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Abstract 
Problem: The increasing online operations of the B2B market has led to companies being 

able to operate all over the world, making them exposed to various markets with different 

preferences of supplier relationships. For that reason, it is important for companies to consider 

aspects such as digitalization, culture and buyer-seller relationships when conducting business 

with foreign companies. One industry that has been reluctant towards this online shift is the 

display materials industry. However, during recent years display material suppliers operating 

online have become more successful. Therefore, understanding companies purchasing process 

when buying display material online is necessary.  
 
Purpose: This thesis aims to explain and investigate the online organizational buying 

behavior of British and Swedish organizations while purchasing display materials and several 

factors that influence it, such as culture, digitalization and buyer-seller relationships are 

examined. 
 
Method: A qualitative approach with semi-structured interview was used to conduct this 

research. Eight participants from British and Swedish organizations who are customers of the 

display material company SignMax were interviewed. The data collected has been analyzed 

together with literature on online organizational buying behavior and the influencing factors. 
 

Results: The findings of this research showed that the level of product involvement and 

national culture decides and forms the importance of the purchase, the purchasing process and 

the type of supplier-relationship desired. Additionally, the attitude towards digitalization and 

the experience of online purchases determine the level of personal contact and support. Based 

on the empirical analysis the findings showed that for the cases of UK and Sweden, UK was 

more performance-oriented in their supplier relationships and highly valued ease of use and a 

smooth purchasing process. Sweden on the other hand, focused more on soft-values such as 

personal contact and support.  
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1. Introduction 
________________________________________________________________ 

This section introduces the topic, the background and its relevance for this thesis. It discusses 

the problem, purpose, for whom it is important, research questions and delimitations.  
__________________________________________________________ 

1.1 Background  

Due to the recent shift towards digital operations of businesses there has been an increase of 

the online business-to-business (B2B) market. Because of the evolution of technology and 

internet, together with extended supply chains, many companies today use the whole world as 

a playground (Sirkin, Hemmerling & Bhattacharya, 2008). In today’s modern society, this 

playground is moving online, creating a global B2B e-commerce market. Recently, the global 

B2B e-commerce market has experienced a large growth. In 2015 the value of the global B2B 

e-commerce market was 19.9 trillion dollar and it is expected to grow significantly in the 

coming years (UNCTAD, 2016). Additionally, the B2B market is also the largest market in 

terms of money, quantity, turn-over and actors (Ralph, 2012; Hutt & Speh, 2017). Therefore, 

online organizational buying behavior (OOBB) is a pressing topic in today’s business 

environment.  

 

Because of this online shift, it has become easier for companies to operate in many different 

markets. However, for companies to effectively reach different markets, there might be a need 

for adapting to the local organizational buying behavior (Keegan & Green, 2017; Akgün, Keskin 

& Ayar, 2014). Webster and Wind (1971) defines organizational buying behavior as the complex 

process of decision making that is carried out by individuals within the formal context of an 

organization. It is a timely process that often involves a large amount of people, both internally 

and externally, who sometimes have conflicting goals. The process includes all situations 

related to the buying situation of the firm such as identifying, evaluating and choosing among 

different types of products, suppliers and brands (Webster & Wind, 1972).  

  
There are several factors impacting organizational buying behavior in various local markets. 

All these factors can be categorized into either market factors or industry factors (Powers & 

Loyka, 2010). Within market factors, cultural differences, needs and traditions affect the way 

firms conduct business with each other since they influence the attitude towards foreign 

products. Level of competition as another market related factor, refers to the level of activity 
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of businesses competing in the same market and trying to establish a competitive advantage 

(Powers & Lokya, 2010; Theodosiou & Leonidou, 2003). The industry related factors are the 

technological advancements and developments which describes the rate of digital 

developments within the market, and firms’ rate of adaptation to these changes (Powers & 

Loyka, 2010). Additionally, the global digitalization and technological developments have 

resulted in more businesses needing to explore the various digital and technological strategies 

to move their operations online (Matt, Hess & Benlian, 2015). With this extensive shift towards 

online operations, it can be argued that there needs to be attention given to the OOBB.  
 
In regards to many other industries, one industry that has been reluctant to the shift towards 

the online shopping trend is the display material sector. One of the leading Swedish actors in 

the display material industry argues that the industry has for a long time focused on the 

traditional offline purchase and is therefore now facing a large change in its buying behavior. 

Instead of having long and complex relationships with the customer it has been a shift towards 

letting the customer design their own display material online. Overall, the industry is 

experiencing several changes in the way its operating, how it manages and develop its 

relationships as well as its marketing strategies (Klingberg, M. 20190215). For this reason, the 

display material industry is an interesting case since it represent the overall shift from more 

traditional to online operations. It can therefore be argued that it is of high relevance when 

explaining the factors influencing OOBB. In this thesis, display material includes different 

types of signs, roll-ups, decals, labels, plates, name badges and vinyl text. Such materials are 

one of the oldest marketing communication tools, helping firms attract customers by conveying 

general information and commercial offers as well as creating a business identity (Kellaris & 

Machleit, 2016).  

 
When considering the evolvement of e-commerce, Europe is one of the regions which is 

expected to benefit the most from B2B e-commerce (UNCTAD, 2017). Furthermore, Business 

Insider (2014) states that almost two thirds of the “30 Most Prosperous Countries in The 

World” are located in Europe. Two interesting countries placing in the top 15 of this list are 

Sweden and United Kingdom (UK). UK ranked at a 13th place while Sweden scored a 6th place 

on the list (Business Insider, 2014). Additionally, both Sweden and UK earn a place in the “Top 

25 Countries for B2B Revenue” (The Global 5000, 2012), which shows that both countries have 

a large B2B sector. The two countries also do a great deal of trading with each other, especially 

within B2B. According to Business-Sweden (2019), the sixth largest export market for Sweden 

is the UK. The UK itself is the world's fifth largest economy with London being the largest 

financial center in the world (Business-Sweden, 2019). Reptrak Index (2018) states that 

Sweden is the most respected country in the world, while UK is placed as number 16 on this 
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list (Reptrak index, 2018). Further, Stockholm was in 2014 the second most prolific tech hub 

in the world (Davidson, 2015, 28 June). However, even if both countries seem similar in many 

aspects, there are some differences making them comparable. Some of these can be found 

within cultural aspects, level of competition and technological developments (Trompenaars & 

Hampden-Turner, 2012).  

 

1.2 Problem  

The B2B marketplace has existed ever since the start of commerce. However, relevant research 

on B2B marketing theory have only gotten more attention during the last 30 years, where it 

has gone from primary being used from an economic perspective, to also involving behavioral 

theories (Hadjikhani & LaPlaca, 2013). Much research has been done within culture, 

digitalization and buyer-seller relationship. However, as a result of the online shift, not much 

research has been connecting these aspects to OOBB, leaving a gap in the literature. In the field 

of culture, Hofstede (2001) and Trompenaars and Hampden-Turner (2012) have contributed 

with cultural theories. Hewett and Krasnikov’s (2016) and Kim and Kumar’s (2018) research 

have focused on buyer-seller relationships without the digital perspective. Lancastre and Lages 

(2006) have conducted research on buyer-seller relationships in a digital setting, but does not 

add the element of culture in the relationships. Additionally, some of the previous research has 

explored these factors from the perspective of the seller in a B2B relationship (Terawatanwong 

& Quazi, 2006). One example of this is Agnihotri, Dingus, Hu and Krush (2016) who measured 

customers’ satisfaction by asking the sellers about their customers’ buying behavior rather than 

asking the customers themselves. 
 

Further, many authors have also given suggestions on future research. Kubler, Pauwels, 

Yildirim and Fandrich (2018) suggest that it should include various cultural dimensions as well 

as evaluate the impact of economic and other structural factors on organizational buying 

behavior. Furthermore, there have also been several suggestions on expanding the scope of 

factors impacting organizational buying behavior to different industries in order to get a 

generalizable result (Kivenzor, 2015). Kumar and Pansari (2016) argue that an investigation 

on different industries would provide insights into what industries are most influenced by 

culture in their relationships.  

 

As previously mentioned, understanding OOBB and the factors impacting it can be vital for 

companies to understand their customers and know how to reach them in an appropriate way. 

In contrast to other studies within the topic this thesis will focus on the consumer perspective 
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in a B2B relationship in an international setting. Understanding OOBB is not only useful and 

important regarding the display industry, but for all companies in the B2B sector. However, 

the outcomes of this research can be more specifically used for companies within the display 

material industry, but also for companies trading with Sweden and UK in other closely-related 

sectors such as the profiling industry. 

 

1.3 Purpose  

The purpose of this thesis is to explain and investigate online organizational buying behavior 

of British and Swedish organizations while purchasing display material. The aim is to explain 

how multiple factors such as culture, digitalization and buyer-seller relationships influence 

OOBB. Hence, the purpose of the thesis is of an explanatory character. Our research aims to 

answer the following questions:  

 
RQ1: “How does culture impact online organizational buying behavior 

when purchasing display materials?” 

 

RQ2: “How does digitalization impact online organizational buying 

behavior when purchasing display materials?” 

 

RQ3: “How does buyer-seller relationships impact online 

organizational buying behavior when purchasing display materials?” 
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2. Literature Review  
________________________________________________________________

The literature review focuses on different factors influencing OOBB. First, organizational 

buying behavior is defined and discussed, which is followed by introducing different factors 

influencing OOBB. The first factor is culture, where different cultural theories are presented 

and discussed. The following section includes digitalization and the use of social media within 

the B2B sector. The last section focuses on buyer-seller relationships, including competition 

and competitive advantages. 

__________________________________________________________  

2.1 Organizational Buying Behavior  

Earlier research has shown that organizational buying behavior share some characteristics 

with consumer buying behavior (Monroe et al., 2015). However, Cawsey and Rowley (2016) 

states that there a lot of differences between doing business in a business-to-customer (B2C) 

and B2B setting. Examples given are in regard to relationship building, communication and 

management. Due to this, it is not possible to transfer the knowledge within B2C to a B2B 

context (Cawsey & Rowley, 2016). 
  
Monroe, Rikala and Somervuori (2015) also bring up some of the differences between the B2B 

and B2C contexts. One of them is the number of people involved in the decision-making 

process, where the B2B context involves several different actors, while B2C often only includes 

the end-consumer (Monroe et al. 2015). Bunn, Butaney and Hoffman (2001) also brings up the 

complexity of these activities, and that the buying process consists of several stages, all 

including different decisions. Further, in the different stages of the decision-making process, 

the decision-making unit (DMU) can vary as members leave and enter the procurement 

process (Bunn et al., 2001). Monroe et al. (2015) also argue that the size of the DMU depends 

on the complexity of the buying decision. In contrast to the B2C market, the DMU often 

includes several people who hold different positions in a firm and thereby have different goals 

with the purchase (Monroe et al., 2015). Mudambi (2002) argues that this leads to 

organizational buyers differing from consumers in many aspects such as what type of 

purchases they make, important considerations and the decision-making process to be 

followed. Another characteristic of the B2B market is that it often involves fewer buyers 

purchasing in larger quantities than in the consumer market. As a result, this typically involves 

an increased number of stakeholders and longer purchasing cycles (Monroe et al., 2015). 

  



 
 

 
 

6 

Although the B2B market differs from the B2C market in several ways, Monroe et al. (2015) 

state that they also share some similarities. Many of these similarities come from the 

psychology and behavior of human beings and are present regardless of whether the individual 

is making purchasing decisions for the organization or as a consumer. Such behavior includes 

characteristics related to judgement and decision making (Monroe et al., 2015).  There is a lot 

of information available to help with decision-making. However, having too much information 

available can instead hinder the decision-making process (Monroe et al., 2015; Hsu & Liao, 

2014). Hsu and Liao (2014) define this as information overload which is a result of an 

individual being exposed to too much information that it is no longer possible to process the 

message. This is due to human’s incapability of processing and analyzing too much information 

due to both time and mental constraints (Monroe et al., 2015). 

