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Abstract 

Thesis Title: Applying customer involvement in B2B Sales – Case study 

on a medical device company 

 

Date: 10th of June, 2012 

 

Subject, Course: Business Administration, 15 hec.  

Enterprising and Business Development, 2EB00E. 

 

Author: Anna Degrell, 25-01-1989 6647  

 

Advisor: Magnus Forslund 

 

Examiner: Richard Nakamura 

 

Keywords: Customer Involvement, B2B, Sales, Organize, Apply, Value, 

Case Study, Medical Device Company 

 

Purpose: The purpose of this thesis is to increase the understanding of 

how customer involvement can be applied in business to business (B2B) 

sales.  

Method: the method of choice for this thesis will be within a qualitative 

approach and contains a case study, with semi structured interviews 

based on Operationalization of theoretical concepts, and analyzed by 

grounded theory. 

 

Result: Customer Involvement can be presented in several ways within 

B2B sales; the case study on the medical device company in this thesis 

has applied the involvement in so-called Sight-visits and as a concept 

called doctor-to-doctor.    
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Foreword 

The world changes and companies are looking for different ways to meet 

the customer needs. And in what way would it be easier for a company to 

meet their customers’ requests than by letting them into the organization 

to help develop the product and service that they are missing? These 

questions were running through my head while I starting this project. Why 

could not Customer Involvement work to improve the sale situation? Why 

has no one ever tried that? I was convinced, and still am, that companies 

are involving their customers in their organizations more than they know. 

And that they could do it even more to improve their company even more.  

After doing this thesis, it was shown that the company of this case study 

involves their current customers through the whole sale phase. Although 

they did not even know that since they never directed attention to it. One 

of the respondents said “In short order, the customer is involved in the 

company all the time - in one way or another”. 

I hope that this thesis will give companies and customers a thought about 

how to work together toward improved competitive advantage.  

 

I would like to send out thanks to both my advisor Magnus Forslund and 

the examiner Richard Nakamura for all the good advises and help during 

the period of work.  

I would also like to send a thousand thanks to all the respondents from 

the company, who made this thesis possible.  

Thank you Peter for taking your time to put up with me and all my 

questions.  

Anna Degrell  

Växjö, Sweden - 25th of May 2012 
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1.0 Introduction 

1.1 Background 

In our more and more service-oriented world, it is important to develop 

the right kind of services and support, that create genuine customer-value 

(Lundkvist & Yakhlef, 2004). Customers are becoming increasingly 

accustomed with being able to influence their own consumption and what 

the product symbolize for them. Customers no longer invest in just a 

product; they invest in a relationship with the company (Askelöf & Arndt, 

2009).  

However, to manage this is not always easy, neither for the pure service 

oriented firm or the product producing counterpart (Lundkvist & Yakhlef, 

2004). The latest kind of service developments require more and new 

ways for firms to continue to operate profitably. The same can be said 

about the more traditional product development, which also constantly 

requires new techniques and methods. The fundamental problem is to find 

the information needed for these developments (Thomke & von Hippel, 

2002). 

"In a nutshell, product development is often difficult because the "need" 

information (what the customer wants) resides with the customer, and the 

"solution" information (how to satisfy those needs) lies with the 

manufacturer" (Thomke & von Hippel, 2002, p.6) 

One of the most important components when searching for information, 

about what the customer want, is interaction (Gummesson, 2008). The 

creation of a long term relationship and interaction allow companies to 

take part of what customers want and can offer to companies in the long 

run (Ritter, et al 2003) which regarding to Thomke & von Hippel (2002) is 

the “need” information. More and more companies are beginning to see 

the advantage of involving customers in the organization (Lundkvist & 

Yakhlef, 2004).  
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This involvement gives companies a chance to interact with their 

customers and by doing this, a possibility to get in contact with the "need" 

information is revealed. Customer involvement gives companies the 

opportunity to tailor-make their products and organizations in accordance 

to customer requirements (Thomke & von Hippel, 2002).    

1.2 Problem Discussion 

It has become increasingly common for companies to use information 

from customers in their development (Thomke & von Hippel, 2002). 

