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Sammanfattning  
 
Rapporten fokuserar på tre områden som är att utföra en 
marknadsundersökning, marknadsförings- och försäljnings- strategi samt 
produktutveckling för ARS Meccanicas nya produkt, Quikky. Målet med 
arbetet var att komma fram till en strategi som företaget kan använda för att 
locka till sig kunder. I marknadsundersökningen identifierades både 
potentiella kunder samt konkurrenter. Liknande produkter som kan utgöra ett 
hot undersöktes också. Det mesta av informationen kom genom egna 
undersökningar via Internet. Ett besök till CeMAT mässan i Hannover var 
även den mycket hjälpsam, då en hel del potentiella kunder, konkurrenter och 
andra samarbetspartner var samlade på ett och samma ställe. 
 
Resultatet visar på att det finns en hel del potentalla kunder för produkten. 
Anledningen till detta är att produkten kan användas i olika 
tillämpningsområden vilket medför att en större marknad blir möjlig. 
Nackdelen är att det redan finns många konkurrenter då produkten främst är 
riktad mot lyftindustrin som är en attraktiv marknad.  
ARS Meccanicas affärsstrategi bör vara att fokusera på att designa innovativa 
vertyg till lyftindustrin med hög kvalite för att kunna hitta en lönsam position. 
Anledningen till den här strategien är att många konkurrenter lanserar 
liknande produkter. 
 
När det gäller produktutveckling blev det snabbt tydligt att produkten kan 
utformas på flera andra sätt. Både mini Quikky samt symmetriska Quikky, är 
två nya versioner av den ursprungliga designen. Dessa två kan vara produker 
som ARS Meccanica kan sälja. Genom att ha flera versioner av produkten, 
kan företaget dessutom attrahera till sig fler kunder. 
 
Keywords: 
Innovation, lyft industri, produkt utveckling 
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Abstract 
  
This report focuses on three parts which are market research, marketing- and 
sales strategies, and product development for ARS Meccanica’s new product, 
Quikky. The main objective was to find a strategy which the company could 
use to attract customers. In the market research both potential customers and 
competitors were identified. Similar products that could be a threat for the 
product were also investigated. Most of the information came through own 
research via Internet. However, a visit to the CeMAT fair in Hannover was 
also helpful since potential customers, competitors and other partners were 
gathered at the same place. 
 
The main results from this research are that there are a lot of potential 
customers for the product. The reason for this is that it was discovered that the 
product could be used in different application areas, resulting in a broader 
market for the product.  However, there are many competitors since the 
product is mostly directed towards the lifting industry which is already an 
attractive market. ARS Meccanica’s business strategy should be to focus on 
designing innovative lifting tools with high quality in order to find a 
profitable position. The reason for this is because many competitors are 
lunching similar lifting tools. 
 
As for the product development it was early recognised that the product could 
be designed in many different ways. Both mini Quikky and symmetric Quikky, 
which are two new versions of the original Quikky could be products that the 
company could sell. By having several versions of the product, attracting 
customers can become easier.   
 
Keywords:  
Innovation, lifting industry, product development 
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Abbreviations  

CAD  Computer Aided Design 

CeMAT Centrum für Materialflusstechnik 

CVM Customer Value Management 

CVP Customer Value Proposition 
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1 Introduction 
In chapter one the reader is introduced to ARS Meccanica, the company 
behind the thesis as well to TIS Innovation Park. A first introduction to the 
project is also given. The chapter ends with outlining the reports structure. 

 
1.1 Introduction 

Business is all about customer value, or to be more correct, the ability of an 
organisation to create and unrivalled level of value for its customer. However, 
creating customer value is sometimes described as an art and it can be hard to 
understand what value really is. A definition of customer value is the 
perceived benefits gained from a product or a service, weight against the total 
cost created in time and money for the customers. Normally in every 
purchasing situation, the price is weight against performance, and the product 
and the services as perceived the best value for money are chosen by the 
customer. All organisations are therefore forced to participate in the endless 
race for delivering the highest value to their customers. If the organisations 
succeed with constantly increasing and maintain a high level of customer 
value they will have the opportunity to grow at the expense of their 
competitors. Companies unable to maintain the same development pace will 
in the long run be knocked out of the contest (Lindstedt and Burenius, 2006, 
4-14). 
 
The market is however not always that simple as described above. For 
example there are cases where some functions or features are highly valued 
by a few customers, while at the same time they are of very little or even no 
interest to other customers contest (Lindstedt and Burenius, 2006, 16). In 
cases like these, it becomes less important talking about a general customer 
value for the entire market. Here it becomes more crucial to offer a more 
personal customer value that is specific for a certain customer. 
 
It’s important to have a close relationship to customers in order to create a 
final product that the customer will value in situations like these. To hear the 
voice of the customer and understand their real needs becomes a key factor to 
develop better products.  
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All these steps can be done in a smooth way if the company has been on the 
market for a certain period of time and has an established customer base to 
work on. If there is also trust between the actors, then there is a prosperous 
environment for innovative ideas to be discovered. 
In contrast it might be a much more difficult situation for a new organisation 
offering a new product without having a customer base to start from. It can 
also become even more complex if the product is an innovation to a certain 
industry and needs time before it becomes accepted.  
 
Important questions are 
 

- How should a start-up company work in order to attract some of 
their first customers for their new product?  

- Which product modifications need to be done in order to attract 
new customers?   

 
This report tries to address these kinds of questions that a start-up company 
need to be aware of in the beginning in order to survive. 
 
1.2 Introduction to ARS Meccanica Dolomiti GmbH 

The company behind this report is ARS Meccanica Dolomiti, located in 
Bolzano, south Tyrol in northern Italy.  The firm was established in February 
2012, by the two old friends Mr. Heinrich von Lutterotti and Mr. Aldo Chisté.  
Mr. Lutterotti, with experience in finance and administration will focus on 
these two parts of the business including management, while Mr. Chisté will 
contribute with his 40 years of experience in plant construction and 
mechanical engineering. This can indeed be a perfect combination for a start-
up company (ARS Business plan, 2003, 11). 
 
One of the company’s first goals is to produce and successfully market their 
first innovation product in the field of hoisting technology. Their invention 
represents a new concept in connecting two slings ends or any two objects 
that need to be connected quickly and safely. The unique combination of 
safety, speed and simplicity has resulted in that the product has won several 
innovation awards. One of these awards was the Business plan- Contest called 
“START UP”, which is organised by the business incubatory of TIS 
Innovation Park in Bolzano (ARS Business plan, 2003: 3, 39). ARS 
Meccanica Dolomiti GmbH will during the rest of this report be shortened 
down to just ARS Meccanica. 
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1.3 Introduction to TIS Innovation Park 

The TIS Business Incubator is one of the organizations major focus areas. It 
offers entrepreneurs the opportunity to develop innovative business ideas and 
turn them into a successful business. One of many start-up companies that 
receive professional help and resources from the business incubator is ARS 
Meccanica.  
 
The main objective of TIS Innovation Park is to increase the capacity for 
innovation and technology in companies from South Tyrol. TIS achieves this 
goal by: 

- Raising awareness of scientific research findings and technological 
expertise. 

- Coordinating and managing business- to- business collaboration 
and cooperation between businesses, research institutions, 
associations and other agents. 

- Supporting the development of new product and services. 
- Supporting start-up companies and setting up technology oriented 

businesses. 
 
The organisation has identified three areas where they have special expertise. 
These are: 

- Alpine Technologies 
- Food & Wellbeing 
- Energy & Environment 

 
There are also three centres at TIS which are available to all companies. This 
includes: 

- Business Incubator 
- Free Software & Open Technologies 
- Product Development & New Technologies 

(TIS Report, 2012) 
 
ARS Meccanica has thereby an important organisation to turn to if support is 
needed. 
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1.4 Project Introduction 

This project was performed between April and August 2014 in Bolzano, Italy. 
The goal with this thesis is to give the company a clear view in three different 
fields. First task is to outline the market situation for the product that the 
company is developing. This includes both potential customers as well as 
competitors. The second step is to plan how an eventual Marketing & Sales 
strategy could be conducted in order to find the first customers. The final part 
is to improve or modify the current product in order for the new version to be 
better suitable for a certain customer and this customer’s needs.    
 
1.5 Structure of the Thesis 

This thesis is structured in nine main chapters. The report has a fairly 
traditional structure with a theoretical review in the beginning, the results in 
the middle, followed up by analysis. In the end the main deliverables are 
presented. 
 
Chapter 1 – Introduction 
The first chapter is intended to introduce the reader with a first introduction to 
the company as well as an overview of the project. The structure of the thesis 
is also presented.   
 
Chapter 2 – Problem Statement 
The second chapter defines the purpose of the report. This chapter includes 
the goals (objectives), definition of the problem as well as the boundaries of 
the report.   
 
Chapter 3 – Background 
The aim of chapter three is to give the reader necessary background 
information. This includes both a deeper description of the company and their 
new product.  Information about web slings is also provided because they are 
also a part of the total product. 
 
Chapter 4 – Methodology 
In chapter four the reader is presented with the process as well as the methods 
used while conducting the report. In the end the credibility of the report is 
discussed. 
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Chapter 5 – Literature Review  
This chapter contains all relevant theory, tools and methods that were used to 
perform this report. For instance how to analyse an industry and how a 
product development process can be carried out. 
 
Chapter 6 – Results  
Chapter six presents the findings from the collection of data that has been 
gathered during the project. 
 
Chapter 7 – Analysis 
In chapter seven the collected data are analysed and compered with theory. 
 
Chapter 9 – Deliverables 
Chapter nine presents some new versions of the product which has been 
developed during the work. 
 
Chapter 10 – Conclusions 
The last chapter brings the report to an end by bringing together the main 
results and conclusions. 
 
References 
This part of the report includes the sources of information used while 
performing the research. 
 
Appendix 
All extended material that couldn’t fit into the report is presented here. This 
includes additional material that might be of value for ARS Meccanica. 
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2 Problem Statement 

_____________________________________________________________ 
In chapter two the reader is presented to the purpose of the report.  It is 
followed by the problem areas and the delimitations made. This part ends 
with stating the goals that are planned to be achieved at the end.                                         
______________________________________________________________ 
 
2.1 Purpose of the Thesis 

The main purpose with this report is to help ARS Meccanica find some of 
their first customers in order to start selling their new product. To achieve this 
objective, first a brief market analysis will be performed to understand what 
the industry looks like. Both competitors and potential customers will be 
identified. Next step is to describe how a Marketing & Sales strategy could be 
accomplished to reach the identified customers. The final part is to improve or 
modify the current product in order for the new version to be better suitable 
for certain customers and their needs. The purpose of this report can therefore 
also be seen as development of a product with higher customer value, which 
will then reasonably also be easier to sell. 
 
2.2 Problem Formulation 

The reason why this report has an extra focus on identifying customers is 
because the company is a start-up company. One of the crucial aspects for 
every start-up company is to start selling their products as soon as possible. 
There is no meaning with manufacturing products without customers willing 
to buy the products in the first place. The uniqueness with this report is that it 
contributes with reducing the distance from the company to its customers. 
Hopefully, this report will give ARS Meccanica a better understanding about 
how they can work to attract customers. 
 
This report is divided in three different parts (problem areas). However they 
are all connected to each other. These fields are following: 
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Market Research 
- Perform a competitor analysis to identify the main actors within 

the industry. 
- Identify similar products which can be seen as a threat to the 

company’s product. 
- Identify different application areas where the product can be used. 
- Identify potential customers that might benefit from buying the 

product. 
- Identify new application areas, to find new markets. 

 
Marketing & Sales 

- Perform a theoretical case study to show the benefits with the 
product. 

- Develop a plan how to the company can attract new customers. 
 
Product Development 

- Develop new versions of the product, based on information 
gathered during the process.  

 
2.3 Delimitations 

Since this report focuses on three different fields, with most of them 
containing subtasks, it will result that only a brief review will be possible for 
each of the tasks. This strategy is also deliberately selected, to not dig down 
the reader too deep into one specific part of the report. The goal is to always 
keep a holistic perspective over the entire process that the company deals 
with.  
 
The report will not focus on the environmentally friendly aspects of the 
product, even if this is a growing demand from more clients in most 
industries. Neither will any calculations regarding price and revenues be 
discussed, mostly because this part is highly sensitive for the company.  
Focus will be on the European market because the company wants to have the 
possibility to establish close relationships. 
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2.4 Goals 

The main goals of this report are presented here to summarize chapter two. 
They are as follows: 
 

- Identify the main competitors within the industry, including their 
competing product. 

- Identify both current application areas as well as future ones. 
- Create a list with potential customers. 
- Create a USP which can attract customers. 
- Define a position which the company should aim at establish 

including recommendation to reach this position. 
- Improve current version of the product with the use of CAD-

software. 
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3 Background 

Chapter three provides the reader with the basic background information to 
understand the firm’s current position. The product is also described. 
Information about web slings is also provided since they are a part of the 
total product. 
 
3.1 ARS Meccanica Dolomiti GmbH 

ARS Meccanica’s main objective at the moment is to launch their new 
product in the field of hoisting technology. Even if the product exists in small 
numbers, mostly prototype version and demonstration models, the company 
will start the series production in September 2014 where the product will be 
sold under the brand name of Quikky (ARS Business plan, 2003, 3).   
 
The vision for the company is to revolutionize the hoisting technology market 
and to establish the product within three years as a global safety standard for 
lifting gear (ARS Business plan, 2003, 4). 
 
3.1.1 The Product 

The product is described by the company as a quick- release- fastener tool 
used initially to connect two lifting straps (web slings) for the purpose of 
lifting, transportation or securing loads. The product innovation is simple but 
at the same time it offers a new concept of how two objects can be 
interconnected. The unique benefits are that the tool becomes extremely safe, 
fast and easy to use, which the company’s selling points are. The company 
sees different application areas for this new concept of connecting items, even 
if the intended use is to connect lifting straps with each other (ARS Business 
plan, 2003, 3).  
 
The fast use of this tool is possible due to a new type of connection between 
the two parts by a fixed mounted bolt. This bolt allows a fast opening and 
closing procedure with a simple 120 degree turn on the handle. The benefit 
with this process is that there is no need to remove individual parts, such as 
screws and nuts (ARS Business plan, 2003, 7). 
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The most important performance indicator for the product will be the working 
load limit (WLL), which indicates the maximum load in tons which the gear 
can handle. The offered version will be based on the standard load capacity of 
lifting gears currently on the market. The larger version will be made of high 
resistant composite steel. The smaller sizes may be made from alternative 
materials such as aluminium and plastic to save production cost and weight. 
As a general rule in the field of lifting gear and hoist slings, the product will 
have a standardized color-coding identifying the load range it’s designed to 
carry out. This will be done by having the correct colour on the plastic cap off 
the handle (ARS Business plan, 2003: 5-6). 
 
A patent application for the product was filled in on the national level of Italy 
and the process of obtaining a global patent was successfully filed with the 
PCT authority on 30 of May, 2013(ARS Business plan, 2003: 7-8). 
 

Table 3.1. ARS Meccanicas three starting versions. 
 

Colour Version WILL 
Red Small 5 tons 
Blue Medium 8 tons 

Orange Large +10 tons 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3.1.  Red version of Quikky 
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3.1.2 Product Benefits 

The strength of the system lies in the safe and fast locking system that saves 
time especially in operations which requires repeated hooking and unhooking. 
The three selling aspects safety, quickness and simplicity will not only save 
time but also money for the customers. Aside from the economic aspects, the 
system with its security aspect can prevent accidents in working places. Less 
time will be needed to be spent in the dangerous areas because the product is 
easy and fast to use (ARS Business plan, 2003: 8-9).  
  
Another benefit is that this design, where the web slings can lie flat on both 
end sides of the tool will result in reducing the stress level on the straps. This 
is a big advantage compared with using for instance shackles for attaching 
web slings. In this case the lifting bands are twisted due to their curvature 
around the shackle resulting in uneven distribution of the stress level. Some 
part may be exposed for unpredictable stress levels, resulting in damage to the 
web slings (ARS Business plan, 2003, 7). 

Figure 3.2.  Prototype version, 
showing a closed Quikky 

Figure 3.3. Prototype version, 
showing an opened Quikky 

Figure 3.4.  CAD-drawings 
of a closed model 

 

Figure 3.5. CAD-drawings with 
all single components included 
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3.2 State of Development 

At the moment only the five ton version is available as prototype, test and 
demonstration model. Next year there are plans to manufacture and market 
the larger versions which are capable of handling loads over ten tons. The 
goal in the future is to offer all load ranges between one and ten tons (ARS 
Business plan, 2003: 11).  
 
The manufacturing of the products will not be a part of ARS Meccanica’s 
business scope. Instead it will be outsourced to a qualified manufacturing firm 
which has all the required machines to start the production. This firm is called 
CLM (Costruzioni Lavorazioni Meccaniche), and is located near TIS 
Innovation Park, in the industrial area of Bolzano. ARS Meccanica will on the 
other hand focus on the following business activities:    
 

 Business management and administration 
 Marketing and sales 
 Final assembly of supplied components and packaging 
 Quality control of the products 
 Optimized warehousing 
 Picking and shipping of finished products to customer 

(ARS Business plan, 2003: 4, 26). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3.6.  CLM’s main entrance 
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3.3 Types of Web Slings 

This section gives a basic description about the most common types of slings. 
This information is given because the current version of the product is 
compatible with using flat web slings. Therefore, information is provided 
regarding this type as well as other types that can be used in the future. 
 
Flat web slings: Flat web slings are lightweight, flexible and have a soft 
surface to help protect the load. They are the most popular types of slings and 
can be found in many manufacturing environments. Their stretchy 
characteristic helps to avoid loading problems (Lift- All, 2014). 
 
They are normally made from nylon or polyester. This material of choice 
gives the web slings characteristics such as high-quality, economic and easier 
handling (Liftex Catalog, 2011, 22). As the table below indicates, both nylon 
and polyester web slings are useful in many environments.  
 

