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1. EXECUTIVE SUMMARY 

Jobelsa is a group that belongs to the automotive industry, specialising in the manufacture of 

interiors for TIER 1 suppliers at competitive prices, providing by this high quality. It also has a vast 

range of associated services that are highly valued by their customers. And although initially the 

firm started as a car seat manufacturer for particular clients, today Jobelsa has several production 

plants with both, elevated production and billing.  

By taking a look on the Spanish and the global economic environment, there is a change in the 

consumption habits on the automotive industry. Data show a growth in the second hand market 

and the spare parts of unofficial workshops as a result of the economic crisis. 

Moreover, it is important to consider the social context, since there is an increasing awareness on 

the good practices of enterprises that, for instance, decrease the demand of leather materials due 

to animal suffering. 

The provided marketing plan explains a series of proposals and recommendations in order to  

achieve its goals. It also tries to follow the sector's technological race, as well as to obtain a better 

position in the customers and OEMs' points of views. 

To achieve this, a deep internal and external analysis was carried out. We also studied the 

company's resources, the current situation of its environment, its competition, customer behaviour, 

the sector itself, etc. 

Later on, several objectives or actions were proposed, where the predominant were: the 

improvement in customer interaction, and the increase and improvement of associated services.  

Furthermore, a 10 actions plan was also developed in order to achieve its goals, as well as to 

increase the profitability, by increasing sales and reducing costs. 

Finally, these actions were quantified upon a particular budget and detailed schedule of activities. 

And some guidelines were also provided for improvements in Jobelsa's control, together with some 

proposals made for the conducted marketing plan. 
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2. INTRODUCTION 

The idea of conducting a marketing plan for the enterprise called Jobelsa, arises from two main 

reasons. The first is due to starting there my internship term in December, upon a contract made 

by Fundación Universidad Empresa (FUE). Initially, I was offered to do my degree internship there. 

And since they provided good conditions, together with the fact how interesting I find both textile 

and automotive sectors, as well as the proper treatment I received there, I finally decided to 

choose them, expecting to sign an employment contract in the future. The second reason is 

simple:  despite the growth of the whole group, Jobelsa currently has no Marketing Department. 

Thus, there is no such thing as a marketing plan that would improve several aspects of the 

company. 

This project aims to develop a marketing plan in order to improve the market positioning of the 

product, mainly for each Original Equipment Manufacturer (OEM from now on) and TIER 1. And by 

this, people may regard at Jobelsa as their first option to carry out the whole serial production of 

the car models, which will also give an outstanding offer between price and quality ratio. Besides, it 

is also our aim to improve relation with suppliers of Jobelsa, so that contributions in price terms, 

delivery times and other general conditions will enhance too. And of course, to decrease the costs, 

in particular, of transports, optimizing shipments and receipts. 

The major interest of carrying out this paper, despite the company's increase in terms of number of 

employees, invoicing, installations, etc., is because the overall economic benefit is yet under low 

levels. Therefore, it requires to analyse and apply the needed changes in order to improve such 

conditions, even though the expectations are of substantial upgrades. 

First of all, an internal analysis of the company situation will be conducted. Then, an in-depth 

external analysis of jurisdiction and industry will be presented, and followed by the diagnosis that 

will finally help to put forward the proposed marketing plan. 
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The following chart presents a brief introduction to the industry sector to which the marketing plan 

is being designed for. Moreover, the competitive environment of Jobelsa will be explained in details 

afterwards on page 38, within the analysis of Porter’s Five competitive Forces Model. Also, the 

enterprise belongs to those suppliers known as TIER 2, whose customers are usually “the big 

suppliers”, as well as to TIER 1 or those who send the final product to the OEM. 

 

  

 

 

 

 

 

 

 

 

                                                        

3. SITUATION ANALYSIS 

3.1. Internal Analysis 

3.1.1. Presentation of the company 

Jobelsa is a leading multinational manufacturer of upholstery and interiors for the automotive 

sector from the Valencian Community (Spain), the capital of which is owned mostly by Beltrán 

family (i.e. private equity). 

The focused company for this project is Jobelsa Soft-Trim, that is currently located on the National 

Highway 340 (km 985,5) in Benicásim (Valencian Community, Spain). 

Source: ANFAC 

 Figure 1. Summary explanation of the industry 
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Jobelsa is registered under the CNAE code 1392 – manufacture of made-up-textile products 

(except clothing); which corporate purpose is “production, purchase, sale, import, export, and the 

marketing in general of saddlery and harness, manufacture other textile products, and mainly 

vehicle upholstery." 

The main products of Jobelsa are: covers for headrests, armrests, dashboards, door panels, and 

complete seat covers, always under the philosophy of Just in Time and direct OEM sequencing. 

The company counts with over 50 years of history, being established at 1965, and starting with 

After Market activities. 

The production starts in 1997 as TIER 2 for Johnson Controls Interiors, being it an important TIER 

1 within the manufacture of interior trim parts for the automotive industry. 

In 1997 begins the manufacture of seat covers for automobiles as TIER 1 for Ford. 

In 2004 starts its internalization by opening a new branch in Slovakia. 

In 2008 another branch opens in Slovakia too.                               Figure 2. Head Cover example 

The 2009 for Jobelsa is known as the year of huge growth, by  

launching its branch in Barcelona, and by starting with Just in 

Time activities.  

2011 goes on with the process of international expansion and, 

thus, opens a new plant in Morocco. 

                      Source: Website Jobelsa 

2012 opts for the improvement of communication processes and ERP’s, by implementing the SAP 
software, as well as the Best Performance programme for seat covers. 

In 2015, the Lean Manufacturing is introduced at the whole organization. 

Currently, Jobelsa group opened a new plant in Casablanca (Morocco). 

By focusing on Jobelsa Soft-Trim, for which the Marketing Plan is being developed, it is known that 

it posted a turnover in 2016 of 47.854.427 euros, leading the sectoral ranking above their major 

competitors (at national level). And if we analyse the group of companies that does not belong to 

any particular sector, we can affirm that Jobelsa Soft-Trim is ranked in 58th place in Castellón, and 

in 3.878th place in Spain. Nonetheless, the company also registered a loss for the sum of almost 1 

million euros in 2015, to a large extent due to the mass production of seats for Audi Q7. 
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Therefore, the company has over 130 employees, increasing its number each year. For the whole 

group, Jobelsa aims to post a turnover of around 90 million euros, and it has indeed doubled its 

workforce during the last year due to the opening of the new plants. Nowadays, the enterprise 

employs more than 1.600 workers. 

Jobelsa also takes place in the País Cre100do program, which main aim, according to their 

website, is “to help to grow medium-sized Spanish enterprises as an engine for the national 

economy and as the creation of well-qualified jobs.” It is also part of AVIA, defined as “an 

automotive cluster that pursues to improve the competitiveness, and to increase the efficiency and 

effectiveness of the assigned companies.” 

MISSION 

To develop and manufacture attractive solutions, comfortable and innovative automobile interiors, 

being competitive for our clients in a global marketplace. 

VISION 

To achieve the excellence as strategic suppliers, proposing solutions adapted to specific demands 

and each time more globally. 

VALUES 

 To promote human and professional growth of our team. 

 To always bring the best services and the maximum quality to our customers. 

 To provide a customer-focus culture. 

 To remain faithful to the philosophies of Just in Time and Lean Manufacturing. 

 

3.1.2. Company Resources 

3.1.2.1. Human Resources 

Jobelsa Soft-Trim has over 130 employees, many of whom work full-time. The current owner (son 

of Mr. Beltrán, the former founder of Jobelsa) is Mr. José Beltrán, who is also the enterprise 

manager. 

Since it is a medium-sized company, it is usually divided into small departments of 4-5 people 
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each, with a responsible person for each department. In its turn, each department follows particular 

functions, and even though they are all connected among themselves, communication is 

compulsory for all of them. Thus, they are being encouraged by the “open office” structure for 

almost all departments altogether, without any kind of wall that would divide them (with the 

exception of the administration department). The following organization chart perfectly shows such 

distribution of departments. 
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Figure 3. Organizational Chart 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Own Elaboration according to Jobelsa’s data. 
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As it can be seen, this is a functional structure, which is attractive for unique businesses (as in this 

case with related products, but a unique business), despite of their continuous demographic 

growth. 

 

3.1.2.2. Physical Resources 

On the one hand, Jobelsa group has its main offices in Benicásim (Castellón). These facilities are 

spacious (about more than 25.000 m2), including the reception department (see Figure 2), where 

is a large hall perfectly 

decorated, and two ample 

meeting rooms (one on either 

side). It is immediately connected 

with the manufacturing plant, 

being separated from the 

discharge and warehouse areas; 

the mass production, 

administration offices (finances, HR, CEO's, etc.), and another part of offices where the remaining 

departments are found (purchasing, logistics, supply, technical bureau, sales office, etc.).   

Basically, all the departments are located within the headquarter in Benicásim, keeping some 

responsible people for other plants, but always taking decisions at its main offices. The daily output 

capacity is of 975 car seats.                                                         Figure 5. Jobelsa in Barcelona 

On the other hand, the plant located in Barcelona, which is 

near to OEMs and clients' plants, is fully specialised in JIT 

discipline. It is mainly used for assembling the final 

manufactured products in the remaining production plants of 

the group in order to send them directly to the OEM, 

allowing  Jobelsa to function as TIER 1 for particular 

projects. It is also used as a small warehouse for assuring 

the minimal service to their clients. This plant has 10.000 m2 of surface, and employs around 157 

workers. Its daily output capacity is of 3.300 car seats. 

 

 

Figure 4. Some of Benicásim’s offices 

   Source: Google 

Source: Jobelsa’s Website 
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Additionally, the remaining plants (two in Morocco, and two 

in Slovakia) are large infrastructures aimed in full to the 

production of orders, being it seats, dashboards, 

headrests, etc.. They are focused on  being “the best point 

to provide Leading Competitive Country parts to Europe”, 

and each of them has a surface of 14.000 m2 in Slovakia, 

and 11.840 m2 in Morocco. The latter has 700 employees, 

approximately, whereas the former counts with 445 workers. Currently, in Slovakia, the daily output 

capacity is of 1.200 car seats, whereas it is of 2.463 in Morocco, and 1.800 in Casablanca; being 

the total amount of daily output of 9.738 car seats. But since the production of door panels takes 

more time than the production of a car seat, and headrests take less time than manufacturing car 

seats, the total amount varies depending on the scheduled production. 

For example, for one of the Moroccan plants, Jobelsa invested around 11 million euros for its 

acquisition in 2011, adding the property acquisition, machinery and technology (only for this plant).

     Figure 7. Jobelsa’s production 

 

 

 

 

 

 

 

 

 

 

 

Figure 6. Jobelsa Slovensko 

Source: Jobelsa’s Website 

Source: Jobelsa’s Website 
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3.1.2.3. Marketing Resources 

3.1.2.3.1. Product 

Jobelsa offers products of the highest quality, at the right time and with exact amounts required by 

their customers. 

It is also important to mention that the enterprise does not sell their products directly to the final 

consumer, rather than there are several phases to cover until the product reaches its final 

destination, as it will be explained later. 

Jobelsa's products could be classified within the category of industrial goods, following the 

definition given by Estrada y Fandos (2014), since these are products that are purchased for 

further processing (i.e. the target customer is not the final client, rather than a customer who 

usually sends it to OEM and this, in turn, adds Jobelsa's product to the final product, which in this 

case would be a car, a caravan or a train). Within this category, we deal with components because 

these are the manufacture of “an integral part of other products”. And these products are viewed by 

customers as tangible and long-lasting products. 

This enterprise follows a single brand strategy for all of its group of factories, i.e. every 

manufactured product goes under the brand name of Jobelsa. Nevertheless, the brand receives 

little importance on behalf of its customers since they usually buy a car for its looks and 

performances, rather than because of its seat covers or dashboards, for example. Moreover, there 

is no specific information for the final customer regarding the manufacturer of the car seats 

(although if we remove one of Jobelsa's covers for car seats, we would find inside a label with the 

manufacturer's brand name, but generally this is not the case). Neither is important the brand 

name for the clients because they give more priority to the sales terms, the price, the design, the 

quality, the followed  processes, the respect to the environment, transparencies, etc. But above all, 

they are aware of the delivery times from the moment their order is placed. In addition, the 

warranty that the company offers is also important because it will lately be linked to the warranty 

that OEM would provide to the end consumer. 

With regard to packaging, it is very basic since it is essentially used only as a container to protect 

and send the finished product from Jobelsa's installations to the end customer. There are, however, 

two package types: returnable packaging (i.e. eco pack), and the usual cardboard packaging. On 

the one hand, the former are heavier containers that are difficult to transport, and are later returned 

back to Jobelsa's facilities, since these are eco-friendly packages, i.e. they do not harm the 

environment, and thus are later sent back to the manufacturer in order to be re-used for further 

orders. On the other hand, the cardboard packaging is sent to the client and it is him who is 

responsible for the packaging's recycling process. Although the former is a cheaper way of 
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packaging for Jobelsa, some OEM order Eco Pack as the sole source of supply. And both types of 

packaging contain the product to be sent, after passing its thorough inspection. 

In order to provide an in-depth understanding of Jobelsa's portfolio, we will analyse the various 

ranges of its products, and subsequently explain each one of them in terms of material usage. 

Figure 8. Jobelsa’s Products Lines 

 

 

 

 

 

 

 

 

 

As is shown in Figure 8, Jobelsa has 5 product lines. In addition to these, the company also has a 

wide range of products, different from the previous ones, which constitute the full range of sold 

products by the enterprise. Each of these lines of products will have a depth of 6 more categories, 

equal to the 5 lines. These categories correspond to the different type of material used for its 

manufacture. And as it was explained before, Jobelsa does not have stock, but manufactures 

according to the clients' needs for a particular type of car. But in general terms, the following are 

the categories of each line that correspond to the depth: 

 Leather. A type of genuine leather, which difference lies in the tanning of this material. 

Currently, this is the most coveted material by end customers, which has a higher price, 

and presents some advantaged and drawbacks, too. The look, the touch and the easy-to-

clean design favour the choice for leather. But it is also true that the temperature of this 

product is changeable according to outdoor temperature, resulting uncomfortable for cars 

being parked outside. Moreover, leather creates an adhesion to the human skin, it is easily 

damaged by scrapes due to zippers and thus, needs specific treatments to maintain its 

properties, etc. 

Source: Own elaboration 
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 Alcántara. This is a synthetic material usually made of small polyester fibres. With regard 

to visual, it resembles to fabric, but presents higher elegance and resistance. Moreover, it 

keeps the original appearance for greater period of time. 

 Fabric. This is the mostly used material today because it is breathable material that is also 

cheap and enables different possibilities of designs. However, as per its cons, fabric lacks 

good resistance compared to other materials, and it does not portray the desired elegant 

look which is common to find in mid-range and luxury vehicles. 

 PVC (or Plastic Polyvinyl Chloride). This material is a perfect substitution to leather at a 

lower cost. Its major advantage is the resistance to scrapes and bumps. Moreover, it is a 

good insulator, and provides a wide variety of designs. 

 Mixed materials. The use of mixed materials increases each year. This method usually 

uses the required materials for components that maximize their benefits and reduce their 

inconveniences. Such combination can be made of any material, being the most common a 

mixture of Alcántara and leather, or PVC and leather. 

The total length of products that appear in the mix can be said to be small, since it has amplitude of 

5 products and a depth of 6 products for each line. And the consistency of the mixture of products 

is high because their specialization (i.e. the degree of relationship among the goods) is also high. 

Furthermore, it is obvious that Jobelsa develops different designs too (e.g. colours, patterns, etc.) 

depending on the car model. 

 

3.1.2.3.2. Price 

The price is one of the most powerful variables of the marketing resources due to its relevant 

influence in the final decision of the buyer, being it in this case, the client's decision. The price for 

this industry is based on the costs, i.e. a method based on a cost plus basis. All the products sold 

on behalf of Jobelsa, as well as the raw materials purchased for their processing, are stated in the 

project agreement from the beginning [for the production of a particular car model]. Some of the 

suppliers are decided by OEM or by TIER 1, but other are appointed by Jobelsa, in this case, TIER 

2. In any case, Jobelsa's customer has the total transparency of the costs of materials for the 

manufacture of a product, which price is agreed until the end of the project [that usually lasts 

during 5 years]. And although there can be some variations in the prices, it is unusual. Therefore, 

the 70% of the prices for the sold products by Jobelsa belong to the costs of the used materials, 

previously agreed between the customer and the company. The remaining 30% comprises the 

labour costs used for the fabrication of each product, as well as the fixed margin by Jobelsa, which 
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is often quite low. This method is generally complicated to be used because it is difficult to assign 

fixed costs without knowing the estimated production quantity. But since sales forecasts are set 

from the start within this industry, it makes this task easier. 

