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ABSTRACT

This thesis was written for an import and wholesales company Vandernet Oy. The study had three
aims; the first was to provide Vandernet with a concrete guide to the Finnish sports retail market,
which could be used in familiarizing new stakeholders with the market. Other two aims of the thesis
were to define the main challenges of the outdoor brand Millet in Finland and find solutions to the
problems.

The Finnish sports retail market is rather unique compared to a Central-European country. In Finland,
70% of the sport retail stores belong to a retail chain, which has many centralized functions. For
instance, the chains use either central purchasing or point out which items should be bought to the
store.

In this thesis, the case of French outdoor brand Millet is explored. The brand has been sold in Finland
since 2003, but it still has not reached large sales. In order to gain deeper understanding of the market
and the attitudes of the purchasers towards Millet, a qualitative research was conducted. Twelve Millet
retailers were theme interviewed during the year 2009. Also, supportive data was collected from the
Finnish sports industry’s professional magazine Sporttimyyja.

The main challenges of Millet in Finland are the lack of brand marketing, low brand awareness among
the consumers and insufficient natural demand. Also, it is difficult for a brand to get in to a store with
out the spontaneous demand, especially when the demanded equivalent, Haglofs, is widely sold at the
market. In addition, as Millet's products are not in a campaign of a retail chain, the retailers have to
see first whether they have money left in the purchasing budget after the purchases required by the
retail chain.

The key to enhancing the sales is to increase the brand awareness at the market. Millet needs active
marketing and advertising actions, for instance, in the ladies magazines such as MeNaiset and in the
outdoor magazine Retki. Unfortunately, the marketing budget in highly technical products like Millet is
usually limited. Also, the sales conditions and sales support terms should be made clearer to the
retailers.

The only way of reaching large sales volumes in Finland without compromising the brand image, is to
sell wider selection to the existing customers. For instance, the backpack and sleeping bag ranges of
Millet have good quality and reasonable prices; still they are sold to limited nhumber of retailers in
Finland.

Key words:  sports retail business retail buying wholesale business  Millet
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1 Introduction

1.1Finnish sports retail industry

The Finnish sports retail industry has some pddidgatures which
uniquely define its sports wholesale business.sIheture of the
business differs from the corresponding marketasfinstance, a
Central-European country.

In Finland, the retail procurement, marketing atiteoorganizational
operations are largely chain-based functions, whae a direct impact
on the market and the selection offered to the woess. For instance, a
chain with strong private labels and tight markgtictions might have
little or no budget left to purchase merchandistside the centrally
decided collection. As a result, many stores giats chain resemble
each other and the consumers have fewer optioctsotmse from. In
addition, as the chains’ selections are decided teyv central
purchasers and the stores have smaller budgétidwrawn purchases, it
is increasingly more difficult for a new sports ihdato enter the market.

1.2 Case Millet in Finland

This thesis explores the case of the French outol@d Millet in
Finland. Millet is specialized in producing clotgiand hardware for
alpinism, ski mountaineering, hiking, climbing atngil running. The
brand has equipped expeditions to the highest rmowin the world
since 1950’s. Today, Millet is a renowned outddothing and hardware
brand in the Central-Europe. In Finland, the briaasl been sold since
2003, but the sales are still relatively small #mlbrand somewhat
unknown to the people.

The importing agent of Millet in Finland is VandetrOy, an import and
wholesales enterprise situated in Helsinki. Vanee®y is also the
commissioning party of this thesis.

1.3 Goals of the Study

The goal of this thesis consists of three parte. fifist aim is to explain
the Finnish sports retail market structure, intelits key features and
the most important players, to a stakeholder udfanwith the market.
This way the first part of the thesis can be used/ndernet’s purposes
with other suppliers and stakeholders as well.

The second goal of the study is discover Milletass in Finland in the
eyes of the retail purchasers; its brand image heeroialism and
competitively against other equivalent brands. Atee performance of
the importing agent Vandernet is examined.



The third aim of thesis is to define the most peoftic parts Millet has
in Finland and to find solutions what could be doamenhance its sales
at the market.

1.4 Limitations of the Study

As this thesis focuses specifically on the spatairmarket, it does not
discuss other clothing retailers in Finland. Altbbhusometimes fashion
brands compete directly with outdoor clothing britiey rarely have
the same point of sales and target customers.tiésss concentrates on
the sports retail market, thus the fashion brangi®weft out from the
field of study.

Also, the research for the thesis focuses mainltheroutdoor clothing
market and its players in Finland. Thus, it doescover specifically
other sports segments and introduce its suppligheanarket.

In addition, as the aim of the study was to discdke retail purchasers’
ideas about Millet and its sales in Finland, theabasions reflect their
perceptions. This might not be in a concordanch thi¢ regular
consumer’s knowledge and image of the brand, aallyghe retail
purchasers are more aware of brands, quality githéucts and the
market in general.

1.5 Relevant terms

This chapter presents all relevant terms usedsrthiesis

Retailer.A company, which sells products to the final constsn
(Cannon, Perreault & McCarthly, 2008, p. G-9)

Supplier.A company, which supplies parts, goods or senticesiother
company (Investorwords, n.d.)

Vendor.See supplier.

WholesalerA firm which main function is to sell goods toagérs or
other merchants, or industrial, institutional ongoercial users, but who
are not selling in large amounts to final consuni€annon, Perreault &
McCarthly, 2008, p. G-11)

Import agentA company, which acts as a sales agent for forgagyus
in the domestic country. Operates often on exciubasis, but does not
have an own inventory in the country. Receivesssatgnmission for
them employing company.

Importer. A company, which acts as a wholesaler for forggads in
the domestic country. Operates often an exclusagsbhas bought an
own inventory of the goods. Sells them onwards withargin.

1.6 Course of the study

A qualitative research was conducted to gain deepeéerstanding of the
market and the attitudes of the purchasers towaaisd Millet.
Qualitative technique was chosen over quantitas/es would have not
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disclosed as divers and profound responses asittigadive research.
The chosen method was theme interview, which wadwtted among
the selected outdoor clothing and hard ware pusskas Finland during
the year 2009. Supportive data was collected floerFinnish sports
industry’s professional magazine Sporttimyyja. Taéa was analyzed
using grounded theory; generating a theory fronctillected data
(Tuomi, Sarajarvi, 2002, p. 97)

Non-probability sampling (Nonprobability samplir®))06), which is the
opposite of random selection, was used to dravsdingple from Millet's
previous, existing and potential customers. Alsi skelection was used
in the sampling phase. Only those purchasers vetéeeted who would
have the best and varying experiences of the lmaddhe market. Thus
being the most beneficial for the study. (Tuomirggvi, 2002, p. 88)

So, twelve outdoor clothing and hard ware purclsasere selected and
interviewed during the late spring and fall 200BeBelected purchasers
represent somewhat evenly the Finnish sports metaiket. One
interviewee was from Lapland, one from the North®@strobothinia
(next region south from Lapland), four from Pirkaaan(approx.200km
north from the capital area), one from the wesstdavo from the
Eastern Finland and three from the capital areso &le balance
between the independent shops and retail chaimsildes the Finnish
market quite well. Four of the purchasers were fiodependent stores,
others belong to a chain. Millet’s targeted retaihins were well
represented. Six respondents were purchasers fr@mmtersport chain,
one purchaser from the S-group and the last ondaheasentral
purchaser of commercial chain Partioaitta.

Six of the respondents have sold Millet for lesmtbwo years, three of
them over five years and two respondents over a@sydajority of the
respondents (10) are selling clothes, two of wihiatl also tried selling
hard ware in the past, two respondents are cuyrsalling hard ware
and clothing and one respondent is selling solatgl ivare. This
division of clothing and hard ware retailers repres fairly well the
division of Millet's sales in Finland. One purchgs&ho was
interviewed, had not sold Millet, but he is a sgapinion leader in the
Intersport chain.

1.7 Structure of the Study

Firstly, the features of business to business $aldg sports industry
are explained; how the procurement differs fromstoner purchasing
and industrial procurement and how the accurateypemnent highly
impacts the success of the entire business. TeRitimish market is
introduced, with its largest retail chains and mirgiortant suppliers.

In the case study section, the brand Millet isadticed more profoundly
and its sales and competitors in Finland are egglofhen the results of
the interviews of the retail purchasers are explailhe last part of the
thesis concludes the results of the research dasomprovement
suggestions for the future.