Table 3.2. Recommended substances uses for nylon & polyester              
(Liftex-Catalog, 2011,19) 

 
Substance Nylon Polyester 
Acids No * 
Alcohols Yes Yes 
Aldehydes Yes No 
Strong Alkalis Yes ** 
Bleaching Agents No Yes 
Dry Cleaning Solvents Yes Yes 
Ethers Yes No 
Halogenated Hydrocarbons Yes Yes 
Hydrocarbons Yes Yes 
Ketones Yes Yes 
Oils, Crude Yes Yes 
Soap and detergents Yes Yes 
Water and Seawater Yes Yes 
Weak Alkalis Yes Yes 

 
*Disintegrated by concentrated Sulfuric Acid 

**Degraded by strong Alkalis at elevated temperatures 
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Figure 3.7. Flat web slings1 

 
Roundslings: Roundslings contain endless loop of yarns covered by woven 
tubular cover (Lift- All, 2014). As with flat web slings, roundslings are also 
often made from nylon or polyester, giving it characteristics as strength, 
convenience and load protection (United States Department of Labour 1, n.d.) 
 
Metal mesh slings: Metal mesh slings are used in metalworking and in other 
industries where the lifting loads are hot, abrasive or there is a possibility to 
cut the web sling used. These types of slings are made out of carbon, alloy or 
stainless steel and are designed for the purpose for rugged lasting usage 
(Bishop Lifting Product, n.d.). 
 
Wire rope slings: Because of the low cost and resistance to abrasion in 
rugged work environments, these types of sling are popular at construction 
sites (Lift- All, 2014). They are also used because their strength, durability 
and ability to lift hot materials. High tensile strength steel wires are combined 
in different constructions to form ropes with different features (United States 
Department of Labour 2, n.d.). 
 
Chain slings: Chain slings are used for the most rugged conditions, where 
other slings would not survive. They are made from high strength alloy steel 
specifically for the lifting industry (Lift- All, 2014).  
 

                                                 
1 http://www.directindustry.com/prod/nanjing-dahua-special-belt-knit-co-ltd/polyester-
webbing-slings-113375-1114323.html [2014-07-13] 
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4 Methodology 

This chapter presents the process of performing this report. An overview of 
the general plan is presented which is followed by a more detailed description 
of the methods used. At the end the credibility of the report is discussed. 
 
4.1 General Plan 

Because the report has several of objectives there is a strong need to have a 
plan for achieving them all. For this purpose a simple and a quite rough time 
plan was created. Since the company is a start-up, there is also a strong need 
to establish a stabile customer base as quickly as possible. This means that 
finding potential customers have been a major focus area during the project. 
Because of this the firm planed a business trip to Hannover, Germany, to take 
part at the CeMAT fair for the logistics and transportation industry. This was 
an opportunity to meet potential customers. 
 
Following plan was established: 
April: 

- Focus on identifying competitors including similar products. 
- Preparing for the CeMAT fair,  

May: 
- CeMAT Hannover (19th -23rd of May) 
- Identifying application areas. 
- Identifying potential customers. 

June: 
- Performing the Marketing and Sales strategy 

July:  
- Performing the theoretical case study 
- Identifying new application areas 

 
August: 

- Developing new versions of the product. 
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4.2 Research Method 

Empirical research methods are a type of research methods in which empirical 
observations or data are collected with the objective to answer a specific 
research question. Empirical research methods can be divided into two 
categories: 
 
Quantitative research methods: Focus towards collect numerical data and 
analyse it using different statistical methods. 
 
Qualitative research methods: This method involves collecting qualitative 
data (data in the form of text and images) from observations, interviews and 
documentary evidence. 
 
Qualitative methods tend to be more suitably in the early stages of research 
and for theory building. Quantitative methods are often more appropriate 
when theory is well developed, and for the aim of testing and refining the 
theory. In practical, no method is entirely just one of them (Moody, 2002). 
This report will be more focused on a qualitative research method.  
 
4.3 Data Collection 

4.3.1 Questioning Methods 

There are four main types of communication with a respondent in an 
interview.  
 
Written questionnaires: The questions are posted and answered in a written 
form and are sent between the researcher and the respondent. 
 
Telephone interviews: The questions are posted by an interviewer and are 
answered during a telephone conversation with the respondent. 
 
Personal interview: The questions are answered during a meeting between 
the interviewer and the respondent. The answers can be both written and 
verbal. 
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Interview via Internet: This sort of interview can be seen as a special kind of 
written interview. There is no interviewer; instead the questions are posed 
through the Internet by the researcher to the respondent (Lekwall and 
Wahlbin, 2001: 261-262). 
 
Table 4.1 Summary of the characteristics for the different interviewing 
methods (Lekwall and Wahlbin, 2001, 263). 
 

 Written 
questionnaire 

Telephone 
interview 

Personal 
interview 

Interview 
via Internet 

Cost per Interview Low Pretty Low Often High Pretty Low 

Speed Often Low High Pretty 
High High 

Risk of loss Often High Moderate Moderate Sometimes 
High 

Control of who is answering 
Ability for dynamics during the 

questioning 
Often Bad Good Good Limited 

Limitations regarding the 
questioning technique Big Some None Few 

Maximal extend of the 
interview 

40-50 
Questions 5-30 min. 2-3 hours 40-50 

Questions 
Ability to guarantee anonymity 

to the respondent Good Limited Limited Limited 

 
Telephone calls 
In the past the telephone surveys was considered to be a rather suspect 
research method, mostly because it was felt that the contacting people by 
phone led to a partial example and were not representative of the wider 
population. However, the telephone surveys are now highly used in social 
research, mainly because of the following important reasons. 
 
Price: Telephone interviewing is cheaper and quicker than face-to-face 
interviewing. Researchers do not have to travel to conduct the interviews- it’s 
just to pick up the phone. Social researchers have believed that the quality of 
data gets negative effected just to save money. However the two remaining 
arguments indicated the opposite.  
 
Quality: It’s no longer sure to assume that a face-to face interview provides 
better and more accurate data. Evidence shown indicates towards that people 
are as hones in telephone interviews as they are with face-to-face interviews. 
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Easy to reach people: It was estimated in the late 1990’s that researchers 
were able to contact 91% of people over 18 years directly by telephone.  
Developments in technology during the years have further improved the 
attractiveness of telephone surveying (Denscombe, 2003, 9). 
 
In this report the telephone strategy will be used to find companies who would 
like to test the product. It will also be used to do follow-up work, contacting 
persons that were met during the fair in Hannover to receive feedback about 
the product.  
 
Mail – surveys 
Mail interviews are relatively inexpensive in comparison to personal and 
telephone interviews. In the traditional mail interview, questionnaires are 
mailed to preselected potential respondents. It can be easy to find the required 
mailing address, but sometimes it may prove to be time-consuming and 
difficult. Another advantage is that the questionnaires can be fairly long in 
comparison to personal or telephone interviewing.  However, mail surveys 
have relatively low response rate. A problem is also that the responded can 
choose to skip questions or even throw the entire mail, since there can be 
misinterpretation as there is no direct possible feedback mechanism (Shukla 
2008, 51). 
 
Since there will be a lot of companies contacted, both from  the CeMAT fair 
and for the case study, the mail strategy will be used. For this a standard mail 
will be written and sent out to all relevant companies identified during the 
process.  
 
Personal interviews 
Personal interviews are one of the most used survey methods in marketing 
research. While personal interview is still popular, the progresses in 
communication technology such as internet are slowly chasing up. Personal 
interviews will continue to be the techniques used by researchers in the future, 
however at a lower frequency then before. This technic is useful when dealing 
with complex questions which require clarifications. The response rate is very 
high since respondents find it hard to refuse someone face-to-face. The side-
effect is that personal interviews are expensive and time consuming (Shukla 
2008, 48-49). 
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Personal interviews will be used especially during the week visiting CeMAT 
in Hannover, were many potential customers will be gathered. Even if it will 
not be a formal interview with the selected companies, there will be some 
clear goals behind the questions asked, with the aim to see if they are 
interested in the product.  
 
4.3.2 Documents 

Documents can be treated as a special source of data and an alternative to 
questionnaires, interviews or observations. 
 
Three of these types of documents will be central for this report. These are 
following: 
 
Books and journals: As one of the first methods an academic researcher 
should consider to go through books and journals in the specific topic of 
research. These documents contain the collected knowledge including the 
latest ideas which could be useful for the direction of the research 
(Denscombe 2003, 212). 
 
This method will be used for the literature review, to find methods and tools 
to use for the analysis part.  
 
Websites and the Internet: Internet will be used as a vital tool in this report 
and is therefore explained in an own part in the section e-sources. 
 
Newspaper and magazines: The “press” can provide valuable information 
for a research purpose. The reason for this is that the content is usually good 
and up-to-date. Especially if it’s written by journalist experts in the specific 
field or are capable of providing inside information from the specific industry 
(Denscombe 2003, 214).  
 
Since the lifting industry is a big market, there should be plenty of useful 
catalogues, magazines or newspapers that could be used. The main purpose 
with this method is to find out the standard company names that are often 
mentioned in this kind of context. 
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4.3.3 E-Sources  

Websites can provide valuable information for the researcher. The content of 
the sites can be treated like online documents and they can be analysed in 
terms of the text and images they contain (Denscombe 2003, 46).  
 
Some of the advantages of Internet research are following: 
 
Time: The researcher gets the answer more quickly, not only because of the 
postal time but mostly because people in general tend to answer the 
questions/mails sooner than with conventional surveys. 
 
Cost: Internet research often reduce cost of performing a research. A logical 
reason for this is because no travel is needed or any kinds of special 
equipment. 
 
Research safety: Research performed through the Internet avoids any 
dangers associated with travel and fieldwork. 
 
Access to research population: Internet research allows access to people and 
groups that would not otherwise be possible. This method facilitates contact 
with people living far away as well as some special groups (e.g. disabled, 
prisoners) 
 
Even if there is a lot of information to gather from Internet, the researcher 
needs to reflect about the legislation that might affect the work. This includes: 
 
Data protection: The data should be used in line with the relevant data 
protection legislation. 
 
Copyright: The researcher should be careful not violating any trade-marks 
and intellectual property rights. 
 
Sensitive issues: The researcher should always try to determent if the website 
is reliable. It might for example be websites which are politically sensitive 
(Denscombe 2003, 56-57). 
 
 
 
 



21 
 

Two important disadvantages of this research method include: 
 
Lack of quality control: Information found on the Internet can be of good 
quality and up-to-date. But, the possibility is just as high that it can be the 
opposite. 
 
Easily ignored: Internet surveys can easily be deleted by people. They can be 
treated as spam or as advertisement resulting in that they are thrown away 
(Denscombe 2003, 58-59). 
 
Internet research will be used extensively as a method for conduction of this 
report. Especially since the basic information is often provided and will 
contain the most answers to the reports different question areas.   
 
4.4 Concrete Method  

For gathering information one crucial method will be the visit to the CeMAT 
fair. Since the goal also is to create a new version of Quikky, the product 
development process, which was used, will be described as well. 
        
4.4.1 Visiting Fairs 

Tradeshows are a unique environment which combines elements of 
marketing, advertising and sales. They bring together buyers and sellers in 
one place at one time. Tradeshows can during the time they are being held 
seem as a mini-university dedicated to a certain industry. This surrounding 
which often offers informative seminars and chances to view the latest in the 
industry results that tradeshows becomes a great learning environment. 
 
Tradeshows are perfect opportunities to see the other company’s products. 
The products can be viewed, touched, examined and compared. Another 
benefit is that tradeshows allow face-to-face interaction. Potential customers 
can speak with sales representatives and get a better understanding about the 
new technology. For both exhibitors and attendees, tradeshows offers a 
productive use of time and money (McGlincy, 2005). 
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4.4.1.1 CeMAT Hannover 2014 

The CeMAT fair in Hannover is the world’s leading venue for intralogistics. 
Figures showed, after the show that more then 53 000 visitors where present 
from 65 countries. There were more then 4 000 innovations on show by 1 025 
exhibiting firms. It was also estimated that orders worth more than 10 billion 
Euro were initiated at the trade fair (CeMAT-South America, n.d.). 
 
The purpose with this event is to start networking and creating new business 
relationships. This includes both seeking out to identify customers, 
competitors and potential partners. To get the most out of the visit a detailed 
plan was premade, including the companies that should be visit. E-mails were 
sent out to establish first contact with these firms. The goal is to present the 
product and gather as much constructive feedback as possible.  
The fair also gives the opportunity to understand how the lifting industry 
works and who the major actors are. 
 
4.4.2 Theoretical Case Study 

A theoretical case study is also planned to be performed as a complement to 
the practical case study. The purpose with this study is to estimate how much 
an organisation can benefit from using the product compared to other tools. A 
simple case will be made-up to simulate a real working process at a company. 
It will be a concrete example in order for the company to use it for presenting 
benefits for customers.     
 
4.4.3 Product Development 

The time a company spends at developing a product from an idea to market 
introduction, is crucial for the companies economic development both in short 
and long terms. This is specially applied for development of new products 
where development time is important. However, this mind-set is as least 
important with further development with existing products, so called re-
engineering. If it’s possible to reduce the development time with half of the 
time, then this will result in big cost savings because a large part of the cost 
involved in product development is related to salary costs. All product 
development should have the purpose to directly or indirectly improve the 
quality of life for one or more users without worsen it for others (Ottosson 
1999, 15). 
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The goal with the product development part of this report will be to present as 
many ideas as possible. The reason for this is to give the company a portfolio 
of new product concepts which they can use in the future.  These different 
ideas will mostly be based on the current version of the product. However, if 
new application areas are identified, the product will be totally modified in 
order to show how it could be used. Information will be collected during the 
project to have a better understanding what the industry wants, which will 
hopefully result in creating a product that customers want. ARS Meccanica 
will be a part of the development process, selecting the ideas they are most 
interested in.  
 
The product development process will contain three straight forward steps. 
First all a potential idea will be drawn by hand. This is done in order to make 
it easier to communicate how the product will look like and which functions 
(benefits), it will have. This method, called pencil aided design will be the 
first step of presenting it visually. The next step is to select the ideas with 
most potential and continue improving those using CAD-programs.  
The step from 2D to 3D will give an extra dimension to easier understand 
how the products are going to function.  Last step will actually be to create 
one of these products. The goal is to at least create one of these products using 
3D printers. It should be noted that all these ideas are just a first version and 
should not be considered as the final version ready for manufacturing and 
sales.   
 
Pencil Aided Design, (PAD) 
The product developer’s most important tools, for example when a new 
creative solution needs to be created, are a piece of paper and a pen.  When 
working with PAD the process is going from an abstract and rough level 
towards a more concrete one that will be suitable for further computer 
improvements (Ottosson 1999, 204). 
   
Computer Aided Design, (CAD) 
CAD software is used in many professions to create precision drawings or 
technical illustrations (Whatis, 2011).  
 
The computer is an excellent tool, when the person knows what should be 
done, this means when the concept is ready. It’s important to remember that 
the drawings are not indented for the constructors and the drawers. Their 
purpose is to allow the production of the real products (Ottosson, 1999, 214). 
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Rapid Prototyping 
Rapid prototyping is a technic to create a model or a prototype in a fast and 
easy way.  It’s done by having a special printer that is capable of building up 
the item by printing layer after layer. Rapid prototyping is an important part 
of the design process and gives flexibility and offers cost efficiency solutions 
for producing complex shapes in few examples (Modellteknik, n.d.). 
 
4.5 Criticism 

As with any kind of research, the method and conclusions need to be 
justifiable. This process cannot rely on an act of faith. The reader must be 
convinced that the research and the ground on which decisions were taken can 
seem as reasonable.  
 
4.5.1 Reliability 

(Golafshani 2003) quotes Joppe (2000) when defining reliability as: 
 
“The extent to which results are consistent over time and an accurate 
representation of the total population under study is referred to as reliability 
and if the results of the study can be reproduced under a similar methodology, 
then the research instrument is considered to be reliable” 
 
The importance with reliability is whether the research instruments are neutral 
in their effect, and would measure the same result when performed on another 
occasion. The question that becomes crucial to answer is if someone else did 
the research would this person have received the same result and pointed out 
the same conclusions (Denscombe 2003, 273). 
 
While this report will include many methods, they will not be performed in 
detail since spending too much resource on one part can result in that other 
parts do not get done properly or may even be left out. Another reason for not 
using a single method is because the report has several goals which mean that 
a broader perspective is needed, including a number of methods in order to 
answer them. The same result would most definitively be received again if the 
process was repeated, since a basic approach was used and the procedure was 
never aimed at viewing a specific area in detail. This also results in that there 
is less possibility to get loss during the research if the process would be 
repeated.      
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4.5.2 Validity 

(Golafshani 2003) quotes Joppe (2000), who provides the following of what 
validity is: 
 
“Validity determines whether the research truly measures that which it was 
intended do measure or how truthful the research results are. In other words, 
does the research instrument allow you to hit “the bull’s eye” of your 
research object? Researches generally determine validity by asking a series 
of question and will often look for the answer in the research of others. ” 
 
One approach to strengthen the validity is the use triangulation. This involves 
using several kinds of methods or data, resulting in receiving multiple 
perspectives. Triangulation may include multiple methods, but does not 
suggest a fix method for all the researches (Golafshani 2003, 603).  
 
In this report several of methods have been performed in order to collect 
information from multiple sources. This strategy has not been selected only 
for this reason. The report has as mentioned before several of tasks (research 
questions) that should be answered. Because of this there is a strong need use 
several methods to not only increase the information gathered but also to not 
be dependent on only one method.     
 
4.5.3 Limitations 

There are three major limitations with this report. The first one is as 
mentioned before the lack of deep analysis made with every method. As an 
example only the major competitors are identified. The opposite procedure 
could be to only focus on this part and to perform a full competitor scan over 
the market. However, this report tries to give a broader perspective over 
several areas for the company. Resulting in that a deep analysis into one area 
is not possible. The second limitation that influenced this work was that it was 
challenging to gather information from potential customers. The CeMAT fair 
in Hannover was therefore a perfect opportunity to meet companies and build 
new relationships. It proved to be very hard to gather information from 
companies where there was no previous collaboration between the companies. 
Because of this there is a limitation in customer feedback. As a solution to this 
problem, own personal interpretation was to be done. This third limitation 
could have influenced the research even if a neutral approach was taken as 
much as possible.    
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5 Literature Review 

The fifth chapter describes the theory that is relevant during the analysis of 
the report. The literature review includes theories, tools, methods and 
strategies used.  
 
5.1 Marketing Research  

Before providing information about marketing research, it would be necessary 
to describe the differences between marketing and another much related term. 
There has been some confusion between marketing research and market 
research, where these two terms have often been used interchangeably. Even 
if some would treat them as equal, there are some differentiating qualities. 
 
