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Company
Schenker Storen AG, a window-blind ma-
nufacturer, is a market leader in Switzer-
land. As the company’s aim is to expand to 
foreign markets, four countries were consi-
dered to be investigated namely Greece, Li-
thuania, Poland and Thailand. For this cause, 
an international team matching these mar-
kets was formed.

Initial position
Since the company had limited knowledge 
about the target markets, the focus of the 
project was introducing them to these new 
markets as well as trying to find potential 
partners. Schenker Storen AG representa-
tives stressed the importance of collecting 
valid information from the individuals in-
volved in the regions of focus. It was deci-
ded that the work should be divided into 
primary and secondary research.

Goal and Tasks
The goals of the project were to analyse the 
markets, evaluate their potential and, if po-

«CPIN was a unique opportunity to test our ability to understand busi-
ness, gain cross-cultural experience and not only improve knowledge, but 
also have a lot of fun and make friends for life.» 
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Kommentar vom Fach

Mathias Kleiner
«Throughout the project, the team develo-
ped a good spirit and managed to reach the 
ambitious goals. Expert interviews in vari-
ous countries helped to get first hand infor-
mation about a specific market. The team 
was able to provide valuable information to 
the customer and to make clear statements 
about market entry strategies.»

Helmut Jehle
«It was very interesting to work with an in-
ternational and sympathetic team. The pro-
ject structure, the project process and the 
final statements were always clear and sy-
stematic. It is always interesting to get new 
input beside the daily business.»
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tential was found, to identify possible part-
ners. In order to achieve these objectives, 
MICRO (company’s strengths and weak-
nesses), MESO (analysis of blind market) 
and MACRO (analysis of countries’ back-
ground) analyses were performed. Further-
more, the team conducted phone interviews 
with companies and experts in each market. 

Market analysis
An internal analysis was first completed 
to understand the company, its strengths 
and weaknesses and its expectations. Af-
terwards, the external analyses (MACRO 
and MESO) were performed. In the desk 
research, the team investigated the gene-
ral situation in the four targeted countries 
by using the PESTEL analysis and evaluated 
the markets’ attractiveness by using the 5 
forces model. The results gave a first insight 
of the demand in each market. Additional 

information about the external environment 
later helped to craft a full SWOT view. 

All statistical information that was gathered 
was always verified and enhanced with pri-
mary research results. The team conducted 
interviews with companies involved in each 
of the targeted markets as well as with ex-
perts like architects, business consultants, 
lecturers, etc. These interviews gave a clear 
and valid image of the situation.

Conclusion
After gathering the information from both 
primary and secondary research, the team 
evaluated the potential of each market and 
crafted a unique entry strategy for each 
country. The strategy included detailed in-
formation about the factors affecting the 
company, how and when the latter could 
penetrate each market. 
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