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It is intended to be used as the basis for class discussion rather than to illustrate either effective or ineffective handling of a management situation.
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HISTORY  AND CURRENT OPERATIONS
HT (www.htcollection.com) or originally Huonekalutuote Oy was established in year 1959 when it started to produce furniture in Lahti, in Southern Finland. Later on  at the end of the 1960’s it moved to its own premises to the municipality of Hollola (10 km from Lahti) where it still operates.  In the 1970’s when the company started to export its products to other countries, they added the name HT-COLLECTION because they found this name easier for foreign customers to remember and use. The current CEO’s opinion is, that it is sometimes a bit confusing to have two names for one company and moreover, he finds the name a bit tricky due to that HT-COLLECTION is quite long, of foreign origin and because the word “collection” is widely used in clothing industry.
The company started as a family business an it has remained that way ever since. The original founder  no longer works actively in the company but his two sons, Markku (CEO of the company) and Pekka  Karjalainen ( Export director) nowadays  run the company.  The oldest son, Hannu, works in furniture industry in Central Finland and in addition to his main occupation he is in charge of HT’s sales in Northern Finland. Pekka and Markku have worked in the company since the 1980’s  and in the middle of the 1990’s they started to run the company instead of their father and his designer wife.
Since the beginning, the company has produced furniture, the main focus being on upholstered furniture, namely sofas and armchairs. Other products in the product range are so called hard furniture items like tables, side tables and drawers. When Markku and Pekka started to run the company, they first wanted to analyze which things and principles worked well in the company already. The idea was to utilize the established strengths of the company also in the future operations. As the main strength Markku saw the quite active product development which enabled the company to bring new products  often to the markets. “ In fact, sometimes product development was so active that occasionally the production departments had difficulties in keeping up to the same speed as the product range was renewed so often”, laughs Markku. Nowadays the bottom line in product developments is that once the new  product idea has been found the aim is to try to use existing product components in manufacturing the new product. This is connected with the production philosophy of the company: module-based production. 
In addition to the active product development another thing that in Markku’s opinion was characteristic to the company, was its ability to react quickly in terms of changes in fabrics, models, colours and covers.  Furthermore, when the two brothers took the charge of the company they also considered it to be important to create a real brand out of the HT-COLLECTION.
The planning process is ongoing and they try to take the strategic guidelines into account, even though as Markku says:”We don’t have that much planning material in written form”. However, the company uses an outside consultant as an external resource in planning, with him they have yearly 2-3  discussions. HT  arranges  a weekly meeting during which representatives from sales and Production to  discuss important matters (like fabrics etc.) with the help of a “checking list”, planned together with the consultant.
HT sets financial goals on its performance on yearly basis,  the main metrics are
· cash  “That tells in fact everything”
· loading , which refers to how many orders HT has in and how many of these orders have been accomplished
· billing , on monthly basis

In addition to these the company also uses  also other financial metrics and  interim closing of the books , which is analyzed with the help of an expert. Sales are monitored by products and customers. Bookkeeping and payment of wages is outsourced to a firm of accountants, but HT handles itself invoicing, cash transactions and   accounts payable and receivable .
The budgeting system  for HT was planned together with the consultant, the base for the current system was based on the system that originated from Markku’s fathers procedure. “I’m not very good with numbers, grins Markku and adds that in his opinion everyone should do things he/she can do and  enjoys doing. HT uses different terms of payment for different customers, typical terms are 14 days-cash discount or 30 days net, for the big customers it is 21 days – cash discount.  The discount percentages of the standard price  vary at the moment between 35-38-40, but HT is considering the possibility to lower the discounts a bit. The company pays its own invoices usually within one week.
PRODUCTS, PRODUCT DEVELOPMENT AND PRODUCTION
According to the CEO of HT the furniture industry can be divided into two main areas,  the so called hard furniture which focuses  on manufacturing big amounts of products (like tables, chairs, shelves etc) in an automated way and the soft furniture, which manufactures upholstered furniture (sofas, armchairs etc.). The manufacturing of soft furniture is different, because the production process is less automated and the products can be more tailored according to the specific needs of the customers. HT comprises both areas but the focus has clearly been  on the soft furniture, as Markku says:” Making a sofa, that is our core business!”.  The division of the hard and soft section has been  around 50 % / 50% in terms of HT’s turnover, but nowadays the share of the soft section is  clearly bigger and therefore the markets see HT mainly as a sofa producer. The frames of the HT-sofas are made of wood by a subcontractor, the  inside of the cushions is subcontracted as well but HT takes itself care of the other phases in the production process. The company is at the moment considering the possibility of producing the frames by themselves or at least to put them together from the subcontracted components. HT employs  a Production Manager who is in charge of the production but after the recession in the 1990’s  there have been no middle level managers in the production, the independently working teams take care of the actual production. The production of a certain item, like a sofa,  starts after the company receives an order from a retail shop where the different models are to be seen by the end users. The production lasts approximately 3-5 weeks, the aim of the company is “less than 4 weeks.” The production of the goods is closely linked to the pricing, because HT calculates how many minutes the production of a certain product takes and uses a certain minute price.  The trade term is Exw Hollola, about 60 % of the domestic customers call for the goods themselves and the rest is sent by HT.  The transportation of the goods is taken care by the Transport Manager. HT uses certain transport companies which are specialized in transporting furniture, the reason for this is that damages are very common in this field and therefore expertise is needed. A good package is also important and Markku sees that the furniture producers need to be able to handle the packaging etc. also by themselves instead of leaving all of the responsibility to the transport companies.In transportation one of  Janne’s ideas is to transport the sofas directly to the end-users without bringing the goods first to the retailer, in Markku’s opinion this would be a big decision with extra work to HT. In any case, this brings up the question of the importance and role of the retailers.
The purchases of materials comprise 30 % of the turnover, the Production Manager takes mainly care of the purchasing, but as she has also other duties, she hasn’t got enough time to concentrate on this. HT has about several suppliers, 10 of them are the main ones, about 80 % of the purchases are made from them. Most suppliers and subcontractors are Finnish companies servicing the sofa producers with domestic and foreign products like sofa frames, clinchers, foam plastic, plastic and zippers.  Fabrics are purchased from Italy, Spain and Belgium.
The production of the second furniture line, the so called hard furniture, is mainly outsourced and the production of tables, drawers etc. takes place in Estonia. These products are produced according to the plans and design made by HT, one reason for this outsourcing is that certain products require such craftsmanship  which is not even available in Finland anymore. The products are then imported to Finland and sold here to the customers, in other words, to the furniture retail shops. A forwarding agency takes care of the import procedure and the trade term is EXW Tarto (Incoterms 2000). In the next figure the different version of the supply chain and flows in the Finnish furniture industry can be seen.
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FIGURE 1. Supply chain and flows in furniture industry (Korolainen Arja, 2002)

