
Fireplace stove 820
could be fired with
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Design

Heat efficiency and durability had long been cornerstones of Jøtul’s production strategy, and they

continued to be in the post-war era as well. But new factors also came into play. In conjunction with

the transition to kerosene we have seen that user friendliness became a new and important ele-

ment. In addition, design and shape assumed a greater role. Both were a response to new demands

in the modern post-war home.

The most important change in model design was the introduction of sheet steel based stoves. In the

second half of the 1950s Jøtul began to offer models in which the cast iron was clad with steel plates.

At the same time they began to enamel the plates. The purpose of both was to give the models a

more modern look. Enamelled plates made cleaning easier as well.

The first model with enamelled plates was the so-called "supplementary stove" which was devel-

oped in 1955, and which was intended for kitchen use. The so-called "fireplace stove", model 710,

came a few years later, built on the same pattern. It was designed by those old foxes Blakstad and

Munthe-Kaas, but unlike the supplementary stove was intended for the sitting room and family

room. On the model 710 the plate cladding was functional for more than appearance, even though
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The Jøtul Combination Stove
710, designed by Blakstad and
Munthe-Kaas and launched in

1958. The 710 became one of
Jøtul’s greatest sales successes

in this period.



this was the original reason for it. As a result of the cladding the radiant heat from the cast iron was

suppressed. In addition, the stove was designed in such a way that the hot air went up towards the

ceiling, so it could easily be used in modern, well-insulated flats without the heat becoming exces-

sive. And because of the reduced radiant heat it was also more suitable for small and medium-sized

rooms, since furniture could be placed much closer to the stove.

With the model 710 great emphasis was placed on simple, harmonious forms. The model could also

be supplied in green or brown enamel – which was something entirely new. Soon the colour selec-

tion was expanded, so that the stove could be matched to "any interior at all". Model 710 was mar-

keted as a piece of furniture, not as a necessary evil that took up space. It was also exceedingly popu-

lar. Later, the model 710 was modified and "recreated" several times.

A whole new generation of fireplace stoves was launched in the early 1960s. These showed that

sheet steel and enamel had now taken over completely. The new models featured simple lines and

bright colours, often white or burgundy. They were also the first fireplace stove models that were

marketed with the so-called "panoramic window" – a glass that made it possible to see the play of

flames. Eventually the trend was for larger and larger windows.

Starting in the late 1950s, Jøtul also began making free-standing fireplaces. The first in this category

was fireplace No. 150. This was a model that was made entirely of cast iron. The advantage of the

fireplace was that it could be connected to the chimney like a stove. At the same time it took up lit-

tle space and thus fit even in small flats. In the early 1960s came the so-called "combi-fireplace",

which was an adaptation of fireplace 150. What was new about the combi-fireplace was that it had

a door in front of the opening which made it possible to use the product as an efficient wood stove.

These models were extremely popular. Both fireplace 150 and the combi-fireplace sold in large quan-

tities for many years, and the combi-fireplace did not go out of production until the 1980s.

One major reason why Jøtul was so successful with many of its products was that the market

became involved in the development process. The engineers and designers did not sit alone work-

ing out new models and solutions, but always co-operated with the marketing organisation. It was

the sales department that had direct contact with dealers and consumers, and therefore had the

greatest knowledge of consumers’ needs. The co-operation between the development and sales

departments was formalised in the late 1950s, when an independent product development com-

mittee was established to allow the two departments to meet regularly and discuss new products.

Eventually the sales department assumed a great deal of influence on product development. In

many cases it supplied the most important impetus for both improvements to models as well as

new and more fundamental product innovations. As sales manager Gunnar Narvesen expressed it

in 1965: "We are in fact in the fortunate situation at Jøtul that our company management long ago

realised that production must be adapted to the market – and not vice versa." 255

T h e  G o l d e n  A g e  137

The Jøtul fireplace stove 810
was launched in the early
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feature of this model was the
large burnchamber, which 
provided a much larger view
of the flames than previously.
Fireplace stoves became
extremely popular in the 
late 1960s.