  
According to Kumar and Pansar (2016) both B2C and B2B share the exchange characteristics 

of a relationship. The most common characteristics are frequency of buying, cross-buying, 

multichannel buying, number of product returns and the firm’s mailing efforts (Kumar & 

Pansari, 2016). According to Schoenherr and Mabert (2011), another fundamental 

characteristic of the B2B setting is the importance of the purchase. Purchase importance 

relates to the strategic significance of the purchase for the buying organization (Schoenherr & 

Mabert, 2011). Monroe et al. (2015) add to this by stating that the more important an asset is 

for the buying firm, the more people will be involved in the DMU and the more carefully the 

decision will be considered. Furthermore, Mudambi (2002) elaborates on this topic by saying 

that all attributes of a purchase are not equally important for organizational buyers. The DMUs 

do not only consider the tangible attributes of a product such as price and quality but also the 

intangible aspects of a purchase, such as company reputation and image (Mudambi, 2002). 

 

2.2 Culture  

2.2.1 Definitions of Culture and its Importance in Business  

There are various ways in which culture has been defined and several authors have put their 

own definition to the phenomenon. One of the most cited authors within culture is Hofstede 

(Beugelsdijk, Kostova & Roth, 2017). In the book Culture’s Consequence (2001) Hofstede 

defines culture as “the collective programming of the mind, manifesting itself in values, 

symbols, heroes and rituals” (p.1). His definition refers to national culture which Kivenzor 

(2015) defines as a set of cultural patterns and dimensions assigned to a whole country. Sobol, 

Cleveland and Laroche (2016) add to the definition by saying that culture consists of both 
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implicit and explicit elements, making it complex and rather abstract. Additionally, culture is 

learned through social interaction, shared throughout generations and has a major influence 

on preferences, attitudes, needs and behaviors (Sobol et al., 2016). 
  
Culture has been one of the most highly relevant factors for businesses to consider and adapt 

to in international business settings, especially when deciding to expand globally. Several 

arguments have been made to encourage businesses to pay close attention to the differences in 

culture among different markets (Terawatanavong & Quazi, 2006; Kumar & Pansari, 2016). 

Kivenzor (2015) adds to the discussion by highlighting the influence culture has on customers’ 

perception of products and services, their attention to competitive products as well as rate of 

adoption. For marketing to be successful in these aspects, Kivenzor (2015) claims that 

marketers must be able to understand the different distinctions of culture, in order to 

effectively communicate with customers across nations. If this is not done correctly, there 

might be severe consequences on both the product’s and the brand’s reputation. In new 

product development and commercialization, the attentiveness to culture can be the cause of 

either success or failure (Kivenzor, 2015). 
  
Terawatanavong and Quazi (2006) emphasize this by stating that in globalization, the need of 

knowledge of culture in different business settings is becoming crucial for firms’ international 

survival. Additionally, Kumar and Pansari (2016) describe culture as a nation’s key 

environmental force that affects the people’s perception and behavior, which is crucial to 

understand in order to successfully market and target specific national segments. They 

continue by stating that expanding outside national borders to countries with different cultural 

values than one’s own, without responding to these differences can negatively impact a firm’s 

revenue. Furthermore, a country’s culture is described as fundamental for systematic 

differences in buying behavior (Kumar & Pansari, 2016). Usunier, Roulin and Ivens (2009) 

adds another dimension of the importance of attentiveness to culture, but within e-commerce. 

Through the internet, suppliers in all countries are now able to relate with customers in 

markets far away, resulting in a faster internationalization process (Usunier et al., 2009). 

Watson, Weaven, Perkins, Sardana and Palmatier (2018) further argue that companies can 

easier learn about foreign markets and potential international customers through an effective 

use of the internet. By learning more about the customers in foreign markets, the company can 

adapt and take into consideration the cultural, political and economic differences (Watson et 

al., 2018). Additionally, by culturally adapting an e-commerce website it can help suppliers 

gain trust from their customers, no matter where in the world they are located (Usunier et al., 

2009). 
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2.2.2 Cultural Dimensions and Orientations  

As previously mentioned, Hofstede is one of the most cited authors on the topic of culture with 

over 40 000 citations (Beugelsdijk et al., 2017). In 1980, he published his first edition of 

Culture’s Consequence, which since then has been released in several editions (Hofstede, 

2001). Hofstede’s suggested theory consists of generalized measurements of cultural 

characteristics within five different cultural dimensions; power distance, uncertainty 

avoidance, individualism versus collectivism, masculinity versus femininity and long-term 

versus short-term orientation (Kivenzor, 2015; Hofstede, 2001). 
  
Another theory examining various dimensions of cultural differences, in a similar yet different 

way, is the one developed by Trompenaars and Hampden-Turner (2012). Their theory is based 

on cultural differences and their effect on business and management rather than national 

culture. Trompenaars and Hampden-Turner’s (2012) research is based on culture as the way 

in which people in societies choose to deal with problems and dilemmas. They argue that the 

differences in how people deal with these problems, is what distinguishes one culture from 

another. These problems are then categorized into three different headings; those that emerge 

due to our relationships with others, those that arise from the passage of time and those related 

to the environment (Trompenaars & Hampden-Turner, 2012). Within these categories, 

Trompenaars and Hampden-Turner (2012) identify five different orientations related to our 

relationship with people, and two orientations connected to the environment and the passing 

of time. The five orientations of relationship with people are: universalism versus 

particularism, individualism versus communitarianism, neutral versus affective, specific 

versus diffuse, and achievement versus ascription (Trompenaars & Hampden-Turner, 2012). 

  
In Hofstede, Hofstede and Minkov’s book (2010), they define power distance as how a society 

deals with inequality among people and to what extent they expect and accept power to 

distributed unequally. In societies with high power distance a hierarchical structure is 

accepted, where everyone knows their place without any justification (Hofstede, 2001). While 

in societies of low power distance, there is a need for justification whenever there is inequality 

in power distribution (Kivenzor, 2016). This dimension can be somewhat connected to two of 

Trompenaars and Hampden-Turner’s (2012) orientations; the diffuse versus specific 

orientation and the achievement versus ascription orientation. 
  
According to Trompenaars and Hampden-Turner (2012), the specific versus diffuse 

orientation refers to the extent to which people assign specific relationships or roles to certain 

people. For example, in a specific oriented culture, a manager has a specific task related 
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relationship with its subordinates, and that relationship is not transferred outside the 

workplace. While in a diffuse cultural environment, a CEO expects to be treated as superior to 

its employees even outside the workplace (Trompenaars & Hampden-Turner, 2012). The 

achievement versus ascription orientation refers to how people attain status and from what 

source. Trompenaars and Hampden-Turner (2012) explain achievement status as based on 

what you have recently accomplished while ascription status is attained by birth, gender, age, 

connections and education. For example, in an achievement culture the focus is on what you 

studied whereas in an ascriptive culture the focus is on where you studied (Trompenaars & 

Hampden-Turner, 2012). Connecting these two orientations of Trompenaars and Hampden-

Turner, creates a duplicate of Hofstede’s power distance dimension. 

  
Hofstede’s second dimension, uncertainty avoidance is described as the degree to which 

members feel comfortable with uncertainty about the future and the fact that we cannot control 

it (Hofstede, 2001; Hofstede et al., 2010). This dimension can be linked to Trompenaars and 

Hampden-Turner’s (2012) orientation related to the environment, which entails whether 

individuals see the environment as more powerful than themselves or whether all factors come 

from within and the environment can be controlled. These two can be somewhat connected to 

each other, since they both describe people’s attitudes and behavior towards the environment 

and factors that might be out of their control. 
  
The third dimension brought up by Hofstede (2001), individualism versus collectivism, is 

nearly identical to one of Trompenaars and Hampden-Turner’s orientations, individualism 

versus communitarianism. Hofstede’s dimension is defined as the degree to which an 

individual in society is expected to take care of themselves or remain integrated into group 

(Hofstede, 2001; Hofstede et al., 2010). While Trompenaars and Hampden-Turner’s 

orientation focuses on either an individual’s contribution to society or on the community as a 

whole since it consists of many individuals (Trompenaars & Hampden-Turner, 2012). Another 

similarity between the two theories can be found in the dimensions of time orientation, with 

long-term versus short-term orientation in Hofstede’s dimensions (Hofstede et al, 2010), 

together with Trompenaars and Hampden-Turner’s (2012) orientation of attitude towards 

time. Both theories describe these dimensions as dealing with society's different perception of 

time, where there is either a focus on what has been achieved in the past (short-term 

orientation) or what is planned for the future is more important (long-term orientation) 

(Trompenaars & Hampden-Turner, 2012; Hofstede et al., 2010). 

  
The two remaining orientations of Trompenaars and Hampden-Turner (2012) and one 

dimension of Hofstede (2001), are not as easily related to each other. The two orientations of 
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Trompenaars and Hampden-Turner (2012) are universalism versus particularism and neutral 

versus affective. They define the universalistic approach as “what is right and good can be 

defined and always applies” and focuses on rules rather than relationships (Trompenaars & 

Hampden-Turner, 2012, p.11). Whereas in a particularistic approach there is significant 

attention to the obligations of relationships and their individual circumstances. The neutral 

versus affective orientation refers to whether one expresses their feelings verbally and loudly 

or whether such behavior is unacceptable. In a neutral cultural environment, people admire 

being cool and a self-possessed conduct, while in an affectional environment being heated, vital 

and expressing animated feelings is admired (Trompenaars & Hampden-Turner, 2012). 

  
The final cultural dimension of Hofstede’s (2001) theory is femininity versus masculinity, 

which entails the emotional gender roles assigned to specific genders. Hofstede et al. (2010) 

categorized masculinity as more concerned with achievement outside the home, and men are 

assigned the characteristics of assertiveness, competitiveness and toughness. While femininity 

entails caring for the home, family and other people (Hofstede et al., 2010). 
 

2.3 Digitalization  

2.3.1 The New Online Market  

Lancastre and Lages (2006) define electronic markets as information systems intertwined by 

networks, enabling buyers and sellers to exchange information and perform their transactional 

activities with the help of a clear informational infrastructure. Since the infrastructure in the 

electronic market and commerce differs from the traditional offline markets, this has changed 

the perception of business relationships (Lancastre & Lages, 2006). Kandampully (2003) 

highlights several benefits of using internet-centric business models. It can reduce lead times, 

manage demand more efficiently and reduce search-costs (Kandampully, 2003).  

 

Forsythe and Shi (2003) suggest that another great advantage of Internet is convenience. It 

allows customers to shop online whenever and wherever they like to, as well as compare prices, 

read reviews, retrieve information and easily purchase products. Further, this saves both 

money and time for the customer, offers a greater number of alternatives, and reduces waiting 

lines and transportation costs (Forsythe & Shi, 2003). However, Lancastre and Lages (2006) 

argues that electronic marketing and relationships also involve a greater distance as well as 

higher risks and greater uncertainty than traditional offline markets. 
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Forsythe and Shi (2003) add to this discussion by stating that there are four different types of 

perceived risks among Internet shoppers; financial, product performance, psychological and 

time/convenience loss. Financial risks include the net loss of money to a customer, but also the 

risk of misusing the credit card information. Product performance risk is the risk that the 

product or brand does not perform according to one’s expectations. Psychological risk can be 

disappointment, frustration, or shame experience if one’s personal information is disclosed. 

Lastly, the time/convenience risk refers to loss in time due to problem of navigating and/or 

submitting order, finding trustworthy websites or delayed deliveries (Forsythe & Shi, 2003).  

  
One way of reducing the distance, risks and uncertainty is, according to Lancastre and Lages 

(2006), to establish trust and commitment in online relationships. When there is commitment 

and open communication between the two parties, it is possible for the supplier to adapt the 

offerings to the specific customer (Lancastre & Lages, 2006). Additionally, Usunier et al. 

(2009) highlight managing cultural adaptation as another way of reducing perceived risks. 

This is one important factor to take in consideration when operating online since it is strongly 

connected to trust. By adapting the design and characteristics of the website to cultures in 

different markets, the perceived risks can be reduced, and the quality associated with the 

website improved. Therefore, adaptation can be a vital tool to attract and interact with the 

customer in the right way (Usunier et al., 2009). Usunier et al. (2009) also states the 

importance of companies being cautious with how a homogenous cultural environment at the 

firm affects the content, communication and design of the website.  

 

Some of the aspects of a website a company needs to consider when operating online are 

information accessibility, web interface and website navigation. Information accessibility 

includes the use of search engines and available language on the website (Usunier et al., 2009). 

