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Sammanfattning 
Denna studie har genomförts i samarbete med Fläkt Woods, ett företag 
inom business-to-business som levererar ventilationssystem till industriella 
kunder. Studien fokuserar på kylbafflar vilket är en specifik grupp av venti-
lationsprodukter inom Fläkt Woods produktsortiment. Syftet med studien 
är att undersöka hur Fläkt Woods kunder uppfattar vissa specifika element i 
marknadsprogrammet när de väljer Fläkt Woods som leverantör av kylbaff-
lar och varför dessa element påverkar deras val. Elementen inkluderar kvali-
tet, service, teknisk prestanda, tekniskt kunnande, kommunikation, leverans-
tid, installation, beräkningsprogram, flexibilitet, marknadsanpassning, tek-
nisk dokumentation, relationer och geografiskt avstånd. Studien har genom-
förts med hjälp av en kombination av både kvantitativ och kvalitativ metod 
där en enkätundersökning har genomförts bland Fläkt Woods kunder för 
att klargöra deras uppfattning om de förutbestämda elementen. 

Resultaten visade att de flesta av Fläkt Woods kunder är nöjda eller till och 
med mycket nöjda med de element som undersökts. De element som kun-
derna var mest tillfredställda med gällande kylbafflar visade sig vara kvalitet, 
service och tekniskt kunnande. Kunderna anser att Fläkt Woods produkter 
har en god kvalitet, att det är lätt att komma i kontakt med folk på företaget, 
att de är hjälpsamma och alltid gör sitt bästa för att svara på kundernas frå-
gor och att de har ett stort kunnande om sina kylbafflar. Flexibilitet är det 
element som kunderna är minst nöjda med och som Fläkt Woods behöver 
förbättra. Trots att Fläkt Woods uppfattning är att deras specialprodukter är 
flexibla delar inte kunderna den åsikten till fullo. Kunderna anser istället att 
Fläkt Woods föredrar att leverera standardprodukter framför specialproduk-
ter. Resultaten visade också att Fläkt Woods konkurrenter ligger ett steg 
före vad gäller kylbafflarnas design. Sålunda är design ett av de element i 
marknadsprogrammet som Fläkt Woods behöver förbättra. Vidare visade 
studien att relationer och kommunikation, vilka representerar de “mjukare” 
elementen som handlar om integrationen mellan individer, är minst lika vik-
tiga som övriga element. Därför behöver Fläkt Woods ta hänsyn även till 
dessa två element i sitt marknadsprogram.  
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Summary 
This study has been conducted in cooperation with Fläkt Woods, an indus-
trial supplier of ventilation systems. The study only concerned chilled beams 
which are an explicit group of ventilation products within Fläkt Woods’ 
product portfolio. The purpose of the study was to explore how Fläkt 
Woods’ customers perceive certain elements when choosing Fläkt Woods as 
a supplier of chilled beams and why they perceive them the way they do. The 
elements include quality, service, technical performance, technical knowl-
edge, communication, time of delivery, installation, calculation program, 
flexibility, market adjustment, technical documentation, relationships and 
geographic distance. The study has been conducted employing a combina-
tion of both a quantitative and a qualitative approach in which a question-
naire has been sent out to Fläkt Woods’ customers in order to shed light on 
their opinions.  

The results showed that most of Fläkt Woods’ customers are satisfied or 
even very satisfied with the elements that were investigated. The elements 
that the customers were most satisfied with concerning the chilled beams 
were quality, service and technical knowledge. They believe that Fläkt 
Woods’ products have a good finish, that they are easy to get in touch with, 
that they are able and willing to give quick answers and feedback and that 
they have great knowledge about their chilled beams. The element that the 
customers are least satisfied with and that Fläkt Woods need to improve is 
flexibility. Even if Fläkt Woods believe that their special solutions are flexi-
ble, their customers do not fully agree. The customers’ attitude towards the 
flexibility is that Fläkt Woods prefer to provide standard solutions of chilled 
beams rather than offering special solutions. The results also showed that 
Fläkt Woods’ competitors are one step ahead considering the design of 
chilled beams. Thus, design is an element of the marketing program that 
Fläkt Woods need to improve. Furthermore, the study showed that rela-
tionships and communication which represent the “soft” elements concern-
ing human interaction are just as important as the rest of the elements. 
Thus, Fläkt Woods need to consider these elements as well as the others 
when outlining the marketing program. 
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1 Introduction 
In order to stay competitive it is important for a company to realise what their customers 
really value. Therefore companies often use customer value information when designing their 
marketing strategies. The following chapter will introduce the reader further into the subject 
of customer value. Fläkt Woods is one of the companies that need to find out more about 
how to best create customer value. Their problem is that they do not have enough knowl-
edge about how the elements in their marketing program influence the customers and why 
they influence the customers the way they do. This problem also constitutes a basis for the 
problem statement of this study, which will be presented in the chapter as well. The overall 
aim of this study is to deliver this kind of knowledge to Fläkt Woods in order to improve 
their marketing program. Also the purpose of the study will be presented in the chapter. 

1.1 Background 
As markets become more volatile and complex and competitors more aggressive, it is of 
great importance to a company to have knowledge about the market that they are working 
in (Ray Stata, year unknown in Deshpandé, 2001). According to Deshpandé (2001), com-
panies that have deep knowledge about their markets has an ability to learn, which makes 
them better equipped to predict how their markets will respond to actions designed to re-
tain or attract customers or competitors. Varela and del Rio (2003) states that market focus 
in companies is traditionally viewed as a business philosophy that begins with the compa-
nies’ acceptance of production orientation, which is replaced by sales orientation and in the 
end by customer orientation. Deshpandé and Webster (1989) see market focus as a kind of 
organisational culture. The culture in the organisation is important because it stimulates the 
organisation to collect information about, for instance, target customers’ needs. It also uses 
that information to create superior customer value through its marketing programs. 

One of the traditional views of marketing states that marketing is about the exchanges be-
tween and among buyers and sellers. In such, it is an effort to match supply with demand. 
The exchange might be goods, services, business systems, technologies, information, or 
ideas (Morris, Pitt & Honeycutt, 2001). There have been similar definitions that put the 
customer more in focus. Slater and Narver (1998) add that the marketing concept is about 
an organisation’s purpose to discover needs and wants in its target markets and to satisfy 
those needs and wants more effectively and efficiently than competitors. Drucker (1954, in 
Webster, 2002) goes one step further by arguing that marketing is not a separate manage-
ment function but rather the whole business seen from the customers’ point of view. The 
companies’ increasing focus on customers is also changing the view of the importance of 
old customers compared to new customers. According to Czepiel and Rosenberg (1992), 
the climate of increased competition forces companies to concentrate more resources on 
satisfying and retaining old customers rather than simply attracting new ones. 

One way of dealing with the relationship to old customers is the concept of Customer Re-
lations Management (CRM). According to McKenzie (2001, in Chan, 2005), CRM is a 
combination of strategy and information systems designed to focus attention on customers 
in order to serve them in a better way. McKenzie states that an integrated business model 
that ties together business organisations, processes, information, and technologies along 
the entire value chain is critical to the success of CRM strategies.  

CRM is also about deeper understanding of the customers’ value creating process. Accord-
ing to Lehtinen and Storbacka (2000), the purpose of customer relationship management 
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(CRM) is to build relationship strategies that refine relations and in the end increase their 
value. The aim of a CRM-driven company is to increase its knowledge of how customers 
create their own values. Thus, it becomes easier for the company to evaluate how it can 
support its customers by its competences. To increase the value of customer relations, the 
company must spend more resources on developing old relations than on creating new 
ones. 

Definitions of customer value have been highly discussed during the years and there are 
many definitions in the area. Woodruff (1997) states that customer value is something per-
ceived by customers rather than objectively determined by a seller. This typically involves a 
trade-off between what the customer receives (e.g. quality, benefits, worth, utilities) and 
what he or she gives up to acquire and use a product (e.g. price, sacrifices). Zeithaml (1988) 
considers value to be the customer’s judgment of the utility of a product based on the per-
ception of what is received and what is given. Dodds, Monroe and Grewal (1991) argue 
that buyers’ perceptions of value represent an exchange between the quality or benefits re-
ceived in the product and the sacrifice they perceive in paying the price. 

According to Woodruff (1997), research typically shows that there are differences in what 
managers think their customers value and what customers say they value. Therefore com-
panies often use customer value information in designing their marketing strategies. A use-
ful tool for organisations to investigate customer value is to use customer research in order 
to gain information for their marketing program.  

Customer research has become important to many companies and the changing environ-
ment often force companies of today to learn more about customers to be more competi-
tive and to be able to market themselves in the best way to create customer value. Fläkt 
Woods, an international Swedish company constructing and selling ventilation systems, 
may fit in this context with a market in a changing environment and with a reinforced ef-
fort to focus on customers. 

1.2 Problem discussion 
This thesis will focus only on Fläkt Woods’ chilled beams which are systems for ventilation 
and cooling. Throughout the years, Fläkt Woods’ market of chilled beams has become 
more complex since new competitors have entered the market, causing an exaggerated 
competition. Because of this changing environment, it is important to Fläkt Woods to have 
great knowledge about their market and customers in order to stay one step ahead of their 
competitors. In the market of chilled beams, the different brands are similar and the only 
way for Fläkt Woods to differentiate their products is through design, small components 
and small technological solutions. The main reason for Fläkt Woods to collect knowledge 
and to select information about their customers is because they need to create superior cus-
tomer value through their marketing program. It is also a way for Fläkt Woods to make 
sure that they keep their current customers satisfied which, in turn, often leads to a 
stronger and more long lasting business relation. This is really important to Fläkt Woods 
since almost all of their customers have been frequent customers for many years. This is a 
part of the CRM activities taking place in the company. 

Today, Fläkt Woods have several customers in form of consultants, installation engineers, 
and commissioners of construction projects. Fläkt Woods is operating in a business-to-
business environment, meaning that they are suppliers for industrial customers. Despite the 
number of customers, the company has no direct customer relations. The only contact that 
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Fläkt Woods have with their customers is through their own vendors. The problem is that 
both vendors and customers often are coloured by happenings in the business relations. 
For instance, a temporary failure in business negotiations between Fläkt Woods and one of 
its customers can cause negative attitudes between the two. This can lead to an understand-
ing of the business situation that is different from the reality. Therefore the company needs 
to get a more close view of how the installation engineers and consultants perceive Fläkt 
Woods and their chilled beams in order to achieve more information to use in Fläkt 
Woods’ marketing program (the 4 P’s).  

To be able to reach this knowledge, Fläkt Woods need to implement a survey in order to 
reach an understanding of how the elements used in their marketing program, such as for 
instance quality, flexibility and technical performance, influences their customers’ buying 
decisions when buying chilled beams from Fläkt Woods and to what extent. Earlier, tech-
nology has been the most important element for customers to choose Fläkt Woods as a 
supplier of chilled beams, and much money and focus has been spent on R&D in the tech-
nology area. Fläkt Woods need to find out if the most important elements today are the 
same as they were before, or if other elements have acquired a more central role. In order 
to do so, this study has been given the assignment to examine how and why certain ele-
ments influence the buying decision. These elements are all seen from a company perspec-
tive.  

1.3 Problem formulation 
Fläkt Woods do not have enough knowledge about how the elements in its marketing pro-
gram influence the customers of its chilled beams and why. This knowledge is needed for 
Fläkt Woods in order to satisfy its customers better by improving their marketing program, 
and thereby increasing its profitability 

1.4 Purpose 
The purpose of this thesis is to explore how Fläkt Woods’ customers perceive certain ele-
ments when choosing Fläkt Woods as a supplier of chilled beams and why they perceive 
them the way they do. 

The elements include quality, service, technical performance, technical knowledge, com-
munication, time of delivery, installation, calculation program, flexibility, market adjust-
ment, technical documentation, relationships and geographic distance 

1.5 Delimitations 
A marketing program consists of many different elements. This thesis will focus on quality, 
service, technical performance, technical knowledge, communication, time of delivery, in-
stallation, calculation program, flexibility, market adjustment, technical documentation, re-
lationships and geographic distance. The reason why these elements were chosen was be-
cause they were the most interesting for Fläkt Woods since they are all the main part of 
Fläkt Woods’ marketing program. However, the authors have chosen to add two elements 
that get to represent promotion and the “soft” part of the marketing program, and that 
manage the interaction between people. The additional elements are communication and rela-
tions. These two elements will be further discussed in chapter 2.3.3. 
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When studying business relations, there are many different elements to take into considera-
tion. This study will only focus on the elements that Fläkt Woods can influence in their mar-
keting program by having more knowledge about what the customers value. The elements 
will be divided into different groups according to the marketing program. The marketing 
program is the set of marketing tools (the 4 P’s) that a firm uses to pursue its marketing ob-
jectives in its target markets. This division will be made in chapter 2 where they will also be 
explained and further discussed. 

This study will be based on empirical data acquired from Fläkt Woods’ Swedish customers 
(consultants and installation engineers). A selection will be made, using 20 consultants and 
20 installation engineers. The customers that are to be contacted will be selected by four of 
Fläkt Woods’ 15 sales offices in Sweden. When selecting sales offices, the three major of-
fices and the one located near Fläkt Woods in Jönköping will be chosen. Each sales office 
will select their five most important consultant customers and their five most important in-
stallation engineer customers. The four sales offices are located in Jönköping, Stockholm, 
Göteborg and Malmö. Thus, Fläkt Woods’ customers participating in this study are also lo-
cated in these areas. This limitation will be further discussed in chapter 5.  

1.6 Definitions 
Fläkt Woods is operating in a business-to-business environment (B2B environment), mean-
ing that they are suppliers for industrial customers. Thus, there are (generally) no consumers 
or final users of chilled beams involved. Throughout this thesis, the term “customer” will be 
used defining industrial customers, not consumers or final users.  

The terms “4 P’s” and “marketing program” will be employed interchangeably throughout 
the thesis. 
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1.7 Disposition 
The following disposition outlines the structure of the study: 

Chapter Title Content 

1 Introduction 

In order to stay competitive it is important for a company to real-
ise what their customers really value. Therefore companies often 
use customer value information when designing their marketing 
strategies. The following chapter will introduce the reader further 
into the subject of customer value. Fläkt Woods is one of the 
companies that need to find out more about how to best create 
customer value. Their problem is that they do not have enough 
knowledge about how the elements in their marketing program 
influence the customers and why they influence the customers the 
way they do. This problem also constitutes a basis for the problem 
statement of this study, which will be presented in the chapter as 
well. The overall aim of this study is to deliver this kind of 
knowledge to Fläkt Woods in order to improve their marketing 
program. Also the purpose of the study will be presented in the 
chapter. 

2 Frame of reference  

There are many aspects of marketing. In order to give the reader 
a broad understanding of the issue, the following chapter presents 
marketing from a business-to-business perspective and provides 
the reader with some understanding of what factors that influence 
the business buyer in specific buying situations. Additionally, the 
4 P’s are introduced. They are tools that a company uses to carry 
out its marketing objectives and they will provide a basic structure 
throughout the thesis. 

3 Fläkt Woods 

The following chapter introduces the reader to some basic facts 
about Fläkt Woods, its products and its customers. In order to 
fully understand the core task of this study it is important to also 
understand the role of the customers and what products that are 
involved in the transaction between Fläkt Woods and the cus-
tomers. In order to understand how Fläkt Woods are going to 
improve their marketing program, it is also of vital importance to 
understand how they work with their marketing program today. 
The elements included in their marketing program, and the way 
the elements are carried out, are introduced. 

4 Methodology 

The methods utilised to perform the research in this study stem 
from some fundamental research philosophies. The following chap-
ter introduces three philosophies that will provide some better un-
derstanding of the methods chosen. 