Of course the co-operation was not always as idyllic as portrayed here. At times there could be strong

disagreements between engineers and marketing people regarding the development of new prod-

ucts. This was especially true with regard to the more radical suggestions from the sales depart-

ment. 256 And the people in the sales department did not always feel that their ideas reached the

engineers and designers. 257 For example, it was with great reservations that the development

department started work on the combi-fireplace in the early 1960s. Nor was there great enthusiasm

from the engineers for the new sheet steel covered fireplace stoves in pastel colours that came out

at the same time. But it was perhaps precisely this willingness to disagree that became a source of

great creativity. At least the disagreements did not seem to dampen the ability to develop products

with market appeal.

Occasionally, however, Jøtul could miss the mark. Some models never sold in large numbers, and a

few hardly sold at all. One of the worst examples was fireplace stove 1001, which was launched in

1958. It was a combined kerosene stove and fireplace designed by Blakstad and Munthe-Kaas. The

model was odd, to put it mildly. With a large fireplace construction on top and a small chamber for

the kerosene burner below, most people thought it looked like a monkfish. This did not appeal to

consumers, and the 1001 was categorically rejected. The fact that the 1001 saw the light of day at all

was mainly because Jøtul wanted to cover all imaginable needs in the marketplace. There were no

models that combined a fireplace and kerosene, and so one had to be developed. With the 1001, how-

ever, the company did not succeed in combining functionality and design, so the product died a quiet

death. Even for Jøtul there were limits to what would sell. Blunders such as the 1001, however, were

probably unavoidable for a company that had ambitions to be both a "total supplier" and the leader

in the marketplace.

It was primarily the design that caused the failure of the 1001. To this extent the story underlines the

importance that design began to have for consumers. Many of Jøtul’s best-selling products in this

period were noteworthy precisely because of their design. One special example was the combina-

tion stove, number 710. It was put forward as an example of how creative industrial design could be

combined with the wishes of the marketplace and consumers. 258 The 710 also attracted attention

abroad, especially in France, because of its design. 259 The same was true of Combi-Fireplace 4. So

design was of great importance for a product’s success. "There is reason to believe that Jøtul’s solid

market position was not merely due to high technical quality, but perhaps equally to the products’

excellent design," wrote the magazine AB-Link in 1965. 260

Jøtul was thus very active in product development. As mentioned, various parts of the company were

linked together in this work, and a strong development environment was created. However, not all

the new ideas sprang exclusively from people with a day-to-day involvement in these assignments.

Impulses from outside, both conscious and unconscious, were very important in many instances. The

most obvious examples of such outside influence were fireplace 150 and combi-fireplace 104. The

first, despite the fact that it was publicly presented as Jøtul’s own design, was in reality a model

licensed from the Danish architect Bennet Windinge. 261 But fireplace 150 subsequently had an influ-

ence on some of Jøtul’s own models. This was most true of combination fireplace number 4, which

was developed in the early 1960s. In this case the design may seem to be based on Windinge’s

model. However, it was Jøtul that developed the closing mechanism which made this model so
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popular. It was based on familiar lines, but something new was added. In this sense the design was

the result of efforts both internal and external.

The development of fireplace stoves with flame displays also built on a combination of ideas from

both inside and outside the company. German manufacturers, for instance, had made models like

this for a while; presumably inspired by them, Jøtul had developed a couple of kerosene models with

a window. 262 However, burner technology presented restrictions for this concept. The existing types

of burners gave off only a weak blue flame, and the window thus had very little visual function. In

the early 1960s, however, representatives from Jøtul came across a new combustion system at a fac-

tory in Belgium. This system had the ability to make the kerosene burn with a big, easy flame, and

with such burners the company glimpsed the possibility of developing kerosene fireplace stoves with

a large flame display. A few burners were brought home, and based on these a new type of fireplace

stove was developed with a large panoramic window that had a more realistic fireplace feel to it. 263

At the same time Jøtul focused on giving these fireplace stoves a completely individual look, mainly

by offering them in pastel colours. Nothing like this had ever been done before, but the idea was a

good one. As we have seen, these fireplace stoves became enormously popular in the 1960s.
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designed by the Danish 
architect Bennet Windinge,
but was marketed in Norway
as Jøtul Fireplace 150.