It is, however, almost impossible to provide an exact price for each one of the products made and 

sold by Jobelsa. And, as it was explained above, the prices perfectly meet every client's needs, 

varying mostly on the car model, by changing the variables that determine the prices. As an 

example, the leather drapery for Opel would cost around 200 euros, whereas the same 

characteristics for Porsche would cost 1.000 euros. 

Therefore, we are going to provide an analysis on average prices, which will be studied afterwards, 

at the moment of considering the prices for Jobelsa's products. 

Figure 9. Average prices 

Product Line 

Product 

Depth 

 

Seat 

Covers 

 

Headrests 

 

Armrests 

 

Door Panels 

 

Dashboards 

Fabric 50 € 15€ 20€ 70€ 90€ 

PVC 60€ 20€ 25€ 85€ 100€ 

Alcántara 80€ 30€ 40€ 105€ 140€ 

Leather 110€ 60€ 65€ 140€ 190€ 

Mixed 

Materials 

Depend Depend Depend Depend Depend 

         Source: Own elaboration 

 

3.1.2.3.3. Distribution Channel 

The distribution channel of Jobelsa has different stages, which comprise the whole process that 

each party follows until making the goods available at the disposal of the industrial user. But if we 

analyse up to the moment when the product reaches the final consumer, the delivery channel 

accordingly increases. Thus, it is a large channel by which the company delivers the goods to its 
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sales branch (i.e. in case of the reception of materials from departments of production other than 

Jobelsa Soft-Trim) in order to send them to the industrial user. Yet, the main focus lies on providing 

a specific analysis on the department from Benicásim, taking into account that it follows a shorter 

distribution channel, since what Jobelsa Soft-Trim manufactures is directly shipped to the industrial 

customer. 

Figure 10. Jobelsa’s delivery channel 

Source: Own elaboration 

  

As it is shown in Figure 10, this would be the usual procedure that raw material would follow until 

reaching industrial customers. It should be remembered that these clients are in charge of 

assembling the product from their suppliers afterwards, and also shipping the finished product to 

their client (the OEMs). This OEM, in turn, will be in charge of finishing the end product (e.g. a 

finished car), and delivering it to the domestic sales branches, as well as to the local dealerships. 

Jobelsa needs to obtain raw material in order to manufacture car seats, being it threads, pelts, 

Alcántara, foams, etc., that are bought from diverse local and international suppliers (see Figure 10 

for some examples of suppliers). Usually, such dispatches are followed according to delivery 

schedules, mainly once or twice a week in order to ensure a complete supply. Once received, 

Jobelsa starts the production of the goods with regards to the client's needs (see Figure 10 for 

some examples of customers). After these goods are made, they are sent to the client, in the 

desired quantity, with the highest quality, and at the right time. There is usually a weekly delivery 

schedule of supply, upgraded by suppliers several times a week. And it is supported by Electronic 

Data Interchange (EDI from now on) that enables to connect computer systems of different 

companies and thus, modify their needs. 

In addition, with respect to the remaining companies of its group, Jobelsa Soft-Trim acts both as 

the raw material centre, and as the finished product centre. In other words, Jobelsa receives the 

materials and is in charge of delivering them among its departments. The same happens with the 

finished product, where the department in Benicásim gets the product from other departments and 

ships it to the client. This is partly due to the closed circuits hired by Jobelsa with transport 
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agencies, as well as due to supplier and customer's positions. Moreover, the fact of sending the 

goods with or without the Eco-packaging affects too, since with its usage the package must return 

back to the department of origin, which means another shipment. 

As far as the transportation of raw material is concerned, there are two types: LTL and FTL 

shipment. The former is an acronym for Less than Truck Load Shipping (LTL), i.e. a partial load 

that does not require to load a full truck for such shipping. And the latter, refers to Full Truck Load 

(FTL), i.e. full load service. It is known that the best option is to use FTL shipping, since this way 

transport rates are reduced, as well as the number of trips made. And for Jobelsa this matters too, 

since they carefully analyse all these variables. Thus, they are aware of the fact that an important 

part of money is destined to transports (i.e. usually for trucks and smaller vans, although 

sometimes air freight shipment is also required). Without forgetting, however, that its proper 

management will enable the well-functioning of Jobelsa in time and in terms, whenever the 

distribution allows them to make available all the necessary materials to produce, as well as to 

send the products to the client. 

Furthermore, there are urgent shipments, contracted through transport agencies due to an urgency 

for a material to be manufactured (which is either due to a poor forecast, either to the lack of stock 

of spare parts). Another case may occur when there is an urgency to send a shipping to a client 

because of an increase in production needs. This type of transport comprises great expenses to 

the company, making necessary to reduce it as much as possible, by improving forecasts with 

suppliers and customers. 

Over the years, it has been sought to change the consolidation centre to a more convenient place 

in terms of procurement and shipment costs. Other alternatives are being studied too, but 

Benicásim seems to be a proper centre, especially to organize the coordination with its department 

in Morocco, thanks to closed-circuit trips that allow to reduce costs and ensure the availability of 

vehicles [also partly due to the key negotiating position of Jobelsa]. 

Another common problem for Jobelsa, as mentioned before, is the returnable packaging sent to 

those clients who order it. This means that the production from other departments must go to 

returnable packaging area in Benicásim, which at the final stage will send from there the end 

product to the client. According to Jobelsa's estimation, such process costs more than 50.000 

euros per year, although it is being optimized to the maximum, since it such returns advantage the  

collection of raw materials from local suppliers from the near areas. 

 

 



 Pa gina 20 
 

Figure 11. Total transport cost and number of ships to customers and Tánger 

 

 

 

 

 

 

 

 

 

 

 

On the one hand, the Figure 11 from above shows a brief analysis of trips, prices and annual costs 

for Jobelsa to deliver the raw material (in this case, to its production department in Morocco). The 

chart also presents the delivery routes of finished products to their main customers located in 

Barcelona, Saragossa, Valladolid, and Pontevedra. The enterprise spends around 840.000 euros 

yearly on such transports, resulting into an elevated amount, which would be interesting to 

consider in order to improve current conditions. 

  

Source: Own elaboration with Logistics Department 
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Figure 12. Actual transport footprint 

 

On the other hand, the previous Figure 12 presents an analysis of the number of suppliers from 

each country, as well as the total amount of shippings made in 2015. We can say that most of the 

suppliers are situated in the north with respect to the group's departments. Thus, in this case, if we 

calculate all the expenses of transports directly from the supplier to the production department in 

Morocco, it seems reasonable to use Benicásim as consolidation department of raw materials and 

finished products. 

 

 

Source: Own elaboration with Logistics Department 
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Figure 13. Number of transports and countries 

 

 

 

 

Source: Own elaboration with Logistics Department 
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As we observe in these comparative tables on Figure 13, almost all shipments from suppliers to 

Jobelsa are sent with LTL (i.e. 1.714 LTL versus 190 FTL). This is a cheaper option, since we pay 

only for the space we use. However, this is usually a slow type of shipment to reach its destination 

because its load is destined to different places and, thus, several stops are required. Moreover, 

they have much higher cost per metre/kg. 

We can also appreciate that almost 75% of suppliers are from countries out of Spain, although 

most them are either located in Spain, either have a department within the national territory. 

 

3.1.2.3.4. Communication 

As we are dealing with an industry which prices are agreed from the beginning of each project, and 

these are usually maintained until its end, the company typically has little scope for providing 

offers. 

Nonetheless, there is a common practice in the automotive industry that gives promotions to their 

clients, yet not discounts, which is also followed by Jobelsa. Such promotions are defined as LTA 

or long-term agreements. They are also viewed as a contract, that usually lasts for more than 5 

years, described as a “contract to perform work for another over an extended period of time” 

according to Michael, F. (2011). Moreover, according to Singh, H. (2003): “LTAs are arranged 

having in mind possible price variations. The supplier can renegotiate any significant raw material 

price changes, and additionally, the LTAs are elaborated based on currency fluctuations”. 

Generally, LTAs are “sold” as yearly promotions due to production and efficiency improvements, 

based on experience, but which usually result in price reductions of 3%, aiming to charge higher 

fees during the first years. 

Apart from this promotion, Jobelsa also enhances public relations with their suppliers through the 

quest for improving the relationships between them. It is not a question of mere negotiation based 

on power, but a completion of audits seeking the common good. Whenever Jobelsa requires a 

reduction in the price of any material, an audit is completed with the supplier, aiming to obtain such 

price reduction without reducing supplier's margins. Contrarily, they seek for possible ways of 

decreasing costs that will allow to decrease prices without consequences of altering margins, 

which could even increase. This is, after all, a good opportunity for strengthening links with both 

parties, where all of them are benefit. 

Finally, the communication strategy that the company follows, aims to give the deserved 

importance to sales force. And this is the key that connects the client with the enterprise, who 

brings new projects by this means. Hence, Jobelsa follows a customer/market structure very 
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profitable if offering personalized service to the client, which is the case. Basically, salespeople are 

internal, i.e. those who use telephone and mail to contact the clients and, occasionally, the OEMs. 

However, it would be interesting to increase the presence of external salespeople in order to meet 

customers personally, instead of assisting them from the company. 

 

3.1.2.4. Financial Resources 

As we can see in the Figure 14, the company has been increasing its operating income throughout 

the years. However, the result of the activity has not always been positive: in 2015 they reached a 

considerably negative point, mainly due to the high increase of the quantity and the amount of 

current assets (i.e. raw materials, finished product, etc). This resulted in a rise of the value of the 

finished products in a bit more than double compared to the previous year; as well as an increase 

in the value of stocks in almost 1,5 million. And due to this, the own funds were also reduced in 1 

million euros, bringing with it negative economic and financial profitability’s. Yet, the cash flow 

remains at the point of 1 million euros, being increased each year, something that gives Jobelsa 

the possibility to pay the short-term debts, even if these were increased in more than double and 

could therefore become harmful for the near future. Furthermore, due to the value of the reserves, 

the company can compensate the negative results of the previous exercises, i.e. this result does 

not have an excessively negative impact. 

Nonetheless, the working capital is negative in almost 420.000 euros for the financial year 2015, 

despite the fact that for 2014 the cash flow was over 2 million euros. In conclusion, we can say that 

for the financial year 2015, Jobelsa had insufficient capital flow to meet the short-term debts 

incurred by the business, something that can be observed if we study the periods of recovery and 

payment. Therefore, the liquidity ratio is relatively low (96%), which proves the above mentioned, 

i.e. the difficulties to pay the short-term debts. In addition, the financial leverage of the company is 

very dangerous, estimated at 475%, showing that its debts are much higher than own funds (i.e. 

the value of debts is too high), and increasing in more than double compared to the preceding 

year.  Jobelsa informed that for 2016 its financial leverage was reduced in around 200% (i.e. 

normal parameters from the previous financial years), but it is still too high, knowing that the 

optimal amount is around 100%. In case Jobelsa needed to cover new investments, there would 

certainly occur an important danger in the financial part, endangering even more the solvency and 

liquidity of the company. Partly, this makes sense knowing that the company finds itself in the 

process of important expansion, spending a large part of money on opening new plants. 

There is, however, another negative aspect within the financial structure of Jobelsa, taking into 

consideration the periods of collection and payment flows. Despite the fact that year after year 
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there were done important improvements in increasing the payout delay, it was done in many 

occasions, in the detriment of the increase of the period of collection. In 2014, on the one hand, the 

payment to the suppliers was done in average 15 days after reception, and, on the other hand, 

they were receiving the payment 57 days after sending the material. In 2015, however, the amount 

of days changed to 62 days for receiving the payment, and to 17 days to pay. In 2016, taking into 

account the lack of official data, it is 64 days for receiving the payment, and 20 days to pay. This 

data can be better understood highlighting the fact that companies make payments once they sell 

the materials, and it is known that selling a car requires of some time. On the other hand, this 

industry gives prominence to the JIT philosophy. According to it, one may expect placing orders 

with the hope of selling goods in a short period of time, which could lead to the possibility of 

reducing the difference between the period of collection and payment, improving this way the 

liquidity. 

There are no official data for 2016, but Jobelsa ensures that those losses are already recovered. 

Figure 14. Annual Accounts 

 

 

 

 

 

 

 

3.1.2.5. Research, Development and Innovation 

The service of Just in Time applied by the company, together with 

a perfect sequencing, allows Jobelsa to produce and make 

possible for their clients to receive the products the same day the 

order was received, in the exact references and quantities.         

Research and Development department (R+D+i) receives 

notorious importance by using the “Best Performance” system, 

which is based on the close relationship with clients from the 

Source: SABI 

Figure 15. 3D Software 

Source: Jobelsa’s engineers 
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beginning of a project. This, in turn, uses 3D software tools which are absolutely innovative, under 

the motto of a continuous improvement within all the phases of production. Moreover, from the 

design stage of a product, there is a close collaboration together with customers in order to 

achieve the best results under OEM's conditions.    

On the one hand, for fabric and PVC cutting, there is the best machinery in terms of precision, 

rapidity, and optimum use of materials. This is possible due to the automatic cutting process, and 

the maximum reduction of damage and loss, since the cutting patterns are designed by pioneering 

computer softwares aimed to achieve the maximum use. 

On the other hand, for leather cutting, a visual supervision is preferred for its check, as well as to 

mark defects, accompanied by the positioning of dies that optimize the cut, maintaining its quality 

and an optimum finish. 

Additionally, over the years improvements have also been made in other areas, such as flame 

treatment, coating, or drying process, etc. And today there are attempts for making all linings under 

automatic press, but due to the complexity of certain pieces, manual lining processes are still being 

implemented. 

Plus, every piece that is being manufactured undergoes strict controls of quality in order to ensure 

the desired finishing by their customers. 

Besides the development and importance of technology, Jobelsa knows that they must combine it 

with the know-how of each operator. 

Certain data reveal the importance that the development of R+D+i receives form the past years, 

and it can be found in the value that it is having in the non-current asset of Jobelsa. In 2014, it had 

a value of 860.000 euros. In 2015, however, this number almost reached 4.800.000 euros, 

whereas for the financial year 2016 it is expected to increase up to 6 million euros. 

 

3.1.2.6. Corporate Social Responsibility                   Figure 16. ISO 14001 

Jobelsa has always given the consideration that deserves the fact of 

running a company, taking into consideration the impacts generated by its 

activities for the stakeholders, whether customers, shareholders, 

employees, or the environment, etc. 

The enterprise is committed to improve social and economic development 

of the countries where it resides, be that by cooperating with local suppliers and carrying out audits 

Source: 
Abapeisa.com 
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to analyse its costs, or by improving job conditions of its employees. Also, complying with ease the 

current national legislation, by not exceeding the allowed pollution, paying the applicable taxes, 

etc. 

Also, Jobelsa complies with the ISO 14001 standard, i.e. certification that promotes the correct 

environmental management system. According to the standard's website, “the ISO 14001 standard 

is an international standard for Environmental Management System that helps to its organization to 

identify, prioritize and manage environmental risks as part of their regular business practices”. But 

Jobelsa goes beyond and thus, within the yearly supplier evaluations that analyse different points, 

questions and asks a copy of such certification, and those who are in possession of it, get priority 

and higher score over the rest. By this way, Jobelsa makes sure to collaborate with those 

companies that give the same importance to the environment as themselves. 
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3.1.3 CAPABILITIES OF THE COMPANY 

3.1.3.1 Organizational Capabilities 

 In-depth analysis of enterprises to outsource services. This improves the organization of 

the company itself. It also increases its production capacities, allowing to specialize on what 

they do best, and to subcontract those arrangements that have less experience. 

 Support for software applications, such as EDI or MRP that assist with order planning, 

checking the materials, etc., by maintaining a constant contact with suppliers and 

customers. 

 Management skills of human resources with a successful work-and-private-life balance. 

 Excellent process engineering capabilities due to over 50 years of manufacturing, that 

allowed to minimize the production times by improving its processes. 

 

3.1.3.2 Distinctive Capabilities 

 Jobelsa counts with production facilities at the most privileged places with regards to high 

labour productivity and low labour costs; a good infrastructure network, good adaptation to 

R+D+i, etc. 

 A high degree of expertise while treating and cutting materials, such as leather, which also 

results in a maximum reduction of wastage. 

 To perfectly know and understand their customers' needs, as well as the guidelines 

provided by OEM, thanks to the good ongoing contact with them. 

  The know-how of those employees with greatest seniority in the company, that make 

possible to anticipate mistakes, to introduce improvements, etc. 

 Investment in machinery, providing cutting machines of the highest quality. This allows to 

maximize the material usage while designing the patterns, supported by a 3D software that 

explains to the machinery the number of pieces to cut. And thanks to it, there is an optimum 

cutting area. 

 Excellent relationships among employees that facilitate trust and communication between 

the departments. 
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3.1.3.3 Value Chain and Interrelationships 

Jobelsa is fully involved in the whole value chain process. 

