide 

In order for the empiric research to comprehensively fulfill the purpose of the paper, the 

interview takes stand in the semi- structured arrangement. This is done by planning a number 

of themes and principal questions with sub questions, which aims to cover the research area 

(Justesen & Mik-Meyer, 2010;55). The semi - structured interview, opposed to the structured 

interview, allows the informants to bring unforeseen and interesting subjects to the 

conversation (Ibid.). 

 

The semi - structured interview is thus the best qualified tool for the aim of exploring the 

research area, as it stimulates new knowledge while simultaneously, it allows the informant to 

elaborate his reflections on the chosen themes (Ibid: 56). To stimulate new knowledge and 

encourage elaboration of various points, follow up questions are continuously made, such as; “ 

what do you mean, when you say (..)?” or “can you elaborate on this?” (Ibid;155). The 

questionnaire thus fulfills the demands for the semi-structured interview, as it allows the 

informer to elaborate on his attitudes. 

The interview guide attempts to obtain an understanding of AV and the watch market. The 

themes do not necessarily need to follow a predisposed order, as it is interesting to pursue the 

answers of the informant in order to obtain a wide insight into the brand and the watch market. 

The questions in the interviews are therefore open and it has been presumed that AV and 

Kristian Haagen are acquainted with the technical terms of marketing. As a result the interview 

guide has been structured with the funnel method. The benefit of this method is that it starts 

with broad questions and terminates in a tight closing. The interview is initiated with general 
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questions such as job position and company description etc. These questions carry the purpose 

of establishing an initial contact between the interviewer and the informants in a way that the 

informants become confident in answering the qualitative interview. 

The initial questions are followed by a short introduction to the purpose of the research, 

through which the informant is informed of the presence of a sound recorder. The purpose of 

the sound recorder is to perform a further treatment of the informant’s answers (Kvale & 

Brinkmann, 2009;149). After the short introduction, selected themes will set the scene for the 

interview. The themes will, as an introduction, aim the informants’ general experiences with 

the watch market. After which the questions will be directed in more detailed insight in the 

informants’ knowledge about specific marketing strategies used in the determined market 

(Ibid;151). 

The informant has been asked to reflect on the elements that AV should consider in their future 

strategy. The informant is thus forced to be critical upon AV, whereas the empirical quality is 

increased. Using Wh- questions enables the informant to give broad and open answers rather 

than restricted explanations. 

The individual interviews are terminated with a debriefing where the informants have the 

possibility of expressing addenda or to elaborate on the treated themes. 

 

  

  

  

  

 

 

 

 

(Chart 2, The funnel method interview, own interpretation, 2018) 
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It should be noticed, in advance of the final interview a pilot interview has been conducted in 

the creation of a final investigation design. The pilot interview secures a trial of the 

comprehensibility of the set questions, and if the questions appear of essence when covering 

the subject they will minimize sources of error. 

 

2.1.6.8 - Execution and setting the scene 

In advance of the qualitative individual interviews, a range of practical considerations has been 

made, as these can be decisive for the empirical production. The interview with Nikolaj Larsen 

took place at his workplace within his working hours, which ensured a neutral environment 

and an easy accessible location for both parties (the informer and the interviewers). 

 

The interview with Kristian Haagen was conducted via phone, and took place within his 

working hours. Time and date was decided by the informants, which ensured they were not 

stressed during the interview. The pilot interviews and the final interviews were initiated with 

a short briefing where the informants were introduced to the purpose of the research, as well 

as the interview guide that was requested to go through. 

 

The interview is carried out and recorded with a sound recorder. Sound records are useful 

when revisioning data. The sound recorder is tested before the interview in order to prevent 

the loss of data. To obtain new knowledge throughout the interview, the authors must remain 

neutral and are not allowed to express their personal opinions towards the informant’s 

statements. The role of the authors is solely to enable the informants in telling about their 

knowledge about AV and the watch market, without being controlling (Halkier, 2009;49). 

 

The above-mentioned framework and interview preparations are essential to undertake an 

efficient qualitative interview, which will bring forward new knowledge. 

 

2.1.6.9 - Transcription and interpretation 

In order to employ the oral qualitative interviews in the research work, it is necessary that 

these are transformed into written documentation by transcription. Written text fits better to 

the analysis and is to considered fundamental empirical research and documentation (Kvale & 

Brinkmann, 2009;199). The transformation to written documentation leads to consequences 
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for the research quality, as the unsaid, such as body language, tone of voice and intonations 

does not appear in written form. This can lead to risk of bias, from the authors, in the written 

material in the process of transcription (Ibid;200). 

 

The purpose of a detailed reproduction is to secure a “clean” re-interpretation of the 

informants’ statements, in a way that the actual views are kept. The interpretation of meaning 

is a continuously process and will unfold further discoveries and thus create further relevance 

for the research. A trustworthy and correct insight into the narrations of the informants is thus 

created by above mentioned description of the transcription (Ibid;203). 

 

2.1.6.10 - Secondary empirical research 

The qualitative data collection is complemented with secondary data consisting of various 

articles from the Internet and numerous and expert reports from Mckinsey, Euromonitor and 

China Trade Research. The secondary empirical data collection adds to the foundation for an 

explorative research of the Chinese watch market. The secondary data contains market trends 

and forecasts, as well as competitive indicators of the future Chinese watch market. The reports 

and data have carefully been selected with focus on publishing date as the fast development in 

the industry and the market contributes to faster expiration of literature. Expired literature is 

considered to distort the validity of the paper. 

 

Chapter 3. Theoretical framework 

In this chapter, the theoretical framework is presented. The theoretical framework will 

supplement the empiricism in the analyses, and serves to bring forward opportunities and threats 

in the watch market of Shanghai and Beijing, and to bring forward the internal strengths and 

weaknesses of AV. The theoretical framework will also serve as a basis for the author’s 

recommendations to AV in regards to which strategy to pursue and how their marketing mix 

should be organized. 

 

3.1 Theory 

The theoretical framework assists investigating the research area, and can be divided into three 

different parts, which all have different perspectives and serves different purposes. 
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The first part has a market perspective, and supplements the empiricism in the analysis of the 

watch market in Shanghai and Beijing. The market analysis serves to uncover opportunities 

and threats, and to determine the competitiveness of the market. The framework for the first 

part hence consists of the PESTL framework, Porter’s 5 forces, and segmentation. The three 

frameworks all has their roots in the Positioning School, best exemplified by Michael Porter’s 

book “Competitive strategy” from 1980 (Mintzberg et al. 2009: 85), and thus relies on its 

premises that 1) strategies are generic, and positions are identifiable in the marketplace 2) The 

marketplace is economic and competitive 3) the strategy process is one of selection of the 

generic positions based on analytical calculation and 4) market structure drives deliberate 

positional strategies that drive organizational structure (Ibid: 89). 

 

The second part has an inside-out perspective, and supplements the empiricism in the internal 

analysis of AV. The internal analysis serves to uncover AV’s value creation, and to determine 

whether the sources of value creation can give them a competitive advantage in the watch 

market of Shanghai and Beijing. The framework of the second part hence consists of Porter’s 

Value Chain and Jay Barney’s VRIO framework. While Porter’s Value Chain originally has its 

roots in the positioning school, Barney’s VRIO framework has its roots in the resource-based 

view. The foundation for the resource-based view was provided by Edith Penrose and her book 

“The Theory of the Growth of the Firm” from 1959 (Rugman & Verbeke, 2002), and builds on the 

premises that a firm’s resources is key to superior performance. If a firm’s resource exhibits 

VRIO assets, it enables the firm to obtain sustainable competitive advantage. 

 

The third part has strategic perspective, which serves to provide a foundation on which the 

authors can make recommendations to AV about which strategy they should pursue, and how 

their marketing mix should be sorted. The framework of the third part consists of Porter’s 

generic strategies and the marketing mix exemplified by the 4P’s. Like the first part of the 

theoretical framework, this part also has its roots in the positioning school, and thus relies on 

the same premises. 

 

The three theoretical parts combined gives us the following framework, which the authors will 

use to answer the RQ of this thesis. 
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(Chart 3, Theoretical framework, own interpretation, 2018) 

 

Together with the empiricism, the theoretical framework opens up for an exploration of the 

research area, and thus provides a foundation on which the authors can base their 

recommendations to AV. 

 

3.2 The external environment 

3.2.1 The PESTL framework (1967) 

Of central importance to the RQ and to developing and implementing a robust marketing 

strategy is awareness of the external environment and how it changes (Hooley et al. 2012: 55), 

as this has an impact on the opportunities and threats that a company has to navigate through. 

 

The PESTL framework offers a method whereby the authors can assess the major factors in the 

external environment that affects the Chinese watch market (Political, Economical, Social, 

Technological and Legal). The PESTL (originally PEST) framework was introduced by Harvard 

professor Francis J. Aguilar in his book “Scanning the business environment” from 1967, and was 

initially presented under the name ETPS (Investopedia, A). The letters have later been 

rearranged to form a more convenient acronym. 
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In his book, professor Aguilar presented Economic, Technical, Political and social factors as 

having a huge influence on the business environment. He argued that an assessment of each of 

the major factors, and how they are changing, can assist an organization in recognizing 

opportunities and threats offered by the current conditions (ibid). The framework can also be 

used for identifying future challenges and thus assist an organization to facilitate a more 

effective strategic planning. Another variation of the PEST framework is the PESTEL, which 

includes Environmental and Legal factors. For the purposes of this thesis, Environmental 

factors have not been relevant to the analysis of the Chinese watch market, hence only the Legal 

factor will be applied to the original framework. 

 

The Political factor of the PESTL framework looks at how government policy affects the 

specific market, in this thesis, the watch market of Shanghai and Beijing. Political factors that 

may also have an impact on an industry include tax policies and political campaigns. 

 

The Economic factor looks at how changes in the economy affect the market. Key factors of 

interest are inflation and recession, consumer spending power, consumer confidence and 

economic growth of the market. 

 

The Social factor looks at how changes in the demography affect the market. The areas within 

demography that are likely to have an impact on the market are age- and gender distribution, 

urban vs. rural population, consumer attitudes and lifestyles. 

 

The Technological factor assesses the specific role and development of technology within the 

market, as well as how competitors use it, which trends it brings, and how it affects the market 

(ibid). 

 

Finally, The Legal factor assesses how legislation affects the market, and how it may be an 

obstacle for new entrants, who want to sell their products to the Chinese consumers. 

 

An analysis of the business environment can benefit from commencing at the macro level with 

a PESTL analysis, as the broader environment can reveal opportunities and threats that 

impinge on the specific markets that the company wishes to operate in. As the business 
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environment consist of more than the macro level, a PESTL analysis cannot stand alone as it is 

limited to revealing opportunities and threats within the industry. An analysis of the business 

environment, commencing with PEST analysis can therefore benefit from adding an industry 

analysis, which can assess the competitive environment. 

 

3.2.2 Porter’s 5 forces (1979) 

In addition to the PESTL framework, Porter’s 5 forces is also central to the RQ as it enables the 

authors to assess the competitive environment of the watch market in Shanghai and Beijing, 

and provides further external input, on which recommendations to AV can be made. 

 

Michael Porter introduced the 5 forces framework in 1979, in a Harvard Business Review 

article and later in his book “Competitive strategy - Techniques for analyzing industries and 

competitors” (1980). The five forces constitute a useful framework for evaluating the factors, 

which affect competition in a given industry (Hooley et al., 2014: p. 71). The forces are rivalry 

among existing industry players, bargaining power of buyers, bargaining power of 

suppliers, threat of new entrants and threat of substitutes (Porter, 2008). An analysis of 

each force is crucial for determining the competitiveness in the watch industry (Hooley et al., 

2014: p. 68). 

 

Rivalry among existing competitors 

Rivalry takes many forms, including price reductions, product innovation, advertising and 

service. Rivalry can be for both the better and the worse to the industry, but as Porter explains, 

it is especially destructive to the profitability if it’s based solely on price, because price 

competition transfers profits directly from the industry to its customers (Ibid: 32). Competition 

on other dimensions such as product features, support service, delivery time or brand image is 

less likely to drive down profitability because it increases customer value and justifies higher 

prices (Ibid). 

 

But the degree to which rivalry affects the attractiveness of an industry depends first on the 

intensity of the rivalry, and second on the basis of competition. 

The intensity of rivalry is greatest under the following circumstances: 

• Competitors are many or equal in size and power 
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• Industry growth is low 

• Exit barriers are high 

• Rivals are highly committed to the industry 

• Competitors are not familiar with each others 

 

Price competition is most liable to occur under the following circumstances: 

• Offerings are undifferentiated 

• Switching costs are low 

• Fixed costs are high and marginal costs are low 

• Offerings are perishable 

 

Bargaining power of buyers 

Bargaining power of customers assesses the customer’s ability to drive down prices. Porter 

claims that as a rule of thumb, buyers are powerful if they have negotiating leverage, which they 

have under the following circumstances (Ibid: 30-31): 

• There are few buyers, or if buyers are responsible for large volumes relative to a single 

vendor. 

• Offerings within the industry are standardized or undifferentiated. 

• Switching costs are low 

• Buyers can credibly threaten to integrate backwards into the industry 

 

Bargaining power of suppliers 

This force assesses how easily suppliers can drive up prices. Powerful suppliers have the ability 

to squeeze the incumbents and thereby capture more value for themselves. This can be done 

by charging higher prices, limiting service and quality, or if switching costs are high (Ibid: 29). 

A supplier is powerful under the following circumstances: 

• It is more concentrated than the industry it sells to. 

• The supplier is not dependent on the industry. 

• Switching costs are high. 

• The supplier’s offerings are differentiated from other supplier’s offerings. 

• There are no substitutes to the supplier’s offerings. 

• The supplier can credibly threaten to integrate forward into the industry 
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Threat of entrants 

New entrants to an industry brings new capacity and an strong desire to win market share, 

which can affect prices, costs and the investments necessary to compete (Porter 2008: p. 26). 

The threat of new entrants is, however, dependent on the entry barriers that are present within 

the given industry, as well as the anticipated reaction to entry from the incumbents (Ibid). 

 

Porter defines entry barriers as “advantages that incumbents have relative to new entrants” 

(Ibid). These can include brand awareness, capital requirements, unequal access to distribution 

channels and restrictive government policies. Porter argues that, when the threat of entry is 

high, incumbents must hold down their prices or increase their investments in order to fight of 

new entrants. 

 

But most importantly, it is the threat of entry and not whether entry actually happens, that 

affects the competitiveness of the industry (Ibid). 

 

Threat of substitutes 

Porter defines a substitute as “any product or service that performs the same or a similar function 

as the industry’s product, but by a different means, and the customer can use to fulfil the same 

need” (Ibid: 31). A good example is videoconferencing, which has become a substitute to travel. 

This example also serves as a reminder to think beyond your direct competitors, and that 

substitutes always are present, but very easy to overlook, because they may appear to be in a 

very different industry. 

 

Substitutes can put a ceiling on an industry’s competitiveness, if an industry doesn’t manage to 

distance itself from the substitutes through superior product performance, marketing or other 

means (Ibid). 

 

The threat of substitutes is high under the following circumstances: 

• The substitute offers an attractive price or performance trade-off to the industry’s 

product. 

• Switching costs are low. 
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3.2.3 Critique of Porter’s 5 forces 

Porter’s 5 forces is standard equipment in many managers’ toolbox, but his ideas have become 

subject to much criticism. Critics points out that the rise of the Internet and increased 

digitalization has influenced nearly all industries (Recklies, 2001). While Porter’s 5 forces 

framework focuses on the actual situation and predictable developments, it fails to deal with 

today’s dynamic changes, which have the power to transform the whole industry (Ibid). In his 

article “Beyond Porter” Larry Downes therefore suggested three new forces that should be 

added to Porter’s 5 forces; digitalization, globalization and deregulation (Downes, 1997). These 

forces are highly applicable to the present, and thus make the original 5 forces more compatible 

with today’s dynamic business environments. 

 

As a result, the 5 forces framework cannot be the sole tool in the toolbox when it comes to 

building business strategy, hence the application of the PESTL framework to this thesis. In its 

assessments of the Political, Economical, Social, Technological and Legal environment, the 

PESTL framework covers all the pitfalls and shortcomings of the 5 forces framework. The 

combination of the PESTL framework and Porter’s 5 forces thus makes up a comprehensive 

tool for an analysis of the business environment. 

 

3.2.4 Segmentation 

Of importance to answering the RQ is a segmentation of the Chinese watch market, as it allows 

the authors to single out groups of potential customers, and recommend which groups AV 

should target. The idea about market segmentation can be traced back to Smith (1956), who 

distinguished between strategies of product differentiation and market segmentation (Hooley 

et al. 2012: 187). 

 

The segmentation of the Chinese watch market will build on the underlying premises for 

market segmentation presented by Hooley et al. 2012. Hooley et al. argues that for a 

segmentation to be useful, customers must differ from one another, in some important respect, 

which can be used to divide the market. These differences may stem from demand for quality 

or different use/benefit requirements (Ibid). To operationalize the segmentation, the segments 

should be identifiable by measurable characteristics, in order to enable an estimation of their 
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value. Finally to apply the segmentation, the selected segments are required to be isolated from 

the remainder of the market, which enables them to be targeted (Ibid: 188). 

 

Due to the data available to the authors, the segmentation will be based on demographic and 

socio-economics measures, attitudinal characteristics and behavior characteristics. This basis 

for segmentation will enable to authors recommend a marketing mix that would be suitable to 

serve the chosen segments. 

 

3.3 The internal environment 

3.3.1 Value chain, Michael Porter (1985) 

In order to develop recommendations and further answer the RQ the value chain is of 

significant purpose, as the stages of this analysis will have an accumulated impact on the added 

value to the product. 

 

The sustainable advantage cannot only be obtained, by cutting costs in manufacturing. It is 

necessary for the brand to provide the value, that will justify and create foundation for the final 

price of the product, whether it is the product it self, service or the information that will add 

value for the end consumer. It is vital to discover and enlighten which activities to undertake in 

the relevance of creating value. The value chain offers the authors a framework to analyze 

which activities that adds value to the final product of AV. 

 

In his book “Competitive Advantage: Creating and sustaining superior performance” from 

1985, Michael E. Porter introduced the value chain framework. The framework suggests that a 

company can be divided into components of each primary activities and support activities. 

 

The components of the primary activities are the inbound logistics, which are all the processes 

related to receiving and distributing the inputs internally. The key factor for creating value in 

this stage is the supplier relationship. The further step is operations. This is the step where the 

activities transform the inputs from the supplier, to outputs and thus is sold to the customer. 

The outbound logistics involves the distributing system from AV to the customer. Marketing 

and sales carry the processes of persuading the customer to make the purchase from AV, rather 

than the competitors and finally the service activities of the customer pre- and post sales can 



Christian Hedegaard Nielsen Studie nr.78698 15.05.2018 
Signe Kirkegaard Petersen Studie nr.56876  
 

 32 

add value and can be done so by adding or deduct components in the way it seems fit for the 

service management for the consumer. The service activities are related to the maintenance of 

the added value of the product, once it has been purchased. 

 

The support activities exist to support the primary activities. This includes procurement, 

technology development, and the company’s infrastructure. Each support activity, except for 

one, can be related to each of the primary activity and thus support the entire chain. The 

exception - the infrastructure – applies to the whole chain, instead of one part of it. 

 

Porter’s figure indicates that the company achieves profit margins based on the management 

of the value chain and he believed that the value chain “Provides a systematic way of examining 

all activities a firm performs and how they interact with one another” (Mintzberg et. Al, 2009; 

108). It is important to understand the value chain as a totality, as competent operations may 

not be a strategic advantage, if this does not match with marketing and sales. 