The main difference between the terms lies in the scope of the concept. 
Market research is a narrower concept because it is focused on a specific 
market. On the other hand marketing research scans a much broader level, for 
instance it can include areas such as: 
 

 Research into new products 
 Product development 
 Promotion research 
 Publics relations 

 
Another approach to distinguish differences between the terms is to focus on 
the “four P’s” (Product, Price, Place, Promotion). 
All of these four areas are a part of the marketing research. They are all 
needed to identify and understand consumer’s preferences. In contrast, market 
research normally covers on of these, explicitly place. Place involves a closer 
study on a specific market or segment. A way to summarize it up is to say that 
market research is a subdivision of marketing research. 
 
Marketing Research: Getting information about product and consumers 
preferences. 
Market Research: Getting information about customer, competition and the 
industry in general (Qualtrics, 2010). 
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(Proctor and Jamieson, Marketing research, 20) refers to the American 
Marketing Association who defines marketing research as the following: 
 
“Marketing research is the function that links consumer, customer and public 
to the marketer through information- information used to identify and define 
marketing opportunities and problems: generate, refine, and evaluate 
marketing actions; monitor marketing performance; and improving 
understanding of marketing as a process. Marketing research specifies the 
information required to address these issues, designs the method for 
collecting information; manages and implement the data-collection process; 
analyses the results; and communicates the findings and their implications” 
 
Marketing research connects the consumer, customer and the public to the 
organisation behind the research through information. This information is 
then used to define marketing opportunities, threats or problems the 
organisation might face. Because of this there is a need for marketing research 
to be at the centre of decision-making. It should be used as a forecasting 
method and should be used in greater extend (Proctor and Jamieson, 
Marketing research, 20) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.1 Role of Marketing Research (Proctor and Jamieson, Marketing 
research, 21) 
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5.2 Markets and Industries 

Markets 
 
Below is definition about what a market is: 
 
“A market is an actual or nominal place where forces of demand and supply 
operate, and where buyers and sellers interact (directly or through 
intermediaries) to trade goods, services, or contracts or instruments, for 
money or barter.” (businessdictionary, market) 
 
There are different types of markets. Some of the most common ones are 
presented in the table 5.1 below. 
 

Table 5.1. Different types of markets (Gabrielsson, 5) 
 

Type of Market International term Transaction 

Industrial market B2B Organizations sell to each 
other 

Consumer market B2C Organizations sell to 
consumers 

Private market C2C Consumers sell to 
consumers 

Consumers offers 
services and goods C2B Consumers sells to 

organizations 
 
Industries 
An industry is a market in which similar or closely related products are sold to 
buyers. This can be seem in the figure 5.1, where an industry size depends on 
the number of buyers and the product varieties offered by the firms. There are 
industries where only a single variety is sold to all buyers. However, this is 
often rare, because firms have usually many items distinguished by 
characteristics as size, performance and function to be suitable for more 
buyers. There is also the opposite case, where there is only one buyer. This is 
the situation in defense and space industry. The normal state is that there are 
many existing buyers. But they are not alike, they might have different 
characteristics. It becomes the firm’s responsibility to be the link between the 
products and the buyers.  The boundary of an industry is usually loose. One 
reason for this is because products are rarely static.  
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Firms create new product varieties which can be used in different industries.  
Another reason is that new buyers can become part of an industry, existing 
can drop out and current buyers can chance their purchasing behavior. This 
resulting in that there are many factors that can influence and change an 
industry (Porter, 1998b, 233-234)  
 
 
 
 
 
 
 
 
 

Figure 5.2. An industry as an array of products and buyers (Porter, 1998b, 
233) 

 
5.2.1 Market Attractiveness 

Before entering a market (or a market segment), a firm must first assess its 
attractiveness. There are five elements which determents how attractive a 
market is: industry competitors, potential market entrants, availability of 
product substitutes, buyer’s power and supplier’s power. Together they 
determine the opportunities and threats for a market (Healey and Gomez, 9).   
A firm must formulate a competitive strategy by finding a position in the 
industry where it can best defend itself against the competitive forces or even 
better, where it can also influence them to their advantage. Understanding 
these forces will also prove to be useful in considering areas for 
diversification in the future (Porter, 1998a, 3-5).  
 
Industry Competitors: A market is relatively unattractive if there are already 
a high number of well-established competitors. This situation gets even less 
attractive if the market is stable or started to decline, costs are high and if the 
competitors have strong reasons for staying in the industry. Under these 
conditions new product introductions are always expected, including price 
wars and a lot of promotion battles, making it very expensive to compete 
(Healey and Gomez, 9).   
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Potential Entrants: The levels of entry and exit barriers have a big influence 
on the market attractiveness. With high entry and low exit barriers, few firms 
can enter the industry while the firms that are underperforming can exit easily. 
This is an attractive option since profits are often high, even though risks are 
high. When entry and exit barriers are both low, firms can enter the industry 
easily where the profits will be low but at least stabile. The worst case 
scenario is when entry barriers are low and exit barriers are high. This will 
result in low earnings for all actors. The entrance of new competitors is likely 
to occur when there are high profit margins in the industry, there is unmet 
demand, low barriers to enter the industry, the future growth is high and the 
rivalry between competitors are not intense (Healey and Gomez, 10).    Figure 
5.2 shows the relationship between high/low exit and entry barriers. 
 
 
  
 
 
 
 
 
 
 
Figure 5.3. Relationships between entry and exit barriers (Porter, 1998a, 22) 

 
Suppliers Power: Suppliers can exert bargaining power over the firms within 
an industry by threatening to raise price or reduce the quality of units 
supplied.  By having the possibility to squeeze profitability out of a firm the 
supplier can position itself in a more powerful position (Porter, 1998a, 27). 
The suppliers have a better chance of succeed if they are organized and act 
together against the firms (Healey and Gomez, 10).   
 
Product Substitutes: All firms in an industry are competing indirectly with 
industries producing substitute products. These products will limit the 
potential return of an industry by placing a top limit on the prices firms inside 
an industry can profitably charge. Identifying substitute products is to try to 
find other products that can perform the same function as the product used in 
the industry. Sometimes this can be a hard task, which leads to industries far 
away from the original scope of business (Porter, 1998a, 23).  In this sense, 
technological innovation can make the profit drop, especially if they come 
from other industry areas (Healey and Gomez, 10).  
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Buyers Power:  Buyers can influence the industry by forcing down prices, 
demanding higher quality or more service. By playing competitors against 
each other, the overall industry profits will shrink (Porter, 1998a, 24).  
Customers bargaining power increases when there are a few larger buyers and 
when the product represents an important part of the firm’s offerings. When 
buyers are price sensitive the market get even less attractive. To survive in 
this environment, firms might want to start targeting buyers with less power, 
or develop offers that buyers can’t refuse (Healey and Gomez, 10).   
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5.4. Forces driving industry competition (Porter, 1998a, 4)  
 
Industry Segments 
 
An industry should not be considered as figure 5.1 present it.  Instead a more 
realistic picture would be that an industry consists of many segments which 
divide the industry into different parts. Segmentation grows out of both 
differences in buyer’s behaviour as well as supplying an industry with 
different products. Differences in products or buyers create industry segments 
if they can change one or more of the five competitive forces, describe earlier. 
In theory, every individual buyer or product variety in an industry could be a 
segment, since the five forces are different for each specific situation. An 
industry segment is therefore always a combination of a product variety 
(varieties) and some group of buyers who purchase it. A segment can become 
important in the future, even though no competitor is yet focusing on it. 
Industry segments should include potential product varieties and buyers 
groups, including those that already exist.  
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The purpose is to notice product varieties that might serve future buyers 
groups. Identifying these potential new segments can be an opportunity and a 
competitive advantage for the firm. Segments are normally done by 
categorising it in four classes: 
 

- Product variety 
- Buyers type 
- Channels (immediate buyers) 
- Geographic buyer location 

 
Identifying segmentation variables might be the most creative part of 
segmenting an industry, as it involves considering dimensions along which 
product and buyers vary that carry important structural implications. 
Nevertheless, segmentation must go beyond the conventional methods and 
accepted classification classes. The greatest opportunity for creating 
competitive advantage comes often from new ways of segmenting. Some 
question that might be considered by a firm in the search for potential new 
industry segments are the following:  
 

- Are there other technologies or designs to perform the required 
functions needed? 

- Could additional functions be performed by an improved product? 
- By reducing the number of functions the product performs, could 

the needs of some buyers be better served?  
 
Sometimes reaching a new buyer category or geographical area will require 
product modification. In other situations it would only require the firm gain a 
better understanding of its buyers needs and potential new application for the 
product (Porter, 1998b, 234-248).   
 
 
 
 
 
 
 
 
 
 

Figure 5.5 Five Forces among segments (Porter, 1998b, 235) 
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5.3 Competitors 

In today’s increasingly competitive market, it’s no longer enough to focus on 
just customers. Companies must focus on their competitors as well. It should 
be an on-going process to constantly compare products, prices, distribution 
channels and promotion efforts towards competitors. This is done to detect 
areas where the competitor has its advantages and disadvantages. To create 
successful competitive strategies, firms need to constantly conduct competitor 
analysis (Healey and Gomez, 4).   
 
5.3.1 Competitor Analysis 

The advantage with a competitor analysis is that it offers both an offensive 
and a defensive strategic perspective for identifying opportunities and threats. 
If the firm want to act more offensive on the market, a competitor analysis can 
allow firms to exploit opportunities and threats. In contrast, even a defensive 
strategy could be used to counter the threats from competitors trying to 
exploit the firm’s own weaknesses. Firms with a developed competitor 
analysis have an important competitive advantage (Healey and Gomez, 4).    
 
SWOT-Analysis 
If a firm has got the ability to achieve its goals depends on its resource and 
capabilities. By analyzing the strengths and weaknesses for a firm key 
information can be obtained.  This technique is called “SWOT” Analysis 
(Strength, Weaknesses, Opportunities and Threats). It involves analyzing both 
the internal and external factors that can influence the firm. 

 Internal factors (Strengths and Weaknesses) examples: personnel, 
culture and manufacturing capabilities 

 External factors (Opportunities and Threats) example: customers and 
suppliers (Healey and Gomez, 7).    
 
 
 
 
 
 
 

 
Figure 5.6. A SWOT- Analysis 



34 
 

5.3.1.1 Types of Competitors 

From a market perspective, companies should no longer see their competitors 
as the ones that are selling similar products. Instead a broader perspective is 
needed where the focus should be among those companies that satisfy the 
same customer need. A firm should also try to consider feature competitors to 
be prepared for future changes. This results in that there are different types of 
competitors for an organisation. Some of them are presented below: 
 
Brand competition: Firms selling a similar product to the same customer at 
similar prices as its competitors. 
 
Industry competition: A broader approach is used, where competitors are 
those producing the same product or the same class of product.  
 
Product competition: An even broader approach where a firm sees its 
competitors as firs manufacturing products that supply the same service. 
 
Generic competition: A firm see its competitors as firms that compete for the 
same money from the consumer (Healey and Gomez, 6).     
 
5.3.1.2 Competitive Strategy  

The position a firm has within an industry can be categorized into: market 
leaders, market challenger, market follower or market nicher.  A firm might 
gain benefits from knowing its position as well as the competitors. 
  
Market leaders 
It is common in many industries to have a dominating firm with a large 
market share. This firm may be the leader in many different areas, including 
new product introduction, prices and services. The rest of the companies has 
three choices, to challenge, imitate or avoid the leader. It’s important to 
remember that leaders want to continue to be the dominant actor in the 
industry. They want to expand the total market and protect or grow their 
market share. When the total market expands it’s often the market leader that 
gains most on the increase.  There are three typical ways to expand a market: 

 Attract new users 
 Identify new users 
 Make current customers to use more of its product (Healey and 

Gomez, 11).    
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Market challenger 
Firms that are positioned behind the market leader can be either a market 
challenger or a market follower. A market challenger tries aggressively to 
attack the leader as well as other companies in order to receive a bigger 
market share. Before a market challenger attacks a company, it needs to be 
very careful with its objective and whom they will attack. Attacking the 
market leader can be tempting but risky as well. An alternative can be to 
attack underperforming firms which might have it hard to fight back. 
However the firm chooses to attack, the attack strategy need to be clear as in a 
real war. The most common attack strategies are the following:  
 
Front attack: The challenger focuses on matching the competitor’s major 
offerings, for instance product, price, promotion and distribution. Normally 
the firm with the bigger resources wins.  
 
Flank attack: A challenger identifies a market gap that might have arisen 
through either an underperforming opponent or by a change in the market. 
The challenger quickly tries to fill the gap and by establishing a stronger 
market segment. Flank attacks have higher chance to success than front 
attack. Challenger prefers this attack since it also requires less resources.   
 
Encirclement blitz attack: By attacking a firm in several directions at the 
same time with the goal of taking away a large part of the competitor’s 
advantages. This strategy can be used when the attacker has huge resources 
and believes the fast attack will take the opponent off guard and break the 
opponents will.   
 
Bypass attack: Means simply bypassing the opponent and attacking easier 
markets to increase the challenger’s own territory. This can involve 
diversifying into unrelated products and enter new geographical areas. Can be 
a smart strategy to use if the challenger knows the opponent is too compact. 
 
Guerrilla warfare attack: Involves small attacks by the challenger to harass 
and demoralize the competitor. The purpose is to secure a strong foothold. 
This strategy is typically for smaller firms to use against the larger ones. 
However, this initial attack needs to back by a stronger attack in order to have 
a fair chance of beating the opponent (Healey and Gomez, 12-13).    
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Market follower  
A firm that decides not to attack the market leader or the other competitors is 
considered to be a market follower. The usual reason is that the firm fear it 
will lose more than it might gain from attacking. These firms are common in 
industries in which there is very little opportunity for product differentiation. 
The service quality is often the same and customers are very price sensitive. 
In these situations, firms present only safe products which they know are 
accepted in the market and are very similar to the competitor’s products. This 
results in that copying the leader can take the firm long. It becomes vital to 
know how to hold on to current customers and how to attract new ones in 
order to just survive. Being a market follower is usually not a recommended 
strategy to pursue with. Market followers are categorised in four groups: 
 
Counterfeiters: Duplicates the leader’s product including the package to then 
sell it in the black market. 
Cloners: Imitate the leaders as much as possible, including distribution, 
advertising, etc. 
Imitators: Copies some parts from the leader but maintains some individual 
aspects as well. 
Adopters: Adapts or even improves the leader’s products. However, the firm 
sells them on a different market often (Healey and Gomez, 13-14).   
 
Market nicher 
Instead of being a market follower a firm can choose to be the leader in a 
small market. This market “niche” will hopefully not attract the attention of 
the larger firms. The vital part to take the step toward being a market nicher is 
specialization. A firm can for instance decide to focus on a specific target 
group or a specific geographical area. A huge benefit with market nichers are 
that they can get in contact with customer much easier, resulting in that 
customer needs can be easier received by the firm (Healey and Gomez, 14).     
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5.4 Competitive Advantage 

Competitive strategy is about taking offensive or defensive actions to create a 
stabile position in an industry. To achieve this, firms must manage to deal 
with the five competitive forces. There are many different approaches, where 
firms adopt the best strategy that is most suitable for their situation.  However, 
at the broader level there are three generic strategic identified, that a firm can 
use to outperform competitors in an industry. Sometimes a firm can 
effectively pursue with more than one approach as its primary target. 
However, just implementing one of these strategies requires total commitment 
by the firm. The three strategies are presented below (Porter, 1998a, 34-35). 
 
Overall cost leadership:  The first strategy is to achieve overall cost 
leadership within an industry, meaning to become the low-cost producer in its 
industry. The firm should aim at having a broad scope by serving many 
industry segments and even operate in related industries.  However, a cost 
leader still can’t ignore the importance with differentiation. If its product is 
not perceived as similar compared to the competitors, acceptance by buyers 
might be negative. This will force the firm to discount prices even more then 
planed, well below competitors to gain sales. The logic says that there can 
only be one firm in this cost leadership position. Rivalry will arise when there 
is more than one aspiring for the cost leader position. This rivalry will only 
result in the long run for less overall profit for the total industry. A firm need 
to prove that they are the cost leaders, not only to customers but for 
competitors as well, forcing them to focus on other strategies (Porter, 1998b, 
12-14).  
 
Differentiation:  Focusing on the differentiation strategy involves the firm to 
become unique in its industry along some dimensions that are high valued by 
buyers. By selecting an area which buyers perceive as important and aiming at 
meet those needs, a premium price can be obtained.  The differentiation 
doesn’t necessary have to be on the product itself. The difference and 
uniqueness can instead be in the marketing approach, customer service or 
delivery system. The importance with this strategy is that the firm chooses 
areas in which it can differentiate itself in order to become different from the 
rivals (Porter, 1998b, 14).  
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Focus: This strategy is different from the rest since the aim is to select a 
narrow competitive scope within an industry. The firm selects a segment in 
the industry and adapts its strategy to perfectly serve them. By optimizing its 
strategy, the firm seeks to obtain a competitive advantage by excluding the 
other competitors. Even if the firm doesn’t possess a competitive advantage 
overall, it can still compete by focusing on a specific area (Porter, 1998b, 15-
16). 
 
 
  
 
 
 
 
 
 
 
 

Figure 5.7. Three generic strategies (Porter, 1998b, 12). 
 
Worst case scenario  
A firm trying to use each strategy but fails will not have any competitive 
advantage. It will be “stuck in the middle” with below average performance. 
Firms in this position will have disadvantages at competing, since the cost 
leader, differentiators or focusers will be better positioned in any segments. If 
a firm stuck in the middle discovers a new potentially profitable product or 
buyer, competitors with their advantage will quickly eliminate this business 
opportunity.  In most industries there are many firms stuck in the unwanted 
position (Porter, 1998b, 16-17). 
 
5.4.1 Growth Share Matrix 

The growth share matrix is a framework to help companies think about the 
priority and resource allocation that they should invest to their different 
businesses. This matrix puts each of the firms businesses onto one of four 
categories, helping managers to understand where the products/services are 
currently in their lifetime. The two axes of the matrix are market share which 
is the ability to generate money and market growth (The Economist, Growth 
share matrix). 
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Cash cows: Business with high share in low-growth markets will produce in 
cash flow. The incomes might not be high but at least it’s a stabile income 
which can be used to found other future businesses within the organisation. 
 
