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Abst r act

In the era of world trade liberalization and globalization, great
demands are nade on the ability of SMEs to inprove their efficiency
and flexibility. As the era generates larger narket opportunities,
i ndi vi dual SMEs, just because of their isolation, are often unable to
capture these opportunities and practice nodern marketing strategies
or expand to new markets — local or niche ones. Experiences in many
European countries show that clusters can be a powerful neans for
overcomi ng the above constraints and succeeding in an ever nore
conpetitive market environnent. The nmain objective of the present
paper is to form efficient marketing mx strategies, able to satisfy
the expected benefits that a cluster could offer to small and micro
furniture enterprises. It examnes the goals, obj ectives and
investments regarding the nmarketing strategies in relevance with the
existing narketing policies and deficiencies and the entrepreneurs’
mentality, in order to determne the needs and mx of attitudes
necessary to create a prom sing viable cluster |inked to narkets.
Enpirical data was acquired through personal interviews in 50 Geek
very snmall and mcro firns, involved in the Furniture industry. The
SPSS Statistical Progranme Ver. 14 was used for the 175 vari ables.
Regression and cross tabul ation anal yses were enployed to exam ne the
correlation between the existing product characteristics, their
pronotion actions and strategies, expected goals and investnent
objectives and the entrepreneurs’ conmtnment to the creation of a
cluster. The survey findings verify that firnms that export and
practice sone kind of marketing policy tend to support nore the
cluster creation. The lack of new products devel opnent, the poor way
of pronoting the products, the inability to export and the tendency to
low prices as conpetitive advantage prove to be the nost inportant
probl enms that strenghten the decision of clustering. The easier access
to new, international markets and the possibility to adopt nodern
marketing strategies (which prove to be too renpte when the firns are
i solated) are the nost powerful expected goals of the cluster.

The study provides enpirical evidence and insights of current status
in Geek Furniture firms. Furthernmore, the analysis of the micro and
nmacro — marketing environment and the SWOT analysis of the furniture
sector can point out the najor weaknesses of mcrofirms of a mature
i ndustry that clustering can turn into opportunities. The study proves

! Assistant Professor — Laboratory of Applied Marketing, Management and Economics
Departnent of Wod and Furniture Design and Technology - TEI Larissa, Tel. +30 693-
7384777, e-mail: papad@eilar.gr

2 Application Professor - Laboratory of Applied Marketing, Management and Economics -
Departnent of Wod and Furniture Design and Technology - TEI Larissa, Tel. +30 694-
2642497, e-mmil: karagg@eil ar.gr

3Gatuated Students of the Departnent of Wbod and Furniture Design and Technol ogy - TEI
Lari ssa

M BES 2008 404


mailto:papad@teilar.gr
mailto:karagg@teilar.gr
mailto:papad@teilar.gr
mailto:karagg@teilar.gr

Papadopoul os- Kar agouni - Val er gas- Sevopoul ou, 404-418

that according to firns’ expectations prerequisite for successful
cluster developnment is the cluster's potential to access grow ng
mar kets, either domestic or abroad.

This study can also contribute to public policies formng, regarding
SME devel opnment with a clustering approach and specially in the field
of marketing strategies.

Keywords: cluster, furniture entreprises, marketing strategies, new
product devel opnent, SWOT anal ysi s

| nt roducti on

In our days, the globalisation and the ever increasing conpetition of
all enterprises are a reality which also touches upon the enterprises
of the furniture sector. The localisation of conpetitive advantages
and the cultivation of synergies should be the permanent objectives
for those enterprises that want to acquire know edge, innovate and
"exploit" the chances that always energe. Al these targets constitute
still a nore inperative need for the SMEs of the furniture sector,
since the nost inportant troubles observed anong them are the |ack of
information, as well as lack of know edge on technol ogy issues, the
increased cost to adapt in the newreality and the difficulties in the
di scovery of suitable human potential. One of the nore powerful
nechani sns of SMEs survival and growth is the creation of clusters
(OECD 2000, 2000b, 2001, Papachroni and Mavri 2006)