Customer involvement is seen as a benefit for firms as the customer 

constitutes the information and knowledge source of development and 

thus the result holds great potential to be close to what the customers 

actually wants (Lundkvist & Yakhlef, 2004).  

However, it is often difficult for companies to decide when to involve the 

customer and when it is better to leave them outside. For some 

businesses it may prove difficult to introduce customers into the business. 

The developments of technologies that are of undisclosed or delicate 

nature are examples of this. A less complex application of Customer 

involvement is the development of products to be more user-friendly or to 

improve usability. (Edvardsson et al, 2006) Furthermore, Customer 

involvement is seen as more appropriate in some areas of business 

development, while some areas simply do not require the inputs that 

customers can provide (Lundkvist & Yakhlef, 2004). This raises the 

question of determining what customers are most appropriate to involve 

in the business and how will it be organized? There are several ideas 

concerning this aspect; it could either be the customers most familiar with 

the product or the early adopters of the product, or should it simply be the 

most average customers? (Edvardsson et al, 2006).  
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According to Von Hippel (1978) the choice should not be concerned with 

involving a single and specific group of customers but rather of making a 

deliberate choice depending on the specific purpose of the specific 

development. An additional difficulty of customer involvement is the 

question regarding the implications that arise when companies begin to 

involve their customers in the business development. Who owns the rights 

to the ideas? And what does it mean for the company to be marked with 

invented by customer. Moreover, will the company be able to successfully 

develop their own ideas after involving its customers in development? 

(Katz & Allen, 1997). By the reaction and expression “everybody knows”, 

companies work with the idea of already knowing what their customers 

want (von Hippel, 1978). Research made by von Hippel (1978) showed 

that products that has been developed by customer ideas where more 

popular than the products that was business produced by the idea of 

“already knowing” what the customer wanted.  

The Customer Involvement concept is although relatively new and not 

fully established within organizations who’s located in the B2B area 

(Edvardsson et al, 2006). Most researches so far has been within the 

Business to Consumer (B2C) concept, (Lundkvist & Yakhlef, 2004; 

Edvardsson et al, 2006; Dahlsten, 2004; von Hippel, 1978; Thomke & von 

Hippel, 2002; Song & Adams, 1993) and there is a lack of research within 

the B2B concept. There is also a lack of research when it comes to 

applying customer involvement within the sale situation (Pappas & 

Flaherty, 2008; Cheung & To, 2011; Dahlsten, 2004). The involvement of 

customers within the sale and service area of the company can generate 

useful information while also evaluating and improving the service and 

sale situation (Lundkvist & Yakhlef, 2004). 

The challenge is therefore, to apply customer involvement as a valuable 

source, and to organize it so that it becomes an accessible resource for 

the individual organization (Edvardsson et al, 2006). 
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1.3 Problem Formulation 

How can customer involvement be applied in a business to business sales 

company? 

1.4 Purpose 

The purpose of this thesis is to increase the understanding of how 

customer involvement can be applied in business to business (B2B) sales.  
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2.0 Methods 

2.1 Qualitative Approach 

Qualitative research is particularly used while studying common properties 

of one specific or a small number of cases (Ragin, 1994).  

The choice of a qualitative approach for a study means that the purpose 

isn’t to find a countable result, but rather an interpreted result.  

In contrast, the quantitative approach involves numbers, measuring and 

counting and aim to use statistics as a tool to find a conclusion. (Gillham, 

2010). The qualitative research has a more open approach compared to 

the quantitative research (Blumer, 1969). The primary focus while using a 

qualitative approach is to analyze what people say and what they do 

(Gillham, 2010).  

Observation and interviews are common methods for data-collecting in 

qualitative research (Lee et al, 2007). Since the purpose is to increase the 

understanding of how Customer Involvement can be applied in B2B sales, 

what Gillham (2010) would call an interpretive research question, a 

qualitative approach is more suitable.  If a quantitative approach where 

used the result would not come from analyzing interpretations of what 

people say and do (Gillham, 2010) and the purpose/research question of 

this thesis would not be answered. Therefore the qualitative approach is 

well suited for papers that are having an interpretive research questions 

(Bryman & Bell, 2011).  