5 Method 

Different methods and different approaches can be chosen when 
performing a research study, all of them based on research meth-
odology. The following chapter gives an insight of how the research 
of this study was performed, and what theories it was based on. 



 Introduction 

6 

6 Empirical findings 

The study produced some vital empirical findings. The following 
chapter introduces the reader to the results that were enhanced 
when letting Fläkt Woods’ customers give their opinion about the 
elements in Fläkt Woods’ marketing program. 

7 Analysis 

When analysing the empirical findings of the study, a number of 
interesting issues could be traced. The following chapter guides the 
reader through the analysis and outlines what important concerns 
that were found within each of the 4 P’s. Theory is also connected 
to the empirical findings by extending the buying decision process 
model and connecting it to the DMU. 

8 Conclusion and      
Final Remarks 

After the analysis of the results is conducted, a conclusion can be 
drawn about to what extent the study fulfilled its purpose and 
how this can create an advantage for Fläkt Woods. The following 
chapter concludes the study by revealing that there are a number 
of elements that Fläkt Woods need to consider especially, and 
that they need to affect different customers in different ways, em-
ploying different P’s in the marketing program. 

9 Discussion 

Some methodological criticism of the study can be made. The fol-
lowing chapter presents some criticism to the methods chosen and 
how this may have affected the results. This is an important issue 
because it makes the reader aware of the weaknesses of the thesis, 
and it enables improvements in future, similar studies. Further-
more, some suggestions for further studies are presented. 
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2 Frame of reference 
There are many aspects of marketing. In order to give the reader a broad understanding of 
the issue, the following chapter presents marketing from a business-to-business perspective 
and provides the reader with some understanding of what factors that influence the business 
buyer in specific buying situations. Additionally, the 4 P’s are introduced. They are tools 
that a company uses to carry out its marketing objectives and they will provide a basic 
structure throughout the thesis. 

2.1 Marketing 
Marketing is to understand the situational need, how people and resources can be applied 
to it, and then reacting correctly (Sherlock, 1991). It is about the exchanges between and 
among buyers and sellers, and in such it is an effort to match supply with demand. The ex-
change may be goods, services, business systems, technologies, information, or ideas. The 
buyer that in many instances is a company or institute is purchasing finished goods through 
a retailer. If both parts of the exchange are organisations it becomes industrial marketing, 
which also can be called business-to-business marketing (B2B marketing) (Morris et al., 
2001). 

2.1.1 Business to business marketing 
According to Morris et al. (2001), B2B marketing can in a formal way be defined as the 
creation and management of mutually useful relationships between industrial customers 
and industrial suppliers. The focus is on the flow of finished goods and services that are 
produced or on components that will become parts of finished goods and services. The 
management of these relationships is about deciding whom the organisation wishes to have 
a relationship with, then once having the relationship, how to maintain it.  

2.2 Industrial buying behaviour 
An important part of B2B marketing is to understand the buying behaviour of the custom-
ers. According to Baker (1995), an understanding of the industrial buying process is essen-
tial to the development of a suitable B2B marketing strategy. 

2.2.1 What separates the industrial buying behaviour from the con-
sumer buying behaviour? 

Buying behaviour is often more complex than it appears. In general, the behaviour of indi-
viduals is not very easily predicted, while groups of customers can be more predictable. 
Buyers respond very differently to marketing communications, depending on if they belong 
to an industrial or consumer market, and also depending on whether they are buying prod-
ucts or services (Smith & Taylor, 2002). However, according to Kotler, Armstrong, Saun-
ders and Wong (2002), business marketers ask the same questions as do consumer market-
ers: Who are the buyers and what are their needs? How do buyers make their buying deci-
sions and what elements influence these decisions? What marketing programme will be 
most effective? The dilemma of rational and emotional decisions not only concerns the 
buying behaviour of consumers, but also the rational buying behaviour of industrial profes-
sionals (Smith & Taylor, 2002). Nonetheless, these questions are usually different in the 
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case of the industrial buyer. To some extent, the industrial market is similar to the con-
sumer market. They both involve people who assume buying roles and make purchase de-
cisions to satisfy needs. Yet, the industrial market differs in a number of ways. The main 
differences are in market structure and demand, characters of the buying unit, kind of deci-
sions and the decision process involved (Kotler et al., 2002). 

What separates the industrial market structure and demand from the consumer market is 
that industrial markets normally concern far fewer but far larger buyers than the consumer 
markets. Industrial markets usually also have a more inelastic demand, that is, the total de-
mand for many business products is not considerably affected by price changes. Further-
more, industrial purchases normally involve more buyers and more professional purchasing efforts. 
Buying committees consisting of technical experts and top management are usual in the 
buying of primary goods. Moreover, industrial buyers normally face more complex buying de-
cisions than do consumer buyers. Purchases often entail great sums of money, complex 
technical and economic considerations and interactions among many people at many levels 
of the buyer’s organisation (Kotler et al., 2002). It is common for contractual deals to be 
made for continuing supply over an extended period of time, and often through a process 
of competitive bidding and negotiation (Varey, 2002). Buying behaviours also change over 
time. Thus, a company’s marketers must constantly find answers to the question of why 
people are buying or not buying its products or services. These answers keep changing be-
cause both markets, competition, technology and people change, and a well-founded rea-
son for buying a particular product yesterday may become outdated tomorrow (Smith & 
Taylor, 2002). 

2.2.2 What influences the industrial buyer? 
When studying what elements in the marketing program that directly influence the indus-
trial buying behaviour, the elements can be based upon and supported by a theoretical area 
describing influencing factors and variables.  

2.2.2.1 Social and economic factors 
As said by Chisnall (1989), for a company to successfully understand its industrial custom-
ers, knowledge of the many influences which affect the buying preferences is called for. 
Chisnall clearly sheds light on this problem by saying that “Human behaviour is complex; that 
strange, mythical figure ‘economic man’, completely motivated by rationality, who has access to perfect 
knowledge about market conditions and who could buy freely, clearly does not relate closely to actual buying 
behaviour in organisations.” (Chisnall, 1989, p.70). 

According to Kotler et al. (2002), industrial buyers are subject to many influences when 
they make their buying decisions and they respond not only to economic, but also to social fac-
tors. Morris et al. (2001), state that there is a considerable social dimension to all organisa-
tions because they consist of people. That is, individuals and groups who must work to-
gether and who frequently have differing backgrounds, personalities, attitudes and motiva-
tions, and they rely on a variety of approaches to problem solving. Simultaneously, organi-
sations ultimately exist to provide an economic function, that is, to provide goods or ser-
vices, and their survival is dependant on successful completion of their missions and objec-
tives. Hence, the behaviour of the individuals must contribute directly or indirectly to the 
missions and the objectives.  
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Considering the economic factors, Morris et al. (2001) claim that the goods and services 
that an organisation purchases are likely to directly influence the day-to-day operations and 
economic health of the enterprise. Given the fact that the industrial products have direct 
impact on organisational operations, and the fact that all organisations have limited re-
sources, a bad purchasing decision can lead to disruptions or stoppages in operations, de-
clining product quality, slowdown in distribution, dissatisfied end customers and wasted re-
sources. As a result, costs may increase, sales and net cash flow decline and profits suffer. 
Hence, economic factors heavily influence the purchasing decision and must be taken into 
consideration when revealing the buying behaviour of the industrial buyer. 

2.2.2.2 Task and non-task variables 
The factors influencing industrial buying behaviour can be divided not only into social and 
economic factors, but also into task and non-task variables. Because the elements in this thesis 
mainly can be related to task variables, the non-task variables will only be shortly described.  

Task variables 

Task variables are so called rational variables which affect buying decisions such as price, 
quality, delivery etc. Kauffman (1996) divides them into two different groups of factors: 
 
Environmental factors 
According to Kauffman (1996), environmental uncertainty has been shown to affect buying 
choice processes with regard to influences on the group of people who together make up a 
buying decision. Kotler et al. (2002) states that industrial buyers are heavily influenced by 
factors in the  present and expected economic environment, such as the level of primary de-
mand, the economic outlook and the cost of money. When the economic uncertainty in-
creases, industrial buyers tend to cut down on new investments and attempt to reduce their 
inventories. Another important environmental factor is the shortage in key materials. In-
dustrial buyers are also affected by technological, political and competitive developments in 
the environment. 
 
Product and Market factors 
According to Kauffman (1996), product attributes or types of products have been identi-
fied as influencing the industrial buying decisions. When buying technically complex prod-
ucts, intangible attributes such as service are found to be more important than product fea-
tures in the selection process. Also uniqueness, complexity and importance are determined 
to be causal attribute determinants in a purchasing decision. 

Non-task variables 

Non-task variables relate to organisational, individual and interpersonal factors. They con-
cern issues such as organisational structure, individual motivation, personal values etc. The 
interpersonal factors also include the buying centre or the decision making unit (DMU). This is a 
concept that has long been used to identify the group of persons who together make a par-
ticular buying decision for an organisation (Kauffman, 1996). As argued by Kotler et al. 
(2002), the DMU generally includes many different members who affect each other, and it 
can be difficult to find out what kinds of interpersonal factors and group dynamics that in-
fluence the buying decision. According to Kotler et al. (2002, p.248), someone once wrote: 
“Managers do not wear tags that say ‘decision maker’ or ‘unimportant person’. The powerful are often in-
visible, at least to vendor representatives.”  
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2.2.3 The Decision-making Unit 
The Decision-making Unit consists of members from different parts of the organisation, 
each of them having some interest in the result of the purchasing efforts (Varey, 2002), and 
playing any of five roles in the buying decision process (Kotler et al., 2002): 

Users   are members of the organisation who will use the product or service. In many 
cases, users initiate the buying proposal and help define product specifica-
tions. 

Influencers are people who influence the buying decision. They often help define specifi-
cations and also provide information for evaluating alternatives. Technical 
personnel are particularly important influencers. 

Buyers   are people with formal authority to select the supplier and organize terms of 
purchase. Buyers may help outline product specifications, but they play their 
most important role in selecting vendors and in negotiating. In more complex 
purchases, buyers might include high-level officers participating in the nego-
tiations. 

Deciders are people who have formal or informal control to select or approve the final 
suppliers. In routine buying, the buyers are often the deciders or at least the 
approvers of the purchase. 

Gatekeepers are people who control the flow of information to others. For instance, gate-
keepers could be agents who often have the authority to prevent salespeople 
from meeting users or deciders. Other examples of gatekeepers include tech-
nical personnel and even personal secretaries. 

The number of individuals involved in purchasing will depend on the complexity of the 
need, the value of the purchase and the level of risk held to be connected to the decision. 
The people taking on the different roles of the DMU vary with each purchasing occasion, 
but it is important for suppliers to identify the members of the DMU and recognize their 
particular needs so that communication efforts can be customized in each single case. The 
requirements for particular marketing communication efforts are dependant on the charac-
ters of the buying circumstances and the influences on industrial buying behaviour stem 
from the buying organisation itself, from stakeholders, and from the interpersonal relation-
ships of the DMU members (Varey, 2002). 

According to Morris et al. (2001), the mechanism of the DMU is of critical importance to 
the B2B marketer. Morris (1992) states that one approach to clarify what takes place among 
the participants in the purchasing decision process is to focus on the structure of the 
DMU. Since the DMU is normally not a formal group, its structure is not formally estab-
lished by the organisation. Instead, the structure of the DMU is determined by communica-
tion linkages among the members. Depending on the nature of the purchase, different 
people from different levels in the organisation will be involved in the purchase decision. 
Hence, to be able to reach the most important individuals in each purchasing situation, the 
seller must clarify the structure of the DMU. 
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2.2.4 Types of buying situations 
In industrial markets, three different buying situations can be recognised. A new task buying 
situation appears when the company has no earlier experience of the product or service and 
is buying it for the first time (Smith & Taylor, 2002). In this kind of situation, the greater 
the cost or risk, the larger will be the number of decision contributors and the greater will 
be their efforts to collect information (Kotler et al., 2002). A modified rebury situation 
emerges when the industrial buyer has some previous experience of the product or service 
(Smith & Taylor, 2002), but wants to modify product specifications, prices, terms or sup-
pliers (Kotler et al., 2002).  Finally, a straight rebury situation appears when the company 
buys on a regular basis (Smith & Taylor, 2002). In this situation, the buyer reorders some-
thing without any modifications. It is generally handled on a routine basis by the purchas-
ing department (Kotler et al., 2002). 

A number of phases can be described in a model that characterises most of the new task 
buying situations. The model can also be applied to the rebury situations, but with some 
phases omitted because they are not necessary (Varey, 2002) (See Figure 2.1). 

Figure 2.1 – Phases of the industrial buying decision process 
(Varey, 2002). 

It is important for a supplier to realise that the customers can be influenced in different 
ways depending on what phase in the buying decision process that they are in. It is also im-
portant to realise that different individuals in the DMU can influence the buying decision 
differently in different phases as stated by Varey (2002) and Morris et al. (2001). Because of 
this, it is important for the supplier to clarify the customers’ buying decision phases and 
what individuals in the DMU to influence in different phases. By baring the buying deci-
sion process and the DMU in mind, the supplier can create a complete marketing strategy 
and utilise different tools of the marketing program in different phases. As a result, the cus-
tomers will be influenced in the right way at the right time.  

From a company perspective these buying decisions can be influenced by the supplier 
through a set of marketing tools, called the 4 P’s. 
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2.3 The 4 P’s 
The set of marketing tools that a firm uses to pursue its marketing objectives in its target 
markets is called the marketing program or the 4 P’s. The four marketing tools are: prod-
uct, price, promotion and place (Cavallaro, 2001). The structure of the 4 P’s will be em-
ployed in the empirical findings and in the analysis of this study. The structure will generate 
a presentation of the results that can be easily interpreted by Fläkt Woods in order to im-
prove their marketing program.  

2.3.1 Product 
A product is the material, program, or service that is provided to the people that a com-
pany wants to influence (Cavallaro, 2001). According to Kotler et al. (2002), a product can 
be defined as anything that is offered to a market’s attention, use or consumption and that 
might satisfy a want or need. The quality of a service is much more difficult to standardise 
and control than that of a product because of its variability. In service marketing, employ-
ees and customers are part of the “product” (Bishop, 2004). Every business is based on a 
product or an offer. A company’s objective is to make their product/offer different or bet-
ter in a way in order to gain market preference and thus increased sales. In general, the 
marketer of a product knows that the challenge is to create a relevant product-
differentiation. The differentiation can be based on: 

• Difference in availability, such as availability in stores or availability through order-
ing by phone. 

• Difference in service, such as delivery, installation and repairs. 

Two effective physical differentiations are characteristics and performance. New character-
istics provide quick and reliable ways to show further advantage. Furthermore, many char-
acteristics can be protected by patent. Performance can create a visible differentiation by a 
product or package (Kotler, 1999). Products can be divided into two groups according to 
their durability and tangibility. The first group is non-durable products that are goods normally 
consumed quickly, such as food products. The second group is durable products that are 
products used over an extended period of time and which can survive for many years, such 
as cars and furniture (Kotler et al., 2002).  

When a product is developing, marketing executives and other organisational members 
who may be involved in product planning and development need to think about the three 
levels core product, tangible product and augmented product (Kyambalesa, 2000). According to 
Kotler et al. (2002) the most basic level is the core product. It consists of the problem-
solving benefits that consumers seek when they buy a product. The tangible product is 
about packaging, styling, features, quality and brand name. The organisation may also offer 
additional services and benefits, such as one month guarantee, to make up an augment 
product. This augmentation can be used as a competitive tool for product-differentiation 
(Kyambalesa, 2000).  