The openness to outside impulses and inspiration in product development was largely a result of the

company’s outward orientation in general. Great emphasis was placed on staying informed about

developments in the market, what other manufacturers were producing, what sort of new techno-

logical solutions and products were available, etc. This information was actively utilised whenever it

could contribute to something new. In product development especially, impulses from abroad were

significant, which became readily apparent in the development of fireplace stoves with panoramic

windows in the 1960s.

An aggressive sales and dealer strategy

Good products were utterly crucial to the strong market position Jøtul assumed in the first years

after the war. But this was not the only thing that secured the company’s position. It was also

closely tied to the way in which the products were marketed and sold. In this period Jøtul concen-

trated heavily on advertising and other marketing efforts. The company also took an active role in

building up a strong, loyal dealer network. Of course these were not new factors at Jøtul – here too

there were obvious connections back to the inter-war period. But the focus on these areas was now

more comprehensive, while at the same time it was changing character.
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The sale of stoves and fireplaces was seasonal. Most sales were made in the autumn months before

the heating season. This prompted concentrated and intense advertising campaigns. In the late

1950s the autumn campaigns became steadily more extensive. A series of large advertisements in

national newspapers and most major local papers was common. In addition, more attention was

paid to "housewife" magazines and trade magazines for the construction industry, etc., as channels

for advertising.

As we have seen, product development in the 1950s and 1960s was largely concerned with satisfy-

ing the increased interest in comfort, user-friendliness and design. This was also expressed in the

advertising. It was no longer merely heat that was being sold; it was equally about atmosphere, cosi-

ness and well-being, and last but not least, quality of life. More attractive, better and more user-

friendly stoves were synonymous with a higher standard of living, more leisure time, an easier life.

In such a context greater emphasis was placed on underscoring the differences between the new

and the traditional. In the advertising the dirty, clumsy-looking and impractical cast-iron stove was

compared with the stylish, practical and modern kerosene stove. The message was underscored with

mottoes such as "Jøtul… fireplace stoves for modern homes" and "Jøtul – for modern heating".

The marketing also concentrated more strongly on building up a brand-name identity. The company

and the product were linked together more closely in the marketing, and what was unique about

Jøtul and Jøtul’s products was emphasised. The brand name was always linked to positive values

such as reliability, quality and modernity. And traditionally universal concepts such as "warmth" were

recreated and given new meaning. According to the message, Jøtul’s products produced not just
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warmth – they provided a particular "Jøtul warmth" that differed in a positive way from other types

of warmth.

A good deal of public attention was focused on Jøtul in those years. The newspapers and the trade

press ran a series of articles about the company, and almost all of them were marked by a largely posi-

tive tone; what was creative and modern was emphasised. Much of the publicity was probably due

to the conditions in the heating market in general. It was a time marked by fundamental changes

in the Norwegian heating system. New energy forms replaced old ones, and many new products

with new combination solutions were appearing on the market. People were faced with many more

alternatives than before, and in such a situation it was natural that there would be great interest

both in new development in general and in the dominant suppliers in particular.

However, there was no doubt that Jøtul managed to carve out a place for itself in public perception.

Much was attributable to the position of Johannes Gahr. Because of his key position as a trusted

man in Norwegian industry over many years, people listened to him. He also made active use of the

media in many circumstances, which proved beneficial in promoting the company itself. For exam-

ple, there was usually a large press contingent at the many plant tours that were arranged at

Enebakkveien during the 1950s. And the subsequent articles gave the impression of Jøtul as a mod-

ern, future-oriented company. It was no accident, either, that Jøtul was honoured in 1955 with a visit

from the entire cabinet of Stortinget [the parliament] and its Industrial Committee. 264

Jøtul’s outward orientation also marked its dealer policy in the 1950s and 1960s. Here too, commu-

nication was a central tool. An active effort was made to build up personal relationships between

the company and the dealers. For instance, by closely working with the dealers, personal relation-
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ships and bonds of loyalty were created which eventually evolved into networks to which other sup-

pliers had a very difficult time gaining access.

