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Sammanfattning 
Företag har börjat koncentrera sig mer på kundrelationer, vilket betyder att man uppmärk-
sammar kundkontakten istället för att enbart koncentrera sig på försäljningsobjektet. Det 
här sättet att tänka har vidareutvecklats till att företag ständigt skapar och utökar värdet för 
sina kunder, för att bevara dem lojala och nöjda. Värde kan skapas på olika sätt och företa-
gen måste förstå vilka värdefaktorer som är ansedda som viktigast hos sina kunder. Av 
samma anledning har IKEA delegerat denna uppsats; för att få veta hur man skapar ett 
högre kundvärde. Med anledning av detta är syftet med denna uppsats att värdera och ran-
ka faktorerna som skapar kundvärde för IKEAs företagskunder på köksmarknaden.        

Med en kvantitativ metod i tanken är en marknadsundersökning fullföljd för att finna möj-
ligheter och kunna lösa problem med existerande strategier. Information insamlades i över-
ensstämmelse med metodkapitlet. Vidare analyserades och interpreterades de empiriska 
svaren med hjälp av teorikapitlet. Slutsatserna presenteras i slutet av uppsatsen.     

Teorierna inom ämnet kundvärde har visat att pris, utförande och personifiering är avgö-
rande faktorer bakom upplevt kundvärde. Ett starkt kundvärde kan åstadkommas när pris, 
utförande och personifiering är i balans och överträffar kundens förväntningar. När företa-
get endast utför delar av triaden, kan inte ett fullständigt kundvärde uppnås.   

Den empiriska informationen, framtagen via marknadsundersökning och kontakt med A. 
Larsson på IKEA, analyserades med hjälp av teorierna presenterade i uppsatsen. Med hjälp 
av en marknadsundersökning identifierades, värderades och rankades faktorerna bakom 
upplevt kundvärde. Resultaten har gjort det möjligt att se huruvida den teoretiska modellen 
av pris, utförande och personifiering överensstämmer med verkligheten.  

Resultaten visar, i storleksordning, att pris, kvalitet och distributionsaktiviteter är de vikti-
gaste faktorerna bakom kundvärde i en affärsrelation på köksmarknaden. Författarna har 
funnit att pris och utförande är de viktigaste faktorerna bakom uppfattad kundvärde. Per-
sonifiering är också ansedd som en faktor bakom kundvärdet, men fungerar som en moti-
vationsfaktor som stärker affärsrelationen.  

Detta för oss till frågan; what’s in it for you? Det är viktigt att förstå att kunder och kund-
grupper upplever värde på olika sätt. Detta leder till att IKEA måste betrakta vilka fakto-
rerna är för dig, som företags kund, och hur dessa kan förbättras för ett stärka kundvärdet.    
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Abstract 
Companies have started to concentrate more on customer relationship, meaning more at-
tention on customer contact, instead of concentrating on the product. Those thoughts have 
further developed into that companies continuously create and add value for their custom-
ers, to keep them loyal and satisfied. Value can be created in different ways, and the com-
panies need to understand the value factors that are considered most important among 
their customers. For the same reason IKEA commissioned this thesis; to know how to de-
liver greater customer value. Therefore the purpose of this thesis is to evaluate and rank the 
factors that perceive customer value for IKEA’s business customers in the kitchen market. 

With a quantitative approach in mind a market research is accomplished to find opportuni-
ties and solve problems of the existing strategy. Data was collected with help from a sur-
vey, in accordance with the method chapter. Further was the survey analyzed and inter-
preted with help from the theory in the frame of reference. The conclusions are presented 
in the end of the thesis.   

The theories within the subject of customer value show that price, performance and per-
sonalization are the main factors that contribute to perceived customer value. Good cus-
tomer value can be achieved when price, performance and personalization are in harmony 
and exceeds customer expectations. When companies only present parts of the triad, 
maximization of perceived customer value cannot be reached.  

The empirical data, received through market research and personal communication with A. 
Larsson at IKEA, was analyzed with assistance of the theories. Through market research 
the factors that perceive customer value are identified, evaluated and ranked. The findings 
have made it possible to test if the model of price, performance and personalization is ac-
curate in accordance to the reality.   

The findings show, in ranked order, that price, quality and distribution activities are the 
main variables creating customer value in the business-to-business relationship in the 
kitchen market. The authors found that price and performance are the main drivers behind 
perceived customer value. Personalization is also considered contributing to customer 
value, but works more as a motivation factor that is strengthening the business relationship.  

This guides us to the question; what’s in it for you? It is of high importance to understand 
that customers and groups of customers perceive value in different ways. This leads to that 
IKEA needs to consider what factors that are in there for you, as a business customer, and 
how those variables can be improved for a better business relationship.   
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1 Introduction 
This chapter introduces the reader to the concept of customer value. The introduction will start with a prob-
lem background and will be followed by a research question and the purpose.  

1.1 Problem Background 
During the 1980s companies started to focus more on customer service. This meant that 
they left the old transactional way of thinking, with the product in focus, and concentrated 
more on relationship thinking. Before, little emphasis had been adopted for customer ser-
vice, but the relationship thinking, made the companies put more attention on customer 
contact and customer insight (Gentle, 2002). But, even if customer insight is seen as a key 
competitive asset, Stone, Bond and Foss (2004) point out that few companies understand 
what customers see, think and believe. Zeithaml, Bitner and Gremler (2005) also mean that 
many companies fail to focus on the customers and are usually trying to acquire new cus-
tomers, rather than view them as an asset they need to retain. By concentrating on new cus-
tomers, companies try to bring the customers in, but not back. When customers choose 
another product and company it is, according to Gale (1994), because they believe they will 
get more value from the competitors. The company then has to find ways to deliver cus-
tomer value in better ways that its competitors. Barnes (2000) means that managers have to 
realize that unless they create and regularly add value for their customers, they will have dif-
ficulties to create reasons for the customer to stay. 

Weinstein and Johnson (1999) say that customer value is an old concept. In early days buy-
ers carefully evaluated the sellers offerings, and Weinstein and Johnson (1999) mean that 
buyers agreed to do business only if the benefits (product received), were giving more value 
than the costs (items traded).  

Barnes, (2000) claims that perceived customer value has been given many definitions in the 
marketing literature, but according to Zeithaml (1988, cited in Heinonen, 2004, p. 205) a 
traditional definition is 

Customer value is the consumer's overall assessment of the utility of a  
product based on perceptions on what is received and what is given 

This means, in reference to Heinonen (2004), that value is seen as the perceived benefits 
minus the perceived sacrifice. This is also stated by Zeithaml, Bitner, Gremler (2005), Kip-
penberger (1998) and Evans (2002) who mean that value is the relationship between the 
give and take components. Customers buy when the received values, for example quality, 
satisfaction and specific benefits, are greater than the expenditures, which usually are 
monetary costs (Zeithaml, Bitner & Gremler, 2005). 

Different customer segments perceive value in different ways. Customers combine various 
elements of the value proposition in order to define the value from their perspective. As a 
result, something that is considered valuable or an important element for one segment may 
not be considered valuable by another. Since value can be created in different ways, the 
companies have to understand what kind of value that are considered most important in 
their market segments (Barnes, 2000). This is the same reason why IKEA commissioned 
this thesis. IKEA wants to deliver more customer value among the constructing companies 
in the kitchen market, and by that become more competitive in the business sector (A. 
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Larsson, personal communication, 2005-09-09). Barnes (2000) says that it is important to 
identify the most important factors that deliver value, and therefore IKEA wants to deter-
mine its business customers’ needs and wants (A. Larsson, personal communication, 2005-
09-09). 

IKEA is internationally known for their low price furniture, and their vision is to create a 
better day life for as many people as possible. They try to do that by offering a wide range 
of well-designed and functional home furnishing products at low prices (Inter IKEA Sys-
tems B. V., 2003b). To be able to satisfy the differentiated demand optimally, IKEA pro-
vide a large diversity of goods (Inter IKEA Systems B. V., 2003a).     

According to A. Larsson (personal communication, 2005-09-09) it is crucial for companies 
to find factors that create value for their customers, and they need to realize that different 
customer segments have different value preferences. Wright (2004) points out that private 
customers and business customers have different preferences, and this is also something 
that A. Larsson (personal communication, 2005-09-09) says have been indicated at IKEA. 
In a business-to-business relationship, defined by Wright (2004), as a market where com-
panies sell on to other companies for their own use, the main idea is, according to Kippen-
berger (1998), to help the customers succeed in its business and create added value to the 
product.  

IKEA has today more knowledge about their private customer market than the business 
market (A. Larsson, personal communication, 2005-09-09). Since the preferences are dif-
ferent between private customers and business customers (Wright, 2004) and IKEA want 
to create more value for their business customers the following research question and pur-
pose have been stated.  

1.2 Research Question 

The following question will present the foundation of the purpose, and this will explore the 
relationship between the seller and the business customers. 

What are the factors that IKEA’s business customers in the kitchen market perceive as cus-
tomer value? 

1.3 Purpose  

The purpose of this thesis is to evaluate the factors that perceive customer value for 
IKEA’s business customers. Through the evaluation the most important factors for IKEA 
will be identified and ranked. 
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2 Method 
This chapter will begin with an introduction. It will be followed by an explanation of the chosen method and 
the research approach. A description will also be given of how the market research was conducted.  

2.1 Introduction 
To be able to determine the factors that perceive customer value for IKEA’s business cus-
tomers, the customers’ values have to be determined. Since IKEA wants to have deeper 
understanding about their customers’ opinions a market research was appropriate. A mar-
keting research can regarding to Evans (2002) contribute with meaningful information 
about customers. This is also stated by Burns and Bush (2005), who continues to say that 
the information can be used in order to solve marketing problems such as determining 
price and how to advertise. 

The American Marketing Association (AMA) definition of marketing research is:  

Marketing research is the function that links consumer, customer, and public to the mar-
keter through information – information used to identify and define marketing opportuni-
ties and problems; generate, refine, and evaluate marketing performance; and improve the 
understanding of marketing as a process (Burns & Bush, 2005, p.7). 

Hauge (2004) means that business-to-business marketing research employs the same re-
search techniques as a marketing research for private customer markets. The difference is 
that many business-to-business markets are characterized by a smaller sample because 
businesses often measure in hundreds or thousands instead of millions of customers. Busi-
ness-to-business market samples are also often companies in different industries which 
vary in number of employees. This is also the case with IKEA, and since the interest is only 
for kitchen customers it is only customers within this segment that has been targeted.  

According to Burns and Bush (2005) marketing research can be used in four different ar-
eas. First, identifying market opportunities and problems where the goal is to find oppor-
tunities or problems with an existing strategy. Second, generating, refining and then evalu-
ating potential marketing actions. This studies often deals with one or more of the market-
ing-mix; price, promotion, product and place. Third, monitoring the marketing perform-
ance. This allows a company that already has a marketing mix placed in the market to 
evaluate how well the mix is performing. The last area can be used to improve marketing as 
a process. This is conducted to expand the knowledge of marketing as a process rather 
than to solve a specific problem. By getting more knowledge from these studies the man-
ager may be in better position to solve a specific problem within the company. In this case 
the marketing research will be used for the first area, to identify IKEA’s kitchen market 
opportunities for business customers and to examine the problems of the existing strategy 
that focus on the private customers. 

2.2 Qualitative versus Quantitative Research 
Hague (2004) means that if one should conduct a qualitative or a quantitative research de-
pends on what you want to know, how you gather the needed information and how you 
want to conduct the research. A qualitative research is about investigating the features of a 
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market through in-depth studies or through focus groups. De Vaus (2002) describe further 
that the qualitative research methods involve participant observation and interviewing.   

De Vaus (2002) criticize the qualitative research method for lacking the ability to generalize 
and being too dependent on the subjective interpretations. Hague (2004) claims that a 
qualitative method with focus groups is not appropriate for a study with the intention of 
reaching a larger number of people. Instead, a quantitative research including a market re-
search should be used in order to reach more people.  

An investigation with a quantitative character is mostly composed by variables that can be 
statistically analyzed. The analysis is foremost concentrated on finding and confirming rela-
tionships between different variables. A quantitative research is furthermore favorable 
when testing hypothesizes which results in practical improvements (Christensen, Anders-
son, Engdahl, & Haglund, 2001).   

In this study the purpose is to measure customers’ attitudes, and regarding to Hague (2004) 
a quantitative method is useful when measuring customer satisfaction, attitudes and com-
mitment. Burns & Bush (2005) share Hague’s opinions and say that a quantitative research 
can be used to measure customer awareness and attitudes to different manufacturers and to 
understand the overall customer behavior in a market by taking a statistical sample of cus-
tomers to understand the market as whole.  

The quantitative research method is suitable for this study, since it provides certain types of 
factual and descriptive information, so called hard evidence. They can be expressed with 
numbers and can be statistically analyzed. The method is often regarded as providing rich 
data about the real life of people and situations, and being more able to understand behav-
ior within its wider perspective (De Vaus, 2002).  

In accordance with the discussion above, the aim is to use a quantitative research method, 
to be able to measure the customers’ attitudes and behaviors with help from a survey. The 
results will be statistically analyzed in order to find the factors that contribute to perceived 
customer value among the business customers in IKEA’s kitchen market. Since this study 
also intends to reach as many business customers as possible a quantitative research is 
more appropriate.  

2.3 Data Collection Modes 

All research methods require that there is data collected, analyzed, interpreted and pre-
sented (Christensen et al., 2001). There are four basic survey modes that usually are used 
according to Burns and Bush (2005); person-administered surveys, computer-administered 
survey, mixed modes and self-administered survey.  

A person-administered survey is one in which the interviewer reads questions, either face 
to face or over the telephone, to the respondent and record his or her answers. The draw-
backs of using human interviewers are human errors, slowness and cost. The human errors 
are much more in a person-administered survey since it is easy to change the wording of 
the questions, which may change the meaning of the question (Burns & Bush, 2005).  
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In a computer-administered survey the computer technology plays an essential role. There 
are variations of computer-administered surveys. The most common is that the respondent 
answers the questions online on his or her computer, without an interviewer. High set-up 
costs and requirement of technical skills is the main disadvantages with a computer-
administered survey (Burns & Bush, 2005).  

Mixed-mode surveys use multiple data collection methods. One case of mixed-mode is 
when combined-assisted survey is used together with a personal-administrated survey. For 
example, since more and more people get access to the Internet, the online survey, a form 
of combined-assisted survey, is often combined with some other methods, such as tele-
phone surveying (Burns & Bush, 2005). 

A person-administered survey would be too time-consuming for this study and a com-
puter-administered survey require a great amount of technical skills. A mixed mode seems 
to have many advantages, but a disadvantage is, according to Burns and Bush (2005), that it 
ads complexity to the data collection. For example, if a survey is conducted online and by 
telephone, the wording of the instructions must be different. Data from two sources can 
also be very difficult to code exactly the same way (Burns & Bush, 2005).  

Self-administered survey, where respondents completes the surveys on their own (Burns & 
Bush, 2005), has been used in this study. The respondent reads the questions and responds 
directly on the questionnaire. The advantage with a self-administered survey is, according 
to Burns and Bush (2005) that the need for an interviewer and computer program are 
eliminated, and there can be savings in costs. Furthermore, the respondent can control the 
pace of which they respond and do not need to feel rushed. A respondent should feel re-
laxed while responding, and a self-administered survey may help to affect that. Self-
administered surveys also help the respondent to not feel nervous when answering ques-
tions, or helping out if the topic may be sensitive, such as salary questions (Burns & Bush, 
2005). 

The disadvantages in a self-administered survey is that the prospective respondent have the 
control in his or her hand, which can result in that the respondent do not complete the 
survey, or answer the questions wrong regarding to misunderstanding because there are no 
opportunity to interact with the interviewer. There could also be a risk that the respondent 
will not send in the survey in time or refuse to return the survey at all (Burns & Bush, 
2005). This is also confirmed by Christensen et al. (2001), who say that it can be problem 
with the time frame. In self-administered surveys there are higher questionnaire require-
ments. Perfect and clear instructions need to be attached to the survey and the question-
naire must encourage the respondent to continue answering until the questions are com-
pleted (Burns & Bush, 2005). An introduction letter (Appendix 1) was sent out together 
with the questionnaire in order to give guidelines. The respondents also had the opportu-
nity to call or e-mail those responsible for the questionnaire if there were any misunder-
standing or questions about the survey. Christensen et al. (2001) mention that all questions 
must be seen from the respondents’ point of view, hence to reduce mistakes and misunder-
standings. To handle this problem several persons tested the questionnaire. A meeting was 
set up with Nordiska Undersökningsgruppen, one of the largest marketing research com-
panies in Scandinavia, in order to take advantage of their expertise in the field (A. Lindhe, 
personal communication 2005-10-28). The authors assume that this helped to exclude 
some misunderstanding and non-response that may have been otherwise. Anders Larsson, 
responsible for IKEA’s business customers in the kitchen market and the authors contact 
person at IKEA, also tested the questionnaire. Larsson also sent out the questionnaire to 
the management team at IKEA in order to find out if the questions needed to be changed.  
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2.3.1 Mail Surveys 
In a mail survey the questions are according to Burns and Bush (2005) mailed out to pro-
spective respondents, who are asked to fill them out and return them to the researcher by 
mail. This market survey was sent out to 818 of IKEA’s business customers on November 
1st 2005. The deadline was set to November 22nd. 

Burns and Bush (2005) mean that mail surveys are powerful, effective and efficient. Ac-
cording to Christensen et al. (2001) another advantage of mail surveys is, compared to in-
terviews, that the survey can reach a large geographical area without enormous costs. Since 
this survey was going to be sent out to companies all over Sweden, mail survey was appro-
priate. Mail surveys are also good to use when questions about personal opinions are the 
focus of the investigation, since the respondent remain anonymous (Christensen et al., 
2001). 

Christensen et al. (2001) mean that the response frequency depends on the interest and en-
gagement for the chosen subject among the respondents. The main issue is therefore to 
create a curiosity and engagement for the asked questions in the survey. It must be easy to 
understand and answer the questions. Furthermore, it is preferable if the numbers of ques-
tions are limited, since too long surveys might reduce the response frequency. In addition it 
should not be too difficult for the respondent to send the survey back to the researcher, 
since then there will probably be problems with non-response. The respondents to this 
survey could easily send back the answers in a franked letter that were attached with the 
questionnaire. 

2.3.2 Questionnaire Design 
Christensen et al. (2001) claim that the purpose must be very clear before constructing a 
questionnaire. The questions for this questionnaire were constructed according to the 
structure of the theoretical framework in chapter 3. 

When choosing the questionnaire design the researcher are, regarding to Burns and Bush 
(2005), facing several questions that needs to be considered.  