Wilson and Abel (2002) also highlight the importance of registering the website and being 

present in as many search engines as possible. When a company have registered the website 

online, search engines such as Google and Yahoo! then rank and display a list of results relevant 

to the search (Wilson & Abel, 2002). By using search engine optimization (SEO), potential 

buyers can easier find the right seller (Usunier et al., 2009). Usunier et al. (2009) also argue 

that the language of the website is crucial for information accessibility. Even though translating 

can be very costly for companies (Wilson & Abel, 2002), it is important to do in order to reach 

customers in foreign markets and thereby gain a competitive advantage (Usunier et al., (2009).  

  

Van Der Merwe and Bekker (2003) explain that the website interface includes the visual and 

graphic elements of a website, such as background, fonts and colors. The interface is of great 

importance for the first impression of the website, and how visually attractive it is (van Der 
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Merwe & Bekker, 2003). Additionally, Usunier et al. (2009) state that website navigation 

should also be carefully considered. It should be easy for the user to navigate on the website 

without any broken links. Having a professional design on the website, as well as effective SEO, 

makes it much easier for the users to find what they are looking for (Usunier et al., 2009).   
  
Usunier et al. (2009) suggest that one way of adapting the website is by letting the customer 

login and create an account. This allows the supplier to easier guide the customer and have 

relevant offers, adapted to specific customers (Usunier et al., 2009). Bourlakis, Papagiannidis 

and Fox (2008) add to this by stating that customer logins makes it possible for customers to 

access what they want much faster and easier.  Additionally, it is also a great opportunity for 

the suppliers, since it gives them deep insight into the customers’ buying behavior (Bourlakis 

et al., 2008). As a result of using this function, companies can increase customer satisfaction 

as well as improving their own performance (Usunier et al., 2009). 

 

2.3.2 Social Media 

Finding new ways to interact with the customer is something companies are constantly 

working on (Gill, Sridhar & Grewal, 2017). A relatively new phenomenon is social media, which 

Agnihotri, Kothandaraman, Kashyap and Singh (2012) describe as “any social interaction 

enhancing technology that can be deployed by sales professionals to generate content (e.g., 

blogs, microblogs, wikis) and develop networks (e.g., social networks, online communities)” 

(p. 334). By using social media in a B2B context, companies can identify and attract new 

customers and opportunities (Lacka & Chong, 2016). Social media has also created a new two-

way communication with customers, which increases customer involvement (Agnihotri et al., 

2016). Lacka and Chong (2016) argue that this two-way communication enables the customer 

to give feedback, which can be vital for companies, and deepens the buyer-seller relationship. 

As a result, the company can adopt the offerings to different customers and thereby increase 

the trust and loyalty (Lacka & Chong, 2016).  
  
Even though there are several advantages of social media, Lacka and Chong (2016) also bring 

up some of the disadvantages. They argue that many companies lack the knowledge of how to 

use it. Further, many companies argue that the use of social media is more suitable for B2C 

rather than B2B, and that there are several barriers when including social media in the 

marketing strategies for B2B (Lacka & Chong, 2016). According to Habibi, Hamilton, Valos 

and Callaghan (2015) many B2B companies does not see social media as a strategic marketing 

activity, but rather a cute promotional activity. Therefore, many B2B companies miss out on 

the great opportunities of social media (Habibi et al., 2015). Lacka and Chong (2016) further 
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argue that many companies are skeptical of whether it is worth the time and effort in the B2B 

context. However, the effectiveness of implementing and adapting social media in the 

marketing strategy within B2B setting have not been studied enough to make general 

conclusions about the subject (Lacka & Chong, 2016). 

 

2.4 Buyer-Seller Relationships 

Gil-Saura, Frasquet-Deltoro and Cervera-Taulet (2009) highlight the importance of the buyer-

seller relationship within B2B purchasing process. A trend observed in the last couple of 

decades within the B2B market is that firms have moved from having many transactional 

relationships towards fewer and closer relationships with suppliers. Gil-Saura et al. (2009) 

state that in today’s B2B relationships there are certain concepts that are considered especially 

valuable such as trust, long-term orientation and commitment. While previously the emphasis 

was on aspects of power, conflict and opportunism (Gil-Saura et al., 2009). Further, Hewett 

and Krasnikov (2016) argue that one way of forming closer buyer-seller relationships is 

through frequent interactions. A higher frequency of interaction helps the seller get a deeper 

understanding of the needs of the buyer, and thereby better satisfy those needs (Hewett & 

Krasnikov, 2016). They add to this argument by stating that it has been shown that the greater 

the complexity of a purchase, the greater the need of a strong buyer-seller relationship (Hewett 

& Krasnikov, 2016). Kim and Kumar (2018) suggest that to build strong and profitable buyer-

seller relationships firms should engage in direct marketing communications that fit the 

customers need and preference. By doing so, the selling firm can influence the buying firm’s 

perception of them, influence their purchasing behavior and thereby resulting in an 

improvement of financial performance (Kim & Kumar, 2018).  

 

2.4.1 Competitive Advantage  

According to Kamukama, Kyomuhangi, Akisimire and Orobia (2017) competitive advantage is 

a vital component for higher performance and positive returns. The competitive advantage 

should be hard to imitate in order to be maintained over a longer period of time. By creating a 

preference for the brand, companies can improve their business performance (Kamukama et 

al., 2017). Day and Wensley (1988) argue that there are three different elements of competitive 

advantage; source of advantage, positional advantage and performance outcome. The first 

element, source of advantage, refers to a company’s ability to perform better than its 

competitors in terms of skills and resources (Day & Wensley, 1988). Kamukam et al. (2017) 

add to this discussion by stating that tangible resources are not the primary source of 
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competitive advantages, instead a firm’s internal resources, competences and capabilities play 

an important role. One example of competence within the firm, is having highly skilled 

employees, resulting in that the work can be done more efficiently as well as reducing the costs 

(Kamukama et al., 2017). In order for the resources to be viewed as a sufficient and sustainable 

competitive advantage, the resources should be rare, non-substitutable, valuable and hard-to-

imitate (Kamukama, 2013).  
 

Further, Morgan, Feng and Whitler (2018) argue that a company can create competitive 

advantage through market capabilities, which they define as the ability to use a firm’s resources 

to carry out certain marketing tasks in order to achieve preferred marketing outcomes (Morgan 

et al., 2018). Tan and Sousa (2013) suggest that instead of only focusing on their own 

capabilities, firms also need to manage and develop their competitive advantage-oriented 

marketing capabilities. They argue that this is important due to globalization since it has led to 

fiercer competition (Tan & Sousa, 2013). Kandampully (2003) states that because of this 

growth in competition, a shift in companies’ focus has arisen, where many companies have 

gone from being generalists to specialists. By being specialists, companies can focus on their 

market capabilities, and thereby reach a competitive advantage in the global market (Tan & 

Sousa, 2013).  
 

The second category of competitive advantage brought up by Day and Wensley (1988) is 

positional advantage which includes differentiated position and lowest delivered cost position. 

This category, positional advantage, is not very far away from Porter’s (1985) competitive 

advantages; cost leadership, differentiation and focus. Day and Wensley (1988) argue that 

differentiated positions means that a company have perceived superiority, through one or 

more value-adding activities. Porter (1985) adds to this by defining the differentiation strategy 

as the uniqueness of a company compared to its competitors. Often thanks to this uniqueness, 

the company can charge a premium price (Porter, 1985). Additionally, Day and Wensley’s 

lowest delivering cost and Porter’s lowest costs mean simply offering a product or service for a 

lower price than the competitors (Day & Wensley, 1988; Porter, 1985). Focus, as the last 

category of Porter, refers to selecting a specific segment of an industry, making the company 

somewhat niched. By doing so, companies can get a competitive advantage for a specific 

segment, even though they do not have an overall competitive advantage in the market (Porter, 

1985). The last category of Day and Wensley’s theory about competitive advantages is 

performance outcomes. It is used to give an indicator of how effectively a company use its 

marketing and competitive advantage. Two indicators of this is market share and profitability 

(Day & Wensley, 1988). 
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Referring back to culture and price as a competitive advantage, Kubler et al. (2018) emphasize 

the connection between cultural differences and pricing. When a company sets their pricing 

strategy, it is important to consider cultural differences in the various markets, since it may 

impact their price sensitivity. Gao, Zhang and Mittal (2017) explain price sensitivity as the 

likelihood of a customer buying a product, the change in purchased quantity or the willingness 

to pay after an increase in price. They further argue that the price of a product plays an 

important role in the customers’ perception. For example, a higher price indicates high quality 

but also includes a higher sacrifice for the customer. Therefore, an increase in price can have a 

great impact on the buyer’s purchase decision (Gao et al., 2017). Kubler et al. (2018) add to this 

discussion by arguing that not only does the price sensitivity need to be considered, but also 

the differences in culture. For example, in countries with high masculinity and uncertainty 

avoidance, the price sensitivity is higher than in those of high femininity and low uncertainty 

avoidance (Kubler et al., 2018).  
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3. Methodology and Method  
________________________________________________________________ 

In this section, the methodology and method are presented. Firstly, methodological aspects 

such as the research philosophy, approach, and strategy are discussed. Secondly, aspects 

related to method including research method, data collection, data quality and data analysis 

are explained.  

__________________________________________________________  

3.1 Research Philosophy  

According to Collis and Hussey (2014), the two main paradigms within research are positivism 

and interpretivism, where positivistic research focuses on natural science while interpretivism 

focuses on social science. Within positivism one believes that reality is independent of us and 

that research is done to develop theories to understand this reality. In contrast, interpretivism 

believes that social reality is not objective but greatly dependent and shaped by human 

perceptions (Collis & Hussey, 2014). They further describe interpretivism as striving to 

understand a complex social phenomenon through qualitative research on small samples. This 

study investigated OOBB in both Sweden and UK when purchasing display material. Since this 

research included a small sample, was of qualitative nature and investigated a social 

phenomenon, it falls under interpretivism.  

 

3.2 Research Approach  

Deductive and inductive research are the two most common research approaches used today 

(Collis & Hussey, 2014; Bryman & Bell, 2007). The deductive approach has a starting point in 

theory, while in an inductive approach theory is generated as an outcome of research (Bryman 

& Bell, 2011). However, Bryman and Bell (2007) also state that it is common that a deductive 

research approach also includes inductive elements. In this research, the researchers adopted 

a deductive approach. According to Saunders, Lewis & Thornhill (2012), in a deductive 

approach, theory guides the research questions and objectives, creating a theoretical position 

which then helps direct the data analysis. When conducting this research, the authors first 

collected theory on the topic of OOBB and the factors influencing it, which was then used as a 

guide when analyzing the findings. Therefore, the thesis has taken on a deductive approach 

where the literature collected was used as a foundation for the empirical analysis.  
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Further, there are two different approaches one could take when conducting research; 

qualitative and quantitative. Qualitative research primarily relies on exploratory observations 

and is usually conducted in a non-controlled environment which leads to a narrative reporting 

that is not relying on numerical interpretation. Due to non-focus on numerical data, qualitative 

research does not aim for hypothesis testing. Quantitative research on the other hand, involves 

hypothesis testing and relies on systematic observation and collection of numerical data 

related to specific variables (Duigan, 2016). The various research instruments that can be used 

when conducting a qualitative research includes questionnaires, interviews, focus groups, 

semi-structured and structured observations (Duigan, 2016; Collis & Hussey, 2014).  
 
This research is a qualitative study since it takes on an interpretivist philosophy with an aim at 

explaining and understanding the different factors impacting OOBB when purchasing display 

material. Through a qualitative research with a smaller sample, it enabled the researchers to 

get a deeper understanding of the participants’ perception of reality and their behavior. A 

quantitative research would not have generated such results, rather statistical outcomes and 

being able to quantify them based on large samples (Collis & Hussey, 2014). 

 

3.3 Research Strategy  

A case study is a way of gaining in-depth knowledge of a single phenomenon in a natural setting 

and is often used by interpretivists.  For example, the case can be a specific business, a process 

or people. When investigating more than one case, it is called multiple case study or a 

comparative case study (Collis & Hussey, 2014). Since this research investigated UK and 

Sweden as two separate cases, multiple case study was used. This enabled comparisons and 

analysis of the differences and similarities in OOBB when purchasing display materials 

between the two countries.  

