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Abstract 
A small Swedish architectural firm performs a strategy to internationalize in Swe-
den, Denmark and Norway, even into the most northern parts, Lofoten and Sval- 
bard. These countries and areas exhibit similarities and differences, providing 
opportunity and barriers for architectural businesses to expand. Three strands of 
literature are used, business of architectural firm, internationalization and strategy. 
The empirical material from the Swedish architectural firm, is gathered through 
semi-structured interviews and desktop research. The finding indicates that, when a 
Swedish architectural firm internationalizes into the outskirts of the Scandinavian 
market, the firm must strategize in three dimensions: Business, the firm need to have 
a product or service that is needed by cross-border clients. Opportunity is a process, 
where flexibility and adaptation is needed. The firm should execute an international 
project through creating synergy and customizing the service to cross-border clients. 
The strategizing should be specific, fit, flexible and align with a multifaceted 
situation. 
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1 Introduction 

Energy consumption in buildings and housing in the arctic, especially in post second world 
war construction, has been extensive. Strategies of transforming arctic buildings in a 
sustainable direction are therefore needed. Such steps would often be viewed as an issue of 
the national institutional set up, which is expected to set up the right incentives and 
obligations. Yet the arctic transition can also be contributed to by entrepreneurial 
initiatives of smaller players [1]. This paper aims to map and analyze a strategizing 
process of an entrepreneurial architect firm contributing to arctic sustainable transition. 
The framework is based on concepts of strategizing and internationalization of profes-
sional services, building companies and architectural firms, as well as entrepreneurship. 
The case is a Swedish architectural firm realizing green buildings in Norway (labelled 
"Green" here). The process is mapped and analysed. The findings and implications are 
further elaborated.  
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2 Method 

The research is conducted by a qualitative research method. The empirical material is 
gathered through semi-structured interview and desktop research, then, scrutinized with a 
theoretical framework. Furthermore, the interpretive technique is based on an abductive 
research approach [2]. A Swedish firm "Green arkitektur" was chosen according to the 
research aim, an entrepreneurial architectural firm. The firm is required to have business 
activity or projects in Norway and Denmark. For the analysis, the material was transcribed 
and digested, additional theory was added. Finally, the analysis and discussion led to 
research findings as well as answers to the research question. The paper built on a master 
thesis [3] 

3 Framework of understanding 

The theoretical framework is constructed of three main parts; business of architectural 
service firm, internationalization and strategy. 
 
3.1 Architectural firm as professional business 

Architectural firms are a type of professional service firm which are knowledge-intensive 
[4, 5, 6, 7, 8]. Cramer and Simpson [9] conceptualize the "design enterprise" model which 
consists of four key success factors. They are marketing, operations, professional services 
and finance. Marketing is a process which connects firm and client; it builds on reputation 
[10] and in addition, it leads to projects [9]. The operation is the process in which works 
are organized. It is activities of establishing and managing work. The high-quality 
operation as well as right context can contribute to optimization of time, talent and 
productivity [9]. In terms of professional services, tangible products which are drawings, 
models and specifications are an important part, but the value of services is also idea 
generation and problem solving. For finance, it is about collecting and managing money, 
income and expenses [9]. 

3.2 Internationalization 

Some architectural practices internationalize to meet the needs of international clients 
[11]. However, this is not the only reason and we will identify the others below. Winch et 
al [12] additionally describe and analyze different modes of entry to foreign market, mode 
of association or organization of architectural exports, and the difference of performance. 
Four different modes of entry into foreign markets are prevalent [12]: 
 

1) follow the domestic client with investment in a foreign country,  
2) participate and win an architectural design competition,  
3) participate in formal or informal selective tenders, and  
4) use referral from a network member. 

 
Mode of association is the next problem firms have to pass through. Working abroad 
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requires working in new ways because the institutional context varies significantly be-
tween countries. Winch et al. [12] identify five modes of association in foreign context. 
Those are 1) form a temporary association with a local practice, 2) open a temporary 
project office, 3) join a network of architectural firms, 4) create joint venture with a local 
firm, and 5) use owned subsidiary. There is also a link between mode of association and 
strategy. 

 
3.3 Strategy 
Strategy is here defined as "a course of action for accomplishing an organization's pur-
pose" [13]. Wit and Meyer [13] employs a problem-driven approach to strategy which 
elaborate strategy in three dimensions; strategy content, strategy process and strategy 
context. 