First, in reference to Brace (2004) and Burns and Bush (2005), respondents who are not of 
interest for the study should be eliminated. This is important to identify as soon as possi-
ble, so neither the respondent’s nor the interviewer’s times will be wasted. Examples of ex-
clusion questions, presented by Brace (2004), are questions about the industry or profes-
sion. This kind of question was not needed in this survey since the sample was only con-
structing companies. Whenever business customer are mentioned in this thesis, it referes to 
the constructing companies. A clear exclusion question was placed in question 4 that asked 
if the respondents had bought kitchen from IKEA. If they have not bought any kitchen, 
the survey ended and these respondents were excluded.  

Another type of exclusion question that Brace (2004) mentions, is company size. The rea-
son for this question is to define the respondents’ sizes to see if one is over-represented. 
This kind of question is the first question in the questionnaire. The respondents can choose 
from pre-coded alternatives about the number of employees, according to Statistiska Cen-
tralbyrån’s standard for company size classification (2005). 

The main questions should first be general asked, as warm-ups, and later become more 
specific as said by Brace (2004), and Burns and Bush (2005). Furthermore, Brace (2004) 
states that it is hard to respond immediately to detailed questions. The warm-up questions 
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help the respondents to easier understand the subject, and recall what their perception is 
about the topics. In this thesis’ survey the warm-up questions are the general asked ques-
tions in 2a-b, 3, 5a-c. 

The survey then continues with two questions, 6 and 7, that are divided into three parts, a, 
b and c. First part, a, is a general question about the respondents perception when buying 
kitchen from any supplier. The second part, b, is the same question but asked specifically 
about the perception when buying kitchen from IKEA. Last, c, is a question about the sat-
isfaction. These questions follow the pattern of going from general to more detailed ques-
tions defined by Brace (2004). This scheme of questions allows the respondents to think 
about their behavior before getting into more details. 

Question 8 and 9 are detailed questions, and has therefore been placed in the end of the 
survey. The last two questions, 10 and 11, are open-ended questions, giving the respon-
dents the ability to answer more freely and detailed. These questions are good to place in 
the end, in order to give the option to the respondents to summarize their overall percep-
tion of the survey and their perception of the topic (Proctor, 2003). 

2.3.3 Sample Size 
When doing a data collection the target group must be decided together with the sample 
size of the population. A total investigation, where all people in the population are taking 
place, is one possibility, but this is often too time-consuming and costly. This leads to that 
a sample is preferred (Christensen et al., 2001). Evans (2002) means that it is important to 
prioritize customers in the key markets, were the potential for gain is highest. 

Of the business customers who buy kitchen from IKEA the constructing companies are 
the biggest and important segment. Since Burns and Busch (2005), Christensen et al. (2001) 
and Evans say that it is preferable to choose one segment of the population the construct-
ing companies will be investigated in this thesis. 

IKEA has a database which includes all their business customers. H. Gartner (personal 
communication, 2005-10-15), responsible for the database, says that 1636 constructing 
companies have, according to his information, bought kitchen units from IKEA. To be 
able to get a representative sample size, the authors asked IKEA’s management how many 
answers they found appropriate. They acquired response from 100 constructing companies 
and since it was difficult to tell how large the response was going to be, 50 percent of the 
1636 constructing companies within the kitchen market were selected to ensure 100 an-
swers. Furthermore, a large sample had to be selected because the target respondents are 
companies who have bought a whole kitchen. As mentioned in 2.3.2 the 1636 constructing 
companies, who have bought kitchen units, may not have bought a whole kitchen. The 
questionnaire was addressed to the contact person at each company. The information 
about the contact person was provided by H. Gartner (personal communication, 2005-10-
15). 

Random sampling, also called probability sampling method, has been used, which gives 
every member of the population an equal chance, or probability to be selected into the 
sample (Burns & Bush, 2005) According to Christensen et al. (2001) there must be some 
kind of database register of all members in the population to be able to use the probability 
sampling method. A database is also necessary to ensure that every person or unit have the 
same chance to be a part in the sample. IKEA has a large database over their business cus-
tomers, and it was therefore no problem to use the probability sampling method.   
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Burns and Bush (2005) say that there are four different probability sampling methods; sim-
ple random sampling, systematic sampling, cluster sampling and stratified sampling. When 
simple random sampling is used the researcher applies a random selection procedure which 
guarantees that each member of the population has an identical chance of being selected. 
In systematic sampling the researcher select a random selecting point for the first sample 
member. A constant skip interval is then used to select every other member. Cluster sam-
pling means that the population is divided into clusters, where each cluster represents the 
whole population. The researcher then randomly selects a few clusters and performs a cen-
sus on each one. If a population is believed to be skewed a stratified sampling is appropri-
ate. A skewed population means that the population deviates a bit from what is assumed to 
be normal.  Each subpopulation is called a stratum. When collecting the sample, random 
samples of each stratum is taken. 

For this thesis simple random sampling or systematic sampling is most appropriate. Cluster 
sampling is regarding to Burns and Bush (2005) useful when there are no electronic data-
base available. The kitchen customers in the constructing business are not, regarding to the 
authors, assumed to be skewed, and therefore stratified sampling was not used. The au-
thors let H. Gartner (personal communication, 2005-10-15), responsible for IKEA’s data-
base, choose if simple random sampling or systematic sampling were going to be used. The 
reason for letting him decide was because he knows how the database works. Furthermore, 
simple random sampling would work as well as systematic random sampling, and therefore 
H. Gartner could choose the one he found easiest to use. The sample where then selected 
with simple stratified sampling since this was, according to H. Gartner (personal communi-
cation, 2005-10-15),  least uncomplicated. Burns and Bush (2005) say that with simple 
stratified sampling the probability of being selected into the sample is known as equal for 
all members of the population. The sampling technique is expressed; 

818
1636

= = 0,5Probability of selection = Sample size
Population size  

This means that IKEA’s constructing companies had a 50% probability to be selected. 

2.3.4 Questions 
As mentioned before, the survey must be constructed after the purpose of the investigation 
(Christensen et al., 2001). The questions can be open-ended or categorical (Burns & Bush, 
2005). The open-ended questions give the respondent a large freedom to answer with own 
words and formulations. According to Christensen et al. (2001) many people prefer the 
categorical surveys, since they have problems with expressing themselves in the open-
ended method. In the categorical questions the respondent only answers due to all ready 
given statements. According to Burns and Bush (2005) the categorical response format 
questions provides pre-coded response options on the questionnaire, which helps the re-
spondent to answer easily and quickly. What is important with the categorical questions is 
that there have to be appropriate answers for all different opinions among the respondents. 
This can be difficult, according to Christensen et al. (2001), and therefore an additional an-
swer is added. Burns and Bush (2005) call this complimentary open respond. Whatever fac-
tor the respondents think are missing can be added in the additional question, called other, 
in this questionnaire.  

Categorical response format questions have been preferred in this survey in view of the fact 
that Burns and Bush (2005) say that open-ended format questions are difficult to measure. 
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Christensen et al. (2001) say that it is difficult to measure because the respondents are 
asked to response in their own words, which do not make the question standardized. Since 
the sample is large the authors preferred a survey that was easy to measure. An open-ended 
questionnaire would have been too time-consuming to measure. However, since some 
questions could not be asked in a response format a few open-ended questions have been 
included in the questionnaire. Brace (2004) states that it can be good to mix these types of 
questions in order to maintain the involvement of the respondents. In reference to the 
guidelines presented by Brace (2004) the open-ended questions’ responses have been ana-
lyzed by recording the responses word by word and then coding them into groups accord-
ing to the similarities of the responses. 

In a customer value approach of a survey there are some questions that will give the com-
pany information about how people choose among competing suppliers. Those questions 
will show the relevance of the key factors, which are necessary and crucial for solving the 
problem that customers value, when they choose between the company and its competi-
tors. An example of that could be to first ask a question that is generally formed, and then 
ask specifically what the customer feels about the specific company (Daniels, 2000), which 
is done in questions 6a-b and 7a-b in the questionnaire.  

A discussion around the questions in Appendix 1 will follow. The original version, in 
Swedish, can be found in Appendix 2. 

The questionnaire is written with the different factors of customer value, price, perform-
ance and personalization, in mind. Since a small and a large company may have different 
preferences the authors found it appropriate to ask question 1 to determine the companys’ 
sizes.  

The first main questions are for all respondents, since they deal with the overall informa-
tion about the business-to-business relationship, such as information exchange and the 
overall service from IKEA (question 2a, 2b and 3). 

Question 4 asks if the company has bought kitchen from IKEA. If the answer is no, the 
survey ends. Since the participants in the survey might have bought some kitchen units or 
parts of a kitchen, there was a need for this question. There was only an interest to reach 
customers who have bought at least one whole kitchen from IKEA. There were 58.3% of 
the respondents who had bought kitchen and could continue the survey.  

Question 5 is asked in order to determine if the business customers believe IKEA’s service 
to be better, worse or about the same compared to competitors. If the respondent an-
swered either much better, better, worse or much worse they could answer an open-ended 
question, asking them why they believed the service to be much better/better or much 
worse/worse.  

Question 6 has three different sections so there will be possibility to compare the different 
sections with each other. This will determine how well IKEA meets the requirements from 
the customers when they are buying one or many kitchens (questions 6b and 6c). The au-
thors also want to measure if the preferences are different when buying a kitchen from 
IKEA or from other kitchen suppliers (questions 6a and 6b). Question 7 is constructed in a 
similar way since the authors want to see how the service satisfies the customers compared 
to what the customers find important (questions 7b and 7c). The importance of different 
factors’ are when buying from IKEA is also compared with the importance when the cus-
tomers buy from other kitchen suppliers (questions 7a and 7b). A likert-scale from 1 to 9 is 
used in questions 6a, 6b, 7a and 7b, where 1 is not important and 9 is very important. In 
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questions 6c and 7c is 1 not satisfied and 9 very satisfied. Burns and Bush (2005) say that a 
likert-scale asks the respondent to indicate their degrees of agreement or disagreement on a 
symmetric agree-disagree scale for each of the series of statements. 

Question 8 look for how the customers want to make their payments. This will indicate if 
the business customers want to make their payments differently than they do today. In 
question 9 the respondents have to choose which three factors are most important when 
buying kitchen. The respondent can choose between a variety of factors, representing price, 
performance and personalization. The valuation scale is most important, second most im-
portant, and third most important. 

The last two questions, 10 and 11, are open-ended questions, where the respondents can 
give suggestions to IKEA how they can become the optimal business partner. The respon-
dents can as well give comments.  

The questionnaire was three pages long, consisting of 11 questions. It was sent out on No-
vember 1st 2005. IKEA’s required 100 answers, and since more than that was received dur-
ing the first week, there was no need for reminders. The deadline was November 22nd and 
at this date there were 211 answers. 

2.4 Trustworthiness 
When developing an analysis, there must be validity to what are measured and what is sup-
posed to be evaluated (De Vaus, 2002).   

Measures need, according to De Vaus (2002), to be both valid and reliable. Although these 
two concepts are related they are not the same. A measure can be reliable without being 
valid and vice versa. Measures can never be perfectly reliable and perfectly valid, but the 
goal is to maximize them. It becomes the responsibility of the authors to critically review 
the work, in order to keep the trustworthiness of the conducted study.  

Validity 

It is of great importance to design the research so it can deliver the conclusions. The valid-
ity of a measure depends on the definition of the concept that it is designed to measure. 
One of the problems in developing valid indicators is interpreting the meaning of respon-
dents’ answers (De Vaus, 2001). Categorical answers are, according to Burns and Bush 
(2005), not as difficult to measure as open-ended questions. The open-ended questions 
have been documented word by word and then been coded into similar groups. All main 
questions are, however, in a categorical response format and the empirical findings are 
based upon these results.  

Many factors, such as misunderstandings can damage the results (Burns & Bush, 2005). 
However, De Vaus (2002) mentions that the authors can increase the validity  by being 
prepared. The authors should therefore test the survey before it is sent out. An introduc-
tion letter (Appendix 1) was sent out together with the questionnaire in order to increase 
the validity of the survey. The respondents had also the opportunity to call or e-mail the 
authors if there were any questions. 

Internal validity is the extent to which the structure of a research questionnaire enables the 
researcher to draw conclusions from the results (De Vaus, 2001). The more the study 
method reduces optional explanations, the stronger the internal validity is. In this thesis in-
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terpretations and comparisons can be made between the questions to create a base for the 
evaluation and the conclusion process of the customer value.  

External validity refers to the extent to which results from one study can be generalized be-
yond the particular study. The external validity is limited if the findings only applies on the 
people in that particular investigation. So the critical question is if the results are likely to 
apply more widely on other people not taking part in the survey (De Vaus, 2001). The ex-
ternal validity can seem limited since the empirical finding is from one company’s business 
customers. However, the evaluation of the factors that contribute to customer value, is not 
specific for IKEA’s business customers in the kitchen market. The authors argue that the 
findings in this thesis are applicable also in other areas of interest, for example in business-
to-business situations, or studies about customer value.  

Reliability 

Reliability means that the indicator consistently comes up with the same measurement, 
meaning that one research gives the same results when it is used on repeated occasions. 
This means if people consistently obtained the same score on repeated tests, the test would 
be reliable (De Vaus, 2002). Reliability also considers the evaluation method’s ability to 
control random errors (Christensen et al., 2001). Among the respondents of the survey it 
has been found that there are not any relevant numbers of outliers. Therefore, the authors 
claim that the responses are reliable in accordance with the discussion above. 

Unreliability can arise from many different sources. A question may for example be unreli-
able due to bad wording. A person may understand the question differently on different 
occasions (De Vaus, 2002). Also, asking questions about topics, which people have no 
opinion of, have insufficient information, or require too precise answers, are leading to un-
reliable data (De Vaus, 2001).  

The questions; to get a fully assembled kitchen from IKEA, and to get help from IKEA to 
plan the kitchen/-s, were incorrectly phrased in the questionnaire. The questions were sup-
posed to ask how important these factors were when they buy kitchen from any kitchen 
supplier. However, the answer indicated, that the customer can get a fully assembled 
kitchen or help from IKEA. This is incorrect since the answer should have indicated that 
they could get a fully assembled kitchen or help from any supplier. These questions have 
not been presented in the empirical findings or taken into consideration in the results. The 
authors still believe that the results are sufficient and reliable since it was only 2 of 48 ques-
tions in question 6a-c and 7a-c that had to be deleted. 

In conclusion, after considering these different statements regarding trustworthiness, the 
authors find the survey valid and reliable for this study. 
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3 Frame of Reference 
This chapter will present the theories that underline the research. The frame of reference begins with a de-
scription of business-to-business relationship. Further, customer value and its main factors will be discussed.  

3.1 Business-to-Business Relationship 
According to Erztgaard (2004) the basic principle of a business-to-business relationship is 
that two companies create higher value together than they would do on their own. Building 
interactions for the future with recurrent transactions, with a high importance of trust and 
satisfied expectations, are the main factors behind why business-to-business relationships 
are built.  

A business-to-business market is defined by Wright (2004) as a market where companies 
sell and market products, or where companies sell on to other companies for their own use. 
The difference from business-to-customer markets is that the end customer in business-to-
business market is buying products and services for their company, rather than for individ-
ual or private use. The company can then use them (1) for their own usage when making 
products or services, such as machines, (2) for selling on to other customers as an end 
product, or (3) as parts of their own products or services (Norrbom, 1999). Business-to-
business selling situations are, as mentioned, different from consumer selling in many ways. 
In business-to-business markets, sellers spend time building and nurturing the personal and 
business relationship with several individuals throughout the buying center (Giglierano & 
Vitale, 2002). 

Most companies, according to Newell (2000), think a satisfied customer is exactly the same 
as a loyal customer. This might have been true way back in time, but not any longer. In a 
business-to-business relationship the main focus should be finding the motive of the cus-
tomer and by that, help it to succeed in its business and create added value (Kippenberger, 
1998). Therefore, business customers demand different marketing strategies than private 
customers. Those who adapt their marketing strategies specifically towards the business 
customers will be more successful in terms of sales and commission, and by that get higher 
satisfaction from the customers (Wright, 2004). 

According to Erztgaard (2004) constructive criticism, long-term thinking, creation of 
common goals, openness, customer focus, understanding and respect are examples of fac-
tors behind a valuable business-to-business relationship. Since the relationship between 
businesses is more complex, Wright (2004) says that it is much more important to under-
stand the structure of the customers and their operational way of doing business in a busi-
ness-to-business market than in a business-to-consumer market. A lasting relationship is 
considered to be dependent on three variables; power, dependence and trust (Seyed-
Mohamed, 1990). The need to know and understand the customers will be important for 
the whole value chain, so the company can be able to create a competitive advantage as an 
essential part in the creation of the end product (Wright, 2004). 

In order to define how the selling process is done, one needs to look from the buying 
company’s perspective. The purchasing process can be different in different types of busi-
nesses. When companies choose their suppliers they can for example decide upon (1) rec-
ommendations from other businesses or associations, (2) by asking a number of suppliers 
to submit a product or service specification, specifically made for them that can give an 
idea of which supplier is the best, (3) by letting outside agencies help to choose the best, or 
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(4) let the managers’ experience and intuition decide which supplier is the best. A buying 
company can combine these when choosing in order to optimize the result they want 
(Wright, 2004). 

When the customer value is specified the selling company can try to become better in these 
areas and after that try to emphasize them during marketing of their products or services. 
However, to maintain the competitive advantage the selling company needs to be able to 
offer even more sophisticated benefits in the future. The process, therefore, needs to be 
seen as a process of constantly adding value in response to the change of demands (Wright, 
2004). 

3.2 Customer Value 

Naumann (1995) states that the environment today in which businesses operates is more 
turbulent, chaotic and rapidly changing than ever before. Customers often have the charac-
teristics of being less tolerant, less forgiving and less loyal, and their product expectations 
are often soaring to ever higher levels. Daniels (2000) continues to say that during the be-
ginning of the 1990s, there was a quality revolution, where more companies started to pay 
more attention to better customer care. However, the level of customer satisfaction does 
not seem to be higher now than before the quality thinking started. According to Evans 
(2002) this could, nonetheless, still mean that the customer care has been improved, since 
raising the quality can increase the expectation levels. That will lead to people asking for 
more customer care and again companies has to strive for an even better result.  

But the purpose of creating satisfied customers is no longer enough. The business also 
needs to get closer to the customers, to create relationships, where the customers see a 
value in the collaboration (Barnes, 2000). It is like this, since satisfaction is an outcome, and 
not something you do in the business. And because of that, today’s satisfied customers 
might switch to the competitors tomorrow, if they offer them better value (Mittal & Sheth, 
2001). But there are no simple series of steps that will create customer value. Maximizing 
customer value must flow from a firm’s culture, beliefs, values, management style and 
structure (Naumann, 1995).    