 

3.4 Data Collection  

3.4.1 Secondary Data  

In order to find relevant articles and other literature for the literature review, different 

databases such as primarily JIBS online library Primo and Google Scholar were used.  This was 

done in order to deepen the understanding of the topic, get an overview over existing research 

and find a gap in the research. Firstly, a search on different key words such as culture, buying 

behavior, online organizational buying behavior, pricing and competition was done. Further, 
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only peer-reviewed articles published 2000 or later were selected. An exception was made for 

articles written before 2000, categorized as classics due to their large amount of citations. 

During this process, three books which have been widely used and cited in the field were also 

included. Two of the books explains different cultural theories while the third discusses the 

topic of competitive advantage.  
  
The second method of collecting secondary data was looking at several peer-reviewed journals 

with relevance to the topic. In this process ten different academic journals were selected for 

investigation. Within all the journals, there was a search for the most recent yet relevant 

articles within the topic. To be able to find the most suitable articles, all articles published 

during the last three years in the journals were scanned through. The ten selected journals 

were; Journal of International Marketing, Journal of Marketing, Journal of Marketing 

Research, Marketing Science, Journal of the Academy of Marketing Science, Journal of 

Retailing, Industrial Marketing Management, International Journal of Research in Marketing, 

Journal of International Business Studies and International Marketing Review. 

  
After collecting the literature, all the articles and other literature items were structured based 

on their topic. To do this, thematic analysis was used, which sorts the literature into different 

categories (Collis & Hussey, 2014). The categories were developed by looking at different 

themes and key-words in the articles. After this process, the articles were placed into different 

categories.  

 

3.4.1.1 Hofstede Insights  

An additional secondary source which was used in order to evaluate the cultural differences 

between Sweden and UK was the website HofstedeInsights.com. The website was created in 

2017 when Itim International and Hofstede Center merged together (Hofstede Insights, 2017). 

Hofstede Insights is a network that provides research-based consulting and training to 

organizations striving to optimize their international teamwork, improve their global 

competition and balance standardization versus localization (Hofstede Insights, 2017). Based 

on Geert Hofstede’s framework, Hofstede Insights offers solutions to intercultural and 

organizational culture challenges, with services including: organizational cultural analysis, 

management team audits, aligning strategy and culture as well as change management 

(Hofstede Insights). In this study, the Country Comparison function on the website was used, 

where it allows one to compare different countries according to the various cultural dimensions 

in Hofstede’s framework. This was done to receive additional information that could be 

compared with the findings from the conducted interviews. 
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3.4.2 Primary Data 

To collect the primary data, semi-structured interviews with open-ended questions were 

conducted. According to Saunders et al. (2012), in semi-structured interviews the basic outline 

of questions is the same, but it gives the interviewer the opportunity to ask individual and 

specific follow-up questions. Not only might the questions vary in these types of interviews, 

but also the order (Saunders et al., 2012). Open-ended questions involve a need for coding the 

data, making it possible to analyze it. However, even if this might be a timely process it allows 

the participants to talk freely without limitations (Bryman & Bell, 2011). 

  
The interviews were conducted over phone and additional information was collected through 

email. By having the interviews over phone, the conditions were the same for all participants 

regardless of their location. Furthermore, to make the participants feel confident and enable 

them to express themselves freely, the interviews were held in the participants’ mother tongue. 

The advantages of telephone interviews are; decreased costs, being able to take notes without 

distracting the respondents, more privacy and anonymity as well as the opportunity to choose 

where the interview will be held (Novick, 2008). However, there are some disadvantages with 

phone-interviews. For example, the interviewers cannot make observations on body language 

and the two parties might not get the same connection (Bryman & Bell, 2011; Novick, 2008). 

To avoid coding and interpretation errors, the interviews were recorded with the permission 

of the interviewees.  According to Bryman and Bell (2011), this is especially important whit 

open-ended questions, since the risk of interpretation and coding errors are higher in these 

situations.  

 

3.4.3 Sampling Method 

When conducting research, one needs to limit the population of the study, namely choosing a 

sample (Collis & Hussey, 2014). There are two different techniques that can be used for 

choosing samples, probability sampling and non-probability sampling. Probability sampling 

means that all members of the population has an equal chance of being selected while non-

probability sampling refers to a non-random sample. Probability sampling is required if the 

result of the study is going to be generalized (Bryman & Bell, 2007). Therefore, in this study 

non-probability sampling was used since the goal was to get a deeper understanding of a 

phenomena rather than generalizing the results. Collis and Hussey (2014) states that some of 

the methods that can be used for non-probability sampling are snowball-, judgmental- and 
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natural sampling. Natural sampling, also called convenience sampling, is appropriate when the 

participants of the study are selected due to accessibility (Collis & Hussey, 2014). Since the 

participants of the study were included based on their accessibility and therefore, convenience 

sampling was the most appropriate method for this research. 

 

The research was conducted in collaboration with SignMax, and the interviews were held with 

organizations who are customers of them. SignMax offers their customers to purchase display 

material in a modern and easy way. All their operations are online, making them the industry 

leaders since the display material industry has a history of traditional offline sales. Due to the 

digitalization, the display material industry is now facing new challenges when operating 

online internationally (Klingberg, M, 20190215). SignMax is a modern company that keeps all 

their operations online, making them a suitable collaborator in order to deepen the 

understanding of OOBB when purchasing display material. 

 

The eight participating organizations are all customers of SignMax, where three are British and 

the other five are Swedish. This allowed an explanatory study of the two countries and their 

OOBB. The organizations are in various sizes and in different industries. The interviewed 

organizations from Sweden were; Friluftsfrämjandet (1), Ozonetech (2), Eatery (3), Estrella 

(4), and Alléskolan (5). From the UK, the participating organizations were; Concrete 

Preservation Technologies Ltd (6), Ultra Electronics NCS (7) and Shape Machining Ltd (8). A 

short description of all organizations can be found in Appendix 1. The interviewees have 

different roles within their organizations, but all of them are in one way or another, involved 

in the buying process of display materials.  

 

3.4.4 Interview Guide & Composition of the Questions  

As mentioned, the interviews were semi-structured and consisted of open-ended questions. 

According to Bryman and Bell (2011) open-ended questions enables the interviewees to 

elaborate more freely on the topic and develop an in-detail answer. Saunders et al. (2012) states 

that the semi-structure provided the opportunity for the interviewer to ask more individual 

follow-up questions, specific to each situation. By using both open-ended questions and semi-

structure, the aim was to achieve a conversation with the participants, rather than just asking 

questionnaire-like questions. 

 
The interviews began with some background about the participants, such as their position in 

the organization Then the focus moved to the buying process of display material, the 

perception of digitalization and use of internet, more specific questions about their purchases 
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from SignMax, and lastly the buyer-seller relationships. However, since the interviews were 

semi-structured the questions and order differed. An overview of the interview questions can 

be found in Appendix 2.  

 

3.5 Data Quality 

Due to the qualitative nature of this research, it was important to consider the disadvantages 

and criticism of using such a method. According to Cope (2014) and Creswell (2009) there has 

been a historical view on qualitative research as a type of “soft research” and lacking scientific 

rigor in comparison with a quantitative research method. Cope (2014) continues by stating that 

the most widespread criticism of qualitative research is its subjectivisms, researcher bias and 

lacking generalizability since it usually results in large amount of information on a very detailed 

phenomenon. Therefore, the biggest challenge in this qualitative study was to ensure the 

highest possible quality when conducting the research.  

  

In order to strive for the highest possible quality and trustworthiness of the research, it was 

suitable to evaluate the data based on the most common criteria conducted by Lincoln and 

Guba (1985). The criteria presented by Lincoln and Guba (1985) include credibility, 

dependability, confirmability and transferability. Credibility relates to the truth of the data and 

the interpretation as well as presentation of them by us as researchers (Cope, 2014) Bryman 

and Bell (2007) state that one way of ensuring credibility is to submit the research findings to 

the participants in the study, for confirmation of the interpretation of their world. In order to 

enhance the credibility of this study, the findings were shared with SignMax since the research 

has been conducted in collaboration with them and through access to their customers. The 

criterion of transferability refers to the extent to which the findings of a research can be applied 

to other studies and settings (Cope, 2014; Connelly, 2016). This criterion can be connected to 

the criterion of generalizability which is commonly used in quantitative research (Connelly, 

2016). In order to ensure the transferability of this study, a description of all the participating 

organizations was included. By doing so, it provided context in which the interviews have been 

conducted and from what perspective. Additionally, even though the display material industry 

is a rather niched industry, the findings of this research will be applicable to the profile material 

industry since the two industries are relatively similar.  

  
The third criterion, dependability of research is similar to reliability in quantitative research 

but has a focus on recreating a similar study with similar participants in similar conditions 

(Cope, 2014; Connelly, 2016). In order to do so, we have kept a detailed log on all meetings and 
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time plan as well as email conversations back and forth with SignMax and their customers. All 

this was done to ensure that the work process can be followed throughout the research project. 

The fourth criterion of Guba and Lincoln is confirmability, which is the ability to demonstrate 

that the data presented is the participant’s responses and not biases and interpretations of the 

researcher (Cope, 2014; Bryman & Bell, 2007; Connelly, 2016). In this research, rich quotes 

have been provided when appropriate, clearly describing the process of drawing conclusions 

based on the data collected and providing examples when necessary.  

 

3.5.1 Bias 

According to Collis and Hussey (2014) measuring and predicting bias can sometimes be 

difficult. However, it is important to acknowledge that bias can have large impact on the data 

collected. Further, the interviewees can feel pressured to answer what they believe the 

interviewer wants to hear, or tempted to improve the reality and create a better image of 

themselves (Collis & Hussey, 2014). Making the interviewees feel safe and comfortable was one 

way of reducing the bias of this study. One way of ensuring this, was through conducting 

telephone interviews. According to Novick (2008), conducting telephone interviews for 

qualitative studies allows participants to feel more comfortable sharing sensitive information, 

since it is done in an environment of their choosing, providing them with enhanced anonymity 

and privacy.  Such an advantage would not be as easily given in an in-person interview (Novick, 

2008). Another advantage of telephone interviews, mentioned by Novick (2008), is the 

decreased costs and increased access of geographically distant participants as well as the 

researchers’ ability to take notes without distracting the interviewee. Additionally, throughout 

the conducted interviews in this study, the respondents were provided with information on the 

context to be discussed beforehand, which also enhanced their sense of security.  

 

3.5.2 Ethical Considerations   

In order to act ethically throughout the whole research process, it is important to acknowledge 

and consider ethical issues that might arise (Bryman & Bell, 2015). One way of acting ethically 

is to ask for permission to record the interviews (Collis & Hussey, 2014). In this study, the 

interviewers asked for permission to record the interviews. Further, to honor the integrity of 

the participant, they are anonymous in the paper. In order to prevent incorrect assumptions, 

it was also important for the interviewers to not interrupt the participants. Instead, the aim 

was to let the interviewees talk freely and make their point.  
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3.6 Data Analysis  

In order to analyze the collected data, thematic analysis was used. According to Braun and 

Clarke (2006) thematic analysis can be considered a foundational method for qualitative 

analysis. They define it as a method for identifying, analyzing and describing patterns or so-

called themes, within data. A theme represents important aspects of the data connected to the 

research question that has been depicted as reoccurring throughout the data (Braun & Clarke, 

2006).  In this research, the data was categorized into themes of culture, buyer-seller 

relationships, buying process and digitalization. The themes were identified for each country 

and then presented in the findings accordingly. By applying the themes to each case, a cross-

case analysis could be conducted. According to Collis and Hussey (2014), a cross-case analysis 

allows for behavioral patterns, similarities and dissimilarities between cases to be identified. 

Thereby, it was possible to find instances where the cases of Sweden and UK did not verify the 

literature as well as a variance in OOBB between the cases. Based on this, the empirical analysis 

was done in a combination of cross-case analysis and thematic analysis. 