In the earlier days the company’s focus was on production and on lead time but nowadays” a lot of brain work is done before the actual production starts”, as the CEO says. A product Development team which consists of Markku, Pekka , one representative from Sales and one representative from Production is in charge of the product development. The PD team can find  new ideas from magazines, furniture exhibitions, from surveys conducted among furniture retailers etc.  Each and everyone in the team creates ideas and the best idea will be chosen for further production.  The bottom line again should be that there is a need in the market for that specific product. The life cycle  of  sofas, is quite short: according to newspaper ESS  the average time of use in Finland for such products is 5-7 years, seldom over 10 years. In other countries the life cycle can be even shorter, for example in Sweden it is only app. 3 years. HT’s current best selling product, Elle sofa, was introduced to the markets in the Stockholm furniture fair in February 2004 , during summer 2004 Elle was to be seen in the Housing Exhibition In Heinola,
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Figure 2. Elle-sofa
at that time the chosen fabrics were not that attractive but the product itself was well in sight and the advertisement, especially the  chosen new picture was very appealing and in autumn 2004 the sales of Elle started to boom. This process reflects  a common situation, because the launching of a sofa to the markets takes around 6-12 months. The CEO says that that even though the life cycles of furniture can be quite long, as mentioned before, the life cycles of the HT-products are usually shorter (  in average 3-5 years),because HT wants to introduce actively new models to the customers which in turn creates some cannibalism among the products. However, some models in the current range of products have had a very long life cycle, like Felix (almost 20 years) and Klara ( about 10 years).
According to the CEO the product range is very wide at the moment. “ During good times we try to decrease the amount of the products and focus on the best ones”, says Markku. The fact is that the retailers often ask from the company if they do not have anything new and therefore there is always a pressure to launch new products but at the same time, the company doesn’t have any systematic programme for removing existing products from the product range, but the rule of thumb is that the new product has to bee better than an existing product which is replaced by the new model. It also happens that the opinions of different persons contradict when there is the question whether or not to terminate a certain product. This is due to the fact that different products sell in different areas, one product might sell well in certain areas but the sales have already declined in other areas.
HT’s range of products consists of app. 50 different products, the ten most important products (in terms of sales) constituted  around 60 % of the total sales (3,2 MER in 2004),   the 5 most important products constituted 50 % o f the total sales. During the first 9 months of year 2005 the sales volume has grown substantially, being 2,63 MER at the end of September 2005.

The quality of the products is truly important to HT and they pay a lot of attention in order to keep the quality good, because it is very difficult to compete with the price. One of the things that HT is considering at the moment is the conseptualization of the products so that  the biggest distributors like Vepsäläinen and Kodin Ykkönen  would have their own collection of HT products. These products would then be displayed in a specific HT department /stand in the retail shops. These departments could vary so, that in smaller retail shops the department would include only some products of the whole collection. At the moment HT sometimes feels that their products vanish in the total sortiment of the distributor and hence even good products do not always sell well.
“ The collection changes when life changes” says Markku and gives an example. HT has recently planned together with its Estonian subcontractor  a new TV-shelf unit which would be specially designed for the new board TVs. These TVs are becoming very popular and the existing TV shelves do not suit to these flat units. Actually the new product was supposed to be ready  but due to some difficulties in the Estonian production site this has delayed. Another product idea has been a “home office site”, which would have been a TEKES (National Technology Agency of Finland, the main public funding organization for research and development in Finland) project with public  financial funding. This project would have involved some new aspects in doing business because the selling of the product was planned to take place through internet. But due to lack of time and resources this project in now on hold.
One idea behind HT’s product development is to create product families so that in the future a whole home (except for beds) could be furnished by HT products in the coming Housing Exhibitions. The  home has in fact quite often been the starting point for new products, because quite many new products have first been planned for Markku’s own home. One example of such an occasion is the birth of the Swing-chair, which is a combination of a traditional rocking chair and an armchair. The story behind this chair started, when Markku’s 8-years old daughter Inka came home from her grandmother house. “Daddy, why couldn’t you plan a rocking chair for grannies? You could plan a rocking chair that is comfortable to sit it and which pensioners can afford”, said Inka to her father. Markku became enthusiastic about the idea but he didn’t seem to have time to pursue with the planning. The daughter kept on asking how the planning was going on and once Inka came to the factory and wanted to see the chair, which didn’t exist! So the two of them sat down together and Markku drew a sketch of the chair, the goal being a compact, light-weighting and graceful chair for use. The Swing chair gained immediately recognition, it was the favourite  of the Stockholm furniture fair in February 2005  and it was voted for the “ Furniture of the year” in a prominent interior design magazine Avotakka in 2004 ( there were 10 different products in the competition).
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Figure 3. Swing chair

Many of the products in HT’s product range have been designed by Markku, even though he hasn’t got any formal education for design, in fact, he has a degree from Business College. In addition to that he is  also a dental mechanic.  The latter degree has helped also in designing: “ In dental technical planning colour theory became very familiar. Actually, planning dental constructions is visually much more precise than planning furniture”, grins Markku. Still, the lack of formal education / degree in design is a drawback in marketing, even though again in Habitare fair in September 2005 one of Markku’s new designs, the plastic “ sofa table Hohto (Shining)” was selected to the “Journalists’ dozen”.
MARKETING AND CUSTOMERS

The planning of marketing takes place in form of a one-year marketing plan, the planning  starts at the end of each year and the plan is ready by January or February. The marketing plan consists mainly of the different marketing communication campaigns and is conducted by Markku, Pekka and Janne.