2.3.2 Price 
According to Lawn (2005), the price is the most important P of the marketing program, 
next to the product itself. The price is partly dictated by consumer demand and perceived 
value for money (Miller, 2001). The only variable in the marketing program that must be 
set in relation to the other three P’s is the price (Low & Tan, 1995).  
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The price is different from the other three P’s in the marketing program in the way that it 
creates incomes while the other P’s create costs (Kotler, 1999). Prices can appear in many 
ways, such as rent, rates, premium and interest. When making pricing decisions the com-
pany should take several important issues into consideration. It needs to consider costs of 
production, the market’s observation of the product value and the competition that the 
company faces. The price of the product does not necessarily reflect the cost of producing 
it, even if cost information is an important aspect of price setting (Kyambalesa, 2000).  

To decide the price, many companies base the price on the calculated cost. This is called 
“cost based pricing”. Another alternative is “value based pricing”, where the company es-
timates the maximum price that the customer is willing to pay for a product or service. 
Based on this value, the price is set a bit lower in order to prevent customers from hesitat-
ing to buy the product (Kotler, 1999).   

2.3.3 Promotion 
Promotion is the activities that inform the customer about the product and that raise 
awareness of the product. These activities include e.g. advertising, sales promotion, per-
sonal selling, publicity and direct mail (Miller, 2001). Any method of informing, persuading 
or reminding customers about the product, price and place is promotion (Low & Tan, 
1995). According to Kotler (1999), this P consist of all communication tools that can pre-
sent a message to the audience concerned. The most useful tool to create knowledge about 
a company, product, service or an idea is advertising (Kotler, 1999) and any paid form of 
non-personal arrangement and promotion of ideas, goods or services by a recognized 
sponsor is advertising (Kotler et al., 2002). 

The Communication Element 

One important aspect of promotion is communication. According to Morris et al. (2001), 
communication is the essence of marketing and of promoting a company or its products. 
Wright (2004) states that this is due to the fact that products and services rarely sell them-
selves. Therefore a selling company needs to communicate to its customers in order to in-
form them about why they should use one company or buy one specific product rather 
than another. Communication takes place on both a corporate (corporate communications) 
and a product (marketing communications) level, and provides information about the 
company and its portfolio of products and services. Corporate communications are com-
munications controlled from head office and directed to all stakeholders. Marketing com-
munications, as said by Wright (2004) and Morris et al. (2001), concerns talking, listening 
and promoting the company and its brands to customers and markets and also attempting 
to establish long-term relationships with customers. Morris et al. (2001) specifically empha-
size the importance of listening to the customers in order to respond in an accurate man-
ner. 

In general, according to Malaval (2001), the objectives of B2B communication are close to 
those of mass-market communication. In essence, it is not about selling but to make selling 
easier. The objective is to increase the reputation of the company and the company’s prod-
ucts and expertise, to improve publicity through better identification, to optimize its attrac-
tion and ultimately to encourage preference and the desire to buy (hence increase actual 
purchasing) of the target group. There are several objectives starting by improving the 
company image in order to support the sales force and its performance, as well as provid-
ing information about products and services. It is also a matter of encouraging new and po-
tential customers as well as maintaining present customers’ loyalty.  
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The relationship element 

Another important aspect of promotion is supplier/buyer relationships. Promoting a com-
pany through close relationships usually generate loyalty and repeat purchases. Morris et al. 
(2001) argue that there is an increasing interest among supplying companies to establish re-
lationships with their customers. One important reason is the recognition by companies 
that sustaining a competitive advantage in the global economy increasingly calls for them to 
become trusted members within some sort of relationship network (Morgan & Hunt, 1994, 
in Morris et al., 2001). The increasing availability of information technology that allows 
companies to produce and promote exact customised products or services manufactured to 
meet each individual customer’s needs is another important reason (McKenna, 1995, in 
Morris et al., 2001).  

Kotler et al. (2002) also stress the importance of building relationships to customers. They 
argue that in order for a company in general to promote itself efficiently, it needs to build 
long-term relationships instead of relying on short-term transactions. The goal of a long-
term relationship is to deliver long-term value to customers and the measure of success is 
long-term customer satisfaction. However, Morris et al. (2001) argues that the goal of B2B 
marketing is not to establish relationships with every customer. Many companies realise that 
they are devoting considerable financial and non financial resources trying to establish rela-
tionships with unwilling or inappropriate customers. Therefore, companies need to recog-
nise that there are degrees of relationships, some of which are very close related and inti-
mate while others are more shallow and short term. The strength of the relationship de-
pends on such things as the purchase volumes, the frequency of contacts between people 
in the buying and supplying companies, the extent of cooperation in R&D and the physical 
and technological distance between the two. 

2.3.4 Place 
According to Miller (2001), place can also be called distribution. One important thing is to 
make the product available where it is needed.  There is a need to consider which outlets 
are most appropriate for a particular product (Miller, 2001). The distribution of a product 
can involve wholesalers, retailers, transports and agents (Kyambalesa, 2000). Every supplier 
has to decide how they are going to make their products available to the concerned market. 
The two opportunities that exist are either to sell the products on their own, or by using 
middlemen. It is important for companies to realise that the choice of distribution is the 
base for a pretty long-term undertaking that they might live with even if new types of 
products are manufactured and the business situation changes (Kotler, 1999). 

2.4 Summary 
When companies in business-to-business environments are working on their marketing 
strategies to improve the marketing program and increase value for the customer, it is im-
portant for the managers to understand the customers’ buying situations and what elements 
that influences the choices for buying a certain product or choosing a certain supplier. 
These elements can for instance be factors that are directly combined to the product but 
also factors that influence the choice in both organisational and individual levels. These 
choices are taken by members from different parts of the organisation which often influ-
ences the choices in different ways. The influence is dependant on what type of buying 
situation that appears. If the relationship between the customer and the supplier is new for 
instance, the company can influence the buying decisions of the customers in different 
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phases of the decision process. These buying decisions of the customer can be influenced 
by the supplier through a set of marketing tools (the 4 P’s). This study will investigate how 
Fläkt Woods, supplier of chilled beams, can improve the four P’s by having knowledge 
about what elements that influence their customers’ buying decisions. 
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3 Fläkt Woods 
The following chapter introduces the reader to some basic facts about Fläkt Woods, its 
products and its customers. In order to fully understand the core task of this study it is im-
portant to also understand the role of the customers and what products that are involved in 
the transaction between Fläkt Woods and the customers. In order to understand how 
Fläkt Woods are going to improve their marketing program, it is also of vital importance 
to understand how they work with their marketing program today. The elements included 
in their marketing program, and the way the elements are carried out, are introduced. 

 

Fläkt Woods Groups was formed by two of the world’s leading names in the Air Move-
ment and Treatment industry, namely:  

• Fläkt – a specialist in air handling, fans and air climate 

• Woods Air Movement – a global leader in axial fans 

Fläkt was established by two engineers in 1918 and Maurice Woods formed the company 
Woods Air Movement in 1909. In February 2002 they were brought together in one new 
company named Fläkt Woods (Fläkt Woods, 2005a). 

3.1 The company 
Fläkt Woods is a global actor within ventilation and treatment of air systems. Fläkt Woods 
supply indoor climate in hospitals, offices, industries, schools etc. (Fläkt Woods, 2005h). In 
the year of 2004, Fläkt Woods had a net turn over of 1 341 340 000 SEK and consisted of 
1 108 employees (K. Tubbin, personal communication, 2005-05-13). Fläkt Woods’ Swedish 
organisational structure is organized in accordance with Figure 3.1. 

 

Figure 3.1 – Fläkt Woods’ organisational structure in Sweden 
(Fläkt Woods, 2005k). 

The mission of Fläkt Woods is to be the leading supplier of ventilation products for build-
ings and industries in order to provide clean and fresh air. They also bring comfort at work 
and in public areas (Fläkt Woods, 2005i). Fläkt Woods’ customers include consultants, in-
stallation engineers and commissioners of construction projects (R. Kasper, personal 
communication, 2005-03-04). 
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To be environmental conscious comes hand in hand with the business area that Fläkt 
Woods is operating in because they are supplying clean and useful air and environment to 
their customers. They are certified by ISO 14000 (Fläkt Woods, 2005j). ISO (International 
Organization for Standardization) 14000 is a management-system for companies and or-
ganisations that want to run a structured environmental work. The management-system 
constitutes a tool to make it easier to achieve constant improvements (ISI, 2005).  

3.2 The products 
Fläkt Woods develop and manufacture a wide assortment of ventilation and air handling.  
Their products cover every function within a system and particular products for different 
application areas (Fläkt Woods, 2005g). One of their product groups is Chilled Beams 
Flexicool. Flexicool is a complete range of chilled beams with matching accessories. A sys-
tem with chilled beams is suitable for ventilation and cooling when there is a high demand 
for cooling and/or when there is a demand on individual regulation of the temperature 
(Fläkt Woods, 2005c). 

There are three categories of chilled beams in the Flexicool assortment. The first one is 
called supply air beams. This sort of chilled beams gives a combination of ventilation and 
cooling, and it can also generate heating. Supply air beams are available with one-way or 
two-way air distribution and they produce a draught-free air supply. They are either ceiling 
mounted, in that case they lie flush with the suspended ceiling, or free space mounted 
(Fläkt Woods, 2005d). The disadvantage with these chilled beams is that the supply air is 
captured from above the ceiling where it is usually dusty (R. Kasper, personal communica-
tion, 2005-03-04).  

The second category of chilled beams is called passive chilled beams. This sort of chilled 
beams is used to provide the cooling in a room, means of separate supply air devices is 
used to supply the air. Passive chilled beams are installed in the same way as the supply air 
beams, thus either ceiling mounted or free space mounted without ceiling (Fläkt Woods, 
2005e).  

The last category of chilled beams is called induction beams which is the most efficient and 
hygienic product category (R. Kasper, personal communication, 2005-03-04). Induction 
beams are constructed in order to manage high cooling effects, to be well mixed with room 
air and provide comfort and low air speed in the occupied rooms (Fläkt Woods, 2005f).  

The three categories of chilled beams that Fläkt Woods supply can be seen in figure 3.2. 
The first and second picture from the left represents broad and small induction beams re-
spectively, number three represents a supply air beam and the last picture represents a pas-
sive chilled beam.  

 

 

Figure 3.2 - Fläkt Woods’ chilled beams 
(Fläkt Woods, 2005c). 

Throughout the thesis, the term product represents both the three categories of chilled 
beams and the four products mentioned above, and no difference will be made between 
them. 
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3.3 The customers 
Fläkt Woods’ customers consist of three different groups; consultants, installation engi-
neers and commissioners of construction projects. However, the commissioners have no 
direct influence on the buying decisions regarding the chilled beams and they will not be 
considered in this study. Instead, the study will focus on the two remaining groups (con-
sultants and installation engineers) because they influence the decision of what ventilation 
system to utilise in the construction projects. The two groups are marked grey in Figure 3.3 
below. 

 

Figure 3.3 – The relationships between Fläkt Woods, the installation engineers and the consultants. 

The commissioner gives a commission to the entrepreneur, who then contacts the consult-
ant of ventilation for help to design the ventilation system. The consultant of ventilation 
prescribes which product that is proper and fulfils all the demands (this is done in the con-
struction-documents). If there are many suppliers whose products are fulfilling the de-
mands, it is up to the installation engineer to choose a supplier together with the commis-
sioner. It is then the installation engineer that gives an order to the supplier and also installs 
the products (R. Kasper, personal communication, 2005-03-04).  

3.4 How Fläkt Woods deal with the elements today 
As mentioned earlier, the aim of this study is to find out how Fläkt Woods’ customers per-
ceive certain elements and why they perceive them the way they do. Below, the way Fläkt 
Woods deal with these elements today is presented. In order to structure the elements, they 
are arranged according to the 4 P’s.  

3.4.1 The elements concerning product 
The elements included in the study concerning product are service, technical performance, 
technical knowledge, installation, calculation program, flexibility, technical documentation 
and quality. The information in the following paragraphs is provided by A. Jonsson and K. 
Tubin (personal communication, 2005-05-12): 
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Fläkt Woods do not offer any after-sales service on their chilled beams in Sweden. Instead, 
after-sales service is offered to the end customers by installation engineers. However, Fläkt 
Woods do offer their customers performance control of their products. This control is car-
ried out in Fläkt Woods’ own test laboratories were the chilled beams are tested in an envi-
ronment similar to were they will be installed.  

Until now, the technical performance of the ventilation products have been one of the 
most important elements and one of the most important tools in the marketing program to 
attract new customers. Today however, Fläkt Woods believe that this is about to change 
and that the customers will value other elements such as physical appearance higher.  

Technical knowledge is another important element. For Fläkt Woods the objective is to al-
ways provide the customers the information they need. If the staff in contact with custom-
ers can not provide appropriate technical knowledge themselves, they will employ the rest 
of the organisation in order to obtain the knowledge required.  

Furthermore, Fläkt Woods do not conduct the installation of their chilled beams them-
selves, instead this is managed by installation engineers. However, Fläkt Woods must offer 
chilled beams that are easy to install in order to attract new installation engineers as cus-
tomers.  

Fläkt Woods also offer their customers assistance to calculate the optimal function of their 
chilled beams. Calculations are generated by the company’s own calculation program called 
Win Don.  

Fläkt Woods also strive for high flexibility. According to them, their strength in flexibility 
lies within the fact that they can offer special solutions of their chilled beams.  

Regarding technical documentation, all of Fläkt Woods’ existing technical information such 
as product catalogues etc is available to the customers.  

Quality is the final element included in the product. However, for Fläkt Woods the main 
emphasis of the product characteristics is not to follow up on quality. Follow ups are only 
made if Fläkt Woods receive complaints from their customers. If no complaints are re-
ceived, the customers are assumed to be satisfied. 

3.4.2 The element concerning price  
Fläkt Woods use market adjusted pricing when determining the price of their products (A. 
Jonsson & K. Tubin, personal communication, 2005-05-12). The part of the marketing 
program concerning price will not be paid much attention to in this thesis since Fläkt 
Woods provide different chilled beams with different price and the focus has not been set 
on one product only.  

3.4.3 The elements concerning promotion 
The elements included in the study concerning promotion are market adjustment, commu-
nication and relations. The information in the following paragraphs is provided by A. Jons-
son and K. Tubin (personal communication, 2005-05-12): 
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Regarding market adjustment, Fläkt Woods continuously work to adjust their products to 
market needs and they investigate the market before they introduce new products. A prod-
uct is generally converted into a standard product when the number of orders increase and 
when the product becomes repeatedly ordered.  

In the area of communication Fläkt Woods mainly use personal selling as a promotion tool. 
Fläkt Woods’ vendors keep contact with the customers and conduct visits in order to in-
troduce new product when needed.  

Regarding relationships, Fläkt Woods arrange common activities such as watching hockey 
games etc. in order to strengthen the relationship between vendors and customers.  

3.4.4 The elements concerning place 
The elements included in the study concerning place are geographic distance and time of 
delivery. The information in the following paragraphs is provided by A. Jonsson and K. 
Tubin (personal communication, 2005-05-12): 

Fläkt Woods do not make any effort to try to reduce the geographic distance to the cus-
tomers. All chilled beams are provided from the production centre in Jönköping, no matter 
if the customer is located nearby in Sweden or in another part of Europe.  

Moreover, the time of delivery of Fläkt Woods’ chilled beams represent a minimum of two 
days, depending on the geographic distance between Fläkt Woods’ production centre in 
Jönköping and the location of the customer.  

Regarding distribution, Fläkt Woods do not own their distribution system, but cooperate 
with independent distributors. 
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4 Methodological approaches 
The methods utilised to perform the research in this study stem from some fundamental re-
search philosophies. The following chapter introduces three philosophies that will provide 
some better understanding of the methods chosen. 