2 B2B in Sports retail sales

2.1 Supplier-retailer relationship

In Business to Business sales the supplier-retalationship and the
purchasing process is different than in a consuetaiter relationship.
An organization, whether it is a sports retail@m4profit organization or
industrial manufacturer, always purchase merchandisatisfy a need.
The companies buy in order to meet the future deho@itheir own
customers. (Cannon, Perreault & McCarthly, 200878-181) Usually
the organizational buyers are also less emotiarapared to the final
customers. They make decisions mostly based oroeuorfactors, the
total costs and factors of the buy. (Cannon, Palré&aMcCarthly,

2008, p.178-181)

In retail business, the supplier-retailer relatlops have a few
characteristics which clearly distinguish them frerg. an industrial
B2B relationships. First of all, retail buyers ajahave the sellout in
mind; they practice so called bottom-line thinkifigpe only reason for
purchasing is to sell. The bought merchandise n&eble sold at the
largest possible turnover and margin. Second,dtalers are managing
a far greater assortment than industrial compatties, the orders,
prices, quantities and supplier conditions needemaonitoring,
excellent managing and logistics. (Van Weele, 2@0309-310)

Third, the retailers are buying against the supgiecifications. The
retailers frequently buy what is offered by the kedr For instance, an
industrial component producer can be confident atimiendurance of
the customer relationship as the components drerrapecific, custom-
made and thus unique. For a sports equipment supftie level of
uniqueness of the products and the retailer's ezrgagt to the
relationship is not necessarily as high. Hencestippliers have to use
other means to prevent the customer from chang@gupplier rapidly.
(Van Weele, 2002, p. 309-310)

The fourth characteristic is the short feedbacllddthe point of
purchase and resale are close, so it is easy ittenwhich products are
selling and which are not. The assortments arellsgpdjusted and
poorly selling product dropped out. This means adtatively quick
direct feedback to the supplier, in the form oépurchase or a drop out.
(Van Weele, 2002, p. 309-310)

2.2 Importance of accurate retail procurement

2.2.1 Products

In retail business, accurate retail procuremeakigemely important for
the business’ success. Product-wise, the sengitif/the retail purchaser
influences the sales greatly. The purchasers ltale especially alert
and continuously study the market environment, limoknteresting
opportunities of selling new brands and merchasdigian new
attractive campaigns and ways to offer value addergices. (Cannon,
Perreault & McCarthly, 2008, p.55)



The skill of selecting and ordering merchandisth&ostore has a direct
impact on the store’s sales volume and on its shiattee total retail
market. (Jacobsen, 2009, p. 29) The purchaser&riexe and
foreseeing skills roughly determine whether thersuifficiently
merchandise and fluently managed restocking torcowe season. It
also gives frames for future the inventory turncared possible
problems; whether the merchandise is not sellingxaected and the
store will be left with an enormous surplus or Wiggtthe merchandise
will be sold out too fast with no possibility foestocking. An
overbought or poor sellout usually leads to mankia® and profit loss.
Thus, the procurement has a crucial, direct impadhe store’s
revenue. (Jacobsen, 2009, p. 41)

2.2.2 Logistics

Logistic-wise, good purchasing policies can siguaifitly improve the
sales margins, through considerable cost savihg®e uality of the
products and logistical arrangements with the sappre advantageous,
the purchasing can contribute to better capitaldver ratio. (Van
Weele, 2002, p.20)

There are also advantages in keeping the supjitiee.cFor instance,
they can notably contribute to the company’s intioveprocesses and
creating new ideas. It has been demonstrated vkatminor
improvements in the supplier relationship can hevexcellent impact
on the company’s return on net assets. (Van W2e@2, p.20) In larger
chains, the success comes only by continuouslysharg the
processes, aiming at combining the procuremeninvesuand
standardizing of chain practices. (S Group Busiftsgew,
Procurement, 2009)

In addition, the internationalization brings nevalténges to the retalil
procurement globally and Finland is no exceptidme international
business partners who enter the market are woikistyictly managed
chains, efficiently and in fast cycles. The costeefncy is the word of
the day and it needs to be the key point alsoh®minnish procurement.
Without it, Finnish retailers cannot stay compe¢itat the market for too
long. (S Group Business Review, Procurement, 2009)

2.3 Buying-selling cycle

As stated earlier, in retail business, the B2Bssalart from the retailer’s
perspective. They only buy what they need and estirto sell. Thus,
firstly the retailer estimates the demand for dipalar item for a
particular time-frame, based on a market reseaast, performance and
so-called market intuition. Then the purchasertbatecide the
product’s assortment policy. The procurer decides hroad (quantity
of models per product group) and how deep (quaafifyroducts per
model) is the selection the store would like teeotb the consumers.
Also, the purchaser decides which products shoellkigpt in stock and
which should have a stock consignment at the seipplpremises. (Van
Weele, 2002, p. 311-312.) In a new supplier-retadéationship, it is



only at this stage, when the possible suppliers mheeretail customer,
when the customer already knows somewhat accunatey is needed.

2.3.1 Supplier selection

Based on the information mentioned above, thefigiotential suppliers
can be prepared. (Van Weele, 2002, p. 312) Thera aumber of key
characteristics that a B2B customer seeks whertifgieig and short
listing possible suppliers. In addition to good lgygroducts, a good
supplier should be able to demonstrate that theyoffar the following
benefits: reliability, consistent quality, value fmoney (not necessarily
the cheapest supplier), strong service, honestyksad communication
and financial security. (Business link, n.d.)

The supplier-retailer relationship is most benafigihen the both
parties are willing to build a strong continuingtparship rather than
just a fairly insignificant onetime exchange. Alaggood supplier is
willing to invest more in the relationship, serviexed strive for
excellence. Thus, it is equally important for te&iler to know exactly
what is wanted from the supplier, which qualitiesti@r the most;
whether these suppliers can deliver precisely¢heested issues and
with a correct timing. (Business link, n.d.)

Usually, the retail buyers are keen on having adéwient suppliers
who are able to deliver divers products and mafigreint brands and
product categories, rather than 200 businessesdhairovide only one
brand. Today, many firms are reducing the numbauppliers they
work with and expect more on return from the renmgjrones. The best
relationships involve real partnerships with a naliteust and long-term
outlook. (Cannon, Perreault & McCarthly, 2008, ) 5

Also in Finland, the larger retail chains are manducting business
with the suppliers who can deliver many brandsanedriety of
products. Often, they do not even consider stadipgrtnership with a
supplier who can only deliver one product or bragitha Huovinen,
Sales Manager in Sports, Vandernet Oy, pointedvben interviewed
on 18.8.2009.

The delivery terms are crucial as well in the tdiasiness. For instance,
for seasonal items, the larger retail chains tyllyigdace preseason
orders but expect also replenishment possibilitynguseason. Usually,
the chains have no stock of their own; they makeders directly from
the suppliers’ warehouse. In addition, the retiadlins monitor the
deliveries rather closely. If a supplier cannoiwdlthe restocking
orders accurately and is continuously out of sttlo&,cooperation with
the particular supplier will be re-evaluated andgibly determined.
Thus, the availability of the products and the filuee-stocking are
important issues when dealing with larger retadlink. (E. Huovinen,
2009. pers. comm., 18. August)

Some retailers use sophisticated vendor ratingsysto gather valuable
information about the suppliers based on the gyaditoduct availability
and lead time between the promised delivery dadetfaa actual



delivery. The vendors are subsequently ranked baiselleir
performance and this information is used to improverall supplier
performance. (Van Weele, 2002, p. 311-314)

For instance, Intrade Partners which procure ferldinge Finnish chains,
e.g. for the hypermarket chain Prisma and depaitstere chain Sokos,
rate the suppliers based on the accuracy of tleediels (time and
quantity), availability of the products and qualitithe products i.e.
amount of reclamations. The aim is to have 98%efmatters according
to the Intrade requirements. Based on this suppligrality ratio, Intrade
classifies vendors in a, b and c class. Intrade @déssifies them in A, B
and C suppliers based on the amount of purchasestfre particular
vendor. So a vendor can be Aa, Ab, Ac, Ba, Bb cdaskso forth. Aa
vendor represents large volumes and fine qualidyisione of Intrade
partner organizations. Ab is a large supplier,tbatquality of the
performance is average, which they will try to ioye. If a vendor
supplies large or small volumes but with poor gydhtrade will
eventually eliminate the supplier from the suppligr On the other
hand, if a supplier delivers premium quality buiadler amounts, Intrade
will seek possibilities for increasing the ordexsplained Antti Blafield
CEO of Vandernet Oy, when interviewed on 26.5.2010.

2.3.2 Contracting

After finding the most suitable supplier, it is #rfor contracting.
Usually, this means negotiating the delivery anghpent terms. With
the larger retail chains, the negotiations normaiyude discussions
concerning central invoicing discount and francigsgroup or central
corporation discount. (Van Weele, 2002, p. 311-314)

2.3.3 Ordering and expedition

After contracts, the ordering should be made aplsiras possible; the
store should be focusing on the actual sales. M&rgs have limited
shelf and stock space, so frequent deliverieseayeired. As the regular
and flexible refills are important, most retail aiehave developed
sophisticated ordering systems, which are basegitber barcodes or
product codes. Some systems even follow the sakbstack
automatically and place a reorder to the centradimsing department or
directly to the supplier when needed. Some systand the orders to
the central distribution center, which is in chaogenaintaining the
sufficient stock level. (Van Weele, 2002, p. 31431

The goods are delivered to the retailer eitherctliy¢o the store or
through retailer’s distribution center. Once thechandise has reached
the final destination, the quality, delivered quigrand time of the
delivery are monitored. The recipient inserts thargities into an
inventory control system and displays the prodirctee store. (Van
Weele, 2002, p. 311-314)
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3 Finnish Sports Retail Industry

3.1 Commercial chains

In Finland, the sports retail industry is dominalbgdhe retail chains. In
2009, approximately 70 percent of the sales caom the chains and
only 30 percent from the individual stores. (Spowtja 2010, p. 12)
Commercial chains are the key source of revenuefatghe suppliers
on the sports retail industry.

Last year, year 2008 was the first year when timeige sales of the
Finnish sports retail industry reached a billiddpg@rttimyyja 2010, p.
21) So, while other industries are more or leagygfiing in this market
situation, the sales in the sports retail indubaatye continued to grow
steadily. Also, during the previous recession 811890’s, the sports
retail sector was able to show growth every yedn wne exception. The
consumers are prioritizing their purchases andnguéxpenses, still
sports activities are something the consumersatrevitling to cut on.
(Kuva, 2010, p.4) The sales of the Finnish spatsilrindustry from the
past four year are illustrated in the table 1 beldivthe key players of
the market and their main characteristics are ptedandividually
below the table.