According to Markku it is impossible to compete with the price against the low-cost countries. When the two brothers started to run the company they conducted some surveys among the customers and one of the findings was that the price-image of the HT-products was high. In order to be able to lower the price to a certain extent HT took some actions to cut the costs:  Earlier the HT sofas had been often covered with leather which is an expensive material but to gain cost savings HT started to use more inexpensive materials like textiles, though of high quality. In addition, HT started to look for direct contacts with the manufacturers of the different fabrics and HT established a new system in which HT makes a clear reservation quota for a certain set of fabrics for a year and offers this range of products for its customers. 
The sales in the domestic markets has been arranged so that the Sales Manager Janne is in charge of the sales in Southern Finland and Hannu in Northern Finland, in addition to this Markku takes care of the relationships with a limited number of the most important customers. Personal Selling takes place either in face-to-face contacts or through telephone. The customer base consists mainly from regular customers with whom the company has established relationships, but of course the company does also  look  for  some new customers. In fact, one of the recent ideas is that these customers do not necessary have to be furniture retailers.  The biggest customers of HT are Vepsäläinen (a big high quality furniture retail chain), Stockmann (a big high class department store chain) and Anttila KodinYkkönen ( a big department store chain, specializing in home interiors and decoration). These three largest customers comprise major part of the total sales of HT, altogether the customer base in Finland consists of  around 70 customers, out of which 50 are active. This number is substantially lower than it used to be because earlier the customer base was about 200 in Finland, but due to HT’s policy to concentrate on the best customers it’s now so much smaller.

Earlier HT used to classify its customers into a, B, C and D categories but nowadays the D category has ceased to exist and the categories B and C are also quite small. The A category includes the 3 already mentioned big customers  and  about 10 home interior shops and 20 furniture retail shops. HT uses business volume as a criteria for this classification , but as Janne says, it’s difficult to  find the right level of sales to be used in the categorization because while the sales increase, the old sales sales volume amount for the “best customer”-class seems to be too small. HT modifies its marketing actions to a certain extent according to the customer classification, e.g. Janne and another sales person visit the best customers on regular basis but the smaller customers are mainly met during furniture fairs.

Janne and Markku feel that they have covered Finland quite well in terms of distributors even though there are some “black areas”, like Savonlinna, Hanko and Tammisaari where there are not suitable distributors, the policy of HT is “ to have the prominent furniture distributor of the area”.

One category of HT customers  are customers for the public premises who comprise a bit less than 10 % of the turnover. Here the customer base  consists of hotels, interior architects and the big producer Martela, who is specialized in producing furniture for public premises. With Martela HT works as a subcontractor producing convertible sofas for old-age homes and at the moment HT is planning a new rocking chair for them.

According to Sales Manager Janne the target groups in terms of consumers consist of youthful middle-aged people with income level a bit higher than the average,  “But the range is wide, in Habitare exhibition the youngest customer was 12 and the oldest 81”, says Janne and adds, that in his opinion their sofas can nowadays be afforded by lower-income customers as well because e.g. the price of an Elle-sofa is about 1600 euros. All in all, Janne sees that their customers might be somewhat younger than those of their closest competitors but this is an assumption because the company hasn’t conducted any detailed end-user analysis. 
MAIN FOREIGN MARKETS

Previously the division between HT’s domestic and foreign sales was 50%/50% but at the moment the domestic sales comprises 80 %. Two years ago in 2003 when the management group made future plans they set a goal that exports should grow substantially. One reason behind this goal is that this is one way of split the risks. Export markets appear to be very interesting but at the moment the export of HT products is not at the level HT would like it to be, due to the lack of resources inside the company (Pekka is in charge of the export but is not anymore that enthusiastic about traveling etc) and the difficulty of finding the most suitable markets and distributors abroad.  
According to the CEO’s opinion, among important foreign markets are Sweden, Russia and England.
With Sweden HT has had a long history, it has exported furniture to Sweden since decades and HT has an established distribution channel there. Moreover, the company takes yearly part in the big furniture fair in Stockholm. Sweden has been a good market for HT-products but the last couple of years have been rather difficult because HT’s distributors, small furniture retail shops have been in trouble, a situation that is very common in Finland, too. At present the situation seems to be getting better and HT has found now some new clients . Markku’s own opinion is, that the  furniture markets in Sweden are quite saturated and the situation now is different that earlier when the Swedes used 2-3 times more money for furniture then the Finns. Markku presumes that this decline might be due to the economical situation or the facts that the Swedes have already more or less furnished their homes already. In export HT doesn’t have much  marketing promotion directly to the end users, but e.g. in Sweden the company considers the possibility to use some interior design magazines like Elle Interior for promoting its goods. Markku feels that the HT Collection name is quite well known in Sweden and adds that the Swedish consumers have visited the web sites of HT:
Russia is an interesting exporting option because it is a huge market with substantial growth and there is true need for furniture.  HT is especially interested in St Petersburg and Moscow, in St Petersburg HT  has already a couple of old customers but recently one big customer switched his business into another branch, so the situation at the moment is not the best possible. Moscow is also a potential area and last year (2004) HT established connections with an agent. The agent hasn’t so far found customers and therefore HT is still looking for an efficient representative in Moscow. One option connected with Moscow is for the consumers aimed furniture fair  there.
One interesting foreign market according to Markku’s opinion is England. HT took part in a furniture exhibition in Birmingham 2 years ago (2003) and the impression was that the products on the British markets are quite old fashioned and there could be room for high-quality, modern Scandinavian furniture. The first impression was strengthened  when the HT-representatives during the exhibition met a Finnish lady and in the conversation it came clearly out that there is real boom for Scandinavian style in Great Britain. During the following summer   HT approached the British markets by furnishing one apartment in a big Housing exhibition. By that HT got a lot of publicity: its interior decoration was shown on BBC and an article was written in Daily Mirror. The Finnish lady was hired to get clients from England but that  has not succeeded very well so far. “ I think that she is more of a project person who likes to start new projects than the person to pursue things in the long run”, says Markku. At present HT has a couple of distributors in England but business is not going very well. One of the reasons for this could in Markkus’s opinion be the fact their representative doesn’t live in London where the biggest potential markets are.
Traditionally HT’s export has expanded so that the company has acquired a representative  from a certain interesting area. This procedure has been somewhat problematic because often these areas are quite big and demand a lot of travelling and therefore the costs are high. That is why Markku is considering other ways of aquiring customers from abroad with more efficiency and lower costs. An interesting option came up when an enthusiastic fabrics representative from Copenhagen uttered her interest as HT asked if she would be interested in representing HT’s products in Copenhagen in addition to her main occupation.
Among the current or potential export countries have also been Ireland and Norway. The Irish contact emerged in the Stockholm furniture fair, where two Irish architects visited HT’s booth and brought up their interest in selling HT’s products in Ireland. Their own company plans and sells houses in Ireland and at the moment they are considering to expand to Southern Ireland.  Norway is another interesting area, at present HT has there one good client but they would like to expand that in the future. One option could be to establish a retail shop of their own. Own retail shops is something Ht has never had but the bigger Finnish competitors like Isku (www.isku.fi) and Asko  (www.asko.fi) have these and even many smaller furniture manufacturers have their own factory shops (outlets).
At the moment HT has about 50 customers (distributors) abroad , the trade term is Exw Hollola because HT doesn’t want to take care of the transport. However, they take care of the export documents.
The most important  (in terms of sales volume) export countries for HT in 2005 were:


Sweden


Ireland

Norway

Denmark,

altogether these four countries constituted about 90 % of export. In total, the export volume of HT decreased during the first 9 months of year 2005. The sales in Norway and Denmark increased whereas the sales in Sweden decreased slightly , in Russia and Ireland the decline was a bit bigger. 
ADVERTISING, SALES PROMOTION AND PUBLIC RELATIONS
From the different mediamix options  HT has used magazines and newspapers for advertising in Finland, in foreign markets advertising has been minor. During the last year (2004 ) HT had in Finnish interior decoration magazines 4 shared ( together with its biggest distributors) advertisements   and  in addition some advertisements, which they paid themselves.During the year 2005 HT has continued to advertise in Avotakka and Glorian Koti, but in addition to these they also have had ads in Anna, which is one of the biggest women’s magazines in Finland. “ The worst mistakes are done during good times”, says Janne and  adds that HT doesn’t want to complete this rather sinister prophecy and on the contrary has continued to invest in promotion at the same time when sales are growing.  HT has also advertised quite actively in big Finnish newspapers together with its biggest customer, Vepsäläinen.” In fact, we are very eager to plan campaigns but unfortunately we three simply don’t have enough time to manage the campaigns as well as we would like to”, sighs Janne. Recently a promising young media planner contacted HT and offered promotion services, but Markku and Janne find it impotant to keep marketing in their own hands. In addition, HT products have been on display in Stockmanns own magazine, “Eksklusive”, which is circulated to Stockmanns best regular customers. HT has launched its own web site some years ago (www.htcollection.com), the site was planned by students of Lahti Polytechnic during a shared project.
HT takes part with its own stand  in several furniture fairs, both in Finland and abroad, among these are

· the Stockholm  (Sweden) furniture fair,  takes place every year, for professionals and consumers
· the Habitare (Helsinki, Finland) furniture fair, takes place every second year, for professionals and consumers
· the Furnia (Lahti, Finland) furniture fair, takes place every second year, for consumers

In addition to these fairs HT takes occasionally part in other furniture fairs as well, like Mailand (Italy), Cologne (Germany), Moscow (Russia) and Norway, HT doesn’t always have a stand  of its own in these . The  general goals for participating  in furniture exhibitions are to make sales and to achieve public attention, but the company hasn’t set any precise  objectives in numbers nor does it monitor the results in details afterwards, because they don’t have the time and resources for that.  “But of course we have a certain vision of the objectives and we follow our own rule of thumb when we decide, where to participate, says Janne.  However, furniture fairs are different in terms of their target audience and settings and therefore  the pursued objectives also vary from one fair to another even though one main principle is that the outcomes should at least equal the costs of the participation. In order to benefit from the participation in a fair HT tries to act so that the gained publicity would also turn into sales. For example, the new product that have been introduced in Habitare furniture fair will be immediately available in the retail shops of the most important distributors and the sales are supported  by an advertising campaign. “ The possible opportunities must be utilized at once, in the earlier days this took some more time”, says Markku. Even if furniture fairs play at the moment an important role in furniture business, there role could according to Markku be diminishing due to the fact that there are nowadays so many different ways to communicate.
Good relations with customers are important to HT, because “ You have to sell yourself to the customer before you can sell your products”. Of course, good relations are important everywhere, but the importance has become even more obvious when the company has started to look for business opportunities in countries like Japan or Russia.For the Finnish key customers HT organizes a Golf event with emphasis both on business and pleasure. Luckily, the company has been quite widely present in the media, especially in Finland when considering that it is such a small company. According to Markku, this is a conscious act and HT tries to be an helpful and polite partner to the media. For example, if an interior decoration magazine needs furniture for shooting pictures for an article HT tries to help with the arrangements. However, because HT is a small company it lacks resources for active PR-efforts and doesn’t itself offer stories for media.
PERSONNEL

HT employs altogether around 25-28 persons, 7 of them work in administration and selling and around 20 in production ( 4 in glueing, 2 in cutting the plastics, 6 in sewing ,4 in upholstering, 1 in packaging and delivery and some additional workers where needed), the aim being that there are “ not  too many employees in the non-producing staff”.The production takes place in two teams, the team leaders do also participate in the actual production process whereas the Production Manager  plans the production  and purchases,  in addition to that  she is responsible for the HR duties ( salaries, sick leaves etc.) among the production staff even though Markku, the CEO,  is in charge of the HRM of the whole company. The job descriptions are in the appendix 2. 

The younger workers have vocational or similar education, in fact, the company has quite active connections with local schools in terms of apprenticeships in the production department. So far there have been no apprenticeships or students in practical training in administration or sales. Some of the employees have already worked for a very long time in the company and the CEO says that he values highly experience and knowledge as well as education. Markku’s  motto is: “When you come to work in the morning you should feel happy about that” and he also sees that the wellbeing of the staff shows in the result of the company. HT organises different  events for the personnel, e.g. during the summer they had a cruise on Lake Vesijärvi in Lahti and the staff had also the opportunity to visit the Habitare exhibition in Helsinki. HT’s philosophy emphasizes the importance of informing the personnel of the situation of the company and they are planning a two- hour  session about these things to the whole staff.The company has not determined its values in written form but they themselves see the company as a green producer.

The company employs both men and women, the latter group is a bit bigger due to the fact that sewing is mostly done by women. HT has a workforce plan  and the churn is very low as well as sickness absence . Recruiting new personnel takes place both internally and externally, at presents they have used hired workforce and the CEO finds this very applicable : they have the opportunity to see whether the new employee is suitable and whether there is future need for him/her. If personnel is recruited otherwise, there is usually a 3-4 month experiment period before the company makes the final decision. Usually it is the CEO who makes the recruiting decisions but he also listen to the opinions of the co-workers, like the Production Manager, as well. Last year the demand in the sofa line grew substantially and therefore the company had some problems with the production capacity but thanks to the hired workforce they were able to manage.