 

 

 

 

 

 

 

 

 

 

 

(Chart 4, Value Chain, 1985) 

 

When analyzing the value chain of AV, the authors will be provided with a clear indication of 

the allocation of AV’s added value to the products, and how they can establish competitive 

advantage. 
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The idea of the value chain is based on the process view of the organization as a system, made 

of subsystems – each holding input, transformation processes and outputs. 

 

The definition of the value chain be interpreted in two ways; the simple or extended sense. In 

the simple definition, the value chain refers to the primary and support activities performed 

within the firm, whereas the extended definition pays attention to outsourced activities in the 

chain, and thus not activities performed and conducted by a single firm. The authors have 

chosen to adopt the extended definition of Porter’s value chain to the analysis, as AV has 

outsourced the inbound activity. 

 

3.3.1.2 Critique of the Value Chain 

Michael E. Porter’s framework is developed in order to optimize the efficiency of a known 

factor, which is at the same time the complexity of the analysis. Organizationally, the value chain 

means that one existing link follows another, which will have value as a result for the consumer. 

The fundamental assumption of the framework is that the end consumer is relating to the 

process, which in the era of social media is not always the case (Differentiate your business, 

2011). Michael Porter has helped shape the modern day strategy, however the framework was 

created before social media and interaction on the platforms was available. The analysis was 

created when being a large company and having scale, was enough to obtain profit and 

competitive advantage (Harvard Business Review, 2012). The mass market is a well suited fit 

for the value chain, as the customer remains at the end of the chain, which refers back to the 

new social era, where the consumer is included in more parts of the chain, hence the own 

interpretation of the value circle (chart 4) is more adequate for the contemporary time of today. 

This shows the activities are interlinked and the consumer is not at the end of a chain, but a 

part of several layers of values. The paradigm of this paper is, as described earlier, pragmatism, 

which enforces the value chain thinking of the pragmatic outcome, why the chain is 

accommodated to this paper and now is observed at circles. 

 

3.3.2 VRIO, J.B. Barney (1991) 

In his book “Firm resources and competitive advantage” from 1991, J.B. Barney introduced the 

VRIN analysis as a framework l to analyze and determine the whether a firm’s internal 



Christian Hedegaard Nielsen Studie nr.78698 15.05.2018 
Signe Kirkegaard Petersen Studie nr.56876  
 

 34 

capabilities and resources in order to find if this can be a source to sustained competitive 

advantage. In this work Barney identifies four objects of which the company’s resources must 

live up to in order to source sustained competitive advantage. The VRIN framework, suggests 

that the resources should be Valuable, Rare, Imperfectly Inimitable and Non- substitutable. In 

his book “Looking inside for competitive advantage” from 1995, Barney updated his tool and 

thereby introduced the VRIO framework. To create sustainable competitive advantage, a 

company’s resources should now be Valuable, Rare, Inimitable and Organized meaning that a 

company should be able to utilize the resources. By the updated version, the capability of the 

organization was captured, as this has significance in order to manage the other aspects in the 

tool. 

 

 

 

 

 

 

 

 

 

(Chart 5, VRIO framework, Barney, 1995) 

 

As the figure shows, the organization is important in obtaining competitive advantage, as 

sustainable competitive advantage is dependent on whether the organization is able to 

orchestra and manage the capabilities and resources. While an analysis of the value chain can 

disclose where and how AV creates value to their customers, the VRIO framework can disclose 

whether the valuable resources and capabilities of AV can be utilized to create sustainable 

competitive advantage. The resources can be either tangible or intangible. Tangible assets such 

as land, building or machinery can easily be bought by competitors whereas intangible assets 

such as brand reputation, trademarks or a unique training system is not as easily acquired by 

others, why this offer the benefits of sustained competitive advantage. In order to locate 

valuable, rare and inimitable resources, only intangible assets of AV’s value chain will be 

considered for this framework. Awareness of AV’s resources and capabilities makes it clear to 
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the authors which components must be further developed in order to obtain sustainable 

competitive advantage. 

 

3.3.2.1 Critique of VRIO 

The framework of VRIO is established for assessing the micro level - the internal organization. 

AV does not manufacture the watches themselves and they are not able to do so, hence this 

resource has been outsourced. This means another level has been applied to the framework at 

it is thus not internal anymore. The valuability can however still be put out, as AV can still make 

sure to show and tell the benefits of the outsourcing to Switzerland, China or Japan by involving 

the brand’s followers on e.g. Instagram - which is a platform that the framework does not 

consider. VRIO was evolved before the social media was developed and furthermore, before 

anyone could know this would have such a heavy power. This leads further on to criticize the 

lack of focus on capabilities as much the focus on resources (Sanchez, 2008). Majority of today’s 

companies do not obtain competitive advantage more than rather competitive survival with 

the resources, however, the capabilities of the company can ensure competitive advantage and 

thus does not perfectly apply to VRIO, as it would be difficult - if not impossible - to locate a 

resources that would satisfy of off Barney’s VRIO criteria. The rarity of the framework does not 

apply for many companies today, as most resources or capabilities have been exploited or can 

be obtained easily, however sustained competitive advantage can still be achieved, depending 

on the company’s ability to manage the rarity (Sanchez, 2008). 

 

3.4 Strategic recommendations 

3.4.1 Porter’s generic strategies 

Central to the RQ is also Porter’s generic strategies, which assists the authors in their 

recommendations to AV on which strategy to pursue. The choice of strategy also indicates 

which segments should be targeted, and thus sets the frame for how AV should sort their 

marketing mix. 

 

In his book “Competitive advantage” from 1985, Porter argued that there are two basic types of 

competitive advantage that a company can possess: low cost or differentiation (Mintzberg et al. 

2009: 106). Combined with the scope of the business and the segments targeted, these two 

types lays the foundation for four generic strategies that a company can pursue in order to 
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achieve above-average performance in an industry (Ibid). The generic strategies, shown in the 

figure below, are cost leadership, differentiation and focus. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

(Chart 5, Porter’s generic strategies, 1985) 

 

Porter argues that trying to be all things to all people is a recipe for failure and below-average 

performance in an industry, hence a company must make a choice between either of these 

strategies (Ibid). 

 

Cost leadership 

By pursuing this strategy, a company aims at being the low-cost producer within a specific 

industry. The Cost leadership strategy can be realized by gaining experience in production, 

investing in large-scale production facilities, using economies of scale, and carefully monitoring 

all operating costs (Ibid: 107). This strategy emphasizes saving money, and thus appeals to 

serve customers who are on a budget (Investopedia B). Another important notion to this 

strategy is, that there can only be one cost leader within an industry, namely the company 

operating at the lowest costs. 
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Differentiation 

By pursuing this strategy, a company aims at establishing brand- and customer loyalty. The 

Differentiation strategy can be realized through unique branding or unique products and 

services, by offering higher quality, better performance or other unique features which can 

justify higher prices (Ibid). This strategy focuses on the buyer’s perception of value, and to 

pursue this strategy, the company must have a thorough understanding of the consumer’s 

expectations to the product and how it will be used (Investopedia B). 

 

Focus 

As the figure implies, this strategy aims at serving narrow market segments, and thus urges a 

company to focus on particular customer groups, product lines or geographic markets. The 

strategy may be one of either differentiation focus, where the company aims at differentiate its 

offerings in a focal market, or cost focus where the company aims at selling its offerings at low 

costs in a focal market. This strategy allows the company to concentrate on developing its 

knowledge and competences towards specific customer groups (Mintzberg et al. 2009: 107). 

 

3.4.1.1 Critique of Porter’s generic strategies 

While being widely acknowledged and adopted by many strategists, Porter’s generic strategies 

have also become subject of criticism. Some of the criticism is based on the fact that Porter 

doesn’t explain specifically how any of the generic strategies should be implemented (Murray, 

1988). 

 

Moreover, Porter does a disservice to practicing managers by advocating that only one generic 

strategy can be practiced at a time, despite that no sound reason for such a limitation exists 

(ibid). Strategic choices should be made by referring to the specific external context of the 

company. External factors dictate a set of strategic means, which may include components 

aimed at reducing costs, raising revenues through product differentiation or both.  How easily 

the indicated set of strategic means can be implemented will depend on the internal 

environment of the company (Ibid). 

Contingency theories, such as Porter’s generic strategies, too easily fall into the trap of 

assuming that any set of external constraints has an internally consistent structural response 

(ibid). The work of Lawrence and Lorsch (1967) and Weick (1969) point to the difficulties of 
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mounting a coherent organizational response to a contradictory set of external demands. They 

argue that many optimal strategic responses imply just such internal contradictions (ibid). It is 

therefore important to build strategies that links external factors with appropriate internal 

responses, thus the authors uses both an external and internal analysis to build their strategic 

recommendation on. 

 

3.4.2 The Marketing mix (4 P’s) 

The marketing mix is essential to the RQ as it provides a foundation for the authors’ 

recommendations to AV on how to serve the chosen customer segments. 

 

The idea of the marketing mix, also known as the 4 P’s, was originally proposed by Jerome 

McCarthy in 1960, and was later popularized by Philip Kotler in his book “Marketing 

Management” from 1967. The 4 P’s stand for Product, Price, Place (distribution) and Promotion 

(advertising), which according to Kotler, constitutes a useful framework for companies to 

influence the buyer’s response (CKGSB Knowledge, 2013). The marketing mix also provides a 

useful framework to support a company’s strategy. Although additional P’s exists including 

People, Processes and Physical evidence, these will not be included in this thesis due to the 

focus of the RQ and sub-questions, which relates to Promotion and Place. This does not mean 

that the authors deny the importance of the additional P’s, but they are not found relevant to 

the purposes of this thesis. 

 

Product 

Product refers to the item that the company offers to satisfy the needs and desires of the 

customers. The company should therefore consider what features differentiates their products 

from their competitors’ offerings, and how the product can be branded effectively 

(Investopedia C). 

 

Price 

Price refers to the sale price of the product, and reflects what customers are willing to pay for 

it. Price can either be based on the product’s costs including manufacturing, marketing and 

distribution, known as cost-based pricing, or it can be based on the customer’s perceived value 

or quality of the product, known as value-based pricing (Ibid). 
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Place 

Place refers to the distribution of the company’s product - where and how it’s sold. A company 

should carefully consider its products characteristics before choosing which distribution 

channels to use. While basic and low-priced consumer goods often are available at many 

retailers, more premium and high-end consumer goods are often sold through exclusive 

channels. Another consideration a company needs to make is whether the product is suitable 

for online stores, physical stores or both (Ibid). 

 

Promotion 

Promotion refers to the joint marketing campaigns used to promote the company and its 

products (Ibid). For many people, advertising is synonymous with marketing, but in practice, 

advertising is just one of the activities that relates to promotion (Hooley et al. 2012: 308). 

Besides advertising, promotion also includes personal selling, sales promotion, branding, social 

media and public relations. When promoting the company or its products, the company should 

carefully construct the message in a useful manner, which takes the media into consideration 

and thus reaches the target audience (Investopedia C). 

 

Chapter 4 - Market analysis 

The market analysis will be conducted through the PESTL framework, Porter’s 5 forces and 

segmentation as explained in the previous chapter. Analyzing the factors that affects the market, 

as well as the forces that shape competition, enables the authors to bring forward the 

opportunities and threats that AV must be aware of, when they enter the Chinese watch market. 

The analyses will be summed up in a partial conclusion, which serves to give the reader a 

structured overview. 

 

4.1 PESTL analysis 

The PESTL framework offers the authors a method to assess the major factors in the external 

environment which impacts the opportunities and threats that AV will have to navigate 

through, when they enter the Chinese market. The external environment will be discussed 

through 5 headlines: The Political, the Economic, the Social, the Technological and the Legal 

environment. 
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4.1.1 Political environment 

In 2012, the Chinese government implemented a comprehensive campaign against corruption. 

The anti corruption campaign serves to battle bribery and has thus put a limit on lavish gift-

giving and spending amongst government officials. This has hurt the sale of high-end watches 

in China, which has played an outsized role in corruption in recent years (Quartz Media, 2014, 

appendix 4). Government officials have for many years used expensive watches as bribery in 

return for various services. The campaign has thus become an obstacle for growth in the high-

price watch segment hence some of the luxury brands have forayed into the affordable price 

range, in order to lower the impact of decreasing sales (Euromonitor, 2017a). This indicates 

that the mid price segment in the market could become more crowded if the anti-corruption 

campaign remains an obstacle. 

 

4.1.2 The economic environment 

China has historically enjoyed a significant economic growth, and has more than doubled their 

GDP since the financial crisis back in 2008 where GDP was recorded at CNY 29.98 trillion (The 

World Bank, China 1). 

 

The GDP per capita has also historically enjoyed a significant growth, and has more than 

doubled since 2008, where it was recorded at CNY 22.050 compared to 51.030 today (The 

World Bank, China 2). The two metropoles Shanghai and Beijing recently presented a GDP per 

capita of CNY 127.890 and 123.480 respectively (Forbes, 2018), which makes these cities the 

wealthiest per capita in China. The highest paid jobs within China are also clustered there, and 

the average monthly salary in the two metropoles is roughly CNY 9900 (China Daily, 2017), 

which is significantly higher than the Chinese average monthly salary, which is roughly CNY 

5600 (Trading Economics, 2018b). 
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(Chart 6, Evolution and forecast in annual GDP per capita in CNY, 2018) 

 

The increasing wealth of many consumers means that by 2020, approximately 51% of the 

urban households will have an annual income between CNY 100.800-214.200 (McKinsey, 

2012). 

 

4.1.2.1 The Affluent households 

Affluent households are expected to account for roughly 16% of the population in Shanghai and 

Beijing by 2020, which is 3 times more than in 2010. The affluent households have an annual 

income above CNY 214.200 and are moreover expected to annually spend an average of CNY 

132.300 on discretionary consumer goods (McKinsey, 2012). 

 

4.1.2.2 The mainstream households 

The mainstream households are expected to account for 71% of the population in Shanghai and 

Beijing by 2020, compared to only 24% in 2010. Their annual income level is between CNY 

100.800-214.200, and they are expected to annually spend around CNY 37.800 on discretionary 

consumer goods (ibid). 
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4.1.2.3 The Value households 

The value households are expected to decrease significantly. They accounted for 67% of 

Shanghai and Beijing’s population in 2010, but are expected to only account for 12% by 2020. 

Their annual income level is between CNY 37.800-100.799, and they are only expected to have 

an average annual spending of CNY 25.200 on discretionary consumer goods (ibid). 

 

China’s labor force has been one of the most important factors contributing to the country’s 

unparalleled economic development over the past decades. Still recovering from an all-time 

low of 67.8% in 2010, the workforce was last recorded at 71% in 2016, and is expected to 

continue its growth (Statista, 2017a). While the workforce is slowly increasing, the average 

unemployment rate throughout China remains stable at around 4%, and is forecasted to remain 

so until at least 2021 (Statista, 2016). Shanghai mirrors the average unemployment rate of 

China at approximately 4%, whereas Beijing has a significantly lower unemployment rate, last 

recorded at 1.4% in 2016 (ibid). 

 

The improved economy of the Chinese consumers and a growing working force has meant that 

more consumers have resources for discretionary spending, and thus use more money on 

watches. 

 

The Chinese watch market is the largest market in the world measured on value, followed by 

the North American market. The Chinese watch market has an estimated value of CNY 68.000 

million, and is forecasted to reach a value of CNY 90.000 million by 2022 (Euromonitor, 2017a). 

 

From 2003 to 2011 the market enjoyed a bewildering annual growth rate of roughly 20% in 

value, but started to slow down in 2012, and has since enjoyed a stabile annual growth rate of 

2.4%. Despite the significantly lower growth rate in recent years, the market is expected to pick 

up the pace a little over the next five years, with an expected annual growth rate of 3.5% until 

2022 (Ibid). 

 

As already established, the high-price segment of the watch market is challenged by the anti-

corruption campaign. This means that the overall growth of the total market must come from 

elsewhere. Both the mid price and the low price segments of the market have enjoyed a 
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significant growth since 2012, with an annual growth rate of 7% and 5% respectively, whereas 

the high-price segment has had a negative annual growth rate of -3% in that same period (Ibid). 

The development in value of the different price segments, as well as the total market is reflected 

in the table below. 

 

Numbers are in 

CNY million 

2012 2013 2014 2015 2016 2017 

Low price 12,438.80 13,437.10 14,475.60 15,566.40 16,581.50 17,630.30 

Mid price 17,497.10 18,883.60 20,729.70 22,535.30 24,357.40 26,278.90 

High price 30,006.30 28,964.70 27,571. 50 26,147.50 24,632.80 23,720.20 

Total market 

value 

59,942.20 61,285.40 62,776.80 64,249.30 65,571.80 67,629.40 

 

(Chart 7, Price segments by value, Source: Euromonitor International from official statistics, 

trade associations, trade press, company research, store checks, trade interviews, trade sources 

2018) 

 

As the table shows, the mid price segment has grown to become the largest of the three 

segments, and prospects are that it will remain so in the coming years. The mid price segment 

is expected to enjoy a 5.4% annual growth rate until 2022, while the low price and high price 

segments are expected to enjoy an annual growth rate of 3.7% and 1.2% respectively 

(Euromonitor, 2017a). 

 

Watches are sold through two main channels in China: Store-based retailing and online 

retailing. Store-based retailing, which consists of department stores, jewelry and watch 

specialists etc. accounts for 91% of the market value while online retailing accounts for 9%. 

The most important distribution channel within store based retailing of watches is jewelry and 

watch specialist, which accounts for 50% of the market value, while the second most important 
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channel is department stores which accounts for 36% (Ibid). The figure below, which is 

adopted from Euromonitor (2017a), shows the distribution landscape for watches in China. 

 

 

(Chart 8, Distribution landscape for watches, Euromonitor International from official statistics, 

trade associations, trade press, company research, store checks, trade interviews, trade 

sources, 2018) 

 

The figure also shows the evolutionary trend for each channel in the period 2012-2017. In 

2012, online retailing of watches only accounted for 2.6% of the market value, and store-based 

retailing accounted for 97.2%. It is especially the department stores which have lost ground in 

the distribution battle for watches. They have lost 4.0% points from 2012 to 2017 (Ibid). 

 

Despite a declining trend, store-based retailing will remain an important channel for 

distribution of watches in the coming years, as this kind of retailing offers the customer a 

superior experience in terms of pre-sale, sale and after-sale service. The declining trend in 

store-based retailing means an increasing trend in online retailing, which is expected to play a 

more dominant role in the distribution of especially mid-price and low-price watches in the 

future. 
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4.1.3 Social environment 

Extensive research has made it clear to the authors that Shanghai and Beijing share the same 

demographics and consumer lifestyle patterns (China Trade Research, 2015a&b; Euromonitor, 

2017b; Beijing Statistical Yearbook, 2016; Shanghai Statistical Yearbook 2016; McKinsey, 2012; 

McKinsey China, 2017; Jing Daily, 2017a&b; China Business Review, 2011) hence they will be 

analyzed as one. 

Shanghai and Beijing are the two largest cities in China with a population of 25,8 million and 

22,8 million respectively (World Population Review, 2017a&b), of which approximately 85-

90% lives in the urban area, and only 10-15% lives in the rural areas. It is projected that both 

metropoles will have a population of more than 50 million by 2050, as a result of urbanization 

and strong economic growth (World Population Review, 2017a&b). The growth in population 

means a greater consumer market, which further indicates that the market for watches will 

continue to grow in the coming years. 

 

The size of the population has been a political issue for many years, which ultimately led to the 

famous “one child policy” in 1979 (World Population Review, 2018). The policy, which was 

officially outfaced in the beginning of 2016, caused the birth rate to fall below the replacement 

rate of 2,1 child per woman. The populations have therefore aged significantly, which is 

reflected in the average age of the population, which is 37,3 years today, compared to 21,9 in 

1980 (Worldometers, 2018). The age distribution of Shanghai and Beijing is presented below 

in a population pyramid. 