4.1 Presentation of the problem  
The choice of method in marketing research is based on the presentation of a problem 
which will affect the rest of the investigation (Halvorsen, 1992; Jacobsen, 2002). According 
to Jacobsen (2002), there are three ways to evaluate the problem before choosing the 
method. The first one is about how clear the presentation of the problem is. A clear presen-
tation of the problem is used when the investigator have large knowledge about the subject 
but wants to get more knowledge in specific areas. An unclear presentation of the problem 
is used when the investigator have less knowledge about the subject that is going to be ex-
plored. 

The second part to consider before choosing method is if the presentation of the problem 
is describing or explaining. A descriptive presentation of the problem explore the problem at a 
certain time and place while a describing presentation of the problem on the other hand 
tries to outline the cause of the phenomena or tries to investigate why a situation looks in a 
special way (Jacobsen, 2002). 

The third thing to consider is if the problem can be generalised or not. To be able to general-
ise the result, the sample has to be representative for the whole population (Jacobsen, 
2002). 

4.2 The design of the investigation 
The method is also dependant on the design of the investigation since the design is chosen 
based on the presentation of the problem. There are two kinds of designs to use. The first 
one is the intensive design that strives for deep knowledge in the chosen area or unit with de-
tails and nuances. A total understanding of the investigation unit and its context is strived 
for. The second design is the extensive that strives for a broad understanding and investi-
gates many units. This design is often used when the purpose is to generalise the results. 
The extensive design is preferred when there is a clear and describing presentation of the 
problem and when there is a need to generalise. The intensive design is favoured when 
there is an unclear and explaining presentation of the problem, where there is no need to 
generalise (Jacobsen, 2002). 

4.3 Philosophies 
There are three philosophies in the area of primary data research.  The first philosophy 
claims that the truth can be found by using a qualitative approach. The second philosophy 
argues that the truth can be found by using a quantitative approach and the last philosophy 
claims that the truth can be found by combining the qualitative and quantitative ap-
proaches (Baker, 1995). These methods will be further described in the following sections. 
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Presentation of the 
problem 

Data collection
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Investigator 
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4.3.1 Qualitative approach 
A strategy to get to grips with reality is the inductive, or “from empirical to theory” strategy 
(Jacobsen, 2002). The strategy can also be called “the discoveries way” (Holme & Solvang, 
1997). The ideal is for the investigator to go out into reality, with almost no expectations, 
and collect all relevant information. This strategy enables the investigator to create an open 
mind to what he is going to investigate. The qualitative method is very open for new in-
formation, and thus, it can be united with the inductive approach (Jacobsen, 2002).  

A qualitative investigation is constituted mainly by words and text. Therefore, a general un-
derstanding and context is more important than details (Christensen, Andersson, Carlsson & 
Haglund, 2001). According to Jacobsen (2002), the qualitative approach is preferred with an 
intensive (get to the bottom with a few units) design of the investigation. The central part in 
an intensive study is to get the overall picture of a phenomenon. Openness is a keyword for 
this approach. A qualitative approach is also flexible. The starting point is to have a presen-
tation of the problem, but this can be changed gradually. Therefore, in the qualitative 
method it is difficult to distinguish the data collection from the analysis. In this method the 
investigator can analyse gradually when he receives the data, and from the basis of this 
analysis he can change the data collection. This process is described in Figure 4.1 (Jacobsen, 
2002). 

Figure 4.1 – The qualitative investigator process 
(Jacobsen, 2002). 

Figure 4.1 shows that with a qualitative method the investigator have the opportunity to 
change the presentation of the problem, the investigator’s arrangement, data collection and 
the analysis gradually during the investigation. The line between these phases is not clear, the 
method is an open approach (Jacobsen, 2002). 

4.3.2 Quantitative approach 
Another strategy that can get to grips with reality is the deductive, or “from theory to em-
pirical” strategy, the opposite to the qualitative strategy (Jacobsen, 2002). This strategy can 
also be called the proved way (Holme & Solvang, 1997) This strategy states that the first 
thing to do is to create some expectations about what the world looks like and then go out 
and collect empirical data to see if the expectations agree with reality. The expectations are 
built on previous theory. One method that is deductive is the quantitative method. Here, 
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the investigator categorises information before it is collected and questions are fixed with 
alternative answers. The fundamental starting point of the quantitative method is that the 
social reality can be measured by method and instruments that give information based on 
numbers (Jacobsen, 2002).  

Quantitative methods can also be called extensive (it handles many units) or relative closed 
(the information that is going to be collected is defined in advance by the investigator) 
(Jacobsen, 2002). The method that is utilised to collect data in the quantitative method is 
dominated by questionnaires with given alternatives for answers (fixed questions) 
(Jacobsen, 2002). Unlike interviews and discussions, the questions in a questionnaire are 
decided in advance and all interviewees receive the same questions (Halvorsen, 1992). A 
method such as this assumes that the people who answer can get their opinion about reality 
in fixed answers, defended in advance by an investigator. The investigator puts strong limi-
tations on which information that is collected. Hence, this kind of method is based on a 
closed approach. Quantitative methods can also use secondary information based on avail-
able statistics or other investigations that are built on questionnaires (Jacobsen, 2002). Per-
formance data, which are usually quantitative, may well be data that is available to the com-
pany (Birn, 1992).  

The criticism of a quantitative method is that the investigators only look for the informa-
tion that they believe is relevant (Jacobsen, 2002). The positive thing about using a quanti-
tative method is that the amount of information can be reduced to what the investigators 
want and that many people will answer the same questions (Halvorsen, 1992). When doing 
a questionnaire for a quantitative method, positive things are low costs, the investigator can 
use pictures to clarify questions, the amount of questions is larger than in an interview, the 
interviewee can choose when to fill in the questionnaire and the interviewee can also usu-
ally be anonymous. Unfortunately it is not only positive using a questionnaire. It takes a lot 
of time to receive the answers and the response rate is generally lower than for other kinds 
of interviews. Another negative thing is that the investigator can not explain possible ob-
scurities (Christensen et al., 2001).  

4.3.3 A combination of quantitative and qualitative approaches 
During the years, many arguments about the most appropriate market research approach 
have been widely discussed regarding the way that they deal with research problems (Baker, 
1995; Jacobsen, 2002). According to Baker (1995), the arguments for the strengths and 
weaknesses of the approaches bring the conclusion that one of the methods is no better 
than the other and that they actually support each other. These statements lead to the third 
philosophy: a combination of the qualitative and quantitative approach. According to Baker 
(1995), it is clear that each research type can be relevant, depending first upon the nature of 
what is to be elicited from respondents and second upon what the marketer is comfortable 
in using, given the perceived risk of uncertainty. Jacobsen (2002) also support a combina-
tion of the two approaches and state that the approaches can compliment each other in 
two different ways. The first way is a combination of the qualitative and quantitative meth-
ods in the same survey. This can for instance include the use of open questions that the re-
spondent can answer in own words or an interviews with a few standardized questions. 
The second way is to combine the two methods by several investigations for the same pro-
ject. This can for instance consist of a first interview to reach clarity in the subject and fur-
ther use that knowledge when developing the questionnaire. 
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5 Method 
Different methods and different approaches can be chosen when performing a research 
study, all of them based on research methodology. The following chapter gives an insight of 
how the research of this study was performed, and what theories it was based on. 

 

In short terms the problem of this thesis is based on Fläkt Woods’ need to find out how 
and why certain elements influence their customers buying decisions. Since there is some 
pre knowledge about what elements to consider but no knowledge about how the custom-
ers perceive the elements used Fläkt Woods’ marketing program and why, the presentation 
of the problem is both clear and unclear. This study also wants to reach information from a 
broad population (how) but further wants to have detailed in depth knowledge from each 
of the customers (why). Hence, the presentation of the problem can be considered as both 
describing and explaining. This study will be considered as a sample and will not be gener-
alised to all customers at Fläkt Woods. The design of the investigation is extensive since 
many units will be investigated and intensive since the reason behind the answers, the de-
tails and the nuances are searched for.  

5.1 The choice of method 
To be able to gain customer value to use in their marketing program, Fläkt Woods had to 
conduct a customer research. According to Woodruff (1997), there are several ways of 
bringing the voice of the customer into an organization. A technique often employed by or-
ganisations that want to learn about what the customers need and demand is the customer 
satisfaction measurement (CSM). This kind of measurement often answers the questions 
what and how, and the frequently used method for this purpose is the quantitative survey. 
One of the ways to conduct this method is to use scaling techniques used in practice today. 
These may be represented by e.g. ranking scales, rating scales or derived importance through 
regression and conjoint analysis. Unfortunately it can not deal with any details about why the 
customers have answered the way they have. For instance, a supplier who wants to build 
long term relationships with its target customers will only get limited insights from data on 
product and service attributes such as product quality and on-time delivery. The supplier 
must also know what the target customers feel about their relationship with the supplier. For 
a manager, it is almost impossible to be able to create strategies and tactics to improve cus-
tomer value delivery based only on quantitative performance, disconfirmation, or overall sat-
isfaction scores. 

Even if the satisfaction surveys are good for uncovering how customers evaluate a supplier's 
strengths and weaknesses, Woodruff (1997) argue that in delivering desired value, the prac-
tice ignores the fact that they provide little, if any, insight into why customers made these 
evaluations. A disconfirmation rating may reveal that the customers think that the supplier's 
"on-time delivery" is poor. But what does that mean? Is there are risk that the supplier de-
fine on-time delivery differently than the customer? For instance, does the product not get 
from the dock into the customer’s manufacturing process quickly enough? Decisions on 
how to best reinforce strengths and improve weaknesses must consider such reasons, and it 
can be frustrating for managers to lack insight provided by typical CSM results. This prob-
lem can be solved by customer value determination (CVD) that follows up on each satisfac-
tion survey to explore reasons for high and low satisfaction scores. An often utilised method 
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in CVD is the qualitative techniques that are particularly well suited for exploring customers’ 
reasons for their satisfaction ratings. 

CVD is used to provide managers with answers to critical questions that should guide 
learning about their customer (Woodruff, 1997). CVD techniques are regularly used to 
provide a more complete picture of customers' entire desired value hierarchy. Techniques 
such as laddering interviews and analysis techniques are often applied in order to outline 
customers’ perceived linkages between product attributes, consequences, and goals or val-
ues (Reynolds and Gutman 1988, in Woodruff, 1997). 

Since the purpose of this study is to find out how Fläkt Woods’ customers perceive the 
elements and why they perceive them the way they do, the method had to be a combina-
tion of a qualitative and quantitative approach. Such an amalgamation supports the combi-
nation of CSM and CVM (discussed above) which this study will be influenced by. This is 
supported by Baker (1995) who states that the quantitative method often answer the ques-
tion what and how, while the qualitative method tries to describe why. Birn (1992) adds 
that any information that is collected is basically concerned with two things: What is hap-
pening in the market? (this is classified as performance data, which is mainly quantitative 
data), and Why is it happening? (this is classified as behaviour and attitude data, which are 
mainly qualitative data).  

In addition Jacobsen (2002) argue that the quantitative approach is appropriate when there 
is a clear and describing presentation of the problem, when there is a need to generalise and 
when the design of the investigation is extensive. The qualitative approach is suitable when 
there is an unclear and explaining presentation of the problem, when there is no need to 
generalise and when the design of the investigation is intensive. In this thesis the presenta-
tion of the problem is both clear and unclear and Fläkt Woods need to have both a de-
scription and an explanation to answer the purpose. A combination of the extensive and 
the intensive design need a combination of the methods. Therefore, Hollensen’s arguments 
also support the choice of philosophy that combines the qualitative and quantitative ap-
proach.  

5.1.1 How to collect primary data by mixing qualitative and quantita-
tive methods 

Also Jacobsen (2002) argues that qualitative and quantitative methods can be combined by 
mixing the two in a single study. For instance, a quantitative method outlined by a ques-
tionnaire with fixed questions can be mixed by adding open questions that derive from a 
qualitative method.  

Regarding Fläkt Woods, the company wanted to investigate their five most important con-
sultant customers and their five most important installation engineer customers in four dif-
ferent sales areas (a total amount of 40 customers). The purpose was to explore how Fläkt 
Woods’ customers perceive certain elements when choosing Fläkt Woods as a supplier of 
chilled beams and why they perceive them the way they do. In order to collect primary data 
based on these criteria, a mixed qualitative and quantitative method was found to be the 
most appropriate approach and a questionnaire containing both fixed (answering how) and 
open questions (answering why) were created. The fixed questions also included relinquish 
alternatives with the opportunity for the customers to justify the reason behind their choice 
not to answer. This is supported by Halvorsen (1992) who argue that this kind of “don’t 
know” alternative is one of the most important components in a questionnaire. 
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5.1.1.1 What elements to study 
Most of the elements in this study have been assigned by Fläkt Woods. These elements en-
tail quality, service, technical performance, technical knowledge, time of delivery, installa-
tion, calculation program (Win Don), flexibility, market adjustment, technical documenta-
tion and geographic distance. These elements were chosen by Fläkt Woods since they all 
are the ones mainly used in Fläkt Woods’ marketing program. These elements are impor-
tant for Fläkt Woods since they can be used to improve their marketing program to in-
crease the customer value and in the long run increase the profitability. However, the au-
thors have chosen to add two additional elements. These elements are relationships and 
communication. They represent the interaction between people and they are based on ear-
lier research and theories mentioned earlier in the thesis. 

5.1.1.2 Why choose five answering alternatives in a questionnaire instead 
of seven? 

According to Jacobsen (2002), there is no meaning in having more than seven or eight an-
swering alternatives in a questionnaire. To use answering alternatives that range from one 
to more than eight can make the alternatives loose their actual meaning and it becomes 
hard for the respondents to know the exact meaning of their answers. The question is: 
How big is the probability that the respondents would answer exactly the same way if they 
were to repeat the procedure after a couple of weeks? A questionnaire with answering al-
ternatives that range from one to five clearly reduces the risk of loosing the sense of each 
alternative and provides a sensible label to each answer. Three answering alternatives is 
even easier but there is a risk that the alternatives will loose some of its shades. Also seven 
or eight answering alternatives can become a label problem, which is the reason why five 
alternatives is the most common technique. Supported by this knowledge, the question-
naire in this study came to entail five answering alternatives. 

5.1.2 How to select units out of a population 
One of the most important reasons to choose a quantitative method is to get a representa-
tive picture of a population. Usually, an investigation is implemented on many units, but 
practically it is impossible to involve every unit. In that case, a selection has to be done 
(Jacobsen, 2002). There are principally two types of selection methods; probability selection 
and non-probability selection. The probability selection is based on the idea that the investiga-
tors choose a selection of people that they believe are representing the whole population 
that is going to be investigated (Denscombe, 2000). Probability selection can be conducted 
through a method called haphazard selection were the hazard selects units. This can be 
done e.g. by throwing a dice (Arbnor & Bjerke, 1994). In a non-probability selection, the 
people included do definitely not constitute a haphazard selection. This can be conducted 
e.g. by handpicking people. This situation usually occurs when the investigators have cer-
tain knowledge about the people that are going to be studied and deliberately select some 
of them (Denscombe, 2000). 

The choice of units in this study was conducted by a non-probability selection. The units 
consisted of 37 customers from four different sales areas in Sweden out of 15 (Stockholm, 
Göteborg, Malmö and Jönköping). When selecting sales offices, the three major offices in 
Sweden was chosen but also the sales office at the head quarter in Jönköping. Each sales 
office selected their five most important consultant customers and their five most impor-
tant installation engineer customers in the area. When selecting units, some guidelines were 
drawn up in advance by Fläkt Woods. The guidelines consisted of five consultants and five 
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Total units that has answered 

Total units that has been chosen 
for the investigation. 

Answers in percent = x 100 

installation engineers from one sales office in each of the four sales areas (a total of 40 cus-
tomers). The authors contacted a vendor in each of the four sales offices in order to obtain 
contact data on five of their most premier consultant customers and five of their most 
premier installation engineer customers. Since the Jönköping sales office turned out to have 
only four consultant customers and three installation engineer customers, the selection of 
the study ended up including 37 units instead of 40 (19 consultant customers and 18 instal-
lation engineer customers). 