The paper focuses on what people, in a B2B business, think about the 

concept and how it could be implemented in an organization to create 

value for their customers. 

This means that the author interpretation was used to increase the 

understanding of the subject. To get a deeper and further interpretive 

approach within the subject on a specific case, the research strategy for 

the thesis was a Case Study performed on a company within B2B sales.   
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2.2 Research Strategy - Case Study  

A case study is an effective study technique when the required results 

should be comprehensive and well detailed, however, a case study is not 

to be recommended if the study means to be spreading and embrace 

many different processes. If that is what required, a cross-sectional study 

is a better choice of method since it is designed to be used on many 

different components (Gidlund & Frankelius, 2003). While studying a 

specific area, for example; an organization, a place, a person or a specific 

case, etc. the case study is perfectly suited (Bryman & Bell, 2011).  

The selected study technique often flows out into the type of method to be 

used for material collection. And regarding case studies, the suited 

method for material collection is often observation and interviews which 

are both methods that can generate great depth (Yin, 2003; Lee et al, 

2007). This thesis aims to develop a deeper understanding of a specific 

subject within a specific company, which led to the natural adoption of a 

case study.  

The idea of a case study is to create a comprehensive and well detailed 

research (Gidlund & Frankelius, 2003) which is what this thesis aims to 

do. By using a cross-sectional design, for example, the results would not 

be as well detailed as if case study where used since that kind of research 

method, is used on many different cases.  

Although the benefit with a cross-sectional design is that the result can be 

generalized and applied to other businesses, which is something that case 

studies cannot (Bryman & Bell, 2011). The selection of study design is 

however chosen based on the purpose of the paper (Yin, 2011). Since the 

purpose of this thesis, is to increase the understanding, the idea is to 

create a well-detailed conclusion lead to a case study as well suited 

research method.  
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Case studies will contribute many benefits but it is important to be aware 

of the various disadvantages that may arise (Yin, 2003). One of the most 

important disadvantages that have to be aware of is that a case study is 

individual. It is not possible to generalize the result from one case study 

to another as the case study aims to just analyze that one specific case. 

That means that a result on case study in one company might not give the 

same result on another company even if it is in the same industry 

(Bryman & Bell, 2011). Another disadvantage that has to be taken into 

consideration is that a case study often takes very long time and could be 

resulting in very complex processes. To avoid this requires clear guidelines 

and a well-structured approach to data collection (Payne, et al. 2007).  

Yin (2011) presents three steps to perform a case study. First of all you 

have to define a “case”. By defining your study idea you need to define 

the case of your study. Second, you have to choose the design for how 

you are going to study your case, for example by observation, interviews 

etc. The third step is to apply theory on your data to come through with a 

result and conclusion (Yin, 2011).  

This thesis will be limited to a case study within customer involvement in 

business to business (B2B) sales since most of the researches that have 

been made in this area are focused on business to consumer (B2C) sales.  

The Case study for this thesis is made on a company within the medical 

device industry who is only focus is the B2B market. The company is a 

multinational American company that has been active on the market for at 

least 125 years. The company is active within the health industry selling 

medical equipments to hospitals all over the world and has extensive 

experience within the area of B2B sales. Because of the sensitive nature of 

the subject of customer relations and other related topics of this thesis, 

the choice of keeping the company and the respondents anonymous was 

made due to whishes from the company. This means that the company 

name is not disclosed and no identities of respondents are presented.  
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The case study was made in two offices within the company; the 

Stockholm office in Sweden and the Copenhagen Office in Denmark. This 

to reduce the risk of bias from using data from a single office.  

Since this is a case study that focuses on how Customer Involvement can 

be organized with in B2B sales, interviews was suitable for the collection 

of empirical data. This because, respondents from the company were able 

to ask questions and the interviewer got the chance to ask the 

respondents what their opinions is about the subject. This would not be 

investigated if observations where used.  