 

 

 

 



Christian Hedegaard Nielsen Studie nr.78698 15.05.2018 
Signe Kirkegaard Petersen Studie nr.56876  
 

 46 

 

(Chart 9, population pyramid, own illustration, Source: Shanghai Statistical Yearbook, 2016; 

Beijing Statistical Yearbook, 2016) 

 

The population pyramid shows that the majority of the population is aged between 20 and 69 

years. 

 

Based on behavioral attitudes and consumption patterns, three groups of consumers has been 

identified: The +40 generation, the post 80’s, and the post 90’s (China Trade Research, 

2015a&b; Euromonitor, 2017b; McKinsey, 2012; McKinsey China, 2017; Jing Daily, 2017a&b; 

China Business Review, 2011). 

 

4.1.3.1 The +40 generation 

The +40’s grew up in a social and economic environment which was much more fragile and 

closed around itself, compared to the one they are experiencing today. They grew up with very 

limited financial resources, and did not become disposed to the outside world until “The open 

door policy” in 1978 (China Trade research, 2015a&b). Their childhood very much reflects their 

consumption attitudes, which can be described as relatively traditional and 
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conservative. They are looking to get value for money, and they are very price sensitive (Ibid). 

They also rarely spend money on discretionary consumer goods such as watches, as they more 

inclined to save their money (McKinsey, 2012). 

 

4.1.3.2 The post-80s generation 

The post-80s generation, on the other hand, has never experienced the harsh conditions of the 

1960s- and 70s, hence their behavioral pattern differs significantly from the +40’s. Price is not 

a main consideration, as they are more quality conscious (China Trade Research, 2015a&b). 

The consumption concept of this generation is one of enjoyment rather than one of survival. 

They have strong consumption impulses, and they are more inclined to spend money on 

discretionary consumer goods such as watches (ibid). This generation wishes to express 

independent character and identity. They are very brand loyal, and willing to pay a premium 

for original fashion brands, through which they can fulfill their need of self-expression (Jing 

Daily, 2017a). Moreover, the post-80s prefer shopping online, as they are busy with work and 

family (ibid). 

 

4.1.3.3 The post-90’s generation 

Like the post-80’s, the post-90’s are very quality conscious of the goods they consume, but they 

have a much lower level of brand loyalty than the post-80’s. They prefer high-end brands from 

Europe, Japan or South Korea instead of lower priced domestic brands, and they strongly 

believe that there is a correlation between price and quality (Jing Daily, 2017b). Despite their 

believe in the correlation between quality and price, they appreciate smaller discounts, because 

of their lower financial status compared to the post-80’s (Ibid). The post-90’s also has a greater 

focus on consumption that supports a healthy lifestyle (Jing Daily, 2017a). They are high 

frequency users of mobile shopping, and they place orders online at least once a week, but 

opposed to the countrywide consumer trend, they also like going to physical stores, which 

offers a superior in-store shopping experience compared to e-commerce (Ibid). 

 

4.1.4 Technological environment 

Technology continues to develop at a bewildering pace, affecting not only the high-tech 

industries, but also other industries that make use of technology (Hooley et al, 2014: 63). 

Traditionally, the watch industry has not been known for its use of technology, and neither has 
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it been affected much by the development hereof, but that has changed remarkably during the 

last decade. 

 

China is being led by innovation-obsessed executives like Ren Zhengfei, founder of Huawei, and 

their success is fuelling a virtuous cycle of innovation (Fortune, 2017). The innovative 

technological environment in China has sparked a boom in wearable electronics, which could 

be a major disruptive force in the battleground for the watch market, especially among the 

younger consumers (Euromonitor, 2016a). Many traditional watch companies have therefore 

begun to adopt these new technologies, and use them in their products. High-end watch 

companies such as TAG Heuer, Hublot and Mont Blanc have recently launched their first 

Smartwatches (Euromonitor, 2017a). Also mid-range companies like Fossil and Michael Kors, 

have been early adopters of the innovative technology, and launched several smartwatches 

already. 

 

Moreover, as technology continues to improve and the internet continues to develop, online 

shopping becomes more widespread. As already established under the economic environment, 

the distribution of watches is increasingly happening through online retailing, especially in the 

mid price and low price segments. (China Trade Research, 2015a; China Trade Research, 

2015b; Euromonitor, 2017a). 

 

4.1.5 The legal environment 

Understanding the local governments and the local legislative- and political systems in 

Shanghai and Beijing can be difficult for foreign companies entering the market, if they do not 

have a local partner in China (Chine Business Review, 2011). Local governments in larger cities 

such as Shanghai and Beijing has a greater choice for foreign direct investments, hence getting 

attractive terms and conditions for doing business is more difficult. Local governments are 

therefore likely to be an obstacle for newcomers, especially if they wish to promote local 

business. Moreover, China’s laws and regulations requires that foreign companies who are 

interested in selling directly to Chinese consumers, must have a corporate presence in China 

(Jing Daily, 2018). A local business partner is thus essential in order to overcome the legislative 

obstacles and achieve attractive terms or just helping to speed up approval processes (ibid). 
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4.1.6 Partial conclusion 

The PESTL analysis shows that the Chinese consumers’ appetite for luxury has dampened and 

hence been an obstacle for the high price segment of the watch market because of the anti-

corruption campaign. Some high-end brands have therefore forayed into the mid price segment 

which, as a result, has become even more crowded. 

 

The economy of China is improving and so is the spending power of the Chinese consumers, 

especially in Shanghai and Beijing. The consumers are moving towards an increased spending 

on watches, in particular the affluent and mainstream households who makes up 16% and 71% 

of the population in the two metropoles respectively. The improved economy and increased 

spending on watches is also reflected in the value of the Chinese watch market. The Chinese 

watch market is the world’s largest and has an estimated value of CNY 68.000 million, and is 

forecasted to reach a value of CNY 90.000 million by 2022. Growth is primarily driven by the 

mid price segment of the market, which is also the largest segment with an estimated value of 

CNY 26.000 million. The mid price segment will continue to be the growth driver with an annual 

growth rate of 5,4% until 2022, compared to 3,7% in the low price segment and 1,2% in the 

high-price segment. 

 

The analysis also shows that watches in China primarily are sold through store-based retailing 

and online retailing. Store-based retailing accounts for 91% of the market value while online 

retail accounts for 9%. The largest channels for store-based retailing are department stores and 

jewelry and watch specialists who accounts for 36% and 50% respectively. While online 

retailing of watches is increasing and expected to play a more dominant role in the distribution 

of mid priced watches, store-based retailing remains an important distribution channel, 

because it offers the consumer a superior customer experience in terms of pre-sale, sale and 

after-sale service. 

 

Shanghai and Beijing has a total population of 48,6 million people, which is expected to have 

doubled by 2050. The growth means a great consumer market, and emphasizes further growth 

in the Chinese watch market. 
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The population is ageing as a result of the one child policy, which means that 56% of the 

population in the two metropoles is above 40 years old. Based on consumption patterns and 

behavioral attitudes, three groups of consumers have been identified: The +40 generation, the 

post 80’s and the post 90’s. 

 

The +40 generation grew up under tough conditions, which is very much reflected in their 

consumption attitudes. They prefer value for money, they are price sensitive, and they rarely 

spend money on watches. 

 

The post 80’s are not very price sensitive. They have strong consumption impulses, and they 

are more inclined to spend money on watches through which they can express their identity, 

hence customization is valuable to this segment. They are very brand loyal, and willing to pay 

a premium for original fashion brands. Moreover, this segment prefers online shopping as they 

spend the majority of their time on work and with family. 

 

The post 90’s are less brand loyal, and they prefer brands from Europe, Japan and South Korea. 

They are strong believers in the correlation between price and quality, yet they appreciate 

smaller discounts due to their lower financial status compared to the post 80’s. They frequently 

shop online, but they also enjoy shopping in physical stores, as they value the superior in-store 

experience. 

 

The analysis also shows that the watch industry is heavily affected by the development in 

technology. The innovative technological environment in China has sparked a boom in smart 

watches, which poses a huge threat to the traditional watch industry. Many mid-price watch 

brands have already adopted this new technology, and launched their own portfolio of smart 

watches. Moreover, the development in technology has also made online shopping more 

mature, which is one of the reasons behind the increase in online retailing of watches. 

 

Finally, the analysis shows that the legal environment of China can be difficult for new entrants 

to navigate through, hence it could be beneficial for a new entrant like AV to find a local partner, 

who can help them overcome this barrier for doing business in China. 

 



Christian Hedegaard Nielsen Studie nr.78698 15.05.2018 
Signe Kirkegaard Petersen Studie nr.56876  
 

 51 

4.2 Porter’s 5 forces 

Porter’s 5 forces offer the authors a useful framework through which the competitiveness of 

the industry can be assessed. An assessment of each of the five forces provides further external 

input on which the authors will base their recommendations to AV. 

 

4.2.1 Rivalry among existing competitors 

The rivalry among the incumbents is intense. The watch industry is extremely challenged and 

there are way too many watch brands on the market (appendix 4). The biggest brands are 

Omega and Tissot with a market share just above 5%, and the remaining brands are clustered 

into groups with respective market shares of around 3, 2, 1 and 0,5% (Euromonitor, 2017a), 

which indicates a highly fragmented market. The industry can be characterized as a red ocean, 

where incumbents are fighting a fierce battle for market shares. 

 

The products on the market can easily be imitated, and are therefore not unique enough to 

differentiate the brand from the competitors. Brands are therefore competing through huge 

investments in marketing campaigns and partnerships with retailers and tech companies, in 

order to develop their brand and thereby maintain or gain a competitive edge in the market. 

 

As already established, the anti corruption law has been an obstacle for many brands operating 

in the high price segment of the market, hence some of the high-end brands have forayed into 

the mid price segment in order to minimize the damage. This has caused an intensified 

competition in the mid price market, thus forcing the incumbents to make larger investments 

in marketing (ibid; appendix 4). The majority of the incumbents in the mid-range market are 

dependent on the industry, which along with the increased investments required to compete 

further intensifies the competition. The leading competitors in the mid price market are Tissot, 

Longines, Fossil and Daniel Wellington (Euromonitor 2017a), and they all appeal to the same 

customer segment as AV, with the addition of a few more. 

 

The trend within the industry is fashion (Ibid; China Trade Research, 2017; China Trade 

Research 2015a; China Trade Research, 2015b; appendix 4). Wristwatches have become 

fashion pieces, and consumers across all price segments use watches as part of their outfit, to 

show of their personal style. The trend started when the mid price brand Daniel Wellington 



Christian Hedegaard Nielsen Studie nr.78698 15.05.2018 
Signe Kirkegaard Petersen Studie nr.56876  
 

 52 

entered the industry. By branding their wristwatches as an essential part of an outfit, Daniel 

Wellington managed to get watches on the wrists of many young consumers worldwide 

(appendix 4). The success of Daniel Wellington gave rise to the fashion trend, and has created 

countless new watch brands that want to achieve the same success (Ibid). 

 

As fashion is the trend, social media is becoming an important tool for the watch industry, and 

more incumbents are starting to be attentive towards online advertising campaigns (Appendix 

2; Euromonitor, 2017a). Many watch brands communicates solely through social media, where 

they use fashion bloggers to reach out to a larger audience and to emphasize their fashion 

appeal (ibid). 

 

4.2.2 Bargaining power of buyers 

As AV sells their watches directly to consumers and through third party retailers, there are two 

sets of buyers that they need to address. 

 

4.2.2.1 Consumers 

The consumers have a strong bargaining power on the Chinese watch market. A watch is not a 

necessity but rather a discretionary good, and there are wide ranges of brands to choose from. 

While the main purpose of a traditional watch is to tell time, it first and foremost acts as a 

fashion statement. The various offerings on the market are only differentiated by brand, hence 

the physical products can easily be imitated (appendix 4), which makes it easy for consumers 

to find an alternative watch that fulfill the same criteria. 

 

4.2.2.2 Third party retailers 

As already established, the two main retail channels for watches are department stores and 

jewelry and watch specialists, hence only these two will be considered among the possible third 

party retailers. 

 

4.2.2.2.1 Department stores 

The department stores have a strong bargaining power. Besides watches, they sell a wide 

variety of consumer goods, which mean that they are not dependent on the watch industry. 

They furthermore have a wide variety of brands to choose from which can appeal to their 
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customer base, and a new brand like AV will therefore find it difficult to penetrate the 

department stores, as they can easily find other more established and saleable watch brands. 

Department stores also usually buy larger volumes of watches, and with the intense rivalry 

among incumbents and their fierce battle for retail space in mind, the department stores will 

be able to squeeze the incumbents for the best deal possible. 

 

4.2.2.2.2 Jewelry and watch specialists 

The jewelry and watch specialists also have a relatively strong bargaining power. Unlike 

department stores, jewelry and watch specialist are highly dependent on the watch industry, 

as they exist on the basis of it. But in spite of their dependency on the industry, they also have 

a wide range of brands to choose from, which can appeal to their customers. A new brand like 

AV will thus find it difficult to penetrate the jewelry and watch specialists as they can easily find 

other more established and saleable watch brands. The jewelry and watch specialist also 

typically buys large volumes, and the fierce battle for retail space among watch brands, also 

enables the jewelry and watch specialists to squeeze the incumbents for the best deal possible. 

 

4.2.3 Threat of substitutes 

The threat of substitutes is high. The advancement in technology over the years has increased 

the threat of alternative products to the watch industry: Cell phones, computers, fitness 

trackers and other technology products that tell the time have all threatened the watch 

industry. Each of the alternative substitutes offers a significant trade-off compared to the 

traditional wristwatch. The latest addition is smart watches, which have been a major 

disruptive force in the watch market (Euromonitor, 2016a), and offers significant trade-offs 

like integration of apps, which enable consumers to respond to texts and calls. Many 

incumbents have started to launch their own range of smart watches with the likes of Tag 

Heuer, Mont Blanc, Fossil and Michael Kors also jumping on the smart watch bandwagon. 

 

The consumers have proven to be enthusiastic early adopters of smart watches, and there is no 

doubt that they will have an impact on the sales of traditional watches (Euromonitor, 2017a). 

Especially smart watches priced around CNY 3.000 are a huge challenge for traditional 

wristwatches in the same price range (appendix 4). 
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Despite posing a serious threat to traditional watches, the future of smart watches is not written 

in stone, and it could yet flop. One of its limitations is its dependence on smartphones, which 

already offer the same functions, which makes it less convenient to use. Another is its relatively 

short lifetime compared to traditional watches, which can survive for decades. Consumers are 

unlikely to inherit a smart watch in the way they inherit a traditional wristwatch. Another 

disadvantage of the smart watch is that it is not viewed upon as being fashionable hence it 

doesn’t have the same outfit appeal as traditional watches (appendix 4). 

 

4.2.4 Threat of entrants 

When entering the Chinese watch market, AV must be prepared to make significant 

investments, in order to gain a share of the market. It requires a lot of money to compete in the 

watch industry, especially for new entrants (Ibid). While building a portfolio of watches may 

not be expensive, the investment in R&D and marketing necessary to gain a share of the are 

huge. 

 

Watch companies use their brand to differentiate their offerings from the ones of their 

competitors, and existing market players such as Daniel Wellington, Fossil and Tissot benefits 

greatly from strong brand awareness, which is a significant entry barrier for new entrants like 

AV, who has a limited marketing budget. Nonetheless, new watch companies keeps entering 

the Chinese watch market in the hope of replicating the success of Daniel Wellington, however 

those unwilling or unable to meet the capital inquiries to compete, runs the risk of losing. 

 

AV will have to acknowledge that it can take years of marketing and brand development for a 

new entrant to convince consumers to buy their watches over the many other already 

established options. 

 

4.2.5 Bargaining power of Suppliers 

The bargaining power of suppliers to the watch industry is weak. The suppliers to watch 

companies are watch manufactures, which are specialized in making watches hence they are 

dependent on the watch industry. There are hundreds of manufacturers to choose from, and 

they all have equal access to components (China Importal, 2018). 



Christian Hedegaard Nielsen Studie nr.78698 15.05.2018 
Signe Kirkegaard Petersen Studie nr.56876  
 

 55 

Most components for a watch are generic and standardized, but they can be customized to the 

watch company’s product specifications (Ibid). That, however, does not mean that all suppliers 

are the same. The most important factors that differentiate suppliers in the industry are 

product compliance, quality management and customer management (ibid). 

 

Many suppliers go into making a watch, and there are many alternatives to choose from). This 

puts a limit to the suppliers bargaining power, as the different components for the watch easily 

can be sourced from other suppliers. 

 

The low bargaining power of suppliers enables AV to squeeze the best deal possible out of the 

suppliers, and keep a low cost structure in production. This also gives AV more resources to put 

into marketing and brand building, which is essential for competing in the Chinese market. 

 

4.3 Partial conclusion 

The porter’s 5 forces analysis shows that the competition within the industry is fierce. The 

industry is very fragmented and can be characterized as a red ocean, especially the mid-price 

segment in which AV is likely to compete, and competitors a fighting with everything they have 

to gain market share. 

 

The offerings on the market are relatively undifferentiated, which means that companies are 

competing through huge investments in marketing campaigns on social media and 

partnerships in order to give their brand a competitive edge in the market. 

 

The trend in the market is fashion, and it was mid-price brand Daniel Wellington who started 

this trend by making the wrist watch an essential part of the consumer’s outfit. Other 

competitors in the mid-price segment are Fossil, Tissot and Longines, whereof Tissot is the 

largest player. 

 

The consumers have a strong bargaining power as there is a wide variety of brands to choose 

from, which all can fulfill the same needs of the consumer. It is therefore important for AV to 

establish a preference for their brand, as this can give them a competitive edge in the market. 
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The third party retailers also have a strong bargaining power, which can be more difficult to 

overcome. The retailers can easily find other more established and saleable brands that appeal 

to their customer base, which puts them in a position where they can squeeze the watch 

companies to get the best deal possible. Third party retailer might therefore not be an attractive 

distribution channel for AV. 

 

AV will also have to consider smart watches when they enter the Chinese watch market, as the 

threat of these is high. Smart watches offers significant trade-offs, yet one of its limitations is 

the inconvenient dependence on smartphones, which means that the consumer needs 

additional products to use it. Moreover, smart watches are not view upon as fashionable and 

therefore do not have the same outfit appeal as traditional wristwatches. 

 

Existing market players benefit greatly from already acquired brand awareness, and AV, as a 

new entrant, thus have to be prepared to make significant investments. While having already 

build a portfolio of watches, AV needs to make large investments in marketing and R&D to gain 

a share of the market, because if they don’t, they will lose. 

 

Finally, the porter’s 5 forces analysis shows that the bargaining power of suppliers is relatively 

weak. The suppliers differ in compliance, quality management and customer management, yet 

there are many suppliers to choose from. This enables watch companies to squeeze the 

suppliers for the best deal possible, and AV can hence use this to allocate more resources into 

marketing and brand building. 

 

4.4 Segmentation 

The PESTL analysis brought forward demographic and socio-economics measures, attitudinal 

characteristics and behavior characteristics that the authors can use to segment the market on. 

 

4.4.1 Total market 

Shanghai and Beijing has a of 48,6 million people, of which approximately 51% of the total 

population are men and 49% of woman. The urban population accounts for roughly 87,5% 

which means that the urban population amounts to 42,5 million people, and the rural 

population amounts to 6,1 million people. 
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4.4.2. Income per household 

The PESTL also revealed different households measured on income levels. The income levels of 

the households also showed to influence the amount of money spent on discretionary consumer 

goods, including watches. The different households are; Affluent, Mainstream and Value. 