Dogs: Businesses with low share in low-growth market will often give the 
firm a weak cash income. The business here doesn’t have any bright future. 
 
Stars: Have high growth prospects and high market shares as well. This 
business will yield high profits for the firm. 
 
Question marks: Business with low share in fast growing markets. Requires 
large funding’s to finance growth and are weak cash generators since 
competitors have an established position (Porter, 1998a, 363). 
 
The aim with the analyst is to found ways of trying to transfer the question 
marks and cash cow into stars and in the same time close down or sell of the 
dogs (The Economist, Growth share matrix). 
     
 

 
 
 
 
 
 
 
 
 
 
 

 
 
 

Figure 5.8. Growth- share matrix2 
 
 

 

                                                 
2 http://www.smartdraw.com/examples/view/graphical+growth-share+matrix/ [2014-09-05] 
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5.5 Marketing & Sales 

5.5.1 Customer Value Management, (CVM) 

Loyal customers are both a scarce resource and a source of value.  To take 
advantage of this value companies must maximize their customer value. As 
companies evolve from product-centric to customer-centric marketing, there 
is a need to have practices that focus on measuring and increasing the lifetime 
value of the customer base. These practices are called customer value 
management. 
Customer value management is handling each customer relationship with the 
goal of maximizing the lifetime profit from the entire customer base.  The 
objective is to take full advantage of the economic aspects from customer 
loyalty. Even if not every individual customer will be profitable, they must 
still be managed to maximize overall profit (Pease, 1). This process can be 
done if the company tread their customers as individuals and integrates their 
demands into the company’s operational system. The reward for this 
investment, by focusing on CVM can potentially be the most crucial benefit in 
today’s business climate (Pease, 5). 
 
5.5.1.1 Elements of CVM 

The customer value management cycle consist of three parts: 
 

- Right Customers (acquisition) 
- Right Relationship (development) 
- Right Retention (keeping valuable customers) 

 
Right Customer 
The CVM process starts with acquiring the customers who will be most 
valuable to your business. The question is who are these customers? In most 
cases it will often be those who will do repeated business with your company 
for a longer period. Research has shown that in many industries the break-
even period before a customer have paid for the cost of acquisition is over a 
year. Companies can therefore no longer afford to carry on with recruiting 
new customers without examining their long-term value.  The end result is 
that all customers are not equal. A deep analysis of the company’s current 
customer base can provide information about how much value a customer 
really offers the company. Perhaps certain customers have been regarded as 
low-value because they make only small purchases.  
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But this might only be the half of the truth, since a closer examination can 
show that these customers have made these small purchases every week for 
over a decade. Meaning these customers in fact has a very high lifetime value 
(Pease, 2).   
 
Right Relationship 
 
Even with the most well selected customers, there is still a need to develop a 
stronger relationship. For any business, the right relationship is one that 
maximizes the customer’s lifetime value. 
 

A basic definition of customer lifetime value, (LTV), is: 
 

LTV = Purchase Size *  Frequency * Duration 
 
This results in that for every company the businesses goal of CVM should be 
to increase the size and frequency of purchases as well extend how long the 
customer continues to buy. Since it’s hard to know the duration of a 
relationship until it’s over, companies are therefore trying to estimate how 
long the customer might stay.  
Customers that are not currently considered to be high-value may still have 
high potential for growth in any of the three factors in the value equation in 
the future. The real mission for companies is to distinguish high-potential 
customers from those who will always be low-valued. If a company is not 
able to achieve this step, it will just waste resources trying to develop 
customers who will never grow (Pease, 3). 
 
Right Retention 
 
Effective retention involves retaining the right customers, not every customer. 
Companies need to focus on customers with the highest lifetime value. Right 
retention means therefore to know which individual customer are the most 
valuable and why. After having identified the customers worth keeping, the 
company must ensure that they have an appropriate strategy for maintaining 
the customers as high-valued ones and not lose them (Pease, 4).  
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5.5.2 Unique Selling Proposition 

Definition:” The factor or consideration presented by a seller as the reason 
that one product or service is different from and better than that of the 
competitor” (Entrepreneur, n.d.) 
 
“USP” means unique selling proposition. It is a basic tool for effective 
marketing which has stood the test of time. A USP helps customers by 
making it easier when they are considering buying a product or a service. By 
stating in a simple and clear way why the products/services the company is 
offering is different, it can stand out from the competitors. This procedure can 
be done for every single product or service that a company is selling.  
 
The reason why this technique is used is because of the importance in 
standing out in today’s crowed market, where the company’s offerings must 
be either better or cheaper than the competitors. A USP helps a company to 
focus on the key benefits that will help them to sell even more. A good 
example of a USPs in practise is advertising because the agencies have 
limited space to convey all the features and benefits. In these cases it is 
important, in just a few words try to communicate how the company is 
different and what customers can except when they buy a specific product. 
 
An example of a USP can for instance be when a company producing cameras 
are planning to introduce a new model. They might want potential purchasers 
to know that their new model can do all the things that a professional would 
want but without requiring the expertise to produce quality results. Their USP 
can in this case be: ”All the features of a professional camera without the 
fuss” (The chartered Institute of Marketing 2009, 2).  
 
A simple way to create a USP is to follow these steps: 

1. Identified the feature of the product/service. 
2. Convert the features into benefits for the customer. 
3. Rank the benefits in order of importance. 
4. Identify the benefits as being “standard” or “different” compared to 

competitor’s offerings.  
5. Focus on the different benefits. 

(The chartered Institute of Marketing 2009, 4).  
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5.6 Product Development 

A definition of product development is: 
 
”Product development is the creation of products with new or different 
characteristics that offer new or additional benefits to the customer. Product 
development may involve modification of an existing product or its 
presentation, or formulation of an entirely new product that satisfies a newly 
defined customer want or market niche” (Business Dictionary, product 
development) 
 
(Linstead and Burenius, 2006, 671) defines it simpler by stating that product 
development is the process of creating new products with higher customer 
value. (Linstead and Burenius, 2006) believes that the customer/user has a 
central role in product development process. 
 
Product development is however just one of four possible corporate growth 
strategies a firm can focus on, according to Igor Ansoff. He presented a 
matrix that focuses on the firm’s present and future products and markets. By 
combining all potential growth strategies, he came up with four different 
combinations, showed below: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5.9. The four different grow strategies3 
                                                 
3 http://mmoorejones.com/tag/ansoffs-matrix/ [2014-08-20] 
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Product Development: The firm develops new products towards an existing 
market. 
Market Penetration: The firm tries to achieve growth with existing products 
in their current market segment. 
Market Development: The firm tries to target new market segments with its 
existing products. 
Diversification:  The firm grows by diversifying into new businesses by 
developing new products for new markets (QuickMBA, Ansoff Matrix). 
 
5.6.1 Voice of the Customer  

The Voice of the Customer (VOC) is a business term used to describe the 
process of capturing customers’ requirements. It’s also a product development 
technique that collects a detailed set of customer wants and needs which are 
then organized into a heretical structure. Afterwards they are prioritized in 
terms of importance and satisfaction with current alternatives. This means it 
provides an understanding of the customer’s requirements for the team going 
forward with the product development process. It’s a key input before the 
design process starts as well as a highly useful method for product innovation 
(Gaskin, Griffin et al, 1-3). 
 
5.6.2 Product Innovation 

New Product development often leads to the well-used term of product 
innovation. Therefore, there is a need to describe what innovation is and how 
it can influence a market as well as the firm. 
 
A definition of innovation can be found in the Oslo Manual, which describes 
innovation in the following way:  
 
“An innovation is the implementation of new or significantly improved 
product (good or services), or process, a new marketing method, or a new 
organizational method in business practices, workplace organization or 
external relations.”(Oslo Manual, 46) 
 
This broad definition of an innovation means there is a wide range of different 
possible innovations. An innovation doesn’t need to be a product (Oslo 
Manual, 46). However, even a new product innovation can have it hard to 
compete if a dominant design has already been established in a market. 
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Dominant Design  
 
A dominant design is a dominant product design that attracts significant 
market share and forces imitative behavior. It is diffused almost completely 
through the industry. There is a period when rival designs are competing to 
outperform each other, both in their performance and how well they appeal to 
the customer. The dominant design doesn’t necessarily have to be the best 
design for the specific product (Tavassoli, Lecture 4) 
 
Innovation diffusion  
 
The rate a new innovation (substitution) gain acceptance within an industry 
differs from case to case. Some innovation gain quick acceptance, while other 
will have it hard to penetrate the market. In many industries the path for 
adoption for a successful innovation looks like an S-curve, when the product 
is plotted as a percent of total demand against the time. This model is closely 
related to the product life cycle curve.  
In an S-curve path the adoption rate is initially slow and often continues to be 
on a low level under a certain period of time. This period can be called for the 
“information and testing phase”.  The aim is to reach the next phase, the so 
called “takeoff phase”, where the adoption rate will go towards an upper limit 
that represents maximum penetration. This level is determent by the number 
of potential buyer on the market. The level can change over time as 
technological changes and new buyers needs can bring buyers out and in to 
the market (Porter, 1998b, 297-299).     
 
 
 
 
 
 
 
 
 

Figure 5.10. A typical S-shaped adoption rate within a population4 
 

                                                 
4 http://suewaters.wikispaces.com/Rogers [2014-08-20] 
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As described previously the adoption of innovation proceeds slowly at first, 
accelerates as it spreads throughout the potential adopting population, and 
then slows down as the population becomes saturated (Vogel, lecture 9).  
 
This diffusion of innovation let us divide the market into different groups 
depending how fast they adopted the innovation. There are five types of these 
groups, discussed below. 
 
Innovators: The adoption process begins with a small number of visionary 
that are willing to try the new product. The often like to develop new ideas 
and they love talking about them. 
 
Early Adopters: Once the benefits start to become apparent, the early 
adopters follow quickly. The can in a fast way see the connection between the 
benefits of the innovation and their personal needs. They like to get an 
advantage over their peers and they have the resources to invest. 
  
Early Majority: This group is comfortable with temperately progressive 
ideas and won’t act without solid proof or benefits. The majority are cost 
sensitive and don’t like taking risks. Industry standards are a plus and they 
hate complexity. 
 
Late Majority: This crowd is pragmatists who hate risk and are usually 
against new ideas.  They will follow mainstream fashions and established 
standards.  
 
Laggards: This group holds out to the bitter end. They see a high risk in 
adopting a specific product or behavior. It important to remember that it’s 
possible they are not really laggards at all. In fact, they might be innovators of 
ideas that are so new they challenge the paradigm in the first place (Robinson, 
2009). 
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Figure 5.11 Adoption process within a population5. 
 
Product life cycle  
 
A product passes through four main phases during its life time.  These stages 
are defined by the rate and growth of industry sales. The flat introductory 
phase reflects the difficulty of overcoming buyer’s inertia of the new product. 
Rapid growth is followed as buyers rush to the market. However, the product 
has to prove itself first as a success. The rapid growth will eventually stop as 
the products potential buyers are eventually reached. The growth will 
eventually stop as a new substitute product enters the market. The industry 
will also go through a life cycle as the nature of competition will change 
during the process (Porter, 1998a, 157-158). This major prediction about how 
the industry will change over the life, can be seen in the table 5.1 
 
 

 
 
 
 
 
 
 

 
 

 
 
 

Figure 5.12 Life cycle stages of a product6 
                                                 
5 http://www.ideacouture.com/blog/innovation-early-adopters-beyond-the-bell-curve/ [2014-
08-20] 
6 http://13plymouth.com/wp-content/uploads/2010/09/lifecycle.bmp [2014-08-20] 



48 
 

Table 5.2. Prediction of product life cycle (Porter, 1998a, 159-161) 
 

 Introduction Growth Mature Decline 

Buyers and buyers 
behavior 

High income 
purchaser. Buyers must 
be convinced to try the 

product. 

Consumers will accept 
uneven quality 

Repeat buying. 
Choosing among 

brands. 

Customers are 
sophisticated 
buyers of the 

product 

Products and 
products change 

Poor quality. No 
standards. Frequent 

design changes. 

Good quality. 
Competitive products 

improvements. 

Superior quality. 
Standardization. 

Less rapid product 
changes. 

Little product 
differentiation. 

Marketing Very high advertising. 
High marketing cost. High advertising 

Market 
segmentation. 

Service and deals 
more dominant. 

Low marketing 

Manufacturing and 
Distribution 

Overcapacity. High 
production cost. 

Specialized channels. 

Undercapacity. 
Mass channels. Shift 

towards mass 
production. 

 

Some 
overcapacity. 

Increasing 
stability of 

manufacturing 
process. 

Substantial 
overcapacity 

Foreign Trade Some export Significant export Falling export No export 

Overall Strategy 

Best period to increase 
market share. R&D, 
engineering are key 

functions. 

Change price or 
quality image. 

Marketing is the key 
function. 

Having 
competitive costs 

is key 
Cost control key 

Competitors Few companies Many competitors Price competition Fewer 
competitors 

Risk High risks 
Risks can be taken 

because of the growth 
covers them up. 

  

Margins and Profits High prices and 
margins. Low profits. High profits 

Falling prices. 
Lower profits and 

margins. 

Falling prices. 
Lower profits 
and margins. 
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6 Results 

Chapter six presents the findings made during the work process. It contains 
information gathered from different sources, but also own results especially 
the theoretical case study.  
 
6.1 CeMAT Hannover 

The full list of companies that was identified as potential customers before the 
fair can be found in Appendix 1, Main list CeMAT. The ones who answered 
our emails and were positive for having a meeting received a higher 
prioritisation level, together with the more established firms that were 
considered to be most likely more interested in the product then the rest. The 
goal was to visit all of these firms. These companies are presented in the table 
6.1. 
 
6.1.1 Customers Identified 

Table 6.1. High importance companies identified before the fair. 
 

Company Industry Company Identity Country 

Gunnebo Industries Lifting Manufacturer of  lifting components and 
accessories SWE 

LIFT-TEK ELECAR Material handling Manufacturer of mobile material handling 
equipment’s ITA 

Ostalbketten GmbH Lifting Manufacturer of lifting components GER 

Rema Holland B.V. Lifting Manufacturer of hoisting and lifting equipment’s NL 

RUD Ketten Rieger & 
Dietz GmbH Lifting Manufacturer of industrial chains GER 

Span Set GmbH Lifting Producer of lifting systems and securing loads GER 

THIELE GmbH Lifting Manufacturer of steel chains for conveying and 
lifting GER 

Van Beest GmbH Lifting Manufacturer of lifting gear and conveyors GER 

Stamperia Carcano 
Giuseppe SPA Lifting Manufacturer of lifting accessories ITA 

E.L.D European Lifting 
Devices Lifting Manufacturer of components for industrial 

lifting ITA 

Katiak S.A. Lifting Manufacturer of chains for materials handling 
technology ESP 

Kito Europe GmbH Lifting Manufacturer of electric, manual chain hoists 
and lever hoists GER 
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Planeta-Hebetechnik 
GmbH Lifting Manufacturer of special purpose machinery for 

lifting GER 

Columbus McKinno 
Corporation Lifting Manufacturer of lifting equipment’s and 

accessories GER 

AIRPES GmbH Material handling Manufacturer of weighting systems and handling 
devices GER 

BY CARPEL s.r.l Lifting Manufacturer of cranes ITA 

JUNG Hebe- und 
Transporttechnik 

GmbH 
Material handling Manufacturer of transport equipments GER 

J.D. Neuhaus GmbH Lifting Manufacturer of  lifting equipment’s and 
systems GER 

3S Simons Security 
Systems GmbH Security Develops industrial solutions against product 

piracy. GER 

Ludwig System GmbH Lifting Manufacturer of lifting gear and conveyors GER 

 
The majority of these firms were visited during the days in Hannover. 
However, most of these firms could not use the product inside their working 
processes. Instead they could only sell the product further to their customers, 
since they have similar product offerings.  
Due to the fact that fairs can be a bit of a chaotic place, more companies were 
also visited in a random unplanned way. One of these rare “good” companies 
that we were fortunate to meet was Certex. However, most of these unplanned 
visits were just time consuming where no important information was 
collected. 
The information that was received during the different visits can be found in 
Appendix 2, Info Received CeMAT. However, three visits were more specific 
than the rest. These three visits are presented in main results. 
 
6.1.2 Main Results 

Certex 
 
Background info: Certex is a distribution company, specialized in lifting. 
Certex products can solve lifting problems no matter in which industry the 
problem occurs in, ports, construction works or mines etc. Their main product 
is steel ropes but with their wide product range of about 7 000 articles, the 
most lifting needs can be covered. However, if that would not be enough to 
solve the problem, the company can ask amongst their global suppliers for the 
right product to their customers problems (Certex, n.d.). 
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The meeting with Certex was a coincidental one, which was not planned 
beforehand. During one of the lunches at the fair, Certex turned out to be 
eating at the table next to us. After both companies had finished eating, ARS 
Meccanica took the chance that had occurred and presented the product to the 
persons present for Certex.  
 
Info received: Certex had several questions about the system and potential 
application areas. They wanted more information about the version of Quikky 
for over ten tons. Even if they were not directly interested in any 
collaboration, they were friendly enough to offer some tips were the product 
could be used. They proposed that the product could be used for application 
for the offshore industry and that we could try the Tallinn shipyards and 
companies that have to deal with lifting boats (yachts) over 50 meters.  
 
Ludwigsystem GmbH 
 
Background info: The firm is relatively new, founded in 2008 where the aim 
was to introduce a new type of a radio-controlled load hook to the market. 
This device came out in 2012 and was aimed toward the construction industry 
and logistics (Ludwigsystem, Unternehmen).  
Their product allows an operator to release the load from a safe distance by 
pushing one of the buttons on the remote control which will open the closed 
hook. The benefits are that the process goes fast and that the operator doesn’t 
have to be positioned in an exposed dangerous environment. Instead the 
person can from a safe distance control the hook and the load. The application 
areas for the product are especially aimed to the forest industry, for lifting 
timber and the concrete construction where steel pipes can be lifted 
(Ludwigsystem, home). 
 