Value is defined as the ratio of perceived benefit to perceived cost (Evans, 2002). Customer 
value extends this definition to value related to what the customer has perceived the value 
to be. Customer value can be acknowledged through finding ways of getting inside the cus-
tomer’s perception of value (Kippenberger, 1998). So the critical elements are to look after 
the value that is offered to the customers, and to be able to be ahead of the competitors 
(Mittal & Sheth, 2001). Customer value comes from preferences, characterized from ex-
perience of interacting with some other objects (Barnes, 2000). Designing and delivering 
superior customer value are according to Weinstein and Johnson (1999) the keys to suc-
cessful business strategies.  

The customers’ ability to attain the desired value goals is determined by the consequences 
of the product use. The consequences are ...the outcomes that are experienced by the consumer as a 
result of product us” (Woodruff & Gardial, 1996, p. 56). The customers will try to seek the 
consequences that are linked to the desired goal and also try to avoid those that are not. 
Consequences can be both positive and negative. It is a positive consequence when the 
customers get the desired outcome, or benefit from the product or service (Woodruff & 
Gardial, 1996). 
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According to Woodruff and Gardial (1996) the value, considered as the result of the trade-
off between the positive and negative consequences of product use, is perceived by the 
customer. For example when buying home furnishing, customers normally pay a price and 
expect that the seller in turn will provide offsetting benefits such as assembly, delivery and 
the possibility to see the furniture displayed in the shops where the customers can get help 
from the salespeople.  

A furniture company that created a strategic opportunity is IKEA. IKEA considered the 
cost-benefit trade-off for its customers. While maintaining certain standards of quality, 
IKEA has encouraged its customers to buy furniture with minimal assistance. The custom-
ers have to assemble the furniture themselves and transport it to their homes by themselves 
in exchange for a lower priced product (Woodruff & Gardial, 1996). 

Value is created through three different ways of experience. It is comparative, meaning that 
it involves rating one option against another (Barnes, 2000). Value judgments by customers 
about the worth and desirability of the product are made relative to competitive substitutes, 
satisfying the same needs (Weinstein & Johnson, 1999). Moreover, it is personal; the cus-
tomer value differs across individual customers or segments of customers (Barnes, 2000). 
The way of thinking must be around the whole service offering from the company, not 
only the product itself. Customer groups, such as business customers, have common needs 
that the company can satisfy and from that create economies of scale. However, individual 
needs also have to be satisfied, and that calls for creating tailor-made solutions (Kippen-
berger, 1998). Finally, customer value is situational. It means that the value varies widely 
from situation to situation. Value is a predictor of which choice the customer will make. 
Buyers who are considering a purchase in a particular product or service category will scan 
their options and develop considerations about what will bring them the highest value 
(Barnes, 2000). 

Different Preferences of Customer Value 

Barnes (2000) says that different segments of customers perceive value in different ways. 
To fully understand the customers’ needs, the situation must be viewed from their perspec-
tive. One segment of customers combines their preferences in one way, resulting in values 
from their own viewpoint. As a consequence, those valuations that are considered might be 
very important for this segment but might not be valuable for another. Value may be per-
ceived in different ways, and it is critical that marketers understand what forms of value 
that are considered most important in the segment where the company operates.  

According to Rachham (1999) customers can be segmented into three distinct types; intrin-
sic value customers, extrinsic value customers, and strategic value customers. These types 
are regarding to what the customers prefer most.  

Intrinsic value customers focus exclusively on the price. They generally already understand 
the product well and they know how they want to use it. The intrinsic customer sees the 
product as a commodity that is substitutable with competitive offerings. They want to buy 
the product at a favorable cost, and since the only value is the product they care little or 
nothing about added value such as sales force. The typical intrinsic customers are suppliers 
or the bottom-line purchasing agents who buy raw materials. However, the purchasing 
world is dramatically changing and intrinsic value customers are not only in industries that 
usually are associated with commodities. An increasing number of customers buy specialist 
products that have an instrinsic value orientation (Rachham, 1999).  
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Extrinsic value customers focus largely on the benefits, and are interested in solutions and 
applications. The sales force is important for the extrinsic customers since they can create a 
great deal of new value for them. Unlike the intrinsic value customers, the extrinsic value 
customers see value in spending time with salespeople and high performance quality 
(Rachham, 1999). 

The strategic value customers demand an extraordinary level of value creation and want 
more than the supplier’s products, or its advice. These customers long for the supplier’s 
core competencies. The relationship between the supplier and the consumer is equal and 
they are working together to create an extraordinary level of new value that neither of them 
could create alone (Rachham, 1999). 

Three variables will in this thesis be explained as the main factors behind customer value. 
Those three variables are price, performance and personalization. 

Price, Performance and Personalization 

Mittal and Sheth (2001) suggest that the basics for creating values that customers seek are; 
price, performance and personalization. This suggestion confirms Rachham’s (1999) ap-
proach of the three different customers segment presented in chapter 3.2. Also, Weinstein 
and Johnson (1999) notes that this combined triad of price, performance and personaliza-
tion provides a solid springboard for formulating business strategies to create customer 
value. According to Naumann (1995) the customer value triad applies to virtually every 
type of business.  

Naumann (1995) claims that the most important success factor for a company is the ability 
to deliver better customer value than the competition. Good customer value can be 
achieved when the prices, the product performance and the personalization are in harmony 
and exceed customer expectations. Only delivering one of the components will never guar-
antee survival in the market. Having for example great performance and poor personaliza-
tion will not maximize the customer value. One goal of a business should be to maximize 
customer value and strive to increase value continuously.  

In reference to the discussion above; this means that the critical elements may lie within the 
three parts of customer value shown in Figure 3.5; price, performance and personalization. 

 

Figure 3.1 Three parts of customer value 
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3.2.1 Price 

Giglierano and Vitale (2002) claims that price is an indicator of the value of the offering 
which according to Holbrook (1999) is the perception of benefits received for what the 
customers must give up. In other words, this statement means what one gets for the 
money. Regarding to Woodruff and Gardial (1996) price is the variable that is most fre-
quently associated with value because value is often defined from an economic perspective, 
as the monetary cost associated with exchange. 

Giglierano & Vitale (2002) continues to say that when customers looks at the price of the 
product they usually ask three general questions; “Are the benefits worth the price being 
charged?”, “Can we obtain the same benefits for a better price?” and “Can we obtain the 
same benefits at a lower cost by producing them ourselves?” If the customer has a budget 
concern, an additional question will be asked; “Can we pay the price?”  

Kenyon (1997) means that when customers say that something is a good value, they do not 
indicate that it is the lowest price that possibly could be found. What the customers mean 
is that the product or service is worth the price paid. A little bit extra for the same price, is 
a concept that defines the central idea of value. According to Giglierano & Vitale (2002) 
the company should set the price so that customer cannot obtain more value from other 
supplier’s offerings. Also, as market conditions change, the company may have to change 
prices for existing offerings to maintain or improve the attractiveness of the good. To un-
derstand a customer’s perception of value, including the perception of price, the company 
needs to understand the customer’s own cost thinking. 

Customers have to be attracted to a new product before considering price. When a cus-
tomer’s interest is aroused, interest shifts to what must be given up in return. Reaction to 
price is depending on which interest in the product that already has been aroused 
(O’Shaughnessy, 1987). The comparison process, when comparing prices, is an inherently 
subjective process because customers typically have a zone of indifference where they may 
not be sensitive to price changes or differences (Naumann, 1995).  

Naumann (1995) stretches the importance of remembering that the competitor with the 
lowest prices is not always the market leader and reducing price is not the most attractive 
form of value creation. First, it is the most easily copied strategy. Competitors can usually 
drop their prices just as quickly as we can. Second, the company often ends up leaving 
money on the table, because customers are in fact often ready and willing to pay more if 
they only get the quality they want. Third, if a practice of discounting, with any degree of 
predictability is used, some customers will simply wait for the discount sales and never pay 
full price if they can avoid it (Barnes, 2000). Finally, buyers also use the price as an indica-
tor of performance. That is, all things being equal, the higher the price, the higher the per-
ceived quality. However, customer value assessments are often comparative. Value judg-
ments by consumers about the worth and desirability of the product are made relative to 
competitive substitutes, satisfying the same needs (Weinstein & Johnson, 1999). 

There are two essential competitive forces when setting prices within a company. Firstly, 
the corporate goals for profitability suggest that companies should charge higher prices for 
their products and services to maximize long-term shareholder wealth (Naumann, 1995). 
However, whenever a company charges more than its competitors for its product, the 
company must signal value differences equivalent to the price difference (O’Shaughnessy, 
1987). Secondly, the competition provides a constraint, a ceiling on prices, which gets 
lower and lower as global competition intensifies. The winner in the market place will 
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therefore be the company that maximizes delivered value to the customers (Naumann, 
1995).  

The discussion above show that price is an important variable itself. However, the discus-
sion also leads to two smaller variables of price: price-quantity discount, and time (Figure 3.2). 
These two will be presented in the following part.  

 

Figure 3.2 Two parts of price 

Price-Quantity Discount 

Often when a buyer wants to buy a larger quantity than normal it can be offered a reduc-
tion in the price, this is called price-quantity discount. A price-quantity discount strategy, 
which is a fundamental price strategy (Weng, 1995), is very common in the business-to-
business market, since big companies often buy large quantities of a products (Gupta & 
Kini, 1995). Buying a larger quantity gives more power to the buying company, because it 
can threat the selling company of buying from another company if they do not receive any 
price-quantity discount (Gupta & Kini, 1995). Simon and Dolan (1998) say that since the 
underlying principle for price-quantity discount is that the second, third and so one, units 
have lower per-unit costs, the company should therefore focus on getting the customers to 
buy the first product. However, that constitutes that the seller knows exactly how the will-
ingness to pay among the customers is distributed. This leads to the perception of what the 
customers seek in the products, relating to the performance. 

There are many types of price-quantity discount; incremental discount, all-unit discount, 
volume discount over a period of time, and discount on the invoice-value. The incremental 
discount involves that the seller offers a reduction in price per unit over a specified quan-
tity. The all-unit discount means that all units over a specified quantity are sold at a reduced 
price. The volume discount over a period of time signifies by that the buyer has to buy a 
certain quantity during a specified period of time to get the discount. The last type, dis-
count on the invoice-value, involves that the buyer can get a discount if the value of the to-
tal purchase in a single transaction exceeds a certain financial value (Gupta & Kini, 1995). 

According to Gupta and Kini (1995) the reason why a company offers price-quantity dis-
count can, for example, be to stimulate the demand of the product, to off load excess pro-
duction and off season stocks, or do it because the competitors is offering it. This shows 
that price-quantity discount can both be a regular strategy for the business or just a tempo-
rary strategy. Furthermore, a company can offer a price-quantity discount to trigger the 
sales in order to get buyers to see their products and services in the beginning or when 
business is going slow. However, the main issue about price-quantity discount, stated by 
Simon & Dolan (1995), is that it can generate a profit closer to the maximum profit possi-
ble by attracting more buyers. They also point out that, when starting to offer price-
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quantity discount, the competitive reaction should be carefully predicted and observed. For 
example, if the competitors try to match the price-quantity discount with a better price all 
the time.  

Seeing price-quantity from the buyer’s perspective, the buyer needs to choose an order 
quantity that minimizes the operating costs, such as purchasing, ordering, and inventory 
holding costs. Price-quantity discount can minimize these costs, which makes the buyer 
look for those suppliers who give best price-quantity discount (Weng, 1995).  

Time 

In the price perspective Becker (1965, cited in Holbrook 1998) treats time as if it was 
money. O’Shaughnessy (1987) says that for companies ‘time is money’ and that business 
customers budget their time as well as their money. They seek to spend their time wisely 
and companies try to minimize the cost of time since it enhances the value of the offering 

Customers can spend time to acquire a product, for example, when waiting in line at a 
ticket counter. Time can be wasted in situations in which we spend more time waiting or 
doing something than we feel should have been necessary. A company can also buy time, 
for example, if they invest in a new product designed to save time for the company.  (Hol-
brook, 1998).   

Griffin (2001) claims that we have become the “hurry-up” society as a result of such in-
stant tools such as e-mail, faxes, and mobile phones. Speed has become one of the most 
important and visible areas of the price factor. Many customers get irritated with time-
wasters such as slow-moving cash register lines, ill-fitting merchandise, and products that 
have to be returned, which are a waste of time and money. 

Holbrook (1998) say that time is a resource and the value of the time that is being saved is 
a function of what is done with it. It is the same with money, for example, people do not 
mainly derive utility from having a lot of money but from what they do with it. The exam-
ple can also be applied to time where people do not derive utility from having a lot of time 
but from how they spend that time. However, there is a major difference between time and 
other price factors, such as money. For example, if the taxi to the airport costs $20 more 
than expected, this loss can be dealt with by reducing consumption elsewhere, but if the 
ride to the airport takes an hour more time than expected, the hour may be difficult to re-
coup. 

Benakiva and Lerman (1985, cited in Holbrook, 1998) mean that people get more upset of 
a minute delay when they wait at the bus stop, than a minute spent waiting inside the bus. 
Moreover, the time spent in a queue at fast food restaurants (the time spent between enter-
ing the queue and being able to order) have a stronger impact on the customer than service 
time (the time spent between ordering and receiving the order). However, Holbrook (1998) 
claims that the value of time is personal and varies from one individual to another. Some 
people feel that they are under constant time pressure and frequently think about time. As 
a result, it is likely that they would assign a much higher value to time saved. Others would 
instead place higher value on schedules and promptness.  
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3.2.2 Performance 

The performance indicator starts and ends with the customer, and the customers decide 
whether a product does or does not fulfill the performance requirements (Naumann, 1995).  

According to Griffin (2001) the performance of the company’s product needs to match or 
exceed the thoughts in the mind of the customer. This is a standard, which is often hard to 
meet. The best strategy should therefore always be to under-promise and over-deliver, 
which means that companies try to deliver value at least slightly better than what was 
promised. This means that the selling company must get closer to the customers compared 
to what the competitors do. By analyzing the customer value the performance can be 
viewed, also with help from a comparison with the competitors. Gale (1994) sees this as a 
market-driven process. Weinstein & Johnson (1999) states that companies with outstanding 
customer value in performance can easily turn customers that once tried their products into 
lifetime customers.  

Performance value offers efficiency, productivity, and other benefits (Reilly, 2002). But ac-
cording to Barnes (2000) customers can be badly confused by, for example, making it diffi-
cult for them to assemble a piece of furniture, or failing to include the wrench needed to at-
tach the bolts to the frame. Things like those might lower the performance value in the 
mind of the customer. Other performance problems can also be, say Morris, Pitt and 
Honeycutt (2001), whether the product can perform at the level required if it will be com-
patible with existing equipments and resources. 

Quality, and innovation are the main drivers for performance value, in reference to Mittal 
and Sheth (2001). Moreover, distribution activities should be added as an important vari-
able according to Barnes (2000) (Figure 3.3).  

 

Figure 3.3 Three parts of performance 

Quality 

One part of performance is quality (Mittal & Sheth, 2001, and Rust & Oliver, 1994, cited in 
Heinonen, 2004). However, quality does not only look at the features of the product. It 
also involves to which degree the product or service meets the customers’ requirements, 
and how well it is delivering the outcomes the customers were seeking (Mittal & Sheth, 
2001). 
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Naumann (1995) believes that high product quality is no longer sufficient to create a com-
petitive advantage. But high quality is essential to be able to deliver good customer value. 
Quality is one of the main factors making the customers satisfied and coming back to the 
company. This also goes in line with Holbrook’s (1999) thoughts that quality is closely 
connected to customer satisfaction. 

The quality of the product means that it is working consistently, every time, throughout its 
whole lifetime. As a fundamental thought, the product conforms to design specifications. 
On a second level quality of products means that it satisfies all of the customer require-
ments. At the third level, the quality view broadens further to include not only the product 
but also other things that would affect the customer, for example product delivery, way of 
payment, technical support, and so on. Finally, the last and highest level of quality is that 
every process and activity within the business is improved to meet the requirements of 
whom the activity serves (Mittal & Sheth, 2001). 

In line with Mittal & Sheth (2001) statement that performance and quality should be seen 
in a broader perspective, Seyed-Mohamed (1990) also explain other performance factors as 
important to consider.  

According to Giglierano and Vitale (2002) the quality level of the company’s offering is one 
of the keys in a good business relationship. Quality should be seen from a customer point 
of view; it is the perceived quality among the customers. To create quality, companies must 
know their targeted customers well to understand what they think of quality. Second, the 
company must have a fair amount of creativity to be able to turn the customer’s vision of 
quality into a product while being able to keep costs under control.  

Regardless of how quality is thought of, or how it is improved in the company, quality can 
pay off in the long run. This can be done in terms of cost reductions, through improved ef-
ficiency, and customer value (Naumann, 1995). 

Innovation 

To be able to create more value companies have to be innovative, which raises the level of 
functionality (Mittal & Sheth, 2001). Innovation means, according to Giglierano and Vitale 
(2002), to create something new and making it useful. Innovation can also be to take some-
thing that already exists and make it better, so that it provides more value to customers 
than it did before.  

Cerasale (2004) means that in today’s business environment, change is constant and discon-
tinuous. Therefore suppliers need to find new ways to create and deliver exceptional cus-
tomer value. To turn change into opportunity, companies must become more innovative, 
and embrace innovation to maximize exploitation of opportunities generated by turbulent 
markets. Companies have to learn to keep reinventing themselves and their industries, 
since opportunities for growth will not come through operational efficiency alone. 

Cerasale (2004) says that innovative companies continuously search for new and different 
ways to create and deliver value. They are constantly on the lookout for change, because 
change provides the opportunities for the new and different An innovative company is also 
one that sees changes as normal, embrace opportunities to do things differently and takes 
risks. This calls for a high level of commitment of doing something original, because by its 
very nature, taking risks means there can be unpleasant as well as pleasant outcomes. An 
innovative organization needs to tolerate failure, because if they want change they need va-
riety, and with variety comes risk of failure. Lack of failure is an evidence of a lack of 
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imagination. So, innovative companies give staff the freedom to take risks, and ensure that 
they understand that a well-managed failure does not reflect badly on them. 

Many companies avoid making the needed changes because they believe change is ‘risky’. 
Their belief is correct, particularly if change is handled poorly, but there is risk in most 
economic activity. Also, it is often riskier to do nothing, or make small changes when big-
ger ones are needed. Furthermore, there is a tendency to look back to more successful 
times with nostalgia. Managers often continue with outdated practices too long, hoping for 
a return to the ‘good old days’, which may never come. Some people are simply unwilling 
to change, learn about new things and adapt accordingly (Cerasale, 2004). 

Value comes from all elements of the offered innovation. Maintaining or increasing a de-
gree of differentiation from competitors can be accomplished through innovating in the 
channel structure, the pricing structure, or even the communication strategy surrounding 
the product. New ideas are the outcome of innovative efforts (Giglierano & Vitale, 2002).  

Woodruff and Gardial (1996) are meaning that being able to predict future product or ser-
vice offerings is important not only for competitive purposes but also to be able to develop 
new, unimagined products for the future that deliver value to the customers. The company 
need to determine what consequences that are desired, both in terms of positive conse-
quences desired and negative consequences avoided, as well as what the important drivers 
are of their consumption decisions. 