 

Affluent households have an annual income above CNY 214.200 and are expected to make up 

16% of the population by 2020. They annually spend CNY 132.200 on discretionary consumer 

goods. 

 

The Mainstream households have an annual income between CNY 100.800-214.200 and are by 

far the largest household group, as they will make up 71% of the population by 2020. This 

household group spends CNY 37.800 annually on discretionary goods. 

 

The Value households have an annual income between CNY 37.800-100.799 and will make up 

12% of the population by 2020. This household annually spends CNY 25.200 on discretionary 

goods. 

 

4.4.3 Age composition and consumption patterns 

The +40 make up roughly 56% of the population in the two metropoles. They seek value for 

money, and they rarely spend any money on discretionary goods. 

 

The post-80s generation makes up 16% of the population in Shanghai and Beijing. They are less 

price sensitive, and more inclined to spend money on discretionary goods. This generation 

prefer to shop online, as they spend the majority of their time working and being with their 

family. 

 

The young post-90s generation makes up 17% of the population. They prefer European, 

Japanese and South Korean brands over domestic brands, and they believe in the correlation 

between price and quality. This generation is also inclined to spend money on discretionary 

goods, however they value smaller discounts due to their lower financial status compared to 

the post 80’s generation. They often shop online, but they also appreciate unique in-store 

shopping experiences. 
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4.4.4 Segments 

The findings from the PESTL analysis presented above have led to the development of the 

following segments. 

 

Income Class → 

Generation ↓ 

Affluent Mainstream Value 

+40 generation Affluent +40 Mainstream +40 Value +40 

Post 80’s Affluent Post 80’s Mainstream Post 80’s Value Post 80’s 

Post 90’s Affluent Post 90’s Mainstream Post 80’s Value Post 80’s 

 

(Chart 9, Consumer segments, own illustration, 2018) 

 

Due the lack of information available, the authors are unable to precisely determine the size of 

each segment. 

 

Affluent +40 

These consumers grew up under tough conditions, but have managed to find jobs with higher 

incomes. While they spend the majority of their income on either their parents or children, they 

are willing to pay a premium for high quality products that give them great value. 

 

Mainstream +40 

These consumers share the same background as the segment above, but have a more modest 

income. They spend the majority of their income on their children and the rest goes to savings. 

They rarely buy discretionary goods, and they are more price sensitive. 

 

Value +40 

These consumers also come from a tough background, and have relatively lower incomes. They 

generally save the majority of their money, and they rarely buy discretionary goods. 
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Affluent Post 80’s 

These consumers are the first generation of the one-child policy, and have very opposite 

shopping habits from their parents. They barely save, and spend the majority of their income 

on trendy products that can help distinguish their personality. This segment has strong 

consumption impulses, and often shop online. 

 

Mainstream Post 80’s 

These consumers are very similar to the Affluent Post 80’s. They also spend the majority of their 

income on trendy products, yet they are a little more price sensitive that the affluent ones. 

 

Value Post 80’s 

These consumers are also spend a huge part of their income on trendy products, but due to 

their income, they are much more price sensitive, hence these consumers could be classified as 

being thrifty. 

 

Affluent Post 90’s 

This generation of consumers is the most “Westernized” consumers in China. The do not save, 

and they spend the majority of their income trendy branded products from Europe, Japan or 

South Korea. This generation is a little more price sensitive than the Post 80’, and they thus 

appreciate smaller discounts. They often shop online, yet they also like the unique experience 

that physical stores can offer. Social media is furthermore the place to reach this generation 

across all segments. 

 

Mainstream Post 90’s 

These consumers have the same characteristics as the Affluent Post 90’s, yet they are more 

price sensitive due to their lower financial status. 

 

Value Post 90’s 

These consumers primarily represent the part of this generation, which still lives at home. They 

too prefer foreign brands to domestic ones, but they are very price sensitive because of their 

financial status. 
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Chapter 5.Analysis of the internal environment 

The internal analysis will be conducted through Porter’s Value chain and Barney’s VRIO 

framework. The analysis will include an elaboration of the activities in AV’s the value chain, 

which serves to bring forward how AV creates value for the brand’s customers. The VRIO 

analysis serves to enhance and enlighten the components of the value chain, in order to create 

sustained competitive advantage The analysis will be summed up in a partial conclusion which 

serves to give the reader a structured overview. 

 

5.1 Value chain analysis 
The internal analysis will be conducted in accordance to the market analysis, in order to 

disclose how AV can create value for the customer segments in Shanghai and Beijing. 

 

The extended value chain of AV is illustrated further below, and clearly shows how it differs 

from the simple value chain. The extended value chain creates a holistic understanding of the 

accumulated value margin, that is created for the online store- , the b2b -and the retail 

customer. 

 

5.1 Primary activities 

The primary activities of the value chain are connected to the obvious process steps of the 

watch from the manufacturer to the end consumer. The extended value chain for AV will show 

how the manufacturers will add value for the further step and in the end create added value to 

the physical watch and hence the customer. 

 

5.1.1 Inbound logistics 

The production of AV’s watches has been outsourced to factories in Switzerland, China and 

Japan. Switzerland is, known as a highly qualified manufacturing country of watches this 

enlightens the foundation for the broad recognizability that Swiss made watches carry as an 

image (The Local, 2016).  Production of Swiss made watches is strongly linked with 

craftsmanship and quality (NY Times, 2014; The Local, 2016) and thus the Swiss made label 

adds value to AV’s watches, for those customers who are quality conscious. 
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The manufacturers in China have been chosen on the foundation of chemistry between the 

partners and the management working in the Chinese factories. It has been important for the 

partners to find a manufacturer in China, that could fit AV’s demands for quality and design of 

the watches (Euroman, 2018; appendix 2), and thus have a close relationship to their key 

supplier by making this activity an important part of the value circle. The quality of the watches 

is important, as this will ensure AV of delivering a functioning watch to the customer. 

 

The manufacturer in Japan is Seiko and has been chosen due to the quality of their quartz 

watches (appendix 2). Seiko is known for manufacturing the best quartz clock works in the 

world (Watch Review Blog, 2017; HiConumption, 2016). Seiko ensures AV in the quality of their 

quartz watches, which further appeals to the quality conscious consumer segments. As part of 

AV’s brand, it is important for the company to express quality through the watch to the 

consumer, in order to obtain an image of being a quality brand. AV will thus not settle for a 

lower quality (Metromand, 2017) and has therefore chosen to work with quality manufacturers 

like Seiko. 

 

The high quality of the watches increases the added value beyond the normal capital (Hooley 

et. al, 2012;115) for the consumer segments who appreciate quality product. 

The quality element added from the manufacturers have a direct impact on AV’s image and 

reputation and hence the perception of the brand. 

 

5.1.1.2 Operations 

AV has chosen a classic minimalistic design for their watches (appendix 4), with the aim of 

being relevant “today, tomorrow and beyond” (About Vintage, 2018), and without the risk of 

going out of style (appendix 2). The design and appearance of the watch is timeless and will 

thus continuously be current, as the design does not hold any fashion elements on the dial. AV 

has chosen to add brand personal design to the dial of the watch, in terms of the brand emblem 

on top of the dials, which creates a recognizability of the brand in the watches. 

 

However it is discovered that the various ranges of products do not have a unified brand 

appearance; the quartz watches carry the company name AV and the emblem. The quartz - 

chronograph watches carry the names “By Skov Andersen” along with the logo and 
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“Copenhagen” is written in the bottom of the dial. The automatic watches however only carry 

the company emblem, whereas the Swiss made watches carry the emblem along with the text 

“Swiss Caliber” and “Swiss Made” in the bottom of the dial. The diverged appearance of the dials 

does not create a coherent brand appearance and can furthermore create perplexity among the 

consumers in regards to whether the watches are from AV, By Skov Andersen or something 

else. 

 

A component of flexibility has been added, after the manufacturing. Diverse leather and mesh 

bands can be added to the watch, which gives the consumers the opportunity to create 

individual looks, by the utilization of different straps. All watches, with the exception of one, 

comes with a classic leather strap in either brown or black. These can be replaced by any other 

strap, in another color or different material, within AV’s range of watch straps. This creates an 

instant flexibility towards the customer who seeks fashionable items and thus meets the 

demands for individual customization for self-expression. 

 

AV watches are, when purchased from the online store or in the flagship store located in the 

center of Copenhagen, delivered inside a special made walnut box, with the company emblem, 

engraved on top of the box. The box serves several purposes; the first purpose of the box is to 

protect the watch during transportation to the consumer. The second purpose is for the 

consumer to have a box, in which the watch can be preserved when not in use. The final purpose 

of the box is to create a luxury feeling for the customer, when purchasing a product. 

 

5.1.1.3 Outbound logistics 

AV’s watches are sold worldwide through three different channels; own online store, domestic 

retail partners and foreign retail partners. Of these channels, two of them will lead to new 

buyers, of which are the customer’s customers. 

 

AV does not at this point have any cooperation with third party retailers in Shanghai or Beijing, 

however they do cooperate with one physical retail store in Guangdong, located at the south 

coast in China. A physical presence in either Shanghai or Beijing, or both would create value for 

the younger (post 90’s generation) customers, who enjoy the experience of the product in the 

physical store. 
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The other distribution channel in AV’s outbound logistics is the online store. As the market 

analysis disclosed, online retailing for watches is increasing, as more Chinese consumers prefer 

to shop online. By increasing convenience, the online store adds value for the consumers who 

prefer to shop online. AV offers free shipping worldwide, and the customer can furthermore 

expect the product to be delivered within 3-5 working days in foreign countries. In addition to 

the quality of the watch and the option for other watch straps, the quick and timely delivery 

adds further value for the customer, as the delivery time is important for the customer 

(Mouthinho & Southern; 2010;183,482). 

 

Despite offering a worldwide shipping service, the online store only exists in an English version, 

which may be an obstacle to Chinese customers, who can have a relatively low English 

proficiency (EF, 2017). The language barrier can create an obstacle to obtain value and thus a 

barrier for an online purchase. 

 

While the flagship store in Copenhagen does not add any value for the consumers in Shanghai 

and Beijing, a physical store in either of both of the metropoles could add significant value to 

the Chinese consumer segments that appreciates the superior in-store shopping experience. In 

addition to increased customer value, a physical store would increase AV’s presence in the 

market, which is not very common for a mid-price brand (appendix 4) 

 

5.1.1.4 Marketing and sales 

The consumers of AV are embedded in the marketing as the focus has been placed in the social 

media. Unlike a billboard on an open street for everyone to see and targeted everyone, the social 

media is placed through campaign, aimed at the target group of AV. The campaigns disposes 

AV’s brand to the target group, and encourages the consumers to engage with AV by following 

their brand page, read about their story and products, while looking at pictures of AV’s 

products. AV also uses the campaigns to inform the “lurker” about their different watches, how 

to put on different straps for the same watch, and how the different watches can be matched 

with different outfits. This creates a more efficient marketing campaign, as the campaign will 

encourage potential buyer to interact with the brand on the media and serves to pull the buyers 

into AV’s online store to make a purchase. The encouragement to interact with AV, gives 

personality to the brand and thereby someone and something for the consumers to relate to, 
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which can serve to establish the foundation for the valued and personal brand-consumer 

relation. 

 

The use of social media like Instagram gives the consumers the possibility to provide feedback 

directly to AV, and to interact digitally with the brand in an open space, for everyone else to see. 

The interaction with consumers is a great part of the marketing on social media, as it draws the 

consumer into a universe of AV, and how the partners are working on developing new products 

and how the manufacturing - and design processes are evolving step by step. By involving the 

consumer in their universe, AV can help the consumer to understand the economic value of the 

watch (Hooley et. al, 2012;116) 

 

The marketing of AV is furthermore heavily centered on the storytelling of the people behind 

the company - Sebastian Skov and Thomas Andersen, as these are the personalization of the 

brand. The story tells how passionate the partners are about watches and the story of the 

watches, which is further elaborated on the social media page of the brand. The brand tells 

stories of how a product name has been chosen and special stories about the technology 

incorporated in the various watches. 

 

 

“1971 Swiss Made Automatic Limited Edition. Historical and memorable moments in Swiss 

horology is not only a chapter, but a hole book of its own - and 1971 is an important year to note. 

Swiss made standards have changed over time and were not always defined by law. 1971 was 

the year of the Swiss Made trademark, which also defines the standards for bearing a Swiss 

Made timepiece today. 

-Therefore our first Swiss Made Automatic timepiece carries the name 1971 AUTOMATIC. (..) 

Check out the rest of the collection online or in our beautiful Copenhagen flagship store” 

 

(AV, Instagram post, April 16.th, 2018) 

 

This post is published with the aim of informing the segment about the passion for the story of 

the watch, as well as the watch itself and the technology that lies within the product. 
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Further interaction between AV and the customer is made when AV is reposting consumers 

pictures while wearing an AV watch. This is done by “tagging” the social media name of the 

consumer in the brand pictures and shows other potential consumers, that when buying an AV 

watch, the consumer becomes a part of an exclusive AV club. 

 

 

“ @garrettsuper brought his Chronograph 1818 to explore the magnificent nature of Iceland” 

(AV, Instagram post, April 17.th, 2018) 

AV has praised the consumer in the way of publishing the pictures of the consumer on the 

brand’s social media page, along with the information of the product that is showed. 

 

This value- based marketing creates a stronger brand relationship based on the total brand 

experience by the consumers (Mouthinho & Southern; 2010:473), which will affect the mind of 

the consumer when choosing to buy a watch. The company seems aware of the cause related 

marketing and the awareness of the consumer. 

 

5.1.1.5 Service 

When purchasing a watch at AV’s online store, the company offers to ship the watch for free. 

AV furthermore ensures the consumer of a received product within 3-5 working days, 

worldwide. The quick delivery and free shipping improves the relationship to the consumer 
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after the purchase has been completed (Mouthinho & Southern; 2010;482) and removes 

barriers for initiating a purchase. 

 

When the watch is showed to the consumer on the online store, it is informed that the watch 

holds a two-year warranty against defects and some of the Swiss watches styles even hold 10 

years warranty. The warranty ensures the consumer of a functioning product and furthermore 

works as a quality indicator for the consumer. 

 

Should defects however occur, AV does not have a customer service team to take care of the 

after-sale needs of the customers and to serve the consumer in the vent of a broken watch. The 

consumer must notify AV in case of returns and should do so by an info mail 

(info@aboutvintage.com) posted on the website. If the watch becomes defect within the 

warranty period, the consumer must notify AV via another email (hello@aboutvintage.com). 

The service organ is thus not assembled in one place and can confuse the consumer in the after-

sales stage when the need for contact is current. This can potentially harm the value creation 

at the after sale period. AV does not offer free returns and inform that the consumer holds any 

shipping cost.  The returns- and claims process it is therefore not convenient for the consumer 

to go through. 

 

Customer satisfaction is central to achieving repeat sales and word-of-mouth communication 

from satisfied customers, after-sales service stage is a crucial part of added value (Hooley et al. 

2012: 116) and thus is crucial to operate and manage. 

 

5.1.2 Support activities 

The support activities support the primary, as these feeds into the stages of the primary 

activities of the value chain. It is crucial for AV to be aware of the important support activities 

as these are interlinked with the primary activities, hence no activity must be prioritized above 

another with the single reason of being a primary activity. 

 

5.1.2.1 Procurement 

With the outsourcing of the inbound logistics to manufacturers in three different countries, it 

is important for AV to hold a close relationship with these, in order to ensure the quality of the 

mailto:hello@aboutvintage.com
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watches and to maintain the chemistry between the partners behind AV and the manufacturers. 

By the manifestation of the close relationship with the key suppliers and visiting the 

manufacturers (appendix 2), AV can experience the high quality of the watches on first hand 

and thus determine whether to continue the cooperation with the chosen manufacturer. The 

close relationship will further assure AV of receiving watches of the demanded quality as the 

partners have seen the procedures in manufacturing a watch. 

 

5.1.2.2 The founding partners 

Sebastian Skov and Thomas Andersen are the founders and partners behind AV. They were 

initially watch enthusiasts, who believe they saw a gap in the mid-price segment of the market. 

(appendix 2), hence they sold their own luxury brand watches in order to start a company and 

exploit their passion for watches, and the history behind these (Metromand, 2017). 

 

The partners behind AV create supported value for the brand in three stages; For AV as a 

company, for the online store customer and most importantly for the marketing approach. The 

story of the partners is effectively communicated on social media, as described in the primary 

activities. 

 

Sebastian Skov and Thomas Andersen is the story behind AV and the carries the brand story 

with them, which has an effect on the marketing that has been evolved around the storytelling 

of the two founders. 

 

Sebastian Skov and Thomas Andersen are along with global sales director Nikolaj Larsen the 

content of the management team of AV. The small management team can emphasize efficiency 

in decision making as few links should be consulted in the process, thus enables the team to 

quickly adapt to changes in the business environment. 

 

5.1.2.3 - The Value Circle of AV 

As some of the activities in AV’s value have been outsourced, the theoretical simple value chain 

is more complex than “one by one” stage handing on the value to the next step in the chain. A 

different value chain must be considered in order to disclose and pinpoint the values, which 

will result in the final product and thus the accumulated value for the end consumer. 
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The Value Circle of AV (presented below) indicates that the activities are interlinked in a 

different way and interacts with each other on various levels, hence the values in AV is 

accumulated differently than Porter’s original value chain. It is thus found that the values 

created for AV’s customers is better exemplified with circles, as this gives a more accurate 

accumulation of values for AV. 

 

  

  

  

  

  

 

 

 

 

 

  

(Chart 10, Value Circle, primary and support activities interlinked, own interpretation, 2018) 

 

The Value Circle is developed to show interaction between different levels and how the 

peripheral circle has an impact on the next circle layer, which further has an impact on the next 

circle. When the circles are put on top of each other, the added value to every circle can interact. 

The value circle further elaborates that the support activities can only work as a support for the 

primary activities and not exclusively. The primary activities are dependent on the support 

from the activities made on the support level in order to create the composed value and could 

likewise not work on its own. 

 

The Value Circle elaborates on the added value for the consumer and show how the 

manufacturers and the close relation to these create value for Sebastian Skov and Thomas 

Andersen and thus AV. The brand creates watches with a classic design, which is sold to the 

online customer and retail parties. The retail parties will enjoy from the marketing made from 

AV, which is creating value for AV, the consumer and the third party retailers. 
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5.2. VRIO 

The value circles has been described and analyzed above, with the aim of elaborating on the 

activities that create final value for the consumer. AV should locate and exploit the values in 

order to obtain sustained competitive advantage and thus be its competitor’s superior in a way 

that is inimitable. The VRIO analysis will enlighten which of the valuable components of AV that 

contributes to obtaining a position of sustained competitive advantage. The VRIO analysis will 

also expose temporary competitive advantages, which are equally important for AV to discover. 

Sources of temporary competitive advantage are areas within AV that should be managed in a 

different or optimized matter, in order to obtain a full chart of sustained competitive advantage. 

 

The value activities from the Value Circle have been put into a chart in order to give a structured 

overview for the VRIO analysis. The chart shows the resources and capabilities within the 

analyzed value chain and discloses whether sustained competitive advantage can be obtained. 

 

 

(Chart 11, VRIO analysis, own illustration, 2018) 
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5.2.1 Valuable 

The earlier described manufacturers are located in three different countries - Japan, China and 

Switzerland. The diverse manufacturers has been selected based on locating the best 

manufacturer for the match of the partners behind AV and for the best manufacturing of the 

various watches in the product range of AV. 

The manufacturer in Japan is, as earlier disclosed, Seiko. Seiko is known for being the world’s 

best manufacturer of quartz watches (Watch Review Blog, 2017; HiConumption, 2016), and 

thus adds significant quality to the clockwork of AV’s watches, which is valuable to the post-

80’s customer segments in particular. 