According to the United Nat i ons I ndustri al Devel opnent
Organi zation (UNNDO) and Rosenfeld (1996) cluster is defined as the
geographic concentration of simlar or conplenentary economc
activities, mainly snmal | scal e enterprises, devel oping active
channel s of comuni cati on, targeting to the devel opment of external
economes and specialised techniques and the evolvenent of
col  aborations anbng them as well as with the public sector or with
| ocal private organizations. Thus dialogue is rather inperative anong
the enterprises in a cluster. Furhternore, since they face the sane
opportunities and threats, it is essential to investigate the
nmarketing external environnent, in which the relations, confidence and
the networking of the enterprises involved shoul d be included.

Porter (1998) defined clusters as a geographical concentration of
interconnected firns and institutions in a particular sector. The
i nkages existing between the firms are very inportant in
strengt hening conpetition. Elsner (2000) further defined clusters as
groups of firns that are functionally interconnected vertically as
wel |l as horizontal. The functionality approach underscores the kind of
rel ati onships existing between firnms and institutions supporting the
cluster and such relationships according to Elsner are determnned
t hrough the market.

According to literature the characteristics of a cluster (Mlerba 1993,
Dumais et al 1997, Enri ght and Roberts 2001, Papachr oni and
Mavri  2006) are: the geographic concentration, the sectora
speci alisation, the domnation of SMEs, the tight collaboration anong
the enterprises, conpetition based on innovation, social culture
which facilitates the growth of confidence, the self-sufficiency, the
supporting environment, the weasy flow of information and the
hori zontal and vertical connections anong the enterprises.

Enpirical studies (Mkios et al. 2007) showed that clusters:
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Are nore often seen in devel oped and transient econom es.

Are nore often located in cooperative shapes often of nationa
i nportance, but always of mmjor regional inportance

Are created by governnent (32%, by the industry (27% or wth
equi val ent attendance of both parts (35%.

The financing enmanates mainly from governnent (54%, from the
i ndustry (18% or equivalent fromboth parts (25%.

They tend to have narrow geographic focus. The 50% of these have
nenbers whose facility headquarters are not far from each other nore
t han one hour.

At a percentage of 89% they allocate an exclusive institution of
nedi ation. The institutions of nediation of these cooperative shapes
tend to have an entepreneurial background fromeach of them

Finally, the goal and objective of the initiatives of these
cooperative shapes is the conpetitiveness increase.

Besides, according to Kalogirou et al. (1994) innovativeness,
flexibility and adaptability, are major criteria for conpetitiveness
and necessary elenments for the nmaintenance of permanent conparative
advant ages. Consequently suitable actions, able to contribute in the
configuration of a nore favourable entrepreneurial envi r onnent
reinforce adaptability and the healthy and nore rapid growth of G eek
enterprises.

According to Folta (2006) the firms in larger clusters have different
performance thresholds than firms in snaller cl usters. The
entrepreneurs in larger clusters require a higher |evel of perfornance
to stay in business (i.e., they are nore willing to abandon the firn),
perhaps because they have greater access to alternative business
opportunities in |larger clusters.

Value chain is the nost common form of business clusters. Value chains
are groups of enterprises that buy and sell from each other (Scorsone
2002). Direct value chain analysis groups industries into clusters
based on vertical production chain |inkages. The basic criterion is
that industries with strong transaction |inks above a predeterm ned
threshold value are grouped as industrial clusters (Botham et al.,
2001). Another inportant step besides direct value chain analysis is
to detect co-location anong industries through a separate |ocational
anal ysi s.

The dynami sm of any cluster depends on the availability of skilled
workers. This is because the growth of SMEs is not only induced by the
technol ogi cal innovation but also by the quality of skilled workers
within the enterprise (Knor et al. 2004).