Info received: Ludwigsystem’s liked our product from the start. The 
discussion was towards finding application areas for the product. They 
suggested that Quikky could be used to attach cranes to buildings for stability 
reasons. After a time they released that the product could be used as a 
combination with their radio controlled hook system if it was slightly 
modified. The reason they thought it could be a good idea to combine the two 
products is because their radio-controlled hook needs to be taken down from 
the working area for recharging batteries every fourth week. They believed 
that a system which Quikky provides would save time compared to their 
current system which uses a standard shackle.  
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The reason why they wanted a smaller version is simply because their hook 
can only carry a load of two tones, where the Quikky that was presented was 
the medium version on five tones. Additionally the hook is also a lot smaller 
compared to the Quikky, so the reasons are also esthetical.  They promised to 
send drawing of their top part of the hook where our new smaller version of 
Quikky would be positioned. Figure 6.1 shows Ludwigsystem’s radio 
controlled hook. The red circle indicates the position were Quikky should be 
positioned. 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 6.1. Ludwigsystem’s radio controlled hook 
 
RUD Kettern rieger & dietz GmbH 
 
Background info: The company’s main development and production facility 
in Aalen, Germany, offers oriented solutions with chain systems and 
components for a wide range of applications. The products are aimed towards 
the hoisting, moving, pulling and conveying working processes. The firm also 
focuses on offering protecting chains for tire treads, which they consider to be 
an innovative fitting system to ensure safe driving on snow, icy roads and 
tough off-road terrains (RUD, The RUD Group). 
 
Info received: Rud Kettern liked Quikky very much. However, even if the 
major feedback we received were positive there were also some points they 
were concerned about. Their innovation manager complained that the locking 
process was not as smooth as he wished. He said that there can’t be any 
concerns regarding if the system is closed or opened. The operator should 
never have to worry if the working tool is fully closed or not. The manager 
said, in a half kidding and half serious way: “When you have solved this 
problem, call me…” 
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Figure 6.2. Presenting Quikky for RUD Kettern 
 

6.2 Competitors  

Table 6.2. Main competitors 
 

Company Company identity Location 
Gunnebo Industries Lifting & Material handling Swe 
Certex Lifting security Swe 
Carl Stahl Lifting Ger 
Span Set Lifting Ger 
Van Beest BV Lifting NL 
Rema Holland BV Lifting NL 
Thiele Lifting Ger 
Ostalbketten GmbH Lifting Ger 
Columbus McKinno Corporation Lifting Ger 
 
Gunnebo Industries: Gunnebo Industries is an international company, active 
all over the world. The company operates in 15 countries and has around 50 
major distributors worldwide (Presskontakt, Gunnebo Industrier AB). They 
are one of the global leaders in several areas within the lifting- and material 
handling industry.  Their focus is toward manufacturing products such as 
crane block, wire rope sheaves, chain and lifting components, shackles and 
lashing equipment’s. The products are well known and are seen as a premium 
product with high safety on the market (Gunneboindustries, About).  
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Certex: Certex is the leading supplier of steel wire rope and lifting 
equipment’s in Europe with 45 departments in 11 countries (Certex, Om oss). 
The firm focus is towards safety and their desire to reduce lifting accidents.  
Solving lifting problems for customers as resulted that the firm has become 
experts in this area with high Knowhow level, were the employees are 
considered as experts. The broad product range includes products as chain 
slings, hooks, shackles, hoists and ropes to name just a few of them. Certex 
offers also their customers customized product if needed to solve harder 
lifting problems (Certex, Home). 
 
Carl Stahl: Carl Stahl is a family-owned global enterprise located in 60 
locations worldwide. They offer solutions in the fields of rope and lifting 
equipment, architecture and personal protective equipment against falls. The 
company has also a department which offers education and training in 
different topics regarding rope and lifting equipment (CarlStahl, Divisions). 
 
Span Set:  Span Set offers solution for lifting equipment and load security. 
The firm design, manufacture, supplies, inspects, gives service and provides 
training for lifting and equipment’s needed for lifting (SpanSet, company). 
 
Van Beest BV: The firm is one of the world leading suppliers for complete 
range of standard fittings for chain and steel wire rope. One of their main 
products, which also have become the symbol for the firm, is their Green Pin 
shackle (Van Beest, Home).  
 
Rema Holland BV: The firm offer products towards lifting and hoisting 
equipment, internal transportation solutions and personal fall security 
equipment’s (Rema Holland, Home). 
 
Thiele: The firm manufacturers round steel chains and forget parts for 
conveying and lifting sectors. Their products are subjected to very strict 
quality controls, which ensure that the products meet the highest demands. 
From their headquarter in Inserlohn, Germany, they supply their customers on 
the domestic market and to customers in over 70 countries (CeMAT, Thiele 
Company profile). 
 
Ostalbketten GmbH: Ostalbketten offers solutions in problems concerning 
chains, slings, lifting, load suspension and load equipment’s. Their premium 
product provides the high quality for lifting, lashing, securing and slinging 
arrangements (Ostalbketten, Home).  
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Columbus McKinno Corporation: The firm offers a broad range of 
products which include hoists, cranes, lashing equipment’s, personal 
protection equipment, load moving systems and much more.  Their brand 
name Yale represents one of the most popular brands in the material handling 
industry (CeMAT, Columbus McKinno Company profile). These products are 
used in application ranging from offshore oil platforms to pulp and paper 
production (Cmworks, About us). 
 
6.2.1 Competing Products 

Connecting web slings with each other can be done in a couple of ways. In 
this part of the report three very common methods are presented. These 
products are not specific for a certain company. Instead they are standard 
lifting components, sold from many companies to a broad range of customers. 
Some of their pros and cons are mentioned below. 
 
Shackles 
 

         + Relative cheap. 
         + Easy to use with a quick locking device. 
         + Relative easy to inspect before usage. 
         + Can be used in tough environment.                                        
         + Can be used for different application areas. 

- Should be used in application where a shackle 
is infrequently removed. 

Figure 6.3 Green Pin Shackle7 
 
 

- There is the risk that the web sling gets 
positioned wrong during the lifting process.  

 
 
 
 

Figure 6.4 Risk with using a Shackle. 
(YouTube, Safety Webinar: Prober use of shackles8) 
                                                 
7 http://www.nobles.com.au/Products/Lifting-Rigging/Shackles/Green-Pin-Bow-Shackles-
with-Safety-Pin [2014-08-20] 
8 https://www.youtube.com/watch?v=r8O7SknMrIs [2014-08-22] 
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Figure 6.5 Connecting two web slings with the use of shackles9. 
 
Sling hooks 

 + Very easy to use. 
 + Easy maintenance.  
 + Consist of few parts. 
 + Safe locking device. 
 
 
 
 
 

Figure 6.6. Sling hook10. 
 
Sling connectors 

+ Can be easily opened. 
+ Can be used for many application areas. 
+ Easy maintenance. 
- Are not used direct for the purpose of connecting web 
sling. 
 
 
 

Figure 6.7. Sling connector 
 
6.3 Application Areas 

There were several application areas noticed during the market examination. 
These were identified in discussion with firms met during the fair but also 
through dialogues with ARS Meccanica.  

                                                 
9 http://library.constantcontact.com/download/get/file/1102279005789-
192/connecting_synthetic_slings.p [2014-08-22] 
10 http://www.awdirect.com/product_images/zoom/joker-sling-hook-green-ash20.jpg [2014-
08-22] 
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Some of these application areas are in fact a specific industry which includes 
many different potential customers. The application areas are following: 
 
Constructions: The product can be used in construction sites where there is 
always a need for lifting. The quickness and easiness to use the product will 
be appreciated since construction sites are normally under time pressure. 
 
Mining: Since mining includes a lot of digging and lifting, Quikky could be 
useful in this industry as well. 
 
Ports: Activities in a port, such as lifting containers or dealing with other 
logistics problems can be an excellent application area for the product. 
Especially if there are many frequent lifts. The product can be a part of the 
cargo-handling equipment. 
 
Cranes: The product can be a part of a crane, where it will offer a faster way 
of connecting different types of hooks onto the crane. 
 
Shipyard: Areas where ships/ boats are being built is another application 
area, since this involves lifting. Especially during the processes when the 
boats are lifted out and into the sea. Web slings are needed in the most cases 
which then results in that Quikky could be used as well. 
 
Paper industry: Factories working with heavy paper rolls can also be seen as 
an application area for the product. Quikky could be used when these paper 
rolls are being lifted and positioned unto the machines. 
 
Transport: The product can be used in the transport sector. It can be used as 
securing loads inside the transport vehicle.  
 
Wind Power: In the building process of wind power plants, wind blades are 
needed to be lifted and positioned on top of the wind turbine. Working in 
these exposed working environments, requires equipment’s that are safe, fast 
and easy to use, all of these features which Quikky offers. 
 
Offshore: The offshore sector, especially the oil & gas industry can be a huge 
lucrative market. This industry accepts only products with the highest quality. 
Quikky can be an appreciated tool since it offers functionality with high 
quality. 
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6.3.1 Potential Customers 

Appendix 3: Potential Customer List contains companies identified as 
potential customers. They were mostly chosen since they are working in one 
of the identified industries in previous section 6.3.  
 
6.3.2 Future Application Areas 

This section describes some future application areas were Quikky can be used 
with some modifications.  
  
Locking devices: Is easy to realise that Quikky could be used as a locking 
device, since it already is a type of connector. At both ends of the product a 
chain can be placed, which links both body parts together. A key could be 
used to open the device. The entrance for the key can be positioned on the 
handle at the side of the product. It could be used as a bike or as a motorcycle 
lock. 
 
Doors and windows: The benefits with an easy way to attach two parts can 
be used for attaching doors and window into position. This would make 
cleaning much easier since the item can be completely removed and fixed 
before attaching it back again. 
 
Toys: By simplifying the product, especially removing all small parts, the 
product could be used as a toy for children. This toy version of Quikky could 
be used everywhere where there is a need to connect toys together. For 
instance it could be used for connecting bigger Lego pieces or train wagons 
with each other.   
 
Clothes: The technique for connecting can be used as a competitor to the 
traditional zipper for jackets or sweatshirts. 
 
Defence vehicles: Quickie could be used as tool attached to a defence vehicle. 
The soldiers can attach the appropriate gear that is needed onto Quikky. This 
could for instance be weapon, ropes or spear parts. The vehicle would become 
more modular and could be adapted more easily to specific situations. 
 



59 
 

6.4 Theoretical Case Study 

Introduction: This case study will demonstrate the benefits using Quikky 
compared to more traditional tools, such as shackles. The goal is to show the 
benefits in terms of time saved and therefore also money saved. Since this test 
is theoretical it will call for some assumptions to be made in order to fulfil the 
case. This case study tries to have a neutral approach by creating a realistic 
scenario. 
 
Purpose: Show how much a firm can save using Quikky in terms of money 
and time. 
 
The case: The case will be simulated on an offshore oil rig, since the offshore 
industry is a potential application area for the tool. The scenario that will be 
created is that a worker will use Quikky in one case and in another a 
traditional tool to perform a lifting process. The time for these operations will 
be then transformed in costs for the firm to be able to see the differences.  
 
Assumptions: 

- The workers wage is 220 EUR/day* 
- Average number of operations made using the tool per day is 20. 
- It takes Quikky 8 seconds to perform an operation. 
- It takes the traditional tool 50 seconds to perform an operation. 
- There are 20 working days in a month. 
- A working day is 8 hours.  

(Claire Calkin, Experience) 
 
 
 
 
 
 
 
 
 

Figure 6.8 an offshore oil rig11 
 
*From www.valuta.se 300 dollars was converted and rounded down to 220 EUR. 
                                                 
11 http://uniqsource.com/career/oil-rig-offshore-jobs/ [2014-08-25] 
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Calculations: 
 

Wage/day Wage/h Wage/min 
220 EUR 27.5 EUR 0,46 EUR 

 
 

 Quikky Shackle 
Time to perform on operation 8 sec 50 sec 
Number of operations per day 20 20 
Total time for operations per day 2 min 40 sec 16min 40 sec 
Salary cost of performing all 
operations for one day 1.23 EUR 7.67 EUR 

Monthly time spend in 
performing the operations 53 min 20sec 5h 33min 20sec 

Monthly cost in performing the 
operations 25 EUR 153 EUR 

 
 

Time savings per month with Quikky 4h 40min 
Costs savings per month with Quikky 128 EUR 

 
However, the firm must also purchase the Quikky before they can use it. Next 
step is to calculate the break-even point for the acquisition of the product. A 
qualified guess is that the product will cost around 50EUR. 
 
To find out how many months it takes to reach the break- even point we use 
the following formula, where x stands for number of months: 
 

50 + 25x = 153x 
Finding x: 

50 + 25x – 153x = 0 
50 – 128x = 0 
-128x = -50 
128x = 50 
x = 50/128 

x ≈ 0.39 
 
Meaning, it would take 0.39 months to reach the break-even point. Since we 
stated before that a month will have 20 working days, this results that it will 
take 7.8 working days to reach the break-even point. 
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Conclusions  
 
In this case study, Quikky shows its advantages which it can bring to a firm. 
A firm will have plenty to save in terms of cost and time, if the firm has some 
kind of lifting operation which requires about 20 lifts per day. The results 
show that the worker will spend less than an hour of work on positioning 
Quikky, compared to spending about five and a half hours with working with 
conventional tools. The monthly savings for upgrading to Quikky is in this 
case 128 EUR (153 EUR - 25 EUR). Even though the Quikky will cost around 
50 EUR, the investment will pay off itself fast, in less than eight working 
days. However in order to make all these savings, it requires that the worker 
has something else to do that brings value to the company. If there are some 
other bottlenecks, working process that slows down the flow, in the company 
then making the lifting process faster by upgrading to Quikky will not result 
in the benefits the firm had wished for.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



62 
 

7  Analysis 

Even if this part is called analysis, it will contain discussion and 
recommendations as well. The purpose with chapter seven is to understand 
the results, by interpreting them and comparing them to the literature review. 
The chapter ends with outlining a possible future scenario for the company 
and some strategies and recommendations to reach this state. 
 
7.1 Market Analysis 

In the literature review it was stated that an industry size depends on the 
number of existing buyers and the product varieties offered by the firms. To 
determine that the lifting industry is huge is easy, since both of the two factors 
that decide the size of an industry are high. As seen in the results parts there 
are several of competitors that are selling different kinds of lifting equipment. 
This list could have easily been made larger if the focus was towards 
performing a deep competitor analysis with a broader scope than which was 
done in this case. These companies are selling a variety of products toward 
the lifting industry that are distinguished by different characteristics as size, 
performance and functions to be more suitable for different customers, which 
is described as the normal case in the theory. This big competition indicated 
that the market is attractive and that there are many buyers. Perhaps lifting 
can be seen as a working process where majority of companies are dependent 
on each other in one way or another. The main aspects that separate the 
companies may be how frequent the lifting processes take place and how 
valuable the lifting operation is.  
 
Both competitors and customers will be discussed in an own part since there 
are several interesting points to be said about them. First a brief analyse of the 
lifting industry is given.   
 
7.1.1 Lifting Industry  

The theory proposes that before entering a market, the firm needs to first 
assess its attractiveness. This is done by examining the five main factors 
which determine how attractive a market is. However, by analysing these 
factors within the lifting industry it becomes soon clear that there are several 
reasons to be sceptical. Is entering this market really a good idea?  
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First of all there is already a high level of industrial rivalry. The situation gets 
even worse since there are multiple competitors that have been in the market 
for several decades and which have an established place within the industry. 
Gunnebo Industries and Certex are two main actors which supply a substantial 
part of customers with lifting equipment and tools. Competing with these big 
size firms is impossible. Even competing with the medium size companies 
will be hard especially for a start-up company. Since the rivalry is high, the 
theory says that new product introductions will always be expected, including 
price wars and promotion battles. These tough conditions are not appropriate 
for a start-up company. In the future these competitors will still be there as 
well since they have all a quite large established world-wide customer base. 
The most likely scenario is that the competitors will become even stronger in 
the future. It will be hard to find a position for a start-up company between all 
these firms.  
 
Another point which influences the market attractiveness negatively is that the 
level of entrants is quite high. Buyers of lifting equipment will for the most 
cases only turn towards well-known companies who sell high quality 
products. The reason for this is because high quality products deliver the 
safety which is the most important factor within the lifting industry. These 
business relationships between the firms are built on trust and this takes time 
to create. A new company entering will most likely struggle with attracting 
customers even if the product might be superior to its competitors. On the 
other hand if the company manages to enter a market successfully and finds a 
way of selling the product, it can start expanding fast. The exit barrier will 
remain low as long as ARS Meccanica don’t invest in some area without 
knowing if it will pay off, for instance manufacturing a lot of products to have 
in stock before they receive an actual order. If they don’t receive an order in 
the beginning they will be left with high costs in terms of inventory costs.  
Still they will need to have some finished products ready for deliveries to the 
customers in order to show a professional attitude by delivering the items in 
time. Balancing the investments so that the exit barrier will remain low is 
definitely one of the key activities for ARS Meccanica. The high entry barrier 
combined with the low exit barrier will result in high, stable returns which is 
the best situation according to the theory.  
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Another reason for the harsh market attractiveness is that the buyer has a very 
central role within the lifting industry, giving them great power for 
bargaining. The industry is very focused towards solving the customers lifting 
problem. In some cases this will even involve that a company will suggest a 
competitor’s product, which will solve the customer’s problem in order to 
satisfy the customer and maintain his loyalty and trust in the future. One 
explanation for the customer’s high bargaining position is because they often 
are not interested in buying a specific product or lifting equipment. Instead 
they have some kind of lifting problem which they want to solve. Companies 
that offer lifting solutions are in a much better position than the firms that are 
manufacturing and selling lifting equipment. For a start-up company it will be 
important to communicate in a clear way to potential customers what kind of 
problems their product can solve and how it should be used. Otherwise there 
is a big risk that the product will just ends up in random page in a catalogue 
for lifting which customers will rarely look at. According to the theory this is 
not an ideal position for the companies since the buyers can influence the 
industry by forcing down prices, demanding higher quality or more service. 
By playing competitors against each other, the overall industry profits will 
shrink. 
 
Product substitutes are another cause that can influence the market 
attractiveness negatively. There are, especially inside the industry, a lot of 
similar products that can be used in variety of application areas. Even if a 
company starts selling a new product which seems to be unique, the 
customers can still choose an already known product which will solve the 
problem. The product the customer chooses might not be the better compared 
with the new product, but since the customer is already familiar with the old 
product, he might still choose the old solution. In order to solve this problem 
the company needs to “educate” the customer about the benefits that come 
with changing to the new product. 
 