 

The manufacturers in China, have been chosen on the foundation of chemistry between the 

partners and the management working in the Chinese factories 

The manufacturer in China has been chosen based on whether they could live up to explicit 

demands from AV, in regards to quality and chemistry between the two parties. This has been 

done by visiting several factories in China and after narrowing the factories down, visiting the 

remaining factories several times again (appendix 2). AV has established a relationship with 

the manufacturers by visiting them several times. This ensures AV to rely on the quality of the 

watches they receive from this manufacturer, and will therefore not have to check the quality 

of every product that goes through the production from the factory. 

 

Another important manufacturer for AV is the Swiss. AV has a collection in the watch product 

range, called “Swiss Made”, of which the name indicates, are manufactured in Switzerland. 

There is no specific factory in Switzerland that is more recognizable than another, and thus only 

mentioning the “Swiss made” label is sufficient for the consumer to recognize the high quality 

of the craftsmanship of a Swiss made watch (NY Times, 2014). 

 

The small management team is capable of engaging at several strategic levels in the company 

and the management is thus able to obtain a holistic view of the company. The partners have 

managed to create a relationship with the suppliers and to create a personal image towards the 

consumers in the marketing, at the same time. 
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Sebastian Skov and Thomas Andersen have already been represented in several features in 

magazines and blogs, and have through those channels been described as a new sophisticated 

Danish brand that is worth to take notice of and acknowledge. 

 

The strong presence on the social media creates a brand relationship to the consumer by 

interacting with one another. Reposting pictures on social media and tagging the consumers in 

the pictures, creates a sense of devoted followers who are “ready to be counted” (Mouthinho & 

Southern, 2010;475) in the AV watch consumer club. This increases the brand recognition 

among the consumers and is thereby an intangible valued resource for AV. 

 

The AV watches have all been designed with a classic minimalistic mindset, which is a very 

traditional and acknowledged design approach for classic timepieces (appendix 4). The design 

is in accordance with AV’s purpose of being relevant throughout time. The design amplifies the 

aspiration for the long-term use and in addition creates a classic look for the consumer. 

 

5.2.2 Rare 

The manufacturer in Japan is not considered rare. Several other competitors are already buying 

time modules from Seiko to install in their own watches all over the world (Time Zone, 2014). 

 

Most mid and low priced watch brands have their watches manufactured in Asia, more 

specifically China, without any recognizable factory names, hence this supplier is not 

considered rare. The close relationship to this factory, however, is considered rare, as it is not 

common for a mid priced watch company to monitor its manufacturers in the same way as AV 

appear to do. The rare close relationship with the supplier ensures a consistent quality of AV’s 

watches. 

 

The Swiss manufacturer is utilized by fewer companies than, the Chinese manufacturer, 

however it is not few enough for marking this manufacturer of a rare resource to AV, although 

it is still considered valuable as described in the above paragraph. 
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The rare component is the partners - Sebastian Skov and Thomas Andersen. The partners are 

the foundation stones of the company and thus an important element for the brand. Which 

makes them a rare resource that cannot be acquired by other companies. 

 

On social media AV is telling a story of each product that they produce and carry as a part of 

their collection. AV puts an effort into telling a story of themselves, the manufacturers and 

finally the product, and such stories cannot creditably be adopted by other rivalries, hence the 

brand stories make AV rare. 

 

The design, founded in the classic mindset is, although wanted and acknowledged, is not 

considered rare as several other brands carry a similar kind of design. Although differentiated 

slightly from one another, the holistic look of the watch design is considered overall the same. 

 

5.2.3 Inimitable 

Competitors who are interested in the same starting point as AV, in regards of the qualified 

manufacturers for the mid based price, can imitate the same set-up, provided the economic 

foundation for minimum order quantity is in place. This is easily imitated as the factories in 

Japan, China and Switzerland do not hold any documented barriers for cooperation with other 

watch companies and hence competitors are already using the same manufacturers. 

 

The close relationship AV has to the manufacturer in China is easily imitated as this requires 

visits and meetings with the employees at the factory and thus a foundation for a relationship 

can be established. 

 

Competitors are over time eventually likely to find ways of imitating a successful strategy, but 

the brand story and reputation of AV cannot credibly be imitated due to the authenticity of the 

partners. The story of these is harder to depreciate or to be adopted by a similar company and 

hence the brand story of Sebastian Skov and Thomas Andersen is not viewed as a resource that 

can be imitated by other companies. Competitors are likely to have an individual storytelling as 

a part of their intangible value, however the brand stories will not be a complete copy. 
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The design is not considered inimitable as the holistic look of the watch is considered overall 

the same. 

 

5.2.4 Organized in China 

The manufacturers in the different countries are put into play, when organizing the capability 

of residing manufacturers in China. As the Chinese manufacturer is national, when acting on 

the Chinese market, it worth to take notice of the considerations of shipping from the 

manufacturers, taxes and VAT that should be paid when moving the watches from China to 

Denmark, and back again. 

 

The Japanese manufacturer is positioned close to China and it is thus worth to take 

considerations of national taxes and shipping costs from Japan to Denmark and then back to 

China. 

The Swiss made watches will, although longer apart from the country, still be managed by AV, 

as the Swiss Made brand is an inevitably well known quality craftsmanship for the Chinese 

segment and thus the demand for the Swiss Made watches will still be present. 

The partners, Sebastian Skov and Thomas Andersen can organize themselves on the Chinese 

market as well, as they are unique in their presence and their storytelling on social media 

platforms, however a clear strategy for the brand and the storytelling is yet to be determined 

(appendix 2), which can indicate that they lack the capability to utilize their valuable resources. 

 

The storytelling of the brand, mentioned in the paragraph above and in the rare capability, is a 

way for the company to orchestra a strong resource in order to create the desired competitive 

advantage for the brand. AV has hence understood how to manage a resource in order to create 

sustainable competitive advantage and furthermore learned capabilities that can be difficult for 

rivals and potential competitors to identify and replicate. The strong presence in the social 

platforms and media is well captured by the company, however a full potential of the 

interaction on the social media is not yet fully organized. 

 

The watches are considered to be in the mid price segment, but with a high quality. AV seeks to 

inform the consumer of the quality and the craftsmanship of the clockworks when giving 
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interviews to the press. AV is thus telling a story of a high quality brand, designed with a classic 

and minimalistic mindset, created by two passionate partners in Denmark. 

 

5.3 Partial conclusion 

The most valuable quality for a brand to hold when creating value for the consumer, is the 

relationship between the brand and the consumer, as the consumer is not only buying a 

product, but an experience (Mouthinho & Southern; 2010:475). 

 

There are several steps that the consumer has to do before purchasing an AV watch; time and 

money spent searching right product, travelling to the shop or locating the online store to 

purchase from, paying, unpacking of the box and finally using it. These factors needs to be taken 

into consideration when AV is emphasizing the brand as an experience rather that just a 

product. 

 

The value circles show that the outsourced manufacturers creates value to the product, as AV 

has chosen to work with a quality marked brand in Japan and has obtained a likewise quality 

brand when manufacturing the Swiss Made watches, as these already carry an image of quality 

craftsmanship and thus aim a direct value towards the consumer. 

 

AV has chosen the manufacturer in China, based on their ability to meet demands from AV, 

before entering cooperation with these. This is a way to ensure the consumer of the quality of 

the watches coming from China and thus establishes reliability throughout the product 

portfolio. 

 

If the customer is not able to travel to the store, the web-store offers free delivery within 5 days, 

however they do not offer free return for exchange matters, which can be an element for 

decreasing the after sales value and hence achieve more sold products, as this can give the 

consumer some kind of safety if the product does not fit/not as expected or other reasons. 

 

The marketing and sales actions are primarily made on social media where AV directs 

campaigns towards potential buyers. The brand is using the powerful tool of storytelling about 

themselves, how the brand was founded and further on how the partners are working on new 
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designs and development of the product. Implementing the consumer in the process behind the 

watch on social media, and organizing the partners as an important part of the brand story, 

ensures that the customer buys an experience rather than just a watch. 

 

The storytelling is further elaborating on the products of which they are telling stories about 

how the product styles get their names, which year the certain technique of the watch is 

invented in and so on. This is an accompanied factor to selling a universe and an experience of 

the watches. AV can furthermore enjoy the benefits of direct feedback from the customers on 

the social media platform, which enables them to adapt better to the customer with the 

resulting effect of creating enhanced value to the company. The intangible resource with a story 

of a brand and the people behind AV is relatively rare and, as this cannot be acquired in a 

credible way by other companies, and thus makes up a rare resource. 

 

When identifying all elements of the VRIO framework it is essential for AV to protect and 

optimize the components in order for competitors not to duplicate the assets which can create 

sustainable competitive advantage for AV. The company does not manage a clear strategic plan, 

but is very clear about the assets of the storytelling of the partners and the products. The brand 

is thus a resource that is considerably a large part of the intangible value. 

 

While the manufacturing and design of the watches are valuable assets, they are not rare. In 

general such tangible resources are not rare, and AV will experience competitive parity on these 

assets. Even though competitive parity is not desired, AV should not neglect the resources that 

are valuable but common. Losing valuable assets and capabilities can hurt AV because they are 

essential for staying in the market. 

 

As it is relatively easy for competitors to copy the design of AV and get their watches 

manufactured at the same place, the inimitable resource of AV is clearly the story of the brand. 

It is not possible for other organizations to buy or substitute and this resource is thus 

considered to be present. The storytelling of the brand, however, needs to be maintained and 

developed in order to obtain sustained competitive advantage. 
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Chapter 6. Recommendations 

The external and internal analysis have, along with the individual interviews, provided input 

for the authors to reach the best recommendations for entering the local market and forming 

the strategic standpoint. An insight into the environment and demographics of the entered 

market has opened up for further enlightening on how to engage with the desired market and 

thus the end consumer. 

 

6.1 Forming a strategic standpoint 

When entering the Chinese watch market, AV needs to decide where in the market they will 

compete and whether to pursue competitive advantage through cost leadership or 

differentiation. 

 

The authors recommend AV to compete in the mid price segment in the Chinese market. In 

addition to being the largest segment in the Chinese watch market, it is also the segment with 

the strongest forecasted growth rate, hence the greatest possibility for gaining market share is 

most likely in this segment. The mid price segment is thus the most attractive one in terms of 

value, and is furthermore compatible with AV’s current prices. By competing in this segment, 

AV remains loyal towards their customers (appendix 4), and ensures a global unified brand 

presence. 

 

The authors furthermore recommend AV to pursue competitive advantage through a 

differentiation strategy. Pursuing differentiation as a way to gain competitive advantage allows 

AV to capitalize on their internal strengths, as differentiation can be realized through their 

unique branding, elaborated in the internal analysis. This strategy is furthermore compatible 

with the basis of competition within the mid price segment, where incumbents use their brands 

to differentiate their offerings from their competitors. This way of pursuing competitive 

advantage also emphasizes that AV should aim at creating a relationship with their consumers, 

and use this as a way to establish brand loyalty, which can give AV a competitive edge in the 

market. 

 

It is highly unlikely that AV’s offerings appeal to the entire population of Shanghai and Beijing, 

and AV can therefore benefit from taking a more narrow perspective on market, and focus on 
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the particular customer groups, which their brand appeals to. The authors thus recommend 

that AV pursue a differentiation focus strategy, as it will allow them to concentrate on 

developing their knowledge and competences towards the specific customer groups. In doing 

so, AV will be able to better serve these customer groups, and thereby create a foundation for 

achieving a competitive advantage in the market. The basis for pursuing this strategy will be 

elaborated in section 6.2 and 6.3. 

 

6.2 Engaging in the local market 

The recommended strategy for AV urges the company to focus on a few selected customer 

groups in order to develop their knowledge and competences towards these, and thereby 

become the best in the market, at serving these customers. When choosing which segments to 

target, the attractiveness of the segments as well as the fit between these and AV’s 

organizational resources must be considered. 

 

The authors thus recommend AV to target the Affluent post-80s and Post-90s as well as the 

Mainstream post-80’s and post-90’s segments. All four segments are attractive to AV as they 

are inclined to spend considerable amounts on discretionary goods, and they are furthermore 

considered to be a good fit with AV’s organizational resources. As established in the value chain 

analysis, some AV’s valuable resources are design and marketing. This fits well with consumers 

who seek trendy products that can help them distinguish their personality. 

 

While the +40 consumer group is of considerable size, their unwillingness to spend money on 

discretionary goods makes them unattractive to AV, hence the authors do not recommend AV 

to target these customers. These consumers are furthermore a poor fit with AV’s organizational 

resources. This generation’s “value for money” preference may be better suited for a cost 

leader, or perhaps the low price segment of the market. 

 

Neither are the Value segments attractive to AV, as the spending power of these consumers is 

considered too weak to justify a purchase within the mid price segment of the market. 
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6.2.1 Reaching the customer 

To reach the recommended customer segments, AV has to carefully consider which distribution 

network that is most suitable to deliver their products through. Based on the chosen strategy 

and target groups, the authors recommend AV to sell their watches through both online- and 

store-based retailing. 

 

6.2.1.1 Online retailing 

As established in the segmentation in the external analysis, the recommended customer 

segments regularly place orders online, hence selling through an online store is an obvious 

channel for AV to sell through. AV already has an online store, yet they would benefit from 

translating this into Chinese, in order to overcome any language barriers. The population of 

Shanghai and Beijing only has a moderate proficiency score in English (EF, 2017), hence an 

English online shop is likely to create barriers towards the targeted customer segments. The 

authors thus recommend AV to translate their online store, to overcome the language barriers 

of their target groups. 

 

An alternative to translate the online store is to join the Chinese online B2C platform Tmall.com. 

Tmall.com is China’s the largest open marketplace, which provides the infrastructure to host 

storefronts and offers autonomy all the way from store design to operations to fulfillment and 

logistics (Tmall.com). Having a storefront on Tmall.com is therefore much like having a retail 

store in a shopping mall, and AV will thus be able to capitalize on Tmall.com’s already 

established customer base. By using Tmall.com, AV would furthermore gain credibility in the 

eyes of the consumers, because of where they are sold. Chinese consumers are less likely to 

spend their money without having confidence in the product and the website, but offering 

products on Tmall.com would increase AV’s credibility (E-commerce China Agency, 2018). The 

downside of Tmall.com however, is that the advantages comes at a premium. Tmall.com 

charges 37% of the revenue generated through their platform, which means that it can become 

very expensive for AV to operate through this platform. Another disadvantage of using 

Tmall.com is that there are many competitors who use this platform, and there are no 

guarantees that AV will be promoted over them. It is therefore still up to the customers to find 

AV, thus they will still have to invest largely in brand promoting activities. The authors thus 

estimate that using their own online store would be more suitable for AV. 
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6.2.1.2 Store-based retailing 

The market analysis disclosed that especially the Affluent and Mainstream Post-90’s segments 

prefer shopping in physical retail stores, because of the superior customer experience that they 

offer. A physical store also gives the customers a place to go, where they can see and touch the 

actual watch, which allows the customer to get a more thorough perception of it. 

 

To accommodate the Affluent and Mainstream post-90’s segments, the authors recommend AV 

to establish pop-up stores in Shanghai and Beijing. As retail space in Shanghai and Beijing is 

becoming more expensive and outdated (Jing Daily, 2018), making a pop-up store is a more 

suitable and exciting alternative for AV. A pop-up store is a store that opens for a limited period 

of time, and then closes down again (Berlingske Business, 2011). It is therefore a less expensive 

alternative to having a permanent retail store, and thus emerges as a noncommittal possibility 

for AV to test different geographical locations in the market. If executed comprehensively, pop-

up stores can increase brand awareness at a low cost, and it’s a good way for AV to display their 

products and engage with the post-90’s segments who enjoys the in-store shopping experience 

(Jing Daily, 2017c). The majority of the consumers in Shanghai and Beijing find pop-up stores 

more attractive than regular stores, and they furthermore think that pop-up stores gives a more 

unique shopping experience, hence it could be interesting option for AV to differentiate 

themselves from their competitors. And even though pop-up stores are temporary, they often 

create lasting impressions with potential customers (Ibid). Furthermore, a pop-up store would 

also enable AV to establish an Omni channel presence, and use O2O mode as a way of attracting 

customers. 

 

Despite the many advantages of pop-up stores, there are also some limitations that AV needs to 

be aware of. Pop-up stores in China are generally set up in shopping malls because of strict 

governmental restrictions. The regulation of the Shanghai and Beijing municipality on urban 

road transport clearly state that the government will not grant any applications from 

companies to operate a business in front of their stores, or on either side of the road (Ibid), 

which leaves AV with little choice of where to set up pop-up stores. Moreover, China’s laws and 

regulations requires that brands who are interested in direct selling on the Chinese market 

must have corporate presence in the country (Jing Daily, 2018). This means that AV will have 

to engage with a local partner, in order to conduct sales from their pop-up stores. 
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To create a foundation for establishing pop-up stores, the authors recommends that AV uses 

the Trade Council from the Ministry of Foreign Affairs of Denmark to find a suitable local 

partner in China, who can help them deal with the complex legal environment and ensure that 

AV meets the requirements for direct selling. The Danish Trade Council offers free assistance 

for new established Danish companies, aspiring to enter a foreign country (Ministry of Foreign 

Affairs). 

 

The authors estimate that pop-up stores in Shanghai and Beijing are beneficial to AV, because 

this way of retailing ensures the company to remain control of their brand. This way of retailing 

is less costly than establishing and managing a permanent retail store, and it allows AV to 

allocate more resources to brand building initiatives. This is very essential in the watch 

industry, because the brand is primarily what distinguishes watch companies from each others. 

Using pop-up stores also allow AV to be flexible, and meet their customers at a local plan, and 

at various events that may be relevant for their brand. Moreover, pop-up shops enable AV to 

attract the Affluent and Mainstream Post-90s who are eager to engage in experience-based 

shopping. Finally, selling their watches exclusively through own online store and pop-up stores 

gives AV’s brand an exclusiveness, which combined with limited durations is a perfect textbook 

example of hunger marketing, which is particular effective in China (Jing Daily, 2018). 

 

The authors recommend that AV establish their pop-up stores in conjunction with events that 

are relevant to their brand, such as the biannual fashion weeks in both Shanghai and Beijing. 

The fashion weeks are a great opportunity for AV to emphasize their fashion appeal, which is 

an attribute that is highly requested by the all the chosen customer segments. The fashion 

weeks in the two metropoles only takes place 5 days at a time in late April and mid October, 

hence the pop-up shops should not be there for longer. To attract customers and increase brand 

awareness, AV will have to unleash their creativity to stimulate the customers to record their 

encounter with the pop-up store and share it on social media. AV can benefit from using WeChat 

to send push messages to their target group with a picture of their pop-up store and the exact 

location hereof. If AV executes their pop-up stores well, it will provide authentic social media 

exposure that money cannot buy (Jing Daily, 2018) 
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An alternative to pop-up stores would be for AV to open their own stores. This option however 

has some considerable downsides. It is very expensive to take up a permanent retail space, and 

AV will need a local partner to help the company to navigate through the complex legal 

environment in China, as AV holds very little knowledge of the local Chinese legislation. While 

it is expensive, this way of distributing has some definite advantages. Having their own store 

would increase the brand visibility and presence on the market, which is important in the watch 

industry (appendix 4). It will also give AV a better control of their watches and their brand 

hence they will be able to affect the customer’s perception when interacting with them. Most 

importantly, having their own store in would set AV apart from their competitors, as none of 

their competitors in the mid price segment of the market have their own stores. The majority 

of the competitors sell exclusively through online stores and intermediaries. The physical store 

in the local market furthermore opens up for the opportunity of establish an Omni channel 

presence, and will thus enable AV to make use of the important O2O mode, where customers 

can place orders online and pick up the products in the store, or place orders in the store and 

have the product delivered at their address. 