In the era of world trade liberalization and econom c gl obalization,
great demands are nade on the ability of SMEs to inprove their
efficiency and productivity and to adapt to and be flexible as regards
mar ket, product, technol ogy, nanagenent, and organization. As the era

generates larger market opportunities, individual SMEs are often
unable to capture these opportunities that require products wth
better quality and prices and good services after sale, |l|arger

production quantities, products honogeneous standards and regular
supply. Many enterprises experience difficulties achieving econom es
of scale and they also constitute a significant obstacle to
internalizing functions such as training, market intelligence,
| ogistics, and technology innovation and can also prevent the
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achi evenent of a specialized and effective interfirm division of |abor,
all of which are at the very core of firm dynam sm (ADB 2001).

Experi ences in many European countries show that clusters can be a
powerful mneans for overconming the above constraints and succeeding in
an ever nore conpetitive market environment. Through clustering,
i ndi vidual enterprises can address their current problens related to
their size, production process, marketing, procurenent of inputs,
ri sks associated with demand fluctuations, and market information and
can inprove their conpetitive position (Tambunan 2005). Through a
cooperation of enterprises in a cluster, they may take advantage of
external econom es: presence of suppliers of raw materials, conponents,
nmachi nery and parts; presence of workers with sector-specific skills;
and presence of work-shops that make or service the nmachinery and
production tools. A cluster will also attract nmany traders to buy the
products and sell them to distant markets. Also, with clustering of
enterprises, it becones easier for governnent, LEs, universities, and
ot her devel opnment supporting agencies to provide services. The
services and facilities would be very costly for the providers if
given to individual enterprises in dispersed |ocations (Tanbunan 2000
and 2005).

It is certain t hat col I aborati on bet ween enterprises t hat

participate in a cluster results to the creation of passive or
unconsci ous mar ket i ng benefits, such as j oi nt mar ket i ng
del egations to clients, trade m ssions, inter - cluster firm
referrals and shared narket information gathering and sharing,
bi gger dynamics in nmarket grow h, in production, the research

and econony (Rosenfeld 1994, Cooke 1996, Hunphrey and Schnmitz 1996,
Wl ch et al., 1997).

An  interesting research study (Pacitto et al., 2007) presents
the relation between narketing and SMEsS growth in France and
Canada. The results showed that if the marketing approach of the

nedi umsized firnms is always focused on client distinction (nmore than
on the narket as such), conpetition leading to positioning is very
much a part of their preoccupations and finally, these enterprises
comonly practice comercial intelligence.

The main notives of enterprises, according to relevant studies
(Roelandt and Hertog, 1998), to forma cluster are: the transactions
low cost, the growh of new specialisations, the acceleration of the
| earni ng process,the bypass of new nmarket entry obstacles and the
i nprovenent of their organisational behavior |evel (leadership, common
vision and strategy, political and social support, etc).

The nobst common case studies in the furniture branch in Europe are:
the Pas de Calais carpenters network in France (Bergman et al.,
2001), the Roscommon craftsmen network in Ireland (Densconbe 1998),
the K - Cluster for the tinber sector in Geece, in the region of
Western Macedonia, in the frame of a research program on |nnovative
Actions (Ntalos et al., 2004).

In Geece, there has also been developed the Hellenic Technol ogy
Clusters Initiative within the frame of regional developnrent and
i nternational conpetitiveness (Mkios et al 2007).

The main objective of the present paper is the investigation
of the conpetitive advant age and the major obst acl es of
furniture conpanies that can participate in a cluster, via the SWOT
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anal ysis and the formation of efficient marketing mx strategies,
able to satisfy the expected benefits that a cluster could

offer to small and mcro furniture enterprises.
Met hodol ogy
In international literature (Roelandt and Hertog 1998, Wssernman and

Faust 1994, DeBresson & Hu 1997, Kaufman & Rousseuw 1990, Porter 1990
Robert & Stinson 1998, Hill & Brennan 2000) a lot of methods and
techni ques for clusters analysis have been devel oped, such as: |nput-
Qut put Anal ysi s, Net wor k Anal ysi s, Corr espondence Anal ysi s,
Mul tivariate Statistical Custer, Mnografic Case Studies, Expert
Qpi ni on etc.