2.3 Collection of data 

The study of this thesis will be based on primary data. Primary data is 

collected for a specific area and research. The purpose is to create a 

present approach within the research to find something new (Marshall, 

1995), comparing to the secondary data where the data already exists 

from previous researches (Sørensen, et al. 1996). 

2.3.1 Semi-structured interviews  

A semi-structured interview is an interview where most of the questions 

are already prepared before the interview (Carruthers, 1993). This will 

give an opportunity to ask supplementary questions to the respondent. 

This type of arrangement will give the interview a more naturally feeling 

and also a chance to go deeper in the discussion and probe the subject 

(Bell, 2006). Before a semi-structured interview is held, it is important for 

the interviewer to explain to the respondent of the purpose with the 

interview. Another aspect that has to be taken into consideration is that 

the questions have to be adequately formulated to avoid 

misunderstandings (Carruthers, 1993).  

An unstructured interview is an interview where no questions are prepared 

except some themes and guidelines for the purpose of the interview. This 

type of interview is more like discussions and regular conversations 

between people (Schmidt & Sapsford, 1995).  
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This type of interview can be difficult for the respondent, to understand 

because the topics of the interviews could be difficult in itself to 

understand. 

Since Customer Involvement is relatively new in the business area 

(Edvardsson et al, 2006) most people might not understand the purpose 

of Customer Involvement. Semi-structured interviews will give the 

interviewers a chance to explain the purpose of the subject and the 

respondent will also get a chance to ask questions. This stands in contrast 

to a structured interview which does not leave room for supplementary 

questions to the same extent (Bryman & Bell, 2011). Because of the 

presented advantages, semi-structured interviews were adopted for this 

study.  

2.3.1.1 Selection of respondents 

There are several different kinds of selection methods when choosing who 

to interview. The strategic selection is one of them and it means that the 

authors choose who to interview with the presuming of a specific 

knowledge and answer. This is the most common selection method in 

research with qualitative approach (Holme & Solvang, 1991).  

This kind of selection has a big influence on the data that has been 

collected for this thesis. The author chose to interview people who work 

close to the customers in different ways and therefore could relate to the 

subject.  

Prior to the main data collection it is necessary to select appropriate 

individuals as respondents, a process that may take on many forms 

depending on the study at hand (Yin, 2003). For this paper, certain 

criteria was used to evaluate potential respondents, namely:  a work role 

involving customer contact and/ or have  substantial knowledge about 

products and customer relations. Thus, interviews was carried out with 

two account managers and  two product specialists. The reason for using 

a total of four respondents is because of limited time frame.  
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It was deemed more appropriate to perform a few, more deep and 

thorough interviews than several that scratches the surface of the subject 

due to time constraints.  

2.3.1.2 Interview questions  

By creating an operational-model for the research phenomenon the 

strategy will be more adapted to the theory regarding the area and 

generate knowledge within the subject. (Wong, 2005). 

When applying theory in empirical data collection using semi-structured 

interviews, operationalization is the most common process (Hox & Jong-

Gierveld, 1990). The use of operationalization while constructing the 

questions for the interviews made the questions more closely related to 

existing theory. This was done to ensure the relevance of the questions. 

This made the interviews for this thesis more understandable and the 

empirical data more consistent with the theoretical basis. 

See Operationalization Table 3.5 in the theoretical chapter 3.5 

2.4 Data Analysis 

The data analysis of qualitative research is often complex since there is 

often a large amount of data which can be hard to interpret. The data is 

collected by interviews or observations which mean that the data is 

resulting in extensive and unstructured text material that takes time and 

effort to analyze (Bryman & Bell, 2005).  

Two methods for data analyze regarding to Bryman & Bell (2005) is 

analytical induction and grounded theory. The analytical induction is based 

on creating a saturation regarding both theory and data which means that 

it is a very well detailed and time-consuming method (Bryman & Bell, 

2005).  

The analysis of Grounded theory, however, provides a focus on the 

discovery of theory from data (Gephart, 2003) and is one of the most 

widely used methods for data analyzes (Strauss & Corbin, 1997). 
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2.4.1 Grounded Theory 

The Grounded Theory is based on two fundamental features; first of all 

the method pursues development of theory based on the data (Bryman & 

Bell, 2005).  