 

A second alternative to pop-up stores could be selling through intermediaries such as third 

party retailers. This way of retailing is cheaper than having their own store, and ensures 

exposure to the retailers already established customer groups. While these may be obvious 

advantages for choosing to work with third party retailers, there are also some considerable 

disadvantages. As established in the market analysis, third party retailers have a strong 

bargaining power, and may therefore not be attractive to deal with for AV. The third party 

retailers also have competing products on their shelves, and AV can thus risk drowning among 

many other watch brands, if they choose to distribute their watches through a third party 

retailer. This can potentially harm AV’s visibility on the market, and be an obstacle to create 

brand awareness. Another disadvantage of intermediaries is the loss of brand control. AV will 

not be able to control their brand, and affect how it is perceived by the customers, when they 

engage with the products. Neither would AV be able to control discounts, and could potentially 

become a discount brand, if the third party retailers find it hard to offload AV’s watches. If the 

discounts becomes too large, this could harm the brand perception, especially among the post-

90’s segments, as they are strong believers in the correlation between price and quality. Finally, 

engaging with intermediaries would also mean that AV would have to deal with complex 
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retailer agreements and demands, which has proven to be an obstacle only a few years ago 

(Euroman, 2018). 

 

6.3 Creating relationship between brand and consumer 

An effective strategic management plan should be established with the purpose of helping the 

company to manage the advantages created in the value chain and thus the organization must 

maintain and develop the discovered values for the company and the consumer. 

Value- based marketing creates a stronger brand, based on the total brand experience by the 

consumers (Mouthinho & Southern, 2010:473). When creating a relationship between AV and 

the chosen segment, it is important to take notice of the previous elaborated and analyzed value 

chain that show in the various circles, how and where the value is being added to AV and the 

watches and how this creates the interlink between the manufacturers, AV, the products and 

the consumer. 

 

The analysis of Porter’s 5 forces of AV, along with Kristian Haagen’s (Appendix 4) statement 

disclosed in an obvious way the very crowded watch market of where too many brands are 

operating and thus AV must, in order to survive and win market differentiate from the 

competitors by being present, further than the already described AV owned pop up shop, in a 

way that the competitors have not achieved to be and thus incorporate, manage and take use 

of the sustained competitive advantage elaborated from the previous VRIO analysis. 

 

The branding AV conducts on social media is the obvious sustained competitive advantage 

disclosed from the VRIO analysis. This, along with the value circle elaborated on how the 

marketing on the platforms is being conducted in a way to interact with the consumer, to create 

a brand-consumer relationship and embeddable showcase the product, with the aim of pulling 

the consumer into the physical flagship store or the online store that AV manages. 

 

6.3.1 Media Presence 

As the analysis showed storytelling is, along with the partners, a clear advantage (Appendix 4), 

and this is recommended to be exploited in Beijing and Shanghai and thus strengthen the 

physical presence of the recommended pop-up stores in these metropoles. 
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The presence on social media should be further developed, as the physical existence in the 

market of Shanghai and Beijing is worthy to be communicated clearly on the social media 

platforms, as this is a clear differentiating element from competitors (appendix 4). This should 

be done so by the continuously quality story telling of the partners and their story, which is 

disclosed and analyzed in the value circle. 

 

Being present on the platform with stories, pictures and interacting with the chosen segments, 

shows the population of the chosen cities, that AV is a part of the local social environment. This 

is recommended done by a mix of storytelling of the Danish partners, the Copenhagen based 

AV brand and social media interaction with consumers who are wearing the watches, as it is 

done with the Danish segment. 

 

As an important part targeting the post 90’s segment, it is recommended to make use of the 

current KOLs, who have the power to influence the segments on social media and their personal 

websites, in the choice of what brand and product to wear, and how to wear it. 

 

The KOLs are used by companies to draw attention to their brands and products in order to 

gain increased sales revenue. The practice of partnering with KOLs has been done by local 

brands such as Sunning E-commerce Group and has by this, achieved great success (Jing Daily, 

2018). 

 

The KOLs that the authors recommend is Mr. Kira (@kirasakuyo), who has 2,3 million followers 

on his social media page, is a famous Chinese fashion blogger and top Chinese KOL (WGSN 

insider, 2018). He will blog and post pictures of the product and by this create knowledge and 

demand of the watch. This is due to his influence power of where he can tell his followers about 

AV, this will create an immediate want for the product. As described earlier, the Chinese 

segments are often seeking European oriented discretionary goods, with the ability of creating 

an individual look. 

Thomas Ye Si (@GogoBoi) has a total of 4.95 million followers on the social media platform and 

is China’s most popular fashion blogger (Culturetrip, 2017) and has understood the power of 

an opinion as he gets an average of 100.000 views per article that he posts. He will along with 
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Mr.Kira - or exclusively - promote AV as a brand along with the watches and furthermore story 

telling of the partners behind AV. 

Nik Wang (@Nikmode) is a lifestyle blogger and actor, and is viewed upon as a go-to for the 

happenings of Beijing’s nightlife and fashion scene. He has recently settled himself in Shanghai 

(Jing Daily, 2017) and by cooperating with him, AV can obtain an incarnated local Chinese 

operator, when pushing and pulling people into the physical AV stores, recommended to be 

placed in Shanghai and Beijing. In order to obtain the national and local Chinese acceptance and 

curiosity towards the AV watches, influencers on social media is the modern day billboard to 

make use of. Thus these operators are recommended to establish cooperation with, aiming at 

these influencers’ social media profiles and their followers to be exposed for AV and their 

products. 

 

The Danish singer Christopher has 502.000 followers on social media and with his recent song 

that is number 1 hit on QQ music in China and over 3 million streams on the Chinese Spotify, 

this singer will ensure the segments to recognize him, and he will further emphasize the 

Danishness and trendiness of the brand, as he will appeal to the chosen segments. 

 

On the social media, AV is highly recommended to interact and operate in order to encourage 

the potential consumer to follow the brand page and learn more on AV’s watches. AV should by 

their own advancement on social media keep posting pictures of their products, along with the 

quality story telling, that the brand is currently operating with. AV should moreover post 

pictures of Chinese consumers wearing the AV watches, in accordance to already posted 

pictures - similar to the earlier exemplified post from April 17th, 2018. Through interaction and 

re-posting pictures of actual users wearing the watches, the interest in the brand can be 

increased, due to the personal relation to AV. 

 

This is furthermore in accordance with the described trend of the chosen segments searching 

for personalized brand with the aim of self-expression and personalization of the individuals’ 

style and appearance. AV carry a strong story that has showed to be a source to obtain sustained 

competitive advantage, hence every possibility to exploit this is recommended to be done. 
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The use of bloggers and influencers on social media has the aim to push the potential consumer 

into the brand page, on social media, and further, to pull the consumers to the physical pop-up 

stores in the metropoles. 

 

Besides the social media marketing, AV is recommended to make an effort to enter the national 

Beijing located watch magazine, “Famous Watch Magazine”, which is a magazine with of 

information about watches, filled with printed pictures and detailed descriptions. Pop-up 

stores located nearby the headquarter of the magazine, enables the editors of the magazine to 

get a first hand experience of AV, the personalities behind and the watches which are the selling 

point of AV. 

 

By the appearance in the magazine AV will, along with their presence social media, appeal to 

the millennial, as a mix of social media and magazine articles is the best approach towards the 

segment. The deep knowledge about AV can be obtained through the magazine and the honest, 

short and direct approach is reached on social media (Search engine people, 2016). 

 

6.3.2 Campaigns 

When having reached the perfect fit segment for AV, the brand is recommended to execute 

contemporary and time relevant campaigns in order to be relevant for the present time, season 

and celebrations of the year. The obvious choice for a campaign is to lean against the pre 

described fashion weeks in China, happening twice a year. These weeks should be utilized along 

with strengthened physical presence to position the brand to the Chinese market as the new 

Danish watch brand to buy. 

 

A well-developed gift tradition is exists in China, hence this should be a further focal point of 

campaigns from AV. In China presents are often given in connection with the Chinese new year, 

hence this is an obvious time of the year to add gift giving components, such as Chinese new 

year editions with engraved boxes to hold the watches, with year number. Christmas is also a 

gift-giving event in China (China org, 2011), and thus also an evident opportunity for AV to 

create a Christmas campaign with an additional “merry Christmas” -strap. 
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Education is very important for the Chinese people (Chinese for EU documents, 2017). Every 

year in June the exam that grants admission to the university is performed in every province 

and cities all over China. AV should create campaign aiming at exam gifts for good luck at the 

university, as there is a hard competitive environment at the universities. This campaign should 

be developed with the Chinese sign of wisdom next to AV’s logo, on top of the walnut box, that 

the watch is being delivered in. An additional strap should be enclosed with the watch to enable 

the student to express personal style. 

 

6.3.3 Design 

In order to further exploit the self expression and the individual customization era of the chosen 

consumer segments, a larger diversity of choices in straps for the watch, should be added to the 

product range in order to create more styling options. Additional straps should include Nato 

straps, which are fabric straps made of canvas of which will allow the consumer to express a 

sporty and vintage look. A steel band should also be included in the strap portfolio, and will 

allow the consumer to express the business look. An expansion of the strap portfolio should be 

conducted, however the design of the various straps should be aligned with the design of AV’s 

portfolio of watches. 

 

At last it vital for AV to stay loyal towards the customer, this is done so developing the product 

range in order to match the Chinese consumer and the needs of this specific segment, but 

without increasing the price of the watches (appendix 4). 

 

It is furthermore recommended that AV assemble a unified presence in their watches, as the 

different text on the dials can cause confusion for the consumer. AV should agree on what 

should be the constant on the watch dials, in order to create and understanding of whether the 

watches are by “AV” or “By Skov Andersen”. AV should keep the Copenhagen name in the 

bottom of the dial, as they already have on the quartz - chronograph watch, as this is an 

important factor for the Chinese segment (appendix 4) 

 

6.3.4 Service 

AV is recommended to offer a free returns and exchanges of their watches for consumers 

buying from their online store. When free return is offered a barrier of insecurity is removed 
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from the customer, as it will not add extra cost for the customer, if the product does not live up 

to the expectations. AV should also offer the customer to exchange the product in their pop-up 

stores if the customer wishes to exchange the online purchased watch into another. This will 

pull the customer from the home to the store and hence give the customer a superior experience 

of the products, the brand and the people behind it. 

 

AV themselves, or the local partner that AV has determined to cooperate with should employ 

the staff working at the local pop-up stores. This is in order to perfectly educate the staff within 

the industry, the brand and most importantly the watches that AV is selling. It is important for 

the staff to hold knowledge on the mechanisms behind the individual watch and to be able to 

tell the story of the brand and the products. This should be done in order to be aligned with the 

social media marketing and thus emphasize a unified appearance on the market. The aligned 

presence will create a strong storytelling towards the customer, as the segment will be exposed 

to one strong story of the partners, AV and the watches. 

 

In relation to the recommended physical pop-up shops and online shop, it is found crucial for 

AV to establish a customer service team as this is to take care of any requests, questions of 

products or maintenance, ordering and reordering products. In more important matters, the 

customer service team should efficiently take care of customer returns in order for the 

customer to get a quick return of money, when the watch is returned to the store due to the 

customer regretted its purchase or due to claims. It is important that the customer service team 

will take care of any claims that should occur in regards to the watches, in order for the 

customer to receive the optimal customer service and experience with AV. The customer 

service will have an active role in the process of occurring products claims. This process should 

be executed timely and efficiently in order to demolish a possible barrier for the consumer. If 

the claim process is handled sufficient, quick and with the customer in mind, the consumer will 

be more likely to stay loyal to AV and thus be more willing to accept an exchange of their faulty 

watch instead of getting their money back. Furthermore can a sense of customer service 

develop further to word of mouth recommendations to the social circle of the original watch 

consumer. Since customer satisfaction is central to achieving repeat sales and word-of-mouth 

communication from satisfied customers, after-sales service is a crucial part of added value for 

the customer in order to further recommend AV to another party (Hooley et al. 2012: 116). 
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Chapter 7. Conclusion 

The purpose of the thesis has been to investigate where and how the Danish watch brand AV 

should focus their efforts in order to succeed in the Chinese watch market. 

 

With point of departure in the pragmatic paradigm, the thesis has conducted a mix-method 

study of the Chinese watch market and AV. In interaction with the theoretical framework 

comprised of PESTL, Porter’s 5 forces, Porter’s Value Chain and Barney’s VRIO, the market 

situation and competitive environment of the industry, as well as the internal resources of AV 

that adds value to their final product has been analyzed. The findings from the analyses have 

provided the foundation, on which, the recommendations are based on. 

 

The market analysis concludes that the anti-corruption campaign is an obstacle for growth in 

the high end of the market, and many high price brands consequently have forayed into the mid 

price segment of the market. The economy of the Chinese consumers is improving, which result 

in more consumers can afford to buy a watch from the mid price segment. The mid price 

segment has grown concurrent with the improving economy of the consumers, and is now the 

largest and fastest growing segment for watches in China. It is especially the post-80s and post-

90s generations who are willing to spend money on watches. These consumers have a tendency 

to buy trendy quality watches, preferably from European, Japanese or South Korean brands 

that can assist them in distinguishing their personality. While the post-80s generation prefers 

to shop online, the post-90s also like going to physical stores, as they enjoy the superior 

shopping experience they get there, compared to online stores. Consequently are watches 

increasingly are sold online, yet store-based retailing of watches remains the largest channel 

for distribution of watches. The market analysis furthermore concludes that the legal 

environment of China can be difficult for new entrants to navigate through, why a local partner 

would be beneficial. 

 

Finally, the market analysis concludes that the competitive level of the industry is tough. There 

is an abundance of players on the market, and only two brands have a market share above 5 

percent. The watch market can be characterized as a red ocean and the market is very 

fragmented. It and can be characterized as a red ocean. It is the customers who have the power, 

why incumbents are competing through differentiation of their brands in their endeavor to 
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establish brand loyalty among the customers. Smart watches furthermore threaten the 

industry, as they offer superior trade-off. However, smart watches are yet not fashionable and 

thus do not provide the same outfit appeal as traditional watches. 

 

The internal analysis illustrates that AV’s classic and acknowledged design, the quality 

craftsmanship in the watches creates and the different exchangeable straps for the watches 

creates value for the consumer, as these elements are in compliance with the Chinese 

consumers’ wish for self-expression and individualization. 

 

A consumer value has been noticed in the founders Sebastian Skov and Thomas Andersen, as 

they add personality to the brand, which is a relatable element for the consumer. The partners 

are furthermore using the powerful tool of storytelling about themselves, how the brand was 

founded and further on how the they are working on new designs and development of the 

products. It is found that the partners are the source to sustainable advantage for AV and the 

unique storytelling of them must be maintained. 

 

Based on the findings from the market analysis and the internal analysis, it is concluded that 

AV should compete in the mid price segment of the market. Competing in this segment of the 

market ensures a unified image, as AV competes in this segment in established countries. This 

segment furthermore presents the most attractive segment in terms of value and growth 

potential. It has moreover been concluded that AV should pursue differentiation focus strategy, 

through which AV should target a narrow segment of the market, while aiming at establishing 

brand loyalty through an exclusive distribution set-up and unique value creating branding. 

 

It has furthermore been concluded that AV should target the Affluent and Mainstream post-80s 

and post-90s consumer segments, as these consumers first and foremost can afford AV’s 

watches, and they value product and brand attributes which AV deliver. 

 

To deliver value and to reach the chosen consumer segments, it has been concluded that AV 

should continue to sell their watches at their own online store. However, to overcome the low 

English proficiency of the Chinese, AV is recommended to launch a Chinese version of their 

online store. Moreover, it is recommended that AV should establish pop-up stores to satisfy the 

need of the post-90s consumers. It is recommended the pop-up stores are established in 
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conjunction with the biannual fashion weeks in both Shanghai and Beijing in order to 

emphasize the trendiness of AV’s watches. To overcome any legislative obstacles and ensure 

the foundation for establishing pop-up shops, it has been concluded that AV must engage with 

a local partner. 

 

AV’s use of social media has shown to be an efficient tool when reaching and creating a valuable 

relationship to the consumer, with the further notice of interacting with and engaging in the 

consumer on the social media platform. The recommendation has been placed to duplicate 

these interactions towards the Chinese segment and create a personal relationship with the 

consumer. 

 

It is concluded that the social media approach of interaction, along with the recommended 

application of KOLs will strengthen AV in a strategy, with the pursuit of increased 

recognizability and in order to succeed in the Chinese market. 

 

7.2 Implications for further research 

The conclusions and findings of the thesis presents some relevant points and recommendations 

in regards to the chosen segments, which should be made the focal point for further research, 

beyond the research scope of this thesis. 

 

The most apparent suggestion for further research is to investigate the chosen consumer 

segments from a hermeneutic perspective and through more qualitative methods, such as 

netnography, ethnography and focus group interviews. These methods “opens up for a solid 

understanding of the consumers’ behavior and preferences, and thus an understanding of why 

consumers do what they do” (Wilke). An application of these methods can bring forward 

valuable information, that will enable AV to customize their marketing mix towards these 

consumers on an even higher level, and thereby increase customer value and establish brand 

loyalty. These methods can furthermore emphasize the recommended differentiation focus 

strategy. 

 

An expanded research of the chosen consumer segments will thus add significant value and 

reliability to the research of this thesis, and hence give AV a stronger foundation to build on, 

when they entering the Chinese watch market. 
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7.3 Perspective 

Nespresso is a Swiss Coffee brand established by Nestlé in 1986. The brand developed a system 

of portioned capsuled coffee and matching machines that interact in order to deliver a cup of 

coffee. In 1989 Nespresso introduced the coffee machines, along with the capsules on the 

market, and introduced the new way of brewing coffee to the Swiss household - and with that 

came the Nespresso Club. The Nespresso club was introduced in order for the consumer to 

receive exclusive and personalized customer service options, which has later become a 

distinctive feature of the Nespresso brand. 

 

In 1996 Nespresso launched their first website, which has proven to be a key brand showcase 

and a sales channel for Nespresso along with the 190 brand owned stores located around the 

world (Hooley et al, 2012;210). Today it is possible for the customer to purchase a Nespresso 

machine at the Nespresso stores or at selected hardware dealers. However the capsules can 

only be bought at Nespresso’s own online and offline stores. The coffee brand’s approach to 

marketing is differentiated from other coffee brands, as Nespresso has entered the market with 

exclusive sales of capsules. This exclusivity creates foundation for the luxury marketing 

approach, which Nespresso has made in order to position the brand away from other regular 

coffee brands (Ibid.). 

 

The market approach has been further developed and is engaging the consumer at the website, 

through “the choices we make” - campaign (Nespresso, 2018). This campaign includes the 

consumer in the reasoning for choosing Nespresso and what the brand, along with the 

consumer, does for other communities, such as environmental and social initiatives.  This 

campaign is further elaborated on Nespresso’s social media platform, where the brand is 

succeeding in posting a mix of pictures taken by Nespresso as well as Nespresso’s customers, 

presenting the products in the same way described for AV. 

 

The social media interaction and distribution set-up of Nespresso can be transferred into the 

recommended strategy of AV and can create a hypothetical guideline for success. 
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Alterations in order to adapt the strategy to the watch industry must be made however the 

perspective of Nespresso is worth to notice when differentiating the market approach for the 

Chinese market. 
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Appendix 1 

Questionnaire to About Vintage 

This interview serves to collect knowledge about About Vintage, their history, aspirations, 

current challenges and strategic intentions. About Vintage was founded back in late 2014, and 

almost immediately experienced significant growth, and has not looked back ever since. But 

what does the future bring? 