 Figure 17. Value Chain example. 

 

Source: PrepLounge.com 

 

Support Activities 

 Infrastructure. This enterprise has more than 382 employees, and has all the necessary 

departments in order to guarantee a good result: logistics, purchase, supply, engineering, 

quality, office, technical, commercial, administrative, financial, and human resources 

departments. Moreover, it provides great sales support, bearing in mind the importance of 

commercial and sales departments. 

 Human Resource Management. The company itself recruits and hires new employees, 

giving more importance to the interviewees rather than to their CVs. Jobelsa is also 

responsible for their employees' training, fulfilling the minimum annual training goals. Great 

importance is also given to the keep their trainees by providing them with long-term 

employment in order to obtain the best workers. Remuneration corresponds to the sector, 

and there are flexible schedules that allow the free entry and exit. This is satisfactorily 

reflected in absenteeism rates with lower percentage than the general sector. 

 Technology is one of the most important activities that brings high value to the company. 

From the designing stage there is collaboration with customers in order to achieve the best 
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results. And this is done by the use of 3D software which, at the same time, provides 

developments and improvements throughout the whole project. 

 Figure 18. R&D Department (procedure) 

 

 Procurement. This section focuses both on purchase and procurement departments. The 

former is in charge of conducting exhaustive analysis on suppliers, by evaluating them 

before starting the mutual collaboration, as well as once they are consolidated as the 

company's suppliers. This department also negotiates the prices and conditions of 

payment, and buys any needed materials, being it sporadic purchases, machinery, spare 

parts, etc. Finally, purchase department also creates contracts with the agreed conditions 

previously negotiated with suppliers. Doing so, they ensure to offer raw materials of the 

best quality under the best conditions, improving and maintaining good relationships with 

their providers. Procurement department, on the other hand, purchases mass projects, 

detecting its requirement and placing orders to make always available the minimum 

quantities of a product in the warehouse. 

 

Primary Activities 

 Internal logistics. It is formed by the warehouse together with logistics and quality 

departments. The goal is to reduce the deterioration and to detect those products that 

arrive in bad conditions or in wrong quantities. For such purpose, there is a big warehouse 

lead by Lean philosophy that helps to improve the organization. 

Source: R&D Department 
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 Operations. Since a new project arises, the client provides the foreseen production 

volumes. With them, from the engineering department, the time production is analysed, and 

the daily amount of goods to manufacture are established in order to satisfy the customers 

needs. Due to Kanban cards and specific indicators, NOK materials are reduced (i.e. Not 

Okay to be sent), and thus, defects are diminished. 

 External logistics plays a crucial role too. Jobelsa is in charge of sending the finished 

product to the clients, according to their needs and requirements. These clients, as was 

previously seen in the Figure 11 on customer flow, are usually located in the Iberian 

Peninsula. And this provides a quick and timely delivery, improving the client agenda and 

conditions with transport companies. As a general rule, 24 hours are enough for clients to 

receive their goods, and seizing the moment of such deliveries, raw materials are collected 

from suppliers from those areas. 

 Sales and Marketing Department. Good quality and training the sales force are a 

requisite for receiving RFQs (Request for Quotations) from the clients for further projects, 

and for setting competitive prices. Also, a good capability is needed in order to apply LTAs, 

yet with little margin for manoeuvre in terms of prices. 

 Service division. Jobelsa provides enough time for settlement of their clients' complaints 

since this way both of them can apply some improvements. It is also important to count with 

some spare parts in case an incident may happen, which is well-handled by the company. 

Moreover, an excellent warranty service is provided for client and for OEM. 

 

3.2. External analysis 

3.2.1. General Analysis (PESTEL) 

3.2.1.1. Political Factors 

The current Government supports the growth of the automotive sector and, in own words of the 

President Mr. Mariano Rajoy, “we are aware of what Spain is for the automotive sector, and thus, 

we try to take a good care of it.” This is a sector that represents more than 6% of the Spanish GDP. 

It also generates high volume of consumption, investment and employment in a vast number of 

adjacent sectors. 

One of the political aspects that negatively affects the sector is the delay of the 2017 MOVEA Plan 

(i.e. state aid to buy an electric car). Such Plan should have been active since January, but the 

instability of Governments and the non-acceptance of the general budget have led to this delay. 
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3.2.1.2. Economic Factors 

According to the ANFAC data (the Spanish association for car and truck manufacturers), since 

2013 there is an increase in the number of vehicles produced. Thus, there is also an increase in 

the number of new car registrations in Spain, which shows a consistent growth of the sector. 

However, the suffered economic crisis in Spain in recent years affected all sectors, and it has led 

into a reduction in economic activity of enterprises, a reduction in jobs and less sales. As for the 

automotive sector, both the increase in VAT in 2012, from 18% to 21% (according to The Ministry 

of the Interior, 2012), and the consumption reduction have led to a decrease in average household 

spending on new cars versus second hand cars. Nonetheless, the sector is growing. 

There has been a price increase of certain raw materials, mainly synthetic materials, such as PVC, 

due to its significant rise in demand. 

The highest employment rate is between the age group of 27 and 50 years, remaining the highest 

income starting from 40 years old. Moreover, men keep obtaining higher income compared to 

women. Taking into account that the production of the company leads to manufacturing cars (i.e. 

regarded as luxury good), it will be more important to study the economic capacity of families 

compared to data from other sectors. 

Many vehicle manufacturers decided to relocate their manufacturing plants to developing 

countries. In the case of Jobelsa, the reasons were: to reduce the production costs, to obtain more 

suppliers and clients, as well as to test its competition. 

The graph below illustrates the Spain Consumer Price Index or CPI, which denotes an important 

increase in more than 2% compared to previous months. The recovery of the fuel prices, the 

biggest amount of European currency circulating and its consequent devaluation will lead to 

constant increases in the Spanish CPI. And since such increases may happen, Jobelsa has to take 

this situation into account while agreeing on the prices of their projects. Furthermore, the cost of 

transport is the one that has been increased the most of the 12 variables that encompass the 

CPI, , with more than 9% compared to the prior year. Therefore, a higher price of the vehicles can 

be foreseen (not forgetting that an important part of the increase is due to the fuel expenses), but 

this is needed to analyse as well as to predict the prices according to the new margins and prices 

of the sector. 
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Figure 19. Spain Consumer Price Index (CPI) 

 

Source: National Statistics Institute (INE) 

 

3.2.1.3. Sociocultural Factors 

There are changes in preferences as to upholstery. Years ago, people were choosing leather 

seats, something associated with quality and prestige – since it has a higher price compared to the 

standard upholstery –. Nowadays, however, people tend to choose mixed materials (e.g. leather 

and Alcántara) in search of a major comfort. This is also partially due to the raising awareness of 

people when using leather in the manufacturing of products. 

On the one hand, the age pyramid in Spain (see Figure 20) follows the usual structure, forming 

every time more this shape of inverted pyramid. It is also important to notice the amount of people 

with age ranged between 35-55 years old, because they are the ones who have the biggest 

chance to buy a vehicle and, thus, acquire products from Jobelsa. Hence, the company should 

know the target vehicle for such niche market 

of population, and give them priority for the 

further projects, having by this major margin 

of sales. 

 

  

 

 

Figure 20. The age pyramid in Spain 2017 

Source: Eumed.net with International Data Base 
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On the other hand, the Figure 21 below, concerning the evolution of income in Spain, illustrates 

that in 2015 it reached levels of income similar to the level prior to the years of crisis. And it is 

expected to become even better in the following years. According to Gini index, there is still much 

inequality, and the major part of this increase is due to productivity improvements. However, in 

general terms, the productivity has increased for the entire population. 

Figure 21. Evolution of the national disposable income per capita 

 

Source: INE 

 

3.2.1.4. Technological Factors 

Every day there are new technological developments such as DiY movement – with regard to 3D 

scanners –, computers simulating human brain, etc. Or, as in the case of Jobelsa, the emergence 

of better and newer machinery, advanced computer programs, new cutting processes, increase of 

the possibility of automation of processes, and so on. These are technologies that will soon be 

available to the whole sector. 

The Internet keeps improving its possibilities and keeps providing the process of sharing 

information between suppliers and clients. This is crucial for the sector, due to the Just in Time 

philosophy, as well as to the necessity of transparency and orders being arranged frequently. 
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3.2.1.5. Ecological Factors 

These are the most restrictive environmental protection policies. The European Environment 

Agency (EEA) continues to exert pressure in order to reduce the emission of atmospheric 

pollutants. And it seems that the Spanish Government will not delay the renewal as well as the 

increase of the 78 measures of the “Aire” Plan. Therefore, the company should be aware of such 

policies and thus, try to achieve them to the maximum extent possible, and to proceed with their 

environmental commitment. 

Besides, the number of customers and OEMs willing to work with those companies that protect the 

natural environment is increasing each year. And even some suppliers from this sector take this as 

a requisite for selling their products. This is why Jobelsa adapts to searching the best ways for the 

most efficient use of the energy from its departments, trying to produce the minimal amount of 

polluting gases and, this way, maintaining ISO 14000 certification. 

Additionally, electric or hybrid vehicles will increase its sales. Hence, it would be interesting for the 

enterprise to get projects on this type of cars, so that their clients and OEMs may know Jobelsa's 

commitment to the manufacture of products later used in cars that are environmentally friendly. 

 

3.2.1.6. Legal Factors 

In 2015, the Spanish Government published in the Official State Bulletin the authorization of the so 

called “megatrucks”, the trucks more than 25 metres long and of 60 tonnes of weight. According to 

ANFAC (the Spanish association for car and truck manufacturers) this change of legislation will 

allow Spain to improve its competitiveness within the automotive sector, by reducing production 

costs for the companies and, therefore, the final prices of the vehicles. At the same time, the 

pollution is being reduced, the security increased, having less trucks in circulation, etc. It is 

expected that the 20% of annual savings for the usage of these heavy trucks will be around 110 

million euros. 

In June 2016, the European Parliament approved a new Regulation concerning customs duties 

from countries not part of the European Union. Despite the fact of reaching improvements in the 

search of achieving the free trade, the customs tariffs to import goods or raw materials are still 

high. And since Jobelsa is a company that has factories and suppliers outside Spain, it has to take 

into account the changes of the customs legislation (e.g. fees, document duties, statutory 

deadlines, etc.) 

As we can observe on the following graph (Figure 22) concerning the data offered by OECD, Spain 
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(depicted in orange colour) has got the interest rate of 1,6%, being one of the highest among the 

United States, France and Germany (and only overtaken by Italy). We could say that ever since 

the beginning of 2016 until present, the interest rate is within normal terms, despite the fact that in 

the third quarter of 2016 it reached the lowest rate, and started increasing since then. Thus, the 

interest rate keeps being appealing in order to ask for cheaper debt financing than compared to 

higher interests, which leads to the ease of acquisition of new vehicles. 

Figure 22. Long-term interest rates 

 

Source: INE 
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We can summarise all this factors in the following graph (Figure 23) 

Figure 23. Pestel Summary 

 

Source: Own elaboration 
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3.2.2. Competitive Environment Analysis (PORTER) 

We are going to use the five forces of Porter in order to analyse the car seats industry, and the 

others upholstered products of the company. Furthermore, we will try to explain how they affect the 

ability to obtain an advantageous position against other firms, and help to choose the most 

appropriate strategy for Jobelsa. We can summarize the five forces in the following graphic (Figure 

24). 

Figure 24. Porter Summary 

 

Source: SASB.org 

In order to understand better this sector and the rest of the analysis of the 5 forces, a sum up of the 

functioning of a “project” is needed. This is because the sales, the purchasing of materials and the 

rest of the production are done depending on these projects. 

On the one hand, there is the OEM or Original Equipment Manufacturer, such as General Motors, 

Ford, BMW, etc., i.e. final manufacturers of the product (in this case, a vehicle), that will assemble 

each final piece received from TIER 1. The latter, in turn, are large suppliers who send the finished 

product to OEM. They also create finished products previously received from TIER 2 as semi-

finished goods. Some of TIER 1 are: Faurecia, Lear, Johnson Controls, etc. TIER 2, on the other 

hand, are known as small suppliers that manufacture small semi-products that are later sent to 

TIER 1. They hardly ever are in direct contact with OEM. And finally, TIER 2 are those who have a 

big range of needed suppliers to manufacture such products. 
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In case of Jobelsa, for the biggest part of their projects, they act as TIER 2, although their 

department in Barcelona acts only as TIER 1. But since this paper focuses on analysing Jobelsa's 

plant in Benicásim, i.e. Jobelsa Soft-Trim, TIER 2 is taken into consideration as it forms the  

enterprise's predominant proceedings. 

The following example tries to explain how would a project be from its beginning, in a quick and 

easy way, in order to fully understand the sector's functions. Suppose that Ford announces a new 

fabrication of a particular model, for which are needed manufacturers of doors, seats, dashboards, 

etc. At the same time, Ford asks some of its TIER 1 to send prices in order to, for instance, 

manufacture a seat that, once received, would be completely finished, i.e. ready to be put in the 

final car. Imagine that Ford announces it, among other TIER 1, to Faurecia, that receives this data 

and is in charge of finding suppliers or TIER 2 who will be able to manufacture every part of such 

seats. Then they, for example, ask a quotation to Jobelsa, also known as RFQ or Request for 

Quotation, in order to manufacture the parts for every seat (e.g. prices for headrests, cover seats, 

structures, etc.). Usually there are few suppliers who are able to fulfil Ford and TIER 1's requests. 

Thus, Faurecia tries to contact the same companies every time there is a new project (i.e. Jobelsa 

and their competitors). And for Jobelsa to conduct the next quotation they need to receive the 

prices from their suppliers, e.g. in case of manufacturing a resthead, fabric, threads, patterns, etc. 

are needed. And with data provided by Faurecia that usually is deficient, it requires quotations from 

them, providing information such as MOQ (or Minimum Order Quantity), SOP and EOP (or 

Start/End of Production); prices, delivery schedules, etc. And thus, calculate a cost estimate for 

each headrest that is given to Faurecia, which finally chooses a TIER 2 according to their 

conditions. 

As it is seen, the competitors usually have the same information and they contact the same 

suppliers, since this sector does not have a wide variety of them. Hence, the relationships between 

enterprises seem to be important in order to receive better conditions than their competitors. 

 

3.2.2.1. Bargaining Power of Customers  

The general overview of the sector of seats upholstery, door panels, headrests, etc., where 

Jobelsa operates, shows that customers have an important power during negotiations. The current 

clients (i.e. manufacturers of seats, door panels, etc.) are few, being 70-100 enterprises in the 

world, and where only 10 of them are leading. Meanwhile, the final client, vehicle manufacturer, 

represents only 20-25% of the manufacture of car parts, according to SERNAUTO. And even so, 

such manufacturers obtain more than 80% of the industry's turnover, an important percentage that 

demonstrates the power of the automotive sector (i.e. comparable to an oligopoly where 4-5 
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manufacturers own more than 65% of the total turnover of vehicles). 

Such customers are usually concentrated and situated within the automobile production area on 

behalf of OEMs that increases the power of this sector. 

Nonetheless, it is difficult to differentiate the product because its specifications are usually decided 

by OEM towards Jobelsa's client, which are sent to the enterprise, as it was explained earlier. 

Although there is a margin for the design of upholstery, and the rest of products, as well as the 

company's suggestion of materials, the most important specifications are made by the client and/or 

OEM, who at the last stage approve or not the product in question on behalf of Jobelsa. 

Buyers also increase their power of negotiation due to the duration of projects and the volume of 

their purchases. And since contracts are signed for the entire period of the project, and sales 

volumes are high, the expense of losing a project for the company is also high. This is the same for 

the customers because in such case they should look for another supplier able to manufacture the 

same product and fulfil the volumes and delivery schedules. But it is rare to find change of 

suppliers when almost half of the project had been completed. 

The possibility of backward integration helps to reduce the negotiating power of customers, 

although it rarely occurs. There are many suppliers manufacturing semi-finished products so that 

TIER 1 can assemble them, and later send to OEM as finished products, which would be 

unfeasible if Jobelsa's clients manufactured all the semi-finished products themselves. Although it 

may happen, it is an uncommon practice. However, joint ventures or other collaboration 

agreements beyond mergers or acquisitions are more likely to occur. As an example of this, Antolín 

Group, acting like TIER 1 with more than 100 enterprises, conducted a joint venture in 2012 with a 

Japanese multinational in order to supply door panels, exclusively for Renault-Nissan. 

Since there are scant substitute products, it is easier for Jobelsa to improve its negotiation power, 

being few enterprises able to achieve their clients' characteristics and volumes. And as it will be 

explained in the section of substitute products, there are quite none varieties for vehicles 

upholstery, or for the manufacture of door panels, headrests, etc. 