According to Molineux (2002) product leadership involves offering the best products or 
services through constant innovation that will create a good reputation among the custom-
ers. The quality and superiority are two variables that attract customers. By having a prod-
uct leadership, the company can make other companies’ offerings seem less important or 
good in terms of quality.  

However, product leadership implies that the company must get the customers to perceive 
their offerings as the best. The feedback from the customers is therefore important to con-
sider with the intention of improving the offerings, and being more innovative (Molineux, 
2002). Innovations usually represent constant improvements to existing products. If the 
customers are better sources of innovation compared to the innovative ideas, which already 
have value, it is most likely that the customers will share ideas for product improvements 
with the suppliers, who they are most satisfied with (Naumann, 1995). 

Distribution Activities 

In reference to performance, Stank, Daugherty and Ellinger (1996) mention inventories 
and delivery as distribution activities that a product goes through to reach the customer. 

The buying company’s production technology is important to think about, since delivering 
the products on time may be crucial for the buying company’s production process. This is 
partly because the buyer should not have to wait for the product, which could cause the 
process to slow down and be late, and also partly because the products may need to be 
fresh or have a place ready to be stored in. The ultimate delivery on time is called just-in-
time delivery, which means that the delivery is made on a specific date and time. This is 
therefore more important, as a possible customer value, to be able to give in a business-to-
business relationship, than in a business-to-consumer relationship (Seyed-Mohamed, 1990). 

Christensen (1996, p. 7) defines the modern view of just-in-time delivery as ...a partnership 
between supplier, carrier and customer to improve efficiency and reduce waste. This implies that the data 



 

 22

between the parties need to be accurate in order to reduce the time that products are in the 
delivery chain. The modern view of just-in-time delivery presupposes that the quality is 
good with no defects, which leads to that no further checking is needed and furthermore 
helps the delivery to be accurate. This underlying quality confirmation makes it possible for 
the supplier and the customer to decide upon a precise time when the delivery will be done 
(Christensen, 1996). 

Paquette (2004) mentions benefits of a properly run just-in-time program as a minimal level 
of inventory investment and freeing capital for other uses. There is no need for ware-
houses, which freeze up dead space for more efficient utilization. The risk with the system 
is that the quality issues might be lowered, because there are no stocks with replacement 
products when potential parts are missing in the delivery or spare parts are needed. With 
this in mind, Ellram, La Londe & Weber (1999) states the importance of having a complete 
stock that is reloaded automatically when inventories are out of stock. 

Seyed-Mohamed (1990) also means that the distance between the buyer and the seller is es-
sential for delivering on time, and being able to deliver missing- or spare parts fast. It helps 
to have the store of the selling company in the same location as the buying company and 
also that the store has great capacity.  

Morris, Pitt and Honeycutt (2001) mean that there is a trend in purchasing toward mini-
mizing inventories, and away from an orientation where large inventories are seen as an as-
set to the company. The aim is to create a situation where purchased materials and parts ar-
rive at a user’s location only as they are needed. Such an arrangement is commonly referred 
to as just-in-time delivery. 

Cerasale (2004) means that, over time, customers may become dissatisfied with deliveries 
that lack flexibility. The business environment is constantly changing, and competition is 
fierce in many industries. Customers are under pressure to innovate, grow and reduce costs 
simultaneously. Inflexible delivery restricts the customer’s ability to change and innovate. 
Therefore, the companies need to have available products ready at all times, in order to re-
duce the risk of loosing customers (Ellram et al., 1999). The speed of the deliveries can be 
an advantage for the company, which generates higher customer value (Graham, 2001). 

According to Holweg and Pil (2004) customer perceive an unreliable delivery date worse 
than a longer order-to-delivery time. Also, damages in the delivery, such as missing parts 
and additional delays are lowering the customer value. Therefore, deliver reliability is criti-
cal. The greater the control of transport activities is, the more reliable the delivery times are 
(Christensen, 1996). 

Providing all the products that the customer needs, and delivering them in one drop-off is 
a valuable performance perceived by customers (Bowersox, Closs, & Stank, 2000, cited in 
Kärkkäinen, Ala-Risku & Holmström, 2003). Getting everything delivered at once is there-
fore important for customers, because receiving several shipments acquires notable costs to 
the customers (Manunen, 2000, cited in Kärkkäinen et al., 2003) 



 

 23

3.2.3 Personalization 

Personalization is a measure of the personal attention to the individual customer (Mathur 
& Kenyon, 1997). Delivering high quality of personalization is essential to be able to create 
good customer value (Naumann, 1995). Vandermerwe (1999) continues to say that person-
alization is about treating different customers differently. A company should treat the cus-
tomer with offers on a level as close to an individual level as possible. Those individual 
preferences, depending on the buying company, are changing with time. Personalization is 
about giving individuals the content and contact they seek at each critical point in the activ-
ity cycle. 

Examples of personalization can be a friendly handshake or a special welcoming smile 
(Mathur & Kenyon, 1997). If the company is good at personalization it means that the rela-
tionship between the company and the customer is good. This can therefore trigger the 
customer to come back to the company in the future (Barnes, 2000). In order to achieve 
better personalization, a business may make distinctive efforts to learn about the individual 
customer’s problems, needs, and operating logistics. This information helps the company 
to get an insight into customers’ needs and preferences which can be used to design suc-
cessful offerings in the future (Mathur & Kenyon, 1997).  

Personalization is not a choice in the sense that the corporation simply offers optional spe-
cial features from which the customers can choose. The reason for why choices not always 
are enough depends on that customer preferences are not always predictable. In every 
event the customers’ preferences change with different circumstances, and evolve over 
time. This makes it important that whatever the company offers, flexibility should be cre-
ated, so the contact can be adapted in real time (Vandermerwe, 1999).  

There are three different kinds of personalization that this section wishes to describe. As 
showed in Figure 3.4 the variables are; purchase process, relationship, and customer service.  

 

Figure 3.4 Three parts of personalization 

Purchase Process 

According to Naumann (1995) and Seyed-Mohamed (1990) there are different ways of cre-
ating personalization and adding value in the purchase process. Figure 3.5 show that the 
three ongoing processes, product exchange, adaptation and information exchange, are 
closely linked to each other (Seyed-Mohamed, 1990). 
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Figure 3.5 Process of constantly adding value (Seyed-Mohamed, 1990) 

According to Seyed-Mohamed (1990) the product exchange processes are connected to a 
problem that the selling company can solve for the buying company. Naumann (1995) say 
that it is directly associated with the exchange transaction between a company and its cus-
tomers. It includes for example different financing opportunities, credit terms, information 
about guarantees and return policies. 

In order to accomplish the product exchange processes the companies need information 
from one another. The selling company needs information about the buying company’s ac-
tivities, and the buying company needs solutions to the problem they want to be solved 
(Seyed-Mohamed, 1990). This process includes education, information and sales support, 
which are the support services that furnish the customer with information and assistance in 
the decision-making process (Naumann, 1995). By giving the buyer new information the 
seller modifies the buyer’s actual perception of the product and may increase his need for 
the product (Ford, 1997). 

In the adaptation process the selling company needs to adapt to what has been discussed in 
the product exchange process and in the information exchange process. There will be an 
interaction between the selling and the buying company so the best solutions can be found 
for the customers’ needs and wants (Seyed-Mohamed, 1990). Barnes (2000) means that it is 
of high importance to understand that customer value can be created by adding something 
to the product. But the creation can also mean to reduce some aspects of the product that 
is viewed to be negative. This means that value creation not always is the same as addition 
of something. It is also frequently used to reduce characteristics.   

All three processes described in Figure 3.5 are dependent on each other, and need to be 
understood and done in combinations in order to achieve the creation of customer value 
(Seyed-Mohamed, 1990). Today buyers are trying to reduce the number of suppliers and 
are looking more at the complete solution. This implies that the company needs to accom-
plish a greater level of commitment. In order to facilitate this, the buyer tries to get the 
supplier to understand the business, through information exchange in both directions 
(Kippenberger, 1998). Customers also search for companies that are easy to do business 
with. Basically, customers want a hassle-free purchase experience. They want to be pro-
vided with product samples, the information needed, and have the goods delivered on 
time. It should also be easy to reach the company and be able to deal with them on an indi-
vidual level (Mittal & Sheth, 2001). The seller should get closer to the customer, and try to 
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understand the customers’ needs and expectations (Gale, 1994). This is because the cus-
tomers usually prefer to do business with a company that not only makes it easy for them 
to do business with, but also makes it a good experience (Mittal & Sheth, 2001). This 
means that the process is a customer-driven process (Gale, 1994). 

Relationship 

For companies relationships are very important and it is not something that can be made 
over one night according to Newell (2000). Relationships between seller and buyer do not 
just happen; they need to be worked upon (Barnes, 2000). Morgan and Hunt (1994, cited in 
Butcher, Sparks & O’Callaghan, 2002) mention however the importance of seeing that the 
interaction is between customers and employees, not between customers and the company. 
Therefore, the size of the company is of minor importance since it is the employees the 
customers actual deal with.  

According to Seyed-Mohamed (1990) there are many variables influencing the business re-
lationship. The selling company’s product type, and the buying company’s production 
technology and location are some influencing variables in the business relationship. Since 
the product is the center of the exchange in business relationships this variable needs to be 
carefully adapted to whatever the buying company wants.  

Companies must according to Barnes (2000) be aware that customer’s feelings and emo-
tions are often deeply held and will have an influence on whether a customer will continue 
to do business with a company in the future or not. Consequently, the customers should 
feel good when dealing with the company. This type of value is related to the aspects of the 
interaction with customers. The interaction should be in a way that a company can increase 
feelings of closeness to its business partners. According to Kokko and Moilanen (1997, 
cited in Butcher, Sparks & O’Callaghan, 2002), personal friendships or feeling of closeness 
to the company and its staff, can increase the loyalty among the customers. Consequently, 
the aim should therefore be to build positive relationships with the customers. 

Both Barnes (2000) and Graham (2001) mention that many customers want to deal with 
companies that treat them special, seem to understand them well, and value their business. 
Graham (2001) consider that there are seven important elements that make a customer feel 
special; speed and time, personal interaction with the customer, expectations, courtesy and 
competence, keeping the customer informed, attitude, and long-term relationship.  

Graham (2001) means that the customer measures all factors that take time. For example, 
in a call center the percentage number of calls that hang up will increase dramatically as the 
length of time on-hold increases. Also small details matter, and for example, remembering 
a customers name or remembering details about the customers affect the relationship over 
time. It is good if the company can go through the organization and identify every oppor-
tunity that they possibly can to make the customer feel unique and individual. The com-
pany should also train people to deal with customers and to treat every single customer as, 
not their only customer, but their most important one.  

Graham (2001) considers courtesy and competence to go hand in hand. Common courtesy 
means that the customer usually like to be served by an enthusiastic amateur rather than an 
indifferent expert. Barnes (2000) develop this further with an example where just-in-time 
delivery is important. But if the delivery people are rude, the customers’ perception of 
value will be diminished. Graham (2001) continuous to explain the meaning of competence 
as that whoever serves the customer should do it well. Barnes (2000) says that ultimately, 
the customer will feel so close to the provider that they will personalize the relationship.  
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Customers mostly want a continuous personal relationship with the same employee. The 
trick is to build at least one social relationship in the relationship between the customer and 
the employee (Barnes, 2000). 

Customer Service 

According to Juran (2001) customer service has emerged as a critical success driver in many 
companies. Bacal (2004) says that when a company delivers good customer service to the 
customers they experience less stress, hassle and grief from customers. Good skills in the 
area of customer service help the company to keep the customer satisfied with what is de-
livered, and it also works as a prevention tool against unsatisfied customers.  

One of the first steps in organizational evolution to customer integration is the creation of 
good customer service (Naumann, 1995). Bacal (2004) explains that the customer always 
should be treated as if he or she is important, and his or her opinions, needs, and wants are 
worthy of listening to. When a customer sees that efforts are made it is more likely that the 
customer will view the selling company positively.  

Juran (2001) continues to say that there is not one single department in a company that 
should work with customer service. Customer service should be considered as an impor-
tant area of discussion within the whole company. Customer service should work as part of 
the whole company strategy and should be based from available knowledge in the industry. 
This means to find opportunities where advantages may be received by adding customer 
service to the product. This creates an opportunity for the company to use customer ser-
vice as a tool to strengthen their customer relations and the customers’ opinion about the 
quality of the supplying company.   

There are four elements that are building up good customer service; accessibility, profes-
sionalism, attitude, and efficiency (Gale, 1994). It should be easy for the customers to get in 
contact with the company if they have any questions. They should also be given profes-
sional answers from people who know the business. When talking about the attitude, the 
issue is that the representatives of the company must be willing to help, treat customers in-
telligently, make them feel comfortable, and be concerned about the customers. However, 
the customer service needs to be efficient. By being efficient the customers waiting time 
can be reduced, and the customer should not have to be put forward to many different 
people. One person should be able to handle the customer in all questions (Gale, 1994). 

But it is, according to Sewll and Brown (2002), impossible to give good customer service if 
the product is too bad. For example, if the product easily breaks, not even the best possible 
customer service would be able to help the company to get high customer value among 
their customers.   

Juran (2001) consider customer service as a life-cycle process with continuously improve-
ments. Customer service should include continuous communication, recognition and de-
velopment of customer relations and customer needs to result in greater customer value.  
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3.2.4 Price, Performance and Personalization in Combination 

However, if that is not the case, other variables such as good and close relationships may 
help the distance to get smaller and by that also make the delivering process easier, which 
helps to create customer value. Seyed-Mohamed (1990 

Naumann (1995) writes that understanding the relationship between the performance, per-
sonalization and price strategies is essential to delivering good customer value. The level of 
performance and personalization, relative to competitive alternatives and customer expec-
tations, dictate the appropriate price. All the personalization processes has to be based on 
high underlying performance. The personnel within the company need to have a good 
knowledge of the company and its possibilities. There must be a high performance ability 
among the workforce to be able to perform in line with what is expected from the com-
pany (Gale, 1995). 

Of those three different concepts, price is the most common one as a distinguishing value 
seek of the lowest total lifetime cost of a product. Thus, judgments about the reasonable-
ness of price and other costs are always made within the context of product benefits and 
reliability, that is; performance and personalization. This point about price value is impor-
tant; otherwise one would mistake a lower price for a better price value. A discount mer-
chandiser would then be viewed as offering a better customer value than a full service re-
tailer, which is not the case (Mittal & Sheth, 2001). Customers seek operational excellence, 
which means that the company minimizes the customers’ cost of doing business with them, 
relating to the price, but also regarding the timeliness, and the quality of service (Molineux, 
2002). 

As mentioned before, the price only has a meaning when paired with the benefits delivered, 
both tangible and psychological, such as quality, service, and support (Weinstein & John-
son, 1999). A value map consists of two variables, market-perceived price and market-
perceived quality. If the price is perceived higher than the perceived quality, the customers 
perceive worse value of a total offer. Respectively, if the quality is perceived higher than the 
trade-off price, the customers perceive it as better value, as shown in Figure 3.6 (Daniels, 
2000). 

Market-perceived 
   price

Market-perceived quality

worse value

better value

 

Figure 3.6 Value map (Daniels, 2000) 

Daniels (2000) claims that the value map is relatively easy for all employees in a company to 
understand. This helps them to relate the business to it, and by that think about what needs 
to be done in order to create the best value connected to the price. The value map also 
shows, according to Gale (1994), that price and quality has a strong relationship, which cus-
tomers make their judgment upon. 
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Consumers who are worried about quality are disposed to buy at a premium price to avoid 
making an error. Also, when the performance is the key importance, for example in razor 
blades, the higher-priced brands will probably attract buyers more if price and quality are 
believed to be related (O’Shaughnessy, 1987). 
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4 Empirical framework 
This chapter is outlined after logical order of the theoretical framework that the authors have chosen for 
deeper studies. It begins with a brief background of the company, followed by the empirical finding from the 
market research. A summary in the end will repeat the most important factors of customer value.  

4.1 IKEA 

IKEA was founded in 1943 by Ingvar Kamprad. The company name is a composite of the 
first letters in his name, and the names of the property and the village in which he grew up: 
Ingvar Kamprad, Elmtaryd and Agunnaryd. In the beginning IKEA sold pens, wallets, 
watches, jewelry and nylon stockings, or everything that Kamprad could sell for a lower 
price than his competitors. Furniture was first added to the IKEA product range in 1947, 
and in 1955 IKEA began to design its own furniture. During the 1950s IKEA also started 
to sell furniture that was designed to be assembled by the customers. Since the packages, 
also called “flat-packs”, were self-assembled, easier to ship and saved volume, the price 
could be reduced (Inter IKEA Systems B. V., 2003b). 

In 1965 the first department store was opened in Stockholm and the concept of self-
serving became one of IKEA’s distinguishing characteristics. Today, IKEA is a world-
leading retailer of a wide range of home furnishings focusing on good design and function-
ality at low prices. The IKEA group has 90,000 co-workers and operates in 44 countries 
(Inter IKEA Systems B. V., 2003b). IKEA’s company culture is learned in the beginning of 
the employment. Every employee, whatever position, has to start on the floor. By this all 
employees learn the “IKEA way” (A. Larsson, personal communication 2005-10-18). 

IKEA has tried to get business leadership through providing good quality at a low cost. 
The company want all people in the customer market to afford IKEA’s products. This can 
be illustrated in IKEA’s business idea: 

The IKEA business idea is to offer a wide range of home furnishings with good design 
and function at prices so low that as many people as possible will be able to afford them. 
And still have money left! (IKEA, 2003) 

According to A. Larsson (personal communication, 2005-09-16) the business idea and the 
sales are mainly focused on private customers. At the moment, marketing towards business 
customers relies on the catalogue “IKEA Work”, which is posted to all business customers 
every year. There are few business sellers working for IKEA in Sweden and the number 
has decreased during the past years (A. Larsson, personal communication 2005-10-18). 
Otherwise the catalogue is IKEA’s most important marketing channel. Year 2004 160 mil-
lion copies were printed in 52 editions and 25 languages. The IKEA website is also becom-
ing a more important channel, and it attracted 125 million visitors worldwide 2004 (Inter 
IKEA Systems B.V., 2003b).  

IKEA is constantly expanding abroad and there is no time to concentrate on the business 
segment. In Sweden, however, managers are beginning to see that the business market can 
provide a good opportunity for IKEA (A. Larsson, personal communication 2005-09-16). 

Today, the transactions between IKEA and its business customers are made through “Ika-
nobanken” which offer 30 days on credit (A. Larsson, personal communication 2005-10-
18). The business customer can get an IKEA credit card, which is connected to the cus-
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tomer’s number. If the card is not connected to the customer number the buyer must show 
an identification card and a letter of attorney at the counter (Inter IKEA Systems B. V., 
2003a).   