Usual ly, industrial «clusters are identified through the wuse of
anal ytical techniques. Popular, but also very limted, are location
quotients that prove very effective when the focus is on identifying
regional specialization as a form of localization economes. In
contrast, when industrial <clusters are defined on interindustry
i nkages, a large body of quantitative nethods evolved around input -
out put tables (Hofe and Chen 2006). Two conceptual ly different strains
are well docunented in the literature: i) direct value chain |inkage
analysis with focus on production chain linkages, and ii) trading
pattern anal ysis where attention is paid to simlarities in buying and
sel ling behaviour of industries. The distinction between clusters and
i ndustrial conplexes plays an inportant role, as only industria

conpl exes are defined as groups of industries connected in one way or
anot her and showing significant simlarity in their |locational pattern
- and as such enphasi ze the spatial aspect of industrial concentration.
Proposed nethods to neasure spatial proximty include regression and
correlation analysis, often based on enploynent and popul ation data.

Besi des sophisticated analytical nmethods, qualitative techniques -
such as surveys, interviews, or focus groups - are suitable and often

appl i ed to det ect addi ti onal i nformation on interindustry
relationships that are not enclosable by neans of quantitative
techniques. |In addition, valuable information on social capita
entrepreneurial climte, education and physical infrastructure, and
quality of Ilife (to name just few factors that influence a |oca

business «climte) can be gained through qualitative analysis
t echni ques.

The nethodol ogy applied for this research was based on the conpletion
of special questionnaires, suitably structured, following the basic
principles of planning and their construction, i.e. the determ nation
of the research objectives, the specification of the required
information, the comunication nethod, the explicit formulation and
type of the questions and finally their selected order (Fink 1995,
Pashal oudi s and Zaf ei ropoul os, 2002, Bl anas 2003).

The survey concentrated 50 questionnaires, which is considered a
representative random sanple (14% of 350 small / mcro furniture
firms in Geece and specially in the area of Attiki, that included in
| CAP catal og (Papadopoul os, 2005). Al firms belong to the Furniture
Production value chain and are suitable candidates for value — chain
clustering: they are geographically «closely Ilocated, serve the
conplete furniture value chain and recogni ze their weaknesses of being
smal | and al one.
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Both quantitative and qualitative data were collected through a
conbination of e-mailing and personal interviews to SMEs: The
questionnaire was e-nmiled after a telephonic agreenent, so that
managers had enough time to reflect on clustering. In this first
contact the researcher asked the manager whether he/she was famliar
to that concept. In the case of a negative answer, he/she visited the
firmin order to explain, discuss and present exanples of wood and
furniture clusters worldw de. The interviewer would then rearrange an
interview, in order to discuss the questions, clarify difficult points
and conplete the questionnaire. The questionnaire was pre-tested in
five selected firms, in order to elinmnate the |ist.

Interviewees were first asked to provide their views underlining the
difficulties and problens that arise when “you are small and al one”.
This discussion was largely unstructured, with a series of standard
probes to guide the discussion. At the end of it, respondents were
requested to fill in the structured questionnaire, in the presence of
the researcher. The average length of the interviews was one hour.
Respondents were nostly the entrepreneurs thenselves or senior
executives such as directors and production nmanagers. The data
anal ysis techniques enployed are descriptive statistics, reliability
anal ysis, cross tabulation analysis (X?) and regression analysis. Al
conputations were done wusing the SPSS package (Norusis 1997,
Pashal oudis and Zafeiropoulos 2002, Howitt and Cramer 2003). The
qualitative responses are used to provide context for the statistical
resul ts obtained.