Table 1 Sporttimyyja, 2010, p.12

Sales M€
2009 change% 2008 change% 2007 change% 2006

Intersport — Kesport 305,8 5,7 289,4 5,6 274,1 6,7 257
Prisma 112,5 22,3 92 16 79,3 10,1 72
Sportia 73,7 9,3 67,4 8,7 62 14,4 54,2
Citymarket 61,8 4 63 54 59,8 2 58,6
Top-Sport 52,1 12,5 46,3 -2,7 47,6 7,9 44,1
Stadium 39,3 3 38,2 17,2 32,6 32 24,7
Partiokaupat(scoutshops) 30,4 - 32,7 - 29,2 - 25,3
Stockmann 24,4 6,9 26,2 -3,7 27,2 4.2 26,1
Sport'lnn 24,2 5 23,1 0 23,1 10 21
Elmo Sport 17,5 2,3 17,5 2,3 17,1 -12,8 19,6
Sokos - - 14,7 -5,2 15,5 19 13
Others 317,4 0,5 304,3 2,8 296 0 294,8
Total 1059,1 4,40 % 1014,8 5,30 % 9635 5,80% 910,7
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3.1.1 Intersport Finland

The biggest player in the industry is Intersporti&nd (28,8% market
share) which the sports subsidiary of the retagjhaization Kesko
(Sporttimyyja 4/10, p. 12-13). Kesko is the heaghoization of K
group’s retail functions, compressing a varietgucery stores,
decorating and furniture stores, hardware stosasjealer stores and car
rental services and sport stores. (Kesko, 2010)

Intersport Finland is a member of the IIC Interspoternational
Company, which operates in 37 countries worldwidgrsport Finland
compresses the commercial chains: Intersport, Busigert and
Kesport. The sales of these three retail chainslawe/n together in the
statistics: 305,8 M€ in 2009. During the past fpears, the group has
been able to grow the sales a little above theageemarket growth, thus
keeping its position as a market leader. The ntgjofithe sales are
contributed by the Intersport chain with the saie243 M€ (+4,3%).
The second largest chain in Intersport Finlandaské’s low-priced
sports chain, Budget Sport with the sales of 32(W&5%) in 2009.
(Sporttimyyja 4/10, p. 12-13)

At the moment, there are 56 Intersports, 36 Kespantl five Budget
Sports around Finland. Kesports are concentratedeoamaller
population centers, while Intersports are foundigger cities and
Budget Sports in commercial areas and shoppingrerill Budget
sports and a few of the Intersport stores are ovayettie central
organization but the majority of the Intersportsl &®sports operate on
franchising basis and are owned by the storekedipensselves.
(Intersport, n.d.)

Inside the Intersport chain, the administrativections are managed
centrally, such as invoicing, marketing, advertisistore layout and
campaign planning. The central purchaser of tharorgtion negotiates
with the suppliers on the campaign products, pracesdelivery times
and then forms a campaign timetable of the se&tdh.the
storekeepers are individually in charge of the @aghwocurement of the
merchandise. They are obliged to purchase the pthoampaign
products and the private label products (e.g. &8, McKinley)
required by the chain. Then the storekeepers ssarhach money they
have left in their purchasing budget for productd brands outside
campaigns and private labels. Too often it is sb #hgreat deal of the
store’s purchasing budget is used for the prodhetstore is obliged to
purchase. This results that at least the smaléstdports have fairly
similar selection, with only a little variety anelsponse to the local
needs. (E. Huovinen, 2009. pers. comm., 19. Decembe

For a sporting good supplier, the Intersports aee af the most
important partners at the Finnish market. A supmlan start by selling
goods to individual stores and then try to expanthé entire chain. If a
product is successfully sold at an individual starés an attractive
novelty, the Intersport chain can choose to mat@anapaign of the
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particular product. This means that the produdigplayed with an
attractive price in the Intersport’s seasonal ogfa¢, in the printed or
the on-line version. The amount of the printed logiaes and other
marketing actions vary and can also affect theesgof the campaign.

As all the 56 Intersport’s should order and sedl ¢tampaign items, the
campaigns are a great way for a supplier to gai gales from the
Intersport chain. If the products are not in a caiagp, the sales are fairly
uncertain. In addition, even if a supplier succaadbe campaign
negotiations with the central buyer and agreesupplging a campaign,
the supplier needs to sell the products separaiedgch retailer and it is
not certain that they will all purchase the prod{Et Huovinen, 2009.
pers. comm., 19. December)

3.1.2 Prisma

In 2009, the second biggest sports retail chaiheamarket was Prisma
with the sales of 112,5 M€ (10,6% market sharasnfa was by far the
strongest grower at the market by +22,3%, wheratteeage market
growth was +4,4%. During the past three yearss#hes of Prisma Sport
have grown nicely compared to the average markeith: Almost each
year they have doubled the average market grovighargh +10,1%,
+16,0% and +22,3%. One the factors which have emibed the growth,
was the update of the Sports division’s conceptiviwas started a few
year’'s ago. The idea was to create clearly seghsgerts store, which
offer quality products and good service insideftmily market Prisma.
(Sporttimyyja 2010, p. 14)

So unlike, for instance, the Intersports, PrismarSpperate inside large
grocery stores. The sports’ department is onlyairiee departments
inside the hypermarket. Still, the sales figured #e annual growth
surpass many other self standing sport stores.yl tidare are over 50
Prisma’s in Finland and the figure is growing akStirchased
Euromarket chain and will turn the hypermarketBtismas. In the end
of the 2010 there will be 60 Prismas in Finland.

Prisma concept has also expanded rapidly to Rassido the Baltic
countries during the past ten years. In Russiataer four Prismas in St
Petersburg and the long-term plan is to open 1B+&nas in St
Peterburg area. In Estonia there are five Prismdsilinn. Latvia has
two Prismas in Riga and Lithuania two Prismas enlilggest cities and
a third one will open before the end of the year®{S-kanava, n.d.)

In Finland, Prisma hypermarkets are locally owngdhe local co-
operative society (Osuuskauppa), which compressasiety of grocery
stores, gardening, farming, renovating and hardwstmes, department
stores, car rental services, freeway service sigti@staurants, bars and
hotels. All co-operative societies are subsidianieSOK (Suomen
Osuuskauppojen Keskuskunta) the central organizafithe co-
operative societies in Finland. The S group oweseihtity along with
e.g. S groups own bank, S-bank.
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The majority of Prisma Sport’s purchases are demrally from the
Intrade head quarters, which is the S group chirgsurement and
logistics company. The SOK’s product line sales aggn
(ketjuvalikoimapaalikk®) decides what sort of prottuare needed and
which brands should be in the Prisma chain’s seleend gives
assignments to the central buyer of the particsdator. (E. Huovinen,
2009. pers. comm., 19. December) When the chagilsation for a
particular season is decided, each individual Rriseceives suggestions
of quantities for each product electronically. Thieay weight the
suggestions based on their local knowledge andpes&irmance and
make needed amendments. After the local confirmatie order is send
back to the central procurement department whosstéhredorders to the
suppliers together in one batch.

In addition, to the chains selection, each Prisp@tShas an own
procurement budget granted by the local co-operaiciety with which
they can make local adjustment to the selectioe. drhount of the
additional budget depends on the past performahite alepartment and
previous success of the own purchases. A smallaeguisma might
have all most of their products according to therRa chain’s selection,
but, for instance, the best selling Prisma Spostdimost half of the
products outside the chains selection, explaingdiR@lonen, the
purchaser of outdoor hardware in Prisma Kaleva TEammwhen
interviewed on 15.12.2009.

Prisma is using central delivery warehouse Kilated in Espoo, where
the suppliers deliver the goods. There the shipsnar assorted by
hypermarkets and added to the other deliveriegggoinhe same
destination. They deliver the goods onwards intleaa a week. The
shipments to Prismas are done on weekly basissdf@mumer goods
Kilo is only a consolidating warehouse, the goodsret stored in Kilo,
so the supplier needs to have an ongoing stockenhain’s products
for refills.

3.1.3 Sportia

The commercial chain Sportia was the third biggestts retailer at the
market in 2009 with the sales of 73,7 M€ (6,9% reaghare). Also,
Sportias have succeeded maintaining steady grawtiné last three
years. A part of the growth came from new retaijensing the
commercial chain. (Sporttimyyja 2010, p.14) Nowes]jdliere are over
60 Sportias in Finland (Sportia, n.d.). Generdlgortias are considered
to be a hardware concentrated sports chain. Tiiaaked by the
statistics as in year 2009, 49,1% of the saleSpartia chain came from
hardware, 36,2% from clothes and the rest 14,7% fitee footwear
sales. (Sporttimyyja 2010, p.14)

As a chain Sportia functions somewhat similarlytesintersport chain.
Sportia chain has centrally planned campaigns aartéteting actions and
the ownership basis is similar; the storekeepers the franchising
stores themselves. Still, compared to the Intetsptite Sportia chain is
a fairly loose chain. The head organization, SGNUBrSportia Oy,
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gives the retailers the concept, store layout danspcampaigns. They
also produce theme catalogues, online and papsiowsr Then, the
individual storekeepers are responsible for thetpasing decisions and
the success of each store. They are able to makeindependent
decisions as only a small part of the purchasirdgbtiis dedicated to
the products required by the chain. In additiorgr8a does not have
own house brands, which would take a part of threlmsing budget. In
addition, some of the retailers do not even pureliias chain’s campaign
products, so they can rule the stores as they \&igia Huovinen, Sales
Manager in Sports from Vandernet Oy, explainedsibeation when
interviewed on 28.4.2010.

On the other hand, the support given by the clsafaiily little. This
results great differences and variety betweentthres in side the chain.
From the total of 60 Sportias, there are less tearstronger stores in
Finland. Even the entire chain’s sales figurestdamending on the
individual retailers’ decisions and success (Spoygja 2010 p. 14).
When interviewed on 10.5.2010, Mikko Honkanen, Saépresentative
of Vandernet Oy, estimated that approximately dnaf of the revenue
of the chain derives from a few strong indepen@grtia retailers. The
remaining over 50 Sportias are rather small storemaller towns or
cities. Also, there are no Sportias in the capitah, which is an
important area for the sports retail market in &ial.