Important tools in the dealer policy were the dealer meetings that Jøtul began to arrange in the late

1950s. The goal was to gather together all the dealers once a year. This was quite a major undertak-

ing. The dealers were divided up according to district, and as a rule there were about thirty partici-

pants at each meeting. With approximately 300 dealers in the entire country, about ten meetings

had to be held in the course of the season.

The sales department chaired the meetings, but generally there were representatives from man-

agement in attendance as well. The meetings were important as forums of communication. First,

Jøtul could glean valuable market information. Second, the company had an opportunity to present

new products and to announce the season’s sales campaigns, etc. 265 But the meetings also served

an important social function. Great emphasis was placed on ensuring that dealers felt appreciated.

Invitations were sent out in advance of each meeting containing information about the purpose and

agenda of the meeting. These were accompanied by detailed travel plans worked out for each indi-

vidual dealer, and Jøtul ordered all the tickets and arranged hotel accommodations. Social functions

were also emphasised, with dinner at a restaurant, etc. It was no surprise that the meetings became

so popular. Often the attendance was more than 90 per cent. 266

Through personal relationships and regular contact it was possible to make better use of the dealers

as a source of market information. Typical of such a meeting was the "salesman contest". When vis-

iting the dealers the individual sales representative would fill out a card for each unit sold, with infor-

mation on model number, whether it would be installed in a new residence or a remodelled one, and

the customer’s name. The cards were sent to Jøtul at the end of each month. At the end of the year

a winner was chosen and received a prize.

The contest certainly proved to be an incentive for the dealers. But presumably what was most

important for Jøtul was the information they provided, which allowed sales throughout the year 

to be charted precisely in relation to key factors such as seasonal variation, usage area and geo-

graphic sales distribution. In addition, the dealers provided valuable information about themselves,

of course.

In conjunction with the transition to liquid fuel, Jøtul had a special reason for strengthening dealer

relations. First, stoves and fireplaces for liquid fuel were technically more complex than those for

solid fuel. Second, the risk of causing a fire was higher. Both factors imposed stricter requirements

on product knowledge as well as on installation and use.

Because of the risk of fire, many people were sceptical about liquid fuel. Naturally the installers of

kerosene burners had to be authorised by the fire department. In many locations it was also com-

mon practice for the fire department to approve all new installations. 267 Still, in the early period 

there were a few serious accidents which convinced many people not to take a chance on liquid 

fuel stoves.
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To increase safety, Jøtul began in the late 1950s to hold courses for the installers of Jøtul products.

The local fire department was also involved in this activity. Quite often fire-fighters would take on

extra work as installers. 268 Around 1960 the "Jøtul School" was established in Oslo. Here the

installers were taught about service, installation, safety precautions, etc. The course was obligatory

for anyone who wanted to install Jøtul stoves and fireplaces, but Jøtul covered the travel costs and

accommodations in Oslo. The training, of course, was intended to help prevent accidents. But it was

also actively used in the company’s advertising campaigns and by dealers as a tool for promoting

consumer confidence in Jøtul.

The reason for spending such great resources on the dealers was naturally a desire to create efficient

and secure sales channels. But behind this lay also a need for control. Through strong, loyal dealer

relations the company gained greater opportunities for locking other possible manufacturers out of

the market.

It is true that for a long time Jøtul held virtual primacy in Norway as a manufacturer of stoves and

fireplaces for liquid fuel. Domestically, in other words, there were few who could threaten the com-

pany’s market position. On the other hand, the risk of competition from abroad seemed to be rising

towards the end of the 1950s. In this period it became clear that Norway would be joining the

European Free Trade Association (EFTA). The goal of this co-operation was to create toll-free trade for

industrial goods within Europe. In such a situation, it was thought, there would be a considerable

risk that large German stove manufacturers, for example, would try to gain a position in the

Norwegian market.