IKEA uses the Swedish mail company, Posten, to deliver products. It takes eight to ten 
days to deliver kitchen parts. If there are custom-made benches, it takes about three weeks 
(A. Larsson, personal communication 2005-10-18). IKEA can, according to Anders Lars-
son (personal communication 2005-10-18), deliver orders to only one address.  If a com-
pany for example buys several kitchens, and want them delivered to different addresses it is 
not possible.   

IKEA is known worldwide for its innovative and stylish designs. The company’s has a cul-
ture of entrepreneurial innovation, and exciting product innovation. This is a result from 
seeking to balance environmental criteria and because of low cost structure (Inter IKEA 
Systems B. V., 2003a).   

In 1999 IKEA won the Red Dot for Highest Design Quality award for their kitchen called 
VÄRDE. The Red Dot prizes are internationally recognized for innovative design, and are 
awarded annually in the "Design Innovations" competition held in Germany by Design 
Zentrum Nordrhein Westfalen. The judges evaluate the entire products on a degree of in-
novation, functionality, ergonomics, ecological compatibility, and durability. According to 
the judges VÄRDE represented a whole new way of thinking about kitchen. Because of 
VÄRDE’s unique, modular design, it is able to create an entire kitchen from scratch or 
simply add a piece here or there. (Inter IKEA Systems B. V., 2004)  

The business customers that have bought kitchen from IKEA is divided into different cus-
tomer segments. The largest segment are the constructing companies. Graph 4.1 show how 
the employees of the constructing companies differ among the constructing companies 
that are IKEA’s business customers. The largest customer base is the companies that have 
between 1 to 4 employees (H. Gartner, personal communication, 2005-10-15). 
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Graph 4.1 Company sizes of IKEA’s customers within the construction industry 
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IKEA hold 11.49% market share in the business market for kitchen, and among construct-
ing companies that buy kitchen, they have 10.85% market share.  

4.2 Background 
Of the 211 business people who responded to the survey were most people, 41.6%, repre-
sented by companies with 1 to 4 employees as shown in Graph 4.2. As mentioned in chap-
ter 2.3.4, 58.3% of the respondents had end the survey after question 4 since they have not 
bought kitchen from IKEA. Therefore, the respondent who answered all the questions 
were mostly represented by 1 to 4 employees (44.6%). The other constructing companies’ 
number of employees are shown in Graph 4.2. 
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Graph 4.2 Percentage of the different respondent’s number of employees 

Today, most companies get their information about IKEA from the IKEA catalogue 
(60.7%). As Graph 4.3 shows, the business customers also get most of their information 
from the Work IKEA catalogue, IKEA’s kitchen catalogue and IKEA’s homepage on the 
internet.  



 

 32

33,8%

61,0%

26,2%

42,9%
45,7%

2,9% 1,9%
4,3%

0,0%

10,0%

20,0%

30,0%

40,0%

50,0%

60,0%

70,0%

IKEA's
hompage on
the Internet

The IKEA
catalogue

IKEA's
department

store

IKEA's
kitchen

catalogue

Work IKEA
catalogue

Other
magazines

Others No opinion

 

Graph 4.3 The sum of how the respondents get the information about IKEA’s products as business custom-
ers 

However, Graph 4.4 shows that 58.3% of the respondents want to get information from 
IKEA in a certain IKEA catalogue for business people.  
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Graph 4.4 The sum of how the respondents want to get information about IKEA’s products as business cus-
tomers 

47.0% of the respondents think that the overall service at IKEA for business customers is 
good. 35.6% found it neither good nor bad. Only 8.4% believe that it is bad, 6.4% very 
good and 2.5% very bad. 
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58.3% of the respondents had bought kitchen from IKEA, and of these 79.5% were satis-
fied with the purchase. Most respondents who did not believe that the purchase fulfilled 
their expectations said that it was due to that parts were missing and other delivery prob-
lems, according to the open-ended question.  

The respondent, who had bought kitchen from IKEA, then had to compare IKEA’s ser-
vice with other kitchen suppliers. 54.8% believed that the service is the same, 20.6% that 
the service at IKEA is worse, and 1.6% thought that it is much worse. 16.7% say that it is 
better and 3.2% of the respondent believed that the service is much better (Graph 4.5). 
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Graph 4.5 Percentage of the total respondents of question 5a: Do you, as a business customer, believe that 
IKEA’s service is better, about the same, or worse compared to other kitchen suppliers? 

The business customer who believed that IKEA’s service is better or worse compared to 
other kitchen suppliers had to answer a follow-up question. This open-ended question 
asked why the respondents believed the service to be better or worse. The respondents an-
swered that the service was better because IKEA is easy to do business with, even when 
problems arise such as returns or reclamations. The respondents also thought that IKEA is 
a good organization with well-educated staff who are giving quick answers. The quick and 
correct deliveries were also touched upon. 

The reason why the respondents thought IKEA’s service was worse than other kitchen 
suppliers was because they believe it takes too long time in the department stores, and that 
they usually have to wait for salesmen. The business people said that it is difficult to get in 
touch with the same business seller every time. In contrast to that, some respondents an-
swered that the service was better because of the employees, were well-educated. This is 
also contradicted by some respondents who said that IKEA’s sellers had lack of knowl-
edge. Lastly, the respondents thought it is difficult to get in touch with business sellers over 
the telephone. 

As mentioned in chapter 2.3.4, 41.7% of the respondent had to end the questionnaire after 
question 4a, since they had not bought any kitchen. To easier follow the presentation of the 
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following questions that the respondents, who had bought kitchen answered, a statistical 
background information will be presented. 

Statistical Background Information 

The Statistical Product and Service Solution (SPSS) has been used in order to make statisti-
cal analysis of the answers from the questionnaire.  

To explain the statistical results, we are frequently using words as mean value, correlation, 
paired comparison, paired t-test, confidence interval and p-value. To easier understand and 
follow the empirical findings an explanation will be given for some of the words, and how 
the results are being presented.  

The mean value is the average value and a measure of central tendency (Lukas, Hair, Bush & 
Ortinau, 2004). To understand the average opinion for questions 6abc and 7abc the mean 
values will be presented for these questions as shown in Figure 4.1. 

= X Importance when you are going to buy kitchen Question 6a and 7a
= X Importance when you last bought kitchen from IKEA Question 6b and 7b
= X Satisfaction when you last bought kitchen from IKEA Question 6c and 7c

Mean value  

Figure 4.1 Example of presentation of mean values 

Question 6a-c asks for the importance and satisfaction of different factors. Question 7a-c 
and c asks for the importance and satisfaction of different kind of support. The mean value 
of each question will represent a colored dot. For example, question 6a; “How important 
are the following factors, for you as a business customer, when you are going to buy 
kitchen?” represents the red dot. All the colored dots will also be presented on a line chart 
as shown in Figure 4.2. The authors assume that this will help the reader to easier see and 
understand the differences between the questions.  

Importance when you are going to buy kitchen Satisfaction when you last bought kitchen from IKEA
In this case, mean value = 4.00 In this case, mean value = 6.00

Importance when you last bought kitchen from IKEA
In this case, mean value = 5.50

Not satisfied Very Satisfied

2 3 7 8 9

Not important/ Very Important/
4 5 61

 

Figure 4.2 Example of the line chart 

The scale used in Figure 4.2 is from 1 to 9 where 1 is not important and 9 is very impor-
tant. This is the same scale that has been used in the questionnaire (Appendix 1).  

Figure 4.3 has been used to explain the result when the factors are compared. First, the im-
portance of the factor when buying kitchen has been compared with the importance of the 
factor when the customer last bought kitchen from IKEA. The mean difference is ex-
plained on a line chart which is explained in Figure 4.3. Second, the importance of the fac-



 

 35

tor when last bought kitchen from IKEA has been compared with the satisfaction of the 
factor when the customer last bought kitchen from IKEA. This has been explained in the 
same way as shown in Figure 4.3 but with a yellow dot instead of a red one.  

 

Figure 4.3 Example of mean difference 

Correlation means that two or many variables are tested together to see if there is a relation-
ship between them. If the correlation coefficient is close to 1 or -1 it means that there is a 
correlation and a relationship between the variables. If the correlation coefficient is, on the 
other hand, close to zero, there is no correlation which means that there is no relationship 
between the variables (Lukas, Hair, Bush & Ortinau, 2004). Correlation has been drawn be-
tween the questions in this survey. However did not give any significant results, and are 
therefore not discussed.  

The aim of asking question 6 and 7 was to make paired comparison between the a- and b-
alternatives, respective the b- and c-alternatives. For example, the importance of price 
when buying kitchen from a kitchen supplier is compared with the importance of price 
when buying kitchen from IKEA. Next, the two alternatives are analyzed using the paired 
t-test.  

A paired t-test includes three steps; computing mean values, comparing the two variables’ 
mean values, and creating a confidence interval of the mean difference (Wahlgren, 2005). 

Step 1: To get an adequate comparison, both the a- and b-alternatives need to be answered 
by the respondent. This means, for example, that both question 6a concerning price and 
question 6b concerning price, need to be answered. If the price-question is only answered 
in a, but not in b by a respondent, his or her answer will not be considered at all when 
computing the mean-values of question 6a and 6b for price. Therefore, the paired t-test 
generates mean values that are different from the mean values that are presented on their 
own in the line chart (Figure 4.2) (Wahlgren, 2005).  

Step 2: The difference between the two alternatives’ mean values creates a mean difference. 
For example, if the mean value from questions 6a concerning price is 5.50 and the mean 
value from question 6b is 5.00 the mean difference will be 0.50 (5.50-5.00=0.50). The mean 
difference show if the respondents have answered different in the a- versus the b-
alternatives. If there is a positive mean difference it shows that the a-alternative is bigger 

MEAN DIFFERENCE - XXX 

=   0.400 SIGNIFICAN
NOT 

The mean difference 
p-value   =   0.190 

p-value   =   0.038 

0.4 0 -1.6 2.0 1. 1.2 0.8 -2.0-0.4 -0.8 -1.2 

The circle tells which importance that have the greatest mean

This tells if the result 
is significant or not. 
If the p-value is bigger  
than 5% the result is not 
signinficant 

Importance of the factor when you are  
going to buy kitchen is more important

Importance of the factor when you last  
bought kitchen from IKEA is more important 

Importance when 
you last bought  

kitchen from IKEA

Importance when 
you are going  
to buy kitchen  
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than the b-alternative. Consequently, a negative mean difference show that the a-alternative 
is smaller than the b-alternative (Wahlgren, 2005). 

Step 3: It is important to check the mean difference for validity. The confidence interval is cal-
culated in the paired t-test. The interval shows if the mean difference is true or not. A con-
fidence interval represent a statistical range of values where the researcher expects the true 
value to lie in between. The confidence intervals are often expressed in percentage (Lukas, 
Hair, Bush & Ortinau, 2004). In this analysis a 95% confidence interval is used, since ac-
cording to Burns and Bush (2005), that is the most commonly used level of confidence. 
This means that 95% of the respondents have answered a mean difference value in be-
tween the confidence interval. Consequently, the tails are together the opposite value, 5%, 
also called the alpha value (α-value) (Wahlgren, 2005). An example of a confidence interval 
is showed in Figure 4.4. 

95%

2.5% 2.5%

α = 0.05 
5%Acceptance

region

Rejection
region

Rejection
region

 

Figure 4.4 Example of a confidence interval 

Since Wahlgren (2005) say that the p-value is related to the confidence interval the confi-
dence interval will not be mentioned in the presentation of the results. Instead the p- value 
will be used.  

The p-value is the probability that the sample could have been drawn from the population(s) 
being tested. If the p-value is less than the specified α-value, then the observed value is sig-
nificant (Lukas, Hair, Bush & Ortinau, 2004). The α –value chosen was 5%, this means that 
a p-value below 5% (p<0.05) is significant. For example, if the p-value is 0.10, when two 
questions are compared, the results is not significant, since 10% is bigger than 5%. What 
this means is that the probability to get something more extreme than the correlation, ei-
ther positive or negative is 10% and the result can therefore not be trusted. If the p-value 
instead was below 5% there would have been significance to the result (Wahlgren, 2005).  

With this statistical information in mind, the result from the market research will be pre-
sented in the following chapter.  
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4.3 Price 
The line chart in Figure 4.5 shows that price is an important factor when buying kitchen, 
either from IKEA or from other kitchen suppliers. It also shows that the respondents are 
satisfied with IKEA’s price. 

PRICE

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 7.55 Importance when you are going to buy kitchen
= 7.29 Importance when you last bought kitchen from IKEA
= 7.57 Satisfaction when you last bought kitchen from IKEA  

Figure 4.5  Line chart for price 

Figure 4.6 shows that the price is of less importance when buying kitchen from IKEA. 
However, we cannot state this result as significant, since the p-value is 5.8%.  

 

Figure 4.6 Mean difference – Price 

When the importance of price when you last bought kitchen from IKEA is compared with 
the satisfaction of the price there is a negative mean difference. This means that the satis-
faction is greater than the importance (Figure 4.7). But since the p-value is 19% the results 
cannot be confirmed.  

 

Figure 4.7 Mean difference – Price 

MEAN DIFFERENCE - PRICE 

Importance when Importance when 
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to buy kitchen kitchen from IKEA

= 0.287 p-value = 0.058 NOT SIGNIFICANT
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Importance when Satisfaction when 
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Price-Quantity Discount 

Figure 4.8 shows that price-discount is of importance when buying kitchen. But, the satis-
faction is quit low for when the business customers last bought kitchen from IKEA.  

PRICE-QUANTITY DISCOUNT

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 7.23 Importance when you are going to buy kitchen
= 6.49 Importance when you last bought kitchen from IKEA
= 4.98 Satisfaction when you last bought kitchen from IKEA  

Figure 4.8 Line chart for price-quantity discount 

The importance of price-quantity is greater when buying from any kitchen supplier than 
when the business customers last bought from IKEA (Figure 4.9). This is a significant re-
sult since the p-value is below 5%.  

 

Figure 4.9 Mean difference – Price-quantity discount 

Since the p-value is low we can state that the importance of price-quantity discount was 
much greater than the satisfaction when the business customers last bought kitchen from 
IKEA (Figure 4.10).  

 

Figure 4.10 Mean difference – Price-quantity discount 

Time 

The open-ended questions gave the respondents opportunities to make comments about 
time. The respondents who answered that the purchase did not fulfill their expectations 
meant that it is often too time-consuming to wait in a queue and to assemble IKEA’s 
products.  

MEAN DIFFERENCE - PRICE-QUANTITY DISCOUNT

Importance when Importance when 
 you are going  you last bought 
to buy kitchen kitchen from IKEA

= 0.855 = 0.000 SIGNIFICANT

2.0 1.6 1. -2.00.8 0.4 0 -0.4 -0.8 -1.2 -1.6 

p-value

p-value

MEAN DIFFERENCE - PRICE-QUANTITY DISCOUNT

Importance when Satisfaction when 
you last bought you last bought 
kitchen from IKEA kitchen from IKEA

= 1.569 = 0.000 SIGNIFICANT

-1.2 -1.6 -2.00. 0 -0.4 -0.82.0 1.6 1.2 0.8
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When the respondents replied to why they believed IKEA’s service to be worse than other 
kitchen suppliers, most people answered that it takes too long time in the department store. 
They also believe that it takes too long time to wait for salesmen, and that it is difficult to 
get in touch with a business seller over the telephone.  

Nearly the same answers came out in the last question, “others to declare” where most 
people said that it takes too long time in the department stores and to wait for salesmen. 

A time aspect was also brought up in the question; what IKEA could do to become an op-
timal business partner. Here some respondents thought that it should be easier to get in 
contact with a business seller over the telephone.  

Time is also a concern in the deliveries. The respondents acknowledged this by asking for 
better deliveries. They also want information weather the products will be delivered on 
time or not, as well as if some will be delivered later in another delivery. 

4.4 Performance 
Quality 

Figure 4.11 shows that quality is considered as an important factor when buying kitchen ei-
ther from IKEA or from other kitchen suppliers. The satisfaction when the customers last 
bought kitchen from IKEA is also high.  

QUALITY

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 8.22 Importance when you are going to buy kitchen
= 7.72 Importance when you last bought kitchen from IKEA
= 7.57 Satisfaction when you last bought kitchen from IKEA  

Figure 4.11 Line chart for quality 

Figure 4.12 shows that quality is more important when the business customers are going to 
buy a kitchen than when they last bought kitchen from IKEA. This result is significant 
since the p-value is 0%.  

 

Figure 4.12 Mean difference – Quality 

MEAN DIFFERENCE - QUALITY

Importance when Importance when 
 you are going  you last bought 
to buy kitchen kitchen from IKEA

= 0.475 = 0.000 SIGNIFICANT

2.0 1.6 1.2 -2.00.8 0.4 0 -0.4 -0.8 -1.2 -1.6 

p-value
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That the importance was greater than the satisfaction when the business customers last 
bought kitchen from IKEA cannot be stated since the p-value of 22% is above 5% (Figure 
4.13).  

 

Figure 4.13 Mean difference – Quality 

That no parts are missing is close to very important when buying kitchen from IKEA and 
from other kitchen suppliers as shown in Figure 4.14. IKEA’s customers were also satis-
fied. 

NO PARTS MISSING

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 8.77 Importance when you are going to buy kitchen
= 8.53 Importance when you last bought kitchen from IKEA
= 7.07 Satisfaction when you last bought kitchen from IKEA  

Figure 4.14 Line chart for no parts missing 

Figure 4.15 shows and confirms that no parts are missing is of more importance when buy-
ing kitchen from a kitchen supplier than when buying from IKEA, and is confirmed since 
the p-value is 3.2%.  

 

Figure 4.15 Mean difference – No parts missing 

p-value

MEAN DIFFERENCE - QUALITY

Importance when Satisfaction when 
you last bought you last bought 
kitchen from IKEA kitchen from IKEA

= 0.143 = 0.220 NOT SIGNIFICANT

-1.2 -1.6 -2.00.4 0 -0.4 -0.82.0 1.6 1.2 0.8

p-value

MEAN DIFFERENCE - NO PARTS MISSING

Importance when Importance when 
 you are going  you last bought 
to buy kitchen kitchen from IKEA

= 0.217 = 0.032 SIGNIFICANT

2.0 1.6 1.2 -2.00.8 0.4 0 -0.4 -0.8 -1.2 -1.6 
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The importance of that no parts are missing was greater than the satisfaction when the 
business customers last bought kitchen from IKEA (Figure 4.16). This result is also signifi-
cant, since the p-value is zero. 

 

Figure 4.16 Mean difference – No parts missing 

Innovation 

According to A. Larsson (personal communication, 2005-09-16), IKEA manages to keep 
the price low since customers has to do much of the assembling by themselves. This inno-
vation is however not liked by the business customers in reference to the survey. Some re-
spondents mean that it is too time-consuming to have to assemble, as well as go to the de-
partment store to buy kitchen parts. Though, in contrast to these statements other respon-
dents have answered that it is a privilege to be able to go to the department store if they 
want the kitchen to be delivered immediately.  