3.1.4 Citymarket

Citymarket is the K-group’s equivalent to S-groupissma and there are
many similarities between the chains. Citymarketsadso hypermarkets
selling, for instance, grocery, clothes and shspsiting goods, books
and CDs, electronics devices and home decoratiomearovation goods.
Citymarket chain belongs to the same head orgaoizafesko, as the
Intersports. The invoicing and procurement are tehdentrally,
invoicing even through the same central invoiciegattment as
Intersport chain’s. Today there are 69 Citymarketsinland. (K-
Citymarket, n.d.)

The sales of the Citymarket’s Sports division hagebeen tremendous.
Year 2009 the sales were 61,8 M€ (+4%, 5,8% mathate). The
growth derived from the five new hypermarkets, vahicere opened
during year 2009. So, the comparable growth oftioeip remained
negative. (Sporttimyyja 2010, p.12)

For the past few years the sports division of Céyket has been
somewhat struggling. Citymarket sports division had some troubles
with the purchases and retail sales in the pasticBlarly, the sports
hardware selections have had difficulties with $aong seasonal items.
The sports departments have a fairly little ongaakgction and some of
shelves have been seen empty unfortunately ton,stemetimes with a
note “we are changing the season” (M. HonkanenQ2B#&rs. comm.

10. May). Now they have implemented some changésein
organizational structure and in the product gronfsibns (Sporttimyyja
14/2010). Also, the central purchaser of the outgwoduct division has
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change in a few years time. So possible, the mavitlesee a stronger
Citymarket Sports division in the future, but a& thoment it is just
another division in a hypermarket.

3.1.5 Top-Sport

In 2009, Top-Sports were able to show nice growitk, 5%, with the
sales of 52,1 M€ (market share 4,9%). As Top-Spdirtancial year
ends in Mars, they were able to include the grasfithe entire snowy
winter in the figures. Almost all of the over 30pF8port retail stores are
owned by the head organization, but there areaafsw franchising
stores left in the chains. In general, Top-Spoa ¢hain targeting basic
consumers for outdoor and indoor sports. Theyaitmg also their own
leisure clothing.

The Top-Sport chain has a rather simple procurenidwt central
organization makes the purchasing decisions arwpltne orders
centrally for the stores. Only the franchising stoare able to make
orders outside the chain’s plans.

3.1.6 Stadium

Stadium is a large sports and fashion chain in 8webh 2001, Stadium
expanded to the Finnish market. Today, Finlandliastores with the
sales of 39,3 M€ (+3%, 3,7% market share). Theenhain is operated
from Sweden. For instance, all the merchandis&ifdand is bought
centrally from Sweden from the Swedish supplienslyGf the suppliers
have a selective distribution contract in Finlatmegn Stadium is obliged
to buy the merchandise from a Finnish supplier.Sadium is not a
particularly interesting partner for a Finnish sp@upplier, unless with a
selective distribution contract.

3.1.7 Scout shops

In year 2009, the sales of the scout shops wereN3g,(2,8% market
share). The result is not comparable to the prewaars as the one of
the small scout shops became an independent re(&porttimyyja,
2010, p.15)

In Finland, the scout shops are divided into siciadlins, all of which are
partially owned by the local scouts. In summer 2@0® of the chains,
Partioretki Oy, bought all its shares from the $s@nd continues as a
private organization. Along with acquisition, thea changed it name
from Partioretki to Trekki Oy, so that the name Voot refer to scouts,
which is Partio in Finnish. (Sporttimyyja, 20101%) Other Scout shop
chains: Partioaitta and Partiovaruste, remain ggrtbwned by the local
scouts.

Today, Partioaitta is the largest scout shop cimaiinland. In May
2009, Partioaitta (7 stores: 5 in the capital aea,the north of Finland)
merged with Hameen Partiokauppa (4 stores in tmgr@eFinland),
creating the most widely spread retail chain spieeid in outdoor
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products in Finland. So now Partioaitta has a chaoatilize mass
purchases and volume discounts and consequentigtaaijces for the
consumers. In the past, Partioaitta has had ameigereputation. This
one of images Partioaitta will most probably shafen a while. This
direction has been seen already, for instancéyein tampaigns.

In addition, Partioaitta’s organization has gonmetigh some major
changes. The previous CEO liro Tyrvanen retiratklhy little at the
along with the merger. The new CEO Nina EhnroanfiStadium) took
the lead in the organization and the previous CEB&meen
Partiokauppa was pointed Sales manager. In a fenthradime, the
long-time central purchaser and marketing direGoy Romi resigned
and was employed by the new Columbia Sportswedarkin Markus
Makinen transferred to replace Romi from Partie&stbwn procurement
company Greendoor. So today, the central purcluddeartioaitta is
relatively new and backed by a rather new headgdrozation. Already
now, in a year’s time the organization and theestdrave implemented
rather big changes from the supplier cooperatidhéceveryday actions
at the stores.

The future will show how this will affect the Paxdiitta’s direction as a
chain. Whether they will change their style anddjoici categories
towards e.g. more fashionable city trekking, expandther sports such
as golf and sailing or specialize more in high gyalutdoors. In
general, Partioaitta has a strong outdoor imaggéniand. They have
been a reliable outdoor supplier for the consurasralmost all other
chains have decreased or removed outdoor prodoatstheir
collections.

3.1.8 Stockmann

In 2009, the sales of the sports department oluth@ious department
store Stockmann were 24,4 M€. The sales had dextdns-6,9% from
the previous year. The year was difficult for theckmann’s sports
department and they had also decided to reducgtdbk level which
explains the downfall of the sales. In the year®@®&tockmann will
invest more in all the product lines of the spdepartment to enhance
the sales again. (Sporttimyyja, 2010, p. 16)

There are seven high-class department stores larninfour of which
are in the capital area. In general, Stockmans satistly excusive
products and prestigious brands, which are notexdféy all retailers.
Thus, Stockmann has a strong loyal customer bagiskmann’s
clientele represents the upper class with relatigebd income. The
people who can sometimes afford to spoil themselves

Stockmann also operates in Russia, Estonia andalditvRussia
Stockmann started operations already in 1989. T.dtiaye are five
department stores in Moscow and one is being iou@t. Petersburg. In
Estonia, Stockmann has one department store imiathich is
currently the largest department store in the Balbiuntries. The store
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started operations in 1993. The department stokatvia, Riga, was
founded in 2003.

3.1.9 Others

In total, the stores which do not belong to a cleaincluded a rather
great amount, a third (317,4 M€), of the total sakthe Finnish sports
retail market in 2009. These sales are shattereeeba hundreds private
retailers, some of which are actually locally vemportant retailers. All
non-chain sports stores and sports divisions oflemdiscount stores are
included in “others”. Also all stores specializéat, instance, in bikes,
hunting, outdoor, ice hockey, skiing or golf arerid under this
category. (Sporttimyyja, 2010. p.15) For this teeparticularly
interesting sub-categories in “others” are the jreaelent sport stores
and outdoor specialized stores such as Retkiditekki (a former scout
shop), Camu and Varuste.net.

City Sport and MySports

Interesting stores for this thesis are the indepehsgport stores such as
City Sport in Rovaniemi, Levi and Kemi (in 2009esabf 5 219 K€) and
MySports in Vaasa (in 2009 1 175 K€) (Fonecta Finddtystieto, n.d.).
These are young-minded and unconventional spamssstvhich are not
afraid to take in new products and sell also higt-gkems and brands.

City Sport just recently announced that they wijp@nd with a new store
in Oulu. The store will have over 2 000m? floor spavith is extremely
rare for non-chain sports store in Finland. Sorelzge positive sights
and prospects of growth in this area also.

Retkiaitta

Retkiaitta has two stores in the capital area,ionke center of Helsinki
and another larger store outside the city. Thersgstore (900m?) was
recently opened and it is little by little takirtg place at the outdoor
market of the capital area. Retkiaitta has alsordime store at their
website. In 2009 the turnover of Retkiaitta wasl2 K€ (Fonecta Finder
Yritystieto, n.d.).

Trekki

Trekki, a former scout shop chain, has earneafistation as a true
outdoor retailer in the eyes of the consumers. Kirle&s its main store in
Lahti (100km from Helsinki) and four smaller outitbres along biggest
highways in Southern Finland. These outlet stores\vell situated at
popular ABC service stations and they have beaeat guccess. As
Finns are traveling to e.g. their summer cottaties; often stop for a
snack at a service stations and shop for somefgiftee host family the
are visiting or buy something else they might ndedkki Outlet offers
the customers a small but comprehensive outdoectah with nice
discounts. Trekki also has an online store. In 28@®turnover of
Trekki was 3 035 K€ (Fonecta Finder Yritystieta.j.

Camu
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Camu is a retail chain particularly specializedlimbing and skiing
hardware and clothing. In 2009, the turnover of Gamas 1 320 K€
(Fonecta Finder Yritystieto, n.d.). Camu has stardselsinki, Turku
and a recently opened store in Tampere. Camusisdisgly the brands
of their own importation, such as Arcteryx, NorrpBéack diamond,
Singing rock, Ortovox, Rab, Movement, Evolv and dem They are
pretty self-sufficient already with their own brando, they have
decreased orders from other suppliers.

Last year, Camu made huge investments as they nto\edigger
location in Helsinki and opened a new store in Tara@t the same time.
They have encountered strong competition especialliampere where
Prisma has an extensive selection of climbingmel& and outdoor
hardware, sold at reasonable prices. In generahuCws a reputation of
an exclusive but a bit expensive store for theesmé gear.