Maj or Fi ndi ngs
The major findings of the study are presented in the follow ng:
Profile of respondent firns

From a legal point of viewthe firns involved in the present survey
are mainly Ltd at a percentage of 30% 24% general partnerships and
i ndividuals respectively, with a nmedium turnover of 320.000 €, from
which only the 16% export their products. These conpanies, asked to
constitute a nodern and effective cluster in the region of Attica, are
active in the sectors of donestic furniture manufacturing, kitchen and
war drobe furniture, franes, wooden floorings, folding furniture, foany
material treatnment, textiles, wallpapers production, cushions and
wooden frames. The 50 cluster enterprises enploy 400 workers in total
(8,02 on average) who in their majority are unskilled workers at a
percentage of 24% Specialised, skilled personnel is found generally
with delay (49% or nost times finding this kind of staff is difficult
and often conprom ses have to be made (41%.

The investigation for the firms’ conpetitive advantage was realised by
rating the characteristics of their products. The ranking was done by
the enterprises thenselves and is presented in Table 1. Qality (9, 92),
conpetitive price (9,68) and reliability (8,98) with 10 to be rated as
excel lent, constitute their 3 core conpetitive advantages.

The above three characteristics were over and above confirmed as the
nost inmportant conpetitive advantages by 3 other relative cross -
questions of our questionnaire with 25% - 27% xai 21% percentages
relatively.
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Table 1 also presents the results of Pearson correlation coefficient
for all the characteristics of the conpetitive advantages, in order to
realise their cross-correlation per pairs. Thus, it appears that the
bi gger values of Pearson correlation coefficient are presented in the
variables: price - custoner service (0.996), corporate inmmge -
guarantee (0.852), product packaging — product design (0.837), product
quality — price (0.737) and product delivery — product quality (0.737)
for significant |evel p<0.01. That is to say that the means of the
above pairs of conpetitive advantages do not differ statistically
considerably at a 2 tailed |evel.

More anal ytically the above results show that:

1 the higher the price of a furniture product, the higher the |evel of
cust oner service

2 the better the reliability corporate inage of a furniture product,
t he bigger its guarantee.

3 The higher the furniture quality, the higher the price or the w der
its distribution, etc.

The bi gger obstacles that the sanple conpanies face today and the ones
that they woud like to reduce or elimnate, if possible, via
clustering are corruptness, opacity and the bad operation of the
public sector,which are presented in Figure 1
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cluster enterprises

correl ation

Papadopoul os- Kar agouni - Val er gas- Sevopoul ou,

coefficients of

products characteristics of

404- 418

the very own

Product’s Characteristics

Descriptive
Statistics

Pearson correl ati on coeffici ent

Mean S. D t- 1 2 3 4 5 6 7 8 9
Test
1. Price 9,68 , 844 81,1 1, 000
2. Product quality 9,92 , 274 255,9  [737(**) 1, 000
3. Product delivery 8,00 404 140,0  5g7(xx) [737(*%) 1, 000
4. Product design 8, 54 ,503  119,9 JATL(**)  ,319(*) , 000 1, 000
5. Custoner service 8,68 , 741 82,9 ,996(**) ,676(**) ,546(**) ,A73(**) 1, 000
6. Guarantee 8, 14 1,262 45,6 408(**) ,430(**) -, 061 ,180 ,389(**) 1, 000
7. Reliability 8,98 , 141 449,0 -, 062 -, 042 , 000 -, 132 -, 062 -,126 1, 000
8. Corporate inage 8,12 1,256 45,7 go1(**) |, 427(**) , 152 220, 699(**) , 852(**) -, 131 1, 000
9. Product packagi ng 6, 88 , 799 60, 9 LA97(**) |, 337(*) ,273 | 837(**) ,499(**) -, 250 -, 195 -, 093 1, 000
** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).
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aher [ 2, 0%
I naccessi bl e know edge 20, 4%
Lack of executives 22, 0%
Conpetition status 22’ 0%
Economi ¢ instability 26, 0%
Lack of information institutions 26, 0%
Enpl oyment | egi sl ati on 28, 09
Bur eaucr acy ] 86, 0%
Institutional frame of enterprises operation I I I I ]1 90, Opo
Lack of markets L I I I 198, 0%
corrupt ness ' ' ' ' 100, 0%
Gpscity ' ' ' ' 100, 0%
Mal function of public sector ! ! ! ! 100, 0%
0% 20% 40% 60% 80% 100% 120%