Theories that are generated from data aren’t just results and concepts 

reclaimed from just data but are systematically worked out in relation to 

the data (Glaser & Strauss, 1999). Therefore it is important for the author 

to be open-minded while analyzing both earlier theories and recently 

collected data (Bryman & Bell, 2011). This was taken into consideration 

while collecting data to reduce the risk of researcher bias and influencing 

the respondent while interviewing.  

The idea of grounded theory is that other researchers will recognize an 

understandable theory based on data from a certain area (Glaser & 

Strauss, 1999). The analysis part of grounded theory are based on 

theoretical saturation which creates a result based on recently collected 

data compared to earlier researches (Strauss & Corbin, 1997). Theoretical 

Saturation means the stage in your research when the collected data of 

your research refined by your theoretical construct, doesn’t give the study 

any new information and insights, the research and theory has reached 

saturation (Auerbach & Silverstein, 2003). The purpose of this analysis is 

to formulate a theory that will be able to explain the general research 

results (Yin, 2003).  

Grounded theory is often used to influence a whole metodological progress 

of a research (Bryman & Bell, 2011). In this thesis; only the analysis 

phase of grounded theory was utilized.  

Since the idea of grounded theory is to get other researchers to 

understand the purpose (Glaser & Strauss, 1999) the results will be a 

good way to pursue further research.   
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The research structure for grounded thery is based on four different 

phases regarding to Matsumoto (2008):  

 1st Phase  

Find a case and define the research question (Strauss & Corbin, 

1998). 

 2nd Phase 

A - Selection of the case and how to collect data (Goulding, 2002) 

B – Formalization/ coding process of the data (Goulding, 2002) 

C -   Validation of the data where the data is compared with extant 

litterature (Pandit, 1996). 

 3rd Phase 

Theoretical saturation, the closure of the research is reached 

(Strauss & Corbin, 1998). 

 4th Phase 

Conclusion & suggestion of further research (Matsumoto, 2008). 

In this thesis, 2nd Phase - C to the 4th Phase, has influenced the data 

analysis.   

Phase 2 C is the Validation where the collected data/theories will be 

compared with extant litterature (Pandit, 1996). The validation in this 

thesis were managed by trustworthiness and reliability (Bryman & Bell, 

2011). Questions that were paid attention to under the analyisis was for 

example; is this interview and analyze thrustworthy and is the question 

that has been asked reliable?    

Phase 3 is the theoretical saturation where no more comparisons, new 

concepts or likewise appears. The closure of the research analysis is when 

the theoretical saturation is reached (Strauss & Corbin, 1998).  If, when 

reached phase 3 and there is no saturation, the second phases must be 

remade (Pandit, 1996). The 4th phase presents the conclusion and suggest 

further research (Matsumoto, 2008).  
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Theories in this thesis were collected from researches that have mostly 

been applied on B2C since there is a lack of research regarding B2B. 

Therefore this thesis uses the analysis part of grounded theory to create a 

further understanding regarding the use of Customer Involvement in B2B 

sales while comparing to researches within B2C. 

While performing and presenting the analysis of this thesis it was shown 

that the collected data from the medical device company was to a large 

extent in-line with the theoretical framework. It was possible to apply and 

confirm the empirical data by help of the theoretical statements. The 

theoretical saturation was reached (Matsumoto, 2008).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

24 
 

2.5 Methodological procedure   

 

Fig. 2.1 The methodological procedure for this thesis is based on a figure 

created by Matsumoto (2008) and modified to adapt to this thesis. 
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3.0 Theory 

3.1 Relationship Marketing 

The Idea of relationship marketing is to build a relationship with the 

customers in order to earn their favors and create a loyalty between both 

the company and the customer (Ward & Dagger, 2007). Relationship 

Marketing started to appear on regular basis in companies in the 1980’s 

as a new approach comparing to the customer acquisition that was the 

focus in organizations earlier (Jagadish, 2002).  Managers in organizations 

started to look for information and knowledge about customer needs to 

reduce working purely on “intuition” (Gould, 1998). The maintenance of 

the existing customers is a more economically effective way than to 

constantly seek for more and new customers (Verhoef, 2003). By creating 

a relationship with customers will generate a value for both parties 

(Grönroos, 1994). Value is the most important component in the 

relationship marketing concept and to create superior value to the 

customers is considered one of the most effective ways to success (Ravald 

& Grönroos, 1996). However, the purpose of the phenomenon 

Relationship Marketing is to take care of the relations and the interaction 

with customers (Grönroos, 2004). The interaction between companies and 

customers are becoming increasingly important, both for customers and 

for companies (Ritter et al, 2003; Gummesson, 2008).  