This is a product that can be stored, but due to the Just in Time philosophy that prevails in almost 

all the sector, both the client and the company are committed to maintain good relationships, and 

to be fast while manufacturing and delivering. And this reduces clients' power, although they are 

still having it, since they dictate their needs for the reception of products. 

Moreover, customers are informed during the whole process of fabrication, raising by this their 

requirement and possession of information, and thus, increasing their power of negotiation. 
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Besides, the client has enough power over the supplier so that he can set the 70% of the product 

cost sold by Jobelsa as material costs, leaving only 30% of margin for manoeuvre for the 

enterprise. 

 

3.2.2.2. Bargaining Power of Suppliers 

In general terms, it is difficult to find suppliers who will be capable of fulfilling the OEM's 

requirements at the initial stages of a project (i.e. in quantity, in capability of manufacturing the 

material, in organization, etc.). This basically leads to end up working with a reduced number of 

suppliers, and obtaining quotes for the projects from almost the same suppliers every time. 

We have to differentiate between two types of suppliers: those required by the client or the OEM 

because they usually work with a certain supplier; and those who are not required, but can be 

found and studied by the company. 

The required suppliers have a high bargaining power, because it is complicated for Jobelsa to stop 

asking supplies from this company, being obliged to buy these materials to this specific company. 

In general terms, these suppliers are supposed to have capability of production and a good 

organization in order to fulfil the project in question. However, in some occasions this was not the 

case. 

As for the rest of the suppliers, they have little bargaining power with Jobelsa. The company works 

with economies of scale thanks to the acquisition of big amounts, since they have several 

manufacturing plants. And above all, the company works with local suppliers. Jobelsa has got the 

capability to negotiate the prices and the rest of the conditions under a dominant position. Even 

though the negotiation is generated from the beginning, being both parties on equal positions and 

under the idea of not having an impact on the margins of the suppliers. 

 

3.2.2.3. Threat of New Entrants 

The threats of new competitors vary according to the existing barriers of entry into the sector and 

according to the profitability. 

There are many suppliers for the manufacturing of seats, making very important the know-how and 

the experience of the organizations and of the employees. It is a sector that highly values these 

years of expertise. The clients and the OEMs will not have long-term projects with new companies. 

It is about moving forward step by step, manufacturing seats for particulars, gaining experience, 
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etc. Consequently, there is a small risk of new entrants. 

The profitability of the industry is not very high either. The prices are being fixed mainly by the 

client, leaving small margin for the companies, which earn money with large volumes and with 

possibilities and capabilities of reducing their costs. 

Many of these suppliers fix scale prices (i.e. lower price at larger number of purchases), which help 

to achieve economies of scale. Despite the fact that the material can be stocked, this is usually not 

happening because a material only serves in general for a particular project, although there may 

be exceptions. 

Another important factor that prevents the entrance of new competitors is the location of the 

already existing companies. There are companies with beneficial location for the sale, i.e. in the 

right place, and it is difficult for a new company to balance such situation in a short term basis (e.g. 

factories in cheap labour locations; located close to the clients; or in strategic locations to deal with 

the suppliers, etc.). 

The required capital to enter the sector is one of the biggest barriers of entry of all the mentioned 

barriers so far. Only in Benicasim, Jobelsa counts with 40 million euros of value of assets, mainly 

machinery, and the big part of this capital must be spent at the moment of creating the company in 

order to be able to reach the volumes of sales fixed  the project. 

Nonetheless, the current legislation neither impedes nor helps the entrance of new companies in 

the sector. 

 

3.2.2.4. Threat of Substitute Products 

It is considered that a good is a substitute of another, when a product can fulfil the same necessity 

of the consumer, replacing the function of another product, being both of them similar in their 

characteristics or not (Nicole,  1998).  

In the reality, there are a few substitute products. Practically all the seats need and are sold as 

standard with upholstery, just like headrests, door panels and the rest of the products sold by 

Jobelsa. 

The only substitutive products that we can find are those fitted in different cars, manufactured with 

other materials which do not require upholstery, like cars with carbon fibre seats or fibreglass, the 

door panels manufactured with carbon fibre, etc. Usually, these materials are being used due to its 

resistance and light weight, in premium cars or sports cars, and in vehicles of Formula 1. 
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Apart from these materials, Bentley for example has also started to employ for the dashboard 

materials such as stone and wood, instead of upholstery, giving more elegancy to their cars, even 

if these materials are more expensive. 

Finally, as we can see, the shortage of substitutive goods helps to increase the attractiveness of 

the industry, although we rather find substitutive materials to the upholstery rather than substitutive 

products themselves. 

 

3.2.2.5. Rivalry between Competitors 

The rivalry between competitors is certainly high. There are few existing companies in the 

automobile industry of upholstery (and even less if we concentrate only on the Spanish market). 

And the existing companies are quite large with several manufacturing plants in the rest of the 

world. 

This is a mature industry, since the growth is very moderate because the sale of vehicles does not 

increases quickly. There are also no expectations of its growth in a brief period of time. 

The product is barely distinguishable among the companies that compete in the market, and most 

likely the final consumer will never be able to detect the manufacturer of the seat's upholstery 

within the purchased car. For the client it is neither easy to distinguish the designs, as we 

mentioned earlier, because they are similar, and usually prefixed or designed at the quotation 

stage next to the final manufacturer. Thus, the intensity of competition increases even more. 

Almost all the companies that competitors with Jobelsa have similar characteristics: manufacturing 

plants in countries with cheap labour force; central offices in developed countries; implementing 

the Just in Time philosophy in some of their facilities; and assembling process located close to the 

main client or OEM; etc. Thus, the productive capacity that these companies have installed is quite 

high, increasing its competitiveness among other competitors in the market. 

The exit barriers are also elevated, mainly due to the assets and production costs. It is difficult to 

sell all the available machinery after the closure of the company, because it devaluates quickly and 

the number of possible companies that could be interested in acquiring it is reduced to the 

competition, being the only interested companies to purchase these assets. As for the exit 

production costs, we find the increased payment for a cancellation of contract or project. As we 

said previously, the projects are agreed for several years of functioning, and its exit. prior to the 

end of this period of time, would result in elevated costs on behalf of the client. 
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Figure 25. Porter’s Summary 

 

Source: Own elaboration 

 

3.2.3. Competitive Analysis 

3.2.3.1. Levels of Competition 

Jobelsa's competition consists in all operating companies in the sector of manufacture of seat 

covers, doors panels, head covers, etc. and also in related sectors. We can find four levels of 

competition from the clients/customer's perspective (see Figure 26). 

Figure 26. Four Levels of Jobelsa’s Competition 

 

Source: Own Elaboration 
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About the competition in product form, this is the first level and it represents the most direct 

competition of Jobelsa. These companies compete within the same sector, cover the same 

necessity, and to the same segment of population. The main competitors of the company in this 

category are: Coindu, Covercar, Boxmark, Prevent & Bader Group. 

Product category is the second level of competition and here are included those products that 

have similar characteristics, but with different appearance, that belong to other segment, etc. In 

case of this sector, we include here those companies that manufacture for particulars or directly to 

the final consumer, without going through orders of clients like TIERs 1 or OEMs. Some of the 

most important competitors in this category are: Euroban, Seat Styler and Coverking. 

Regarding to generic product, it is the third level of competition within which we find companies 

that satisfy the same necessity, but without the need of upholstery for seat covers, headrests, etc. 

These are substitutive products such as those manufactured in carbon fibre, dashboards in stone 

and wood, which are being used in some models, etc. Materials and products that Jobelsa is not 

able of manufacturing at the moment. Some of these companies are: Autoanything, CarID and 

Cartrend. 

Finally, regarding to budget, we find the products that compete for the same customer budget as 

Jobelsa's products. It is complicated to find any company or product of this style since while the 

consumer thinks of acquiring a vehicle, he cannot decide in making upholstery for the car or not, 

but he can choose the material for the upholstery which suits him better. In other words, it is a 

fundamental part of the vehicle which cannot be replaced by any other product like wheels, side 

mirrors, and so on. However, there are different quality and price ranges: mainly consumers count 

on certain budget and according to their preferences and costs, they will choose a better 

upholstery, better wheels, Xenon head lights, etc. 

  

3.2.3.2. Main Competitors 

The sector of seat covers, dashboard, head covers, etc., where Jobelsa competes, is 

characterised by an important competition; with few, but major and strong competitors. It would be 

interesting to analyse such competitors in order to know their strong and weak points, as well as to 

compare them to Jobelsa. Thus, the main competitors of the company are: 
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Coindu is an enterprise that was founded in 1988 with the aim of “manufacturing seat covers for 

different manufacturers of original equipment.” It employs more than 4.000 workers around the 

world, present in various countries, and with its headquarters in Portugal. It is known amongst the 

major brands for the quality of its products and the flexibility of its manufacturing process, with the 

main advantage of the proximity to the consumer. 

With regards to Coindu's production plants, we observe: 

 Portugal: 9.000m2 of surface, 800 employees, and 770 car seats as their daily output 
capacity. 

 Portugal: 27.000m2 of surface, 2.200 employees, and 2.000 car seats as their daily output 
capacity. 

 Romania: 17.500m2 of surface, 1.500 workers,  and 1.800 car seats of daily output 
capacity. 

 Mexico: 15.000m2 of surface, 330 employees, and 1.420 car seats of daily output capacity. 

In June 2016, the main shareholder of the company of Coindu, declared that 8 million euros were 

expected to be invested, as well as the creation of more than 1.500 jobs, and the continuation of 

their international phase of expansion. 

Nowadays, they are able to manufacture 6.000 cars a day (i.e. their respective covers). In 2016, 

Coindu sold 1.470.000 car seat covers, resulting in a production of approximately 4.028 car seats a 

day (which was at lower rate of their manufacture). In 2015, their sales comprised 293 million 

euros. 

Next year, in 2016, they own 15% of Hewa Leder, which is a family business with two plants of 

production, and invoicing more than 29 million euros. This enterprise is dedicated to the 

manufacture, trimming and stitching of leather. They already worked with Rolls Royce, and BMW 

sports models. Thus, Coindu counts with own supplier of leather, which is an advantage over the 

rest of their competitors. 

Besides, they have development centres in Germany. In their own words, multidisciplinary and 

flexible teams are working together with manufacturers of original equipments from the beginning 

of the process until the validation and start of the project. To achieve this, in 2011 Coidu opens a 

development centre of 303m2 of surface, that gives added customer value, mainly due to its 

proximity. Additionally, in 2012 they open another centre similar to the previous one, with a surface 

of 450m2, used for prototypes creation, customer development, etc. And finally, in 2016, they 
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opened a new development centre of products and sales. All the three centres are located in 

Germany, distributed between the north, south, and west in order to be close to their customers. 

With respect to machinery (e.g. sewing, cutting machines, etc.), it is similar to what Jobelsa uses, 

i.e. Pfaff machines for sewing, and Lectra machines for cutting, which use the best existing 

technology for this sector. Production steps, on the other hand, are also similar, being its main 

distinction the fact that Coindu does not provide returnable packaging or eco-packs. Certifications 

are akin too: ISO 14001 and TS 16949. Their main clients are practically the same since they are 

focused on the same segment as Jobelsa, i.e. Faurecia, Lear, Johnson Control, Magna, Audi, 

Mercedes, etc.). 

 

 

Established in 1993, CoverCar has its headquarters in Barcelona. It is dedicated to the 

manufacture of covers and fabrics of the automotive interiors. And it has 3 manufacturing facilities, 

and 3 logistics centres located as follows: 

Main offices and logistics in Barcelona; 2 manufacturing facilities in Tangier (Morocco), one 

production plant and logistics in Portugal; and another logistics centre in Pamplona. They also 

have 2 development offices in strategic areas, close their customers located in Germany. 

CoverCar's products are similar to Jobelsa's: car seats; luggage tray cover and luggage 

compartment’s coatings (which Jobelsa does not manufacture), armrests, gear boxes and 

handbrakes. 

Regarding to its certifications, ISO 16949 and ISO-9000 are followed, although they do not count 

with ISO 14001 in favour of the natural environment. 

Machinery, on the other hand, is similar to Jobelsa's and Coindu's: Lectra for cutting. Although they 

also use Durkopp machines, and start introducing automatic sewing equipment. 

Jobelsa's net sales amount was 44.388.554 euros in 2015, and around 50 million euros in 2016, 

whereas for CoverCar it was 30.704.698 euros in 2015, although with positive benefits of 390.000 

euros. 
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Boxmark specializes in the manufacture and treatment of leather. This enterprise was established 

in 1780, headquartered in Austria. It started within this sector as supplier of leather, and made a 

forward integration until becoming TIER 2, and starting to manufacture themselves seat covers, 

etc. Currently, Boxmark is still acting like supplier of specific leathers for their own competitors, 

such as Jobelsa. 

It has undergone rapid and constant growth, and makes the development of the ecological leather 

innovation xgreen in 2015. 

 Boxmark's facilities are located as follows: 

 Manufacture facility and R+D in Austria, established in 1982. 

 Stamping plant and R+D in Slovenia, established in 1995. 

 Production plant and logistics centre in Austria, founded in 1997. 

 Production plant in Croatia since 2001. 

 R+D facility and sales service located in Germany, being established in 2011. 

 Manufacture facility in China from 2013. 

 Another production plant in Croatia since 2014. 

 Stamping and treating of leather plant located in Mexico, founded in 2015. 

 

Despite their competence, Boxmark deals well with foreign trade relations. For example,  Boxmark 

received the Crystal Cabin Award 2017 in the category Material & components in the context of the 

Aircraft Interiors Expo in Hamburg. Thus, they also encompass the aircraft upholstery sector. 

Moreover, as the vast majority of other enterprises from this sector, Boxmark gives importance to: 

the human resources, the quality of their products, the environment and the R + D. For example, 

Boxmark has 3D scanners that allow virtual development of prototypes, and two research and 

development laboratories. Furthermore, in order to protect environment, Boxmark has optimized 

production methods and production plants powered by solar energy. They also have processes 

that let them reduce wastages in more than 80%. 

 

As they claim in their website, Boxmark has positioned itself in the premium segment worldwide. 

Thus, they are focused on a similar segment as Jobelsa, but a bit more premium, since they 
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manufacture only leather upholstery. 

Finally, the company has machinery similar to their competitors, specializing in the treatment of 

leather. What regards to their certifications, all of their facilities have ISO TS 16949 and ISO 14001. 

 

Prevent belongs to a brand portfolio called Prevent Group, from Germany. Currently, the group 

creates jobs for more than 13.000 people, en has enterprises in more than 36 countries. 

They started manufacturing seat covers with the aid of 50 employees in 1999, and since then they 

have exponentially grown, diversifying their business up to 3 different lines: mobility, fashion and 

neofacture. 

In the first place, in the mobility sector [where our focus lies] Prevent has 23 enterprises in 12 

countries, distributed in R+D, the manufacture of raw materials, upholstery manufacturing, etc. 

Some of their most important plants are: 

 Production facility from Eybl in Austria, focused on the manufacture and distribution of raw 
materials, mainly textile, which is also Jobelsa's supplier. 

 Prevent Automotive Romania with a huge fabrication plant in Romania. 

 Prevent Leather Sarajevo from Bosnia and Herzegovina, manufacturing and distributing 
leather. 

 Prevent seat covers do Brasil. 

 And 2 technological development centres in Germany, close to their clients. 

 

Prevent gives importance to the quality of its products. They claim in their website that the seats 

manufactured by their enterprise will never suffer changes, and will be comfortable for the rest of 

their products' lifetime, unlike their competitors'. 

We have no clue on the machinery used by Prevent. But what regards to its certifications, they are 

in possession of the common ones: ISO 14001 and TS 16949. 

Within the business area of mobility, the group closed the financial year 2015 with a turnover of 

more than 850 million euros as revenue. Every year they manufacture more than 2 million cover 

seats, i.e. Prevent has a volume of around 6.600 seat covers per day. Prevent's clients are similar 

to Jobelsa's since we are dealing with medium-high segment regarding to quality and price, where 
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the big part of their efforts lie in the Volkswagen group. 

 

 

Bader is a German enterprise established in 1872, that from its beginning fabricates and sells 

leather for the automotive industry. Currently, they have 11.300 employees, and several companies 

located in 13 countries. 

Bader's manufacturing facilities are in strategic areas next to the target clients, providing them 

comfort and quick shipping. The company has 15 plants, more of which are located in countries 

with cheap labour costs. For instance, they have: 

 Production plant in China since 2005 with 880 workers. 

 Production facility in Thailand, founded in 1994 with more than 720 employees. 

 Production facility in South Africa, established in 1990 that employs 950 workers. 

 Production plant in Mexico that was opened in 1996 with 2.020 employees. 

 Production plant in Uruguay since 1999 with approximately 400 workers. 