All these reasons for not entering the lifting industry make it logical to think 
that this industry is too tough for a start-up company to survive in. Perhaps it 
is also true, however since it’s a big market it will always attract new 
companies to try to enter the industry. According to the literature in order to 
stay competitive in an industry a firm must formulate a competitive strategy 
by finding a position in the industry where it can defend itself against the 
competitive forces or even better, where it can also influence these 
competitive forces to their advantage. More about this strategy is disused and 
analysed in the market positioning. 
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7.1.2 Customers  

Since it was identified that there are several application areas for the products, 
it means that it can be used in other industries as well, even if the lifting 
industry is the most targeted one. This results that the market can be very big, 
especially since every industry can be considered as a market with its own 
potential customers. However, it’s not always desirable to have a situation 
where the total market is most probably big but unknown.  It might be hard to 
know which industry it is most worthy to focus on. Often companies will try 
to divide their focus in order to cover all potential markets with the objective 
to not miss any potential customer. In these cases it is common that the 
company misses all its objectives since it is aiming towards several goals at 
the same time and it will often result in that none of the objectives are 
reached. Being a start-up company it would be wise to aim towards one 
specific industry in the beginning and try to learn how it functions. Another 
undesirable consequence of aiming toward several markets is that the 
customers will have difficulties understanding the company’s position and 
which purpose it has. Perhaps it’s better to be a known name in one industry, 
then being a random company in many industries. However, this is a difficult 
question since it depends of what kind of business strategy the company 
selects.  
 
In the beginning ARS Meccanica should aim to collect feedback from their 
first users of the product in order to collect information from the user`s 
perspective. In this way they will learn more about their customers’ needs and 
what the specific industry requires from them. Even working with persons or 
organisations that are not customers but know the industry well can be helpful 
since they have more experience. The importance in these situations is that 
ARS Meccanica can offer this company something in return so that it 
becomes a win-win situation. Companies will seldom share information just to 
be friendly. During the project time important contacts have been established, 
with persons who know the lifting industry very well.  
 
ARS Meccanica needs also to be aware that there are different types of 
customers for their product. The end goal should be to satisfy those 
companies that are going to be the end users and use the product. However it 
can be hard to reach these companies since majority of them turn their 
attention towards bigger more established resellers of lifting equipment when 
they need to buy a product.  
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By understanding this process, ARS Meccanica should also target resellers of 
lifting equipment since they already have an established customer base that 
ARS Meccanica can use to reach the end customers. The problem might be 
that the resellers of lifting equipment will not show interest in selling Quikky 
until they notice a demand from their customers that they want the product.  
 
This is an interesting problem since there are both advantages and 
disadvantages with both selling methods. Working more closely to the end 
users will ensure they become more satisfied and that their loyalty continues. 
In contrast it will be harder to have this close relationship to all customers as 
the company receives more customers. By eliminating intermediaries a closer 
business relationship can be built which can increase the sales. On the other 
hand by being a supplier to a bigger reseller of lifting equipment can also 
prove to be a success since they might have a lot of customers who can 
perhaps buy ARS Meccanica’s products as well. In the beginning it can be 
smart to work closely with end customers to ensure that there is a consistent 
demand for the product. Next step can be to convince resellers to start selling 
their products. This will be easier to do if there is already a demand for the 
product. The goals should be to find a position in the network were ARS 
Meccanica can reach the maximum of the end customers. 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Figure 7.1 Network in the lifting industry 
 
 



67 
 

7.1.3 Competitors  

There were several competitors identified during the research time. As 
mentioned before this list could easily have been made larger if it was done 
more intense. In the same time no product could be found which could be 
seen as a direct competitor towards Quikky. It’s also here where ARS 
Meccanica’s main advantage lies, to be able to diversify their products so that 
they do not become similar to the other companies. By offering unique 
products there will be less direct competition from their rivals. However, this 
puts high demands on the product development and innovation process for the 
company in the future. In the same time it might be the company’s only 
choice since if they choose to sell similar products as the competitors, they 
will get lost in the competitive industry.  
 
This strategy results in that ARS Meccanica should try to become a market 
nischer, concentrating on offering new innovative lifting equipment. This can 
also be their only choice since aiming towards the other three competitive 
strategies, market leaders, market challengers and market followers, might be 
impossible. Becoming a market leader is more or less impossible for a start-up 
company in the lifting industry. Even try to become a market challenger can 
be very hard in the beginning phase for a company. It will then need to be 
very careful with its objective and whom they will attack. This strategy can 
bring more enemies than friends for the company. The last strategy, market 
followers is not even a recommended strategy from the beginning by the 
theory. However, in the beginning it might be wise to attack the competitors a 
bit so that they become aware that there is a new actor in the industry. This 
might perhaps even raise awareness for some customers as well. A 
recommended strategy for ARS Meccanica if they would like to be a bit more 
aggressive towards their competitors is to use the “bypass attack”.  This 
means to bypassing the opponent and attacking easier markets by for instance 
diversifying into unrelated products to increase the company’s own territory. 
Since it was stated that Quikky could be used in different applications areas 
and not only for lifting, there are opportunities to use the technology behind 
the product and use it to create totally new products for other types of 
markets.  This will result that the company doesn’t directly confront the other 
competitors inside the lifting industry but at the same time the firm might 
stronger its total position. 
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One of the main objectives for ARS Meccanica should be to try to see their 
competitors as potential partners instead. These competitors can in many 
cases be resellers for ARS Meccanica’s products. This is also the reason why 
it’s so hard to define a real competitor for ARS Meccanica in the lifting 
industry. Instead of seeing these companies as enemies, they can become the 
firm’s best partners if the correct business relationships are built.   
 
7.2 Product Analysis  

The timeframe from the idea to the manufacturing of the first product version 
has roughly been two years. The product resulted in that ARS Meccanica was 
created. The company aims towards introducing more products towards the 
lifting industry, however the focus is now on Quikky and lunching it 
successfully into the market. ARS Meccanica has some patents that will help 
against firms that want to imitate the product when it reaches this stage. The 
question is to which extend these patents will help when bigger companies 
tries to push these limits and copies the design as much as possible. Starting 
legal lawsuits can be a costly process and might not be worth it even if ARS 
Meccanica most probably has the right on their side. Spending focus and 
valuable resources trying to chase larger firms for copying their product is a 
dilemma worth discussing. Instead ARS Meccanica should in a much earlier 
stage already have identified these companies that might copy the product and 
offer them some kind of licence agreement instead. The licence can permit 
firms to sell their own versions based on the real Quikky model, where some 
of their profits go to ARS Meccanica. This solution will result in that the 
spread of the Quikky will be faster through the industry, making it more 
popular since more firms will start selling it. It will also result in better 
business relationship for ARS Meccanica with their competitors.         
 
One reason why companies might have it hard to buy a new product as 
Quikky is just because it is new to the industry. Since security is crucial in the 
lifting industry it leads to a lot of standardisations. With standardisations it 
becomes harder to be open to radical changes in design since it’s not sure how 
it will fit into the standards. Companies trust lifting equipment that exists 
which they have used during a longer period of time. Trusting a start-up 
company with their brand new product, which is different from anything in 
the industry, will take some courage to buy. 
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The most concerns directed toward the product were towards its initial 
application area, to use it for connecting web sling. In Hannover there were 
several companies that were highly doubtful towards using the product for 
connecting web sling. Perhaps these companies were not the ideal customers 
for the product. However, most companies were still interested in Quikky’s 
locking system. It seemed much harder to convince them that the system 
could be used for other application areas as well, except from web slings. Yet 
it seemed that the companies where still stuck with that the product is just 
used for web sling. It became clear that pictures were needed to show 
modified versions were the product is used in other application areas with 
different purposes in order to convince them.  
 
The uniqueness with the product is clearly its fast locking system, which has 
been praised by many and won several innovation prices. Even if the product 
itself can be considered unique it will not be enough for granting a success 
with market sales. The reason for this is because it doesn’t necessarily solve a 
unique problem. Connecting web sling is not a major issue in the lifting 
industry and there are several tools one can use to join two web slings 
together. The use of shackles has more or less become the dominant design 
when it comes to several lifting procedures. Even if it’s not optimized for 
connecting web sling, it can certainly be a method to use since it’s a standard 
equipment and very popular. ARS Meccanica should focus toward marketing 
in order to reach out to the industry and inform about their solution for 
connecting items. The goal can be to try establishing Quikky as a standard 
product to use for solving a specific lifting problem.     
 
It’s easy to see that the product is just in the beginning in its S-curve path. The 
adoption rate is slow within the industry. Two strategies that can be used to 
increase the adoption rate are to focus on marketing and working together 
with competitors or other partners as mentioned before. This will allow the 
product to get recognition faster. Since the adoption process begins with a 
small number of visionaries who are willing to try the new product, ARS 
Meccanica should perhaps in the beginning try to target innovative companies 
that are positive towards testing new products and don’t mind having 
changings inside the firm. These first customers, which are companies that 
enjoy testing new products will be relative easy to obtain since they usually 
have the ability to seek up the company itself by their interest. However, the 
next group early adopters can be more difficult to get hold to. A possible way 
to reach this group is to let the innovative companies who first bought the 
product act as advertisement and drag the next customers to the firm. 
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By comparing the product to the table 5.1, which shows different 
characteristics for four main phases in a products life cycle, it will be noticed 
that the product has many aspects closely connected to the introduction phase. 
For instance the following parts corresponds the most to the product in its 
introduction phase: 
 

 Buyers must be convinced to try the product. 
 Frequent design changes (some changes have been made)  
 High advertising costs 
 R&D and engineering are key activities. 
 Few competitors (at least direct competitors) 
 

 
7.3 Market Positioning  

It was stated before that it is important for a firm to formulate a competitive 
strategy by finding a position in the industry where it can best defend itself 
against competitors. A first step toward this can be to determine which of the 
three competitive strategies (which was discussed in chapter 7.5) a firm 
should adopt. In ARS Meccanica’s case it would be recommended to focus on 
the differentiation strategy, which means that the firm becomes unique in its 
industry along some areas that are valued by buyers. This differentiation 
strategy could involve that the firm focuses on designing new types of lifting 
equipment with high quality. However, this strategy will put high pressure on 
the R&D department inside the firm. In the same time the company will 
receive recognition faster since they will gain a reputation as being an 
innovative company. It’s important to remember that for a company to 
become and more important remain an innovative company it is not enough to 
come up with one innovative product. The market will frequently demand that 
the firm introduces new products otherwise the firm will slowly loose its 
reputation. With this strategy ARS Meccanica would still be able to target a 
broader market which will result in that potential buyers will be high. The 
negative point will perhaps be that these companies don’t want to try 
something new because they prefer the traditional tools.  
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In order to the increase the selling chances of ARS Meccanica’s products 
compared to the traditional tools, ARS Meccanica needs to find suppliers that 
are willing to sell their products. This company, selling ARS Meccanica’s 
products, can start promoting itself by stating they are selling innovative tools 
which can attract more customers for them. At the same time ARS Meccanica 
will gain a channel to all of the supplier’s customers. 
 
 
 
 
 
 
 
 
 
 
 

Figure 7.2 Positioning ARS Meccanica 
 

It will be important to analyse if this market segment is big enough to be 
worth focusing on. Are there customers willing to try these new innovative 
products? In ARS Meccanica’s business plan it is also stated that their 
strategy is to “offer more, for more”. This means they will market their 
products as premium. However, in the theory it is said that a segment that is 
not important today can become it in the future, even though no competitor is 
yet focusing on it. It has also been said that the greatest opportunity for 
creating competitive advantage comes often from new ways of segmenting. 
This results that there is a business opportunity for ARS Meccanica to try to 
focus their scope towards offering innovative high quality products for a 
broader market. 
 
Majority of ARS Meccanica’s new products introduced to the market will in 
the beginning be categories in the group of question marks according to the 
growth share matrix by Ansoff. This is because the company has low shares 
in a big and even growing market at the moment. The theory describes 
question marks as business with low share in fast growing markets. This 
group is descried as where large funding is needed to finance growth and 
where the products are weak cash generators since competitors have already 
an established position.  



72 
 

However, even if large founding and established competitors are true 
characteristics for ARS Meccanica’s case, it doesn’t necessarily need to result 
in that the product will be a weak cash generator. If the company manages to 
find a way to differentiate itself from the rest of the competitors their products 
might generate a stabile income.  
 
In the theory it was also said that the goal should be to aim towards 
transferring the question marks and cash cows into stars, where cash cows 
have high growth prospects and high market shares. This business will then 
yield high profits for the firm. The biggest concern for ARS Meccanica at the 
moment is there low market share. It will be vital for the company’s survival 
that the first customers and especially the users of the product will be satisfied 
with the product in order to create a good reputation. Marketing will be 
important as mentioned before in order to increase market shares. 
 
When it comes to CVM, ARS Meccanica needs to keep in mind that they 
need to have a customer-centric marketing strategy and not a product-centric. 
So far in the development process the company has only focused on 
developing products from their own perspective without having input from 
the outside. This strategy might be less complex and cheaper since it involves 
fewer actors, but it will not work in the long run. Involving customers in the 
development process is vital in order to create products that the market will 
want to buy. However, it will be hard to involve all customers in the 
development process and listen to all the feedback. In the theory it is said that 
the effective retention involves retaining the right customers, not every 
customer. As a start-up company this advice might be hard to understand 
since a new company will be pleased for every single customer it gets. But as 
the new company grows and its customer base starts to increase, the need of 
prioritising the customers will start to be clear since it might be hard to 
allocate resources for every customer need. In the theory this problem is 
summarized easily by highlighting the importance of acquiring customers 
who will be most valuable for the business. This is however much harder in 
practice since it will often require some kind of forecasting to see how the 
customer will act in the future. Perhaps a small customer today might become 
the most valuable customer for the firm in the future. 
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In the beginning when the product reaches out to the market it can be 
expected that there will be immediately several of customers that want to buy 
the product. These companies will in most cases just order a small volume, 
mostly because they are curious to try something new but also because they 
might not trust a start-up company offering innovative products. They might 
purchase a small volume just to test them inside their own working 
environment in order to decide if they are satisfied with the product and if 
they should invest in purchasing bigger volumes. Perhaps majority of these 
customers would like to buy even bigger volumes if ARS Meccanica could do 
some small modifications on the current product to better suite their needs.  
 
ARS Meccanica needs in this case be prepared if there are a lot of these 
customers that want some individual changes on the product. The company 
will then need to redraw the product, manufacture the products and send them 
to the customers in a short time period. This will create pressure on the 
company in a very exposed period. ARS Meccanica might think that the 
hardest part is over as the first products enters the market, in contrast this 
period can be one of the hardest as customers will start putting their personal 
demands on how they would like to have to product changed. The theory 
enhances the importance of treating customers as individuals and integrating 
their demands into the company’s operational system. ARS Meccanica will 
need to spot which of these companies might be the most valuable ones and 
which will do repeated business with the company for a longer period. These 
companies are worth building long lasting business relationships. 
 
7.3.1 USP for the Product 

During the project it was soon noticed how important it was with being able 
to communicate the key advantages to potential customers. This was 
particularly noticed during the week in Hannover. By discussion with ARS 
Meccanica it was understood that they wanted to communicate the three main 
features to the market. These features are speed, safety and simplicity, where 
speed is the most important one. The problem is that there are a lot of 
companies that are using these features when they are describing their new 
product or solution. WesterOne is an example who also markets its services as 
faster, easier and safer compared to competitors. Resulting in that these words 
are used so often that customer might no longer show interest in them, making 
it hard to catch their attention.  
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Figure 7.3. WesterOne advertisement12 
 
Below are three examples of USPs which ARS Meccanica can use for 
promoting their product Quikky. The goal was to make them different from 
the rest in order to stick out from the mainstream. 
 

 The fastest tool you have ever experienced. 
 Connecting with a simple twist. 
 A light elegant lifting tool for the tough heavy lifting industry. 

 
7.4 Future Products  

The locking system which is the fundamental part of Quikky can be used for 
other application areas as well, which was also presented in section 6.3 
Application areas. This means that the product can be modified in order to 
enter other markets beside the lifting industry. For ARS Meccanica it will be 
important to not diversify into too many different markets at the same time, 
since it will be harder to control and compete in all of the markets at the same 
time. However, it might be tempting to enter new markets in order to increase 
overall turnover for the company and which will eventually result in greater 
profits. At the same time it should be understood that entering new markets is 
often a big step that requires planning. It can be wise to have a core market 
which the company spends most of their recourses towards spill-over effects 
can be used for creating products for different industries. In the theory it is 
said that the boundary of an industry is usually loose. One of the reasons is 
because products are rarely static. Firm create new product varieties which 
can be used in different industries.  
 
                                                 
12 http://www.westernone.ca/sites/default/files/homepage-banner-slides/slide4.jpg [2014-07-
20] 
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In the next chapter some new product varieties are presented. They are mostly 
slightly modified products of the current version of Quikky. The inspiration 
for these new versions has come during talks with ARS Meccanica and 
potential customers.  
 
7.5 Summary   

This chapter is summarized with a SWOT-analysis to show ARS Meccanica’s 
current situation.  
 

Table 7.1. SWOT analysis of ARS Meccanica 
 

Strengths 
 

 Innovative attitude inside the 
firm. 

 Industry-specific networks are 
already established. 

 Uniqueness of the product. 
 Technology and sales skills. 
 Located strategically in Europe. 

Weaknesses 
 

 Limited HR resources. 
 Limited financial resources. 
 Dependent on other, especially 

for manufacturing and delivering 
the products.  

Opportunities 
 

 The big market size for the lifting 
industry. 

 Quikky can be modified to use in 
multiple application areas. 

 Selling licenses to firms wanting 
to sell their own versions of 
Quikky.  

 Diversifying the locking system 
of Quikky to products for other 
markets. 
 

Threats 
 

 Competitors can launch similar 
products. 

 High entry barriers for the lifting 
industry. 

 The lifting industry is a highly 
customer oriented industry. 

 Several customer wants 
modification of the current 
product. 
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7.6 Future of ARS Meccanica 

This part outlines a possible future scenario for the company. The goal is to 
give the company a special position so that the company can grow in a steady 
phase, without worrying too much about competitors. This suggestion is 
based on the analysis of the firm as well as how the firm has been perceived 
during the five months the project has been performed. 
 