Jagadish (2002) writes that the Customer Relationship Management 

(CRM) can be thought of as the second level within Relationship Marketing 

and as the system based kind of relationship marketing.  
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3.2 Customer Relationship Management (CRM) 

Customer Relationship Management (CRM) is an organizational process 

that focuses to keep long-lasting relationships with customers (Wang & 

Feng, 2012; Payne & Frow, 2005). Before CRM was fully established 

within businesses, relationship marketing was used to store customer 

preferences in databases which resulted in “one-to-one marketing” 

(Jagadish, 2002). This made it possible for companies to create 

customized offers to the customers. CRM was developed to secure the 

relations with the customers and to create long-term relationships and 

profits (Osarenkhoe & Bennani, 2007).      

The concept one-to-one marketing was made to create individual offers to 

customers as a strategy to create long-term relationships with the 

customers (Yong Ahn et al, 2003). Yong Ahn et al, (2003) Mentions that 

one-to-one marketing is a strategy to sell several products to individual 

customers, in contrast to mass marketing where the strategy is to sell 

products to many customers.  

 

Instead of reaching for a temporary maximized economic revenue from a 

customer, CRM is about to create a relationship that will generate a loyalty 

and a more long-term revenue (Nguyen et al, 2007). There are different 

indicators regarding the value of the relations between customers and the 

company; the relationship durability, relationship strength and 

qualification skills (Storbacka & Lehtinen, 2000) and the purpose of CRM is 

to shorten the distance between customers and the organization (Nguyen 

et al, 2007). CRM can be seen as a necessary tool because of its ability to 

differentiate organizations from their competitors by using knowledge 

about customer needs and the ability to identify solutions to customers’ 

problems (Nguyen et al, 2007).  
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3.3 Customer Innovation  

Well used CRM, between firms and customers does not only provide long-

term relationships with customers but also promotes the customers to 

suggest ideas to improve the organization on different levels; for example 

products or service (Lin et al, 2011). Over the last 30 years, customers 

have changed from being the passive consumer to a co-producer, involved 

in organizations (Rohrbeck et al, 2010). Innovation has for many years 

been seen as an activity within the organization, but lately businesses has 

been taking their innovation to networks involving their business partners 

and customers (Chesbrough, 2006). To turn the customers into 

innovators, the firms have to create a user-friendly tool kit that the 

customers can use according to Thomke & von Hippel (2002).  A webpage 

where the customers can design their own products is an example of such 

a toolkit (Thomke & von Hippel, 2002).  

 

More and more large companies around the world has adapted the 

customer innovation concept by letting their customers use their 

innovation to create custom made products based on their own needs 

(Storbacka & Lehtinen, 2000). One example of this is Dell Computer, who 

let their customers design their own computers online (Thomke & von 

Hippel, 2002).  

3.4 Customer Involvement 

3.4.1 The Concept; Customer Involvement  

Businesses all over the world are facing the question “what does the 

customer want?” and “what kind of value do they want?” (Woodruff & 

Flint, 2003). It’s getting increasingly important to create value for the 

customers in order to get loyal customers (Thomke & von Hippel, 2002). 

Therefore more and more firms are starting to involve their customers in 

the company to create an organization influenced by the customers 

(Lundkvist & Yakhlef, 2004).  
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The concept of involving the customer aims to ensure value and 

satisfaction (Iansiti & MacCormack, 1997). The underlying idea is to create 

a customer input, for example: ideas, information, needs, etc. which can 

influence the organization to adapt more to the customer needs (Sandén, 

2007). The biggest argument to implement customer involvement is so it 

could improve the effectiveness within companies (Brown & Eisenhardt, 

1995). It’s even possible to claim, regarding to Iansiti & MacCormack 

(1997) that to gather information from- and involve the customers in the 

organization, will make the process of development move faster. 