The administrative staff has fixed monthly salaries, in the production HT pays according to the working hours, piece wages are not used. However, key persons have received some rewards during Christmas time. “ Our financial situation still shows remarks of the bad recession during the 90’s” says Markku “but in the next years we hope to be able to reward our personnel for good work”. The way of rewarding has not yet been set but according to the company’s philosophy the rewarding should be fair and motivating. In fact the whole division between administrative staff and production staff is not very relevant in Markku’s opinion even though at the moment these operations have differencies e.g. in overtime work: in production over time means extra salary, in administration extra free time. Two years ago the job descriptions were made in written form with the help of the consultant. The idea behind that was to make it visible for everyone what the co-workers do in order to avoid the situation where “ one person makes the order for the wooden sofa legs and another for the metal ones.” However Markku sees, that the job decriptions haven’t been very useful so far and the prosess is not yet completed. Once a year HT conducts a working atmosphere survey because one of the policies in the company is  to document things in order to ensure  that they  will also be implemented into reality. One of the ideas from the survey was a feedback box which was put into use. “ Well, the first ten feedback sheets  were requests for higher salary , laughs Janne and adds that the  point of the feedback box was basically to get new ideas. In Markkus’s opinion the management tem hasn’t yet put enough time in order to go thoroughly through the given feedback.

COMPETITION

HT doesn’t  monitor the actions of its competitors very accurately, because they want to keep their own line of actions. In their opinion, competition is a good thing and they would even like to do more co-operation with their competitors, but so far this has not actually taken place even though there have been some discussions with Asko about selling HT products through Asko’s distribution network.
According to Markku, among the important competitors for HT are

a) Interface(www.interface.fi, pages are also in English, see the products): a small Finnish sofa manufacturer since 1963 ( turnover 2003: 2,4 MEUR )who manufacturers high-quality, modern module sofas, sofas, arm chairs and coffee tables.Many of their sofas have been designed by  designer Hannele Bonsdorff who recently received a Finnish design award. Interface buys its fabrics through Finnish fabrics companies and therefore has more variety to offer to its customers but at the same time is also more expensive. Interface emphasizes the fact that the products are manufactured in Finland  and therefore has received from the Association of Finnish Labour the special sign “Avainlippu” [image: image8.png]


which indicates the domestic production aspect. Russia is the most important foreign market for Interface.
b) Adea (www.adea.fi, pages are only in Finnish, but see the products under title “Mallisto”):  a small (turnover 2003 app 1,5 MEUR) Finnish sofa manufacturer, who operates at the same price level as HT. Adea is a”newcomer”  (11 years old) with a tight collection, only sofas and arm chairs.Adea doesn’t solely concentrate on home furnishing, it  also sells products to hotels and public premises.  As an example, Adea furniture can be found from the Finnish House of Parliament.  Adea uses designers who have achieved international appreciation, like Tuula Falk and Petra Lassenius and it has cooperation with the famous Finnish textile producer, Marimekko.
c) Valanti(www.valanti.fi, pages are only in Finnish, but see the different products): Valanti is not a manufacturer, it is a collection ordered by HT’s biggest distributor, Vepsäläinen.  The Valanti mallisto is designed by a famous Finnish designer Kirsi Valanti, it includes sofas, arm chairs, divans, chairs, tables etc. and it is more expensive than HT. The fabrics  can be chosen from a collection of fabrics from different producers, the products are produced by subcontractors in Lahti area. Customers can also order tailor made furniture according to their own desires and needs. In addition to furniture, Valanti Interiors offers also interior design services to its customers.
d) Asko /Indoor Group(www.asko.fi, pages are only in Finnish but see the products): a very big Finnish furniture manufacturer  with wide range of products, located in Lahti. Asko has 13 furniture department stores and 17 furniture shops all over Finland and it is the best known brand in interior design in Finland. The company has received ISO 9001 quality certificate in year 1994 and ISO 14001 environment certificate in 1997. The target group consists of regular customers  and consumers who are furnishing the second or third home.
e) Isku: a big Finnish furniture manufacturer with wide range of products(home furniture, furniture for public premises, kitchens etc),has manufactures furniture for 75 years in Lahti. Isku operates in seven countries and exports to a large amount of countries all over the world, one third of the turnover ( 200 MEUR in 2003) comes from export.Isku also has its own retail shops.
f) Natuzzi: a well known Italian sofa manufacturer, operates mainly in the Mediterranien area but exports to over 120 countries.Natuzzi is one of the global top brands in furniture industry and it is well known for high quality, expensive leather furniture. The company is still run by the founder Pasquale Natuzzi and it  launches over 100 new sofa models each year, for the mere product development the company uses 150 persons. Ntuzzi has operated for 40 years and has 12 factories in Italy and 5 abroad and it employs app. 7450 employees, net sales were 753 MEUR in 2004. Natuzzi has received ISO 9001 (1995) and ISO 14001 (2001).
Of course there are also many other domestic and foreign competitors.

FURNITURE INDUSTRY, DEMAND AND MARKETS
According to Markku the demand for furniture fluctuates in connection with the general economic situation. Therefore HT wants to have two strategies: one for recession and one for a positive growth situation. HT’s challenges in the future include in their own opinion the trend that demand is getting more price-oriented , which is partly due to the furniture branches own actions because they tend to advertise low-quality products with low prices and thereby create the low price image.

Overview of the Finnish furniture industry

The gross value of the production of the furniture industry in Finland was, according to the advance information of Tilastokeskus (the Statistical office in Finland), in the year 2003 over 1140 million euros. This value was stated to have increased by 1 % compared to the year 2002. According to the advance information of 2003, the industry employed 11 257 persons. Of all the personnel 8 300 are working in the production and the share of clerical employees is growing. 

Almost all of the companies in the industry have Finnish owners and are family businesses, 2.4 % of the companies form 45% of the turnover, but in general the industry consists of small enterprises; 86% of the 1 650 companies employ fewer than 10 persons. The share of these companies is 21%  of the whole turnover of the industry and the share of the personnel is 22%. Domestic markets are the main markets for the small enterprises  and only few of them have export activities.

The value of the supply of furniture was in the year 2003 approximately 1.2 billion euros, which corresponded to the value of the previous year. The share of import was 28% of the aggregate supply in 2003. The reason for the high volumes in import is the cheap price. Of all the domestic furniture production 25% is exported. 