In terms of strategy content, the focus is on business level strategy. Wit and Meyer [13] 
claim that strategy content determines "what" strategy should be for firm. The "fit" 
between organization and its environment is required in order to accomplish the business 
purpose. Wit and Meyer [13] claim that an alignment of resources, activities and service 
offerings contributes to the business model which firm employs for value creation and 
competitive advantage through creating "superior value" to clients. Furthermore, it creates 
tension between the resource base and value chain in one direction and market demand in 
opposite direction. For the process of strategy, strategy formation is emphasized. The 
perspective of strategy as "course of action" can be seen in two complementary 
viewpoints: "intended" and "realized" actions. The intended strategy refers to a "pattern of 
decision", prior to action, made by individuals or organizations. The intended strategy is 
built up by strategy formulation process and followed by strategy implementation process 
which together constitutes "strategy formation" [13]. Strategy formation is therefore 
undertaken in a tension of deliberateness and emergence. The deliberateness is the realized 
strategy which is intended while the emergence allows strategy to be formed without 
precedent intention. 

The last dimension is strategy context. The strategy context concerns environments or 
circumstances where strategy is formed [13]. Managers have to take these contexts into 
account, since they can provide limitations as well as opportunities, a tension between 
"shaping" and "adapting to" the context. The firm has to face a tension between 
globalization and localization that obliges the firm to configure its activities [13]. 

4 Case: Green arkitektur and the glass-house concept 

Green, a Swedish architectural firm based in Gothenburg, was established in 2013. It 
employs two architects and operates several projects in different phases. Most are in 
Sweden, and a few are in Norway, the arctic area. Green has introduced "glass-house" as 
core concept on the basis of sustainable architecture and greenhouse building. It is 
initiated by a partner in the network who had built his private house, the Eco-house, by 
applying a greenhouse concept. It gained attention from many people included the Green's 
owner. Thus, it led to the connection and collaboration. Then, the network was formed and 
the concept has been developed. The house also gained attention from Sweden-A project's 
owner which, later on, Green designed her facility as a tourist attraction in central Sweden. 

Cold_Climate_HVAC_2018, 100, v2 (major): ’Mixing Hot and Cold: Fiery soul Archite � . . . 3



This project was considered one of Greens most successful projects. Following the 
success, it was published in professional media and it reached international clients. Two 
contacts lead the firm to projects outside Sweden. Both are in northern part of Norway. 

Regarding the core concept, it is an integration between a residential and a greenhouse 
building. However, when transformed into a realized building, the integration is based on 
several solutions and leads to different designs. The residential building area can serve as 
indoor living space with various functions such as normal living, conference, working 
space, or etc. The glasshouse is utilized as semi-outdoor living as well as plantation area. 
This allows and encourages residents to have outdoor-like activities within the glasshouse 
area. 

Within the glasshouse, the environment is automatically controlled. The temperature 
within the glasshouse is slightly higher than outside temperature. The temperature is 
controlled by ventilation lids which are adjustable and installed in the glasshouse roof. In 
terms of seasoning, the warmer condition is longer than in normal seasoning and is an 
appropriate circumstance for plantation also of warmer climate plants. The duration for 
planting is expanded around 4-5 months compared to normal cold-climate condition in 
Sweden.  

The “internal” residential building can be built with various local materials, timber, 
concrete, or steel. The greenhouse is built of glass with steel structure. Both roof and wall, 
as a glasshouse building, are a building enclosure.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Fig. 1. Conceptual drawing of the Greenhouse [14] 
 

The glass enclosure and steel structure is pre-fabricated by a Danish manufacturer, and 
transported to site for installation. Regarding sustainability, the building is also equipped 
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with ecological wastewater treatment system which provides recycled water for plantation 
and other activities. 

The Norway-A project is located in Lofoten, northern Norway. The owner intended to 
create a tourist attraction point. After seeing the Sweden-A project on the internet, he 
made a contact and explained his idea to preserve an old barn and to build a big 
glasshouse around it as a new facility. The Green provided professional services in the 
brief design phase. The project is waiting for financial approval at the moment. Another 
project is Norway-B. It is in Svalbard, far northern part of Norway. The client is a local 
artist with his intention to build an art gallery. In addition, the glass-house will be utilized 
as plantation area. It will be planted with nutrition plants or vegetables which might not be 
able to grow normally despire harsh outdoor conditions. Before making a contact, the 
client found the firm on internet. He has been attracted by the Sweden-A and Norway-A. 

5 Analysis  

5.1 Business 
In terms of marketing, there are two different approaches which are "network marketing" 
and "process marketing". They are exemplified by the Sweden-A and Norway-A projects. 
Sweden-A was acquired through Green's network after the client was attracted by the Eco-
house whereas Norway-A was by walk-in contact. This type of marketing can be 
understood as "process marketing" [9]. It can be viewed as a traditional marketing since 
the client's buying decision is linked with firm's offering. For operation, the operational 
activities are analyzed in two significant aspects; organization and network. A two person 
staff can be considered as almost the smallest possible organizational unit. It is also a 
typical size of architectural firms. More than 90% of Swedish architectural firms have less 
than ten staffs [15, 16]. The "Sustainable building" is a network, key resources or strategic 
alliance with different knowledge and specializations. This represents the characteristic of 
knowledge-intensive firm. The professional services are in the form of architectural 
design. The glass-house concept is employed. Outcomes and value are delivered in the end 
of the process. The services also represent the intangibility, heterogeneity and 
inseparability as specific characteristics of service business. Furthermore, in many 
projects, such value can be transmitted to be a significant part of client's business.  
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Figure 2: Mock up of the Greenhouse [14] 
 

Finance is seen in terms of revenue, expense as well as profit of the organization. The 
major expense is employee's wage. At a time, the employees are also main resource and 
capability. 
 