 

Further, Saunders et.al (2016) states that thematic analysis offers a flexible and systematic 

approach to analyze large amounts of qualitative data. Braun and Clarke (2006) adds to this 

aspect of flexibility by stating that thematic analysis is not bound to any pre-existing theoretical 

framework and can therefore be used within different theories. Additionally, it provides a 

theoretical freedom where researchers using thematic analysis are allowed to make active 

choices on the analysis conducted (Braun & Clarke, 2006). Such an approach, allowed the 

empirical analysis of this research to be created and changed as new perspectives of the 

findings were identified throughout the process.  
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4. Findings  
______________________________________________________________ 
In this section, the empirical findings collected from the interviews are presented. First, the 

organizations’ purchasing process of display material is explained. Followed by a 

discussion on the data collected about the factors influencing the buying process.  In each 

subsection, the data from Sweden are presented first, followed by the data collected from 

the UK.  

__________________________________________________________ 

4.1 Overview of the Purchasing Process  

4.1.1 Sweden  

All participating Swedish organizations have been a customer to SignMax for two to five 

years. The majority of organizations stated that they found SignMax through Internet/Google 

(1, 3, 4 & 5). The only exception was organization 2, where the participant was not employed 

at the time of the initial contact. The type of display material purchased varied between the 

organizations and included; different types of name tags (1 & 5), signs for marketing purposes 

(2 & 3) and engraved plastic signs (4). There was also a variance in the frequency of the 

purchase of display material between the organizations. Three participants stated that they 

only purchased display material on-demand (1, 2 & 3), and the remaining participants stated 

that they purchased at least once a month (4) or several times a month (5). 

 

Variance was also found in the purchasing process of display material. Participant 1 stated 

that the different local departments download an excel template, complete the template and 

then email it to SignMax. Participant 2, who was the main responsible for the purchasing 

display material in his organization, first called the supplier and then placed an order via the 

website or email. However, sometimes the need of display material was recognized by 

someone else. In contrast, the buying process in organization 3 was more extensive where the 

market and event department developed a proposal. The final decision is then made by the 

CEO and management team according to the budget. In organization 4 the need was 

recognized and specified by employees in the warehouse, and the purchase manager then 

placed the order. Lastly, participant 5 was responsible for placing orders of display material, 

excluding signs for real estate. However, it was the finance manager who made the final 

decisions about the purchases.   
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4.1.2 UK  

The buying process within the British 0rganizations was rather short with few participants 

taking part in the final decision. All three participants were the ones placing the orders while 

in organization 6 and 8, the participants double checked with his or her office manager 

before completing the order. Participant 8 argued that because of the low value of the 

products they order, there is no need for anybody else to be involved in the buying process 

other than himself and the office manager. Additionally, in two of the organizations (6 & 7), 

the participants received a request from either customers or colleagues and then placed an 

order. While participant 8 said that even though he was the one placing an order and decided 

what information needs to be displayed, this could also sometimes be done in collaboration 

with his engineers. However, before participant 8 placed an order, he tried to decide the 

longevity of the product and then picked the best solution based on that it has to be long 

lasting and affordable.  

 

All three participants stated that they found SignMax based on a Google search and how well 

they fitted their needs. Ever since first getting in touch with SignMax, all three organizations 

have been customers for about two to three years. Additionally, the type of display material 

that was purchased varied between the three cases. Participant 6 and 7 stated that the type of 

display material they ordered was based on demand and what was needed at that time. While 

participant 8 on the other hand had two specific types of products they purchased from 

SignMax; adhesive vinyl printed plates and aluminum printed plates. When asked about the 

frequency of purchasing display material, the responses varied. Participant 6 stated that they 

purchased display material about four to five times a year, while participant 7 said that 

display material is an on-demand product and therefore only purchased when there was a 

demand for it. Finally, participant 8 answered that they on average purchased display 

material about every three months.  
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4.2 Culture  

 
Source: HofstedeInsights.com  

 

4.2.1 Sweden  

4.2.1.1 Power Distance 

In terms of power distance, Sweden scored 31 which is rather low. Such a low score describes 

the characteristics of the Swedish mentality of being independent, hierarchy is accepted when 

convenient, valuing equal rights and superiors are seen as accessible with a coaching leader 

style. In terms of organizational structure, a low power distance implied that Swedish 

organizations are rather decentralized and control is disliked while communication is direct 

and participative. Additionally, managers are referred to on a first name basis and they rely 

on the experiences of team members (Hofstede Insights).   

 

4.2.1.2 Individualism 

With a score of 71, Sweden is considered an individualist society where people are assumed to 

only care for themselves and their closest family. In an organizational setting, the employee-

employer relationship is merely a contract built on mutual gain. Furthermore, promotion and 

recruiting decisions are grounded on merit where management is seen as the managing of 

people (Hofstede Insights).  
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4.2.1.3 Masculinity 

In terms of masculinity, Sweden scored a 5 which indicates a strong feminine society. In such 

societies, it is important to have a good work/life balance, equality, solidarity and quality in 

the work life. Moreover, Swedish managers are supportive towards employees and involves 

them in the decision-making process. Arising conflicts are usually resolved through 

compromise and negotiating, where Swedes tend to keep long discussions to reach a 

consensus. The entire Swedish culture is based on “lagom”, meaning in short; everything in 

moderation. This value enforces a fictional law called “jante law”, a Scandinavian concept 

which advises people to not lift themselves above others (Hofstede Insights).  

 

4.2.1.4 Uncertainty Avoidance 

A score of 29 indicates that Swedes have a relaxed attitude towards deviation from the usual 

norms, meaning a low preference for avoiding uncertainty. This attitude also results in a 

more flexible schedule where precision and punctuality are not natural and innovation is 

welcomed (Hofstede Insights).  

 

4.2.1.5 Long-term Orientation  

In terms of time orientation, Sweden scored 53 which is an intermediate score. It implied 

that there is no clear preference regarding the dealing with past, present and future (Hofstede 

Insights).  
 

4.2.2 UK  

4.2.2.1 Power Distance  

The UK scored 35 in terms of power distance which is in the lower spectrum. This indicated 

that the British wants to keep inequalities among people as minimized as possible. The low 

power distance also sheds light on the tension in the British culture; the importance of birth 

rank and a belief that where you are born should not limit one's progression in life. 

Therefore, there is a sense of equality and fairness throughout the British culture (Hofstede 

Insights).  
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4.2.2.2 Individualism 

 A score of 89 in the individualism dimension is one of the highest scores, which showed that 

the British are very private people. British children are taught individual thinking and to 

search for their own unique purpose in life and their contribution to society (Hofstede 

Insights).  

 

4.2.2.3 Masculinity 

In terms of masculinity, UK had a score of 66 which indicated that they are a masculine 

society. This means that the British are highly success-oriented and driven while still being 

modest. Additionally, being able to read between the lines is necessary to understand the 

British culture since the message might not be as straightforward as with a feminine culture. 

Finally, a high masculine score also showed that the British live in order to work with a clear 

ambition on performance (Hofstede Insights).  

 

4.2.2.4 Uncertainty Avoidance  

UK scored 35 on the uncertainty avoidance dimension, which is rather low. This means that 

the British are comfortable not knowing what the day brings and change of plans is easily 

done as new information is presented. Generally, there are not too many rules in the society 

and the ones that are present are grounded in the British values of fair play. In a work setting, 

a low uncertainty avoidance results in planning with a clear end goal with not much attention 

to detail. This results in shorter planning horizons. Additionally, the low uncertainty 

avoidance score in combination with a high individualist score results in creativity and a 

strong urge for innovation within the British society (Hofstede Insights).    

 

4.2.2.5 Long-term Orientation  

UK scored 51 in the long-term orientation dimension, which indicated that there is no 

dominant preference in the British culture towards a normative nor a pragmatic approach on 

time orientation (Hofstede Insights).  
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4.3 Digitalization  

4.3.1 Sweden  

4.3.1.1 Advantages of Purchasing Display Materials Online 

A common pattern from the interviews was the preferences for purchasing display material 

online. Only one participant (2) was indifferent to the choice of online or offline.  Another 

realized pattern was the importance of personal contact, which all the participants highlighted. 

Participant 3 stated that this personal contact could be very short, given that it was personal 

and felt genuine. Further, participant 1 and 2 highlighted the importance of having a dialog 

with the supplier to ensure the quality of the product and avoid misunderstandings. Even 

though all participants were unanimous in their answers regarding the need of personal 

contact, they also highlighted the ease of re-ordering and having a template as a great 

advantage of purchasing display material online. Participant 1 expressed it as:  

 

“It is very smooth and easy to be able to talk to someone the first time you order. 

However, when you purchase the 973th sign, you already know what you want. 

Then, it is very convenient with everything that is digital.” (1)  

 

Apart from the easiness and readiness, the advantages of purchasing display material online 

were; to be able to oversee the whole process and eliminate intermediaries (3), the opportunity 

to preview the final-result (2, 3 & 4), being their own designer (3 & 4) and the flexibility (1, 2 & 

3). Participant 4 elaborated on this topic by stating:  

 

 “I think that you save time. And it is also quite fun to design the sign yourself. 

Instead of communicating how it should look, and then receive a suggestion, 

which you see oh no this was not really good, and then having to re-do it, you 

always see the outcome, which is very good.” (4) 

 

However, participant 2 expressed that he only purchased standardized products online, since 

he otherwise enjoyed the personal integration when purchasing more complex products 

offline. 

  

4.3.1.2 Risks, Challenges and Evaluation of Websites 

Regarding the perceived risks and challenges associated with purchasing display material 

online, only one participant (5) acknowledged a risk, which was the risk of disclosing personal 
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data and information. However, the remaining four participants (1, 2, 3 & 4) did not express 

any risks or challenges with purchasing online. Instead interviewee 3 and 4 stated that we 

nowadays are familiar with purchasing online, both in a private and business context, and 

therefore are used to making these kinds of purchases. Participant 3 also mentioned the risk 

of receiving a product which does not perform according to expectations. However, since these 

kinds of purchases did not involve large amounts of money, he referred to this risk as a part of 

the learning process.  

  
When it comes to the trustworthiness of a website, the participants mainly pointed out the 

same factors. The highlighted factors were the design (1, 2, 3 & 4), payment options (2, 3 & 4), 

reviews (3 & 4), content (4), availability of contact information (1) and speed (2). Regarding 

the payment options, participant 3 mentioned that he valued European, or even more 

preferably a Scandinavian payment option. He also brought up the discussion about online 

reviews. Even though this could be a great guide when purchasing new products online, he also 

mentioned that there are a lot of trolls and competitors who write negative reviews, making 

the validity of the reviews less trustworthy. Participant 3 continued by highlighting the content 

on the website as the most important factor. He expressed this as:  

 

“The content is very important! […] I partly look at the appearance, the shaping 

and layout of the website, but I also look at smart functions. Where you can test 

and print your sign, this kind of stuff is fun.” (3) 

 

Participant 1 also brought up the available contact information as an important factor for 

trustworthiness. He stated that he often did a Google search to find relevant options, and then 

called the suppliers to learn more about their company and offerings. He continued by saying, 

that even if the design of the website is important, he was aware of the organization’s own 

website not being of the highest quality. Therefore, he could not be too hard on others. 

Participant 5 on the other hand, could not specify which factors influenced her perceived 

trustworthiness of a website. 

 

4.3.1.3 Additional Communication 

All participants agreed that there was no time or need to engage in additional communication 

and interaction with display material suppliers, not connected to a specific purchase.  Instead 

they wanted to limit these kinds of interactions.  The only interaction and communication 

participants 3 and 4 mentioned as valuable was newsletters. Further, interviewee 2 elaborated 

on this topic by stating: 



 
 

 
 

31 

  
“There is a lot of things we would like to do, but we only do the things we 

absolutely must do, and what is the most important. So, I mean, yesterday I 

threw away 3000 e-mails for example.” (2) 
  

4.3.2 UK  

4.3.2.1 Advantages of Purchasing Display Materials Online 

All the participants from UK preferred to make purchases of display material online. 

Participant 6 expressed the advantages of purchasing online as:  

 

“Easy to design, and easy to amend when you want to reorder as it saves 

previous items purchase so you can just alter the text and re-order.” (6) 

 Further, participant 7 saw the advantages of purchasing online as the ease of use, the 

opportunity to search for different suppliers simultaneously and that it was easy to see what 

was bought. Participant 8 argued that:  

 

“It cuts down the number of interactions and it just speeds up the whole process. 