 

This paper has noticed a lot of interesting opportunities within the watch market, and would 

like to offer About Vintage advice for a future strategic positioning in this thesis, along with an 

indication of whether to accelerate in this position in the future. 

 

Interview with Nikolaj Larsen, [Global sales director] About Vintage 

 

Topic Question Follow-up question 

Background 
  

 
Tell us about who you are? What is your role and 

responsibilities? 

 
Tell us about AV.. Who are AV? 

  
What do you do? 

 
What have your strategic 

considerations been so far? 

Have you been following a 

strategic plan? 

 
what are your current 

challenges? 

what part of your business are 

you looking to develop next? 

 
What is your current strategic 

plan? 

How do you plan to deal with 

your current challenges/How 

are you planning to chase 

current opportunities? 
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Have you been thinking about 

your positioning in the market? 

If so, how have you strategically 

positioned yourself? 

 
Have you developed a vision and 

mission for your company? 

If yes, what is it? 

Aspiration/wondering 
  

 
What are your aspirations for 

About Vintage? 

What do you want to achieve? 

  
what is your aim/purpose of 

being in this business? 

 
Do you have a goal for the next 

five years? 

Goals to achieve within 2023? 

Market share, Revenue and 

positioning? 

Where/Playground 
  

 
which market(s) are you 

competing in? and how do you 

define these markets? 

wristwatches, clocks, 

timepieces, jewelry etc. 

  
geography? 

 
How do you see this/these 

markets? 

do they differ? and how so? 

 
Where and how do you sell your 

watches? 

Distribution wise? 

 
Do you target different segments 

with different watches? 

Or are all your products targeted 

at the same segment(s)? 

 
Who are your customers? What are their typical 

behaviour? 
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Are they loyal? 

 
We have been reading that you 

are targeting the affordable 

luxury segment. Can you 

elaborate on that? 

Why this segment? 

Who the customers in this 

segment? 

 
Who are your greatest 

competitors? 

 

 
How are you positioned 

compared to your competitors? 

 

 

 
How would you describe the 

rivalry among you and your 

competitors? 

What drives competition? 

  
Price, design etc.? 

 
We have been reading that you 

get some of your clockworks 

from Seiko - do you use other 

suppliers than them? 

 

 
Are there many suppliers to 

choose from? 

If so, why did you choose to 

work with Seiko? 

 
Would you consider switching 

suppliers? 

Why/why not? 

How/execution 
  

 
what is your selling proposition? What do you do better or 

differently than your 

competitors? 
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What are your values? How are they different from 

your competitors? 

 
which capabilities enables you to 

do better/differently than your 

competitors? 

and which must be 

utilized/acquired to win against 

your competitors? 

 
how/where do you bring value to 

your customers? 

and how does this bring value to 

the customer? 
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Appendix 2 

 
Interview, Nikolaj Larsen 

 

Hvor stor en del af omsætningen forventer i skal komme fra Kina i fremtiden? 

 

hvor stor en del af omsætningen, der skal komme fra østen, det har vi ikke defineret. Lige nu er 

de største markeder USA og Danmark. 

 

Okay. 

 

Så østen vil komme, men det er klart at alle brands, ligesom vores, kigge selvfølgelig mod østen, 

fordi der bor voldsomt mange mennesker, men det har vi ikke defineret. 

 

De 100 millioner er et target som vi synes er realistisk set ud fra den vækst About Vintage har 

haft de sidste 3 år. Hvornår det kommer må vi så se. Der er ikke defineret en tidsramme på de 

100 millioner. 

 

Nej men det kunne være i havde fordelt procentvis hvor i forventer at få noget af 

omsætningen fra? 

 

Nej det har vi ikke, men et godt bud, her i den spæde retail-start, ville være at asien kommer til 

at tegne sig for en stor del, men hvor stor en del, det må vi jo så se. 

 

Okay. Jamen vil du starte med at fortælle lidt om hvem du er, hvad din rolle er og hvad 

dit ansvarsområde er? 

 

Ja, min rolle i About Vintage er at skabe turnover. Jeg er salgsansvarlig globalt, og det vil 

selvfølgelig sige at i sidste ende at målet på de 100 millioner er som sådan delvist mit ansvar. 

Og så er jeg i øvrigt partner i firmaet. Så det er min rolle. 

 

Okay. Jamen hvem er About Vintage? 



Christian Hedegaard Nielsen Studie nr.78698 15.05.2018 
Signe Kirkegaard Petersen Studie nr.56876  
 

 112 

 

About Vintage er et dansk ur-brand som er 3 år gammelt. To ur entusiaster, kammerater der 

starter det udelukkende online, får produceret 300 ure som de har solgt før de modtager dem, 

og vækster derefter i 3 år organisk ret voldsomt til det niveau man har nået i dag. Primært 

online og fra 2017 også i fysiske butikker rundt om i verden. 

 

Hvorfor gik i ind i det her, eller rettere hvorfor gik de to ejere ind på dette marked? 

 

Interesse for ure. De er i øvrigt ansatte i andre jobs ved siden af i opstarten. Så ren og skær 

interesse for ure og et øje for et hul i ur-markedet i det prissegment vi ligger i, som er en starting 

price på et par tusinde og så op til 7.500, men primært omkring de 2,3 -og 4000 kroners lejet - 

der har de fundet et hul på det tidspunkt, syntes de, og det har også vist sig at holde stik, så 

derfor. 

 

Hvad med de strategiske overvejelser? 

 

Ja altså strategien har været online, først og fremmest fordi man har dygtig på det parameter 

og så fordi, som en hver anden opstartsvirksomhed så er online prismæssigt til at have med at 

gøre i starten, både i forhold til ansatte og i forhold til det generelle ved at drive virksomhed. Så 

derfor strategien været at starte ud som en dygtig online retailer og derefter har man så kigget 

mod fysisk retail. 

 

Når du så siger online retail, hvad så med markedsføringen af det? Altså hvilke 

overvejelser har i gjort jer der? 

 

Altså uden at være ekspert på det online retail så tænker jeg at hele online retail er sat op 

omkring at være dygtig markedsføringsmæssigt, så det har de så været og derved skabt en 

rigtig stærk presence i social media verdenen, med de rigtige influencers, de rigtige sites, der 

har de været dygtige. 

 

Er der blevet fulgt en strategisk plan? 
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Det skal jeg faktisk ikke kunne sige om det var en del af den strategiske plan, det er hvertfald 

sådan det er blevet. Jeg er en del af en ny strategisk plan, startende for 2018, som er lidt 

anderledes end da man startede, så jeg tror ikke der har været dybere planlægning i det, andet 

end at man har prøvet sig lidt frem. 

 

Men efter din start, har i så udfærdiget en strategisk plan? 

 

Ja, vi har lavet en ny strategisk plan for hvordan man skal få det fra online over til fysiske 

butikker i en volume som gør at man kan nå de her 100 millioner. 

 

Hvad er jeres nuværende udfordringer? 

 

Overordnet er vores udfordring at vi stadig er et nyt brand, lige knap 3 år gammelt, så 

kendskabet til brandet er selvfølgelig en udfordring i hele den her vækst. Vi er jo ikke de eneste 

der laver ure i det her prisleje så hele væksten omkring ur branchen generelt kan være en 

udfordring, men primært er det kendskabsgraden. 

 

Kendskabsgraden, okay. Så det er noget i vil se efter at udvikle? 

 

Det er noget vi selvfølgelig vil udvikle med tiden og selvfølgelig også tage nogle tiltag der gør at 

vi bliver mere kendte, og det kan man jo sige at hele retail strukturen i det, er jo et led i den 

plan, kan man sige. Så de hænger jo sammen og går sammen. 

 

Så kan vi jo gå videre til næste spørgsmål, der hedder; Hvordan i planlægger at deale 

med de her udfordringer? og hvordan i har tænkt jer at udforske nuværende 

muligheder? 

 

Ja, altså hvordan vi dealer med at være ukendte, jamen for det første så det her med at være 

ukendt, det er jo noget der tager noget tid kan man jo sige. Tid er jo en hjælpefaktor hvis man 

bruger den rigtigt, og About Vintage vil qua sit indtog i fysisk retail få skabt noget brand 

awareness. Vi vil, og er stadigvæk på trods af vores størrelse, forholdsvis dygtige influencer 

wise, som giver noget know how, og man kan sige der er ikke nogen let plan for det her, men 
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det tager tid og arbejde omkring branding. Det er det vi gør lige nu. Og så er det klart, det kræver 

jo også at vi laver et produkt som købmændene ude i de fysiske butikker finder relevant, og det 

skal også justeres til, og det er vi også i gang med nu, både prismæssigt og produktionsmæssigt 

og leverings mæssigt også. Så det er vi i gang med. 

 

Har i tænkt over jeres positionering på markederne? 

 

Ja, jeg syntes vi har en berettigelse lige under luxury klassen med Tag Heuer og Rolex og hvad 

de ellers hedder, i samme segment som Georg Jensen og Ole Mathiesen og hvad de ellers hedder, 

og lige over bland andet Daniel Wellington som jo sælger pris mæssigt billigere ure og 

indholdsmæssigt billigere ure siges det blandt ur kendere, men jeg ved det ikke - jeg er ikke ur 

kender. 

 

Så affordable luxury? 

 

Affordable luxury ved jeg ikke om man kan kalde det, men ja det kan man godt kalde det. 

 

Det er taget fra jeres egne udtalelser i andre artikler 

 

Ja det kan man godt kalde det. Jeg ved ikke om jeg er helt enig i det begreb. Jeg syntes affordable 

luxury spænder bredt, men i det nedre segment af luxury, hvis man kan kalde det det. Om det 

så er affordable eller ikke affordable - det er hvertfald mere affordable end Rolex. 

 

Har i udviklet en vision og en mission for firmaet? 

 

ehh, nej det har vi ikke defineret. Altså lige nu der er vi i sådan en oprydnings/oprods fase, hvor 

man er begyndt at tilføre ressourcer og kompetencer til firmaet, men jeg er sikker på at ejerne 

har haft en vision og en mission i sin tid som så nu drejer en smule væk fra det oprindelige. Men 

man kan sige, om man så kalder det en mission eller vision, men vision har jo været at skabe et 

ur som kan købes af de fleste og som har et luksus udtryk, og det er som sådan stadigvæk 

planen. Om det så er mission eller vision, kald det hvad du vil. 

 



Christian Hedegaard Nielsen Studie nr.78698 15.05.2018 
Signe Kirkegaard Petersen Studie nr.56876  
 

 115 

Hvad er forhåbningerne for About Vintage? 

 

Forhåbningerne er at man kan ramme et segment af ur-entusiaster, som kan finde en glæde i 

vores ure, i et pricepoint der er tilgængeligt og som man har lyst til at gøre brug af, ikke 

nødvendigvis som sit nummer 1 ur, men så som sit nummer 2 ur eller nummer 3 ur, og som 

man med tiden vil kunne kigge tilbage på og tænke at det har været et godt og solidt køb i et 

andet prissegment end normalt. 

 

Er det også derfor i er i denne her branche? 

 

Jamen sådan romantisk sagt, så var Sebastian og Thomas’ tanke jo at de netop skulle lave de her 

affordable watches i branchen for at tjene nogle penge. Det tror jeg vil være dumt at sige andet. 

 

Hvad er jeres mål så inden for de næste fem år? 

 

100 millioner! 

 

100 millioner? 

 

Ja! 

 

Hvad med en positionering? 

 

Man kan jo sige at de 100 millioner kommer jo ikke uden en positionering. Vi skal være de 

bedste i vores segment. I den her slut 16 -17 -1800 kroners klasse op til de 4 -5000 kroners 

klassen, og så laver vi også et ur der rammer lige op over det, og måske vil vi også lave nogle 

yderligere eksklusive ure, men det har vi ikke helt defineret endnu, men det er heller ikke 

utænkeligt. Så det er planen, ja. 

 

Udemærket! Hvor opererer i henne i markedet? -og hvordan definerer i de her 

markeder? 
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Åhh, hvordan vi definerer markedet.. altså vi opererer jo primært online stadigvæk - største 

delen af vores indtægt kommer jo fra online. Så opererer vi hos nogle retailere rundt omkring i 

verden; Hong Kong, Singapore, Finland og flere forskellige steder. Hvordan vi definerer dem, 

altså vi definerer dem ikke som sådan. Vi har nogle konditioner som man skal opfylde for at 

blive About Vintage forhandler i forhold til hvad for nogle andre ure man sælger og hvilken type 

butik man har og det vil vi blive ved med og måske også skrue en lille smule på, hvem vi tager 

ind som forhandler af vores urmærke. Vi er kritiske og det er vi blandt andet på grund af 

positioneringen i markedet, så det er sådan vi gør. 

 

Men laver i fashion ure, laver i timepieces, laver i smykker eller hvordan ser i jer selv? 

 

Jeg tror vi ser os selv som en blanding af lidt af det hele, men min opfattelse er at vi er et ur-

brand. Vi er ikke et modebrand, vi er et ur brand. Vores prissegment appelleret til folk der 

interesserer sig for ure. Så syntes vi også at vi er et designer-brand og det kan måske føre noget 

mode med sig men primært er vi et ur brand. 

 

Okay, så man kan ikke sige at i vil læne jer op ad sådan noget som Christina Watches der 

måske mere er et smykke end det rent faktisk er et ur? 

 

Nej og jeg tænker også at Christina Watches, qua at det ligger og henvender sig til primært 

damer, så er det måske lettere at lave en kombi af at gå over og være et smykke. VI er et smykke 

til herre, hvis man kan sige det sådan. Vi er alle tre ejere som nogen der bruger sit ur som den 

eneste pyntegenstand som man som sådan har på, så det kan man vel godt kalde et smykke. 

 

Du har lidt svaret på hvor og hvordan i sælger urene og distributionen, men måler i det 

i de forskellige segmenter på de forskellige ure? 

 

Ja man kan jo sige at en af grundene til at vi lige har lavet den kollektion der hedder 1969, som 

er en unisex kollektion, er jo fordi at vi også syntes at, eller jeg personligt syntes at der er et 

behov for kvindelige ur-brugere, og få en anden option i forhold til det der er i markedet i dag. 

Så den kollektion er lavet, targeted woman, men også egentlig målrettet de her lidt mere 
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klassiske gamle tidligere ur brands. Omega som for eksempel laver noget tilsvarende for at 

ramme det her segment, så det gør vi helt sikkert ja. 

 

Hvem er jeres kunder? 

 

Jamen vores kunder er…. 

 

Hvad er deres typiske adfærd? Er de loyale og kommer de igen? 

 

Det er svært at sige for man kan jo sige at har man købt et ur inden for de her to et halvt, tre år 

vi har eksisteret så er det måske lige tidligt nok at komme tilbage og købe et ur mere, men det 

siges at der er folk der har investeret i flere About Vintage ure, men om det så bliver ved med 

at være en loyal kunde det må tiden jo vise. Men kunden er stadigvæk primært mænd givet at 

unisex kollektionen er så ny som den er. Så det er stadigvæk primært mænd, unge mænd i 

trediverne, men også i begge ender af skalaen, altså både plus treds år og unge mænd under 

tyve år, og nu her efter de sidste par måneder også kvinder - i øvrigt ikke kun fra unisex 

kollektionen men også fra den oprindelige kollektion. 

 

Vi snakkede jo før om det her luxury og affordable luxury, og du er ikke helt med på den, 

hvilket er super fint at du siger, fordi det giver lidt insights, men hvem er kunden i 

segmentet for jer så? 

 

Jamen grunden til at jeg siger affordable luxury, det er at jeg syntes spændet, det som man ville 

sige var high luxury, er blevet affordable luxury for hele den gruppe som affordable luxury 

gruppen er lavet til, så man kan jo sige at folk stikker ud i alle retninger i alle typer brancher, 

om det er mode eller ure eller hvad det må være. Så jeg syntes jo vi er i en luxury industri, hvor 

at kunden langt hen ad vejen også definere hvad der er affordable luxury og hvad der ikke er så 

det er sådan en definitions ting jeg har lidt svært ved. Affordable luxury  - igen jeg ser også Gucci 

som affordable luxury, men nogen vil se det som bare luxury. Så det der spænder taler vi lidt 

om, men det er klart at i forhold til Rolex og Breitling og hvad de alle sammen hedder af store 

ur-firmaer, så er vores mål jo, at ved vores ure skal kunne købe sig luxury uden nødvendigvis 
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at skulle sprænge banken eller at skulle sælge sit andet ur for at få sig et nyt ur, så på den måde 

kan det jo være. 

Hvem ser i så som jeres største konkurrenter? 

 

Jamen det er lidt delt op, for hvis man tager start price segmentet som vi kører i, så vil vi 

konkurrere med en masse af de her fashion brands som også har udliciteret deres ure, Gucci, 

Michael Kors, Hugo Boss, Gant, Tommy Hilfiger og hvad de ellers hedder alle de her livsstil 

fashion brands. Det vil være den ene ting. Så syntes vi at vi er en rigtig god konkurrent til Ole 

Mathiesen og Georg Jensen. Vores look er ikke så langt fra deres - vi laver også klassiske ure. Vi 

syntes vores produkt er mindst lige så godt og til en mere venlig pris, så dem kunne vi godt 

tænke os at drille lidt. SÅ det tænker jeg er konkurrencen og så bliver konkurrence selvfølgelig 

også at overbevise og forklare forbrugerne af ure i startpris segmentet at man får voldsomt 

meget mere for sine penge, hvis man køber vores starting price ure, fremfor at købe et Daniel 

Wellington ur for eksempel, så det bliver helt sikker også en konkurrent. 

 

Hvordan er i så positioneret i forhold til de her konkurrenter? 

 

Lige nu ville det jo være flabet at sige at vi overhovedet er positioneret fordi vi er ikke ude i 

markedet på samme måde, vi sælge som sagt online og det ville være kækt lige nu, men vi håber 

at vi kan positionere os over Daniel Wellington, både stilmæssigt og hele opbygningen af uret 

og så kan vi leve med at ligge lige under Rolex (Latter). 

 

Ja okay. Hvordan vil du beskrive konkurrencen mellem spillerne på markedet? 

 

Nu nævnte jeg jo vores konkurrenter lige før, og nogen ville jo nok sige at Daniel Wellington 

sidder på hele lavprissegmentet og det gør de jo som sådan også, men jeg tænker at der vil 

poppe ur brands op konstant fra nu af og de næste mange år. Det er blevet populært og moderne 

at gå med ur. Ure er jo ikke nye men her inden for de sidste femten år er der jo stort set ikke 

nogen der ikke går med ur mere. Det var der jo ikke for femten år siden. 

 

Men er det nemt at starte et ur firma op og så komme ind og lave samme ur kasse som 

jer og samme design og så sælge det på markedet? 
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Jeg tror ikke der er noget der er nemt. Jeg tænker også at ejerne af About Vintage ikke tænker 

at det som sådan har været nemt, men det er klart at er man dygtig til at finde nogle gode 

producenter, har man et rigtigt design, har man en rigtig prisstruktur, der rammer markedet så 

kan alt jo lade sig gøre. Men nemt det tror jeg ikke det er. Det kræver noget tålmodighed, det 

kræver hårdt arbejde og det kræver jo også at man rammer et hul i markedet, og det er klart 

for hvert år der går så vil der være flere der prøver at ramme de huller der måtte være i 

markedet, så nemt tror jeg ikke det er. 

 

Bruger i andre urværker end dem fra Seiko? 

 

Ja, det gør vi men hvad de hedder, det ved jeg simpelthen ikke. Jeg er brand new or jeg er ikke 

ur entusiast, men ja det gør vi. 

 

Så der er andre leverandører end Seiko, så hvis de siger stop, så har i andre? 

 

Ja der er andre leverandører! 