The concept, of Customer Involvement, contains the courage to let the 

customers into the company and be able to adapt their point of view on 

the company and the products (Katz & Allen, 1997). There are four unique 

elements for customer involvement according to Alam (2002): 

 1st element. 

Define why the customers should be involved. What is the purpose? 

There are often multiply reasons for why to involve the customers in 

the development of different projects (Alam, 2002). It’s often 

adapted to the product and associated area such as the service 

(Dahlsten, 2004).  

 2nd element. 

The Customer interaction – Involve the customer in the project.  

The second element contains the stage where the customer 

involvement takes place (Alam, 2002). When is the perfect time to 

involve the customer and how much should the customer being 

involved? (Katz & Allen, 1997). 

 

 3rd and 4th elements. 

The intensity level of the customer involvement.  

The range of intensity can change during the involvement process 

depending on which phase of the development (Alam, 2002).  
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If the project contains product development the intensity of the 

involvement is often very high in the initial phase and in the late phase 

(Kaulio, 1998). Since the purpose of customer involvement normally is to 

give the company input, such as information and ideas to new products 

and to give feedback on recently developed products (Dahlsten, 2004).  

According to Rafiq & Ahmed (1998) Customer involvement manages to 

create more opportunities for customized products and services than 

manufactured products. In fact customer involvement can be seen as the 

key to service and customized products (Rafiq & Ahmed, 1998). From the 

perspective of the company, Customer Involvement is a very cost- and 

time-reducing way to develop the organization (Chien & Chen, 2010). 

3.4.1.1 Customer Involvement within Sales & Service 

The involvement of customers within the strategy and sales process is a 

relatively unexplored area (Pappas & Flaherty, 2008). Customer 

involvement has been mostly used in businesses when developing new 

products and as co-producers within production (Cheung & To, 2011; 

Dahlsten, 2004).   

 

Customization within services has often been used as a source to increase 

customer satisfaction and can be seen as an competitive advantage (Rafiq 

& Ahmed, 1998). By involving the customers in the organization as value 

input, firms can generate useful information while customize their service 

(Lundkvist & Yakhlef, 2004). Long-term organizational success often 

depends on the management of resources and relationships with their 

customers (Lengnick-Hall et al, 2000). Lengnick-Hall et al (2000) point out 

that customer involvement influence the service experience that 

customers receive from the company. The involvement process can also 

encourage the innovation within firms (Magnusson, 2003). 
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“Customer involvement in service delivery can enhance demand and 

satisfaction if marketers design services so that they are as easy as 

possible to use and ‘train’ customers themselves to be effective and 

appreciative co-producers” (Baker, 2000, p.275).  

 

Using customer influence in service and sales will improve the chances to 

raise the service level of the company (Lengnick-Hall et al, 2000).  

3.4.2 Implementing customer involvement  

Implementing customer involvement has proven to be a bit of a challenge 

for companies and even if successful it is hard for the firms to capture the 

valuable information from the customer input (Kaulio, 1997). Using this 

information and combining it with the manufacturing information may 

however lead to the development of new ideas (Lundkvist & Yakhlef, 

2004) While implementing customer involvement in the company, it is 

important to decide how and in which way the involvement should take 

place  (Edvardsson et al, 2006). 

The customers, while being involved in businesses, can be identified as 

having three different roles:  

1 Customers as a resource 

2 Customers as co-creators/producer  

3 Customers as users  

(Nambisan, 2002; Chien & Chen, 2010). 

The customer, as a resource, acts by pointing out new challenges 

regarding the development (Nicolajsen-Westh & Scupola, 2011).  