 The remaining plants from Germany, USA, and Ukraine are destined to sales, design and 
innovation, logistics centre, etc. 

They take into consideration the natural environment, employing departments that use renewable 

energies and reduce waste, since they belong to the CCS (Competence Centre Sustainability) 

counting with experts who help to implement and fulfil Bader's environmental goals. Besides, they 

received the award of the LWG Gold Medal (a certification of compliance with the Energy 

controlled leather). Moreover, innovation, by the creation of new ways of leather treatment, 

developing and optimizing new processes. Finally, they are pioneers introducing researches on 

tendencies and technology in order to adapt to the constantly growing and evolving market. What 

regards to certifications, ISO 16949 is present in all their plants, and ISO 14001 in almost all of 

them. 

Bader manufactures leather products addressed to a higher customer market than Jobelsa, and 

similar to Boxmark. 
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3.3. Market and Demand Analysis 

3.3.1. Market Analysis 

In order to analyse the market, and since Jobelsa's sales are directly linked to car sales, an 

analysis on vehicle sales of Spain will be conducted. Therefore, there are two different markets 

within the automotive industry: the new car market, and the spare parts market. Both are separate 

markets that should be taken into consideration as such. 

Although the major part of the company's customers are within the national territory, a big part of 

products is exported to other countries, limiting the Spanish market analysis in order to encompass 

and integrate the reality of the current sector. Thus, a brief view on this sector from international 

perspective will be provided too. Moreover, it is important to mention that manufacturers from the 

sector make a particular type of car that is later exported worldwide, so that it is difficult to properly 

analyse the whole market. 

On the one hand, the new car market represents the new car registrations that come out of official 

auto dealerships to the final consumers. There is no particular interest in the total market since 

second-hand cars are still having products from Jobelsa, without resulting in fabrication increase 

nor in a sale of higher amount of products. 

The spare parts market, on the other hand, refers to those who buy a car and then want or need to 

change any part of their vehicle, either for improving the car's current performances, either for 

changing the wearing parts for new ones, etc. In this case, it would be those consumers who 

require to change their car seats for the same that OEM offers for a particular car model; and the 

same happens with headrests, dashboards, etc. Usually, these parts are changed due to its 

wearing, seeking to improve (e.g. to change the textile material for leather), to breakages, etc. 

The following Figure 27 sums up the spare parts market: 
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Figure 27. Value Chain of Spare Parts Automotive 

 

Source: Sernauto 

 

The purchasing power relies on the end consumers because they decide, in the last stage, 

whether they buy from an official service, car workshops, or from chains' specialists. In our case, 

the focus lies on the value chain that starts with the manufacturer (e.g. upholstery of seats, 

armrests, headrests, etc.), follows the client, or in this case, gets directly to the OEM, and finally 

reaches the point of official services (i.e. OEM's official workshop). 

Since 2012 there have been increasing demands for automobiles, largely due to exports. 

In 2014, within the national territory, there have been more than 1.600 enterprises with a turnover 

next to 57 million euros, representing a bit more than the 10% of the total Spanish industry. In 

addition, the manufacture comprised more than 54 million euros, and the 7% of busy Spaniards 

were within this sector. 

In 2015, the manufacture in quantities in Spain got up to 2,7 million units. Next year, this number 

increased almost up to 2,9 million units. And the forecasts for 2017 ensure the automotive industry 

to reach the manufacture of 3 million cars, according to data from Anfac. 

With regards to sales, there have been an increase in 10% between 2015 and 2016. An interesting 

fact was the sale of electric cars which comprised the 175%, partly due to subsidies for such type 

of vehicle. 
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As it was already stated, the most important data for Jobelsa are the new registrations, which can 

be appreciated in the following Figure 28. 

Figure 28. Important data of automotive sector 

 

Source: ANFAC – El País 

 

If we analyse the statistics from the years prior to the economic crisis, we can observe that the 

registered units have always been of more than 1,6 million, until 2007 when an important decline of 

1,1 million was registered, and continued until 2013. Such year, new registrations comprised 

822.950 units. In 2016, however, there was an increase, reaching the 1.347.333 units. And for the 

2020 year, it is expected to reach the figures prior to the crisis, or even to exceed them. 

While talking about exports and imports of vehicles, more than half of the Spanish manufacture is 

sent overseas. In 2015, this amount was 34.000 million euros, as the next Figure 29 shows: 
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Figure 29. Exports and imports in Spain. 

 

Source:Finance Ministry of Spain 

 

Thus, the automotive sector represents 21% of the total industry with respect to its exports, and 

14% regarding to its imports. 

Currently, Spanish manufacturing facilities are the most automated in Europe, with an average of 

980 robots per 10.000 workers. It also shows one of the biggest investment rates in   areas of 

automation, modernization, and R+D+i among other sectors. This aspect aided to improve the 

competitiveness and productivity of the automobile industry, according to Sernauto. 

According to INE data (i.e. Spanish statistical office), the Valencian Community is the most 

productive region, followed by the Basque Country, Navarre, and Catalonia. 

And as a brief summary on the industrial situation worldwide, following Asymco’s  data (i.e.The 

Entrant’s Guide to The Automobile Industry), around 90 million cars were manufactured in 2014, 

with a global turnover of 2 trillion dollars. According to OICA (i.e. International Organization of 

Motor Vehicle Manufacturers), “if manufacturing vehicles was a country, it would be the sixth 

largest world economy”. Nowadays, more than 55 million people are employed, directly or 

indirectly, and enterprises make annual total investment of 90.000 million dollars in R+D, much 

above than other industries. 

If we analyse the spare parts market, its turnover has increased from year to year at a rapid pace. 

And, contrary to car sales, since 2007 there is almost no decrease in sales. 
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In 2011, the spare parts sector invoiced 9.300 million euros, increasing up to 14.100 in 2014. The 

consultancy firm DBK says that in 2016 almost 23.000 million euros were billed, i.e. more than 

60% of exports. 

Currently, however, consumers are reducing indispensable repairs, as well as trying to diminish 

their costs. Thus, during the period of the economic crisis, between 2008 and 2013, non-official 

spare parts increased to 5-6% every year, while official decreased yearly to 3-4%. Nonetheless, in 

2014 there was a growth for the whole sector, and according to D&B, official dealerships' sales 

increased from 1,2% to 3,6% in the use of non-official spare parts. And 2015 increased in 4%. 

There are, however, expectations to increase the demand, so that multi-brand garages will arise 

(i.e. with lower price) at the expense of official dealerships. This fact negatively affects Jobelsa and 

its competitors, since, as explained before, they sell the spare parts to OEM that are sent to official 

garages. Around 70% of sector sales are destined to non-official dealerships, that advantage 

customer proximity, lower prices, and a great variety of options for repairs and maintenance. 

However, official garages guarantee a thorough knowledge of the car to be repaired, as well as the 

use of its parts and spare parts recommended by manufacturers, yet at a higher cost. The big part 

of this demand will be soon destined to the on-line market, selling to end-consumers and garages. 

Many innovations are expected within the automotive industry, such as electric vehicles, cars 

without drivers, and many enterprises also claim soon we will even have flying vehicles... Either 

way, what we surely know is that vehicles are now in a period of fast and immense transformation. 

The concrete market of vehicle seats, headrests, and other products offered by Jobelsa, will surely 

exist in the short and medium term, since drivers and passengers will still need to sit in a car, which 

seats should be comfortable. Yet, there will be further improvements while working with the existent 

materials, as well as the emergence of the new ones. There are, besides, other products such as 

dashboards that are rapidly developing, endangering the use of upholstery for its finish, and most 

likely to become into a huge computers in the next future. 

  

3.3.2. Demand Analysis 

3.3.2.1. Consumption Analysis 

Jobelsa has a daily output capacity of 9.000 car seats, which multiplied by 249 working days per 

year, gives around 2,1 million car seats yearly. Obviously, this depends on the production 

organization since, for instance, in order to manufacture an additional unit of dashboard, 2 or 3 car 

seats must be forewent. Neither is possible to take on more car models, even though there are free 

production capacities. This is due to the fact that each product is manufactured according to the 
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client's needs, and is therefore necessary to make available the production in case there are 

sudden changes in demand. Hence, Jobelsa will be close to the production limits because of the 

start of their serial production of projects between 2017 and 2018. 

The years prior to the crisis, leather seats were on demand, and people preferred to spend more 

money in nice seats of quality, in spite of other extra performances, such as wheel rims, or the 

car's sporty looks, etc. However, with the economic recession, there was a increase in the sale of 

cars with seats made of textile at the expense of higher qualities since it was considered as an 

extra cost. And as we will discuss below, the majority of sold cars belong to the medium-low range, 

that only allow the option of mass fabrication of cloth seats. Neither the new environmental and 

animal arising awareness helped in the sale of vehicles equipped with leather upholstery. 

Nowadays, many brands prefer the use of synthetic materials as PVC or Alcántara, as well as the 

widely used combination of diverse materials in order to optimize the benefits, and reduce the 

inconveniences of each material. 

The demand of armrests also decreased to a large extent, since every time there are more cars 

that are not equipped with such product anymore. Many dashboards, on the other hand, have no 

particular upholstery at all because nowadays they try to look more like an on-board computer, 

resembling little spacecraft’s. However, headrests are still on high demand because this is an 

essential part of safety of vehicles. And concerning to the demand of door panels, it is also 

reducing its choice for upholstery since currently there exists a preference for cheaper materials in 

the process of fabrication, such as plastics and derived materials. 

According to Infocap (2014) people spend 610 euros yearly in unnecessary spare parts or 

reparations. From these, 7% belongs to replacements of seat upholstery, gear boxes, headrests, 

etc. The first reason for such replacements is due to the wearing of the current ones, and second 

reason is to improve their appearance and quality. 

According to Anfac's Vice President, Mr. Mario Armero (2014), on average, the car antique in 2014 

was of 11,3 years. And in 2016 the antique was of 11,6 years. Such tendency of using more time 

the same car starts in 2012. Nonetheless, the demand on Jobelsa's products has been increasing 

at the same time. 

With the passing of years, new and diverse stimuli arise in order to buy less polluting and more 

secure vehicles. It is also important to mention the demand on SUVs (i.e. Sport Utility Vehicles or 

light industrial vehicles), which arose with the previous years, and thus, Jobelsa should consider 

entering this sector of medium/high-end car segment. 

The best-selling cars worldwide in 2016 were: Toyota Corolla, Volkswagen Golf, Ford F-Series, 

Ford Focus, Hyundai Elantra, Volkswagen Polo, Toyota Rav4, Toyota Camry, Honda CR-V and 
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Chevrolet Silverado. Most of these cars are unknown in Spain and biggest part of Europe, thus it is 

observed that none of the parts for such cars were manufactured within the national territory. 

If we analyse only Spain, the 10 best-selling cars in 2016 were as follow in the Figure 30 below: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 30. 10 Best-Selling cars in Spain, 2016 

Source: Sernauto 
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As it is seen, the biggest part of these vehicles are targeted to the segment of the population with 

medium-low income, which is not Jobelsa's target. E.g. Currently, Jobelsa manufactures both 

models of Seat Ibiza: SUV and the Sporty model, FR-lyne. 

In case we need to make an analysis according to brands, instead of models, the following Figure 

31 shows a sum up of brands with higher amount of sold vehicles in Spain during 2016: 

Figure 31. Sales by Brands 2016 in Spain 

 

Source: Anfac, Faconauto and Ganvam – El País 

 

3.3.2.2. Consumer Analysis 

Jobelsa has several clients that act as TIER 1 with regards of the value chain, and other that are 

not consumers, despite acting as TIER 1 in the manufacture of seats for OEM. This is mostly due 

to acting to a different segment for which Jobelsa usually acts. 

Jobelsa's client is organizational type of client. The number of the group with this type of clients is 

high, while existing few companies that at the same time are huge and thus, have high purchasing 
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power, with larger power in relation of their suppliers (e.g. TIER 2 and Jobelsa among them). 

The consumers of the automotive sector choose a particular enterprise, and long-term business 

relations as well as production agreements are made. This choice is made upon the processes of 

request for quotation. 

It is highly important for the customers the geographic closeness with the suppliers, since it is not 

possible to have stock in the manufacturing facilities (i.e. the goods are required in precise 

quantities at right moments). They mainly depend on manufacturers and their mutual relationships. 

Usually, these organizational competitors are located in specialized geographic areas of this 

sector, as in case of Vigo manufacturing car seats. 

The clients' demand derives directly proportionally and closely to the end consumer's demand 

upon a particular car model. This is known as derived demand, understanding that clients will 

purchase more goods and services if their products are most requested. Demands are based on 

forecasts that sometimes may be far from reality. 

Therefore, we can analyse that usually is purchased by clients, by studying the following Figure 32. 

Figure 32. Annual sales by products of Jobelsa 

 

Source: Jobelsa’s Commercial Department  

Thus, more than 50% of sales belongs to the manufacture of seat covers, headrests, lining (e.g. 

doors, dashboard, and armrests' lining), and JIT assembly, comprising around 13% each one of 

them. Moreover, we find development of new products or projects that at the end are not 

conducted by Jobelsa, and other type of products, such as gear box upholstery, resale of materials 

to the competitors, etc., where each one of which represents 4% of the total annual sales. 

Jobelsa's clients are those who value a series of processes that raise the price of the final product, 

and prefer to make higher payments for them due to aspects such as quality, ecological processes, 

meeting the delivery deadlines, etc. And these are appreciated by a specific segment of the 

automobile industry. Obviously, those clients that send their products to OEMs, and who need to 

follow a strategy with their leading vehicle costs, will not choose Jobelsa or other enterprises that 

pursue such type of processes. This is because it will finally end up in a rise in the price of the final 

product, and these clients primarily seek the cheapest options. 
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So, on a scale of 1 to 5, what Jobelsa's customer’s value most is: 
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Aspect to be evaluated Weighting (1-5) 

The quality of the goods 5 

Meeting the delivery deadlines 5 

Receiving the same quantity as ordered 5 

Closeness 4 

Adequate manufacturing processes 5 

Payment facilities 2 

Production capacity 4 

Certifications: ISO: 16949, 14001, etc. 5 

Price 3 

Transparency: costs, processes, etc. 5 

Problem-solving capacity 4 

Flexibility 4 

The nearest R+D centre 4 

 

The main clients of Jobelsa are: 

Magna International is the main supplier of OEMs with regards to vehicles' interiors, seatings, etc. 

It has more than 37 trillion dollars in sales, more than 155.000 employees, and elevated and 

diversified production capacity. It is also the main client of Jobelsa, whereas Magna's major 

customers are: General Motors, Ford, Daimler, BMW and Volkswagen. As it was mentioned before, 

from now on, we will observe how these are the target consumers of Jobelsa. I.e. medium-high 

vehicle segment, which is the main reason for Magna being the main client, since they share the 

target market. Moreover, as a curious fact, Magna almost bought Chrysler, but lost the bid. It tried 

to do the same with Opel, but, as we may know, it now belongs to PSA. The back and forth 

integration within this sector is high, and can be revealed with this type of news. 
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Johnson Controls Inc is also a major supplier of manufacturers of automobiles, acting as TIER 1. 

It is Magna's main competitor, and one of the biggest consumers of Jobelsa. It has more than 25 

trillion dollars in sales, and counts with more than 130.000 employees. Such sales, in their major 

part, belong to the creating of seatings and door and instrument panels. Johnson Controls gives 

paramount importance to comply with ethics policy, Human Rights and Sustainability policy, 

sustainability rating, etc. The clients are technically the same as Magna, but adding the PSA group. 

Faurecia is similar to Johnson Controls in numbers, since it has around 24 trillion dollars in sales, 

and more than 100.000 workers, as well as the manufacture of seatings and interior systems is 

their main manufacturing. Its major client is PSA group, and it also manufactures goods for other 

clients, such as BMW, Audi, Volkswagen Group, General Motors, Daimler, and Renault-Nissan. 

Lear Corporation with its sale figure next to 19 trillion dollars, and 150.000 employees. In this 

case, the main consumers vary on the 3 previously analysed clients, which are: Toyota, Volvo, 

BMW, Renault-Nissan, and Porsche. 

On occasional projects, Jobelsa has also other clients, but the four types of consumers explained 

above are the main ones. Furthermore, there are other enterprises manufacturing whole seats and 

sending them to the final manufacturer, which are clients of Jobelsa's competitors, or of other 

companies with similar characteristics. Some of the most important of them are: 

 Toyota Boshoku that exclusively manufactures seats for Toyota. 

 Autoliv, manufacturer of seats, airbags, and other safety elements for brands such as 
Honda, Hyundai, Kia, etc. 

 Dourdin, acting like TIER 1 of seats for  Toyota, Opel, Nissan, Dacia, PSA, and Renault. 

 Cabauto, another TIER 1 for high-end cars such as Aston Martin, Porsche, Bentley, Jaguar, 
etc. 