5.1.3 Reductions 
A considerable problem in investigations is reductions. Reductions can depend on respon-
dents that refuse to answer, that do not have the capacity to answer or that the investiga-
tors can not get hold of the respondents (Christensen et al., 2001). One type of reduction is 
the no-answer. This means that a respondent refuses to be interviewed or ignores to return 
a questionnaire.  Another kind of reduction occurs when a respondent return the question-
naire without answering all of the questions (Jacobsen, 2002). According to Christensen et 
al. (2001), in order to count the reduction from an investigation a specific formula can be 
applied: 

 

 

 

In order to know that the answering rate is not too low the following roles of thumb can 
be useful: 

Above 50 percent = satisfactory 

Above 60 percent = good 

Above 70 percent = excellent 

The answering rate of a questionnaire can vary extensively, and it is hard to define what is 
normal. Some investigations receive answering rates from 30-40 percent, while others have 
an answering rate of almost 100 percent. Usually, a post-questionnaire with a reminder re-
ceives an answering rate at approximately 50 percent (Christensen et al., 2001). There are 
several measures to increase the answering rate. A common way to increase the percent of 
answers is a reminder or a second circular. Another way to increase the rate is advance no-
tifications, especially by phone (Arbnor & Bjerke, 1994).  

Concerning this study, the answering rate was 30 percent after the deadline had passed with 
a couple of days. After additional reminding phone calls and e-mails to all remaining cus-
tomers and an extra dispatch of questionnaires by mail, the final answering rate rose to 50 
percent which, according to Jacobsen (2002), is a satisfying result. 



 Method 

28 

5.1.4 How to analyse the information 
The next phase in the investigation is to analyse the information. The first thing to do is to 
compile the information in a computer to enable analysis in a statistic program (Jacobsen, 
2002). The statistic analysis in this study was conducted using SPSS 13.0. SPSS (Statistical 
Package for the Social Sciences) is a program package for statistic arrangements and is con-
sidered to be the leading statistic program today (Aronsson 1999).  

To be able to treat every question in a questionnaire statistically the answering alternatives 
have to be changed into a number. When coding a rank-question the different alternatives 
can be given different points. The more positive the alternative is the higher points it gets 
(Jacobsen, 2002). As a result question 18 in the questionnaire was coded likewise. This 
question entailed a ranking of 16 elements, were number one was the most important one. 
The element that was placed as number one received 16 points, and the element that was 
placed as number two received 15 points and so forth, until the element that was placed as 
number 16 received 1 point.  

When the coding was done the next step was to analyse the individual open questions. Ac-
cording to Jacobsen (2002), the process of a qualitative analysis consists of three parts. The 
first step is to describe the collected data in detail without using any judgments. Secondly, 
the data should be systemized and categorized but also reduced. The reason for this is to 
enable a leverage of the important findings to the reader early. The last step is a combina-
tion of data. In this phase it is relevant to find causes and to structure the data in order to 
be able to find the most interesting relationships. The steps do not necessarily have to be 
considered in this order. 

The qualitative data was put together for each question with all the details and nuances that 
the customers had used in the answers. As a second step the amount of data was decreased 
by grouping the answers that was the same from different customers to make the impor-
tant opinions clear. As a part of the last step of the analysis of the open questions, the an-
swers were structured in the best way to find the most essential relationships with the 
closed questions. The second part of the process was important since the answers could 
more easily be understood when the amount of data were cut down and the main points 
were found. This is supported by Christensen et al. (2001) who argue that the qualitative 
analysis is characterised by focusing on the entirety and the investigated consistency, rather 
than on details or specific words.   

5.2 Validity and reliability  
According to Jacobsen (2002), a research should always try to minimize problems that can 
be referred to validity and reliability. No matter what data that is going to be collected, it 
should fulfil two demands: 

• The data have to be valid and relevant (validity). 

• The data have to be reliable and trustworthy (reliability). 

Validity means that the investigators really measure what they wish to measure (Jacobsen, 
2002). It is also about trustworthiness, how well the study and its results agree with reality. 
Validity can be divided into two groups; internal and external validity (Christensen et al., 
2001). Internal validity deals with the question: did we get the results we expected? And ex-
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ternal validity deals with the question: can we apply our findings to other contexts? 
(Jacobsen, 2002). 

Reliability concerns the ability of the measurement to resist haphazard mistakes. A measure 
that is completely reliable has no haphazard mistakes (Christensen et al., 2001). According 
to Jacobsen (2002), reliability means that the results of a study can be trusted. It deals with 
the question: would the study get the same result if it would be done again? The relation-
ship between validity and reliability in an analytic approach is that validity demands reliabil-
ity, but not the convert. Figure 5.1 describes the relationship between validity and reliabil-
ity. In the left target the result is reliable but not valid. In the right target the result is valid 
but also reliable (Arbnor & Bjerke, 1994). 

 

 

 

 

 

Figure 5.1 – The relationship between validity and reliability 
(Arbnor & Bjerke, 1994). 

Both qualitative and quantitative research methods have to be exposed to a critical exami-
nation in order to justify the validity and reliability of the research conclusions. Lee (1999) 
argues that although researchers consider the concepts of reliability and validity to be im-
portant, there is a dichotomy between qualitative and quantitative researchers in how they 
relate to these theories. According to Jacobsen (2002), some researchers argue that qualita-
tive methods can not undergo a validity and reliability evaluation because these evaluation 
measurements are based on a quantitative logic and adapted to quantitative methods. But 
both Lee (1999) and Jacobsen (2002) oppose to this. Lee (1999) argues that although the 
traditions of qualitative and quantitative research differ indeed, the ideas of validity and re-
liability apply equally to both. Jacobsen (2002) states that the measurement of validity and 
reliability, even in qualitative researches, does not mean to let data be subjected to a quanti-
tative logic. It simply means a critical approach to the quality of the collected data. 

5.2.1 Internal validity within qualitative methods 
According to Jacobsen (2002), internal validity concerns validity of the results. Is the de-
scription of a phenomenon true or not? Within social science, the term intersubjectivity is 
commonly used instead of truth. Intersubjectivity means that the closest one can come to 
the truth is that several people agree on that something is a true description. The larger the 
number of people that agree on the description, the larger the probability is that the de-
scription is true. Thus, when it comes to qualitative methods, testing validity means testing 
the results towards other people. Internal validity can also be tested e.g. through a critical 
check-up of the results. 
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5.2.2 External validity within qualitative methods 
According to Jacobsen (2002), external validity concerns to what extent the results of a 
study can be generalized. But, the purpose of qualitative methods is usually not to generalize 
from the selection of units to a larger group of units (the population). Instead, the purpose 
is to understand and deepen terms and phenomena.  

With reference to qualitative studies, according to Dey (1993, in Jacobsen, 2002) the 
strength lies within the ability to generalize data from a minor selection of units to a more 
theoretical level. It creates general theories that are based on what has been observed, read 
or heard throughout the study.  

5.2.3 Reliability within qualitative methods 
According to Jacobsen (2002), when measuring the reliability of the results, it is important 
to keep in mind that the chosen method of the study may influence the results. In qualita-
tive studies, the object or phenomenon that is studied is influenced by the researcher and, 
at the same time, the researcher is influenced by the relations that emerge along the process 
of data collection. For instance, the research will undoubtedly expose the studied objects to 
certain stimuli or signals that may unconsciously affect the objects (unless the research is 
kept unknown to those who are being studied). Reliability may also be threatened by care-
lessness in taking notes or analyzing data.  

5.2.4 Internal validity within quantitative methods 
When using questionnaires with given reply alternatives or other forms of quantitative 
methods, the challenge is to ensure that the questions measure the phenomena that are ac-
tually intended to be measured in the study (Jacobsen, 2002). 

5.2.5 External validity within quantitative methods 
According to Jacobsen (2002), external validity can be applied to qualitative methods by 
generalizing data from a minor selection of units to a more theoretical level. In quantitative 
studies however, generalizing often means something else. Here, the generalization is made 
from a minor selection of units that have been studied to a larger population that has not 
been studied. The aim is to generalize from few to many units. However, this study will not 
be generalised to a larger population than the chosen units, since the total number of cus-
tomers of chilled beams are unknown for Fläkt Woods which make it impossible to distin-
guish whether the chosen units are representative for the whole population or not. 

5.2.6 Reliability within quantitative methods 
Similar to qualitative methods, the reliability in quantitative methods is depending on 
whether the results of the study are influenced by the choice of method or not (Jacobsen, 
2002). Thus, reliability is about circumstances that affect the results negatively. Reliability in 
quantitative methods may be influenced e.g. by the interaction between an interviewer and 
the interviewee, by the design of the questionnaire, characteristics of the person who pro-
vides information, how coding and transforming written data into computerized data is 
conducted, and how the registered data is analyzed (Jacobsen, 2002). 
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Within this study, the negative circumstances have been reduced through a number of 
ways. By positioning the questions in the questionnaire in a random order, the respondents 
are prevented from being affected by previous questions. To further ensure reliability, the 
results of the questionnaires will be drawn up in the statistical computer software SPSS. Re-
liability is also positively affected because Fläkt Woods’ vendors have provided the most 
relevant respondent from each customer company, e.g. the person who usually handle the 
contacts with Fläkt Woods. This ensures answers from people with the right knowledge 
and experience. 
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6 Empirical findings 
The study produced some vital empirical findings. The following chapter introduces the 
reader to the results that were enhanced when letting Fläkt Woods’ customers give their 
opinion about the elements in Fläkt Woods’ marketing program. 

 

The result presented underneath is based on twenty-one answers out of thirty-seven ques-
tionnaires that were sent out to the customers. This represents an answering rate of 56,8 
percent. The result will mainly be structured according to the 4 P’s and the answers of the 
fixed questions will be referred to in the following way: 

1: Did not agree 

2: Disagreed to some extent 

3: Did neither agree nor disagree 

4: Agreed to some extent 

5: Totally agreed 

Relinquish 

The questions can be found in appendix 1 and 2. 

6.1 Product 
On the first question about how the service concerning chilled beams is satisfying when call-
ing Fläkt Woods’ vendors or technical support, 61,9 percent totally agreed upon the fact 
that the service was satisfying. 14,3 percent of the customers chose to relinquish and very 
few of the respondents answered that they were not satisfied with the service (see table 
6.1). Some of the satisfied customers answered that the reason behind their answers was 
that Fläkt Woods always could leave quick answers, had great knowledge and that there is 
always someone to talk to within short notice. On the other hand, one customer answered 
that Fläkt Woods was missing system knowledge and could not handle technical solutions 
concerning total contracts. 

 Service Frequency Percent Valid Percent Cumulative Percent 
2 1 4,8 4,8 4,8
3 1 4,8 4,8 9,5
4 3 14,3 14,3 23,8
Totally 
agree 13 61,9 61,9 85,7

Relinquish 3 14,3 14,3 100,0

Valid 

Total 21 100,0 100,0  

Table 6.1 – Result of the question about service. 

On the question about how satisfying Fläkt Woods’ technical performance is, 71,4 percent of 
the customers answered that they were satisfied. An amount of 38,1 percent answered that 
they totally agreed that Fläkt Woods’ chilled beams had a satisfying technical performance 
and none of the customers answered that the technical performance was bad, as can be 
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seen in Table 6.2.  The reasons given by the satisfied customers were for instance that the 
technical performance had improved throughout the years and that the chilled beams of 
today are easy to adjust and easy to mount. However, one customer answered that other 
competitors are a step ahead in this area. 

 Technical  
performance Frequency Percent Valid Percent Cumulative Percent 

3 3 14,3 14,3 14,3
4 7 33,3 33,3 47,6
Totally 
agree 8 38,1 38,1 85,7

Relinquish 3 14,3 14,3 100,0

Valid 

Total 21 100,0 100,0  

Table 6.2 – Result of the question about technical performance. 

Regarding how satisfying the technical knowledge of the people at Fläkt Woods is, 47,6 per-
cent of the customers answered that they totally agreed upon the fact that the people at 
Fläkt Woods that they had been in contact with have enough technical knowledge and 38,1 
percent agreed to some extent (see Table 6.3). The satisfied customers responded that the 
motivation of their answers was that Fläkt Woods is serious and take responsibility and use 
knowledge throughout the whole organisation to find answers if they can not answer by 
them selves. 

Technical knowledge Frequency Percent Valid Percent Cumulative Percent 
2 1 4,8 4,8 4,8
3 2 9,5 9,5 14,3
4 8 38,1 38,1 52,4
Totally 
agree 10 47,6 47,6 100,0

Valid 

Total 21 100,0 100,0  

Table 6.3 – Result of the question about technical knowledge. 

On the question about how easy the installation of the chilled beams are, 38,1 percent of the 
customers chose to relinquish. The rest of the customers answered overall that they were 
rather satisfied with the ease of the installation (see Table 6.4). Even in this question the 
motivation behind the large amount of relinquish answers was that the consultants are not 
often in contact with the installation of chilled beams. The satisfied customers answered 
that the installation of Fläkt Woods’ chilled beams is similar and equivalent to the installa-
tion of other manufacturers’ products. 

Installation Frequency Percent Valid Percent Cumulative Percent 
3 3 14,3 14,3 14,3
4 5 23,8 23,8 38,1
Totally 
agree 5 23,8 23,8 61,9

Relinquish 8 38,1 38,1 100,0

Valid 

Total 21 100,0 100,0  

Table 6.4 – Result of the question about installation. 



 Empirical findings 

34 

The use of the calculation program Win Don and if it fulfils the customers expectations also 
had a high degree of relinquish answers. 57,1 percent of the customers chose to relinquish 
and most of the remaining customers agreed on the fact that the calculation program ful-
filled their expectations, as can be seen in the table 6.5. The motivations for the high 
amount of relinquish answers were that many of the customers do not use it or do not 
need to use it since Fläkt Woods’ vendors assist with necessary calculations. Other com-
ments were that the program is easy to use but would be used more often if the accessibil-
ity of the program was greater. Today, licence issues decrease the accessibility of the pro-
gram. 

Calculation program Frequency Percent Valid Percent Cumulative Percent 
3 2 9,5 9,5 9,5
4 4 19,0 19,0 28,6
Totally 
agree 3 14,3 14,3 42,9

Relinquish 12 57,1 57,1 100,0

Valid 

Total 21 100,0 100,0  

Table 6.5 – Result of the question about calculation program. 

The question about Fläkt Woods’ flexibility had wide spread answers. 33,3 percent answered 
that they totally agreed that Fläkt Woods was flexible. 4,8 percent did not agree and 4,8 
percent chose to relinquish (see Table 6.6). The reason why one of the customers did not 
agree was that he is only interested in standard solutions since possible special solutions are 
expensive and complicated. A customer who agreed to some extent said that Fläkt Woods 
are somewhat inflexible concerning special solutions.  

Flexibility Frequency Percent Valid Percent Cumulative Percent 
Do not 
agree 1 4,8 4,8 4,8

2 4 19,0 19,0 23,8
3 4 19,0 19,0 42,9
4 4 19,0 19,0 61,9
Totally 
agree 7 33,3 33,3 95,2

Relinquish 1 4,8 4,8 100,0

Valid 

Total 21 100,0 100,0  

Table 6.6 – Result of the question about flexibility. 