Distribution Activities 

Quick delivery is of importance either when buying kitchen from IKEA or from another 
kitchen supplier (Figure 4.17). This factor is also satisfied when the customer last bought 
kitchen from IKEA. 

QUICK DELIVERY

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 7.46 Importance when you are going to buy kitchen
= 7.61 Importance when you last bought kitchen from IKEA
= 6.95 Satisfaction when you last bought kitchen from IKEA  

Figure 4.17 Line chart for quick delivery 

p-value

MEAN DIFFERENCE - NO PARTS MISSING

Importance when Satisfaction when 
you last bought you last bought 
kitchen from IKEA kitchen from IKEA

= 1.560 = 0.000 SIGNIFICANT

-1.2 -1.6 -2.00.4 0 -0.4 -0.82.0 1.6 1.2 0.8
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That it is more important to get quick delivery when buying from any kitchen supplier than 
when buying from IKEA cannot be stated since there is a very high p-value, 19.2% (Figure 
4.18).  

 

Figure 4.18 Mean difference – Quick delivery 

Figure 4.19 shows that the importance of quick delivery when you last bought kitchen from 
IKEA is greater than the satisfaction. This can also be said to be true because the p-value is 
2.3%.  

 

Figure 4.19 Mean difference – Quick delivery 

Just-in-time delivery is considered as an important factor when buying kitchen either from 
IKEA or from other kitchen suppliers (Figure 4.20). The customers are also satisfied with 
just-in-time delivery when they last bought kitchen from IKEA.  

JUST-IN-TIME DELIVERY

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 6.80 Importance when you are going to buy kitchen
= 7.29 Importance when you last bought kitchen from IKEA
= 6.61 Satisfaction when you last bought kitchen from IKEA  

Figure 4.20 Line chart for just-in-time delivery 

p-value

MEAN DIFFERENCE - QUICK DELIVERY
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The respondents consider just-in-time delivery more importance when doing business with 
any kitchen supplier than when doing business with IKEA. This is a significant result since 
the p-value is 0.1% (Figure 4.21). 

 

Figure 4.21 Mean difference – Just-in-time delivery 

The business customers’ satisfaction when they last bought kitchen from IKEA is not as 
great as the importance of just-in-time delivery (Figure 4.22). A significant result cannot be 
stated, since there is a too high p-value (26.7%).   

 

Figure 4.22 Mean difference – Just-in-time delivery 

Figure 4.23 show that supplementary purchase is considered as an important factor when 
buying kitchen either from IKEA or from other kitchen suppliers. The customer was also 
satisfied of the factor when they last bought kitchen from IKEA. 

SUPPLEMENTARY PURCHASE

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 7.34 Importance when you are going to buy kitchen
= 7.73 Importance when you last bought kitchen from IKEA
= 6.40 Satisfaction when you last bought kitchen from IKEA  

Figure 4.23 Line chart for supplementary purchase 
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The business customers believe that supplementary purchase is of greater importance when 
they are going to buy kitchen from a kitchen supplier than when they last bought kitchen 
from IKEA. The result is significant because the p-value is 0.6% (Figure 4.24).  

 

Figure 4.24 Mean difference – Supplementary purchase 

Concerning supplementary purchase, the level of satisfaction is lower than the level of im-
portance when the customer last bought kitchen from IKEA. The difference can be stated, 
since the p-value is zero (Figure 4.25).  

 

Figure 4.25 Mean difference – Supplementary purchase 

The possibility to get hold of spare parts is considered as an important factor when buying 
kitchen either from IKEA or from other kitchen suppliers (Figure 4.26). This factor is also 
satisfied by IKEA. 

POSSIBILITY TO GET HOLD OF SPARE PARTS

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 7.44 Importance when you are going to buy kitchen
= 7.99 Importance when you last bought kitchen from IKEA
= 6.61 Satisfaction when you last bought kitchen from IKEA  

Figure 4.26 Line chart for possibility to get a hold of spare parts 
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The importance to get a hold of spare parts when buying kitchen from any kitchen supplier 
is of greater importance compared to when the business customers last bought kitchen 
from IKEA. Since the p-value is zero, the outcome is significant (Figure 4.27).    

 

Figure 4.27 Mean difference – possibility to get hold of spare parts 

The business customers find that the importance of the possibility to get hold of spare 
parts is greater than the satisfaction. This is also a significant outcome, because the p-value 
is zero (Figure 4.28).   

 

Figure 4.28 Mean difference – possibility to get hold of spare parts 

To have the possibility to buy furnishing fittings is considered as an important factor when 
buying kitchen from IKEA or from other kitchen suppliers (Figure 4.29). The line-chart 
also shows that the customer satisfaction for the possibility to buy furnishing fittings was 
high last time they bought time from IKEA. 

POSSIBILITY TO BUY FURNISHING FITTINGS

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 6.89 Importance when you are going to buy kitchen
= 7.45 Importance when you last bought kitchen from IKEA
= 6.65 Satisfaction when you last bought kitchen from IKEA  

Figure 4.29 Line chart for possibility to buy furnishing fittings 
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Regarding to the business customers it is more important to have a possibility to furnishing 
fittings from a kitchen supplier than from IKEA. The result can be stated since the p-value 
is zero (Figure 4.30).   

 

Figure 4.30 Mean difference – Possibility to buy furnishing fittings 

To have a possibility to buy furnishing fittings was of greater importance than the satisfac-
tion when the business customers last bought kitchen from IKEA. But this statement is 
not significant since the p-value is larger than 5% (Figure 4.31).  

 

Figure 4.31 Mean difference – Possibility to buy furnishing fittings 

The ability to get assembled kitchen frames is valued higher when buying from any kitchen 
supplier in the market than when buying from IKEA (Figure 4.32). The satisfaction of this 
factor was not very high last time the business customers bought kitchen from IKEA. 

ASSEMBLED KITCHEN FRAMES
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4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 5.98 Importance when you are going to buy kitchen
= 4.63 Importance when you last bought kitchen from IKEA
= 4.41 Satisfaction when you last bought kitchen from IKEA  

Figure 4.32 Line chart for possibility to get assembled kitchen frames 
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The importance of getting assembled kitchen frames is much higher when buying from any 
kitchen supplier compared to when the business customer last bought kitchen from IKEA. 
This is a significant outcome, since the p-value equals zero (Figure 4.33).  

 

Figure 4.33 Mean difference – Possibility to get assembled kitchen frames 

To get assembled kitchen frames was more important than the satisfaction when the busi-
ness customers last bought kitchen from IKEA. However, the p-value, 14.5%, is bigger 
than 5%, and the result cannot be stated (Figure 4.34).  

 

Figure 4.34 Mean difference – Possibility to get assembled kitchen frames 

The respondent also wished to be able to get assembled kitchen frames according to the 
open-ended questions and the respondents advised IKEA to put emphasis on craftsmen. 

To get a fully assembled kitchen is not considered as an important factor when buying 
kitchen from IKEA or from other kitchen suppliers (Figure 4.35). The satisfaction of the 
possibility to get fully assembled kitchen from IKEA is also quite low. 

FULLY ASSEMBLED KITCHEN 
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4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 3.39 Importance when you are going to buy kitchen
= 3.13 Importance when you last bought kitchen from IKEA
= 3.50 Satisfaction when you last bought kitchen from IKEA  

Figure 4.35 Line chart for possibility to get a fully assembled kitchen 
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The satisfaction of the possibility to get a fully assembled kitchen when the business cus-
tomers last bought kitchen from IKEA was greater than the importance. This is, however, 
not significant, since the p-value is 10.8% and larger than 5% (Figure 4.36) 

 

Figure 4.36 Mean difference – Possibility to get a fully assembled kitchen 

The customers’ ability to plan the kitchen on their own is considered as a fairly important 
factor when buying kitchen both from IKEA and from another kitchen supplier in the 
kitchen market (Figure 4.37).  

ABILITY TO PLAN KITCHEN ON YOUR OWN

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 6.49 Importance when you are going to buy kitchen
= 6.30 Importance when you last bought kitchen from IKEA
= 6.70 Satisfaction when you last bought kitchen from IKEA  

Figure 4.37 Line chart for to plan kitchen on your own 

The business customer believe it is more important to have an ability to plan the kitchen 
on their own when they buy kitchen from IKEA than when they buy from other kitchen 
suppliers. But the result is not significant, since the p-value is 18.5% (Figure 4.38).  

 

Figure 4.38 Mean difference – To plan kitchen on your own 
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The business customers were satisfied with the ability to plan the kitchen on their own. 
The satisfaction was even greater than the importance. However, the result cannot be 
stated since the p-value is 38.4% (Figure 4.39). 

 

Figure 4.39 Mean difference – To plan kitchen on your own 

4.5 Personalization 
Purchase Process  

To get help to plan the kitchen is of important when the business customers buy kitchen 
from IKEA but is even of more importance when they buy from another kitchen supplier. 
(Figure 4.40). The respondents were also satisfied with this factor. 

HELP TO PLAN THE KITCHEN
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Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 6.58 Importance when you are going to buy kitchen
= 5.85 Importance when you last bought kitchen from IKEA
= 5.82 Satisfaction when you last bought kitchen from IKEA  

Figure 4.40 Line chart for possibility to get help to plan the kitchen 

No difference is reported in the comparison between the importance and satisfaction of 
the possibility to get help to plan the kitchen. With an exceptionally high p-value, at 100%, 
this result cannot be trusted (Figure 4.41).  

 

Figure 4.41 Mean difference – Possibility to get help to plan the kitchen 
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When the question ‘How do you want to finance your purchase as a business customer?’ 
was asked, 96.8% of the respondents answered that they want to receive an invoice, 30 
days net. Only 3.2% answered that they want to purchase on credit. Nobody, 0%, answered 
that they want to use hire-purchase buying. 

Those who indicated that they wish to purchase on credit, want their invoice due in 30 
days, 45 days or 60 days. This result is, however, not significant since there are too few 
companies (only 3.2%, four respondents) answering this question.  

Relationship  

Contact with a business seller is considered an important factor when buying kitchen from 
a kitchen supplier. However, it is even more important when buying kitchen from IKEA 
(Figure 4.42). The satisfaction of the purchase at IKEA was also satisfied. 

TELEPHONE CONTACT WITH A BUSINESS SELLER

8 9

Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 6.18 Importance when you are going to buy kitchen
= 7.31 Importance when you last bought kitchen from IKEA
= 6.10 Satisfaction when you last bought kitchen from IKEA  

Figure 4.42 Line chart for telephone contact with a business seller 

The level of importance of telephone contact with a business seller when buying kitchen 
from a kitchen supplier is higher than the importance when the business customers last 
bought kitchen from IKEA. The result can be stated as significant since the p-value is zero 
(Figure 4.43).  

 

Figure 4.43 Mean difference – Telephone contact with a business seller 
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Figure 4.44 shows that the satisfaction of having telephone contact with a business seller 
when buying kitchen from IKEA is lower than the importance. However this is not a sig-
nificant outcome because the p-value is 22.2%.  

 

Figure 4.44 Mean difference – Telephone contact with a business seller 

The ability to have a business seller visiting the company is not considered to be of impor-
tance when buying kitchen from IKEA or from another kitchen supplier (Figure 4.45).  
Neither the satisfaction was high. 

VISIT FROM A BUSINESS SELLER
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Not Important Very Important
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Not Satisfied Very Satisfied  

= 3.38 Importance when you are going to buy kitchen
= 4.04 Importance when you last bought kitchen from IKEA
= 3.94 Satisfaction when you last bought kitchen from IKEA  

Figure 4.45 Line chart for business seller visiting the company 

To have a business seller visiting the company is of more importance when buying kitchen 
from a kitchen suppliers than when buying from IKEA. Since the p-value is zero, the out-
come is significant (Figure 4.46).  

 

Figure 4.46 Mean difference – Business seller visiting the company 
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The satisfaction is greater than the importance of having a business seller visiting the com-
pany. This result is significant, since the p-value is 8.7% (Figure 4.47).  

 

Figure 4.47 Mean difference – Business seller visiting the company 

Customer Service  

Customer service is important, both when the business customers are doing business with 
IKEA or other kitchen suppliers (Figure 3.5). The business customers were satisfied with 
the customer service when they last bought kitchen from IKEA. 

CUSTOMER SERVICE
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Not Important Very Important
4 5 61 2 3 7

Not Satisfied Very Satisfied  

= 5.93 Importance when you are going to buy kitchen
= 5.66 Importance when you last bought kitchen from IKEA
= 5.82 Satisfaction when you last bought kitchen from IKEA  

Figure 4.48 Line chart for customer service 

Customer service is more important when buying kitchen from whomever than when buy-
ing from IKEA. However, the p-value is 12.8%, and therefore higher than 5% so the result 
cannot be stated (Figure 4.49).  

 

Figure 4.49 Mean difference – Customer service 
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Figure 4.50 show that the importance of customer service is greater than the satisfaction 
when the business customers last bought kitchen from IKEA. But the p-value is 56.5% so 
the result cannot be stated.  

 

Figure 4.50 Mean difference – Customer service 

4.6 Price, Performance and Personalization in Combination 
In the end of the questionnaire, the respondents were able choose which factors they find 
most important, second most important and third most important when they are buying 
kitchen. The results are shown in Graph 4.6. 
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Graph 4.6 Factors valued as most important  

Price 

Graph 4.6 shows that 47.1% of the respondents answered price as the most important fac-
tor. Most of the respondents who did not considered price as most important believed it to 
be the second (22.4%) or the third most important factor (20.9%). This means that only 
9.6% did not value price as one of the three most important factors.  

No respondent believed that price-quantity discount was the most important factor (Graph 
4.6). Graph 4.6 show that 1.5% of the respondents think that it is the second most impor-
tant factor and 7.5% believed it to be the third most important one.  

p-value

MEAN DIFFERENCE - CUSTOMER SERVICE
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Performance 

Graph 4.6 tells that 31.4% of the respondents have answered quality as the most important 
factor, and most people, 46.3%, has valued quality as the second most important factor. 
6.0% of the respondents answered that quality is the third most important factor and this 
means that only 16.3% did not value quality as one of the three most important factors 
when buying kitchen.  

Most people, 40.3%, answered that delivery time is the third most important factor. Graph 
4.6 shows that 10.0% believed delivery times to be most important, and 17.9% believe it to 
be the second most important factor. This means that 31.8% of the respondents did not 
consider delivery time as one of the three most important factors. 

2.9% of the respondents had answered assembled kitchen frames from IKEA as the most 
important factor, 6.0% as the second most important factor, as well as 6.0% as the third 
most important factor (Graph 4.6).  

Personalization 

The personalization factors are the ones that are valued lowest out of price, performance 
and personalization factors.  

5.7% (Graph 4.6) answered that personal contact with a seller is most important, 4.5% be-
lieved it to be second most important, and 13.4% thought it was the third most important 
factor. This means that only 23.6% valued this factor as one of the three most important 
factors. 

How to make the payment was only considered by 8.9% to be one of the three most im-
portant factors. 1.4% valued it as most important, 1.5% answered it as the second most 
important, and 6.0% as the third most important (Graph 4.6). 
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5 Analysis 
This chapter has a purpose to analyze perceived customer value for business customers. The empirical data 
will be analyzed with assistance of the theories presented in the frame of reference.  

According to Barnes (2000) the main purpose of customer value is to create relationships 
between seller and buyer. In order to do that, IKEA need to look inside the business and 
understand their business customers. This segment might have different preferences than 
the private customers and should preferably be treated in a different way. Business-to-
business selling situations are different from consumer selling in many ways. Erztgaard 
(2004) mentions long-term thinking, customer focus and common goals as factors behind a 
strong business-to-business relationship. Larsson (personal communication, 2005-09-16) 
explains that since the business idea includes that the customers have to do some of the 
light assembly themselves the business customers are not taken into account. All custom-
ers, no matter what and which quantities they buy, will have to pay the same price and do 
the same work to assemble IKEA’s products. 

As Barnes (2000) mentions, different segments of customers perceive value in different 
ways. It is preferred to consider the business situation from the customer perspective in 
order to understand what the customers’ point of view are, and use it to satisfy their differ-
ent needs. As a consequence, it is of importance to divide the business market into differ-
ent segments. The respondents of the survey were most represented by companies with 1 
to 4 employees. Graph 5.1 shows the answer frequency of the whole survey in relation to 
the market share IKEA have within the different sizes of the constructing companies. The 
response frequency follows the market shares of each size closely, which brings reliability 
to the answers. Notable is the low number of answers in the size of 0 employees. This 
might occur because of the lack of time that is often seen in single businesses. Also notable 
is that no responses occurred in company sizes of 100-199 and 200-499. Nevertheless, 
since they are not particularly large shares of the customers, the trustworthiness will not be 
affected.   
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According to Rackham (1999) there are three distinct types, into which customers can be 
segmented. These three different types are referring to what the customers prefer most in a 
buying situation. The first segment, intrinsic value customers, is focusing exclusively on the 
price. The second segment category is called the extrinsic value customers, who are focus-
ing mainly on the benefits for using special products. The last segment, the strategic value 
customers, has a need for an extraordinary level of service and advice.  

The companies taking part in the survey reveal that the most important factor when buying 
kitchen is price, which means that the respondents are mainly intrinsic value customers. 
This shows that there is a general understanding for the products in the product range sup-
plied by IKEA, which leads to a greater importance of price. Rackham (1999) says that the 
typical intrinsic customer is a purchasing agent who buys raw materials and supplies it fur-
ther, which is also the case in the survey, where only construction companies are respond-
ing. 

The respondents of this survey want to buy kitchen at a favorable cost, and care little about 
added value, such as personal contact with a seller. With this in mind, Rackham (1999) ad-
vises when doing business with a company like IKEA, there should always be an alarming 
knowledge that customers might substitute the product with competitive offerings in this 
market situation.  

Performance factors are valued high among the survey’s respondents and also personaliza-
tion factors are considered, however not as important as performance and price.  This leads 
to that even though IKEA primarily are dealing with intrinsic value customers, where price 
is the most important factor in their business relationships, the subject of performance and 
personalization cannot be forgotten, and should therefore be used for strengthening the 
customer value. 

These three variables; price, performance and personalization, are important contributors to cus-
tomer value. Mittal and Sheth (2001) suggest them as the basic factors for customer value. 

5.1 Price 
According to Woodruff and Gardial (1996), price is frequently associated with customer 
value, since value often is defined from an economic perspective. This can also be stated by 
IKEA’s business customers who agree that price is the number one factor that perceives 
customer value. With this in mind, there is an understanding that IKEA is working with 
the right strategy, concerning price, supplying a low price range of products. Therefore 
IKEA should maintain its low-price strategy, and by that continue to perform customer 
value. 