Figure 1. The main problens of clusters enterprises

A SWOT analysis (Table 2) was used to determne the strengths and weaknesses
of the sanple enterprises, as well as to record the opportunities and threats
of external environnent. The good service, the businessnmen’s big experience
and the conpetitive prices of produced furniture constitute the strengths
while the |lack of specialised personnel was nmentioned as the biggest weakness.
Anal ysing the external environment, we found out that the opening of borders
with the nmarket rel ease constitutes both an opportunity and a threat for the
enterprises, but a strong reason to cluster (either to avoid the threat or
exploit the opportunity) while subsidies and grants appear to be a very
i nportant chance for these conpani es.

Tabl e 2: SWOT Anal ysis of clusters enterprises

STRENGTHS WEAKNESSES
Factors Percentage Factors Per cent age
% %

Servi ce 100, 0 Lack of specialised 100, 0
per sonnel

Experi ence 100, 0 Di esel price rise 92,0

Conpetitive prices 100, 0 Fal | of sal es - 88,0
negative nmar ket
condi tions

Product Quality 98,0 Low productivity 80,0

I nnovat i on - 84,0 Smal | space of 56,0

mar ket | eader ship wor kshops

Brand Nane 72,0 Limted di stribution 54,0
net wor k

Big variety 50,0 Low organi sation |evel 54,0

Bi g exhi bi tion 40,0 Smal | exhi bition space 54,0

space
Lack of nassive tinber 40,0

OPPORTUNI TI ES THREATS
Factors Percentage Factors Per cent age

%

%

Bor ders openi ng

Subsi dy Prograns

100, 0

100, 0

The openi ng of borders

with t he illicit
conpetition
Bi g furniture

mul ti stores

100, 0

100, 0
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Expl oi tati on of 98,0 Conpetitiveness 98,0
new t echnol ogi es
Col | abor ati ons 88,0 Sector Saturation 96, 0
with forei gner
partners
br and nane 76,0 Bi g production units 96, 0
devel opnent
Access in new 76, 0 Unenpl oyment 90,0
mar ket s
Fal | of sal es - 88,0
negative mar ket

condi ti ons

Al'l the above 30 characteristics included in the SWOT analysis, were crossed
and X% controls were carried out with the five (5) basic characteristics of
the enterprises: legal form turnover, exports, year of foundation, activity
and occupi ed personnel. The results are presented in Table 2 and show that
there exists an inportant cross-correlation of overall 69 variables between
them from the total of 150 at significance level of at least p<0.1 (33 for
p<0. 001, 7 for p<0.005, 19 for p<0.05 and 10 for p<0.1).

More SWOT variable cross-correlations are presented with the turnover and the
| egal form

A certain amount of the results of Table 3 are presented here:

The produced furniture quality is not significantly corellated with any of
the above characteristics (legal form turnover, vyear of foundation,
realisation of exports, and activity). That neans that qualitative furniture
is either produced by new or old, export or non export enterprises with a big
or low turnover. On the contrary, the bigger the turnover of an enterprise,
the nore increases the |eadership and the innovation of it (X* = 13.5 p =
0.001), its exhibition space (X* = 32.3, p = 0.001) and its nane (X* = 32.4,
p=0.001). These results are absolutely natural.