In the area of Fläkt Woods’ market adjustment in the sense of product, most of the customers 
were satisfied. 61,9 percent of the customers agreed to some extent or totally agreed on the 
fact that Fläkt Woods have market adjusted chilled beams. 28,6 percent did neither agree 
nor disagree (see Table 6.7).  
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Product Frequency Percent Valid Percent Cumulative Percent 
2 1 4,8 4,8 4,8
3 6 28,6 28,6 33,3
4 7 33,3 33,3 66,7
Totally 
agree 6 28,6 28,6 95,2

Relinquish 1 4,8 4,8 100,0

Valid 

Total 21 100,0 100,0  

Table 6.7 – Result of the question about market adjustment in the sense of product 

In the area of technical documentation, most of the customers agreed that Fläkt Woods have a 
clear and easily used technical documentation. 19,0 percent of the customers totally agreed 
that the documentation was good. 52,4 percent agreed to some extent and 23,8 did neither 
agree nor disagree (see Table 6.8). The customers’ motivation was that they find Fläkt 
Woods’ product catalogue and technical documentation to be satisfying and good but not 
as clear as their competitors’, and that some colours are missing in the catalogue layout.  

Technical  
documentation Frequency Percent Valid Percent Cumulative Percent 

3 5 23,8 23,8 23,8
4 11 52,4 52,4 76,2
Totally 
agree 4 19,0 19,0 95,2

Relinquish 1 4,8 4,8 100,0

Valid 

Total 21 100,0 100,0  

Table 6.8 – Result of the question about technical documentation. 

On the question about how satisfied the customers are with the quality of Fläkt Woods’ 
chilled beams, most of the customers totally agreed that they were satisfied (52,4 percent). 
33,3 percent agreed to some extent that the quality was satisfying, as can be seen in Table 
6.9. The arguments for the answers were that the products have a good finish but the cus-
tomers also added that some have no practical experience of the product quality and some 
even admit they do not actually know for sure that the quality is good since they do not fol-
low up on their customers. If no one is calling, it is assumed that everything is satisfying. 

Quality Frequency Percent Valid Percent Cumulative Percent 
3 1 4,8 4,8 4,8
4 7 33,3 33,3 38,1
Totally 
agree 11 52,4 52,4 90,5

Relinquish 2 9,5 9,5 100,0

Valid 

Total 21 100,0 100,0  

Table 6.9 – Result of the question about quality. 
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6.2 Price 
According to the question about Fläkt Woods’ market adjustment in the sense of price, 42,9 per-
cent neither agreed nor disagreed and as many as 33,3 percent chose to relinquish (see Ta-
ble 6.10). 

Price Frequency Percent Valid Percent Cumulative Percent 
2 1 4,8 4,8 4,8
3 9 42,9 42,9 47,6
4 2 9,5 9,5 57,1
Totally 
agree 2 9,5 9,5 66,7

Relinquish 7 33,3 33,3 100,0

Valid 

Total 21 100,0 100,0  

Table 6.10 – Result of the question about price. 

6.3 Promotion 
The customers were asked the question: What distinguishes a good relation between You 
and Your suppliers? The answers were wide spread. Underneath some of the characteristics 
are presented: 

• Personal chemistry is important and the fact that the supplier is available if neces-
sary and helps out with different things such as our desires. 

• It is important to have a fast and easy communication. 
• Support is important, personal visiting, and that the suppliers are serious. 
• Personal chemistry is essential and that agreements are kept is crucial. 
• Open and straight communication is important in addition with fast and correct in-

formation. 
• Clear information about when to get answers, about time of delivery and so on is 

essential.  
• It is important that the customers can always reach the suppliers and that the sup-

pliers get back to you fast. 
• It is crucial with good service, technical knowledge and satisfied communication. 
• Good and fast service is important but also fast answers (and contact) since the 

time of the building-process is often short. 
• Fast, objective and correct answers and responsibility are essential if any faults 

would occur. 
• Fast answers on the offers and that the delivery times are kept are crucial. 
• Openness and honesty are important elements. 
• It is important with mutual confidence and that the vendor recommends competi-

tors that have a product that they are missing. 
• To always be pleasant and that the suppliers are always available if necessary, even 

when problems occur. It is essential that the suppliers always ensure that you are 
pleased. 

• It is important to be able to solve problems in a good level for both parts. 
• The suppliers’ will to help in every situation are crucial. 
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On the question of how Fläkt Woods fulfil the characteristics above of a good relation, the 
result showed that 52,4 percent totally agreed that Fläkt Woods fulfil their expectations on 
a good relationship (see Table 6.11).  

Relation Frequency Percent Valid Percent Cumulative Percent 
3 2 9,5 10,0 10,0
4 5 23,8 25,0 35,0
Totally 
agree 11 52,4 55,0 90,0

Relinquish 2 9,5 10,0 100,0

Valid 

Total 20 95,2 100,0  
Missing System 1 4,8   
Total 21 100,0   

Table 6.11 – Result of the question about relation. 

The customers were also asked if a good earlier relation with a supplier increases the probabil-
ity of future cooperation. As can be seen in Figure 6.1, 17 customers or 81,0 percent totally 
agreed and four customers or 19,0 percent agreed to some extent on the fact that it is of 
crucial importance and that it is natural to continue a cooperation that is working. How-
ever, they say, unfortunately the question of price gets in the picture too often. Besides this, 
Fläkt Woods’ competitors also have qualified vendors and organisations. 
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Figure 6.1 – The importance of good earlier relations 

The result of the question of whether Fläkt Woods have a clear and satisfying communication 
with their customers showed that almost all customers were satisfied with Fläkt Woods’ 
communication. 81,0 percent totally agreed and 19,0 percent agreed to some extent that it 
was satisfying (see Table 6.12). The motivation of this was that the people with technical 
information do their job very good and that there are no communication problems. The 
customers answered that Fläkt Woods have skilful employees with good knowledge about 
the market and their actors. 

Number of  
customers 
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 Enough Contact Frequency Percent Valid Percent Cumulative Percent 
Valid Do not agree 3 14,3 15,0 15,0
  2 1 4,8 5,0 20,0
  3 8 38,1 40,0 60,0
  4 2 9,5 10,0 70,0
  Totally agree 4 19,0 20,0 90,0
  Relinquish 2 9,5 10,0 100,0
  Total 20 95,2 100,0  
Missing 0 1 4,8   
Total 21 100,0   

 

Communication Frequency Percent Valid Percent Cumulative Percent 
4 4 19,0 19,0 19,0
Totally 
agree 17 81,0 81,0 100,0

Valid 

Total 21 100,0 100,0  

Table 6.12 – Result of the question about communication. 

Regarding the first occasion of contact between the customer and Fläkt Woods, most customers 
answer that it happened many years ago and many of the customers do not even remember 
how they first came into contact with Fläkt Woods, some even mentioned that they have 
had partnerships through all times. However, the result showed that the customers’ first 
occasion of contact with Fläkt Woods was on Fläkt Woods’ initiative. This could for in-
stance occur in form of customer visits and by product and sales information. According to 
the customers, most of them had had some sort of contact with Fläkt Woods within the 
last two weeks and the regularity of the contact occasions range from approximately once a 
week up to once a month. In some exceptional cases, the customers are in contact with 
Fläkt Woods as often as once a day or as seldom as a few times a year.  

Regarding the question whether the customers believe that they have enough contact with 
Fläkt Woods concerning Fläkt Woods’ chilled beams, 38,1 percent did neither agree nor 
disagree. The rest of the answers were widespread (see Table 6.13). The arguments for the 
answers were that the contact could be more frequent and that the information flow to the 
consultant could happen on a more regular basis. On the other hand other comments were 
that the customers make the contact that they need. Worth mentioning is also that a great 
difference could be found between the consultants and the installation engineers in this 
question. The consultants seemed to be neither satisfied nor unsatisfied with the frequency 
of the contact while the answers from the installation engineers were wide spread. 30,0 per-
cent of the installation engineers did not agree to the fact that the contact was made often 
enough and 30,0 percent totally agreed.  

 

 

 

Table 6.13 – Result of the question about enough contact. 

Regarding the question of how the contact between the customers and Fläkt Woods is carried 
out, most customers answered that it is mainly conducted via telephone and a few of the 
customers mentioned personal visits.  
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Concerning the question whether the contact is carried out in a satisfying way, the answers showed 
that most of the customers were pleased. As can be seen in Figure 6.2, 14 customers or 
70,0 percent totally agreed. One customer chose not to answer the question at all (missing). 
The remaining customers agreed to some extent or did neither agree nor disagree. 
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Figure 6.2 – The extent to which the way of communicating is satisfying. 

The motivations for the answers were that the customers can reach someone at Fläkt 
Woods when they need to and that Fläkt Woods’ employees are pleasant and provide good 
service. However, the information to the consultants could be given more often and Fläkt 
Woods could be more active in keeping contact with their customers. 

Regarding the question about market adjustment in the sense of marketing, the results were 
widely spread. 42,9 percent did neither agree nor disagree but most of the rest of the cus-
tomers agreed to some extent or totally agreed. 4,8 percent of the customers chose to re-
linquish (see Table 6.13). The customers answered that the promotion from Fläkt Woods 
could be better and some of them wrote that even if they do a lot of promotion, they are 
mainly known as aggregate suppliers.  

Marketing Frequency Percent Valid Percent Cumulative Percent 
2 3 14,3 14,3 14,3
3 9 42,9 42,9 57,1
4 5 23,8 23,8 81,0
Totally 
agree 3 14,3 14,3 95,2

Relinquish 1 4,8 4,8 100,0

Valid 

Total 21 100,0 100,0  

Table 6.13 – Result of the question about marketing. 

Number of  
customers 



 Empirical findings 

40 

6.4 Place 
71,4 percent of the customers answered that they totally agreed that the geographic distance 
was satisfying (see Table 6.14). The motivations for the answers were that Fläkt Woods 
have a small geographic distance and that even in occasions when the customers do not 
talk with the vendors the technical information still works. 

Geographic distance Frequency Percent Valid Percent Cumulative Percent 
3 1 4,8 4,8 4,8
4 3 14,3 14,3 19,0
Totally 
agree 15 71,4 71,4 90,5

Relinquish 2 9,5 9,5 100,0

Valid 

Total 21 100,0 100,0  

Table 6.14 – Result of the question about geographic distance. 

Concerning the question about how reasonable the time of delivery is, a large amount of the 
customers (57,1 percent) chose to relinquish and out of 33,3 percent that agreed upon the 
fact that the time of delivery was satisfying, 9,5 percent of the customers totally agreed (see 
Table 6.15). The reason of the high amount of relinquish answers were that the consultants 
do not get in contact with the delivery very often since the entrepreneurs often order and 
buy the products. One customer said that he was satisfied with the time of delivery but that 
some of Fläkt Woods’ products ought to be held in stock.  

Time of delivery Frequency Percent Valid Percent Cumulative Percent 
3 2 9,5 9,5 9,5
4 5 23,8 23,8 33,3
Totally 
agree 2 9,5 9,5 42,9

Relinquish 12 57,1 57,1 100,0

Valid 

Total 21 100,0 100,0  

Table 6.15 – Result of the question about time of delivery. 
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6.5 The ranking of the elements 
The ranking of the elements by the customers showed that the three most important ele-
ments affecting the customers’ choice of Fläkt Woods as a supplier of chilled beams are 
technical performance, technical knowledge and the relationship between the customers 
and Fläkt Woods. The three least important elements are the geographic distance, the cal-
culation program Win Don and the communication between Fläkt Woods and the custom-
ers. In addition, the survey showed that one more element affecting several of the custom-
ers buying decisions was price.  

Other elements mentioned were also the help from the supplier concerning constructions,  
personal visits, how serious the supplier is, how good support the supplier offer on their 
products, design of the products and the fact that Fläkt Woods offer a broad product port-
folio were customers can buy full packages in which the chilled beams often are a part. 

Figure 6.3 – How the customers ranked the elements. 
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7 Analysis 
When analysing the empirical findings of the study, a number of interesting issues could be 
traced. The following chapter guides the reader through the analysis and outlines what im-
portant concerns that were found within each of the 4 P’s. Theory is also connected to the 
empirical findings by extending the buying decision process model and connecting it to the 
DMU. 

7.1 Product 
Fläkt Woods’ chilled beams are an appropriate example of products that Kotler et al (2002) 
refers to as a durable product since it is used over an extended period of time and can survive 
for many years. Because of this it is important for Fläkt Woods to meet their customers’ 
expectations, since it clearly often results in a large investment for the buyer. 

When analysing the results regarding Fläkt Woods’ chilled beams, it is obvious that most of 
Fläkt Woods’ customers are satisfied or even very satisfied with the products. The elements 
that the customers are most satisfied with are the quality, service and technical knowledge 
about the chilled beams.  

The customers are pleased with the quality and service because the products have a good 
finish and because Fläkt Woods are always available and provide rapid answers to the cus-
tomers’ questions. The result regarding quality should be of high importance for Fläkt 
Woods since it, according to Kotler et al. (2002), has a direct effect on product perform-
ance and is closely linked to customer value. However the high grade can be doubted to 
some extent. Most customers answer that they are satisfied with the quality, but on the 
other hand they admit that they only assume that the quality is good because they never 
follow up on their own customers. This may imply that the high ranking of quality is only 
based on guessing.  

Regarding service which Kotler et al (2002) state is a part of the augmented product, it is 
interesting to notice that even if service can be defined in many different ways (Kotler, 
1999), most of the customers are really satisfied with Fläkt Woods’ performance in the 
area. The result is even more surprising since Fläkt Woods do not focus their energy to 
such a great extent in customer service or after sales service. This could be viewed as a re-
sult of an element that is satisfying but can on the other hand easily be adjusted to increase 
the customer value further. The importance of the intangible attributes of a product, such 
as service for instance, is supported by Kauffman (1996) who state that these attributes are 
found to be more important than other product features in the selection process and can 
be used as a competitive tool for product differentiation. 

The satisfaction of technical knowledge is motivated by the fact that Fläkt Woods is a seri-
ous and responsible supplier that always does their best to provide good technical knowl-
edge from all parts of the organisation. These arguments can be linked to the way the 
knowledge flow should work at Fläkt Woods. The customers should always be able to get 
the information they need even if the knowledge have to be transferred trough every em-
ployee at Fläkt Woods. This is one of the elements that Fläkt Woods should keep paying 
attention to in the future since the technical knowledge was shown to be one of the most 
important elements for the customers when making a buying decision. 
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The flexibility is the element regarding the products that the customers are the least satis-
fied with. It is in the customers’ opinion that Fläkt Woods’ special solutions are somewhat 
inflexible, expensive and complicated. The customers argue that Fläkt Woods prefer to 
provide standard solutions instead of offering special solution of their chilled beams. The 
survey also showed that even if Fläkt Woods believe that their special solutions are flexible, 
the customers do not agree. In the result concerning the ranking of the most important ele-
ments for the customers when making buying decisions, flexibility was ranked in the mid-
dle. That means that flexibility is important and that Fläkt Woods should pay more atten-
tion to it in the future.  

Regarding installation and the calculation program (Win Don), the relinquish answers are 
overrepresented. The results show that the consultants have chosen to relinquish because 
they usually do not get in contact with these elements. It is generally the installation engi-
neers who install the chilled beams and employ the calculation program. However, many 
customers (both consultants and installation engineers) state that they are never involved in 
the calculation program because Fläkt Woods assist with all necessary calculations. 

Technical performance was the single most important element for the customers when 
choosing a supplier and the most important element for Fläkt Woods to pay attention to. 
As mentioned in the problem discussion, this element has been important for many years 
and both money and focus has been spent on R&D in the technology area at Fläkt Woods. 
Even if the customers were overall satisfied with the technical performance, the result 
showed that there is still room for improvements. There is a hard competition in this area. 
Some of the consultants argued that Fläkt Woods had improved during the years and could 
compete by the easy way to install and adjust their chilled beams while the installation en-
gineers argued that competitors, such as Swegon and Lindab are a step ahead. This result 
indicated the fact that Fläkt Woods’ chilled beams may not be as high developed in tech-
nology as Fläkt Woods might believe.  