Gupta and Kini (1995) states that often when customers buy large quantities of products a 
price-quantity discount can be offered to lower the prices and increase the customer value. 
This is often used in the business-to-business sector, since companies often buy large quan-
tities. According to A. Larsson (personal communication, 2005-10-18) IKEA does not of-
fer price-quantity discounts for their customers, not even the business customers. This puts 
them in a weaker position compared to other kitchen suppliers. The survey states that 
IKEA is not very successful in delivering price-quantity discount, since the importance of 
price-quantity discount when buying kitchen from IKEA is much higher than the satisfac-
tion. This creates the image that the price-quantity discount is expected by IKEA, but not 
satisfied. Furthermore, it indicates that if IKEA in the long run do not want to risk losing 
their customers to competitors, IKEA needs to work with price-quantity discount strate-
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gies for business customers. Gupta and Kini (1995) confirm this by stating that there is al-
ways a risk that the selling company will lose their customers to other competitor if price-
quantity discounts are not given.  

When considering price, time is a variable that is often taken into account. O’Shaughnessy 
(1987) and Holbrook (1998) mean that ‘time is money’ for business customers, and a factor 
that has high economic value. Business customers budget their time in the same way as 
they budget their money. In line with O’Shaughnessy (1987) and Holbrook (1998) state-
ment the respondents of the survey indicated in the open-ended questions that standing in 
line is a waste of time and money. There are also respondents that believe it takes too long 
time in the department stores, for example when waiting for salespersons. To solve this 
problem with slow moving queues and too long waiting time, a business customer unit in 
the IKEA department stores, only designed to help and service the business customers, is 
preferred. The fact that the business customers do not want to spend too long time buying 
kitchen indicates that the business customers will visit the stores if time are not wasted. 
The business customers also want to be able to come in contact with IKEA without being 
obliged to visit the department store. This means that coming in contact with a business 
seller on telephone would make important time savings for the buying companies. Impli-
cating ways of making it easier for the customers to get in contact with IKEA will improve 
the customer value. 

When customers consider price they have to think about the value of the product and if 
there is a possibility to obtain the same benefits, for better price somewhere else (Giglier-
ano & Vitale, 2002). The respondents of this survey were satisfied with the price offered by 
IKEA. They also state that they have the same preference about price wherever they buy 
their kitchens. In accordance to this, IKEA is giving customer value. 

5.2 Performance 
The main topic of performance is quality of the product. Mittal and Sheth (2001) say that 
quality indicates that the product works throughout its whole lifetime, match the design 
specifications and satisfies the given requirements from the customers. The importance of 
product quality in a competitive and demanding marketplace cannot be understated. Con-
sistent production of high quality products also results in more stable and potentially larger 
markets. The respondents of the survey consider quality as a very important factor when 
buying kitchen either from IKEA or from other kitchen suppliers. According to Naumann 
(1995) it is no longer enough to only provide high quality, though it is an important step in 
the creation of customer value. A good level of quality will help the company to bring back 
the customers instead of making them search for other solutions among competitors. The 
quality expectations were higher when buying from other kitchen suppliers than buying 
from IKEA. However, when the respondents last bought kitchen from IKEA both the 
level of importance and satisfaction concerning quality were high, which indicates that 
quality is important when creating customer value. 

Mittal & Sheth (2001) puts performance and quality in a broader perspective which in a 
way affects the customers, for example distribution activities. This might be of importance 
for a company like IKEA, since they have a business idea that includes that customers have 
to self-assemble the furniture. A. Larsson (personal communication, 2005-09-09) also em-
phasizes that there is a certain importance that no parts are missing in the delivery, because 
of the assembling process. Both Mittal and Sheth (2001), A. Larsson (personal communica-
tion, 2005-09-09) as well as the respondents indicate that delivery is an important factor. 
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Furthermore, the survey showed that it is very important to get all the parts in the delivery 
both when buying kitchen from IKEA and from other kitchen suppliers. The respondents 
who were dissatisfied with the technical support when they bought kitchen from IKEA 
were most displeased with the delivery and that they had not received all kitchen parts on 
time. IKEA has opportunities to further develop their delivery systems and for example 
could it be done by changing the use of the Swedish mail company, Posten. Since deliveries 
are the third most important factor for the business customers IKEA should improve their 
deliveries to become an optimal business partner and deliver better customer value.  

Continuing on the subject about distribution activities, faster deliveries are seen as a com-
ponent for IKEA to work further on in reference to the survey’s respondents. According 
to Seyed-Mohamed (1990) delivering products on time may be crucial for the buying com-
pany’s production process. The ultimate on-time delivery is called just-in-time delivery, 
meaning that the delivery is made on a specific time. The responses of the survey show that 
the satisfaction with just-in-time delivery is about the same as the importance of it. Since 
IKEA cannot decide upon a specific time of delivery that is trustworthy, this indicates that 
the present delivery system is not satisfying the business customers, but there is no need 
for just-in-time delivery. In the creation of customer value just-in-time delivery do not have 
to be taken into account. 

Molineux (2002) says that the customers are the sources to innovation. In accordance of 
this statement, IKEA needs to take the responses from the business customers into con-
sideration in order to become more innovative. Giglierano and Vitale (2002) state that in-
novation can be done in the channel structure, the pricing structure, and the communica-
tion strategy surrounding the products. The most innovative about IKEA is the pricing 
structure, which is low because the products should be assembled by the customers. Possi-
ble improvements of IKEA’s innovativeness are therefore in the channel structure and 
communication strategy. This can be done with changes in the delivery system, and by that 
come closer to the customers. This might also create a stronger position in the market for 
IKEA. To be able to be innovative, there should be a business climate fostering that true 
innovation is needed. This climate is not created by accidents. It is instead a result of a cul-
ture that is defined to all levels of an organization. Therefore IKEA needs to invest in re-
search and experimentation that pushes the progress of creativity and innovation to higher 
levels than today in order to create customer value of these factors. 

To get a fully assembled kitchen is the lowest ranked factor of performance, meaning that 
it is not very important. By doing the assembling customer gets a lower price than when 
getting a whole kitchen ready to use. However, assembling a table or a chair is easier than 
assembling kitchen units and this might create a desire of getting help. But since construct-
ing companies, have knowledge and tools for assembling the kitchens the responses indi-
cated that this kind of support is not needed. 

According to Naumann (1995) the performance indicator starts and ends with the cus-
tomer. The customers decide whether a product is in accordance with the performance 
needs and wants or not. Since the importance of to get a fully assembled kitchen is low, 
this indicates that IKEA should continue to work with non-assembled kitchen frames 
when creating relationships with business customers, since it anyway does not create cus-
tomer value for the business customers. 
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5.3 Personalization 
Developing the relationship is the core of personalization customer value (Barnes, 2000). It 
is difficult for the existing small number of business sellers at IKEA to handle the large 
number of business customers that are demanding their expertise according to A. Larsson 
(personal communication, 2005-09-09). Because of this, getting the customers to feel like 
they are treated special, understood well by IKEA, and valuable as a business customer, are 
difficult for IKEA’s sellers. A larger business section, which could increase the information 
exchange in both directions between IKEA and the business customers, can solve this 
problem. Furthermore, the respondents in the survey look at personal contact with a busi-
ness seller as an important factor, and they would like to receive better contact with busi-
ness sellers, who only are dealing with business customers. This is also, according to Barnes 
(2000), of high importance. The selling company should be aware that customer’s feelings 
and emotions when having a business relationship is relevant and the customer should feel 
good when dealing with the selling company. A good interaction is often the foundation of 
future customer value. Naumann (1995) describes good customer service as an integrated 
customer process. Furthermore, according to Woodruff and Gardial (1996) customer value 
of customer service is of increasingly importance. This is in accordance with the respon-
dents, who believed customer service to be an important factor when buying kitchen. 
When the respondents compared IKEA’s service when buying kitchen with other kitchen 
suppliers, about one quarter of the respondents thought IKEA’s service was worse or 
much worse compared to other kitchen suppliers. This should be seen as an alarming result 
even though most of the respondent thought that the service was the same. Improvements 
of how IKEA make their customers feel when doing business with them will create loyal 
customers in the long run. IKEA should make sure that they provide the customers with a 
base that really gives them value. This can be done by simply providing relevant informa-
tion which would create a closer relationship between the two actors.  

According to Gale (1994) there are four different elements to focus on when building cus-
tomer service regarding to personalization customer value. They are accessibility, profes-
sionalism, attitude, and efficiency. The ability to get in contact with the company should be 
simple. In accordance with the thoughts of Gale (1994) IKEA is providing simple accessi-
bility, with department store located in most parts of Sweden, and the customers can also 
always reach the company with the help of the Internet. Gale (1994), furthermore, states 
the importance of delivering professional answers when customers are having questions. 
IKEA should focus on to work on the professionalism among the employees. The survey’s 
respondents’ said that better educated staff and more competence are needed to make 
IKEA an optimal business partner. This could be done with education systems within the 
company, and with the help from craftsmen who have dealt with kitchen and kitchen sales 
before. Gale (1994) discuss further that representative employees, who are willing to help, 
treat customers intelligently and make them feel comfortable, create a good attitude within 
the company.  

According to Seyed-Mohamed (1990) there are three ongoing processes that create person-
alization in the purchase process; product exchange process, information exchange process 
and adaptation process. 

Seyed-Mohamed (1990) mentions the product exchange process as a process when the sell-
ing company comes up with desired solutions on the buying company’s needs and wants. 
Naumann (1995) sees this as a direct association between the buyer and the seller, including 
for example different financing opportunities and guarantee prospects, where the different 
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parts interact with each other. In the responses of the survey it was found that business 
customers want to receive invoice, 30 days net. 

To be able to start the product exchange process the companies need to exchange informa-
tion. In the information exchange process the selling company provides the customers with 
information needed to be able to make decisions (Naumann, 1995). The respondents of the 
survey gathered information about the kitchen products supplied by IKEA using the chan-
nels for both business- and private customers. Most companies got their information about 
IKEA from the different IKEA catalogues, supplied by the company. Furthermore, most 
of the survey respondents answered that they were interested in getting information from a 
special IKEA catalogue for business customers. This means that the business customers 
want to get information specialized in business transactions. Though, such statement indi-
cates that the business customers want to get special treatment, and this is in accordance 
with Kippenberger (1998), who mentions the importance of commitment and special 
treatment during the interaction between the business associates. In addition, an informa-
tion channel that is mainly used in furniture department stores are demonstrations of the 
products, which gives the customers the ability to try the products and see what the ap-
pearance is in real life. This way of offering sample and information creates a good experi-
ence for the customers according to Naumann (1995). From the discussion indications 
show that the catalogues are good channels for information exchange, but a more special-
ized is preferred, which can in turns create better customer value for business customers. 

Seyed-Mohamed (1990) says that the selling company has to adapt to what has been dis-
cussed during the interface with the buying company in both the product exchange process 
and in the information exchange process. This is in accordance with Gale (1994), who says 
that the purchase process is customer-driven. Vandermerwe (1999) puts emphasis on that 
flexibility and ability to adapt easy. These two features, flexibility and the ability to adapt, 
should be in focus for IKEA to constantly be working on. Examples of situations that 
would constitute flexibility and adaptation are when parts are missing in the delivery, and 
when spare parts are needed. Then IKEA need to, with understanding for the problem, 
work fast to satisfy the customers needs. Reacting in a good way facing the problem can 
create customer value. 

5.4 Price, Performance and Personalization in Combination 
Figure 5.1 is constructed by the authors to visualize and create a better understanding for 
what factors that perceive customer value for IKEA’s business customers in the kitchen 
market.  
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Figure 5.1 Perceived customer value for IKEA’s business customers 

The big, surrounding circle represents customer value. Companies should continuously 
strive to maximize the customer value, in other words, fill the circle. The smaller circles 
sizes differ from company to company, since different customers have different prefer-
ences. The size of the smaller circles also changes, since customer preferences changes over 
time.  

The price factor was ranked highest and is therefore visualized with the biggest area inside 
the customer value circle. This means that price was the most important factor for per-
ceived customer value. Since quality and distribution activities were the second and third 
highest ranked factors contributing to customer value they are presented with the second 
and third biggest circles. However, other factors do also create customer value, and cannot 
be forgotten. Those are therefore presented as the smaller light blue circles.  

5.5 Theoretical Contribution 
The purpose of this research was to evaluate the perceived factors of customer value for 
IKEA’s business customers. The authors of this thesis have, in accordance with Mittal and 
Sheth (2001), Rachham (1999), Weinstein and Johnson (1999) and Naumann (1995), made 
the choice to discuss the subject customer value with help from the three variables; price, per-
formance and personalization. It is crucial for a company to find factors that create customer 
value for their customers. But it is also important to realize that different customer groups 
have different value preferences. Indications have shown problems with different prefer-
ences, which demonstrate the importance of the subject discussed in this thesis.   

The evaluation is pioneering in different aspects. Mainly researches on customer value have 
been made on private customers, which means that little research is made within the field 
of business-to-business relationships regarding customer value.  

The intention with the research is to demonstrate an evaluation of the factors perceiving 
customer value. This study has contributed to a deeper understanding of the perceived cus-
tomer value among business customers when a large company is working with many busi-
ness customers.  

PRICE 

DISTRIBUTION 
ACTIVITIES 

QUALITY
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Figure 5.2 presents a short summary of the authors’ findings, as well as the authors’ contri-
bution to further research. The model is developed from Figure 3.5, presented in the frame 
of reference, and aims to conclude our most important findings.  

 

Figure 5.2 New model of the factors creating customer value 

Regarding perceived customer value among the business customers this research mainly 
corresponds and strengthens the already existing theories within the field. The factors dis-
cussed in the theoretical framework and further stated in Figure 3.5 are all of importance 
when considering the perceived customer value. The outcome of this study demonstrates, 
as mentioned above, that earlier study about the importance of price, which for example 
stated by Giglierano & Vitale (2002), is of a primary position for successfulness within the 
area of customer value. The findings in the thesis shows that the price factors are highest 
valued. Customer value is perceived when customers think of price as a “good value” in re-
lationship to what had to be paid in the buying situation. But perceived customer value can 
not only depend on the single price factor. The valuation is depending on many different 
complex variables, and how well those different variables are satisfied.  

This study shows that the respondents who have experience in business relationships also 
rank performance factors high on the value scale. Performance is a factor consisting of 
many variables that together create a high perceived customer value among the business 
customers. This issue has been frequently discussed in earlier literature (Mittal & Sheth 
2001, and Seyed-Mohamed, 1990), and this research will once again demonstrate the essen-
tialness of this factor.  

The personalization factors are not valued very high, which could indicate that those fac-
tors are not very important for the perceived customer value. But it means that those fac-
tors actually supply the business customers with customer value, even if they are invisible 
factors. If a company has well working personalization factors customers do not react to 
the value received by the personalization factors. But when there is a lack of these factors 
within the selling company, hassle can arise. This means that personalization factors do not 
deliver customer value alone, but without them customer value can not be perceived 
among the customers. The invisible personalization factors works as motivation between 
the buying and selling companies, and are strengthening the relationship between them. 
This is the reason why the personalization factor in Figure 5.2 has broken lines. 

The ability within a company to deliver better customer value than the competitors is of 
importance. Good customer value can be achieved when the prices, the product perform-
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ance and the personalization are in harmony and exceed customer expectations. A situation 
when only delivering one of the components will never guarantee survival in the market. 
Having for example great performance and poor personalization will not maximize the cus-
tomer value. All the variables have to be represented. One company goal should be to 
maximize customer value and strive to increase value continuously. If a company maxi-
mizes their customer value, compared to the competitors, success will most likely follow. 

Concerning the subject perceived customer value; our study has given additional insight 
into the topic and contributed to a better knowledge of which factors that are contributing 
to perceived customer value.  

The factors from Figure 3.5 have been modified and Figure 5.2 illustrates this thesis con-
tribution to the research area. In summary, this quantitative study is in line with previous 
examinations, as well as the authors’ focus has given new insight into the topic.    



 

 64

6 Conclusion 
This chapter includes the conclusion drawn from the analysis and the contributions that the authors believe 
have been given to the field. Furthermore, some recommendations are followed for future research. .  

The purpose of this thesis was to evaluate and rank the factors that perceive customer 
value for IKEA's business customers in the kitchen market. Our assumption were that 
business partners mainly value three factors in the business-to-business relationship. First, 
we assumed that the product should meet the customers’ expectations, meaning that it has 
a performance that meets the customers’ needs and wants. Second, the price should be rea-
sonable according to the product and third, it should be easy to deal with the company.  

To fulfill the purpose a methodological approach was applied, covering important theoreti-
cal areas. A market research was also conducted in order to get meaningful information 
about the customers’ needs and wants.  

IKEA stands for low-price furniture and with the empirical chapter in mind, it can be said 
that price is the most important factor for perceived customer value among the business 
customers in the kitchen market.  

The performance factors are also believed to be important in order to perceive customer 
value. Quality and distribution activities are the most important performance factors and 
the second and third most important factor for perceived customer value. This indicates 
that a good price is not enough when buying kitchen in the present market situation. The 
performance is structured with help from many different variables, which together create a 
strong influence on the customers. 

The personalization factors are not valued high, however they are important for the per-
ceived customer value. Figure 5.2 shows that the personalization factors are invisible for 
the customers and are considered unimportant until there is lack of them in the business 
relationship. This implies that personalization is not a factor that itself perceive customer 
value but is an important factor in combination with price and performance.  

The analysis showed that there should be a continuously development of different factors 
to become a more optimal business partner for the business customers in the kitchen mar-
ket. Mainly there should be a development of the customer service, which as many as a 
fifth of the respondents very unsatisfied with. There is also a desire for an IKEA catalogue, 
designed for the business customers, since the existing information channels mainly are de-
signed for private customers.  

So finally, what’s in it for you? Well, the authors strongly believe that it is of great importance 
that the selling company understand that different customers perceive value in different 
ways. To strengthen the relationships to as many customers as possible the main factors to 
consider is; price, quality and distribution activities.  

As a result the authors mean that as long as the selling company strive for higher perceived 
customer value, there is something in it for both of the customer and the company.  
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6.1 Further Research  
When conducting the research, the authors discovered that the theoretical field within 
business relations and customer value is broad. However, there are several different aspects 
that are not investigated before, such as customer value for business customer.  

Our research reveals that price, and performance are the main factors of perceived cus-
tomer value for business customers. Personalization, is seen as an invisible factor, and as 
shown in this thesis business customers do not value personalization very high when it is 
being compared to price and performance factors. The authors believe that investigations 
should be done to further understand the importance of personalization. Further market 
research is recommended and since this research focuses on constructing companies, a re-
search should be done among different business customers segments. The authors believe 
that it is important to look on many companies since different segments have different 
preference and therefore may value things differently. If a study is made on another busi-
ness segment this study could be to great help in the analyzing process, to see how differ-
ent segments values things differently. 