As priority one ARS Meccanica should try to design innovative products 
towards the lifting industry. These products should be different and also 
perhaps a bit unusual compared to what other competitors are offering. The 
goal with this is to attract attention as being an innovative company who is 
not afraid of trying to come up with new products in an industry where radical 
innovation is not normal. The products should be created with high quality 
and should also have an aesthetic look where a lot of work has put on 
designing the product so it appears futuristic. This might not attract customers 
since the cost of these products will be high and customers will be more 
comfortable in buying their traditional lifting tools. However, the goal with 
this step is to attract companies that are selling lifting equipment. These 
companies will not see ARS Meccanica as a direct competitor since the 
company is start-up with low market shares and which is selling tools that is 
not similar to their own. The goal is to attract these companies to be willing to 
work together with ARS Meccanica. This collaborationship benefit both sides 
since the company working with ARS Meccanica will be able to have a more 
innovative appearance and ARS Meccanica can at the same time reach out to 
more customers.  
 
As the company starts receiving customers the product development process 
needs to change to also get hold of the customers’ needs. By designing more 
customized products the change of satisfying the customer will grow rapidly, 
meaning sales will also increase eventually. This will also serve as a great 
learning experience for ARS Meccanica where they will now also receive 
information from outside the company that will facilitate the innovation 
process. When this stage is reached the firm can start entering other industries 
with modified versions of their current products. However the main focus 
should always be towards the lifting industry. The only reason for changing 
the core industry would be if it becomes clear that another industry is much 
more attractive. 
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7.7 Recommendations 

 Offer the market a variety of different products. They don’t need to be 
manufactured directly. Having pictures and models of new products 
will give impression that the company has more to offer than just one 
product.  

  Continue to take part in fairs and other industry gatherings to get the 
opportunity to learn to know customers, competitors and potential 
partners for future collaboration. 

 Create a modern website which will reflect the company’s image of 
being an innovative firm.  

 Organize small workshop events where people interested in the lifting 
industry can meet. The goal should be to gather information for new 
ideas of new products.  

 Select companies that are high candidates for using the product and 
give them the possibility to use the product for free during a period of 
time. This will build new business relationship. 

 Invest in new staff with engineering background who will increase the 
innovation process of creating new products. Perhaps this person is 
more important than a sales person.  

 Perform a deep market analysis in central Europe which will identify 
the majority of competitors, customers and partners which influence 
the company.  
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8 Deliverables 

The main concrete results are presented in this chapter. This includes 
presenting some new versions of Quikky.  
 
8.1 Product Development 

In this part of the report some modified versions of Quikky are presented 
since one of the recommendations to ARS Meccanica was that they should be 
able to offer the market several of different products.  These new products 
were presented with a simple description including a simple drawing of the 
pictures. The best ones were then picked out by discussion with ARS 
Meccanica. These ideas were then taken to the next step which involved 
creating the products in CAD-programs with more focus towards the 
geometry and dimensions compared to the drawings made by hand. Since 3D 
printers were available at TIS Innovation Park there was also the possibility to 
print out these products in order to receive the first physical model of the 
products.  
 
8.1.1 General Ideas 

Different kind of input has been gathered during the time this work has been 
conducted. This includes especially the fair in Hannover and the follow up 
work done afterwards, Internet research and meeting with ARS Meccanica. 
With all this input from different sources of information, nine new ideas have 
been completed from the original Quikky. This section gives a brief 
description of the new models. The drawings of all of these ideas can be 
found in Appendix 4: New Versions of Quikky. 
 
Quick opening: This version doesn’t involve any major changes for the main 
part of Quikky. The changes are where the web slings are positioned in the 
upper and lower part of the product. Instead of being forced to screw in order 
to open the cylindrical part where the web slings should be inserted, it can be 
possible to have a similar system as the handle. By turning the cylindrical part 
it should be possible to pull it out so that web slings can be inserted. This will 
allow a much faster method of opening and closing the external part of the 
product. In the picture this modification is coloured blue. 
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Quick opening 2: This modification is directed as the previous example 
towards making the opening where the web slings should be positioned faster 
and simpler. The modification is to divide the cylindrical part into two 
separated parts, were one of them will have a fixed position while the other 
part will be able to move approximately 45 degrees vertically down towards 
the centrum of the product. The aim is that the web slings should be inserted 
between the gaps when then there is an opening. Since the web slings will put 
force towards the opposite direction of the opening when the tool is used, 
there will not be a possibility for the web slings to fall off. However, the 
negative aspect is that it will not be able to handle the same load as the current 
version of Quikky. This solution can after all be used in application areas 
where the speed is important and were the lifting load is not heavy. In the 
picture the modification is coloured blue once again.    
 
Changing width opening: The next version is to modify Quikky so that it 
will be possible to change the width of the opening where the web slings are 
inserted. This will be done by having several buttons that will allow changing 
the width by pressing down the appropriate button with the correct width 
setting. This can be useful for instance when lifting fewer loads then the 
Quikky can really handle. For example it will become more flexible to lift a 
load less than five tons with appropriate web slings. This means that the 
smaller web slings will have more space when they are attached to Quikky, 
making it possible for them to glide across the surface since the current 
version of Quikky is optimized to use with web slings that can handle five 
tons. By being able to change the width to correspond to the correct width of 
the web slings will increase safety. In the picture the modifications are 
coloured blue as usual.   
 
Mini Quikky: This new model of the Quikky is an attempt to create a 
solution which could be used for solving Ludwigsystems problem with their 
radio controlled hook system. It is more or less a smaller version of the 
current Quikky. However the main difference is that the lower part of the tool 
has only two parts that will grab hold to the upper part, compared to the 
original version which has three. The main modifications can be seen in blue 
in the picture. The second picture of this version illustrated how the mini 
Quikky could be used with the hook from Ludwigsystems. The scale is not 
perfect on this picture since the mini Quikky should be much smaller 
compared to the hook.    
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Ultra Mini Quikky: The goal with this version is to create the smallest 
version of the Quikky. Only the main part of the locking system should 
remain. The result is that the lower part of the product has only one part that 
will grab hold to the upper part. This version should not be considered as a 
tool mainly because of its size. This product can be produced in alternative 
materials, for instance plastic since the purpose for the product is not to lift 
heavy items.   
 
Symmetric Quikky: The purpose with the symmetric Quikky is to create a 
version of Quikky that will only include the closing mechanism of the locking 
system. The both side should also be symmetrical which will simplify 
manufacturing processes. The two parts of the product gets locked together at 
the ends. Each side has one part that will grab hold on to the opposite side. 
The opposite side will have a handle which will lock the two parts. The web 
slings are meanwhile positioned between the two parts.  
 
Different internal attachments: This is not some kind of new version of 
Quikky. It only shows that the cylindrical part where the web slings are 
positioned can be changed and replaced by different geometries in order to fit 
better with some new application area. If the purpose is to connect a hook or a 
chain these two versions might be better solutions.  
 
Different external attachments: This version does not include any changes 
on the current Quikky. It only shows some external attachments that can be 
attached on to the product in order to increase its usefulness in more lifting 
processes.   
 
Lock Quikky: The Lock Quikky is an example that the locking system of 
Quikky can be used for different application areas and not just towards the 
lifting industry. This lock can be used as a bicycle lock. The key should be 
inserted in the handle which will then allow the person to turn and open the 
lock.  
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8.1.2 Selected Ideas 

The nine new versions of Quikky were presented to ARS Meccanica in order 
to hear their opinion about the new versions. After some discussion, two ideas 
were selected to go through to the next phase which includes drawing the new 
products with help of CAD-programs. The two versions that were selected 
was mini Quikky and symmetric Quikky. It’s important to remember that 
neither of these drawings includes the final geometry or dimensions. The 
purpose is to give a first indication about how the products might look. Both 
models will still need further optimization in order to find the best appropriate 
dimensions. These tasks will be handed over to the company.   
 
Mini Quikky 
Figure 8.1 shows a CAD-drawing of the mini Quikky. There have not been 
any changes made from the first hand drawing picture.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 8.1. Mini Quikky 
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Symmetric Quikky 
Both figure 8.2 and 8.3 show how the symmetric Quikky could look. Both 
versions are a bit different from the original drawing made by hand since ARS 
Meccanica had some own requirements on the design. These two drawings 
together with the mini Quikky have been designed by taking into account that 
they should be used for demonstration purpose only, which means they should 
be smooth to print out in 3D-printers so that they can be used as models.  
 
This has resulted in some collisions between ARS Meccanica’s requirements 
and the simplicity of printing out the model. As an example ARS Meccanica 
wanted to have circular shape were the web slings would be positioned.  
However, having a circular shape would make the printing process much 
more complex. In this case ARS Meccanica’s demands were combined with 
selecting a fairly easy shape for printing. For demonstration and functionality 
purpose this design change doesn’t have any major impact.  
 
Figure 8.2 shows the original symmetric Quikky with the requirements of 
ARS Meccanica. Figure 8.3 includes a modification of the symmetric Quikky 
where the web slings can be inserted in the rectangular opening at the top and 
bottom of the product.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 8.2. Symmetric Quikky 
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Figure 8.3. Modified Symmetric Quikky 
 
8.1.3 Created Prototype 

Mini Quikky was selected to be printed out for the final phase in order to 
create a first model. This part presents some pictures to illustrate this process. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 8.4. Creating mini Quikky 
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Figure 8.5. All single components of mini Quikky 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

Figure 8.6. Open mini Quikky                  Figure 8.7. Closed mini Quikky 
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9 Conclusions 

The final chapter summarizes and concludes the entire report. The focus is to 
get an overview over the report and to understand what value it gives to the 
company.  
 
9.1 Report Overview 

This report has had three main fields of interest, which are market research, 
marketing and sales and product development. In the market research both 
competitors and potential customers were identified. Similar products were 
also investigated. A curtail aspect in the market research was that it was 
discovered that the product could be used in different application areas. Even 
more industries could be reached by modifying the product. This important 
aspect made the process of identifying competitors and customers much 
harder since a clear boundary was needed. However, the focus was towards 
investigating the lifting industry because this is the primary market for the 
product. The main result from the market research was that there are a lot of 
customers that are interested in lifting equipment’s and especially lifting 
solutions in general. This is not so surprising since lifting can be seen as a 
lifting process most companies are depended on. The negative part is that 
there are several established competitors as well. This puts high pressure on a 
start-up company to find a profitable position on the market. Luckily no 
similar products were identified when investigating competitor’s product 
offerings. On the other hand it was possible to find different tools that can 
solve the same problem. The main questions now becomes what do the 
customers prefer? Do they want to use more traditional tools or are they 
willing to try an innovative tool instead? 
 
As for the marketing and sales part, a large part of the analysis part was aimed 
at discussing which strategy ARS Meccanica should use when entering the 
lifting industry. The result was that they should focus on offering innovative 
lifting equipment with high quality. This decision would hopefully attract 
some larger firms to start collaborating with ARS Meccanica. ARS Meccanica 
could through this channel reach out to significantly more potential 
customers.  
 



86 
 

This report also includes some recommendations for the company to be able 
to grow. One of these recommendations is to offer customers several version 
of Quikky in order to give a more professional impression and to show that 
the company can come up with new products. A disadvantage by only 
offering one type of product is that the customer will not take the company 
seriously, since it might think that the single product is all that the company 
can offer.    
 
For the product development phase nine different ideas were presented, with 
the inspiration from the original Quikky. From this process it is easy to 
conclude that there are several different ways in which Quikky can be 
designed. To choose the best design solution might be a very time consuming 
process. A recommended solution is to have several design options opened 
and let the customers decide which they prefer. 
 
9.2 Major Findings 

One of the major findings during this work has been that there is a decent 
change for ARS Meccanica to find a relative unique position in the lifting 
industry. It has been noticed that the industry involves a lot of rules, standards 
and norms which influence the innovation process negatively. This has 
resulted in that firms in the industry often take the safe option and design their 
“new” products similar to the rest and perhaps also being afraid of sticking 
out and being different. ARS Meccanica can in this situation try to have a 
more aggressive innovation process, where they try to push the limits of what 
is expected as normal in the industry.  
 
Another important finding was that the Quikky could be easy to modify to fit 
other application areas. This means that the fast connecting/ locking system 
can be used in many situations. Because of this there is a strong concern 
directed towards if connecting web slings is the most optimal solution for the 
company. However, the company is aware about this but in the same time this 
is not the main worry. The question is if the customer is aware that the 
product can be used for other applications then just for connecting web 
slings?      
 
 
 
   
 



87 
 

9.3 Limitations 

The main limitation with this work has been the lack of involving potential 
customers. Their feedback would make it easier to understand the 
disadvantages with Quikky and what needs to be done to improve the product. 
This would result in that this work would be more focused on a more 
customer-oriented approach. However, several attempts were made to get in 
contact with potential customers in order to convince them to try out the 
product. A case study was proposed to these companies were the companies 
could test the product in their own working environment. This would be a 
“win-win” situation for both sides, since the company testing the product 
would have the opportunity to test a new tool which could improve their 
working efficiency for free. ARS Meccanica would in return receive feedback 
and information about how the product performs in a real working 
environment. Despite this no partner could be found in time, resulting in that 
this part was postponed for the future. The lack of users’ feedback made the 
product development part also less accurate. Instead of developing products 
where the user was in focus from the start, this work became a more random 
working process by imagining new ways the product could be designed, 
without really knowing if the market will like it.  
  
9.4 Future Work 

There are two main areas the company could investigate more carefully in the 
future. First of all this report includes a large list of potential customers for the 
company which gives them a lot of quantity to work on. For the future they 
can try to have a more qualitative approach by selecting some of these firms 
and try to establish some sort of collaboration. 
 
The second area is to take a closer look at all the different versions of Quikky 
that exist now. The goal should be to optimize them by selecting the correct 
geometry, dimensions and material. It would be useful to have models of all 
of these versions which then could be used for potential customers to see that 
they have a broader selection to choose from. 
 
Both these areas can be interesting topics for future graduating students to 
write their thesis about.     
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9.5 Final Remarks 

It should be mentioned once again that Quikky is an interesting product, since 
its closing/connecting system could be used in many cases. It’s also worth 
mentioning that it takes a lot of courage to start a new company in a tough 
industry. That’s why I personally want to wish Mr. Heinrich von Lutterotti 
and Mr. Aldo Chisté good luck with ARS Meccanica Dolomiti and especially 
that Quikky will become a huge success. 
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Appendix 1 Main List CEMAT 

Company Industry Company Identity Country 

A.T.I.B S.r.l Warehousing and storage Manufacturer of forklift attachments ITA 

Baumann S.r.l Material handling Manufacturer of sideloaders ITA 

BOLZONI S.r.l Material handling Manufacturer of  forklift attachments ITA 

Cascade Italia S.r.l Material handling Manufacturer of forks and truck attachments ITA 
CESAB Carrelli 

Elevatori Material handling Manufacturer of  forklift trucks ITA 

Eurofork S.r.l Automotive handling Producers of warehouse automation system ITA 

ICEM S.r.l Material handling Manufacture of motor vehicles, trailers and semi-trailers ITA 

Gunnebo Industries Lifting Manufacturer of  lifting components and accessories SWE 

LIFT-TEK ELECAR Material handling Manufacturer of mobile material handling equipment’s ITA 

MAROTECH GmbH Handling security Manufacturer of plastic and rubber floor coverings GER 
Montini di Garotti 

Francesco & C. Material handling Manufacturer of electrical fork-lift trucks ITA 

ORMIG SPA Material handling Manufacturer of mobile industrial cranes ITA 

Ostalbketten GmbH Lifting Manufacturer of lifting components GER 

pewag Austria GmbH Lifting Manufacturer of industrial chains AUT 

Rema Holland B.V. Lifting Manufacturer of hoisting and lifting equipment’s NL 
RUD Ketten Rieger & 

Dietz GmbH Lifting Manufacturer of industrial chains GER 
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SIMAI S.p.A Material handling Manufacturer of motor vehicles, trailers and semi-trailers ITA 
Seilflechter Tauwerk 

GmbH Lifting Manufacturer of hoisting and lifting accessories GER 

Span Set GmbH Lifting Producer of lifting systems and securing loads GER 

THIELE GmbH Lifting Manufacturer of steel chains for conveying and lifting GER 

Van Beest GmbH Lifting Manufacturer of lifting gear and conveyors GER 
VHT Varese Hoisting 

Technology S.r.l Lifting Manufacturer of electromechanical  hoisting components ITA 

Cometto Industrie 
S.p.A Transport Manufacture of motor vehicles, trailers and semi-trailers ITA 

Demax Trade Ltd. Lifting Manufacturer of polyester round & webbing slings BG 

Texora Ltd. Lifting Manufacturer of textile lifting slings & fall protection equipment LVA 
Zhejiang Shuangniao 
Machinery Co. Ltd Lifting Manufacturer of electrical lifting equipment’s CHN 

Codiprolux S.A. Lifting Manufacturer of swivel lifting rings. LUX 
Stamperia Carcano 

Giuseppe SPA Lifting Manufacturer of lifting accessories ITA 

REID Lifting Ltd. Lifting Manufacturer of lightweight, portable lifting systems UK 

L&H Hoists Lifting Manufacturer of machine tools for lifting CHN 
E.L.D European 
Lifting Devices Lifting Manufacturer of components for industrial lifting ITA 

Cemvisa Vicinay S.A. Lifting Manufacturer of lifting equipment and high resistance chains ESP 
Jiarui Industry Co. 