The high focus on technical performance could have lead to less focus in other areas. As 
mentioned earlier the different brands on the market of chilled beams are similar and the 
only way for Fläkt Woods to differentiate their products is through design, small compo-
nents and small technological solutions, all parts of what Kotler et al (2002) and Kyam-
balesa (2000) refers to as the tangible product. The most important finding in the area of 
Product was that Fläkt Woods’ competitors are a step a head in the area of the design of 
the chilled beams. According to Kotler (2002), design can be one of the most powerful 
competitive weapons in a company’s marketing arsenal and is because of that one of the 
important elements to consider in the marketing program. The design is, according to 
Kyambalesa (2000), a part of the second level of the product called the tangible product 
which for instance also consists of packaging, styling, features and brand name. Kotler et al 
(2002), state that a good design both contributes to the usefulness as well as the look of the 
product. As competition increase, design will offer one of the most powerful tools for dif-
ferentiating and positioning all kinds of products. According to one of Fläkt Woods’ cus-
tomers, the design of the chilled beams is one of the important elements to their end con-
sumers and Fläkt Woods’ chilled beams should be more market adjusted in the area to be a 
stronger competitor on the market. This is supported by Kotler et al (2002) who argue that 
a good design often attract attention, improve product performance, even cut production 
costs but also give the product a strong competitive advantage in the target market.  



 Analysis 

44 

7.2 Price 
Most of Fläkt Woods’ customers agree that the price of chilled beams is market adjusted to 
some extent. However many customers have chosen to relinquish. The study provides no 
information of why they have chosen to relinquish. However, one reason could be that 
Fläkt Woods supply more than one product which could make the question somewhat 
confusing since one product can be more market adjusted in price while another is not. 
The customers that have chosen to relinquish are mostly consultants which can depend on 
the fact that it is the installation engineers that are mainly concerned with the price. 

However it is worth mentioning that even if this study has not to a great extent focused on 
price it does not mean that this forth P is less important. According to Lawn (2005), the 
price is the most important P of the marketing program, next to the product itself. This is 
supported by the customers in the survey who stress that the price of the products are just 
as or even more important than the other three P’s when making buying decisions. Despite 
the fact that long relationships between the suppliers and the customers are of great impor-
tance in buying decisions, the customers admit that the question of price influence the de-
cisions too often.  

7.3 Promotion 
According to Wright (2004) and Morris et al. (2001) marketing communication concerns 
talking, listening and promoting the company and its brands to customers and markets but 
also attempting to establish long-term relationships with customers. When analysing the re-
sults of the elements concerning promotion, it is apparent that Fläkt Woods’ customers, in 
addition to the theory, believe that a good previous buyer-supplier relationship increases 
the probability of future relations. This stresses the importance for a supplier to nurture a 
close relationship and good communication in order to maintain its customers. The study 
confirms that Fläkt Woods is a good example of how relations and communication should 
be carried out and all of the customers agree that Fläkt Woods have a satisfying communi-
cation to their customers and these elements often walk hand-in-hand.  

According to Miller (2001), promotion includes many different ways of informing the cus-
tomer about their products. Fläkt Woods usually utilise personal selling as a promotion 
tool, which demands the ability to use good communication to be understood since it is 
based on interaction between people. Regarding communication, it is important for the 
supplier to listen to their customers in an accurate manner (Morris et al., 2001). The study 
reveals that Fläkt Woods score very high regarding this issue because they are easily avail-
able and they make an effort to solve their customers’ issues as thoroughly as possible. The 
objective is also to improve publicity through better identification. Some customers an-
swered that the promotion from Fläkt Woods could be better because even if they do a lot 
of promotion, they are still mainly known as aggregate suppliers. This indicates that al-
though Fläkt Woods’ customers are very satisfied with the communication between them 
and the company overall, Fläkt Woods need to work on their image and how they want to 
be perceived, which is an essential part of market communication between the buyer and 
the seller according to Malaval (2001). 
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The result shows that the first initiative of contact is usually taken by Fläkt Woods which 
implies a good first step towards good communication. The communication is based on a 
first contact between the supplier and the buyer and because products and services rarely 
sell themselves, the supplier needs to communicate to its customers in order to inform 
them about why they should use one company or buy one specific product rather than an-
other.  

The customers consider communication to be one of the three least important elements 
when affecting the customers’ choice of Fläkt Woods as a supplier of chilled beams. This 
means that Fläkt Woods’ top priority should not be the communication element. In addi-
tion Fläkt Woods’ customers are satisfied by the communication with Fläkt Woods and 
they do not think that this element is one of the most important. Thus, the ranking of the 
communication element can be questioned to some extent because the soft elements often 
are dependant on each other.  

It is obvious though, that Fläkt Woods usually maintain long relationships with their cus-
tomers. According to Wright (2004) and Morris et al. (2001) this part of market communi-
cation is truly important and companies should try to establish these kinds of long-term re-
lationships with their customers since it usually generates loyalty and repeat purchase (Mor-
ris et al., 2001). Some of Fläkt Woods’ customers mention that they can not even remem-
ber when they started their relationship with Fläkt Woods and they confirm that good pre-
vious relationships with a supplier increase the probability of future relations. This indicates 
that Fläkt Woods and their customers often have the kind of buying situations that Kotler 
et al. (2002) refers to as a straight rebury situation or a modified rebury situation. These situa-
tions occur when the buyers have experience from the supplier’s products and order on a 
regular basis without special modifications or with only some modifications.  

According to Kotler et al. (2002), the goal of a long term relationship is to deliver long 
term value to customers and the measure of success is long term customer satisfaction. 
Based on this theory the result from the survey concerning the relationship with Fläkt 
Woods’ customers were of great importance. Similar to the theory it was noticeable that the 
customers valued a good relationship between them and the suppliers. The relationship was 
ranked as one of the most important elements for the customers when choosing a supplier. 
Because of this it was important to find that the customers were pleased with their relation-
ships with Fläkt Woods and that Fläkt Woods fulfil their expectations of a good relation-
ship. The customers argue, for instance, that Fläkt Woods are available when needed, they 
are open and honest and they take responsibility and provide fast, objective and correct an-
swers when problems occur.  

The most interesting finding during the survey was the importance of the balance between 
the more soft elements (relation and communication) compared to the rest of the elements 
in this survey. According to the survey, the soft elements were shown to be as important to 
the customers as the hard elements. The average of the soft elements turned out to be 
higher (118) than the average of the hard elements (92) which indicate the importance of 
the soft elements to the customers when making buying decision.  
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7.4 Place 
Also the geographic distance is a satisfying element in the customers’ point of view. Fläkt 
Woods’ sales offices are often located near the customers and even if they are not, the 
communication between them is effective. The products are distributed from the produc-
tion office in Jönköping directly to the customers. Even if the geographic distance was 
shown to be satisfying, the importance of the geographic distance was ranked low com-
pared to the other elements which indicated that this element do not have to be further 
considered by Fläkt Woods.  

The time of delivery was shown to be a hard question for most of the customers to answer. 
The consultants chose not to answer since they are not concerned by this issue and most of 
the installation engineers agreed that the time of delivery was reasonable, even compared to 
the competitors. This element was ranked lower than many of the other elements regarding 
the grade of importance for the customers. This indicates that Fläkt Woods do not have 
any need of changing their distribution chain since the customers are satisfied with the way 
it is handled today.  

7.5 The DMU and the buying decision process 
As pointed out in chapter 2.2.3, it is important for a supplier to identify the members of the 
Decision-making Unit in order to enable a customisation of the communication in each 
single case. Hence, it is also important for Fläkt Woods to elucidate what roles in the DMU 
that their customers play and how Fläkt Woods can affect them, baring the DMU in mind. 
The DMU usually consist of members from different parts of an organisation, but in the 
case of Fläkt Woods the DMU can be seen as consisting of members from different parts 
of a construction project. The customers involve consultants and installation engineers and 
they can be compared to different roles of the DMU, both influencing the buying decision 
of chilled beams but with different approaches. 

In general, the consultant is assigned by the entrepreneur in order to give recommenda-
tions to the installation engineer about what product to buy. Thus, the consultant often 
acts as an influencer, affecting the buying decision of the installation engineer. The installa-
tion engineer makes the buying decision based on the recommendations from the consult-
ant, thus acting as a decider. It is also the installation engineer who actually purchases the 
product, thus acting as a buyer. 

By relating the DMU roles of the customers to the industrial buying decision process 
model in Figure 3.1, it is clear that Fläkt Woods need to influence different types of cus-
tomers in different phases of the buying decision process.  

Because the consultants often act as influencers defining specifications, and evaluating al-
ternatives, Fläkt Woods need to affect them in the Product specification phase and to some 
extent also the Product & supplier phase of the buying decision process because they influ-
ence the evaluation of the most appropriate product. When operating in order to influence 
the consultants in these phases, the Product and Promotion P’s of the marketing program 
become essential to consider in order to satisfy the consultants’ needs because they are af-
fected by what benefits the product have to offer and how Fläkt Woods promote these 
benefits.  
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The installation engineers acting as deciders and buyers can be affected to some extent in 
the Product & supplier phase and also in the Evaluation of options- and Supplier selection 
phase of the buying decision process model. They will evaluate and choose the most ap-
propriate supplier and they will make the final decision of what product to buy. The instal-
lation engineers are affected by all of the 4 P’s, and Fläkt Woods therefore need to put a lot 
of effort into highlighting their benefits of these P’s compared to their competitors. 

The relations can easily be understood by Figure 7.1 below. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 7.1 – A description of what elements Fläkt Woods should focus on in their marketing program to-
wards the installation engineers and the consultants. 

This analysis is supported by the consultants in the survey who chose to relinquish on the 
questions about price and place since they never get in contact with geographic distance, 
time of delivery and price. However, these questions were easier to answer for the installa-
tion engineers who are often affected by, for instance, the price of the products. 
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8 Conclusion and Final Remarks 
After the analysis of the results is conducted, a conclusion can be drawn about to what ex-
tent the study fulfilled its purpose and how this can create an advantage for Fläkt Woods. 
The following chapter concludes the study by revealing that there are a number of elements 
that Fläkt Woods need to consider especially, and that they need to affect different custom-
ers in different ways, employing different P’s in the marketing program. 

 

The purpose of this thesis was to explore how Fläkt Woods’ customers perceive certain 
elements when choosing Fläkt Woods as a supplier of chilled beams and why they perceive 
them the way they do. 

To conclude, the results from this study showed that most of Fläkt Woods’ customers are 
satisfied or even very satisfied with Fläkt Woods’ performance concerning the studied ele-
ments. The elements that the customers are most satisfied with are the quality, service and 
technical knowledge of the chilled beams. The reason why were generally that the products 
have a good finish and that no complaints have been done, that Fläkt Woods always have 
great knowledge and that there is always someone to talk to within short notice. The rea-
sons were also that Fläkt Woods is serious, take responsibility and use knowledge through-
out the whole organisation to find answers if they can not answer by them selves. Flexibil-
ity is the element that the customers are the least satisfied with. The reason why, was that 
Fläkt Woods are somewhat inflexible concerning special solutions, that they are both ex-
pensive and complicated. 

The authors would like to stress the importance of some elements that Fläkt Woods should 
pay more attention to when designing their marketing program and building customer 
value to be able to increase their profitability. First, the authors believe that the balance be-
tween the elements given by Fläkt Woods and the “softer” elements regarding human in-
teraction need to be considered. According to the survey, the soft elements were shown to 
be as important to the customers as the rest of the elements. Even if Fläkt Woods got a 
high grade in both relations and communication the authors believe that it is important for 
Fläkt Woods to take them into consideration as much as the rest of the elements when 
working with their marketing program and with customer value. 

Second, the survey showed that Fläkt Woods’ competitors are a step a head in the area of 
design of the chilled beams. This is a part of the marketing program that Fläkt Woods need 
to pay more attention to. They have to consider the fact that design is an important ele-
ment for the end customer (hence, it is also important for Fläkt Woods’ industrial custom-
ers), and the importance of a market adjusted design need to be stressed in order for Fläkt 
Woods to strengthen their competitive position on the market. The weakness in design 
may stem from the fact that Fläkt Woods earlier focused mainly on technology because 
technology used to be one of the most important elements for the customers when choos-
ing product. Today the elements that the customers find most important have changed and 
they value design higher than they used to. Thus, Fläkt Woods need to improve the design 
of their chilled beams. However, this does not mean that technology is no longer impor-
tant. It should be noticed that some customers believe that Fläkt Woods’ competitors are 
one step ahead also in this area. Therefore they need to continue to improve the technol-
ogy as well.  
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Third, the authors would like to give attention to how the customers comprehend Fläkt 
Woods’ flexibility regarding chilled beams. The customer attitude toward Fläkt Woods’ 
flexibility is that Fläkt Woods prefer to provide standard solutions instead of offering spe-
cial solution of their chilled beams. Even if Fläkt Woods believe that their special solutions 
are flexible, the customers do not always agree. Although a few of the customers do not 
use the special solution offer since it often is too expensive and complex, it could be of in-
terest for Fläkt Woods to inform the customers of the opportunities in this area to clarify 
what they have to offer. 

Further, an issue that needs to be highlighted is the distinction that can be made regarding 
which of the 4 P’s to focus on when dealing with the different customer groups. The analy-
sis of the study revealed that the installation engineers can be influenced by all four P’s be-
cause they consider both product features, price, promotional issues and the place in which 
they receive the product when buying chilled beams. The consultants however, only need 
to be influenced using the Product and Promotion P’s because they are influenced by the 
benefits that the chilled beams can offer and Fläkt Woods enlighten the consultants of 
these benefits through their promotion. 

Finally, the result from the survey showed that there is a need to increase the value for the 
end customer, since Fläkt Woods are today mainly focusing on their industrial customers. 
One way to deal with this issue could be for Fläkt Woods to cooperate with other partici-
pants in their business network in order to create a value chain with the purpose to increase 
value for the end customer. The authors strongly believe that this kind of cooperation, 
where customer value is created at all parts of the business network, could create value for 
both Fläkt Woods’ customers and end customers, but also for Fläkt Woods and their sup-
pliers. This business strategy would tie together the organisations involved in Fläkt Woods’ 
business network, through processes, information and technology, and could enable suc-
cessful CRM strategies in the future.  
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9 Discussion 
Some methodological criticism of the study can be made. The following chapter presents 
some criticism to the methods chosen and how this may have affected the results. This is an 
important issue because it makes the reader aware of the weaknesses of the thesis, and it 
enables improvements in future, similar studies. Furthermore, some suggestions for further 
studies are presented. 

9.1 Criticism of the study 
The internal validity of the quantitative part of this study can be questioned to some extent. 
When using a questionnaire with fixed questions, the challenge is to ensure that the ques-
tions measure the phenomena that are actually intended to be measured in the study. How-
ever, there is a risk that some of the questions given in the questionnaire in this study may 
have been misunderstood and misinterpreted. The questionnaire in this study included 
terms such as communication, service and relationships. These terms are examples of 
words that often have different meanings to different people. This means that the ques-
tions in the survey may have been interpreted in different ways depending on the respon-
dent, which could have led to that the questionnaire did not actually measure what the au-
thors intended it to measure. This problem could have been solved by using definitions of 
the different terms in the questionnaire.  

Worth mentioning is also the difficulties with the combination of the qualitative and the 
quantitative approach in the questionnaire because the results of the quantitative questions 
were more comprehensive than the results of the qualitative questions. In this survey it was 
easier to motivate the customers to answer the fixed questions than it was to motivate 
them to justify their answers in the open questions. It is obvious that some respondents did 
not bother to or forgot to answer these open questions. This of course decreases the reli-
ability of the open questions in comparison to the fixed questions. This difficulty could 
have been avoided by using interviews after the questionnaires had been answered to 
strengthen the answers with more nuances and details and to make sure that the motiva-
tions and justifications was given from all the customers. 