The enterprises that export, produce a bigger variety of furniture (X* = 5.4,
p=0.05), own bigger exhibitions (X* =8.9, p=0.005), present however a |ower
productivity, while the development of a brand name and the access in new
markets constitute the bigger opportunities for them (X*= 3.0, p=0.1).

Regarding to the various threats of the SWT analysis, conpetitiveness is
related only with the foundation year of the enterprises (X = 7.5, p=0.1).
That is to say that conpetitiveness appears as a threat at a bigger
percentage, for newer enterprises. Market sector's repletion is statistically
related significantly with the turnover. (X* =8.3, p=0.05). Finally, the
exi stence of big productive units (X* =15.3, p=0.005) appears to be the
bi ggest threat for the new enterprises.

Al'l weaknesses are significantly related to their legal form and turnover.
The low organisation level is not significantly related either with the
foundation year, or with the realisation of exports.
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Table 3: Cross tabul ation of SWOT Anal ysis variables with profile of respondent firns
a/ Variabl es COVPANY LEGAL FORM TURNOVER YEARS OF EXPORTI NG COVPANY TYPE
a CONSTI TUTI ON
Correl X2 P < of Correl X2 P < of Correl X2 P < of Correl X2 P < of Correl X2 P < of
ation ation ation ation ation
A. STRENGTHS
1 Product quality NO NO NO NO NO
2 Innovation — Market YES 10. 4 0. 05 YES 13.5 0. 005 YES 6.3 0.1 NO NO
Leaders
3 Brand nane YES 41.6 0. 001 YES 32.4 0. 001 YES 6.5 0.1 NO YES 19.2 0. 05
4  Product variety - YES 39.2 0. 001 YES 38.9 0. 001 YES 12.7 0. 005 YES 5.4 0. 05 YES 33.9 0.001
Di versity
5 Large exhibition room YES 32.9 0. 001 YES 32.3 0.001 YES 10. 6 0. 05 YES 8.9 0. 005 YES 8.9 0. 005
B. WEAKNESS
1 High diesel price YES 10.1 0. 05 YES 10.1 0. 05 NO NO YES 18.3 0. 05
2 Sales drop — negative YES 21.5 0. 001 YES 11.0 0. 05 YES 6.6 0.1 NO NO
mar ket situation
3 Low production YES 20.6 0. 001 YES 8.8 0. 05 YES 5.4 0. 05 YES 22.8 0.01 YES 21.8 0. 001
4 Small exhibition room YES 39.3 0. 001 YES 27.6 0. 001 NO NO YES 19.1 0. 05
5 Small distribution YES 21.8 0. 001 YES 19.7 0.001 YES 9.0 0. 05 YES 4.3 0. 05 NO
net wor k
6 Low organization YES 33.9 0. 001 YES 29.6 0. 001 NO NO YES 15.6 0.1
degree
7 Small workshop space YES 30.9 0. 001 YES 16. 4 0. 001 YES 7.2 0.1 YES 32.9 0. 001 YES 16. 2 0.1
8 Wod shortage YES 42.5 0. 001 YES 34.7 0. 001 YES 19.9 0. 001 NO YES 31.3 0. 001
C. OPPORTUNI TI ES
1 Brand nane devel opnent YES 50.0 0. 001 YES 40.6 0. 001 YES 9.7 0. 05 YES 3.0 0.1 YES 23.4 0. 005
2 Access to new narkets YES 50.0 0. 001 YES 40.6 0. 001 YES 9.7 0. 05 YES 3.0 0.1 YES 23.4 0. 005
3 New technol ogy advance NO NO NO NO NO
4 Partnership with YES 21.6 0. 001 YES 27.3 0. 001 YES 9.7 0. 05 NO YES 17.5 0. 05
foreign firms
D. THREATS
1 Conpetitiveness NO NO YES 7.5 0.1 NO NO
2 Market sector’s NO YES 8.3 0. 05 NO NO NO
repl etion
3 Unenpl oynent YES 17.6 0. 001 YES 22.2 0. 001 NO NO NO
4 Sales drop — negative YES 21.6 0. 001 YES 27.3 0. 001 NO NO NO
mar ket situation
5 Large production units NO YES 8.3 0. 05 YES 15.3 0. 005 NO NO
* * The follow ng variables are not included in the Table because of the (100% percentage: From STRENGTHS: service, experience and conpetitive