Varuste.net

Varuste.net is an innovative rapid grower at thieloor retail market. In
2008, the turnover of Varuste.net was 2 498 K€ yTiave doubled their
sales almost each year after the foundation oftibre in 2004. (Fonecta
Finder Yritystieto, n.d.) Varuste.net carries outide collection
specialized in climbing, skiing, diving and otheit@oor sports at a
reasonable price. The young-minded Varuste.nealsasre outside the
center of Helsinki but they also have an extrenséiygng online store at
www.varuste.net. Through the online store theyadile serve customers
also outside the capital area. Approximately 40%heir revenue
derives from the online shopping. Also many of theo purchase the
items from the store have checked the productsefilist and then just
pick what they want from the store. llkka Rajal@libne of the owners
of Varuste.net, explained when interviewed on Z®10.

At the same time, the online store is an importawit for the company
itself and the suppliers. The online store sergearainventory control
system for Varuste.net. When they receive an drder a customer for
an item, which they do not have at the stock ferrttoment, they make
an order to the supplier through an online formef;hat the same
platform the supplier marks the availability andivcery schedule of the
products. This information is automatically updatedhe websites and
to the end customer. The system has proved tolbehla and effective,
as the business is growing nicely. This systenmgtgelection and
reasonable prices are the core of Varuste.netsessc

3.2 Strongest suppliers

Although the retail sales of the sports industgvgby +4,4% in 2009,
the sports wholesale business did not grow the sataeAccording to
the Finnish sports and leisure import, manufacéne wholesale society
(Urheilu- ja vapaa-aikatukkuliikkeet Ry), the spgoand leisure
wholesale dropped -2,1% compared to the previoas yidis means that
the retailers have succeeded in lowering theirkseeel and selling out
obsolete goods from the previous years. (Sporttjgy3010, p.12) Also
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many retailers made relatively small preseasonrsride the year 2009
due to the unstable market conditions.

Suddenly, winter 2009-2010 was the snowiest wimt&tinland has seen
in many decades. Particularly, the sports retaitetse Southern Finland
were enjoying from the astonishing sales of wisfesrting goods.
However, as no-one anticipated the success, thack#sg was difficult
and many suppliers lost sales as they had ordecelittte and the
producers could not deliver refills. No-one knowthe next winter will
be as good, but at least the preseason ordersri@eased for the winter
2010-2011, as the retailers have fairly little lssasons stock left.
(Sporttimyyja, 2010, p.20)

In general, the majority of the best selling sugngliin Finland are
megabrands well-represented and sold worldwide.t&hatrongest
suppliers and their brands or field of businesdiared below in table 2.
The best selling top three is presented in moraildsgter the chart.

Table 2
Wholesales turnover in M€
2009 change

Supplier M€ % | Field of business / a few example brands

Adidas Suomi Oy 38,5 -2 | Adidas, Reebok (clothes and shoes)

L-Fashion Group 32,9 15,4 | Luhta, Torstai, Icepeak
| Oy Sultrade Ltd 30,3 4,1 | Catmandoo, Craft, Eston, Speedo, The North Face

Amer Sports Suomi Oy 26,4 3,9 | Salomon, Suunto, Atomic, Wilson
[ Hatti oy 22,4 7.4 | Hai

Nike Finland Oy 20,9 -4 | Nike
| Tunturi-Hellberg Oy 18,5 -10 | Bikes

Normark Suomi Oy 18,2 5,8 | Fishing, hunting and cross country skiing equipment
| Puma Finland Oy 14,1 24 | Puma

Reebok Finland Oy 12,2 9 | Reebok (ice hockey equipment)
| Helkama Velox Oy 12,1 -5,5 | Bikes

Micy Bjorkholm Trading Oy 10,8 -17,6 | Odlo, Garmont, Panos Emporio
| Haglofs Oy Ab 9,7 7,2 | Haglofs

Viking Jalkineet Oy 9,4 -3,5 | Viking footwear
| Oy Huntteri Ab 9 23,3 | Bikes

Berner Oy Sports 8,9 -17,6 | Woolpower, Slazenger, Nokia footwear, Dunlop
| Cycleurope Finland Oy 8,7 -15 | Bikes

IC Companys Finland Oy 8,5 4,9 | Peak Performance
| Bauer Hockey 7,6 5,6 | Ice hockey equipment

Karhu Ski/EBS Sports 7,6 - | Karhu cross country skiing, EBS football
| Vandernet Oy 6,4 -11,1 | Petzl, Arena, Bridgedale, Millet, TSL

K.Hjort Oy 6,4 -8,6 | Madshus, Toko, Tubbs, Skike + guns and bullets
| Wolverine Finland 54 -10 | Merrell

Sporttimyyja, 2010, p.20

Year 2009, the market leader in the sports supply Adidas Finland
Ltd with the sales of 38,5 M€ (-2% compared toghevious year).
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Adidas Finland compresses the sales of AdidasK£,4-4%) and
Reebok’s clothing and footwear sales 6,1 M€ (+9%).

Second best supplier at the market was L-FashiongOy with sales
of 32,9 M€. (Sporttimyyja, 2010, p.20) L-Fashioogp’s sport
wholesales figures compress the sales of LuhtatdipiRukka, IcePeak
and Skila Sport. These clothing brands are akadtidesigned in
Finland and they have an attractive domestic loukfd. (Luhta, n.d.)
One brand to be pointed out from L-fashion groulcéfeak. IcePeak is
a relatively new brand at the market, but has redgjood sales as a
lower priced sporting cloth brand. IcePeak widaidsat hypermarkets
and sports stores.

The third biggest supplier was Sultrade Oy withghkes of 30,3 M€ in
2009. The biggest brands of the importing compaayGatmandoo,
Craft and Eston. In addition to these, Sultradearigpe.g. Speedo, The
North Face, Umbro, Kettler and Mikasa. So, Suliadelarge
organization with many strong brands on divers mtskwhich explains
great sales.

4 Case Millet

This study was made to discover Millet's the brandge,
commercialism as a brand and competitively agaitistr equivalent
brands in the eyes of the purchasers. Also th@peénce of the
importing agent Vandernet was examined.

4.1 Brand

Millet is French outdoor and mountain brand foundedl921 by Mr.
and Mrs. Marc Millet. In the 40’s, their sons Rem# Raymond started
altering the previous backpacks for mountaineepungroses. Already in
the 50’s Millet was equipping expeditions to Himala. Today, Millet is
producing a variety of mountain equipment for exteeconditions. The
collection includes technical outdoor clothing;.day ice climbing,
mountaineering, downhill skiing, hiking, runningcadimbing. As
hardware, Millet sells backpacks for all kinds ofiaties from daytrips
to long alpine routes and shoes for alpinism, fgkinail running and
rock climbing. The collection also includes slegpbags and climbing
gear e.g. ropes.

Nowadays, Millet is part of the French Lafuma Grotipe Lafuma
Group consists of Millet, outdoor and lifestyle idal_afuma, surfing
and snowboarding brand Oxbow and horseback ridmgcauntry brand
LeChameau. The newest acquisitions of the groupaiaoor clothing
brand Eider and glamorous winter sport clothingntrKilly. The
Lafuma group is divided into four market divisidios financial
reporting purposes; Great Outdoor, Board sportgyrtlin and Country
market. The Great outdoor contains brand Lafumayr@eports market
brand Oxbow, Mountain market covers brands Milled &ider and the
country market consist of LeChameu. At the market,Lafuma Group
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is determent on keeping its brands separated aydathoperate
independently. So the mutual ownership basis i€ngihasized to
regular consumers, they see only the individuahdisa

In 2008, the annual turnover of the group was 26#1 The general
sales of the Mountain market (Millet and Eider)ressented almost 20%
of the sales of the group, 50,5 M€ in total. Miberresponds
approximately 80% of the sales of the mountain mtarkhe largest
brand of the group is by far Lafuma representimgoeit half of the sales
by 104,9 M£€. (Lafuma Group, n.d.). This is mostichuse Lafuma is
targeting ordinary people and everyday outdoor life

In fiscal year, 2008-2009 Millet reached the sale43,7 M€ with a
growth of 1,2%. The year was harder compared tpteeious year and
Millet was not able to maintain the same level@ivgh, which was
+6,2% year 2007-2008. In general, roughly 60% dfd¥is sales derive
from export and 40% represent domestic sales. Mgjoirthe sales by
product segments (60%) is contributed by the gatsn@%% of the sales
derive from backpacks, 9% from footwear and 6% fropes. (Material
of the Millet’s International sales meeting for ¥n2009-2010)

4.2 Millet in Finland

4.2.1 Importing agent, Vandernet Oy

Vandernet is a small import and wholesales entpdcated in Vallila,
Helsinki. The company has three main divisionsrtspcothes and
equipment wholesale, business gift wholesale andtoaction safety
equipment wholesale and retail segment. Vanderbgtgest customers
are the sports chains and individual sport stategartment store chains,
the industrial field and public sector and alsoititdvidual business gift
retail enterprises. The sales of Vandernet werd/& 4n 2009
(Sporttimyyja, 2010, p. 20) The company has appnaxely 20
employees.

Founded in 1989, Vandernet started importing opmratwith Maglite
flashlights. Currently, the company is importingpegximately 30
different brands. Vandernet's basic business isléa import such
innovative, high quality brands which can be solat least two of the
business sectors, if not to all three. A few of biggest brands, which
Vandernet Oy imports, include:
- Petzl: headlamps, climbing gear, ropes and equipmen
- Maglite: flashlights
- Arena: swimwear and equipment
- Millet: clothes, shoes, ropes, sleeping bags, badkgpand
other equipment for outdoor extreme sports
- Bridgedale: socks
- Camelbak: hydration solutions
- Light My Fire: plastic outdoor cutlery and equiprhen
- Wenger: Cooking knives, pocket knives and multipse
devices
- TSL: snowshoes and poles
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4.2.2 Sales history

Vandernet started importing Millet to Finland in0&0 At first Vandernet
operated as an importer for year 2003-2006, haaimgwn warehouse in
Finland. By having an own warehouse the wholesaarserve the
customers faster and more reliably, but therecgrerete risk in the
business as the merchandises is owned by the vatedeBuring this
period of time, the sales of Millet were around K3D- 798 K€ per year.
These figures include also the sales of Lafumanfakd, which was
imported at the same time. Later on, in 2008, tipgoirtation of brand
Lafuma was discontinued due to the difficultieshathe manufacturer.