The free trade association was on the whole a significant driving force behind dealer policy in these

years. In 1958 Johannes Gahr pushed hard to increase the number of dealers. In addition, the rela-

tionship with individual dealers was to be strengthened. For instance, he advocated the establish-

ment of the company’s own branches around the country, so that constant contact could be main-

tained with the dealers. The reason for this was "the heightened competition that will result from

the realisation of a Nordic or European free trade zone". 269

In the following years Johannes Gahr spent much of his time realising these plans; for instance, he

instigated the establishment of Jøtul’s network of subsidiaries throughout Norway. In Bergen the

company had long had its own Jøtul sales outlet, but this now took on a new function as a link

between Jøtul headquarters and the dealers in the region. Moreover, from 1958 to 1960 branches

were opened in Stavanger, Trondheim and Tromsø. Besides strengthening dealer contact, the

branches made it possible to decentralise many tasks that had previously been handled by the head

office in Oslo. Sections of the sales functions were transferred to the branches. The same was true

of warehouses, installation and technical service, which also made it possible to shorten delivery and

service times appreciably. For instance, in 1958 Jøtul dropped the main dealer it had used in Rogaland

for 35 years – Eikmaskin. The new branch in Stavanger took over as dealer.

A national service system was thus established for dealers and customers with the objectives, first,

to secure a stronger market position, and second, to prevent competitors from entering the market.

The company was largely successful with this strategy. Throughout the 1960s Jøtul maintained its
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district branches.



position in Norway, with a share of the market for liquid fuel stoves and fireplaces that was almost

always around 65 per cent. Many factors contributed to securing this position, and product devel-

opment and rationalisation of production were important factors. In addition, the creation of the

dealer network was of great significance.

Change of generations

In the summer of 1958 Johannes Gahr resigned as managing director. He was 63 years old. The rea-

son he gave was that he wanted to concentrate more on certain aspects of the business which

would require special attention in the coming years. Primarily he would be working on preparing the

company for the challenges that were anticipated with possible membership in EFTA. The company

expected increased competition from abroad, and Gahr was to lead the build-up and strengthening

of the dealer network, so that Jøtul would be prepared for the situation.

His resignation was also related to the fact that the next generation was in the wings. Johannes

Gahr’s son, Sverre Gahr, was the appointed heir to the company. After studying engineering in

Norway and the United States, he had joined the company in 1951. At first he had led the planning

department, but in 1958 he took over as managing director.

Johannes Gahr continued to be active in Jøtul for a number of years. To a large extent he was the one

who had the last word in important matters until far into the 1960s. He did not completely leave the

company until the mid-1970s.

With the change in generations came a cultural change as well. Sverre Gahr had a completely dif-

ferent leadership style from his father. As we have seen, Johannes Gahr had quite an authoritarian

leadership style. At the same time he was determined to create good contacts with his employees.

Sverre Gahr was not authoritarian in the same way. On the other hand, he was a much more distant
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leader, and he was not able to create the same type of relationship of trust with the employees.

Many of the conventions interaction within the company that Johannes Gahr had established were

not continued by Sverre Gahr. At a tradition-bound workplace like Jøtul, this contributed to a sense

of uncertainty and discontent. In addition, Sverre Gahr had problems with creating a good co-opera-

tive working environment amongst the management.

The internal instability that emerged towards the end of the 1960s was very unfortunate in a time

when the company was facing future challenges. During that period there were signs of beginning

stagnation in the market for liquid fuel stoves and fireplaces. In addition, there was an increasing

need to re-equip the production system, which was becoming old-fashioned and worn out. Finally,

Jøtul began in this period to encounter considerable problems in recruiting workers. After 1970 these

demands and challenges became more pressing. In the next chapter we shall see the extent to

which the company managed to meet these challenges.
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