This research states that price, followed by quality and distribution activities are the most 
important sub-factors for perceived customer value. However it would be of interest to 
further investigate if all the sub-factors discussed in the theoretical part are of importance. 
Since price, quality and distribution activities showed significant importance compared to 
other factors in this thesis it was easy to distinguish this factors from others, but further re-
search could investigate what other factors that are of importance.  

The last suggestion is that that it should be of great interest to look further into the sub-
factors and evaluate how they affect each other.  
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Appendix 1 
 

Jönköping 2005-10-31 

 

 

 
Tell us Your opinion! 
We are three fourth-year students from Jönköping International Business School (JIBS), 
who have been commissioned by IKEA to evaluate their kitchen customers within the 
construction industry, in connection to our bachelor thesis. 

IKEA wants to know what You think about the kitchen purchase process. Are You satis-
fied with IKEA and the guidance You have got? Is there anything that can be improved? 

Your standpoints are very important. Your answers are important for IKEA in order for 
them to develop and improve its business. 

The survey is answered anonymous. Nobody from IKEA will know what You have an-
swered. The survey goes to us, three students from JIBS, who will register them for IKEA. 

Please, send the answers today or gladly within 5 days. (Reminders will be sent to 
those who do not answer). Use the enclosed postage free envelope when sending in the 
survey! 

If you have any questions about the survey do not hesitate to contact Emmelie Johansson 
(tel. 07**-******, email ***@ihh.hj.se) or Karin Grom (tel. 07**-******, email 
***@ihh.hj.se).Many thanks for the help! 

 

Best regards 

 

 

Emmelie Johansson  Karin Grom   Louise Janhans 



 

 71

CUSTOMER SURVEY 

1) Number of employees in your company 
□ 0 □ 1-4 □ 5-9 □ 10-19 □ 20-49 □ 50-99 □ 100-199 □ 200-499 □ 500 + 
___________________________________________________________________________________  
2a) How do you get information about IKEA’s products as a business customer? 
(Possibility to give many answers) 
□ IKEA’s homepage on the internet □ the IKEA catalogue □ IKEA’s department store 
□ IKEA’s kitchen catalogue □ Work IKEA catalogue □ Other magazines 
□ Others:_________ □ No opinion 
 
2b) How would you like to get information about IKEA’s products as a business customer? 
(Possibility to give many answers) 
□ IKEA’s homepage on the internet □ the IKEA catalogue □ IKEA’s department store 
□ IKEA’s homepage on the internet □ An IKEA catalogue □ Through customer service 
 especially for business customers  for business customers  (for business customers) 
□ Through telephone with a □ Through a personal □ Others:________ 
 business seller  meeting with a 
 (personal/the same each time)  business seller 
___________________________________________________________________________________  
3) What do you think about IKEA’s service for business customers? 

□ Very bad □ Bad □ Neither good nor bad □ Good □ Very good 
___________________________________________________________________________________  
4a) Have you as a business customer bought kitchen from IKEA? 

□ No – If no, thank you for your participation □ Yes Number of kitchens:_______  
4b) IF yes, did the purchase fulfill your expectations? 

□ No - Why not: _______________________________________________________  
□ Yes 
___________________________________________________________________________________  
5a) Do you, as a business customer, think that IKEA’s service is better, the same or worse compared 
with other kitchen suppliers? 

□ Much worse □ Worse □ The same □ Better □ Much better □ No opinion 
 
5b) IF BETTER, why do you think the service is better? 

________________________________________________________________________  
5c) IF WORSE, why do you think the service is worse? 

________________________________________________________________________  
___________________________________________________________________________________  
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6a) How important are the following factors, for you as a business customer, when you are going to 
buy kitchen? 
Scale: 9= Very important and 1= Not important 
Price 1 2 3 4 5 6 7 8 9 
Quality 1 2 3 4 5 6 7 8 9 
Quick delivery 1 2 3 4 5 6 7 8 9 
Just-in-time delivery 1 2 3 4 5 6 7 8 9 
Supplementary purchase 1 2 3 4 5 6 7 8 9 
Possibility to get a hold of spare parts 1 2 3 4 5 6 7 8 9 
Possibility to buy extra furnishing accessories 1 2 3 4 5 6 7 8 9 
Price-quantity discount 1 2 3 4 5 6 7 8 9 
To get assembled frames 1 2 3 4 5 6 7 8 9 
To get a fully assembled kitchen from IKEA 1 2 3 4 5 6 7 8 9 
That no parts are missing in the delivery 1 2 3 4 5 6 7 8 9 
Other:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
6b) How important are the following factors, for you as a business customer, when you last bought 
kitchen from IKEA? 
Scale: 9= Very important and 1= Not important 
Price 1 2 3 4 5 6 7 8 9 
Quality 1 2 3 4 5 6 7 8 9 
Quick delivery 1 2 3 4 5 6 7 8 9 
Just-in-time delivery 1 2 3 4 5 6 7 8 9 
Supplementary purchase 1 2 3 4 5 6 7 8 9 
Possibility to get a hold of spare parts 1 2 3 4 5 6 7 8 9 
Possibility to buy extra furnishing accessories 1 2 3 4 5 6 7 8 9 
Price-quantity discount 1 2 3 4 5 6 7 8 9 
To get assembled frames 1 2 3 4 5 6 7 8 9 
To get a fully assembled kitchen from IKEA 1 2 3 4 5 6 7 8 9 
That no parts are missing in the delivery 1 2 3 4 5 6 7 8 9 
Other:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
6c) How satisfied were you, as a business customer, with the following factors when you last bought 
a kitchen from IKEA? 
Scale: 9= Very satisfied and 1= Not satisfied 
Price 1 2 3 4 5 6 7 8 9 
Quality 1 2 3 4 5 6 7 8 9 
Quick delivery 1 2 3 4 5 6 7 8 9 
Just-in-time delivery 1 2 3 4 5 6 7 8 9 
Supplementary purchase 1 2 3 4 5 6 7 8 9 
Possibility to get a hold of spare parts 1 2 3 4 5 6 7 8 9 
Possibility to buy extra furnishing accessories 1 2 3 4 5 6 7 8 9 
Price-quantity discount 1 2 3 4 5 6 7 8 9 
To get assembled frames 1 2 3 4 5 6 7 8 9 
To get a fully assembled kitchen from IKEA 1 2 3 4 5 6 7 8 9 
That no parts are missing in the delivery 1 2 3 4 5 6 7 8 9 
Other:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
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7a) How important are the following factors for you, as a business customer, when you buy 
one/many kitchen/-s? 
Scale: 9= Very important and 1= Not important 
Telephone contact with a business seller 1 2 3 4 5 6 7 8 9 
A business seller visiting the company 1 2 3 4 5 6 7 8 9 
Contact by customer service 1 2 3 4 5 6 7 8 9 
To plan the kitchen/-s by oneself 1 2 3 4 5 6 7 8 9 
To get help from IKEA to plan the kitchen/-s 1 2 3 4 5 6 7 8 9 
Other:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
7b) How important were the following factors for you, as a business customer, when you last bought 
kitchen from IKEA? 
Scale: 9= Very important and 1= Not important 
Telephone contact with a business seller 1 2 3 4 5 6 7 8 9 
A business seller visiting the company 1 2 3 4 5 6 7 8 9 
Contact by customer service 1 2 3 4 5 6 7 8 9 
To plan the kitchen/-s by oneself 1 2 3 4 5 6 7 8 9 
To get help from IKEA to plan the kitchen/-s 1 2 3 4 5 6 7 8 9 
Other:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
7c) How satisfied were you, as a business customer, with the following factors when you last bought 
a kitchen from IKEA? 
Scale: 9= Very satisfied and 1= Not satisfied 
Telephone contact with a business seller 1 2 3 4 5 6 7 8 9 
A business seller visiting the company 1 2 3 4 5 6 7 8 9 
Contact by customer service 1 2 3 4 5 6 7 8 9 
To plan the kitchen/-s by oneself 1 2 3 4 5 6 7 8 9 
To get help from IKEA to plan the kitchen/-s 1 2 3 4 5 6 7 8 9 
Other:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
8) How would you like to make your payment? 

□ On credit – Number of days:____ □ Hire-purchase buying – Number of days:____ □ Invoice, 30 days net 
___________________________________________________________________________________  
9) Which of the following factors do you, as a business customer, value the most when you are buy-
ing kitchen? 
Rank the following factors from 1 to 3, where 1= Most important, 2= Second most important, and 3= Third 
most important 
___Price ___Price-quantity discount ___Way of payment ___Personal contact with a seller 
___Quality ___Delivery time ___Assembled frames from IKEA 
___Other:__________________ 
___________________________________________________________________________________  
10) What do you think IKEA should do to be an optimal business partner in the kitchen market? 

___________________________________________________________________________________  
___________________________________________________________________________________  
___________________________________________________________________________________  
___________________________________________________________________________________  
11) Others to declare 

___________________________________________________________________________________  
___________________________________________________________________________________  
___________________________________________________________________________________  
___________________________________________________________________________________  
 

- THANK YOU FOR YOUR PARTICIPATION - 
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Appendix 2 
ORIGINAL VERSION IN SWEDISH 

 

Jönköping 2005-10-31 

 

 

Tala om för oss vad Du tycker! 
 

Vi är tre fjärdeårsstudenter på Internationella Handelshögskolan i Jönköping (IHH), som 
har fått i uppdrag av IKEA att undersöka deras kökskunder från byggbranschen i samband 
med vår kandidatuppsats. 

IKEA vill veta vad Du tycker om processen att handla kök hos IKEA. Är Du nöjd med 
IKEA och den vägledning Du fått? Finns det något som kan förbättras? 

Dina synpunkter är mycket värdefulla. Ditt svar är viktigt för IKEA så att IKEA kan 
utveckla och förbättra verksamheten. 

Enkäten besvaras anonymt. Ingen på IKEA kommer att veta hur just Du har svarat. Enkä-
ten går till oss tre studenter på IHH, som registrerar enkäterna åt IKEA 

Svara helst idag eller gärna inom 5 dagar. (Påminnelse skickas till dem som inte svarar). 
Skicka in enkäten i det bifogade portofria svarskuvertet! 

Om Du har frågor om enkäten kan Du vända Dig till Emmelie Johansson (tel. 07**-******, 
epost ***@ihh.hj.se) eller Karin Grom (tel. 07**-******, epost ***@ihh.hj.se).  

 

Stort tack för hjälpen! 

 

Med vänliga hälsningar 

 

 

 

 

Emmelie Johansson  Karin Grom   Louise Janhans 
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KUNDUNDERSÖKNING 

1) Antal anställda (om koncern - adresställe) 
□ 0 □ 1-4 □ 5-9 □ 10-19 □ 20-49 □ 50-99 □ 100-199 □ 200-499 □ 500 + 
___________________________________________________________________________________  
2a) Hur får du som företagskund information om IKEAs produkter? 
(Möjligt att ge flera svar) 
□ IKEAs hemsida på Internet □ IKEA katalogen □ IKEAs varuhus 
□ IKEA köks katalog □ Work IKEA katalogen □ Andra tidningar 
□ Annat:__________ □ Ingen uppfattning 
 
2b) Hur skulle du som företagskund vilja få information om IKEAs produkter? 
(Möjligt att ge flera svar) 
□ IKEAs hemsida på Internet □ IKEA katalogen □ IKEAs varuhus 
□ IKEAs hemsida på Internet □ En IKEA katalog fram- □ Via kundservice 
 specifikt för företagskunder  tagen för företagskunder  (för företagskunder) 
□ Via tlf med företagssäljare □ Via personligt möte  □ Annat:__________ 
 (personlig/samma varje gång)  med företagssäljare 
___________________________________________________________________________________  
3) Vad tycker du om IKEAs service för företagskunder? 

□ Mycket dåligt □ Dåligt □ Varken bra eller dåligt □ Bra □ Mycket bra 
___________________________________________________________________________________  
4a) Har du som företagskund handlat kök av IKEA? 

□ Nej – Om nej, tack för din medverkan □ Ja Antal kök: _______________  
4b) OM JA, uppfyllde köpet era förväntningar? 

□ Nej - Varför inte: _____________________________________________________  
□ Ja 
___________________________________________________________________________________  
5a) Tror du som företagskund att IKEAs service är bättre, ungefär lika eller sämre jämfört med 
andra leverantörer av kök? 

□ Mycket sämre □ Sämre □ Ungefär lika □ Bättre □ Mycket bättre □ Ingen uppfattning 
 
5b) OM BÄTTRE, varför tror du att IKEAs service är bättre? 

________________________________________________________________________  
5c) OM SÄMRE, varför tror du att IKEAs service är sämre? 

________________________________________________________________________  
___________________________________________________________________________________  
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6a) Hur viktigt är följande faktorer för dig som företagskund när du ska köpa kök? 
Gradera enligt en niogradig skala där 9= Mycket viktigt och 1= Inte alls viktigt 
Pris 1 2 3 4 5 6 7 8 9 
Kvalitet 1 2 3 4 5 6 7 8 9 
Snabb leverans 1 2 3 4 5 6 7 8 9 
Just-in-time-leverans 1 2 3 4 5 6 7 8 9 
Kompletteringsköp 1 2 3 4 5 6 7 8 9 
Möjlighet att snabbt få tag på reservdelar 1 2 3 4 5 6 7 8 9 
Möjlighet att köpa till inredningstillbehör 1 2 3 4 5 6 7 8 9 
Mängdrabatt 1 2 3 4 5 6 7 8 9 
Att få färdigmonterade stommar 1 2 3 4 5 6 7 8 9 
Att få ett fullt monterat kök av IKEA 1 2 3 4 5 6 7 8 9 
Att inga delar saknas vi leverans 1 2 3 4 5 6 7 8 9 
Annat:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
6b) Hur viktigt är följande faktorer för dig som företagskund när du senast köpte kök från IKEA? 
Gradera enligt en niogradig skala där 9= Mycket viktigt och 1= Inte alls viktigt 
Pris 1 2 3 4 5 6 7 8 9 
Kvalitet 1 2 3 4 5 6 7 8 9 
Snabb leverans 1 2 3 4 5 6 7 8 9 
Just-in-time-leverans 1 2 3 4 5 6 7 8 9 
Kompletteringsköp 1 2 3 4 5 6 7 8 9 
Möjlighet att snabbt få tag på reservdelar 1 2 3 4 5 6 7 8 9 
Möjlighet att köpa till inredningstillbehör 1 2 3 4 5 6 7 8 9 
Mängdrabatt 1 2 3 4 5 6 7 8 9 
Att få färdigmonterade stommar 1 2 3 4 5 6 7 8 9 
Att få ett fullt monterat kök av IKEA 1 2 3 4 5 6 7 8 9 
Att inga delar saknas vi leverans 1 2 3 4 5 6 7 8 9 
Annat:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
6c) Hur nöjd är du som företagskund av följande faktorer vid ditt senaste köp av kök hos IKEA? 
Gradera enligt en niogradig skala där 9= Mycket nöjd och 1= Inte alls nöjd 
Pris 1 2 3 4 5 6 7 8 9 
Kvalitet 1 2 3 4 5 6 7 8 9 
Snabb leverans 1 2 3 4 5 6 7 8 9 
Just-in-time-leverans 1 2 3 4 5 6 7 8 9 
Kompletteringsköp 1 2 3 4 5 6 7 8 9 
Möjlighet att snabbt få tag på reservdelar 1 2 3 4 5 6 7 8 9 
Möjlighet att köpa till inredningstillbehör 1 2 3 4 5 6 7 8 9 
Mängdrabatt 1 2 3 4 5 6 7 8 9 
Att få färdigmonterade stommar 1 2 3 4 5 6 7 8 9 
Att få ett fullt monterat kök av IKEA 1 2 3 4 5 6 7 8 9 
Att inga delar saknas vi leverans 1 2 3 4 5 6 7 8 9 
Annat:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  



 

 77

7a) Hur viktigt är följande typer av support för dig som företagskund vi köp av ett/flera kök? 
Gradera enligt en niogradig skala där 9= Mycket viktigt och 1= Inte alls viktigt 
Telefon kontakt med företagssäljare 1 2 3 4 5 6 7 8 9 
Besök av företagssäljare 1 2 3 4 5 6 7 8 9 
Kontakt via kundservice 1 2 3 4 5 6 7 8 9 
Att på egen hand planera köket/-en 1 2 3 4 5 6 7 8 9 
Att genom IKEA få hjälp med planering 1 2 3 4 5 6 7 8 9 
     av köket/-en 
Annat:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
7b) Hur viktigt är följande typer av support för dig som företagskund när du senast köpte kök av 
IKEA? 
Gradera enligt en niogradig skala där 9= Mycket viktigt och 1= Inte alls viktigt 
Telefon kontakt med företagssäljare 1 2 3 4 5 6 7 8 9 
Besök av företagssäljare 1 2 3 4 5 6 7 8 9 
Kontakt via kundservice 1 2 3 4 5 6 7 8 9 
Att på egen hand planera köket/-en 1 2 3 4 5 6 7 8 9 
Att genom IKEA få hjälp med planering 1 2 3 4 5 6 7 8 9 
     av köket/-en 
Annat:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
7c) Hur nöjd var du som företagskund av följande support vid ditt senast köp av IKEA? 
Gradera enligt en niogradig skala där 9= Mycket nöjd och 1= Inte alls nöjd 
Telefon kontakt med företagssäljare 1 2 3 4 5 6 7 8 9 
Besök av företagssäljare 1 2 3 4 5 6 7 8 9 
Kontakt via kundservice 1 2 3 4 5 6 7 8 9 
Att på egen hand planera köket/-en 1 2 3 4 5 6 7 8 9 
Att genom IKEA få hjälp med planering 1 2 3 4 5 6 7 8 9 
     av köket/-en 
Annat:______________________________  1 2 3 4 5 6 7 8 9 
___________________________________________________________________________________  
8) Hur vill du som företagskund finansiera dina köp? 

□ På kredit – Antal dagar:____ □ Avbetalning – Antal dagar:____ □ Faktura, 30 dgr netto 
___________________________________________________________________________________  
9) Vilka av följande faktorer värdesätter du högst som företagskund när du ska köpa kök? 
Rangordna de nämnda faktorerna från 1 till 3 där 1= Viktigast, 2= Näst viktigast, och 3= Tredje viktigast 
___Pris ___Mängdrabatt ___Betalningssätt  ___Personlig kontakt med säljare 
___Kvalitet ___Leveranstid ___Färdig monterade stommar av IKEA 
___Annat:__________________ 
___________________________________________________________________________________  
10) Vad tycker du att IKEA ska göra för att bli en optimal företagspartner på köksmarknaden? 

___________________________________________________________________________________  
___________________________________________________________________________________  
___________________________________________________________________________________  
___________________________________________________________________________________  
11) Övrigt att framföra 

___________________________________________________________________________________  
___________________________________________________________________________________  
___________________________________________________________________________________  
___________________________________________________________________________________  
 

- TACK FÖR DIN MEDVERKAN – 

 