 

I og med du er ny, ved du så om der er mange forskellige leverandører på markedet? 

 

Jamen det er der! Bare for at lave et ur, har jeg ladet mig fortælle at der er en fem til seks 

leverandører med i ét ur. Så det er ikke noget med at den samme fabrik skyder et ur ud, så der 

skal en masse leverandører til. Det er i øvrigt nogle leverandører som Thomas og Sebastian, 

som ejer firmaet, har været ude i Kina og nøje vælge ud, både i forhold til, hvad det er for en 

type mennesker vi arbejder sammen med og selvfølgelig også i forhold til kvaliteten af ure. Det 

er også noget der bliver rettet til med tiden fordi, det er klart når man er opstartsvirksomhed i 

en branche man måske ikke kender indgående, så kommer man selvfølgelig til at vælge nogle 

forkerte producenter hen ad vejen, men det er der så småt blevet luget ud i, så nu har man de 

producenter man gerne vil have til selve produktionsdelen. 

 

Udemærket! Selling proposition - hvad gør i bedre eller anderledes en jeres 

konkurrenter? 
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Jamen tilbage til dét det handler om, udover man selvfølgelig skal have produktet, så skal du 

være skarp i din markedsføring i forhold til din profil, du skal være endnu skarpere i din 

prisstrukturering i dag end tidligere, så de er de tre keys; det er produktet, det er marketing og 

din relevans i markedet. Det er det vi håber. Vores ejere vil helt sikker sige at designet, som de 

jo blandt andet står for, er det der differentiere, og det er det jo også langt henad vejen, men 

selve brandingen og positioneringen af urene er yderst vigtig. 

 

Men hvad formår i at gøre bedre eller anderledes end jeres konkurrenter? Hvordan har 

i tænkt jer at vinde over, lad os sige Daniel Wellington når du nu nævner dem som 

konkurrent? 

 

Jamen der er jo mange parametre. For det første så syntes vi, at vi laver nogle markant bedre 

ure rent fagligt. Vi bruger flere penge på det. Vi syntes hele vores indpakning er bedre, hele 

livsstilen omkring et About Vintage ur appellerer til noget historie, hvor man kan sige at Daniel 

Wellington, hvis man skal være lidt flabet, er vel ikke andet historie end at han sælger voldsomt 

mange ure. Det er jo det der er historien. Jeg tror i øvrigt at hele historien omkring hans navn 

og brand osv osv er sådan en fiktiv fortælling så her er der jo faktisk en fortælling om to ganske 

almindelige mænd, der interessere sig for ure og har et touch med noget design og en god 

indstilling til købmandsskab, som formår at gå fra ingenting til at sælge og lave rigtig mange 

ure. Så den historie i sig selv syntes vi er værd at have med, selvfølgelig sammenlagt med et 

godt produkt, i en prisklasse som halter en lille smule syntes vi, både ur mæssigt og look 

mæssigt, så det er dét der skal gøre det. 

 

Udemærket! Det var det. 
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Appendix 3 
 
 
Questionnaire to Kristian Haagen 
 
This interview serves to collect knowledge about the watch industry and About Vintage. 

The purpose of this interview is to bring forward strengths and opportunities for About Vintage 

in the watch market. 

 

Topic Question Follow-up question 

About 
you 

Who are you? Name, age, where do you come from? 

 
What is your knowledge about the 
watch industry? 

Experience and how many years? 

  
What is your background? 

Industry What characterises the watch industry 
today? 

What are the trends? 

 
Where is the industry heading? Is smartwatches affecting the industry 

 
What does it take to be part of the 
industry? 

What must a company do to survive in 
this industry? 

 
Is there a best practice for marketing 
and branding within this industry? 

And why do you believe this way of 
doing marketing is better suited for the 
industry than the alternatives? 

About 
Vintage 

What is your knowledge of About 
Vintage? 

 

 
How do you see AV? What are their strengths and 

weaknesses? 
  

Are they unique to the industry? 
  

Why/why not? 
 

How do AV fit into this industry? Have they discovered a hole in the 
market? 
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Are they any different to the many 
new companies that enters the 
industry? 

All the new entrants claim to have be of 
high quality and have a unique design, 
but is that really the case? 

 
Do you believe that AV should do 
anything differently if they are to 
become successful in this industry? 

 

Other Do you wish to further elaborate on 
any of the discussed questions? 

 

 
In relation to the topic, is there 
anything you would like to add, that 
we have not already discussed? 
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Appendix 4 
 

Interview with Kristian Haagen 

 

Vil du starte med at fortælle lidt om dig selv, hvem du er, og hvad din baggrund er? 

 

Ja. Jeg hedder Kristian Haagen, er 48 år gammel. Jeg er lige nu konsulent i det bureau der hedder 

Eight pas Ten. Vi specialisere os i kampagner, social media markedsføring for Schweiziske og 

tyske ur firmaer. Jeg har arbejdet i den her branche i snart to årtier og begyndte selv at samle 

ure i 1993. Jeg har netop udgivet min 7 bog om armbåndsure. 

 

Hvad karakteriserer industrien i dag? 

 

Den er meget, meget udfordret. Der er for mange ure på markedet. De Schweiziske især har 

produceret alt for mange ure fordi de, da krisen ikke kradsede på grund af at kineserne 

begyndte at købe ure der i 2008, 2009, så lagde de en masse æg i de kurve de placerede i 

mainland China. De åbnede butik efter butik, indtil det hurtigt gik op for dem at kineserne altså 

ikke køber i kina, de køber i Europa. Kineserne har en meget høj luksus moms ligesom vi selv 

har her i Danmark - den er lige så høj. Plus at kineserne er rigtig bange for at købe fakes - de 

ved at der bliver produceret rigtig mange fakes i Kina, og derfor er de sådan lidt tøvende med 

at købe i egne butikker i mainland China. 

 

Desuden så stoppede kineserne i en periode med at komme i Hong Kong. Hong Kong var ellers 

et af de 3 største markeder overhovedet for salg af Schweiziske armbåndsure i luksus klassen, 

men kineserne tog til Japan og til Korea i stedet for at købe ure der. Det betyder så at Sydkorea 

aldrig nogensinde har været præget af en krise med hensyn til salg af ure, men at det altså også 

er et meget koncentreret marked. Det gik ud over Europa, men det er også gået ud over Europa 

det her med at vi har haft nogle terrorangreb i London og Paris. Det har gjort at der er færre 

turister der kommer til de ellers så storsælgende hovedstæder i Europa. Det er dog ved at 

komme tilbage igen - det skal lige siges at den kinesiske regering jo også lavede en anti-

korruptionslov, der slog ned på det her med at kinesiske embedsmænd ligesom brugte meget 

dyre armbåndsure til bestikkelse. Det lammede jo kinesernes indkøbs trang af de helt dyre ure, 
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men ikke af de billigere ure. Det vil sige Longines, Omega og Tissot især, blev stadigvæk solgt i 

meget, meget store mængder til kinesiske turister i sær. 

 

Okay - så det skabte måske et større fokus på det man kan kalde midtersegmentet sådan 

rent prismæssigt? 

 

Ja det gjorde det. Det lammede rigtig mange af de større faktisk og der jo nogle som jo altså 

bukkede under. Nu kan man sige at de der tilhører de større konglomerater såsom LVMH, 

Kering, Richemont, Swatch Group, de har selvfølgelig også været påvirket, men de har så stort 

en pengetank, og samtidig med at de kan køre så solid en markedsføring som rigtig mange af 

de andre jo ikke kan. Man kan jo godt være fræk og sige at dem der har det største 

markedsføringsbudget at lege med, det er også dem der vinder kampen. Du kan godt have et 

skide godt produkt, men hvis du 1) ikke forstår at kommunikere det 2) dine kunder ikke forstår 

det, jamen så har du ikke en chance. 

 

Hvilke trends er der på markedet lige nu? 

 

Det er sjovt du siger det fordi jeg var faktisk lige ude og holde foredrag i går, hvor jeg blandt 

andet fortalte om ikoniske ure, og det jeg slutter af med det er Daniel Wellington. Jeg siger til 

publikum, “Nu jeg har snakket om Patek og Rolex og Omega og alt det andet, og i er velkomne til 

at grine ad mig, men ikke desto mindre har Daniel Wellington, på ganske få år, fået armbåndsure 

om armen af ungdommen”. Det var der altså ikke nogen der havde set i krystalkuglen vel? 

 

Allerede min generation sagde at vi kan jo se tiden på vores VHS båndoptager eller på 

mikrobølgeovnen, så hvad skal vi med et armbåndsur? Og den næste generation, endnu mere 

fordi man jo har smartwatches og Iphones ikke? 

 

Ikke desto mindre forstod Daniel Wellington, for ganske få penge, at gøre uret til en essentiel 

del af ungdommens påklædning - Og det er genialt. Og de har ikke ændret deres udseende, som 

i overhoved ikke, i de få år de har været på markedet - det er jo genialt. 

 

Men det er jo et ret basalt produkt de har på markedet.. 
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Meget! Og det er jo derfor! 

 

Daniel Wellington har skabt tusindvis af andre urfirmaer der gerne vil ind og prøve at gøre det 

samme. 

 

Okay. Så kan man være lidt fræk og sige at trenden bevæger sig over imod noget fashion? 

 

Helt klart! Det er der slet ikke nogen tvivl om. Hvis du ser hvordan ur firmaer i dag også 

kommunikere, så er det i høj grad vi influencers på social media. Ikke mindst fashion bloggers. 

Og det har også noget at gøre med at herremoden pludselig er blevet, i visse tilfælde, større end 

den kvindelige mode. Du kan tage hele det her Pitti Uomo i Firenze og andre steder. Det er jo 

som at se en flok påfugle ikke? Ikke bare det der bliver vist, men også mændene på gaderne, de 

klæder sig jo efter at “street photographers” skal følge efter dem og fotografere dem. Og det er 

jo alt lige fra snørebånd til urremme der er vigtige. Og det gør jo så at uret er blevet en uniform, 

og der passer et smartwatch altså bare ikke til. 

 

Det var jo så lidt mit næste spørgsmål - hvordan ser du smartwatches i forhold til hele 

den her ur industri? 

 

Jamen altså der er ikke nogen tvivl om at kan du får et smartwatch til 2-3.000 kroner, så er alle 

de ure til 2-3.000 kroner udfordret ganske voldsomt. Jeg har ikke været særlig pro 

smartwatches indtil jeg så at jeg nu endelig kan få en generation 3 fra Apple watch, på grund af 

at 3 nu kan udbyde det her i Europa og Danmark. Der har du rent faktisk et smartwatch du kan 

bruge uden din mobiltelefon. For mig er et smartwatch det samme som convenience, og det er 

ikke særlig convenient at du både skal bære noget om armen og i lommen - det er bare double-

trouble. 

 

Så svagheden ved smartwatches er deres afhængighed af mobilen? 

 

Ja præcis. 
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Hvad kræver det hvis man skal være en del af ur industrien i dag? 

 

Penge - Og rigtig mange af dem! Og held. 

 

Kan man snakke om at der findes en best-practice inden for industrien? 

 

Hvis jeg vidste det, så havde jeg altså startet mit eget ur firma, det kan jeg godt love dig for. Jeg 

syntes jeg har rigtig meget viden, men den kan jeg desværre ikke give dig. 

 

Men primært er du inde på at social media er en kanal der er ret godt suited for 

industrien? 

 

Den er sindssygt vigtig! Folk køber ind fra det de ser på en 4x4 skærm, ikke i lige så høj grad 

når de ser et 2x1 meter højt billboard. 

 

Så kan man sige at den traditionelle markedsføring er lidt på vej ud, og så er ur 

industrien så langsomt ved at hoppe med på hele den her social media bølge? 

 

Daniel Wellington skabte social media! Daniel Wellington er instagram - og det vil jeg så sige at 

det er About Vintage også. 

 

Nået til 10:16 

 

Det er også det næste på agendaen.. 

 

Altså et af de absolut vigtigste elementer i About Vintage, det er at de kom i kontakt med en 

instagram account der hedder “Daily Watch”. 

 

“Daily Watch”.. Ja.. 

 

Som har 2,2 millioner følgere. 
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Kan man sige at det er den absolut vigtigste blog for ure? 

 

Ja det er det - det er den absolut største. Der er slet ikke noget der kan fange den - hvert fald 

ikke når man taler ægte følgere. 

 

Nej okay... Hvad er dit kendskab egentlig til About Vintage? 

 

Jamen for det første har jeg et firma sammen med Daily Watch og for det andet så About VIntage 

jo dansk, så der har jo også været den her synergi mellem Daily Watch og About Vintage. Men 

jeg holder jo meget af danske initiativer. Rigtig, rigtig meget. Især hvis de er gode og der bliver 

arbejdet hårdt. Hvis du bare prøver at lave et plagiat af Daniel Wellington så er det ikke særlig 

interessant. Men de har jo begge to haft en kæmpe entusiasme, og fordi jeg har været i morgen 

tv nogle gange og ligesom skulle fortælle om det, så har jeg jo også stødt på About Vintage og 

syntes det så spændende ud, og jeg kan godt mærke at de gør noget for det - det er jo ikke for 

sjov. Og jeg synes især det her med at de åbnede en fysisk butik - Det skal du have. Du kan ikke 

leve af online salg. Du bliver nødt til - Det er det samme med at jo flere mennesker der er på 

facebook, desto mere er der nogen der melder sig ud. Jo flere mennesker der er på instagram, 

desto flere mennesker er der, der køber ene avis fordi du får hele tiden et modspil, du får hele 

tiden en modpol, du får hele tiden en modtendens og hele tiden den der “back to basics”. Den 

der med at du bliver overinformeret, og den der med, hvis du kan finde det samme produkt til 

20 forskellige priser online, jamen hvor køber du det så? Så er det nemlig godt at du i 

virkeligheden kan se det fysisk. Og det med at have - nu ved jeg at de sælger faktisk ure nede i 

butikken, men det der med at have et galleri - det fysiske galleri. Ellers så bliver det vi køber på 

nettet det samme som bitcoins - så er det jo egentlig ikke et produkt førend vi får det i 

hænderne. 

 

Men vil det så sige at du også mener at det er essentielt at de også får etableret sig hos 

nogle tredjeparts retailere rundt omkring i verden? 

 

Nej, egne butikker - ellers så drukner du! Du bliver nødt til at vise din magt samtidig med at når 

du har egne butikker, så giver du heller ikke rabat. Så jeg vil jo hellere have egne butikker for 

så slipper jeg jo også for distributionsleddet og slipper også for at retaileren skal have sine del. 
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Så det ser du ikke som en oplagt strategi for About Vintage at forfølge, at sprede sig ud 

gennem tredjeparts retailere? 

 

Nej! Hvis jeg personligt skulle gøre noget, så ville jeg sørge for at reklamere massivt og så have 

en butik i 6 byer, og have pop-up shops. Lægge mig op og ned af super fede events, sørge for at 

det passer rigtig godt til mit brand og være til stede konstant - og samtidig bevare en eller anden 

form for mystik. At du ikke kan få det i Magasin, at du ikke kan få det ude i lufthavnen. 

 

Problemet er at ting du kan få i lufthavnen bliver dødsygt fordi lufthavne ligner hinanden - du 

kan aldrig få noget sjældent i en lufthavn, og derfor bliver du nødt til at have den der - det jeg 

faktisk syntes omkring armbåndsure det er, hvis jeg skulle lave min egen butik, jamen så ville 

jeg gøre det nogle af de steder hvor du med sikkerhed har haft en fantastisk oplevelse. Om det 

er i Kurzweil på en skiferie eller om det er på Maldiverne eller en safari i Afrika, fordi uret kan 

virke langt bedre end et postkort. Lad os nu sige at fremtiden ser sådan her ud: De unge bliver 

ældre, de tager flere sabbatår, de ejer ikke et hus, de ejer ikke en bil, de leaser, de lejer, de kan 

bo i 3 kufferter og køber ikke noget før de bliver omkring 50. Men minderne vil de gerne have 

med, og det er for eksempel et armbåndsur. Hver gang du kigger på det kan du huske, hvornår 

og hvorfor du købte det. Og så er det bare et spørgsmål om, hvor mange penge du har lyst til at 

bruge på det. Hvad koster det minde? 

 

I forhold til det, hvor ser du så styrker og svagheder ved About Vintage? 

 

Styrken er helt klart det her København, Copenhagen. 

 

Men også i forhold til, hvis man tager et lidt mere international perspektiv? 

 

De har lagt sig op ad et meget traditionelt design, et meget anerkendt design, som jeg synes er 

rigtig godt. Jeg synes faktisk at deres første automatiske ure er rigtig rigtig vellykkede. De er 

ikke gået oversize, de er ikke gået midsize, de er gået goodsize. Det er rigtig vellykket - jeg synes 

de har gjort det rigtig rigtig godt - det er et overraskende godt første resultat som automatisk. 

Holder de den kadence, så bliver det godt. Nu har jeg set noget de lancerer her snart, og jeg 
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syntes faktisk det er nogle rigtig gode tanker de gør sig. Jeg håber de udvider med flere egne 

butikker for det tror jeg virkelig er vejen frem. 

 

For at skabe den her fysiske tilstedeværelse? 

 

Ja! Det er afsindig vigtigt. 

 

Er der noget unikt over dem i forhold til hele industrien? 

 

Nej det er der ikke, men du skal regne med at det der gør et produkt unikt det er menneskene 

bag. 

 

Men når de nu går ud og skal differentiere sig i det her marked - det er det jeg hører du 

siger, hvis man skal overleve - hvad der det så de skal slå på for at overleve? 

 

Ja, de skal jo selvfølgelig vise at de har flere bolde, altså de har mere krudt i bøssen. De skal ikke 

hvile på lauerbærene, de skal videreudvikle konstant. Samtidig med at de må ikke gå amok 

prismæssigt. De skal være loyale overfor dem der har skabt dem, og vokse med dem. 

Okay. De nævner jo selv at de har fundet et hul i markedet. Er du enig i den antagelse, 

eller har vi reelt set bare at gøre med et fuldstændig overcrowded marked uanset hvor 

du befinder dig henne? 

 

Det er sindssygt overcrowded. Altså specielt det prissegment, der er så mange spillere. 

 

Så det er virkelig et Red Ocean de har lagt sig ud i? 

 

Ja det er er det. Men altså jeg tror det der med egne butikker, det er bare det, hvor de 

differentiere sig, fordi normalt ville du kun gøre det, hvis du tjente rigtig mange penge på dit 

produkt, og omkostningerne er jo meget høje. De har så været heldig på grund af et lejemål der 

ligger rigtig fint, men huslejen den er lav. 
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Jo, fordi hvis man ser på produktet, er det vel reelt set et der sagtens kan kopieres, altså 

selve urværket og urkassen? 

 

Ja, ja. 

 

Så det er måske mere i deres branding at de skaber noget unikt - altså det er brandet der 

skal være det unikke ved dem? 

 

Ja helt klart. 

 

Er der noget du ønsker at uddybe i forhold til det vi har haft talt om? 

 

Ja. Hvis jeg var dem så ville jeg begynde at lave armbåndsure til kvinder. 

 

Nogen bestemt begrundelse? 

 

Altså kvinder er lige så vigtige som mænd. 

 

Men er der også et marked på samme måde for kvinder? 

 

Ja der er et kæmpe marked. Før i tiden der fik kvinderne foræret deres ur af deres mand, elsker 

familie eller andet, og så var det typisk bare en lille version af herreuret. Men jeg mener helt 

klart at der er noget at hente der. 

 

Okay. I forbindelse med emnet her, er der noget du mener vi ikke har berørt, som er 

vigtigt at have med? 

 

Nej jeg synes vi er kommet godt rundt om det. 

 

 

 

 