 Recaro, again acting as TIER 1 for particular types of sporty cars, as Audi TT of premium 
cars, RS4, etc. 

 NHK Seating with its main clients like Subaru and Nissan. 

As it can be seen, in general terms such clients does not purchase from Jobelsa. This is the case 

since their clients are often a different target audience from Jobelsa's, be it because of the high 

segment, the lower income, or due to the lack of knowledge on the existence of such enterprise. 
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3.3.2.2.1. Demand Determinants 

In order to analyse those factors that determine and influence the organizational sales process, it is 

necessary to study the classification of Loudon and Della, that resembles to Kotler and Armstrong's 

from 2013. 

Environmental influence, according to Loudon and Della, they “determine the availability of goods 

and services for the corporate buyer, as well as define the conditions for such ogranization's 

industry, its values and its regulatory standards.” 

 Physical factors: the geographic location is primary for the enterprise, since it is highly 

important to follow delivery deadlines, without storing the stocks. It is also necessary to provide 

agile deliveries, as well as lower products' aggregated costs, etc. 

 Technological influence: every product should follow the agreed requirements, but 

technological changes may affect the demand. 

 Economic factors: the cost of a product, common to every sector, is of great importance at 

the moment of purchasing. However, this is not the most valued by Jobelsa. For them, the 

following aspects require higher significance: inventory levels, payment conditions and facilities, 

etc. 

 Political influence: commercial agreements between countries are important for this 

sector, where some suppliers and clients are located overseas. Thus, the goods receive tariffs that 

increase their prices. Besides, the support that a country gives to a sector and its respective 

facilities towards business, will either increase, either decrease the demand. 

 Legal factors: Notorious importance is given to the buyer-seller relations established within 

sales agreements. It is also important to follow the environmental policies of both, sales and 

destiny countries of goods; laws on working conditions, etc. 

 Cultural influence: traditions, habits, etc. determine sales performances, since at the end 

those who buy are physical people, whose decisions are made upon such influences. 

Organizational factors: are those related to goals, policies, etc., as well as to structure, people, 

etc., that take part in the process of demand and procurement. According to Loudon and Della, the 

following are organizational factors: 

 Activities: buyers' purposes are reflected in the demand, the goal and the way their 

purchases are done, are factors that determine the future of Jobelsa. 
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 Structure: depending on its formality or informality, purchases will be made in one or 

another way, e.g.: better expertise, an in-depth analysis of policies, procedures, rules, etc., as in 

case of our sector. 

 People: as we said before, whether a purchase is made or not, the decision lies on people. 

Thus, it is required to analyse their influence in such process. 

Interpersonal factors: defined by Loudon and Della as: “the interaction between two or more 

people, where the shared information among them tries to impact on the result of purchase in order 

to obtain personal benefit.” 

 Persuasion: key factor on the closure of sale, that depends on customer's and vendor's 

power of negotiation; which finally affects and constrains the purchase of the organizational buyer. 

 Power relations: refer to the influence degree of the constituents of the procurement 

centre. These people can cause troubles to the purchase of new products, either due to their 

preferences, or being in favour of other products. This aspect complicates new clients' purchases. 

 Empathy: seller's ability to empathise with customers helps or hurts sales closures. Their 

quality in help and advices enhances once their degree of empathy gets better. 

Individual factors: are based on members' participation in the purchasing process as individual 

entities, with their own ideas, feelings, and acts. These may be: 

 Motivation: the most relevant aspects that motivate the demand of Jobelsa's products are: 

the quality of their goods, delivery service, transparency, process reliability, etc., whereas the price 

receives minor relevance. 

 Perception: mostly referred to perceptual capacity linked with productive capacity; fear of 

ignorance and change, with high impact on the demand. 

 Apprenticeship: the prior successful decision making contribute to make similar decisions 

in the future. Thus, doing so, i.e. a good job in the past, creates an increase in the future demand 

of the same clients. 
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3.3.2.2.2. Analysis of Purchasing Decision Process  

Jobelsa's purchasers are organizational buyers, thus, an analysis on the purchasing decision 

process on such customers is needed. According to Kotler and Armstrong it is “a process that 

allows enterprises to acquire goods and services for their own use, either to sell them, or to rent 

them.” The following analysis is based on Kotler and Armstrong's definition and is explained in 7 

steps: 

1. Recognizing the problem. The first stage is to recognize a problem on the part of the client, 

i.e. to notice the lack of expertise in the manufacture of seat covers, upholstery, etc.; it is 

cheaper to divide the processes until finishing a seat, a dashboard, etc., and ultimately, any 

part of the car's interior. This would be a mixture of internal and external stimuli: the former 

refers to the fact that the OEM is the one who gives the idea of manufacturing, whereas the 

latter suggests that it is the organization itself that has purchasing necessity. 

2. Describing product's needs and specifications. This is a complex product since there are 

diverse suppliers involved in the manufacture of seats, or dashboards as they reach the 

final automobile manufacturer. Nonetheless, such specifications are clearly stated from the 

beginning, because of the development stages together with client, and sometimes with 

manufacturers. 

3. Supplier search. Usually, the requirements that products must meet, quality, delivery times, 

production capabilities, analysis of closeness, etc. are set. Thus, the client looks for the 

best supplier that, in some cases, can be recommended by the OEM and, in other cases, 

the OEM is in charge of agreeing on supplier. 

4. RFQ (i.e. Request for Quotations). Once suppliers are agreed on behalf of the client and 

the OEM, RFQ are sent. TIER 1 client sends information to TIER 2 (in this case, Jobelsa), 

which is referred to the start and end of production, annual volume of vehicles, drawings, 

colours, etc., as well as remaining conditions that a product must comply. 

5. Supplier selection. Later on, clients make an analysis on the best suppliers for the 

manufacture of a particular car model, depending on the importance and value given to 

each of its features. And depending on the manufacturer, different aspects will be taken into 

account. The most important usually are production capability and delivery times. Yet, 

enterprises of mid-hight-level segment, as Jobelsa and their clients, value other aspects 

such as the environmental engagement, good business practice within the work 

environment and employees, transparency on the production process, etc., that are added 

values that make the finished product more expensive. 
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6. Specifying the usual order processing. This is done by EDI (or electronic data interchange), 

although there is a weekly fulfilment of orders on behalf of OEM and client, due to 

exhaustive analysis on sales forecasts. Moreover, the final aim of orders is to reduce the 

stocks and further wastage of products to the maximum, following the JIT philosophy at all 

times. 

7. Revising supplier's performance. The products are thoroughly controlled and revised in 

order to detect existing defects and NOK products, which are later sent back to Jobelsa for 

their proper production. Key attributes are also analysed for continuous improvement. 

Next, a brief summary on the purchasing decision process of this industry is being provided: 

Figure 33. Example of purchasing decision process 

 

Source: Own elaboration based on Jobelsa’s project 
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4. SWOT ANALYSIS (STRENGTHS, WEAKNESSES, OPPORTUNITIES, THREAT 

 

 

Figure 34. SWOT Summary 

 

Source: Own elaboration 

 

 

 

 



 Pa gina 68 
 

STRENGTHS: 

 High-quality products: Jobelsa works with the best suppliers since they must meet several 

requirements. Quality controls of raw materials and finished products are thorough, ensuring the 

highest quality of their goods. 

 Proper design and R+D: continuous innovation is Jobelsa's strength. This is possible due 

to: the powerful 3D software, designing together with the clients and manufacturers since the initial 

stage of the project; testing processes, continuous improvement, personal skills for the 

development of new products, etc. 

 Location of production plants: strategic areas for their production facilities, low labour 

costs, government agreements giving support to this sector, plants next to their customers, etc. 

 Plain product elaboration towards clients: absolute transparency during the whole 

process of elaboration: raw materials costs, status of products, errors identified, problems, data 

provided in the right moment, etc. This helps to trust and resolve problems more efficiently. 

 Jobelsa's clients: take into consideration the enterprise while requesting for quotations on 

new car models. 

 Shipping conditions: due to the firm's power and huge number of transports, the 

conditions and costs of transports and closed-circuits, are better than the average of this sector. 

Thus, it allows to reduce costs in this area. 

 The know how and the vast experience over 50+ years: 50 years in the sector 

manufacturing seat covers, armrests, headrests, etc., as well as the obtained know-how on behalf 

of Jobelsa's workers – comprise an important strength of the enterprise. 

 

WEAKNESSES: 

   Lack of information on the RFQs: occasionally, data provided by clients in order to 

request for a quotation for a new project are scarce. Thus, it is a difficult task to set proper sales 

conditions for the first phases of quotations. 

   Consolidation centre: it is located in Benicásim, but generates loss of time and a higher 

cost since neither raw materials nor finished products are consolidated there. 

   Returnable eco packs: Is a type of packaging that duplicate shipping costs since outgoing 

and return are required. 

   Lack of care in packaging: The products, once passed the quality checks, are stacked 

one on the top of other within their packagings (either eco packs or cardboard packaging). Later 

on, boxes are sealed and sent to clients. By following this process, there is a possibility of 

deterioration of products, entry of dust, etc. Thus, this aspect needs to be studied and improved. 
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   Little free production: currently, Jobelsa is on the verge of its production limits. Therefore, 

they are unable to accept new orders and to increase their production in short term. 

   Innovation centre close to their clients: all the major competitors of Jobelsa have at least 

one R+D centre next to their clients' or manufacturers' plants. However, Jobelsa does not have it, 

and it would be a good choice in order to increase the pace of the creation of new designs, and 

thus, to maintain stronger relationships with their clients and manufacturers. 

   Little attention given to communication: the firm makes almost nothing for the sake of 

enhancing its communication with regards to the external environment. There are few new on 

Jobelsa's good policies; they do not attend exhibitions nor congresses in the sector, etc. Hence, we 

can say there is little advertising, making the enterprise being unnoticed. 

   Suppliers MOQs: Suppliers Minimum Order Quantity are sometimes high, obliging to 

provide immoderately long-term forecasting. This can result in high quantity of stocks. 

 

OPPORTUNITIES: 

 Consumers' increasing awareness on the environment: every time end consumers are 

more likely to prefer ecologic products, including vehicles. Thus, the demand goes this way too. An 

increase of sales in products that respect the natural environment (e.g. by the reduction of 

consumption of leather) is expected. Furthermore, sales of electric or hybrid cars will increase too. 

 The growth of the automotive sector: since it is arising in terms of production and new 

car registrations, it would be a good idea to increase the production capability. 

 Using new materials: over time, new materials are employed in this sector, as well as new 

uses for current ones. And it is expected to continue in the same way. Products such as graphene 

or Gina may be key material for the future of the sector, e.g. for seats and interior designs. 

 New ways of transport: in the near future it is expected to find new ways for the 

transportation of raw materials and other goods. Some of the nearest manufacturers already count 

with little wagons that go from one factory to other in short time. Megatrucks are also used; and 

these are just the initial stage of varieties in transportation that may soon occur. 

 MOVEA Plan 2017: this Mobility Action Plan substitutes the Pive Plan from previous years. 

It will come into effect shortly, and will create an additional incentive to purchase hybrid and electric 

vehicles. 

 New technologies: the patterns and testings from the security phases are still being 

implemented in the whole sector, although manually in order to prevent errors and increase 

inspection. Both 3D and 4D technologies will help during pattern creation process, increase the 

speed and reduce the costs. Thus, the emergence of new programming softwares, online 
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opportunities, etc. will surely improve the automotive industry. 

 

THREATS: 

   Back and forth integrations: over the last years, an increase was registered on the rise of 

new enterprises, within the sector, that go back and forth. And it is better to be aware of our 

competitors. 

   Increase in the number of car models with low price: Spain and the biggest part of the 

world, have been able to return to the turnovers prior to the economic crisis, that obliged 

manufacturers to lower their vehicles' prices. Every time there are more cars with low price 

provided by manufacturers whose target customers usually were those with average 

income. 

   Price increases of raw materials (e.g. PVC, foams, etc.): as an example, the price of 

PVC and polyurethane had an impact and, thus, were elevated. Since during the fabrication 

process there are diverse materials, suppliers and other elements involved, there may be 

an increase in price that may have great impact on Jobelsa. Nonetheless, prices are fixed 

from the start. 

   Changes in Customs duties and treaties between countries: Exports and imports are 

common within this sector. With political uncertainty, new elections in big countries, any 

treaty that impedes the free trade, or tariff changes, will definitely have an impact on the 

prices and the future of the automotive industry. 

   More restrictive environmental policies: Government policies on the protection of the 

natural environment are each year more accentuated and thus, become more restrictive. 

And due to this fact, there is an increase in costs, and a commitment of the company on 

such rules. 

 

5. MARKETING PLAN FOR JOBELSA 

5.1. Defining the Product and the Market 

As we already explained, it is difficult to analyse Jobelsa's target market. It is obvious that their 

customers are enterprises, but since this industrial product is related to the final product, it is not 

easy to determine the needs, nor to provide technological alternatives for their products. Therefore, 

we should conduct project-market for each of the 5 products offered by Jobelsa (i.e. seat covers, 

armrests, headrests, door panels, and dashboards). For instance, the demand for seats could be 

due to security, elegance, comfortability, and the technological alternatives could be upholstery, 
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carbon fibre, reinforced polyester, etc. 

We could differentiate the clients' preferences into groups. Thus, with regards to the combination of 

quality and price, three groups of clients would arise: low, medium, and high. 

What refers to segmentation criteria used for establishing the target market, these would be the 

company's features or, as Lambin (2005) defines them: secondary criteria. 

The number of employees, plants, billing, etc. is important since bigger enterprises require bigger 

manufacturers and thus, for the best results in their projects they will contact with this enterprise. 

Therefore, Jobelsa could get better projects. Geographical location is also of importance because 

clients from faraway can lose their interest in a project, as well as there would be relevant increase 

in costs and stocks. And finally, financial and technical capabilities. Thus, according to these 

criteria, there are 5 segments: 

1. The beginners: Small and medium-sized enterprises (a.k.a. SME) that are acting as TIER 

1 in the manufacture of seats and vehicle interiors during just few years. Usually, they yet have 

small number of production facilities, as well as small amount of billing. SME are starting with the 

relocation and internalization processes, and already have some plants next to their clients. Their 

current technical capability is also small due to a limited current budget. Thus, their production 

capability is quite low while dealing with significant projects. An example of this segment is the 

Autoliv enterprise, that made a forward integration few years ago. It has clients such as Honda, 

Hyundai, Kia, etc., i.e. brands of best-selling cars. Nonetheless, these car models are usually 

bought by clients with low income. Thus, this type of customer give importance to the price, rather 

than to the processes followed in the fabrication of seats or interiors made by Jobelsa. 

 

2. Those that have the capability: Here we find big enterprises that have numerous 

production plants in privileged areas; with low labour force; with high turnover, yet not necessarily 

the highest of this industry. They are next to their clients and suppliers, although not excessively 

since they are able to store stocks, which is well received by these vehicle models' manufacturers, 

which are the best-sellers. 

 

3. Those that value: These are the most important TIER 1 enterprises. They have several 

production facilities in different countries; usually with cheap labour force. However, their aim is to 

be close to the OEM. The turnover of such enterprises varies according to their size, which is also 

the most influential from the TIER 1 industry for automobiles. The technical and financial 

capabilities are absolute, giving the maximum importance to quality, meeting the delivery 

deadlines, commitment with the natural environment, the processes, the good business practices, 

and certificates that acknowledge such values, etc. The enterprises analysed earlier in this study, 
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in the client section, belong to this segment: i.e. Faurecia, Lear, Johnson Controls and Magna. In 

turn, they manufacture for brands as General Motors, PSA, Ford, Audi, Opel, BMW, Audi, 

Mercedes, etc. 

 

4. Those regarded as selectives: These are large companies with a vast number of 

production plants that usually are in developed countries. However, they also are present in 

countries of cheap labour force since they sometimes work with less selective car models. Such 

enterprises usually have the highest turnover as the rest of the sector; they value the processes 

followed by their suppliers, quality, commitment with the natural environment, and to the innovative 

designs. The closeness is also taken into consideration in order to ensure the JIT. Moreover, they 

have magnificent technical and financial capabilities. Examples on these large companies within 

this industry are: CabAuto with clients such as Aston Martin, Porsche, Jaguar, BMW, Audi, 

Mercedes, etc,; and Recaro that manufactures car seats for sports cars such as Audi RS4. 

 

5. The exclusives: These are those companies of medium size, with a few production plants 

and they tend to produce in developed countries. Their production is usually increased in relation 

to fewer sales, because their clients are exclusive manufacturers that do not exert any cost. 