The share of furniture in “furniture and furnishing businesses” is approximately 708 million euros. The forecast for the year 2004 shows an increase of 2-3%. The business is still focusing on the biggest distributors and furnishing department stores, which buy their products from an even smaller group of suppliers as previously. As the Managing Director of Suomalainen Huonekalu  ry (Association of Finnish Furniture)  Juhani Husu says in Newspaper Helsingin Sanomat: “ The distribution channels of the small furniture manufacturers are soon blocked. Their access to the markets is getting more and more difficult, they don’t have enough resources for export and on the other hand their capacity is too small for producing furniture for campaign products of the furniture retail chains. The buyers of the retail chains have a big effect on the markets. The growing import from low-cost countries is really affecting the domestic production. If nothing is done, many small manufacturers will stop their business. The only solution could be networking so, that small producers would together create a middlesize company.” In an interview  (June 2005) he also brought out some other views of the future:”The importance of China is growing, at the moment it holds the 4th position as an import country (import of furniture to Finland), and the growth rate for example in upholstered chairs was 80 %.  Even the high image retail chains are selling Chinese furniture and for the consumer it is difficult to know where the product comes from.  Actually, if the product itself is good, the fact that the product is not of Finnish origin is not very relevant for the consumer. There has been a rule of thumb in the industry indicating that it is not worthwhile to sell / buy sofas if the distance is more than 1000 kilometres (1500 kilometres with hard furniture), but nowadays the situation is changing and especially hard furniture is bought from distant locations like Indonesia, Malaysia etc. In Finland there are in Husu’s opinion no real furniture  brands and building a brand requires up two 20 years time and a substantial sum of money. Moreover, the distribution chain is vital in the branding and in fact, the distribution chain itself (like Vepsäläinen) is the actual brand. In the furniture industry the forecasting of demand takes place  through the cash register and not by consumer surveys, the real decision makers of the design are therefore the app. 30 buyers of the retail chains. The importance of the main distributors can be seen from the fact that 78 % of the sales of home furniture   takes place through the 9 biggest distributors”
/
The value of furniture exports was in the year 2003 slightly higher than in 2002, altogether 271 million euros. Export is assumed to be growing up to 6% in the year 2004. Home furniture is the most significant product group of the exported products, 22%  of all the export was directed to Sweden, and more than 60% inside the EU-countries. The share of  the rest of the European countries was 30%. The value of import was 330 million euros in the year 2003, of which home furniture represented 57% and furniture parts 18%. In the year 2004, import of furniture is expected to increase from the previous year. The import from the EU-countries is more than 60% of the total import and the largest import country is Sweden with a share of 27%.  

The profitability of the industry is decreasing, the operating profit is less than 9% and the equity ratio is less than 40%, although it increased from the previous year. The equity ratio of SMEs is usually less than 30%. There are big differences in the profitability and solvency between the companies in this industry.

The main customers for the furniture manufacturers, the distribution chains, have a strong negotiation position and the markets in all EU-countries are saturated with severe competition.. Success in the competition requires clearly defined, planned and customer-oriented operating activities and extensive cooperation with all parties of the industry. The most successful companies in the industry will be the ones who have specialized in certain core competencies, have a clear business concept and are efficient in all their operations. 
(Source: KTM toimialaraportti, Furniture industry report)

The furniture industry in the EU-countries
The production of furniture is Europe’s largest line of business in wood processing. In the year 2003, the value of furniture production was 76.8 billion euros (79.5 in 2002), approximately 55% of the total value of the wood product industry. The number of all  companies producing furniture in the EU is almost 89 000, employing nearly 900 000 people. There are more than 80 000 companies which employ less than 20 persons and there are 9 000 companies with more than 20 employees, employing altogether 600 000 persons. The companies that employ more than 20 persons are mostly located in Germany, whereas most of the small enterprises (less than 20 employees) are situated in Italy and France (source: UEA, www.ueanet.com). To be mentioned, Denmark has more large producers than for example Finland or the rest of Europe in average. 

In the whole EU-area the share of import has grown more than export. The distributors in the EU-area are clustered and buy from fewer suppliers. The production side has also clustered and this  still continues. Five countries comprise 83 % of all furniture production: Germany 27%, Italy 26%, France 12%, Great-Britain 10% and Spain 8%. When thinking of the whole world, the share of China is growing rapidly.

The producers of furniture are often specialized in producing a few different types of products. The largest sectors according to the production value are padded furniture 14.5% and kitchen fitments 13%. The share of bedroom, dining room, and office furniture corresponds to 11% of the total and the chair production to 4%. The share of furniture parts of the whole production has increased up  to 17% of the total production. This shows the importance of subcontracting in the furniture industry within the EU.

(Source: KTM toimialaraportti)
The connections of the furniture industry to other lines of business
The prominent connection of furniture manufacturing is to its customers, the furniture retailers. Another natural connection is to the supply and sales of raw materials. At the EU-level the furniture industry buys 20% of the produced sawn wood, 55% of the chipboard production and 90% of the production of the mdf-industry (source: UEA).

A significant connection between the furniture industry and other industries in Finland is with the importers of e.g. fittings, textiles and the production machinery, since these are not produced and available in Finland. 

(Source: KTM toimialaraportti)
The structure and development of the Finnish furniture markets
According to review of economic trends by the Ministry of Finance (Finland), 3/2004, the private consumption is on a stable base. The growth rate of the purchasing power of households has been 4% and private consumption is estimated to increase by 3.5% this year (2005). The central union of the construction industry has stated in April/2004 that in both years 2004 and 2005 the number of houses to be build is 34 000, whereas the construction of offices will stay at the earlier level. The renovation business is growing more than other construction. Part of the furniture acquisitions is related to new building, but the  furniture industry is a mature business where 70% of all the furniture purchases are for replacement and only 30% of the purchases are due to births, new households, or broken furniture (source: the EU Furniture Industry/ www.ueanet.com). Besides the general economic trends, other factors effecting on the business of office furniture are the investment activity and the establishment of new companies. 

The development in demand of furniture domestically is dependent on the purchasing power of the households, since all the house furniture, equipment etc. form a share of 5% from the year 1985 on, equalising in the year 2001-02 to 1 271 euros/ year/ household. 

The market area for SMEs in this field is basically found domestically. According to a survey, 7% of all the furniture producers announce exporting as their essential market area, whereas 78% of the companies say that they have no needs for internationalization and only 3% are  going to strongly invest in internationalizing their activities. 
The so called project producers, who produce furniture for public premises and for special need of companies are doing better than other furniture manufacturers in average, because here flexibility and services play an important role. Hence, such operations which include local services are not easily replaced by import.  Investing in the brand, in logistics and in other services in connection with the customers are in the future even more important than at the moment. Moreover, offering solutions to clearly specified needs and target groups is significant in furniture business.
Home furniture

The total consumption of home furniture and furnishing items is on a yearly basis 1.2 billion euros, of which the share of furniture is approximately 708 billion euros. The biggest product group with a share of 66% is home furniture. The share of mattresses is 15%, furnishing textiles and carpets 7%, kitchen fittings 3%, lamps 3% and home office furniture 4%. In the year 2003, the sales increased by 3% and the same growth rate is expected for the year 2004. According to the Finnish union of furniture retail, the consumption of furnishing items and furniture is in Finland around 224 euros/year, whereas the European average is 247 euros. 