In 2007, Vandernet changed the importation contséttt Millet and
transferred from importer to importing agent. Timsans less risk and
warehousing expenses to the middlemen as Finlangkgtto use the
Central-European warehouse, from which the delrgeare made
directly to the retailer. The change to importigg@at meant also more
attractive prices to the retailers as the impartetonger adds its own
margin on the prices. As the prices are lower gliealso higher
possibility to sell volume, to increase the amarirgold goods. This was
also one reason why Vandernet wished to changenihart contract.

The retail business of Millet in Finland is modigsed on the preseason
sales and small refills during the season. Millsb &as two seasons,
summer and winter, with mostly separate collectibm$-inland, the
sales have always been stronger in the winter seddibet has an own
clothing collection for the winter sports e.g. detiti skiing called Ride
On. The model, patterns and colors in this sere® lbeen colorful,
fashionable and practical for the past few wint&ére winter series has
been a success at the retailers who have produgezbtlection.

For the upcoming seasons the direction of the pezseorders is
promising. The preseason orders for summer 201 dsed a bit, but
the estimate for winter 2010-2011 is relatively do®dhere are great
seasonal differences in the sales due to the gowerneollection and
conversely rather weak summer collection. Summlecgen needs
radical renewal, so that it would stand out from $kores selection. In
addition, there is also more competition in sumohething, as the
collection with e.g. cotton t-shirts easily cometéth the lower priced
fashion stores.

When the global sales of Millet have been focusedlothing, also in
Finland the garments have been the key sellingpgear 2009, 88% of
the sales derived from garment sales. 7% of tressaime from sleeping
bag and backpack sale, 4% from shoes. The satbs backpacks and
sleeping bags had grown nicely by 43%.

As the outdoor clothing business is more diffienlEinland, there is
much potential in the other segments. For instancgeeping bags,
there is great potential at the Finnish market. J@ars ago, Suomen
Hoyhen (=Finnish Down, if translated into Englistije producer of
down products in Finland discontinued their sleggag business and
concentrated more on other down products: duvéksws and jackets.
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Joutsen, the brand of Suomen Hoéyhen is extremalyweed at Finnish
sleeping bag market and it is hard to find a repi&or the missing
quality down sleeping bags.

Millet has good sleeping bags both down and fitmich are selling
well at the few places they are sold in Finlanghe€sally, the small fiber
bags such as Baikal 750, the light, 7509 summepsig bag with small
packaging size and sufficient temperature ratiags sold well. Of
course, making the sale needs usually an extré &féon the retailer as
the brand is mostly unfamiliar to the consumer.

This is an area on which Millet should focus mar¢he future in
Finland. Offering the retailers concrete advantdgepurchasing
merchandises from several segments, would be aigeadAlso
suggesting attractive campaigns on the sleeping, lvéith an incentive
to purchase more that just a few models. If Millethes to be a
recognized sleeping bag brand, the consumers majhtotice it in a
store if there is only one or models at the sedecti

4.2.3 Competitors

The main direct competitors of Millet in outdooottling business in
Finland are Haglofs, Marmot, Halti, the North Facel Peak
Performance. These outdoor brands carry out sontesivhdar product
ranges and possess a quality image. They all peoeligc Gore-Tex and
soft shell clothing (except Halti, which uses owaterials), footwear,
sets of underwear and accessories. They alsodl trerdware in their
selection, e.g. sleeping bags and backpacks, yHagl6fs, Marmot
and Halti are selling them in Finland. Out of thése, Halti, is the only
domestic brand, others are imported labels.

4.2.3.1 Halti

In 2009, the turnover of Halti was 22,4 M€ (-7,4%lus figure includes
also the sales of the Finnish everyday sportingdrRaiski.
(Sporttimyyja, 2010, p. 20) Founded in 1976, Hadts succeeded in
creating a strong domestic quality image in conssimeinds. Halti
offers decent quality and nice designs for ordineams and continues
with a good sell-out in Finland each year. AlsoltHavests yearly great
amounts in marketing. Halti is visible in the Figimimagazines,
campaigns, stores and in the Finnish sports; thegsor for instance the
Finnish Alpine Ski Team. Still, Halti has not hém tsame success
abroad as domestically. The brand is exportingrtoduntries where the
success has not been as fluent as in Finland.

4.2.3.2 Haglofs

The sales of the Swedish Hagl6fs continue to gro®imland. In 2009,
the turnover of Haglofs in Finland was 9,7 M€ (#95)2 (Sporttimyyja,
2010, p. 20) The brand is sold widely at InterspdBportias, Scout
shops and many more. At the moment, Hagl6fs haglg §trong grip of
the market. People are familiar with the brand ismduality image is
high class. In Finland, Hagl6fs is mainly known €@ore-tex and other
outdoor clothing and backpacks.
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Previously, the material producer Gore-Tex® supgmbetnd promoted
geographically only the largest local Gore-tex brdn Skandinavia,
Haglofs received the support. This is one reasontivé brand is still a
renowned Gore-tex brand in Finland.

From the retailers’ point of view, Haglofs is a tityapartner. The
demand is good and the logistics work well. Haghids an own
subsidiary in Finland and the deliveries run smiyditom the Swedish
warehouse. Haglofs offers quality products, goadf siducation,
provides plenty of in-store marketing material am¢hases the demand
by precise advertising actions. In addition, Hagldgfter flexibility with
the preseason orders. The orders can be adjustecbincordance with
the previous season’s surplus, increased or dexteaseven cancelled
before the season.

4.2.3.3 Marmot

In Finland, Marmot is sold and imported from the biSGreendoor.
Greendoor is the procurement agent for the Scayisshnd is closely
linked to Partioaitta. Greendoor does not lissékes by trademarks, but
the general turnover of Greendoor was 1,68 M€ ar y©09 (Fonecta
Finder Yritystieto, n.d.). Greendoor imports alsoihstance Ospray
backpacks, Carinthia sleeping bags, Tatonka hard,&martwool
underwear and Hilleberg tents.

In Finland, Marmot is mostly sold in the Scout shapo, the brand is
relatively known, but limitedly spread at the mdrkhe sold items are
the mostly less expensive protective garments Myttient membrane or
summer clothing. Marmot is not as strongly a Goeg-rand in Finland
as for instance Haglofs is. However, Marmot hasseded in selling
also some tents and sleeping bags to the Scouyts.shthough, in
Europe and in US Marmot is famous for its high-entHoor products,

in Finland, the sales are more or less concentrtdzhsic garments and
hardware.

4.2.3.4 The North Face

The North Face is also imported from US, by Sultratl. Also Sultrade
does not show its sales by brands, but the otheorirad brands are
relatively large in the firm such as Catmandoo fiCEston and Speedo.
The sales in total were 30,3 M€ (+4,1%) in 200%8pnyyja, 2010,
p.12). North Face is sold relatively wide in Firdam Scout shops,
Sportias and Top-Sports. This has lowered the insagee brand; it has
become more common and city-like in Finland. Asteéor the

authentic athletes The North Face is not as “haht as it used to be
over five years ago. On the other hand, the brasd&ached the volume
sales by doing so.

4.2.3.5 Peak Performance

Peak Performance is a Swedish brand, originaliyftiee down hill
skiing center Are. In Finland, the brand is impdr®y the IC Company’s
Oy. The sales of Peak Performance in Finland w&&/& (+4,9%) in
2009. (Sporttimyyja, 2010, p.12) Peak Performandée most
fashionable brand of the five presented brandsy Tlage the high-end
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Gore-tex jackets and soft shells, e.g. for skitrgining and golf, but
they also sell relatively large amounts of sweatstaind fashionable
leisure wear. Peak Performance is widely sold ikoSpStockmann,
Intersport, Stadium, some Kesports and Sportid,sgotes and fashion
stores.

4.3 Results

A study was conducted in order to find out Mille$ttus in Finland in
the eyes of the retail purchasers; its brand imeg@mercialism,
competitively against other equivalent brands. dine was to define the
most problematic parts of the brand in Finlandadidition, the
performance of the importing agent Vandernet isrerad.

This study was conducted as a qualitative studgxpkined in chapter
1.6.

Evaluation of the interviews

During the analysis and rewriting the interviewsyas noted that not all
interviews were alike, some of the respondentsnmaénswered to all
points and point of views noticed in other intewse Also many times
the interviewer had not asked enough specifyingtpes such as why
and how, and thus many responses were left witte@soning and rather
superficial. The results of study are informatie@ady, but continuous
reasoning in the research phase would have brebglstudy and its
analysis to another level

Also, it turned out to be pretty difficult to focos the core issues in the
data. As in retail business, every matter is linteedach other and the
summary of all the details defines whether a prodalis or not and
whether it is profitable to the retailer. Perhdps tesults could have
included fewer points more in detail, but sinceytivere all seen as
valuable information to the commissioning partyndarnet Oy and to
the manufacturer Millet SA, majority of them argkined in the thesis.

4.3.1 Ideal brand

Product; quality, margin and circulation

When asked what the features of an ideal brandlaeespondents
were very unanimous. Most of the mentioned featwe® related to the
actual product; good quality was mentioned 10 tirgesd price-quality
ratio 8 times and the functionality 7 times andathility of the product 3
times out of 12. The product should also give #tail store a good
margin, this was mentioned 3 times. These essda#salres encourage
the purchaser to buy the product to the stores.