Moreover, They work with the best raw materials in the market and they give special attention to 

the quality and the innovative designs of their products. They are located very close to their clients, 

working hand in hand with them, obliging their suppliers also to be close to them. They have full 

technical and financial capabilities to carry out tests and developments. They are used to sell 20-

50 cars per year, with important contracts of exclusivity. We are talking about brands such as 

Bugatti, Ferrari, Lamborghini, etc.. Most of these brands have their own manufacturers working 

from their production plants, but they also external companies that perform as TIER 1 and are 

possible Jobelsa's clients. 

 

The main segment that Jobelsa targets is of “those that value”, although it also produced and 

keeps producing certain models that better suit the segment of selectives. 

Thereby, according to Kotler, the company follows a strategy of partial differentiation. Thus, 

Jobelsa distinguishes the offer of products with the aim to satisfy the desires of two or more 

segments with two or more products or varieties. The first kind of segments is not advisable due to 

the simple fact that a high production capacity is required, for which the company would not be 

prepared. These are top sales models that require having at least two production plants exclusively 

dedicated to manufacturing products of this model. In addition, top sales are usually linked to a 

price of a reduced vehicle. Therefore, clients targeting those vehicles search for lower price without 

thinking of the rest of the variables offered by Jobelsa and that indirectly, make more expensive the 

final product. The segment of “selectives” is not advisable either for the fact of exclusivity contracts 
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that brands make sign, which would block the production of products for other brands. Thus, it 

would reduce the benefits and it would increase overproduction. 

 

The two most interesting segments in terms of profitability and positioning are the “selectives” and 

“those that value”. These are cars with a good number of sales that value all the processes of all 

the products offered, keep providing security and selling quality to their clients. This is the one that 

more profitability per product generates, and at the same time it maintains a good image of the 

brand. 

As an example, we see the positioning of Jobelsa's clients, as well as of the respective car brands 

(i.e. the most important ones), so that we can understand visually the phase of the value chain 

between TIER 1 and OEM, which could be defined as follows: 

 

 

 

Figure 35. Clients and OEMs positioning 

 

Source: Own elaboration basis on Internet Data 
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5.2. Setting the objectives 

 
Overall objective: 

 

To try to consolidate the brand image and achieve a leading position in the sector. 

 

Specific objectives: 

 

    Objectives of commercial relationships: 

 

1. Enhancing relationships with customers by increasing interaction between them, starting 

from 2018. 

2. Achieving the 94% of customer satisfaction, reducing the annual 4% in returned and NOK 

goods. 

3. Enhancing the provided services in order to achieve new clients for the premium brands 

market. 

4. Developing new products, or using new materials in the manufacture of their products. 

 

    Management objectives of marketing activities: 

 

5. Increasing the sales of the group in 15% for the calendar year 2018. 

6. Reducing the stock of raw and finished materials, rising from a value of 2 million euros to 

1,7 million euros in the following year. 

 

    Business financial objectives: 

 

7. Increasing the benefits of the company in 8% annually. 
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5.3. Choice of Marketing Strategies 

 

5.3.1. Competitive Strategy 
 
To study the best strategy that the company should follow, we will make an analysis of the following 

marketing strategies: Growth and diversification strategy, competitive strategies, strategy as 

competitive advantage, segmentation strategy, and positioning strategy that will be conducted in 

the next point of this study. 

 

    Growth and diversification strategy. 

 

We will analyse the Ansoff growth matrix in order to determine which growth strategy Jobelsa 

should follow in line with all the points that we studied previously. 

Figure 36. Ansoff growth matrix 

 

Source: Ansoffmk.com 

 
 
Once studied the options of the company according to the Ansoff matrix, it is the best for Jobelsa 

to adopt a product development strategy. The appearance of new materials to manufacture the 

products is a well-known fact. Moreover, parts of the vehicles such as dashboards are being under 

constant evolution and being changed incredibly fast, each time looking more like spacecrafts with 

gauges more similar to computers rather than to traditional dashboards. Jobelsa must be aware of 

this, and keep up with the technological race that the whole sector takes part in, as well as to 
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develop its products in order to not to be outdated and keep making the required changes. In the 

past years, the feature of the heating seats, bringing with it the necessity to change the type of 

upholstery and the fabric resistance. Later on, the feature of massages was added and the sector 

had to adjust to it… And these are only some of the examples of what can be awaiting for the 

sector. Jobelsa should also follow the market development strategy, being the idea here to 

introduce new products within new segments, such as the already mentioned exclusive segment; 

starting to sell the products to clients targeting the segment of vehicles of a major price than the 

current segment. The market penetration strategy is not advisable to follow today because 

Jobelsa finds itself very close to the production limit, and there is no meaning in increasing the 

number of projects if it will not be capable by now of satisfying the full demand. Therefore, we 

recommend to develop the market without the need of increasing offer, by reducing the risk, for 

example, of having one big project with high expectations of sales and being able to handle two 

projects with lower expectations of sales but with vehicles of higher price, where Jobelsa could 

achieve a higher margin and could therefore, increase the benefits. Lastly, a diversification strategy 

is not advisable either due to the risk that must be assumed for its implementation, and also 

because there is no will to leave behind the current segment of clients nor the currently offered 

products. 

    Competitive strategies. 

We recommend to follow the challenging company strategy that will continue the steps of the 

leaders of the market particularly with the aim of not loosing the technology race and keep 

expanding its market share gradually, through continuous growth and the opening of new 

production plants. A good choice would be to make a less direct attack, i.e. an attack in “bypass”, 

by trying to enter the available markets for which the leaders of the market are not acting yet. The 

idea is to develop new materials and keep up with the technological race trying to be a step up 

over the average of the sector. Moreover, to keep improving the additional services offered in order 

to access new markets such as “the selective” segment previously studied, and achieve an 

increase in the market share over time, which will be transformed into advances towards the 

leadership positions, at least within certain segments of the industry. 



 Pa gina 77 
 

    Strategy as competitive advantage. 

The most advisable in order to achieve the competitive advantage is to follow a differentiation 

strategy. The segment of cheap vehicles and of the trademarks that only give preference to the 

price, is overwhelmed by large companies with the highest production capabilities. The also have 

production plants specifically located for cheap labour force and not very good working conditions. 

Jobelsa does not offer this, rather a series of processes such as: the delivery deadlines complied 

on due time and with the due amounts; information to the client at every moment of production 

period of time; certifications that ensure the quality and environmental friendliness in all its 

processes, etc. All these are processes that make more expensive the final product, and it is 

necessary to distinguish these additional services that Jobelsa offers. 

 
 
5.3.2. Positioning Strategy 
 
Once identified the core 5 existing segments within the Jobelsa’s clients industry, we can draft 2 

positioning maps based on this analysis in line, together with their main competitors studied 

previously (i.e. Coindu, CoverCar, Prevent Group, Boxmark and Bader), in accordance with 

features valued by their customers. In the first graphic, our focus lies in price and quality of the 

services (i.e. delivery deadlines, adequate quantities, adequate processes, etc.). Whereas the 

second graphic analyses the quality of the products and the range of products and materials 

offered. 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 37. Positioning with competence 

Source: Own elaboration 
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As we explained previously, Jobelsa’s positioning is appropriate if we take into consideration the 

company's capabilities and the interesting facet of the segment to which it targets their products. 

Such positioning, thus, goes towards the medium level segment, trying to adopt vehicle projects 

belonging to the segment of a higher level. In short, these are clients that value a series of 

additional services that Jobelsa offers and which make the end product more expensive; clients 

that appreciate the security and quality of the products to the detriment of low prices. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 38. Positioning with competence 

Source: Own elaboration 
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5.4. Action Plans 
 
Summary of the action plans proposed: 

 

ACTIONS GOALS 

 

 

 

 

Action 1. New product line: covering 

the roof part of vehicles. 

 

3. Enhancing the provided services in 

order to achieve new clients for the 

premium brands market. 

4. Develop new products or the use of 

new materials for the production of their 

products. 

5. Increase the sales of the group in 15% 

for the calendar year 2018 

7. Increasing the benefits of the company 

in 8% annually. 

 

 

 

 

 

 

Action 2. Using graphene in the 

manufacture of goods. 

1. Enhancing relationships with 

customers by increasing interaction 

between them, starting from 2018. 

2. Achieving the 94% of customer 

satisfaction, reducing the annual 4% in 

returned and NOK goods. 

3. Enhancing the provided services in 

order to achieve new clients for the 

premium brands market. 

4. Developing new products, or using new 

materials in the manufacture of their 

products. 

 

 

 

Action 3. Improving the packaging 

through vacuum packaging process 

and encouraging the use of non-

returnable packages. 

1. Enhancing relationships with 

customers by increasing interaction 

between them, starting from 2018. 

2. Achieving the 94% of customer 

satisfaction, reducing the annual 4% in 

returned and NOK goods. 

3. Enhancing the provided services in 

order to achieve new clients for the 

premium brands market. 

7. Increasing the benefits of the company 

in 8% annually 
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Action 4. Reducing MOQs and 

improving other providers' conditions. 

2. Achieving the 94% of customer 

satisfaction, reducing the annual 4% in 

returned and NOK goods. 

3. Enhancing the provided services in 

order to achieve new clients for the 

premium brands market. 

6. Reducing the stock of raw and finished 

materials, rising from a value of 2 million 

euros to 1,7 million euros in the following 

year. 

7. Increasing the benefits of the company 

in 8% annually. 

 

 

 

 

Action 5. Increasing the production by 

alternatives in the subcontracting of 

suppliers. 

1. Achieving the 94% of customer 

satisfaction, reducing the annual 4% in 

returned and NOK goods. 

5. Increase the sales of the group in 15% 

for the calendar year 2018. 

6. Reducing the stock of raw and finished 

materials, rising from a value of 2 million 

euros to 1,7 million euros in the following 

year. 

7. Increasing the benefits of the 

company in 8% annually 

 

 

 

 

 

 

Action 6. Sending the production and 

raw materials directly, i.e. without 

being consolidated in Benicásim. 

1. Enhancing relationships with 

customers by increasing interaction 

between them, starting from 2018. 

2. Achieving the 94% of customer 

satisfaction, reducing the annual 4% in 

returned and NOK goods. 

3. Enhancing the provided services in 

order to achieve new clients for the 

premium brands market. 

6. Reducing the stock of raw and finished 

materials, rising from a value of 2 million 

euros to 1,7 million euros in the following 

year. 

7. Increasing the benefits of the company 
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in 8% annually. 

 

 

 

 

 

 

Action 7.  Allocating a warehouse in 

Vigo. 

1. Enhancing relationships with 

customers by increasing interaction 

between them, starting from 2018. 

2. Achieving the 94% of customer 

satisfaction, reducing the annual 4% in 

returned and NOK goods. 

3. Enhancing the provided services in 

order to achieve new clients for the 

premium brands market. 

6. Reducing the stock of raw and finished 

materials, rising from a value of 2 million 

euros to 1,7 million euros in the following 

year. 

 

 

 

 

 

Action 8. Being able to manufacture 

interiors made of a new flexible textile 

material called Gina (i.e. industrial 

hybrid fabric). 

 

1. Enhancing relationships with 

customers by increasing interaction 

between them, starting from 2018. 

3. Enhancing the provided services in 

order to achieve new clients for the 

premium brands market. 

4. Developing new products, or using new 

materials in the manufacture of their 

products. 

 

Action 9. Improving the 

communication by attending to 

exhibitions. 

1. Enhancing relationships with 

customers by increasing interaction 

between them, starting from 2018. 

5. Increase the sales of the group in 15% 

for the calendar year 2018. 

 

 

Action 10. Providing more 

transparency on their website. 

1. Enhancing relationships with 

customers by increasing interaction 

between them, starting from 2018. 

5. Increase the sales of the group in 15% 

for the calendar year 2018. 

7. Increasing the benefits of the company 

in 8% annually 
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5.4.1. Service and Product Decisions 
 
5.4.1.1. Product 
 
Action 1. New product line: covering the roof part of vehicles. 

 

  

 

 

 

 

 

 

 

 

 

 

 

The first action that this study proposes to Jobelsa is to start the upholstery of car ceilings.  

Since every car has a ceiling that usually is upholstered with fabric, it is a potential market. Thus, it 

can be a wise decision to increase the sales and benefits during the following years. 

Currently, this type of covering is being made by enterprises specialised in the fabric laminating 

and foaming processes, although they are not experts in upholstery. Later on, this upholstery is 

sent to the TIER 1, who is in charge of the manufacture of the remaining parts of car interiors. 

Finally, the upholstery is attached to the plate that, at the end, will be the car's ceiling. 

Jobelsa, however, is indeed specialised in the foaming process, providing premium  upholstery 

lining process, that is used in the lining of door panels, dashboards, etc. The material and staple 

implemented would be the same. Thus, the only changed needed to apply would be: changing 

developments, patterns, new cutting material machinery, and sewing training for workers. And for 

all that, the cost would be reduced if we take into account the potential increase in sale that this 

action would generate. 

The estimated budget would approximately compromise a sum between 60.000 and 90.000 euros, 

disclosing its costs as follows: development costs: 30.000-35.000 euros; machinery costs: cutting, 

sewing, etc.: 10.000-15.000 euros; employee training (from 100 initial employees x ≈100 euros to 

10.000 euros); development of new packaging methods for the storage of end products: 4.000 

euros starting with 100 packaging; other infrastructure costs: between 7.000 and 12.000 euros. 

The estimated prices were calculated considering the costs that the company had at the moment 

Objective to which it contributes: 

 

3. Enhancing the provided services in order to achieve new clients for the premium brands 

market. 

4. Developing new products, or using new materials in the manufacture of their products. 

5. Increase the sales of the group in 15% for the calendar year 2018. 

7. Increasing the benefits of the company in 8% annually 
Implementation period: Long term 

Budget: 60.000-90.000€ 
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of starting to elaborate upholstery of gear boxes. 

 

Action 2. Using graphene in the manufacture of goods. 

 

 

 

 

 

 

 

 

 

 

 

 

 

The car interior sector experiences heady progress, and it is intended to continue developing. 

Thus, there is an outstanding material: graphene. 

 

There are several news from vehicle manufacturers implementing such material in their cars. The 

benefits of using graphene are: 20% lighter than carbon, 200 times more resistant than steel, 

resistant to liquids and weather-proof, flexible and vast by now. For instance, the Spania GTA 

enterprise manufactured a sports car (i.e. GTA Spano) using graphene in the manufacture of its 

parts, and experts classified it as one the 5 best sports cars worldwide in the International Motor 

Show in 2015. This enterprise used graphene in the leather covering the car's seats. The results 

were: a resistance three times superior than the usual; three times thinner; and a higher endurance 

in the upholstery sewing stitches than directly on the leather itself. Other expertise from this area, 

such as Gerard Farré, claim that in five years there will not be a single car without graphene 

materials in used in its production processes. 

 

The price of this material has been reduced in 2016 in more than a half. This is due to the 

Japanese company, Osaka Gas, which developed a new method for the collection of graphene, 

according to the EFE agency. And this is price is expected to decrease even more. Furthermore, in 

Spain, concretely in Murcia, there is a company specialising in this material, which means a 

national supplier. 

 

The idea is to start using graphene in the products offered by Jobelsa, pioneering the use of this 

material and, thus, selling it to their clients. As a possible example, in case of leather tanning, in 

Objective to which it contributes: 

1. Enhancing relationships with customers by increasing interaction between them, starting 

from 2018. 

2. Achieving the 94% of customer satisfaction, reducing the annual 4% in returned and NOK 

goods. 

3. Enhancing the provided services in order to achieve new clients for the premium brands 

market. 

4. Developing new products, or using new materials in the manufacture of their products Implementation period: Long term 

Budget: 15.000-20.000€ + 140-160€ (por car seat) 
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spite of using the current processes such as chrome or vegetable tanned leather, graphene would 

be a substitute that offered upholstery with superior features. This, together with a new target 

market of premium clients, will be mutually supported. It would be also reasonable to implement 

the use of graphene in the remaining goods, yet the best choice is focusing on upholstery. Thus, 

the idea would be to use it in materials such as leather or Alcántara in order to, further on, 

implement its use in other materials and products. 

 

The estimated cost for a seat cover would be around 150-160 euros. Today, the price per each kg 

is between 75-80 euros, and approximately 2 kg would be needed for each seat cover (taking into 

consideration the materials used for GTA Spano car); although diverse analysis and testings would 

be necessary in order to reduce the amount used of graphene. Such increase for leather seats is 

meaningful, yet not exorbitant. However, this is not the same while using graphene for fabric seats, 

which price would be around 40-60 euros. This price, per each seat using such raw material, 

needs to add other costs (e.g. the search of suppliers, employee training, specific machinery to 

work graphene, testings, developments, etc.), that would comprise another 15.000-20.000 euros. 

 

 

Action 3. Improving the packaging through vacuum packaging process and encouraging 

the use of non-returnable packages. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Currently, the materials manufactured by Jobelsa, after passing the controls, are stacked one on 

the top of other within their packagings (i.e. either cardboard either eco pack packagings) with no 

adhesion nor spacing between them; with particular covers, etc. Except for leather, that comes in 

specific package with hangers per each separate cover one from the other, improving by this the 

quality during shipments. 