 
5.2 Internationalization 

Green's internationalization occurs to meet international client's needs. The two projects in 
Norway develop when clients contact the firm, positing that their needs cannot be 
accomplished by local Norwegian architects. Once started, the internationalization 
consists of several processes transforming the firm's operation from domestic to inter-
national including mode of entry and mode of association. The mode of entry to the 
foreign market is by utilizing marketing as a key component based on their specialization. 
The firm is then invited through informal selective tenders. In the Swedish market, the 
firm gets projects based on personal relationship and network. However, in the 
international market, the cross-border clients contacts, the firm as walk-in clients. The 
firm appears to obtain contact and contracts as a result of specialization acknowledged by 
the clients. This specialization attracts the clients whether in domestic or international 
market. In terms of association and project execution, the firm plans to seek for a local 
partner, possibly an engineer, to undertake the work that relates to the local Norwegian 
context. And by doing this, to overcome the differences in building regulation and 
collaborative culture between Sweden and Norway. This represents the extension of the 
area of (local) knowledge [12]. In addition, it also reflects a characteristic knowledge-
intensive organization. 

5.3 Strategy 

In terms of strategy content, per Wit and Meyer [13], the firm's competitive advantage is 
mainly contributed by glass-house concept which is the mixing between a residential and a 
greenhouse. Such concept provides specific characteristics, for instance, controlled 
environment or warmer condition. In addition, the concept of sustainable architecture is 
delivered through greenhouse building. In another perspective, these service offerings 
based on fjrm’s resource and activities lead to "superior value proposition" as well as 
differentiation.  Both in terms of energy performance and esthetical features. The 
Greenhouse enable growing plant in a northern climate and can be perceived as an 
attractive and creative frame around customer oriented commercially oriented activities. 
For Green, this can be obtained by making variants of the firm’s core concept. Further 
aspects of competitive advantage are product leadership and customer intimacy is obtained 
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through a process of design customization in interaction with the client. The value also in-
cludes service activities after the design process. 

The strategy (process) is gradually realized in the domestic market. Nevertheless, some 
situations emerge that provides unplanned opportunities to enter foreign market as a result 
of the marketing effort which reach international clients and actually contribute with a lot 
of unintended opportunities. The strategy is deliberately processually strategized, 
additionally, direct in connection with single project execution. The strategy is thus also 
formed during activities the firm undertakes in each project. Therefore, the strategy 
formation consists of both deliberateness and emergence at the same time. Adding to the 
intended strategy emergent situations occurred, followed by the international projects. To 
seize that, the strategist has to consider various factors; resource, capability as well as 
differences and similarities between two countries. Ultimately, the strategizing process 
also leads to plans for finding a Norwegian partner as a part of operation. 

The Scandinavian market, as the context, determines scope and level of internation-
alization for Green since the firm considers international projects in Scandinavia as an 
emergent opportunity to perform its operation. For Green, the synergy exists, since the 
core concept is sustainable architecture which is extensively accepted in Scandinavia. 
However, when the firm internationalize, it encounters differences between countries. 
These contribute to tensions during the internationalizing process. Scandinavian regulation 
in 2017 shares many similarities, but some regulations are still national and different 
between countries. The design process works as a localization process and assures the 
value adding for the client. Thus, the design process provides local responsiveness as well 
as global synergy. 

6 Conclusion 
The aim of the paper is to map and analyze a strategizing process of an entrepreneurial, 
fiery soul, architect firm contributing to arctic sustainable transition. The firm performs a 
strategy to internationalize into arctic parts of Norway, Lofoten and Svalbard. This area 
exhibit similarities and differences to the rest of Scandinavia, providing opportunity and 
barriers for architectural businesses to expand. The framework of understanding put 
together three types of literature, first on the business of architectural firms, second on 
internationalization and third on strategy. The empirical material from the firm, was 
gathered through semi-structured interviews and desktop research. The finding shows 
that, when a Swedish architectural firm internationalizes into the outskirts of the 
Scandinavian market, the firm must strategize in three dimensions: First in a business 
dimension; the firm need to have a product or service that is needed by clients in new 
context abroad. Second “opportunity” should be viewed as a process, more than an 
occasion. And flexibility and adaptation is needed. Third the firm should perform an 
international project through creating synergy with existing competences and customizing 
the service to cross-border clients. The strategizing should be specific, fit, flexible and 
align with a multidimensional situation.  
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