These results are backed by the Finnish sportsinds professional
magazine Sporttimyyja. The Finnish Sports retaitaeis yearly ranking
the suppliers based on e.g. their products anchtipeal qualities
(Sporttimyyja, 2009, p. 18-25). Two of the impaorttavaluation criteria
in the ranking are the quality of the products #redreceived margin and
circulation of the products. “The storekeepers lolasely at the
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received margin and the circulation of the produsitsce it is the basis
of the business and the source of the revenuewisyamargin and
circulation are the summary of the demand, accuoatiye deliveries
and marketing.” If the products did not contribtaeghe margin well, it
is not easy for a supplier to resell the same ptstho the storekeeper
again. (Sporttimyyja, 2009, p. 22)

Demand and sellout

The interviews show how the purchasers highly apate a brand with
features, which guarantee the sellout. These iedlod existing demand
(6 out of 12 respondents), renowned brand (5getttre design (5) and
reasonable price for the consumers (5). This stmayhasizes how a
quality product is extremely easy to sell whendhstomer is familiar
with the brand, and pleased with the appearancéemhahical features of
the product.

This is stated also in Sporttimyyja (Sporttimyyg809, p. 19). One of
evaluation criterion for the suppliers is the dethand the market’s
aspiration for the products. “If the demand is higife product is most
likely easy to sell at a considerable price. TlEmdnd can be the result
of the supplier's marketing actions or the trend ba totally
independent. All in all, the demand means positivege for a brand and
pleasant supplier-retailer interaction. “(Sporttyjédy 2009, p. 19)

Accuracy of deliveries

Another crucial point in evaluating and selectirgugaplier is the
accuracy of the deliveries: delivery times and quias. If the delivery
fails to meet the agreed timing, the delay can auoglanned campaign or
eat up the product’s margin and thus the basiseotale. The smooth
logistics is increasingly important today, whenyoalfew suppliers have
their own stock in Finland and the deliveries grerated e.g. from a
Central-European warehouse. (Sporttimyyja, 20@)pT his was also
stated by the interviewees who had both good addekperiences of the
deliveries. A delay in the delivery affect directhe sales period of the
product and its margin. In addition, it might cafisancial penalties
from the retail chain, if the retailer cannot sb# product during the
particular season.

Performance of the supplier

The interviews point out how in an ideal case,dlygplier offers the
purchaser easy, efficient and long-term cooperafibis includes a
good organization, active sales, on-time deliveaesurate invoicing,
reasonable distribution channels and retail pastfera brand.

The need for a competent, active sales represesiatalso stated in
Sporttimyyja. The previous sales statistics givedhidelines for the
following seasons; still the supplier-retailer sadee about personal
selling. “The storekeepers value the seller’s gbib serve the retailer
and willingness in making the sale. Also, the sigrjd sales
representative needs to gain the storekeeperishyusaving
competence of the sold products and field in gdnkraddition, at least
fairly working chemistry is needed between the bwayel the seller”.
(Sporttimyyja, 2009, p. 19-22)
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Sales support and education

According to the interviewees, the purchasers lalsg for support to the
sales floor. Well-made sales support material faff and consumers
enable self-service and support purchase decisithe store.
Storekeepers desire suggestions of product displslyops and on
windows from the supplier or already from the magatiirer. Also
cleaver marketing actions are appreciated.

Such marketing, where the storekeepers receivetdivpport and
advantage to their own sales, is highly appreciafed storekeepers
value the suppliers who have close relationship e store and
communicate actively with the sales force. (Sponyija, 2009, p. 22)

In addition, the interviews point out how the sugpshould offer quality
education and training on materials, functions lkeeyselling points of
the product. The training should emphasize hovelialse products to
the consumer, on their conditions by listening® ¢ustomer, making
product suggestions and explaining the importaaiutes. In addition,
the training should remind the sales force, whiehthe most profitable
items of a brand i.e. which products bring the rimatg the store.

4.3.2 Millet’s performance

Product; Quality, margin and price

The respondents discussed freely about their extpegs of the brand
Millet. All twelve respondents had a positive imagjehe brand. Almost
all of the respondents, 11 out of 12, rated Midletuality to be good;
three of these respondents even rated the proaubeshigh class. Other
describing features were: technical, youthful, bling related special
brand, strong outdoor brand, top end brand fovaautdoor people,
comparable with other equivalent brands, partihitasable, basic brand,
traditional brand, and brand which used to be ag®o.

All ten of the twelve respondents, who mentionadepin the interview,
stated the prices to be higher than the averagen3espondents
evaluated the prices to be above the average ael thspondents rated
the prices at the second highest level. In addithoie respondent
mentioned some products to be over priced. In génidse high prices
were not seen as a negative factor, it was seacciordance with the
good quality (7) and was affordable to the cust@n(®). Still, to reach a
good sellout and sell quantities, the products maespaign prices to
attract customers (6 respondents). Otherwise, avittirly unknown
brand (see conspicuousness) it is not easy ttheefiroducts to the
consumer (see sellout).

Demand and sellout

According to seven respondents, in Finland, Midlefientele consists
mostly of young and active consumers; outdoor minuieople, skiers
and climbers. One respondent stated that in additiahis Millet is sold
also for average consumers as winter clothingtyoasid for school.
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In general, the respondents’ have contradictingiops, whether
Millet’'s products are easy to sell to the consuneensot. Half of the
respondents say that the Millet's products aradtliff to sell. The seller
needs to convince the consumer to buy a Millet peodsince the
consumer does not know the brand (mentioned twedjmt has no
spontaneous demand (two times) and the pricesighgtivo times). Six
of the respondents stated that Millet's producesdnen attractive
campaign price to have an easy and good sellduteelpurchasers
stated that Millet is easy to sell to Millet's owhentele, who know and
appreciate the brand. Only two respondents wegsptewith the natural
sellout of the brand to all customers. One responsid that the sellout
depends greatly on the colors, patterns and desitire product. Some
products with attractive design have sold prettil we their own.

Recognition of the brand/ Conspicuousness

When asked how known the brand is among the consyithe
responses go hand in hand with the ease of theFSa¢epurchasers out
of twelve said that the consumers do not know thadbat all. Six of the
respondents said the brand to be somewhat knoersniiall target
group of climbers and skiers know the brand, betrtajority of market,
the basic consumers do not recognize the bran@itMdinly one
purchaser considers Millet as a known brand ambegonsumers, the
second best known brand in its category, right &feglofs. This factor
varies greatly between cities and regions. Mibidbést known in the
bigger cities in the capital area, in Southern ldodhern Finland, but
even there the brand does not reach wide knowlefitiee market.

Accuracy of the deliveries

In total, five respondents out of twelve were geibatent with the
deliveries of Millet. Four purchasers had had pesiexperience on the
deliveries of preseason orders. Other respondests mot so pleased
with the accuracy of the deliveries, that they wasethe best of quality.
Even if the preseason orders were made in timee srthe already
confirmed products can be cancelled or deliveres ue to this, a
purchaser was even wondering if the Central Eunopeantries are able
to refill their stores from quantities reservedrionish preseason orders.
Others had also had negative experiences concetmeraccuracy of the
deliveries.

One purchaser mentioned another crucial pointferaccurate
deliveries: the Finnish weather. If Gore-Tex clathis delivered to a
store in Northern or Central Finland in Novembke $ales season is
automatically already over. This is why the Gore-&ed other lighter
clothes for autumn need to be ready in-time andeleld according to
the schedule already in the end of August. Oneoousst had had
interruptions in the deliveries due to financinglgems. The respondent
underlined the urgent need of information flowhege kinds of
situations.

Concerning the refill possibility during the seasonly three of the

respondents were satisfied with re-ordering fumstiand availability. To
improve re-ordering service, one of these contetatlers desired more
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transparency with the inventory. This way, theyld@ee the current
availability already before placing the order. Ogip®to the previous,
four respondents felt the re-fill option difficidhd inconvenient.
According to these respondents, there is no guseahat there is any
stock left and the delivery from a Central Europeamehouse is time-
consuming. A respondent underlined how the fluefill possibility
would be great customer service, especially dutiege unstable times,
when one cannot order larger preseason orders.

Product selection

Seven purchasers out of twelve considered theatafeof Millet to be
comprehensive and wide. One purchaser even daitiard to stay
focused on the articles one needs for the stoedéxson as it is so wide.
The collection should be made more simple and neaiag, in store and
in the purchasing situation. There are too manylapping products
which could be cut out. Another purchaser mentiahedsame matter
concerning the hardware; the backpacks selectionldlinclude the
hardcore products and the less high-tech, ordinaige sensitive
products, but the solutions in between should b®cy since they
hardly ever work.

Five respondents said they really like the Millesfgle. It is good
looking, original and stylish. The products distirgh from the ordinary
outdoor clothing. Especially some of the colorgtgras and cuts on
women’s clothing have been really successful amndaiso good sellouts
due to the design. Also some of the latest wintdections were
appreciated. Still, the too fast renewal of thdemion was seen as bad
thing. The collection needs to stay fresh and reitsif but it should not
happen on a too fast pace, which has recently maobe

Also, the sizing of the clothes was seen as amwvemience. According
to seven respondents, the sizing of Millet is to@k for the Finns. One
respondent even stated that the fit is too Meditezan, too small, to fit
the regular Finnish consumers. Still, there wese alvo buyers which
were pleased with the fit and found the smalleesizs an advantage.
More importantly, the respondents underlined thatdizing of the
clothes should not differ between the different eledproduct lines and
seasons. If they do, it causes a bias in the stereé selection and
purchase of e.g. too small products and the lackefarger sizes. If
there are different fits in the collection, thioshd be mentioned clearly.