Objective to which it contributes: 

 

1. Enhancing relationships with customers by increasing interaction between them, starting 

from 2018. 

2. Achieving the 94% of customer satisfaction, reducing the annual 4% in returned and NOK 

goods. 

3. Enhancing the provided services in order to achieve new clients for the premium brands 

market. 

7. Increasing the benefits of the company in 8% annually. 

 Implementation period: Long term 

Budget: 4.000-5.000€ 
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The idea proposed is to vacuum packaging in order to improve the current packaging and provide 

advantages for the clients; as well as to the company itself since damages during shipment would 

decrease and, consequently, there would be less goods returned]. This way, products would be 

protected from the external environment (e.g. dust, dirt, etc.), enhancing their maintenance and 

material properties. Moreover, they would be better preserved if not used in a short term, since 

there would be no microorganisms due to the lack of oxygen. 

The approximate price of an vacuum packaging machine for the automotive industry would be 

around 2.000 euros. Just one machine would be enough for the beginning, considering its 

capabilities, as well as production capabilities. Besides, one or two workers in charge of vacuum 

packaging would be required too, which means adding approximately 20-40 seconds for each 

cover seat. 

As we explained in the packaging stage, there are two package types: eco packs and cardboard 

packaging. The former are ecologic returnable packagings, which means they should be sent back 

to Jobelsa. Thus, transport cost is duplicated, i.e. outgoing and return. Consequently, the proposed 

idea is to improve relationships with their clients so they accept the use of cardboard packaging, 

especially when there are long distances. Another option would be to convince them either to store 

the eco packs in their own warehouses until Jobelsa gathers the materials from the clients, either 

to proceed with regular collections (e.g. once a month). 
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5.4.1.2. Related Services 

The related services that will be improved with decisions concerning the product, mainly are the 

improvement of quality, the packaging, and the variety of products that overall improve a wide 

range of Jobelsa's services offered to their clients. 

 

5.4.2. Price Decisions 

Action 4. Reducing MOQs (or Minimum Order Quantities) and improving the rest of the 

conditions of the suppliers 

 

 

 

 

 

 

 

 

The goal of this action, due to all the other actions, is to make Jobelsa to improve its power in the 

market. Also, its focus lies on improving their relationships with customers and suppliers, together 

with Jobelsa's power over them. 

At the end of 2016, Jobelsa ended up with over 1,7 million euro in outdated source materials in 

stock (i.e. materials which will not be used again for other projects). This is mainly due to the high 

MOQs that some suppliers set up and, thus, oblige the company to make long-term predictions, 

that occasionally are not achieved. 

Despite this decrease, under the position of power, it would be also possible to renegotiate other 

conditions, such as: the Lead time (i.e. reducing delivery deadlines after order confirmation), the 

payment conditions (up to 30 days, 60, etc.), achieving price reductions, etc. After all, they too 

have an impact on advantages for the client, as offering lower prices, bearing in mind that 70% of 

the price corresponds to the raw material cost. 

Objective to which it contributes: 

2. Achieving the 94% of customer satisfaction, reducing the annual 4% in returned and NOK 

goods. 

3. Enhancing the provided services in order to achieve new clients for the premium brands 

market. 

6. Reducing the stock of raw and finished materials, rising from a value of 2 million euros to 

1,7 million euros in the following year. 

7. Increasing the benefits of the company in 8% annually. 

 

Implementation period: Long term 

Budget: Free 
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Action 5. Increasing the production by alternatives made in the subcontracting of suppliers. 

 

 

 

 

 

 

 

As we already explained, currently the company finds itself in the situation in which it does not 

have much margin to increase the production. In spite of building new production plants, another 

option is to search alternatives by subcontracting certain processes. In addition, the goal  keeps 

being the same: to increase the quality of the product, achieving the specialization in those 

processes that Jobelsa handles the best, and subcontracting those worse or that require a major 

investment and/or time. The other option is to reduce the price of the products, which will indirectly 

reduce stock in warehouses, improve overall the delivery deadlines, and increase the production, 

while taking advantage of major economies of scale. Once identified the processes for 

subcontracting, it is the moment to meet the potential suppliers in order to study their way of 

working, the production facilities, and also to conduct small audits. Subsequently, they should 

agree on prices and start training the new supplier because it is most likely that he will not possess 

the required implementation capability. This is something that is already implemented, for example 

with the cutting tissue due to a lack of capability in the facilities. The idea is to increase it in order to 

be able to accept major number of projects, both in quantity and quality, as well as to reduce the 

price. 

The cost of the subcontracting of suppliers is uncertain because it depends on the process and on 

the amount of the product to be subcontracted. It also depends on the company chosen for doing 

so. 

 

 

Objective to which it contributes: 

1. Enhancing relationships with customers by increasing interaction between them, starting 

from 2018. 

5. Increasing the sales of the group in 15% for the calendar year 2018. 

6. Reducing the stock of raw and finished materials, rising from a value of 2 million euros to 

1,7 million euros in the following year. 

7. Increasing the benefits of the company in 8% annually. 

 
Implementation period: Long term 

Budget: Indeterminado 
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5.4.3. Distribution Decisions 

Action 6: Sending the production and the raw materials directly, without consolidation in 

Benicásim. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Objective to which it contributes: 

1. Enhancing relationships with customers by increasing interaction between them, starting 

from 2018. 

2. Achieving the 94% of customer satisfaction, reducing the annual 4% in returned and NOK 

goods. 

3. Enhancing the provided services in order to achieve new clients for the premium brands 

market. 

6. Reducing the stock of raw and finished materials, rising from a value of 2 million euros to 

1,7 million euros in the following year. 

7. Increasing the benefits of the company in 8% annually. 

 

 
Implementation period: Long term 

Budget: 3.000-4.000€ 
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As it was explained throughout this paper, currently, raw materials are consolidated in Benicásim 

and, later on, are distributed to other plants. End products are also received in Benicásim from the 

remaining facilities; from where goods are scrupulously checked, and finally sent to the clients. 

This obliges to have the production ready 1 or 2 days before in order to ship and to revise up to the 

consolidation centre. Sometimes, in case NOK products are detected, given the inability to solve 

this problem from Benicásim, they are sent back to the plant of origin to be modified or, if needed, 

to manufacture new ones, which makes impossible to ship the exact quantities to the client in time. 

Besides, as we saw in the delivery section, shipment costing increases since more trips are 

required. 

The proposed decision is to have a coordinator centre. Therefore, it will allow Jobelsa providing 

better delivery deadlines, reducing costs and, thus, prices; increasing the quality once transports' 

times are reduced; improving competitiveness and logistics management, etc. 

According to the analysed data together with Jobelsa's logistics department, the cost of sending 

materials from Benicásim to their plants in Morocco was approximately of 300.000 euros each 

year. Whereas the flow of finished products from the two facilities located in Morocco sent to 

Benicásim was about 385.000 euro per annum. 

 

 Zaragoza Barcelona Valladolid Pontevedra 

Transport/year 315 228 39 35 

Transportation cost 

Tangier-Benicásim-

client 

1495€ 1495€ 1800€ 2200€ 

Transportation cost 

Tangier-Benicásim-

client/year 

470925€ 340860€ 70200€ 77000€ 

Target Tangier-client 1450€ 1450€ 1600€ 1700€ 

Savings target Tangier-

client 

14175€ 10260€ 7800€ 17500€ 

In principle, under current transport providers' negotiations, it would be reasonable achieving a fee 

that would allow a savings of almost 50.000 euros, chargeable to clients, as well as improving the 
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previously explained services. 

For doing so, there are the following requirements: dispose of requests drivers, input/output 

controllers of goods of production facilities from Morocco. And this will be the sole cost for taking 

such action. 

 

Action 7. Allocating a warehouse in Vigo. 

 

 

 

 

 

 

 

 

 

 

Vigo is one of the most crucial areas in Spain for the manufacture of interiors for the automotive 

industry. There are 6 multinational TIER 1, and a dozen of subsidiary companies specialized in the 

manufacture of seats and interiors. Moreover, Groupe PSA has an important fabrication plant in 

Vigo, and Mercedes-Benz has another one in the near area too. 

The action would be to get a warehouse in Vigo, near to PSA and/or Mercedes in order to achieve 

better relationships between them, as well as to increase the number of projects done with the 

collaboration of these enterprises. Hence, there would also be an improve in JIT and delivery 

deadlines, ensuring the delivery of the units ordered. 

 

 

Objective to which it contributes: 

1. Enhancing relationships with customers by increasing interaction between them, starting 

from 2018. 

2. Achieving the 94% of customer satisfaction, reducing the annual 4% in returned and NOK 

goods. 

3. Enhancing the provided services in order to achieve new clients for the premium brands 

market. 

6. Reducing the stock of raw and finished materials, rising from a value of 2 million euros to 

1,7 million euros in the following year. 

Implementation period: Long term 

Budget: 2.500-4.000€ alquiler mensual + 20-25 empleados 12.000-15.000€ anuales= 

280.000€/anuales 
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5.4.4. Communication Decisions 

Action 8. Being able to manufacture interiors made of a new flexible textile material called 

Gina (i.e. industrial hybrid fabric). 

 

 

 

 

 

 

Objective to which it contributes: 

1. Enhancing relationships with customers by increasing interaction between them, starting 

from 2018. 

3. Enhancing the provided services in order to achieve new clients for the premium brands 

market. 

4. Developing new products, or using new materials in the manufacture of their products. 

 

 Implementation period: 6 month 

Budget: Indeterminado 
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In 2009, BMW announced the BMW Gina Light Vision-model prototype, or in experts words: “a 

ground-breaking idea that questioned all the parametres that are being applied to current cars.” It 

was an innovative design made of flexible textile material (a.k.a.  industrial hybrid fabric). It has no 

grooves nor fissures. This material does not allow water flow, is resistant to heat and cold, and 

provides an endurance capacity and elasticity similar to the human skin, as BMW designers claim. 

An example of the interior of this BMW prototype design would be as depicted on the photo below: 

Figure 39. BMW prototype 

 

Source: BMW publication – El País 

 

BMW is waiting for 2018 year to start the manufacture of  this car. So, the idea is to work together 

with BMW in order to manufacture seats and dashboards for this model both, in the testing and 

designing phases, as well as once its mass production starts. This would be Jobelsa's clear 

demonstration of its capability with respect to the whole sector. Thus, Jobelsa's goal would be to 

demonstrate others its capability of production of any type of product at any moment. 

 

 

 

 



 Pa gina 93 
 

 

Action 9. Improving the communication by attending to exhibitions. 

 

 

 

 

 

 

 

Objective to which it contributes: 

1. Enhancing relationships with customers by increasing interaction between them, starting 

from 2018. 

5. Increasing the sales of the group in 15% for the calendar year 2018. 

 

 

Implementation period: June and December 

Budget: 3.000-4.000€ 
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Although there are several interesting exhibitions for the automotive interior industry, Jobelsa does 

not attend to none of them. However, such opportunities make possible to achieve [new] 

relationships with suppliers and clients, as well as to study their competitors' goods and services, 

to get new ideas, etc. Or what is the same: to use benchmarking. The cost for this action would be 

relatively small: the subsistence and travel expenses of attending members, the necessary 

materials or samples, and the stand rental. Some of these trade fairs are organized annually, and 

the most interesting to be considered are: Automotive Interior Expo (June 2018), and Automotive 

Meetings (December 2018). 

 

Action 10. Major transparency on the website. 

 

 

 

 

 

 

 

The last recommended action is to provide major transparency on the company's website. Most of 

its competitors have full transparency on their websites, concerning the processes, natural 

environment, directive party, production capabilities, current and performed projects, etc. The core 

is for clients to be aware of the additional services that Jobelsa provides, as well as other 

Stakeholders affected by the company's decisions. 

The cost for this proposal would be around 300-500 euros, made by the current website provider. 

 

Objective to which it contributes: 

1. Enhancing relationships with customers by increasing interaction between them, starting 

from 2018. 

5. Increasing the sales of the group in 15% for the calendar year 2018. 

7. Increasing the benefits of the company in 8% annually. 

 

 Implementation period: Long term 

Budget: 300-500€ 
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5.5. Control 

 

Objectives Measuring Frequency Control Method 

1. Enhancing 
relationships with 
customers by increasing 
interaction between them, 
starting from 2018. 

Monthly Reviewing emails, making 

phone calls, etc. with 

clients. 

 

2. Achieving the 
94% of customer 
satisfaction, reducing 
the annual 4% in 
returned and NOK 
goods. 

Every 4 months Checking product returns, 

and conducting customer 

satisfaction surveys three 

times a year. 

3. Enhancing the 
provided services in 
order to achieve new 
clients for the 
premium brands 
market. 

Semi-annual Analysing the variables: 

meting delivery deadlines, 

right amount of quantities, 

suitable qualities, 

transparency towards the 

clients. 

4. Developing new 
products, or using 
new materials in the 
manufacture of 
current products. 

Yearly Estimating the number of 

the new introduced 

products, as well as the 

use of new materials 

worked during the prior 

year. 

5. Increasing 
sales of the group in 
15% during the 
calendar year 2018. 

Yearly Analysing the sales from 

2018 compared to the 

previous year. 

6. Reducing the 
stock of raw and 
finished materials, 
rising from a value of 
2 million euros to 1,7 
million euros in the 
following year. 

Yearly Estimating the value of raw 

materials for the financial 

year closing. 
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7. Increasing the 
benefit of the 
company in 8% 
annually. 

 

Yearly Analysing the outcome of 

the exercise, and 

comparing it to the 

previous years. 
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5.6. Scheduling 

Since the proposals made and the goals are already analysed, a schedule on each of these 

actions is being provided below. 

 

ACTIONS 1 2 3 4 5 6 7 8 9 10 11 12 

 

New product 

line: covering 

the roof part of 

vehicles. 

 

            

 

Using graphene 

in the 

manufacture of 

goods. 

            

Improving the 

packaging. 

            

  

Reducing MOQs 

and improving 

other providers' 

conditions 

            

Increasing the 

production. 

            

Sending the 

production and 

raw materials 

directly, i.e.  
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without being 

consolidated in 

Benicásim. 

Allocating a 

warehouse in 

Vigo. 

            

Being able to 

manufacture 

interiors made 

of a new flexible 

textile material 

called Gina (i.e. 

industrial hybrid 

fabric). 

            

Improving the 

communication 

by attending to 

exhibitions. 

            

Providing more 

transparency on 

their website. 
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5.7. Budget  

The following table on the budget shows how much, theoretically, will cost each one of the 

proposed actions. 

 

Actions Description Budget 

 

 

 

 

1. New product line: 

covering the roof part of 

vehicles. 

 

Development costs (from 

30.000 to 35.000 euros). 

Machinery costs: cutting, 

sewing, etc. (form 10.000 

to 15.000 euros). 

Employee training (from 

100 initial employees x 

≈100 euros to 10.000 

euros). 

Development of new ways 

of packaging for the 

storage of end products 

(4.000 euros for the first 

100 packagings) 

Other infrastructure costs 

(from 7.000 euros to 

12.000 euros). 

 

 

 

 

Min: 60.000€ 

Max: 90.000€ 

2. Using graphene in the 

manufacture of goods. 

 

Testing, developing 

Raw materials 

 

15.000-20.000€ + 140-

160€ (per car seat) 

3. Improving the 

packaging. 

Vacuum packaging 

Employees 

Extra time 

Min: 4.000€ 

Max: 5.000€ 

                     

https://en.wikipedia.org/wiki/Equals_sign#Approximately_equal
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4. Reducing MOQs and 

improving other 

providers' conditions 

                    - FREE 

5. Increasing the 

production. 

                   

                    - 

UNDETERMINED 

6. Sending the 

production and raw 

materials directly, i.e.  

without being 

consolidated in 

Benicásim. 

 

Responsible for control of 

purchase orders, 

receptions, etc. 

 

Min: 3.000€ 

Max: 4.000€ 

7. Allocating a 

warehouse in Vigo. 

Monthly rent 

Employees 

2.500-4.000€ monthly rent 

+ 20-25 employees 

12.000-15.000€ per 

annum= 280.000€/yearly 

 

8. Being able to 

manufacture interiors 

made of a new flexible 

textile material called 

Gina (i.e. industrial 

hybrid fabric). 

 

 

 

                  - 

 

 

    UNDETERMINED 

 

9. Improving the 

communication by 

attending to exhibitions. 

Stand 

Allowances 

Trips 

Materials 

 

Min: 3.000€ 

Max: 4.000€     

 

10. Providing more 

transparency on their 

Payment to the supplier Min: 300€ 
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website. 
 

Max: 400€ 
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