Furthermore, the reliability of both the quantitative and qualitative parts of this study may 
have been affected negatively if the authors have misinterpreted the answers of the ques-
tionnaires. However, the reliability of the open answers in the questionnaire is positively af-
fected because the authors were not present when the respondents replied the question-
naires. This prevents the respondents from being affected in some way by the presence of 
the authors. 

Some criticism can also be made of the internal validity of the qualitative part of the study. 
By asking outside people if they agree on that the results of the study are true, the validity 
can be confirmed. However, due to the time limit of this thesis, such verification has not 
been done. 

Unfortunately, no external validation of the quantitative part of the study can be made be-
cause there is no information available about Fläkt Woods’ total number of customers of 
chilled beams. Hence, no calculation can be made on whether the studied group of cus-
tomers can be generalised to the total population of chilled beams customers or not. How-
ever, as mentioned earlier in the thesis, 56,8 percent of Fläkt Woods’ customers that the 
questionnaire was sent out to answered. According to Christensen et al. (2001), this result is 
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satisfying and scientifically correct in a quantitative study. In addition, the balance between 
the installation engineers and the consultants that answered was good. About 50 percent of 
each group answered. Based on this the authors believe that the answering rate is high 
enough to be representative and generalized on the other installation engineers and con-
sultants in the selection that chose not to take part of the survey. This statement is only 
based on the quantitative part of the survey. The qualitative part of the survey should be 
seen as a case study and should not be generalized on the customers that chose not to an-
swer the questionnaire. The reason behind the reduction of answers was, in all cases, that 
the customers did not have time to participate in the survey. 

9.2 Suggestions for further studies 
The authors are convinced that the processes of doing customer researches to be able to 
create superior customer value through the marketing programs are a step in the right di-
rection to increase profitability. This thesis is one first step for Fläkt Woods to work with 
customer value but the authors believe that many more researches need to be conducted, 
constantly. The reason behind this argument is the complex market that Fläkt Woods op-
erates in and the increasing competition that constantly changes. Fläkt Woods need to keep 
attention to their customers’ needs and demands to be able to satisfy them better. 

This thesis can be viewed as a feasibility study to further research in the area of customer 
value at Fläkt Woods. Preferably, a second study could include all of Fläkt Woods’ custom-
ers of chilled beams. This would enable a generalisation of the results on customers in all 
sales office areas in Sweden. 

Another approach would be to conduct a more qualitative survey with open, in-depth in-
terviews to receive a further more detailed result with more nuances of how the customers 
are influenced by the elements in Fläkt Woods’ marketing program. Such a qualitative study 
could also include an effort to outline the DMU structure in each customer company. This 
would enable Fläkt Woods to gain a better understanding of the role and power of every 
individual in a buying/selling situation. 

As mentioned earlier in the thesis, what influence customer buying decisions often include 
more elements than the ones dealt with in this study. For instance, the non task variables 
mentioned in chapter 2 have been left out because of the purpose of this thesis. In further 
studies, more attention could be paid to the elements that the customers themselves ex-
perience influence their buying decisions instead of focusing on a few elements chosen by 
Fläkt Woods and theory chosen by the authors. In practice, this could come out as a com-
bination of a quantitative approach to reach as many customers as possible but followed by 
(or initiated by) a qualitative approach with in-depth interviews. With this kind of method 
the possibility of reaching more customers but also of gaining further nuances and details 
could be accomplished. 

Further studies could also include differences in sales performance in different sales areas. 
This could easily be accomplished by comparing how the customers perceive elements 
such as relations and communication in the different sales areas. This could give Fläkt 
Woods the opportunity to compare the sales performance in the different sales areas and 
improve the elements in the weak areas. This information could be received by letting the 
customers state their sales area in the questionnaire. 
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Appendix 1: Questionnaire for the customer survey in 
Swedish. 

 

 

 

Marknadsundersökning om köpbeteende 

Vi är tre studenter vid Internationella Handelshögskolan i Jönköping, som läser program-
met Industriell ekonomi på magisternivå. Som en del av våra studier skriver vi en Kandi-
datuppsats (Examensarbete) inom området marknadsföring. Vårt arbete handleds av Jean-
Charles Languilaire, Doktorand i företagsekonomi. 

Intresset för kundrelationer och kundvärde har under åren ökat, och det är viktigt för före-
tag att kunna tillfredsställa kundernas behov. För att uppnå detta behöver företagen veta 
vad kunderna anser viktigt vid val av leverantör. Vi samarbetar med Fläkt Woods i Jönkö-
ping, där vårt uppdrag är att utvärdera de faktorer som gör att installatörer och konsulter 
väljer Fläkt Woods som leverantör av kylbafflar. Syftet med denna enkätundersökning är 
därför att ta reda på omständigheterna kring Ert senaste samarbete med Fläkt Woods. Vil-
ka faktorer gjorde att Ni valde Fläkt Woods som leverantör av kylbafflar? 

Då Ni är en av Fläkt Woods främsta kunder är Era åsikter av stor betydelse och vi skulle 
vara mycket tacksamma om Ni ville medverka i enkätundersökningen. För att undersök-
ningen ska vara till någon nytta är det viktigt att Ni svarar på alla frågor så noggrant som 
möjligt och även motiverar Era svar. Alla svar kommer att behandlas anonymt (namnupp-
gifter kommer inte att anges i rapporten eller delges till Fläkt Woods). Vi kommer även att 
skicka Er resultatet av undersökningen så att Ni kan ta del av den. Den ifyllda enkäten ska 
återsändas i det förtryckta kuvertet senast den 27 april till följande adress: 

 

XXXX XXXX 

XXXX XXXX 

XXXX XXXX 

 

 

Med vänliga hälsningar 

 

Elina Lejon 

Linda-Marie Wahlund   

Jennie Berggren 
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Sätt ett kryss på den ruta Ni tycker stämmer bäst för Er. 

 

1. Vi får tillfredsställande service gällande kylbafflar när vi ringer till Fläkt Woods säljare eller 
tekniska support.  

 

2. Fläkt Woods kylbafflar har en tillfredsställande teknisk prestanda. 

 

3. De personer från Fläkt Woods som vi har kontakt med har tillräcklig tekniskt kunnande. 

 

4. Vi har en tydlig och tillfredsställande kommunikation med de personer på Fläkt Woods som vi 
har kontakt med. 

 
 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Motivera Ert svar: 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Motivera Ert svar: 

Motivera Ert svar: 

Motivera Ert svar: 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 
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5. Leveranstiden på Fläkt Woods kylbafflar är rimlig.  

 

6. Fläkt Woods kylbafflar är enkla att installera. 

 

7. Fläkt Woods beräkningsprogram Win Don uppfyller våra förväntningar. 

 

8. Fläkt Woods är flexibla t.ex. vad gäller support, att ta fram speciallösningar, reservdelar etc.  

 

Motivera Ert svar: 

Motivera Ert svar: 

Motivera Ert svar: 

Motivera Ert svar: 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 
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9. Fläkt Woods har marknadsanpassade kylbafflar... 
 

a. …vad gäller pris: 

 

 

b. …vad gäller produkt: 

 

 

c. …vad gäller marknadsföring: 

 

10. Den geografiska närheten till Fläkt Woods säljare är tillfredsställande. 

 

11. Fläkt Woods har en tydlig och lättanvänd teknisk dokumentation.  

 

Motivera Ert svar: 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Motivera Ert svar: 

Motivera Ert svar: 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 
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12. Fläkt Woods har en tillfredsställande kvalitet på sina kylbafflar. 

 

13. Vad kännetecknar en god relation mellan Er och Era leverantörer? 

 

14. Fläkt Woods uppfyller ovanstående kännetecken på en god relation. 

 

15. En tidigare god relation med Fläkt Woods ökar sannolikheten för framtida samarbete. 

 

16. Finns det några övriga faktorer som kan påverka ett köpbeslut gällande kylbafflar, och i så 
fall varför? Om nej, gå vidare till fråga 18.  

 

Motivera Ert svar: 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Motivera Ert svar: 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Motivera Ert svar: 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 
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17. Om Ni angett flera faktorer i fråga 16, vilka är de tre viktigaste? Rangordna dem där övrig 
faktor 1 är den viktigaste. 

 

18. Vilka av nedanstående faktorer påverkade Er mest när Ni valde Fläkt Woods som leverantör 
av kylbafflar vid senaste samarbetet? Rangordna faktorerna genom att ge varje faktor ett 
nummer mellan 1-16, där nummer 1 är den viktigaste (Övrig faktor 1, 2 och 3 är de faktorer 
Ni angav i fråga 17. Bortse från dessa om Ni hoppat direkt från fråga 16). 

 

Service Tekniska prestanda 
 
Tekniskt kunnande Kommunikation 
 
Leveranstider  Installation  
 
Beräkningsprogram (Win Don) Flexibilitet  
 
Marknadsanpassning Teknisk dokumentation  
 
Kvalitet Relation  
 
Övrig faktor 1 Övrig faktor 2  
 
Övrig faktor 3 Geografisk närhet 

 
 
19. När kom Ert företag i kontakt med Fläkt Woods vid första tillfället? 

 

20. Hur kom Ert företag i kontakt med Fläkt Woods vid första tillfället? 

 

 
21. När träffade Ni någon från Fläkt Woods senast? 

 

 
22. Hur ofta är Ni i kontakt med någon från Fläkt Woods? 

 

Övrig faktor 1: 

Övrig faktor 2: 

Övrig faktor 3: 
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23. Vi anser att vi är i kontakt med Fläkt Woods tillräckligt ofta vad gäller kylbafflar. 

 

24. På vilket sätt sker denna kontakt? 

 

25. Kontakten med Fläkt Woods sker på ett tillfredsställande sätt. 

 

26. Vem/vilka är inblandade i ett köpbeslut på Ert företag (Vilken befattning har dessa personer)? 

 

27. Ert företag är grundat år: 

28. Antal anställda: 

29. Er befattning inom företaget:        

30. Typ av företag (installatör eller konsult): 

 

Motivera Ert svar: 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 

Motivera Ert svar: 

Håller inte 
alls med 

Håller helt 
med 

2 3 4 51 

Avstår 
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Kan vi kontakta Er vid ytterligare frågor? 

 

 

Er e-mailadress: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Tack för Er medverkan! 

Var vänlig returnera enkäten senast den 27 april i det förtryckta kuvertet till: 

 

XXXX XXXX 

XXXX XXXX 

XXXX XXXX 

 

Ja Nej 
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Appendix 2: Questionnaire for the customer survey in 
English. 

 

 

 

Marketing survey about buying behaviour 

We are three students at the Jönköping International Business School, who are studying in-
dustrial economics at master level. As a part of these studies we are writing our Batchelor 
thesis in the area of marketing. The thesis is under the supervision of Jean-Charles Langui-
laire, Ph. D. candidate in business economics. 

The interest of customer relations and customer value has increased during the years, and it 
is important to companies to be able to satisfy the customers’ needs. To be able to do that 
the companies need to know what the customers consider important when choosing a 
supplier. We cooperate with Fläkt Woods in Jönköping, where our commission is to evalu-
ate the elements that are influencing the installation engineers and the consultants to 
choose Fläkt Woods as a supplier of chilled beams. The purpose of this survey is therefore 
to find out the circumstances of Your last cooperation with Fläkt Woods. What elements in-
fluenced Your decision to choose Fläkt Woods as a supplier of chilled beams? 

Since You are one of the premier customers of Fläkt Woods Your opinion is of impor-
tance and we would be grateful if You could take part of this survey. For this survey to be 
useful it is important that that You answer all the questions as carefully as possible and also 
motivate Your answers. All answers will be considered anonymously. The result of the sur-
vey will also be sent to You so that You can take part of it. The answered questionnaire must be 
returned in the already pressed envelope not later than April 27th to the following address.  

 

XXXX XXXX 

XXXX XXXX 

XXXX XXXX 

 

 

Best regards: 

 

Elina Lejon 

Linda-Marie Wahlund   

Jennie Berggren 
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Please mark the square that You think fits best to You and Your company. 

 

1. The service concerning chilled beams is satisfying when we call Fläkt Woods’ vendors or tech-
nical support. 

 

2. Fläkt Woods’ chilled beams have a satisfying technical performance. 

 

3. The people from Fläkt Woods that we are in contact with have enough technical knowledge. 

 

4. We have a clear and satisfying communication with the people at Fläkt Woods that we are in 
contact with. 

 
 

Justify your answer: 

Justify your answer: 

Justify your answer: 

Justify your answer: 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 
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5. The time of delivery of Fläkt Woods’ chilled beams is reasonable.  

 

6. Fläkt Woods’ chilled beams are easy to install. 

 

7. Fläkt Woods’ calculation program Win Don fulfils our expectations. 

 

8. Fläkt Woods are flexible, for instance in the sense of customer support, to develop special solu-
tions, spareparts etc.  

 

Justify your answer: 

Justify your answer: 

Justify your answer: 

Justify your answer: 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 
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9. Fläkt Woods have market adjusted chilled beams... 
 

a. …in the sense of price: 

 

 

b. …in the sense of product: 

 

 

c. …in the sense of marketing: 

 

10. The geographic distance to Fläkt Woods’ vendors is satisfying. 

 

11. Fläkt Woods have a clear and easily used technical documentation.  

 

Justify your answer: 

Justify your answer: 

Justify your answer: 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 
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12. Fläkt Woods’ chilled beams have a satisfying quality. 

 

13. What distinguishes a good relation between You and Your suppliers? 

 

14. Fläkt Woods fulfil the characteristics above of a good relation. 

 

15. An earlier good relation with a supplier increases the probability of future cooperation. 

 

16. Is there any other elements that can influence a buying decision of chilled beams, and if so 
why? If no, please move on to question number 18.   

 

Justify your answer: 

Justify your answer: 

Justify your answer: 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 
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17. If You have indicated more than one element in question 16, which are the three most impor-
tant ones? Please rank them, were “Other element 1” is the most important. 

 

18. Which of the following elements affected You the most when You chose Fläkt Woods as a sup-
plier of chilled beams during the last collaboration? Please rank the elements by giving each 
element a number between 1-16, where number 1 is the most important one (“Other element 
1, 2 and 3” are those elements that You mentioned in question 17. Disregard from these if You 
skipped question 16 and 17). 

 

Service Technical performance 
 
Technical knowledge Communication 
 
Time of delivery Installation  

Calculation program (Win Don) Flexibility  
 
Market adjustment Technical documentation  

Quality Relationships  
 
Other element 1 Other element 2  
 
Other element 3 Geographic distance 

 
 
19.  When did Your company come into contact with Fläkt Woods for the first time? 

 

20.  How did Your company come into contact with Fläkt Woods for the first time? 

 

 
21. When was the last time You met anyone from Fläkt Woods? 

 

 
22. How often are You in contact with anyone from Fläkt Woods? 

 

Other element 1: 

Other element 2: 

Other element 3: 
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23. We believe that we are in contact with Fläkt Woods often enough concerning chilled beams. 

 

24. In what way does this contact occur? 

 

25. The contact with Fläkt Woods occurs in a satisfying way. 

 

26. Who is/are involved in a buying decision in Your company (what position do these people 
have)? 

 

27.  The foundation year of Your company: 

28.  Number of employees: 

29.  Your position in the company:        

30. Type of company (installation engineer or consultant): 

 

Justify your answer: 

Justify your answer: 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 

Do not  
agree 

Totally 
agree 

2 3 4 51 

Relinquish 



 Appendices 

70 

Can we contact You again for further questions? 

 

 

If yes, please write Your e-mail address: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Thank You for your contribution! 

Please return the questionnaire in the already pressed envelope before 27th of April to: 

 

XXXX XXXX 

XXXX XXXX 

XXXX XXXX 

Yes No 