Performance of the supplier: Vandernet

Sales

The performance of Vandernet’s sales represensaiwaes seen good.
Nine out of twelve respondents were pleased witctirrent sales
action of the representatives. In general, the sefiresentative’s of
Vandernet Oy have been open and cooperated wélitatbuyers.

What the purchasers desired more was concentrmatigneseason order

sales situation. A crucial point is to have all #aenples at the same
time, so that the product decisions can be dooaénsession.
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Previously, this has not been possible; there \vesya a few items
missing. Also, better preparations before the sgitaation were longed
for; three purchasers would like to have more readge and
customized selection from the seller. So that dtleiswould select
particular items from the collection, which he/sheught to be the best
suiting for the particular store. One retailer ghat this customized
selection had already been done well. In additiwn, retailers would
like to have more products suggested and offerédida of their normal
selection, e.g. shoes and underwear.

Already in the preseason sales situation, thersadleld suggest and
display matching products and product entities.sérgiggestions
should come already from the manufacturer and bessiin the product
catalogue. Also, a real showroom was asked foryevtiee products
could be well displayed and gone through in peackcaiet. In addition,
the office could have collections of continuingeg@roducts so that the
sizing could be easy to see. A respondent requettedin option to
cancel one’s preseason orders if needed. In tisat dahe store has a
big over stock from the previous season, they coatttel the orders for
the next one before the delivery. Currently, thpan is given at least
by Millet's competitor Haglofs.

In addition, the sales should not be forgottenrduthe season. A few
retailers felt they had to ask close out lists affiers during the season,
although this should be sales representative’sigctowards the
customer.

Also the sales practices and sales support condisbould be made
clearer. What the sales conditions are; limitspioce reductions, limits
for receiving marketing support and the actual pdoces of receiving
the financial support. Also the logistics and wangde management
should not be done too complex from the retailpost of view.
Vandernet should manage the entire supply chairtjrgg from the
samples and procurement to the final sale.

A couple retailers reminded also that Millet shokeep its carefully
selected distribution channels and not offer ttanbrto all sports
retailers and distributors. As a specific, spebrahd, there is a limited
amount of good retailers Millet can have in Finlawwhen these
channels are well-selected, the brand image stags and appreciated.
So far, the retailer selection was been seen good.

Education

The need for the product training and education se&s directly linked
to the purchased quantity. The smaller shops whirhhase only a few
items from Millet occasionally saw that there wasneed to train the
entire staff. The purchasers received sufficientpct information in the
B2B purchase situation and were able to train thtaiif themselves.
Also some small shops which had a long sales kistadh Millet, did

not need the training as much. With familiar, coatng products they
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had learned more year by year and they were eveitidawith the
evolution of the products.

In general, the product training was seen as aoritapt sales supporting
factor. The purchasers were content with the ctedacation and
guidance the Vandernet's sales representativegifiad to the sales
force. Usually, the trainings have had good costevibstly, the
purchasers desired practical sales argumentsda@ales force, how to
serve the customers the best according to thetgsnased bearing in mind
the profitability of each product. Of course, thiarid, product and
material information are important to know, but miosportant part of
the training is to help the sales force in makimg $ales, so practical and
attractive information which can be understoodh®s/¢onsumer were
most wanted. In addition, one customer was lonfpngnore activity
from the supplier’'s part for setting the trainingtes, so that the retailer
would not have to ask for a product education, ithabuld be
automatically suggested.

Marketing

In general, marketing was seen as a crucial m@itéhe success of the
retail sales. Still, majority of respondents fakt marketing of Millet in
Finland is relatively poor and needs more emphagiaiostly, the
retailers longed for strong general brand markefling retailers pointed
out that the brand marketing is a key elementéating the demand for
the products. The preferred channels for brand etiads were
advertisements in the outdoor magazines such &s &t ladies
magazines such as MeNaiset, Anna and Kodinkuvalglst the local
news papers and TV commercials were mentioned. d¢f affe
respondents found the brand marketing to be moperitant than the
marketing executed with the retailer.

There were also four retailers, who preferred supppthe marketing
actions of the retailer over the brand marketingese retailers stated
that it is more intimate and brings more directdfés to the sales. One
of them also mentioned that the amount of the gmarketing support
should be in a concordance with the customer’'shases. There were
also a few purchasers, which found both of theséetiag methods so
crucial they did not wish to pick one over another.

In addition, a few retailers wanted to underline ¢juality of the
marketing. This means that the focus of the actshrmaild be specifically
thought. The attractive advertisements should b®lidlat's core
products; the successful, quality items such ag @& clothing or Ride
On series highlights. The marketing concept need tjust right to
have a good return on advertising.

Also, more emphasis was longed for the in-storeketarg. A couple
retailers requested more concrete display ideasvamtbw decorations
already from the manufacturer. Intersports use 66x6frames in their
stores, so action pictures of the particular sizeavasked. Also, one
retailer was interested in A4 info sheets, withcdype and some
specifications of the product, which could be usette store. There was
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also one retailer, who saw the small product cgtae quite expensive
and useless, since they present only some produish might not be
in the store’s limited selection or even sold inl&nd at all.

4.3.4 Competitors

When asked, which five good outdoor clothing bracaise to mind
first, 10 purchasers out of 12 said Millet. Thiswaer does not give
objective information, since the respondents krienimterview was
about Millet. So, in this question the accuracyhef result of the brand
Millet can be debated. Still, this question givestejgood information
on purchasers’ image of which are the quality bsaom the outdoor
clothing market in Finland.

A clear competitor was found, when nine out of weelespondents
mentioned Haglofs as a quality outdoor brand. Alseen respondents
mentioned the domestic brand Halti. Other brandsived more
dispersion. Five out of twelve respondents listgdlfaven and four the
North Face, Marmot and McKinley. Sasta was mentidheee times
and Mammut, Patagonia and Mountain Hardwear twegir®nly one
purchaser mentioned the following brands: 8848k Reaformance,
IcePeak, Salomon, Sail Ski, Rab, Mountain EquipnaaadtFinnsvala.

5 Conclusions

5.1 Summary of the challenges of Millet in Finland

In general, Millet has a positive, quality imagehe eyes of the retail
purchasers. Still, Millet is not selling extreme&¥ell in Finland. Here is a
summary of the causes:

- Lack of brand marketing

- Low brand awareness among the consumers

- Not enough spontaneous demand

- Difficult to get in to a store’s selection with aile demand

- Strong equivalent Haglofs is sold widely

- Milletis not in the list of required purchasestioé retail

chains i.e. in a campaign or a private label

5.2 Proposals for improvement

As the majority of the consumers are not familighwhe brand and it
has little natural demand, it is clear that thespacuousness of the brand
needs to be enchased. The brand needs active mgraatl advertising
actions, for instance, in the ladies magazines agdiieNaiset and in the
outdoor magazine Retki. The marketing budget alextay Millet is not
enough to increase demand at the market. So, dedotithe current
marketing budget should be allocated exclusivelyhéomarketing in
Finland by Millet.

Another important point; the sales practices amesssupport conditions
should be made clearer. What the sales conditi@ndimits for price
reductions, limits for receiving marketing suppamtl the actual
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procedures of receiving the financial support. Ehgsould be all stated
in the sales conditions, on the cover page of thoe fist. For instance,
with the purchases of 10 000€ the store would vecBD0€ for
advertising in the local news paper, when delivgthre copy of the
advert to the agent.

In addition, more emphasis should be put on thépegent sale. The
backpack and sleeping bags ranges of Millet hawel gpality and
reasonable prices. They should be offered to ttaélees more actively.
For instance, offering the retailers concrete athges for purchasing
merchandises from several segments. These corglgloyuld be made
continuous, so that the retailers would know theradvance for the
following seasons. Then, the clothing and hardvparehasers could
plan their possible cooperative purchases beforklfsso, offering
attractive campaigns on the sleeping bags, witin@mntive to purchase
more models that just a few, would be a good itfddillet wishes to be
a recognized sleeping bag brand, the consumerd magimotice it in a
store if there are only one or two models at thecsien.

In addition, a separate consumer catalogue sha@uiddule on the
sleeping bags and on some larger backpack suchwsli, Namche
and Odyssee. The consumers like when they ardaltdehe catalogue
home and go though the specifications of the przdagain. They also
remember the brand, product names and possiblerstaasier, if they
have it on a paper.

In general, Millet should not look for more retaden Finland. In such a
small country as Finland there is a limited amafrgood, trusted
outdoor retailers. If the amount of retailers isrgased, the credibility of
the brand is easily ruined. Today, Millet still lers authentic quality
image in Finland. So, it should not be weakenedébes volume’s sake.
Rather, the growth should come from the existirgi@mers by
expanding their product range.

5.3 Evaluation of the Study

The aim of the thesis was to explain the markeiclvtvas done
somewhat thoroughly. All the key features wereodticed explicitly.
Also the challenges of the case Millet were ead@iined and the
solutions and suggestions made.

In the beginning, the thesis suffered from the laicthe theoretical
background and it was hard to find references ersports retail sector
in Finland. That's why interviews were used mamnygs as a source of
information, since there was no written data. Ntheeless, the study as
such is pretty comprehensive cross-section of thkket and the high-
end outdoor clothing business in particular.

The actual analysis of the data on Millet couldenbeen more precise
and bring out more new ideas. The only limitationrhore profound
analysis was the lack of the question “why” durihg interview
situations. By adding a few more additional questjdhe data and
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thereby the analysis could have looked differefgoAthere were some
questions, which turned out to be irrelevant andldcoot be used in the

analysis at all. So, more careful formation of goestions could have
made a difference.
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