Cause we’ve already decided what we need to display, and we are really looking 

for a method of customizing that sign. I don’t want to have to go through a 

third-party process or method to say, you know, we want to move this text up a 

bit, or to the side or make it a bit bigger. I can do that myself so it cuts out the 

kind of… let’s say the middle man process which I often find when I’m buying 

printed materials like leaflets and things.” (8) 
 

 4.3.2.2 Risks, Challenges and Evaluation of Websites 

There were no risks or challenges associated with purchasing display material online according 

to the British participants (6, 7 & 8). Participant 6 stated that they made most of their orders 

online, and did not see any risks with it. Interviewee 7 also stated that there were no challenges 

as long as the information from the supplier was up-to-date.  

 

When evaluating the trustworthiness of the website the factors most mentioned were reviews 

(6 & 8), payment options and the design, ease of use and layout of the website (6, 7 & 8). 

Participant 7 also stated:  
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“Ease of use is key, If I get problems with the website either navigating or at 

check-out, I will close the window down and go elsewhere.” (7) 

 

 

Further, participant 6 stated that he was more likely to use a website with a professional design. 

Participant 8 also emphasized the importance of reviews, but more in the sense of word-of-

mouth (WoM), rather than reading reviews online.  
 

4.3.2.3 Additional Communication 

Regarding interaction and communication not connected to a specific purchase, the 

participants did not see a need for this. Participant 8 stated that: 

 

“I think too many businesses do too much actually. [...] people just have to deal 

with so much email spam amongst all kind of work they do.” (8) 

 

Instead he thought it was more important to have a good product/service and that settled it. 

However, he also mentioned that interaction and communication not connected to a purchase 

could be a good initial contact, such as video content and live chat. Interviewee 6, did not 

elaborate much on this subject, rather than stating that she preferred email as means of 

communication when possible. Further, participant 7 brought up email as the most valuable 

digital communication, as it gave the opportunity to go back to previous conversations. 

However, he also stated that he did not have time for any additional communication.  

 

4.4 Buyer-seller Relationship 

4.4.1 Sweden 

A common pattern that was found during the interviews was that all organizations had a good 

relationship with their supplier of display material. The majority of the participants (2, 3 & 5) 

mentioned that they had a close relationship with their suppliers of display material. 

Participant 1, on the other hand, said that they had a transactional relationship with their 

suppliers of display material due to the smooth process and little need for communication. 

Participant 4 commented that:  
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“I have never met any representative of SignMax, instead we have a written 

online relationship, you can say. […] there is no disadvantage to have that type 

of relationship because it works very well.” (4) 

 

4.4.1.1 Competitive Advantage  

The most important factors for choosing display material suppliers were support and quick 

response. Participant 3 said “the ones who listens and are the quickest, they win”. Several of 

the participants (1, 2, 3 & 5) also mentioned good communication as a success factor for buyer-

seller relationships, and participants 1 and 2 even remembered the name of the person they 

had the initial contact with at SignMax. Interviewee 2 further expressed this as:  
 

“When you are going to place an order, it’s fun to just say hi and so on. I am 

almost 100 years old so I think it’s fun to talk with people, haha [...] I think it’s 

nice with personal communication so I actually call on a regular basis.” (2) 
 

This research also showed that price was not a primary factor when choosing suppliers of 

display material. Participant 1 expressed it as:  

 

“With these name signs, we could eventually save a couple of SEK if we bought 

from somebody else… No but we are right now looking at different IT solutions 

and there it can differ several million SEK from different companies. Then of 

course it’s a completely different process.” (1) 
 

However, participant 3 said that price was somewhat important when purchasing display 

material even if it did not involve large amounts. He mentioned that they sometimes took 

random samples on suppliers to see whether their price level was accurate. If the price was 

shown to be inaccurate, then they might have to switch suppliers.  

 

Most organizations (1, 2 & 3) mentioned that they had replaced suppliers once or more. 

However, it was only in rare occasions, since they preferred keeping the suppliers who offered 

good service, quality and communication. The reasons for changing from one supplier to 

another differed and were; due to trends (1), expansions (2) and price (3). Furthermore, 

participant 4 said that the price was secondary and that lack of support and simplicity were 

factors that could make him replace suppliers. Participant 2 also mentioned that the large 

number of available suppliers made it easy to find new ones. However, he continued by 

stating:   
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“But what’s always uncertain is that all suppliers promise that they are great, 

quick, cheap and reliable. But it will not show whether it is true or not until you 

start working with them. So, that means it’s rather easy to find a new one, but 

when you start working with them you will notice whether it was actually true or 

if they have been sloppy”. (2) 
 

4.4.1.2 Competition 

Further, all Swedish participants stated that they had more than one supplier of display 

material. Usually the organizations used a mix of different types of display material and 

therefore also purchased from several suppliers since they specialized in certain areas and 

provided different products. Some of the competing suppliers within the display material 

industry are SignMax, Skyltdirekt, Screenbolaget and Easy Tryck. Two participants (1 & 2) also 

mentioned that they had at least one local supplier that could produce and deliver display 

material in a couple of days. Participant 2 stated that:  

 

“We have one supplier here in Stockholm as well, and then it is just to go there 

and collect it. They are producing roll-ups and these kinds of stuff, and it is 

walking distance so it can sometimes be an advantage when there is a crisis.” 

(2) 

4.4.2 UK  

The common theme of the British organizations’ relationship with display material suppliers 

was that they were either distant or moderate. Participant 8 stated that they generally wanted 

really close relationships with their suppliers. However, depending on the nature of the 

product and geographic location, they sometimes had moderate relationships with suppliers. 

As an example, he mentioned the relationship with SignMax. Participant 6 and 7 on the other 

hand stated that they had distant relationships with their suppliers of display material. 

Interviewee 7 said that:  
 

“I don’t really have a relationship with suppliers, as long as they do a good job, I 

will keep using them. Fail and I move on [...] It is just business.” 
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4.4.2.1 Competitive Advantage 

According to participant 6, some of the most important factors when choosing display material 

suppliers were quality and easiness of ordering. Participant 7 emphasized that he preferred to 

purchase online, and that the support, ease of use and great products were the most important 

factors. Further, he highlighted the importance of having a smooth process without any issues, 

since this was not the best use of his time. Participant 8 also highlighted the importance of 

first-class service, reliability, price, quality, customization and that no mistakes are made.  

 

When asked about replacing a display material supplier, two out of three organizations (6 & 7) 

stated that they have kept the same suppliers throughout the years. This, because they have 

been pleased with the service provided. However, participant 7 reported failing to deliver and 

poor quality as two factors that would make him replace a supplier of display material. Only 

participant 8 said that they had replaced a supplier because of:  

 

“Usually it was connected to the type of relationship that had evolved or that they 

didn't hold up to the expectations anymore… I found someone that works really 

well, and I have no reason to change and I am just going to keep using it”. (8) 
 

When evaluating suppliers of display material, none of the participants considered price as an 

important factor. Participant 8 stated that if a new supplier could offer a better service and 

added value to the business, it might be worth paying extra. However, he continued by arguing 

that price, in combination with relationship and quality, could influence the decision.  

 

4.4.2.2 Competition  

Most British organizations (2 & 3) used more than one supplier for purchasing display 

material. However, they did not share the names of any other supplier than SignMax. 

Organization 6 was the only organization that used the same supplier for all types of display 

material, while organization 7 and 8 used different suppliers depending on the product and 

their need.  Participant 8 explained this by:  

 

“We purchase several different types of signs and displays. [..] We have local 

suppliers which would have graphic design knowledge and printing 

capabilities. And turn around these kinds of boards within 7-10 days.” (8)  
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5. Analysis  
______________________________________________________________ 
This section analyzes OOBB and the factors influencing it. This is done by connecting the 

literature to the gathered empirical findings. It follows the structure of empirical findings 

and starts with organizational buying behavior and continues with culture, digitalization 

and buyer-seller relationships.  
__________________________________________________________ 

5.1 Organizational Buying Behavior 

Literature on the topic of organizational buying behavior stated that more people are generally 

involved in B2B than in B2C due to the complexity of the buying process. However, within the 

organizations in this research, within both cases, only one or two people were usually involved 

in the online buying process. This could be due to the simplicity of the process of buying display 

material and that it did not involve as large amount of money as many other types of 

organizational purchases. Despite this simplicity, the importance and the use of display 

material seemed to have an impact on the number of people involved in the purchasing 

process. In one of the Swedish organizations, the display material had a higher importance of 

the business operations and therefore the buying process was more extensive involving 

different departments. 
 

Due to the simplicity and number of people involved in the buying process, display material, 

when used in production and name tags, seemed to be low involvement products. However, 

when it came to using display material as a part of marketing and communication outside the 

organization, the involvement seemed to be higher. Further, Monroe et al. (2015) stated that 

the B2B context usually involves larger quantities than B2C. However, in this research the 

quantities of display material did not seem to be very large. Instead, both cases placed smaller 

orders when a need was discovered. As a result, the process of purchasing display material 

could be somewhat more similar to B2C purchases.  
 

With the recent developments in technology, and the introduction of Internet, there are more 

information available that needs to be processed before making purchase decisions. Hsu and 

Liao (2014) stated that if individuals are exposed to too much information, they cannot process 

the message due to time and mental constraints. The reason why none of the cases appreciated 

additional communication, not connected to a specific purchase, could be due to this overload 

of available information. For example, one of the British participants stated that he thinks 
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many businesses do too much, and one Swedish participant stated that we are constantly 

connected and overwhelmed with information all hours of the day.  
 

Further, Mudambi (2002) argued that when choosing suppliers not only tangible attributes of 

the product are valued rather also intangible attributes such as services offered and reputation. 

Additionally, he stated that all attributes are not considered as equally important. This research 

showed that UK focused more on tangible assets while in Sweden good support and first-class 

services were especially important. Having good support could lead to longer-lasting buyer-

seller relationships, improved overall reputation of the supplier and in the long run generate 

more customers. With that said, a supplier focusing on the intangible assets valued by their 

customers could create competitive advantage towards other suppliers which is hard to 

replicate. 
 

5.2 Culture 

Despite not directly asking questions regarding culture, the research could be analyzed based 

on the cultural dimensions of Hofstede (2001) and Trompenaars and Hampden-Turner 

(2012). Based on the findings from Hofstede Insights, it could be argued that there was a 

similar power distance between the two cases. However, based on the interviews there was a 

slight variance within the two cases which does not have to be connected to the origin of the 

organization. This difference was shown in the purchasing process and who was involved in 

the decisions. In two of the Swedish organizations (3 & 5) and two UK organizations (6 & 8), 

there was a need for a manager to approve the purchase before an order could be placed. 

Showing that there was an acceptance of hierarchical structure within the organizations, with 

managers and CEOs taking the final decision. Additionally, this manager-employee specific 

relationship could be connected to the specific orientation of Trompenaars and Hampden-

Turner's (2012) cultural orientations, where there is a specific task related relationship in 

place. In the majority of Swedish organizations (1,2 & 4) and one British organization (7), there 

was this task-specific relationship, were the participant received requests from colleagues to 

place orders of display material, without managerial approval.   
 

The risks involved with buying online mentioned by Lancastre and Lages (2006) include 

greater distances, higher risks and greater uncertainty. This could be connected to Usunier’s 

(2009) argument that cultural adaptation of websites is one way of reducing perceived risks of 

buying online. Combining the two into the perspective of Hofstede’s uncertainty avoidance, it 

was shown that UK and Sweden have low uncertainty avoidance. Because of this, they did not 
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acknowledge any risks involved with purchasing online. Moreover, the low uncertainty of UK 

and Sweden also indicated that they have a strong urge for innovation, where new technologies 

such as digitalization and purchasing online is faster adopted. In this study, this showed to be 

true since all participants in both cases were comfortable with shopping online.  

 

Despite the low uncertainty avoidance, both cases highlighted the importance of websites 

having known and/or local payment options. Such a preference could somewhat contradict the 

low uncertainty avoidance since it minimizes risk of faulty transactions.  Also, the fact that 

almost all participants in both cases had a local supplier that could deliver display material 

within a couple of days, indicated that there was a slight incline to avoid uncertainty. 

Nevertheless, this incline was expressed when a need was discovered on short notice.  