The share of mattresses is 15% of the total turnover in furniture retail and only 3% in the production of furniture Kitchen fittings have traditionally their own stores and their share of the total furniture retail is not that significant. The factors affecting the furniture producers are the clustering of the distribution as well as the fact that distributors buy their products from a smaller group of suppliers.

The growth rate of furniture sales is smaller than the growth rate of the total retail trade. According to Tilastokeskus the interest towards furnishing shown by consumers is more focused on entertainment electronics than on traditional furnishing items. 

The market in home furniture is very centred in Finland and it is very probable that distribution chains will be united. According to the Finnish union of furniture retail the biggest  retail chains in the year 2003, Indoor Group (Sotka and Asko) (market share 21.9%, 48 + 35stores), Isku Oy (16.6%, 31), Stemma (8.3%, 51), Masku (8.2%, 33), Vepsäläinen Merkkikalusteliikkeet (5%) and EM (3.3%, 15), Jysk (3.3%) formed a significant common market share. The share of the stores not belonging to chains is thus 25.2%. The figures of growth and market shares done by the retailers are usually a bit too optimistic. The opening of a second Ikea-store (5.4%) and the strong growth of Kodin Ykkönen (2.8%, 7) and the Indoor Group are going to affect the current shares in the biggest population centres. This will again decrease the shares of the small stores of the total shares in the industry.  The Finnish furniture manufacturers serve the furniture retail chains by producing small lots of products and thereby have adjusted their production machinery accordingly. After the retail chains have started to import larger lots of products from low-cost countries the Finnish produces have  had problems, but the chains will need the domestic producers also in the future.
One of the latest developments in the furniture retail business happened, when Vepsäläinen bought the furniture retail chain Tasokaluste in November 2005. According to the new main owner of Vepsäläinen (Mr Mauri Ikola, who was the Managing Director of the Indoor Group until 2003), the company group (Vepsäläinen  and Tasokaluste) aims at being the market leader in furniture retail business by year 2008. Moreover, their goal is to  double the size of Vepsäläinen and to have 50 Tasokaluste retail shops in Finland within 3 years, after that the company is aiming at the markets of the Scandinavian and Baltic countries as well as  the Russian markets. Vepsäläinen and Tasokaluste will continue as separate companies with separate brands and target groups. Last year was good for these companies, The turnover of Vepsäläinen grew with 21,6 percent, with Tasokaluste the growth was even bigger (32,0 %) whereas the growth of the market leader Indoor Group was 6,6 %. (Source: Newspaper Kauppalehti 16.11.2005)
The furniture industry is changing and one of the changes is that instead of being product oriented as in the past the current way of working is moving towards more customer oriented operation and quick changes according to the fashion trends. Another change is that instead of selling separate pieces of furniture nowadays the focus is on offering interior design entities which include different additional services as well. The distribution chains have broadened their range of products and some of the manufacturers have also included textiles or additional products in their assortment. (Source: Katsaus huonekalualan Logistiikkaan 2002 , Review in the logistics of the Furniture Industry)
Appendix 1 The financial statement of HT COLLECTION 

	HT-CollectionLtd./INCOME STATEMENT
	01/03  12m
	01/02  12m
	01/01  12m
	01/00  12m

	(NET) TURNOVER
	2170,4
	2033,7
	2145,4
	1865,4

	Variation in stocks of finished goods and in work in progress
	41,6
	8,2
	-9,2
	-22,2

	Work performed by the undertaking for its own purpose and capitalised
	
	
	
	

	Other operating income
	
	
	5,6
	18,3

	Raw materials and services
	
	
	
	

	Raw materials and consumables
	
	
	
	

	Purchases during the financial year
	-1018,3
	-940,8
	-964,6
	-917,6

	Variation in stocks
	-7
	17,7
	-41,4
	50

	External services
	-54,6
	-67,7
	-60,7
	-33,5

	Staff expenses
	
	
	
	

	Wages and salaries
	-543,7
	-516
	-461,7
	-365,8

	Social security expenses
	
	
	
	

	Pension expenses
	-105,7
	-93,7
	-83,6
	-62,9

	Other social security expenses
	-37,2
	-27,8
	-18,5
	-27,2

	Depreciation and reduction in value
	
	
	
	

	Depreciation according to plan
	-14,8
	-17,4
	-14,3
	-16,3

	Reduction in value of goods held as non-current assets
	
	
	
	

	Exceptional reduction in value of current assets
	
	
	
	

	Other operating expenses
	-331,4
	-303,9
	-369,5
	-339,2

	OPERATING PROFIT  (LOSS)
	99,4
	92,3
	127,2
	149

	Financial income and expenses
	
	
	
	

	Income from group undertakings
	
	
	
	

	Income from participating interests
	
	
	
	

	Income from other investments held as non-current assets
	0,7
	0,1
	0,2
	0,2

	Other interest and other financial expenses
	1,7
	3,2
	3,2
	0,5

	Reduction in value of investments held as non-current assets
	
	
	
	

	Reduction in value of investments held as current assets
	
	
	
	

	Interests and other financial expenses
	-70,4
	-86,6
	-89,6
	-83,9

	PROFIT BEFORE EXTRAORDINARY ITEMS
	31,4
	9
	40,9
	65,8

	Extraordinary items
	
	
	
	

	Extraordinary income
	0,5
	0,2
	2,9
	

	Extraordinary expenses
	
	
	
	

	PROFIT BEFORE APPROPRIATIONS AND TAXES
	31,9
	9,2
	43,7
	65,8

	Appropriations
	
	
	
	

	Change in depreciation reserve
	
	
	
	

	Change in untaxed reserves
	
	
	
	

	Income taxes
	-0,1
	
	
	

	Other direct taxes
	
	
	
	

	PROFIT (LOSS)  FOR THE FINANCIAL YEAR
	31,8
	9,2
	43,7
	65,8

	
	
	
	
	

	HT-COLLECTION/BALANCE SHEET
	01/03  12m
	01/02  12m
	01/01  12m
	01/00  12m

	ASSETS
	
	
	
	

	FIXED ASSETS AN OTER LONG-TERM INVESTMENTS
	
	
	
	

	Intangible assets
	
	
	
	

	Formation expenses
	
	
	
	

	Research expenses
	
	
	
	

	Development expenses
	
	
	
	

	Intangible rights
	
	
	