LTD. Lifting Manufacturer of tie downs and webbing TWN 

Forjas Irizar S.L Lifting Manufacturer of equipment’s for heavy lifting industries ESP 

Katiak S.A. Lifting Manufacturer of chains for materials handling technology ESP 
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Kito Europe GmbH Lifting Manufacturer of electric, manual chain hoists and lever hoists GER 
Planeta-Hebetechnik 

GmbH Lifting Manufacturer of special purpose machinery for lifting GER 

Columbus McKinno 
Corporation Lifting Manufacturer of lifting equipment’s and accessories GER 

York Industrial Corp Lifting & Safety Manufacturer of lifting equipment’s and accessories TWN 
KAMAG 

Transporttechnik 
GmbH 

Transport Manufacturer of heavy transport vehicles GER 

AIRPES GmbH Material handling Manufacturer of weighting systems and handling devices GER 
Blicke Räder + Rollen 

GmbH Material handling Manufacturer of wheels and castors GER 

BY CARPEL s.r.l Lifting Manufacturer of cranes ITA 
Conductix-Wampfler 

GmbH Energy Manufacturer of electrical equipments GER 

HBC-radiomatic 
GmbH Electronics Manufacturer of instruments for controlling GER 

HETRONIC Germany 
GmbH Electronics Manufacturer of instruments for controlling GER 

Hoesch Schwerter 
Profile GmbH Manufacturer Manufacturer of steel profiles GER 

HTS GmbH Lifting Manufacturer of lifting equipments GER 
JUNG Hebe- und 
Transporttechnik 

GmbH 
Material handling Manufacturer of transport equipments GER 

Laird Technologies Inc Electronics Provides wireless automation and control solutions GER 

J.D. Neuhaus GmbH Lifting Manufacturer of  lifting equipment’s and systems GER 
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RAVIOLI S.p.A Electronics Manufacturer of instruments for controlling ITA 
Spohn & Burkhardt 

GmbH Electronics Manufacturer of instruments for controlling GER 

GKN Stromag AG Engineering Focus on wind energy systems, crane systems, diesel sets, electric 
motors GER 

TER Tecno Elettrica 
Ravasi srl Electronics Manufacturer of electrical equipment’s for lifting and handling 

machinery ITA 

Winkel GmbH Lifting Manufacturer of equipment’s for material handling and lifting GER 

A.S Carlo Saporiti S.r.l Lifting Manufacturer of equipment’s for material handling and lifting ITA 

Autec SRL Electronics Manufacturer of radio remote controls for lifting machinery ITA 
BRAVIISOL Divisione 

Meccanica srl Lifting Manufacturer of equipment’s for material handling and lifting ITA 

Carraro Drive Tech 
S.p.A Transport Expertise in power transmission systems ITA 

DEC Spa Warehousing and storage Manufacturers of trucks for transport logistics and cleaning services ITA 

Ing. O Fiorentini S.p. A Warehousing and storage Manufacturer of cleaning machines ITA 

Gasparini S.p.A Manufacturer Producing hi-tech machinery for the metal processing industry ITA 
Italmatic Presse 

Stampi S.r.l. Transport Manufacturer of tires for industrial trucks ITA 

LAMCO S.r.l Transport Manufacturer of electrical vehicles ITA 

Marangoni S.p.a Transport Manufacturer of tires for industrial trucks ITA 

Max Solutions Srl Transport Focus on repair and installation of machinery and equipment’s for 
forklift trucks. ITA 

MDB SRL Transport Producers of special remote controlled forklift with tracks. ITA 
Motor Power 

Company GmbH Transport Focus on electrical and electronic industry GER 
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Nuova Elettra srl Electronics Focus on electrical and electronic industry ITA 

Saccon Gomme S.p.A Transport Manufacturer of tires for industrial trucks ITA 

System Logistics S.p.A Automotive handling Manufacturer of systems for warehousing and storage ITA 

Tamarri SpA Transport Focus on spare parts for forklift trucks and industrial equipment ITA 

TM Pedane s.r.l. Material handling Manufacturer of metal products with focus on warehousing and 
storage ITA 

BAUER GmbH Material handling Manufacturer of attachments for fork-lift trucks, recycle and waste 
containers GER 

Tecni Hooks Group 
S.L Lifting Focus on forged parts and hooks ESP 

Kirov Electromagnets 
Plant DimAL LLC Lifting Manufacturer of lifting magnets, quad magnets, grabs RUS 

RMS Rotherm 
Maschinenbau GmbH Material handling Manufacturer of accessories and equipment’s for warehousing and 

material handling GER 

Tractel Solutions S.A.S Lifting Manufacturer of lifting gear and conveyors FRA 
3S Simons Security 

Systems GmbH Security Develops industrial solutions against product piracy. GER 

ACD Elektronik 
GmbH Electronics Manufacturer and system provider of mobile data acquisition GER 

AISCI Ident GmbH Electronics Manufacturer and system provider of mobile data acquisition GER 

Alba technologies Electronics Application software for warehousing SRB 
cab Produkttechnik 

GmbH Electronics Application software for warehousing GER 

ENTIAC GmbH Electronics Focus on automotive and logistics GER 
Fraunhofer- Institut 

IFF Research Research and experimental development on natural sciences and 
engineering GER 

Leuze electronic Electronics Producing sensor solutions for industrial automation GER 
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GmbH 

Marschall GmbH Electronics Production of printing products GER 
MOSTOLES 

INDUSTRIAL S.A Electronics Focus on management and control software ESP 

Pepperl + Fuchs 
Vertrieb Deutschland 

GmbH 
Electronics Focus on electrical sensors for safety and protection GER 

U.C.S 
Industrieelektronik 

GmbH 
Electronics Focus on intralogistics and transport solutions for industry GER 

SICK Vertribs GmbH Electronics Focus on automotive and logistics GER 

Ludwig System GmbH Lifting Manufacturer of lifting gear and conveyors NL 



 
 

Appendix 2 Info Received CeMAT 

Gunnebo Industries 
 
Info received: Gunnebo Industries has during the years change their focus 
area. Web slings were before a main product that the company was selling. 
Today this product segment is not as attractive as it used to be. The main 
reason for this is that other competitors have started to priorities this market. 
Especially companies from China have today the possibility to produce web 
sling cheap with a fairly good quality. The result has become that Gunnebo 
instead now are a reseller of web slings. Their focus is toward the metal 
production of lifting equipment’s. For a European manufacturer of web sling 
they recommend Span Set. 
 
Demax Trade Ltd 
 
Info received: Demax Trade are a manufacturer of both flat and round slings. 
They focus only on the European market because other markets have different 
systems and standards for using slings. Their relative small offer of metal 
components for slings etc. are bought in from other firms.  The main benefits 
with Demax from their perspective, is that they can deliver faster than 
companies from China. They also say that it’s not necessary to buy big 
volumes before a better price can be received.  Having a close and trusted 
relationship with Demax can result in better business even if slings are not 
bought in big numbers regularly. Regarding Quikky, Demax says that 
normally there isn’t a big need to connect slings with each other’s. At least 
they haven’t experience their customers to ask for solution for this problem. 
The solution is that you buy the correct length from the beginning for your 
purpose. However, Demax say that they will keep ARS Meccanica in mind 
for eventual future clients. They are not interested in buying our product. 
The firm suggests us to showing our product at marine exhibitions. 
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Texora Ltd. 
 

Info received: Texora’s main product are flat and round webbing slings. 
During the last year Texora has also started producing round slings with a 
wire rope core. This kind of sling has a higher safety since the wire will make 
up for the lacks for slings made only of polyester or nylon. For instance in 
case of fire, the wire rope will not burn as the textile would do. Even if 
Texora feels the competition from chines companies they believe they have 
founded a niche position. They accept that European firms and dealers buy the 
main volume of slings from China. Texora knows it’s hard to compete at this 
level and at the same time they don’t want to compete on the very low price 
level of slings. Instead Texora are there when a firm from Europe needs to 
make a fast or smaller order, where the firms can’t wait for web slings from 
China to arrive. Since there is a high demand of web slings there are always 
customers for the company, which result in a stabile production level. Texora 
have also become a stabile partner and supplier to bigger companies in the 
lifting industry, such as Gunnebo and Yoke.  
 
However, Texora has realized that this strategy can be hard to use in the 
future as well. The goal is to slightly change focus, from web slings towards 
safety equipment’s for workers that are working on high dangerous 
environments.  Here, Texora sees there future since they believe firms from 
China would have it much harder to compete on this market, since these 
companies doesn’t have a good reputation when it comes to safety. Even if 
Texora haven’t been developing safety equipment’s for a long time, they have 
already seen there is an interest for these products as well. Texora says that 
their clients have asked about solution for connecting slings together. 
However, the firm didn’t have a good answer to the question then. They say 
that ARS Meccanica can be a solution in the future. When it comes to the 
metal components, Texora have collaboration with some trusted suppliers in 
China. However they say that it wasn’t easy to find the correct one since there 
are many firms out there on different professional levels. Texora solved this 
problem through personal contact, where a person with high experience and 
knowledge of the industry could pick out the right suppliers from China. 
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Toolee Industrial Technical Inc. 
 
Info received: Toolee sells lashing material, lifting systems, steel wire ropes, 
polyester slings, fishing gear, shackles, rigging accessories and chains. They 
manufacture the most of their products except of the web slings, which they 
buy from other companies in China. For connecting slings they recommend 
their product “1604- Connecting link for webbing strap”.  However this 
product is normally used to connecting a sling with for instance a master link 
or a hook. 
 
Jian Feng Sling Co Ltd 
 
Info received: The contact person wonders why you would connect slings 
directly to each other. He considers this not to be a normal process or 
solution. Instead he suggests buying the correct length of the sling.  
 
Reid lifting 
 
Info received: Reid lifting listen carefully to want we had to offer. They 
didn’t say how much interested they were in the product. Instead they 
answered that they would let their engineers take a closer look at the product. 
Reid lifting said they would contact us if the engineers were interested in the 
system.   
 
Ronge Industriebau GmbH 
 
Info received: Ronge Industriebau spend time to understand how the product 
works and also were they could us it. They were interested and would like to 
have more information about the product. Their main concern was how to use 
the product to their advantage. Ronge would like us to be more specific in 
how they can use Quikky. For example to understand in which applications 
and working processes, Quikky could be an advantage for them. As it is for 
now, Ronge is just a slightly interested which means a big effort needs to be 
spend in order to convince them. 
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JCB 
 
Info received: JCB showed a professional attitude when we presented our 
product. All three persons that were present at their stand seemed to like the 
system. The major concern they had was how they could use the product that 
will favor them. To use it just for connecting web slings was not an option for 
them. The discussion soon developed into trying to find an application area 
JCB could use the product.  We came to an agreement that ARS Meccanica 
should study their products more closely in order to find a way Quikky could 
be used in their products. After this step we could contact them again.    
 
Katiak Chain Factory 
 
Info received: Katiak is a manufacturer of different kinds of chains from 
Spain. They were not interested in Quikky. However they gave contact 
information to manufacturer of web slings from a company in Spain. This 
company could be a potential business partner or a customer. 
 
Combi lift 
 
Info received: Combi Lift showed a big interested in our presentation of 
Quikky. They asked many questions and seemed to like the system. However, 
they were skeptical if they could use the product in their products or 
application areas. It’s vital to convince the company that there are benefits for 
them to invest in Quikky. It’s a similar problem as what is needed to be done 
for JCB.   
 
Kleinsorge 
 
Info received: Showed a slight interest in our product. They were a bit unsure 
in the beginning of the presentation. However in the end, they were positive 
toward the product. There major question was to how they should use the 
product. They said that they wanted to talk to both their engineers and their 
clients in order to find an application area.  ARS Meccanica was more than 
welcome to suggest application areas. 
 



 
 

Appendix 3 Potential Customer List 
 
 

Company Industry Identity Country 
APRO Wind A/S Wind Energy Service solutions for the wind and marine industry DK 

Buss Port Logistics 
GmbH Ports Customized port- specific services GER 

Konecranes Lifting Lifting trucks FIN 
deugro Danmark 

A/S Transport Services that include air, sea and land transportation services CH 

Blue Water 
Shipping Transport Offers freight solutions by road, rail, sea and air DK 

Deutsche 
Windtechnik AG Wind Energy Services for wind energy GER 

Certex Lifting Lifting Knowhow and broad range of lifting equipment’s SWE 

Pama Rovereto Mechanical 
Engineering 

Manufacturer of boring-milling machines and provides technological 
services ITA 

Ascom Kranbau Marine Industry Lifting equipment’s for the marine industry ITA 
Andritz Hydro Hydraulic Power Supplier of electro- mechanical systems and services ITA 

Mercian Lifting & 
Handling Solution 

Mechanical 
Engineering Manufacturer of turbo machinery and related parts ITA 

d-i davit 
international 

GmbH 
Marine Industry Supplier of life-saving equipment’s and lifting appliances GER 

DualLift GmbH Lifting Manufacturer of hoists GER 
EKS Offshore 

Electricians GmbH Wind Energy Electrical installation and maintenance in sea environments GER 
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A2SEA A/S Wind Energy Offshore wind installation DK 
Green Wind 

Consulting Aps Wind Consulting Suppliers of personnel to onshore and offshore industry DK 

Binsell Lifting Supplier of mobile cranes and heavy duty handling services SWE 
Lyft och 

Surrningsredskap Lifting Offers lifting accessories to many industries SWE 

Fasty Lashing Offers straps and lashings equipment’s SWE 
Dematek Lifting Supplier of lifting equipments SWE 
SveaLyft Lifting Reseller of lifting equipments SWE 
SITAB 

Industriteknik 
Steel and Engineering 

Industry Offers custom-made components and machinery, service and repairs SWE 

HGO infraSea 
Solutions GmbH Offshore Industry Ship Development & Construction GER 

Klettern- Spazial- 
Einheit GmbH Maintenance Installation work, cleaning and repair of components at heights GER 

Liftra ApS Lifting & 
Transportation Tailor - made solutions for special lifting and transportation tasks DK 

AH Industries Wind and Industrial Precision products for wind turbine, cement and mineral and marine 
industry DK 

AREVA Wind 
GmbH Wind Energy Design, manufacturing and installation of wind turbines to service GER 

Axzion GKS Stahl- 
und Maschinenbau 

GmbH 
Lifting Offers lifting beams, coil hooks and grippers GER 

baju energy GmbH Wind Energy Service company for wind power plants GER 
Cwind Ltd Wind Energy Services to the offshore wind industry UK 
Scheuerle 

Fahrzeugfabrik Transport Special transport solutions with special vehicles GER 
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GmbH 
F.H Bertling 

Logistics GmbH Transport Offers tailored logistics and shipping solutions GER 

Vest Kran KB AS Lifting Construction, Oil & Gas and Wind Energy industries. NOR 
MPI Offshore Ltd Wind Energy Offshore wind installation solutions UK 
alpintec. GmbH Ropeway systems Rope hoisting for ski lifts, helicopters etc. ITA 

Bilfinger 
Construction 

GmbH 
Transport & Energy Civil engineering services in the transport and energy sectors SWE 

Bornack GmbH Safety Rope protection CH 
CT Offshore ApS Wind Energy Offshore services including cable installation, monitoring and maintenance DK 
Dolezych GmbH Lifting & Lashing Cables, lifting, slinging and load-fastening equipment GER 

GeRon Gurt- und 
Hebetechnik GmbH Lifting Round slings, hoisting belts, lashing straps GER 

Global Davit GmbH Marine Industry Lifesaving equipment and deck cranes GER 
Global Energy 

Services Siemsa S.A Wind Energy Construction and services for the wind and solar industry. SPA 

LIFT- TEX 
Industrie b.v Lifting Heavy liftning slings solutions NL 

NDE Offshore AB Offshore International Oil and Gas Industry SWE 
OIS Offshore 

Industry Service 
GmbH 

Offshore Offshore industrie service GER 

Seaway Heavy 
Lifting Engineering 

BV 
Offshore Offshore contractor in the global Oil & Gas and Renewables industry. GER 

Total Wind A/S Wind Energy Transportation, installation, service, maintenance  for wind turbines DK 
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Blom+Voss 
shipyards Shipyards Custom-made yachts GER 

ThyssenKrupp 
Marine Systems Shipyards Global system provider for submarines and naval ships. GER 

J.J Sietas Werft Shipyards Ship Building GER 
Nordic yards Offshore High-tech ships and system solutions GER 

Nobiskrug Shipyards Custom-made yachts GER 
Neptun Werft Shipyards Ship building and repairs GER 
Flensburger 
Schiffbau-

Gesellschaft 
Shipyards Ship building such as passenger ships, naval, offshore, freight ferries GER 

Port of Antwerp Ports Logistics services, handles wide-range forms of shipping NL 
Port of Rotterdam Ports Logistics services, handles wide-range forms of shipping NL 
Port of Hamburg Ports Logistics services, handles wide-range forms of shipping GER 

Marseille Port Ports Logistics services, handles wide-range forms of shipping Frau 
Port of Amsterdam Ports Logistics services, handles wide-range forms of shipping NL 
Tallinn Shipyard Shipyards Offers wide range of services for all types of vessels EST 

ABB Electric power & 
Automation technology Power products and systems, automation and motion,  process automation SWE/CH 

Vattenfall Energy Producer of electricity, heating supplier and electrical distributors SWE 
PEAB Construction Construction, renovation and construction services SWE 
LKAB Mining Manufacturer and deliver upgraded ore ore products SWE 

Atlascopco Industrial Engineering Compressor technology, mining, construction technology SWE 
SKF Industrial Engineering Offers industry solutions to a various of different industries SWE 

Stora Enso Paper Industry Focus on paper, biomaterials, wood products and packaging industry FIN 
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Tenova TAKRAF 
S.p.A Mining Supplier of technologies, products and services for the metal and mining 

industry ITA 

Mercian Lifting & 
Handling Solution Lifting Specializing in supplying lifting equipment’s UK 

LEITNER 
ropeways Ropeway systems Produces high-tech cabins and chair lifts, ski lifts, funiculars, aerial 

tramways ITA 

Ekström & Son Industrial Engineering Service of heat exchangers and pressure vessels SWE 
Thiele GmbH Lifting Lifting gear and equipments GER 
J.D. Neuhaus Lifting Manufacturers hoists and cranes for extreme environments GER 
Evers GmbH Lifting Focus on hosting, securing, transporting and packaging GER 

Hadef Lifting Specialized in lifting and material handling equipment’s GER 

Carl Stahl AB Lifting Solutions for rope and lifting equipment’s, architecture, protective 
equipment’s GER 

Street Crane 
Company Limited Lifting Manufacturers cranes and hoists UK 

KUHNEZUG 
Fördertechnik 

GmbH 
Lifting Manufacturer of custom crane systems and crane components GER 

Ropeblock BV Lifting Offers lifting gear products NL 
Sarens Corporate Lifting Heavy lifting and engineered transport BE 
Oeder Stahl- und 
Kranbau GmbH Lifting Manufacturer of cranes and hoists GER 

Seil-Becker GmbH Lifting Offers various of different lifting equipment’s GER 
SHZ GmbH Lifting Manufactures web slings and load securing’s GER 



 
 

Appendix 4 New Versions of Quikky 
 
 
Quick opening 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Quick opening 2:  
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Changing width opening  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Mini Quikky  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



111 
 

Ultra Mini Quikky 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Symmetric Quikky  
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Different internal attachments  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Different external attachments  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



113 
 

Lock Quikky 
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