 

Additionally, this low uncertainty avoidance shown by both cases could be linked to 

Trompenaar’s and Hampden-Turner’s (2012) orientation related to the environment. In this 

perspective, Sweden and UK were placed in each side of the spectrum. Sweden could be 

claimed to see the environment as more powerful than themselves, since most of the 

participants mentioned a more forgiving attitude towards flexible schedules, mistakes made 

by suppliers and prolonged deliveries. UK, on the other hand was placed on the opposite side, 

viewing the environment and its factors as something that can be controlled. This was shown 

through the British participants’ harsher attitude towards suppliers’ mistakes and failure to 

meet their expectations, where they expressed no hesitation to switching unsatisfying 

suppliers.    
 

Such an achievement-focused attitude is strongly associated with the masculinity dimension 

of Hofstede (2001), where UK scored high and therefore could be categorized as a masculine 

society. In this study, UK showed a clear focus on ambition and performance in regard to 

suppliers, which is in line with a strong masculine culture. If a supplier failed to perform in a 

satisfactory manner, the British found it easy to end the collaboration and initiate a new 

relationship with another supplier. Sweden however, was categorized as a feminine culture 

which was clearly depicted in the study through the Swedes’ more forgiving nature towards 

suppliers and appreciation for personal communication.   
 

The Swedish desire for personal communication could also be connected to Hofstede’s (2001) 

individualism dimension, where Sweden’s score of 71 showed a highly individualistic people. 

However, the preference for personal communication and phone calls could contradict this 

result. Such a high score should indicate that Swedes are a very private people not as open for 

personal contact. Based on the findings of this research it could be argued that Sweden might 
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not be as individualistic as Hofstede Insight suggested. However, the age of the participants 

taking part in the study might had an influence on the preference of personal communication. 

Despite this preference, Sweden still showed a positive attitude towards purchasing display 

material online which was in line with an individualistic society since it is impersonal and 

direct. UK’s strong preference for online purchasing of display material with little to no 

appreciation for personal communication, was also in agreement with a highly individualist 

society. As one of the highest individualist societies, it would explain the British desire for more 

on the point communication where additional communication was viewed as useless.  

 

In connection to preference of personal contact is Trompenaar’s and Hampden-Turner’s 

(2012) universalistic versus particularistic orientation. The result of this study showed a 

difference between Sweden and UK in how they view the relationships with their suppliers. 

Sweden’s focus on establishing relationships with their suppliers and the personal 

communication showed a particularistic approach, where the circumstances of each 

relationship was carefully considered, and trust was important. Several Swedish participants 

(1,2 & 3) stated that trust in a supplier relationship was important and how they act when 

things go wrong influenced this trust. A perspective as such showed a rather particularistic 

orientation since they take into consideration the circumstances of the relationship with their 

display material suppliers. UK however, showed a universalistic approach where there was 

little room for errors and the supplier relationship was viewed as strictly business. If the 

supplier did not uphold their end of the contract and fulfill expectations, the relationship was 

ended. Therefore, UK could be seen as universalistic where the rules of the relationship have 

to be held.  

 

To summarize, based on the analysis, the cultural factor of OOBB cn be explained through 

figure 1. In the model the mix of both Hofstede’s (2001) and Trompenaars and Hampden-

Turner’s (2012) cultural theories is presented and represents the depicted elements of culture 

in the research conducted. However, all dimensions and orientations brought up in Hofstede’s 

(2001) and Trompenaars and Hampden-Turner's (2012) theories, were not considered to be 

relevant in the findings of this research. Therefore, the model represents a combination of 

depicted relevant cultural orientations and dimensions of Hofstede and Trompenaars and 

Hampden-Turner, based on the findings of the study.   
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Figure 1, Cultural dimensions connected to OOBB 

 

5.3 Digitalization 

According to Lancastre and Lages (2006) there is a difference between the online and offline 

market, and because of the present online shift, the perception of business relationships has 

changed. In the case of UK, this reasoning was confirmed. When purchasing display material 

online, they did not want an extended or close relationship, instead they preferred 

transactional relationships. However, the Swedish organizations still valued some 

characteristics of the offline market. Since all the Swedish participants highlighted the 

importance of personal contact in combination with the online operations, it could be argued 

that they are not as well-adapted to the online market as the British organizations. One reason 

for this could be that Sweden placed a larger emphasis on the higher risk, higher level of 

uncertainty and greater distance involved in the online purchases and relationships, which 

Lancastre and Lages (2006) highlighted. By personal contact, the Swedish organizations might 

have felt that they had greater trust and commitment towards the supplier, and thereby felt 

safer with the online purchase. Further, some Swedish participants expressed the collaboration 

and dialog with the supplier as an advantage of personal contact. For example, this could be of 

help when developing the design of a product or avoiding misunderstandings. UK, on the other 

hand, mainly focused on the speed and avoiding intermediaries. 

 

Regarding the perceived risks of purchasing display material online, none of the cases 

acknowledged any risks. Instead, most of the participants stated that they were familiar with 

these kinds of purchases, both in a private and business context. With that said, the reason for 
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why the Swedish participants put such a great emphasis on the need of personal contact was 

rather unclear. A reason for this desire for personal contact might have result from cultural 

behavior, rather than wanting to avoid risks, uncertainty and distance. Also, feeling the need 

of a dialog to find better solutions and avoid misunderstandings, could have some impact on 

the differences in preference for personal contact.  

 

One function that enhances finding better solutions and avoiding misunderstandings was 

logins. In the literature Bourlakis et al. (2008) brought up this concept and highlighted that 

this makes the process of purchasing faster and easier, which was confirmed in both cases. 

They highly valued being able to login and save templates and thereby speeding up the 

purchasing process. However, one difference between the two cases was the use of these 

templates. Two of the Swedish organizations did not always use the website and login to make 

the purchase. Instead they sometimes called or emailed the order. In this case, at least one of 

the participants stated that they use a template when emailing the order. Even if this was the 

case, the important aspect is still the convenience and ease of re-ordering. However, the 

method of ordering does not matter as much in Sweden, as in UK.  

 

Similar to the preference of purchasing online and logins, the two cases agreed that the 

trustworthiness of a website was evaluated by the design, payment options, content and 

reviews, which is in line with the literature. However, the literature also highlighted the 

importance of SEO as a part of the trustworthiness, which none of the participants identified 

as increasing the trustworthiness. At the same time, more or less all participant found SignMax 

through a Google search. Therefore, it could be argued that even though SEO might not have 

had a direct impact on trustworthiness, it could be a useful tool to find the right supplier.  

 

Moreover, neither of the cases brought up the available languages of a website as an important 

factor, which again, the literature did. However, this could be argued to be a website’s 

fundamental function that needs to be available in order for the website to be used. This could 

explain why none of the participants mentioned it when asked about the trustworthiness of a 

website. When it came the trustworthiness of a website, Sweden generally seemed to have a 

more forgiving attitude towards the design of a website, and did not quite emphasize the 

importance of it as much as the UK. UK on the other hand, emphasized the importance of ease 

of use.  Also, they were more critical when evaluating the website, and did not hesitate to leave 

a website if it did not perform according to expectations.  
 

Even though both Sweden and UK preferred to purchase online, none of them valued social 

media as means of communication. The common statements regarding social media and 
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communication not connected to a specific purchase were that it is too time consuming. 

Therefore, it could be argued that Lacka and Ching’s (2016) argumentation regarding 

identifying and attracting new customers and opportunities through social media does not 

apply to the display material industry. As a result, it is might not be worth implementing such 

marketing strategies for companies in the B2B context of display material. Instead it might 

would be more suitable for the B2C context. However, when it came to newsletters, Sweden 

seemed somewhat more open for these kinds of interactions. Even though most the 

participants had a negative attitude towards newsletter, two of the participants said that this 

was something they valued. Further, many of the participants, from both UK and Sweden, 

commented that many businesses do too much, and that they wanted to limit these kinds of 

interactions. In figure 2, the different factors connected to digitalization, which have been 

brought up in this analysis, are shown.   

 

 
Figure 2, Factors impacting digitalization connected to OOBB 

 

5.4 Buyer-seller Relationship 

Hewett and Krasnikov (2016) stated that close buyer-seller relationships are often formed 

through frequent interactions. Further, they argued that the more frequent purchases an 

organization makes, the greater the need and want for a closer relationship with the supplier. 

This study showed that the different organizations had different types of relationships with 

their suppliers of display material. Most organizations, both from Sweden and UK, mentioned 

that they had a good relationship with their suppliers. However, it differed whether the 

relationship was considered to be transactional, moderate or close.  One explanation for this 



 
 

 
 

43 

might be the frequency of purchase. Although, in this research, no connection was found 

between the frequency of purchase and the type of relationship with suppliers. Instead, other 

factors such as the importance of the purchase and personal preferences regarding 

communication seemed to have more influence on the type of relationship with suppliers of 

display material.  
 

As mentioned, the importance of the purchase is a vital element in forming the buyer-seller 

relationship. This research showed that when the purchased display material was used for a 

central function, such as marketing, the relationship with the supplier was closer than when 

used for other less important purposes.  Another factor that had great influence on the buyer-

seller relationship was the complexity of the purchase. However, since display material are 

usually quite standardized products, the complexity of the purchases was generally low which 

can result in no, or little, need for a close buyer-seller relationship. In regards to these factors, 

nationality did not seem to be of importance.  
  
Two Swedish and two British organizations considered their relationships with suppliers of 

display material to be transactional, while one British organization considered it to be 

moderate. The last three organizations, all Swedish, stated that they had somewhat close 

relationships with their suppliers. According to Gil-Saura (2009), a trend in the B2B market 

place during the latest years have been to move from having many transactional relationships 

towards fewer and closer relationships with suppliers. When it comes to display material, 

neither of the cases have fully followed this trend. This might be due to low involvement, such 

as the complexity and importance of the purchase for the buyers, the low variance of price 

between different suppliers and high number of available substitutes. However, it was standard 

for the buying organizations in this study to have more than one supplier of display material. 

The reason for this seemed to be the limited assortment of most display material suppliers, 

which did not satisfy all needs of the organizations. Therefore, it could be argued that there 

might not be a large variety of substitutes on the market for each different product of display 

material.  
 

Kim and Kumar (2018) argued that one method of creating strong and profitable buyer-seller 

relationships is through direct marketing communication. However, in this study, this was not 

the case.  As previously mentioned, the two cases did not value communication from suppliers 

that was not connected to a specific purchase. An interpretation that could be made was that 

all organizations valued good communication with suppliers. However, they preferred when it 

was on their own initiative and therefore often directly connected to purchases. Sweden 

preferred this communication by phone, while the British preferred email as means of 
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communication. One advantage of emails brought up by UK, was the conversation history 

which makes it easy to go back to and track what has been said. Due to the desire for available 

conversation history, it could be argued that UK had a higher need of control and saw this as a 

time effective way of communicating, which avoided unnecessary small talk. Further, this 

could be strengthened by the UK’s preference to design their own signs and eliminate 

intermediaries to stay in control of the whole process. 

 

5.4.1 Competitive Advantage 

According to Day and Wensley (1988) there are two different positions related to competitive 

advantage, which includes differentiated position and lowest delivered cost position. 

Regarding the lowest delivered cost positioning, none of the cases emphasized this. Even 

though the price was important, the price variance in the display material industry was not that 

big and did not involve large amounts of money. Further, many of the participants stated that 

price is secondary, and instead highlighted the importance of value-adding suppliers. 

Therefore, suppliers should target both cases with differentiated positioning.   

 

In the two cases, differentiated positioning was depicted as the most valuable competitive 

advantage. In Sweden, support seemed to be one of the most important factors when it came 

to differentiated positioning. As mentioned in the section regarding digitalization, personal 

contact and support were highly valued by the Swedish participants. For example, two of the 

participants recalled the name of the person they had the initial contact with from SignMax, 

which indicated the importance. Both cases also saw the ease of use as a competitive advantage, 

and a reason for choosing a supplier. Additionally, UK highlighted the importance of reliable 

suppliers and a smooth process without any issues or unnecessary personal contact. Therefore, 

when targeting UK, the focus should be on fast and easy transaction, while Sweden also valued 

the personal support and interactions. To summarize, the factors influencing buyer-seller 

relationship within OOBB can be seen in Figure 3. These factors are importance and 

complexity of purchase, desired communication, competitive advantage and competition. All 

of which has been discussed in the section above.  
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Figure 3. Factors impacting buyer-seller relationship connected to OOBB 

 

5.5 Theoretical Contributions  

Based on the aspects brought up in the analysis of this research, one can explain these 

implications through the model presented in Figure 4. The model begins with OBB as a whole, 

which is then influenced by digitalization, culture and buyer-seller relationships, that together 

impacts OOBB in display material. All individual aspects of the model have been explained in 

the analysis in Figure 1, 2 and 3. The model of OOBB can act as guidance for display material 

suppliers operating internationally, where there is a need to understand how the foreign 

buyer’s OOBB can impact the way they prefer to conduct business with their suppliers of 

display material. Based on the model it is possible to decide the best suitable approach to 

handle their relationship in a successful manner.  