prices), from WEAKNESSES: the |ack of specialised personnel, from OPPORTUNITIES: the opening of borders and the prograns subsidies and from
THREATS: the opening of borders with the illicit conpetition and the big furniture nmultistores.
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In order to find out how the specific characteristics of the candidate
enterprises affect their tendency to cluster, we used regression analysis.
The regression analysis was realised using the estimate of cluster inportance
as a dependent variable and the basic characteristics of produced furniture
of the sanpled enterprises (i.e. legal form turnover, exports, their
foundation year, their activity and occupied personnel) as independent
vari ables. The variables that were finally included in the nodel were only
the turnover and the foundation year and concretely:

Cluster inportance = - 77.642 — 0.944 TR + 0.042 YC
with RR = 0.62, F=38.113 and Sig. 0.000.

{TR = Turnover (a rate 1 to 4 for the groups 50-100, 100-250, 250-500 & >500
t housands € respectively) and YC = Year of Constitution}

Table 4. Regression analysis between cluster inportance (y) and Profile of
respondent firns

Model Summary(a)

Std. Error S
of the Change Statistics Dur bi n-
R R Square Estimate R Square Sig. F Wat son
Change F Change | df 1 | df2 | Change
, 787(a) , 619 , 690 , 619 38, 113 2 47 , 000 1,178

a Predictors: (Constant), year of constitution, turnover
b Dependent Variable: cluster inportance

Coefficients(b)

Unst andar di zed
Model Coefficients
St d. Sig.
B Error
1 (Const ant) -77, 642 30, 931 , 016
tur nover -, 944 , 112 , 000
year of 042 ,016 ,010
constitution

a Dependent Variable: cluster inportance
Concl usi ons

In the new era of intense conpetition furniture SMEsS in the region of Attica
in Geece are rather interested in value chain clustering.

Quality, the conpetitive price and reliability constitute the 3 nore basic
conpetitive advantages of the candidate enterprises.

The analysis of Pearson correlation coefficient proved that the higher the
price of a furniture product the better the I evel of customer services, while
the stronger the corporate image, the bigger is the guarantee. Furthernore, a
hi gher quality of the furniture pronmises a higher price or a wder
di stribution.

The X2 control confirmed that product quality is not significantly corellated
nor with the legal form neither the turnover, the year of foundation,
exports, or the activity of «cluster enterprises. The export oriented
conpani es produce a wider variety of furniture, own bigger exhibitions, while
they present a Ilower productivity. This data constitute particularly
inmportant tools for the decision-nmaking of the enterprises of the specific
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furniture sector, in order to inprove their operations and naximze their
profits fromclustering.

The regression nodel is well fitted and can quite precisely forecast the
ascertai nment of the inportance of clustering, depending on the size and the
characteristics of each enterprise in relation to their profile, as well as
the conpetitive advantages they know that they offer.

It is rather obvious that the current conpanies’ structure and the intense
conpetition create the essential suitable conditions for a pronpt creation of
a successful value chain cluster in the Attica Region in Geece. The
conditions of enterprises’ collaboration for the creation of the particular
furniture cluster seem to exist. However stronger faith is still needed as
wel |l as | ess skepticism

Anong the expected results from clustering are the inplenmentation of quality
nmanagenent processes, the extension in new nmarkets, the reduction of
production cost, as well as the disposal and adm nistration of the clustered
conpani es’ products.
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