	2

	Goodwill
	
	
	
	

	Other capitalised long-term expenses
	
	
	
	

	Advance payments/advances paid
	
	
	
	

	Material/tangible assets
	
	
	
	

	Land and water areas
	11,3
	11,3
	11,3
	11,3

	Buildings and structures
	348,8
	349,8
	350,8
	351,8

	Machinery and equipment
	37,4
	45,6
	36,5
	43,1

	Other tangible assets
	2,4
	3,1
	3,4
	3

	Advance payments and acquisitions in progress/ uncompleted procurements
	
	
	

	Investments
	
	
	
	

	Holdings in group undertakings
	
	
	
	

	Receivables from group undertakings
	
	
	
	

	Participating interests
	
	
	
	

	Receivables from participating interest undertakings
	
	
	
	

	Other shares and holdings
	8,9
	8,9
	8,9
	8,9

	Other receivables
	
	
	
	

	Own shares/treasury shares or holdings
	
	
	
	

	CURRENT ASSETS
	
	
	
	

	Inventories/stocks
	
	
	
	

	Materials and supplies
	310,5
	317,5
	299,7
	341,3

	Work in progress
	277,7
	291,2
	253,1
	271,3

	Finished products/Goods
	248,6
	193,6
	223,4
	214,6

	Other inventories/stocks
	
	
	
	

	Advance payments
	
	
	
	

	Receivables/Debtors
	
	
	
	

	Long-term receivables
	
	
	
	

	Accounts receivables/trade debtors
	
	
	
	

	Receivables from associated companies
	
	
	
	

	Receivables from participating interests undertakings
	
	
	
	

	Loans receivable/loan receivables
	2
	2
	2
	2

	Other receivables
	
	
	
	

	Unpaid shares/holdings
	
	
	
	

	Prepayments and accured income
	
	
	
	

	Short-term receivables
	
	
	
	

	Accounts receivables
	237,3
	268,6
	282,7
	268,9

	Receivables from group undertakings
	
	
	
	

	Receivables from participating interests
	
	
	
	

	Loan receivables
	1
	
	
	1,3

	Other debtors
	
	
	
	

	Subscribed capital unpaid
	
	
	
	

	Prepayments and accured income
	14,8
	34,9
	24,4
	37,2

	Marketable securities
	
	
	
	

	Holdings in group undertakings
	
	
	
	

	Own shares/treasury shares or holdings
	
	
	
	

	Other hares and holdings
	
	
	
	

	Other securities/other investments
	
	
	
	

	Cash and bank balances
	125,9
	164,5
	291,3
	151,4

	BALANCE SHEET TOTAL
	1626,5
	1690,9
	1787,5
	1707,9

	
	
	
	
	

	Liabilities and shareholders' equity
	
	
	
	

	SAHREHOLDERS' EQUITY
	
	
	
	

	Share capital
	11,8
	11,8
	11,8
	11,8

	Share issue premium
	
	
	
	

	Revalution reserve
	336,4
	336,4
	336,4
	336,4

	Other reserves
	
	
	
	

	
	
	
	
	

	 Reserve for treasury shares/own shares 
	
	
	
	

	 Legal reserve
	
	
	
	

	 Reserves according to articles of association or comparable rules
	
	
	
	

	 Other reserves
	
	
	
	

	Retained earnings (loss)
	-97
	-106,2
	-149,9
	-215,6

	Net profit (loss) for the period
	31,8
	9,2
	43,7
	65,8

	 
	
	
	
	

	APPROPRIATIONS
	
	
	
	

	Accumulated depreciation
	
	
	
	

	Voluntary reserves/untaxed reserves
	
	
	
	

	PROVISIONS
	
	
	
	

	Provisions for pensions
	
	
	
	

	Provisions for taxes
	
	
	
	

	Other obligatory provisions
	
	
	
	

	LIABILITIES
	
	
	
	

	Long-term liabilities
	
	
	
	

	Bonds/debentures
	
	
	
	

	Convertable bonds/debentures
	
	
	
	

	Loans from financial institutions
	773,7
	857,8
	941,9
	1025,9

	Loans from pension institutions
	253,6
	269,2
	294,3
	316,4

	Advances received
	
	
	
	

	Accounts payable
	
	
	
	

	Notes payable
	
	
	
	

	Other liabilities
	
	
	
	

	Accured liabilites and deferred income
	
	
	
	

	Current liabilities
	
	
	
	

	Bonds/debentures
	
	
	
	

	Convertable bonds/debentures
	
	
	
	

	Loans from financial institutions
	84,1
	84,1
	84,1
	

	Loans from pension institutions
	20,1
	25
	22,2
	23,9

	Advances received
	
	
	
	

	Accounts payable
	31,8
	19,3
	35,3
	31,6

	Notes payable
	
	
	
	

	Other liabilities
	42,9
	42,8
	32,1
	26,7

	Accured liabilities and deferred income
	137,3
	141,5
	135,7
	85,3

	BALANCE SHEET TOTAL
	1626,5
	1690,9
	1787,5
	1707,9


Appendix 2
In addition to the information to be found from the case text here’s some information about the personnel of HT.
HT COLLECTION / Personnel

Managing Director /CEO

Markku Karjalainen

· his early forties

· has a degree from Business College and  a degree in dental technic

· has worked in HT over 20 years

Export director

Pekka Karjalainen

· around 50 years

· Bachelor of Business Administration (Econ.)

· has worked in the furniture industry over 30 years

· in charge of the export and pricing

Sales director

Janne Flyktman

· in his late thirties

· has a degree from Business College

· has worked for HT around 6 years, before that worked as a lecturer in a Business institute for continuous education and as a project manager in EU-projects

· in charge of sales

Orders

Tuula Lätti

· has a degree from Business College

· has worked for HT about 10 years, before that worked elsewhere in sales

· works closely with Janne, takes care of the domestic orders and of invoicing

Export 

Tuija Karjalainen

· has a degree from Business College

· has worked for HT 2 years, before that worked in a bank

· about 50 % of her time is allocated for export and 50 % for Financial Management, takes care of paying HTs own bills and is involved in bookkeeping

Export

Jaak Usutav 

· has worked for HT over 10 years, used to be a woodwork superior

· is in charge of the export to Russia, Estonia and Japan. Is also in charge of the subcontracted production in Estonia.

In addition:

Transport Manager Anssi, who has worked for Ht around 1 year, is in charge of transport, packaging and warehousing

Production Manager Sisko, who has worked for HT over 10 years and has ascended to her current position  from production. Before coming to HT worked in textile industry.
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