 

 
Figure 4, Model of OOBB in display material industry 
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6. Conclusion  
The aim of this qualitative research was to understand Swedish and British OOBB when 

purchasing display material and how it is influenced by culture, digitalization and buyer-seller 

relationships. After presenting the background, problem and purpose of the thesis, existing 

gaps in the literature were identified and the following research questions were developed: 

 

RQ1: “How does culture impact online organizational buying behavior 

when purchasing display materials?” 

 

RQ2: “How does digitalization impact online organizational buying 

behavior when purchasing display materials?” 

 

RQ3: “How does buyer-seller relationships impact online 

organizational buying behavior when purchasing display materials?” 
 

In this study, the empirical findings showed that Sweden appreciated personal contact, 

preferably over phone, with suppliers of display material, while UK emphasized the importance 

of a smooth process with elimination of issues. Here, Sweden focused more on the intangible 

attributes, while UK focused more on the tangible attributes. Further, the display material 

industry does not seem to have strong characteristics of the B2B market when it comes to the 

complexity of the purchase, the size of the DMU and quantities of the purchase. This could be 

due to the low involvement of display material. However, when display material was used as a 

tool for marketing communication, the involvement seemed to be higher, and therefore also 

the complexity and number of people involved in the purchasing process.  

 

Furthermore, the study showed that out of Hofstede’s (2001) five dimensions only power 

distance, uncertainty avoidance, individualism and masculinity had an impact on the OOBB of 

UK and Sweden when purchasing display material. Therefore, these are the cultural 

perspectives that should be given extra attention when doing business internationally. 

Additionally, the orientations of Trompenaar and Hampden-Turner (2012) which showed to 

be of importance in OOBB within the display material industry were particularism versus 

universalism, specific versus diffuse and perspective of the environment. These observations 

and the model presented in Figure 1, can therefore explain how organizations with different 

cultural orientations behave when conducting business with each other.    
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Even though the preference was to purchase display material online, it is important to 

understand the origin of the customer, and its complementing needs. Both the experience and 

overall attitude towards purchasing online have a great impact on what the customers expects 

from the supplier. An example of this is the expectations of support and personal contact from 

the Swedish perspective, and the focus on smooth processes and reliable suppliers from the 

British perspective. One way of doing this is by having a website with a professional 

impression, including the design, ease of use and known payment options. Further, the login, 

possibility to save templates and ease of reordering was an important factor for choosing to 

purchase display material online. By understanding the customer and its needs, a supplier of 

display material can get a competitive advantage and differentiate itself from its competitors. 

One suggestion is to use a differentiated position to stand out and attract customers, since the 

price difference and involvement are quite low. 

 

To conclude, the level of product involvement and culture decide and form the importance of 

the purchase, the purchasing process and the type of supplier-relationship desired. 

Additionally, the attitude towards digitalization and the experience of online purchases 

determine the level of personal contact and support.  
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7. Discussion 
______________________________________________________________ 
In this section, the contributions, limitations and future research are presented and 

discussed.  
__________________________________________________________ 

7.1 Contributions 

The landscape of OOBB is becoming more and more refined and as such, industries need to 

adapt to this online business environment. This research has shed light on the evolving online 

operations of display material and how the industry’s actor’s relationships map out due to this 

digital development. Because of this ongoing shift in the industry, this research can be seen as 

the starting point for further research in the display material industry. OOBB has not before 

been studied from the perspective of the display material industry and with this study, the 

researchers believe it has opened the OOBB perspective to similar industries such as the profile 

material industry. Additionally, the research has mapped out digitalization, culture and 

supplier-buyer relationships as factors influencing OOBB at large which has then been put into 

a model explaining this concept. Despite the research focusing on the display material industry, 

and the model being based on this industry, it can still be applied in other low-involvement 

product industries.  

 

7.2 Limitations 

Since this thesis was conducted in collaboration with SignMax, and the sample were customers 

of SignMax, the main limitation of this thesis was the limited number of potential interviewees. 

Further, the time that many of the participants could set aside for the interview was limited by 

high workload in their respective organization.  Therefore, many of the organizations asked to 

participate in the study declined due to their time limitations. Some of the participants who 

did participate in the study, stated that they only had time for a 30-minutes interview. Because 

of this, the researchers had to customize the questions and limit the interview time for all 

participants to provide equal interview conditions. The time horizon of this research was also 

a limitation when realizing that many of the approached organizations declined to participate 

and there was a need for finding additional participants. This resulted in a slightly unequal 

distribution of particpants between the two cases.    
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Another limitation regarding the sample was the distribution of age and gender. Only two out 

of eight participants were female. Further, even though a question about the age was not 

included in the interviews, the researchers found the age of some participants online. However, 

only the ages of Swedish participants could be found. The age of these were above 30 and two 

of the participants were over 55. Even though the aim was to have an equal distribution of 

gender, and different age intervals of the participants, this was out of the researchers’ control 

since the interviews were held with the responsible purchaser of display material. 

  

7.3 Future Research  

Within this topic there are several areas that could be of interest for future research. To begin 

with, researchers could examine whether gender, age and education of the DMU affects the 

buying behavior when purchasing display material online. Younger people might for example 

be more comfortable with using social media and online purchasing, while older people might 

prefer to also have personal contact with their suppliers. Within Sweden another interesting 

aspect for future research could be to examine why Swedes, even though they do not see any 

risks for buying online, still highly values personal contact. Another aspect of interest for future 

studies is whether there are any differences in the buying process of display material depending 

on the size of the company. Further, studies could also be done regarding the effectiveness of 

social media within B2B and if it is shown to be effective, how it should be used in the most 

efficient way. If it is shown to not be an efficient tool for building relationships and create 

awareness of a brand/company, future research could focus on finding which channels are 

better suitable for suppliers to use. Finally, the model developed in this research did not 

investigate the relationship between culture, digitalization and buyer-seller relationships. 

Therefore, it is suggested to conduct further research on how these aspects influence and 

relates to each other and OOBB.   
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Appendix 

Appendix 1 – Description of Participating Organizations  

The Swedish Organizations  

Friluftsfrämjandet (1) 

Friluftsfrämjandet is a Swedish non-profit organization that arranges outdoor activities which 

everyone from children to seniors can participate in. It was created in 1892 as an organisation 

that helped Swedes discover the Swedish mountains. Nowadays the “verksamhet” is far 

broader than that and includes many different types of outdoor activities. It is a nationwide 

organisation but it is divided into several different regions and approximately 300 local 

departments. The organization has around 100 000 members and their main focus is to 

preserve the public right to nature (called Allemansrätten in Swedish), leading to that the 

Swedish nature is both accessible and prosperous (Friluftsfrämjandet).  

 

 

Ozonetech (2) 

Ozonetech is a Swedish clean-tech company that develops and market solutions and systems 

which cleans and disinfects air and water. The company was founded in the early 1990s and 

had their core technology patented in 1996. As of today, Ozonetech offers a competent, effective 

and environmentally friendly purification technique which is low in energy consumption and 

maintenance costs. Ozonetech is based in Stockholm where all the research, production and 

testing are done. They also have local offices in Finland, Estonia and Germany (Ozonetech).  

 

 

Eatery (3) 

Eatery is part of the Incontro group and is located in Stockholm. They are a fast-growing 

company that offers solutions for restaurant, event and conference. Eatery does not only offer 

its customer locations for different events, such as meetings, conferences and parties, but also 

different packages including meals (Eatery). 

 

Estrella (4) 

Estrella is a Swedish company that sells snacks. However, when Estrella first started out it 

imported and sold bananas to the Swedish people. Estrella was founded by Folke Andersson 

in 1946 in Sweden and the company got the name “Estrella” from the spanish word “star”. In 

1957, the company changed the direction and started to sell chips and popcorn, and has today 
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a great assortment when it comes to different snacks (Estrella). Today they have a turn-over of 

around 870 million SEK and have 168 employees (LinkedIn). 

 

 

Alléskolan (5) 

Alléskolan is the largest upper secondary school in the Örebro’s county, with around 1500 

students. The school is located in Hallsberg, and offers a great variety of educations for their 

students. They vision is to give knowledge and education, safety as well as opportunities to 

their students (Alleskolan). 

 

 

The British Organizations  

Concrete Preservation Technologies Ltd (6) 

CPT produce and distribute corrosion control solutions worldwide. The solutions they offer are 

for concrete structures and masonry encased steel framed buildings. CPT operates in sectors 

such as car parks, bridges, buildings as well as industrial and the marine sector (Concrete 

Preservation Technologies). Aside from providing the products, CPT also offers their 

customers help and support throughout the entire process such as; testing, solution 

development, system design and product supply, site support, monitoring and assessment 

(Concrete Preservation Technologies). 

 

Ultra Electronics NCS (7) 

Ultra Electronics is a company specialized within electrical and electronics engineering. They 

focus on provide their consumers with mission-specific, bespoke solutions and capability. The 

main revenue comes from naval and army defence, followed by air defence, and transportation 

and energy. Most of their customers comes from North America, which represent 58% of their 

revenue. UK is on the second place, with 22% of the revenue (Ultra Electronics). 

 

 

Shape Machining Ltd (8) 

Shape Machining was founded in 2014 by Peter McCool, a former F1 Chief Designer. It 

produces metal molds, structural foams, carbon fiber and other tools for industries such as the 

F1, the automotive and aerospace industry (Desktop Engineering, 2015). The company consists 

of three departments which includes machining, engineering and composites manufacturing. 

It is a very technology driven company that works with the latest technologies in multi-axis 

machining, fiber placing and CAD in order to produce their product and deliver high standard 
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to their customers (Shape Group). The company has their production in Witney, Oxfordshire 

(Desktop Engineering, 2015).  

 

Appendix 2 - Interview Guide  

 

 

The questions in grey are examples on what was sought after from the questions, and acted 

as a guide to direct the interviewees in the right direction. 
  

 
1.  Can you tell us a bit about your position in the company? 
  

2. Can you explain your buying process when purchasing display material?  
• How often do you buy any type of display material?  

• Can you explain the process of searching for the right supplier of display material?   

• Time and effort  

• How do you find them?  

• What factors are most important when buying? 

• Who is involved in the buying process? 

• How great of an impact does these individuals have on the final decision?  

• Who makes the final buying decision?  

 
3. Do you purchase all of your display material from the same supplier, or do you have several 

different suppliers for different types of display material?  

• Which different suppliers have you bought or considered buying display material from?  

 

4. How do you prefer to buy display material?  

• Online? Offline? How do you do it?  

• What benefits do you see with purchasing online?  

• What challenges do you see with buying online?  

• Leaving personal data, longer purchase completion, that the goods will not 

arrive or be as described on the website 
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5. What do you think makes a website trustworthy?  

• paying certificates, Klarna, high grade, WoM?   

• The design of the website, language, navigation, SEO rating  

 
6. Why did you choose to purchase from SignMax?   
 

• How did you find SignMax?  

• For how long have you been a customer of SignMax?   

• how often do you buy from them?  

 
 
7. What do you think SignMax does better than their competitors?  

• What improvements can they do?  

 

 

 8. When interacting with your suppliers of display material, would you say that you have a 

close, moderate, or distant relationship with them? Or maybe you don’t think too much about 

it?  

•  Why do you think it is like that?  

• Would you have wanted a different type of relationship with these suppliers?  

 
9. Have you ever replaced an existing supplier of display material?  

• Why?  

• What could make you want to change supplier?  

• Is the cost of replacing a supplier an important factor of the decision?  

 
10.  Do you use social media when looking for display material? How?  

•   Do you think it can be used as a tool for building relationships with these suppliers? 

(E.g. easier communication, access to news and give feedback). 

 

  