The customer, as a co–creator/producer, provides a great understanding 

of the company and its organization (Lengnick-Hall et al, 2000). This, 

because the customer; as a co-producer, can be seen as active within the 

process of development and as a partner to the company (Nicolajsen-

Westh & Scupola, 2011).  
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The customer, as a user, are mostly taking part in the beginning and the 

end of the development (Kaulio, 1998) since they are involved, to 

evaluate the development process and present unsolved problems 

(Nambisan, 2002).  

Although, the most important component when it comes to involving 

customers is the personal trust between company and the customer 

according to Nicolajsen-Westh & Scupola (2011). When customers are 

more actively involved the high personal engagement and knowledge of 

the development process is highly important (Nicolajsen-Westh & Scupola, 

2011).  

3.4.3 Customer Involvement; Effects 

The performance of customer involvement might vary depending on which 

stage in the process the customers are involved. It has been shown that 

customer give companies advantages in the speed and effectiveness 

regarding their response to opportunities and other benefits (Carbonell et 

al, 2009).  

As an effect of using Customer involvement, the dialogue between 

customers and the company improves (Lundkvist & Yakhlef, 2004). And 

by that, the company gets an advantage within the information and 

feedback about the products, organization and customer needs (Brown & 

Eisenhardt, 1995). Sandén (2007) means that by engaging customers and 

work close with them within the business, it has been proved that 

problems within processes can be minimized.  

Too many businesses do not think the same as their customers which is 

one of the biggest reasons for failure and lower revenue according to 

Zaltman (2003) and this is why customer involvement could be useful and 

create an effect on the company (Carbonell et al, 2009). The involvements 

of customers have to be planned and well thought out to minimize the risk 

of conflicts or misunderstandings (Katz & Allen, 1997).  
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For maximized effort, the customers should be chosen according to their 

potential to deliver some kind of revenue to the company. The right 

customer on the right place will create good value as well as the wrong 

customer on the wrong place might create a disaster (Brockhoff, 2003).  

Since there are more aspects involved when customers are allowed into 

the company than just the product or the sale situation, Goodman et al 

(1995) means that customers who are highly involved will be more 

dissatisfied than customers who are less involved in the company, should 

something occur that leads to dissatisfaction. For example; peripheral 

factors like supplier responsiveness and how serious the company handles 

customer questions(Goodman et al, 1995).  

Furthermore, there are more factors involved in the overall satisfaction 

while involving a customer which means that the result of satisfaction will 

be more detailed (Goodman et al, 1995). 

3.5 Theoretical Summary 
Relationship marketing (Gummesson, 2008; Grönroos, 2004), CRM 

(Storbacka & Lehtinen, 2000) (Nguyen et al, 2007) and Customer 

innovation (Thomke & von Hippel, 2002) are all concepts that includes the 

customer in one way or another. Customer Involvement can be paralleled 

to these concepts. 

The theoretical chapter has been summarized into an operationalization to 

be used while performing interviews to collect empirical data (see table 

3.5).  
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Table 3.5 Operationalization of theoretical concepts  

Theoretical 

Construct 

Source Interview 

Question 

Empirical  

Chapter 

3.1  
Relationship 

Marketing 

(Grönroos, 2004), 
(Ritter, Et. al. 

2003), 
(Gummesson, 

2008) 

What message does 
this company want to 

reach out to its 
customers? 

4.2 

 
3.2 

Customer 
Relationship 

Management 

 
(Payne & Frow, 

2005), 
(Osarenkhoe & 

Bennani, 2007), 
(Nguyen, Et. al. 

2007) 

How do you take care 
of your customers at 

the moment?  
Do you do anything 

specific to make them 
feel special? 

4.2 

3.3 
Customer 

Innovation 

(Lin, Et. al. 2011), 
(Thomke & von 

Hippel, 2002), 
(Storbacka & 

Lehtinen, 2000) 

Do your customers 
have the chance to 

affect your company 
and the sale-situation? 

4.2 

3.4.1  

The Concept; 
Customer 

Involvement 

(Iansiti & 

MacCormack, 
1997), (Sandén, 

2007), 

(Alam, 2002) 

Have you heard of the 

concept Customer 
Involvement before? 

4.3 

 

3.4.2 
Implementin

g Customer 
Involvement 

(Nicolajsen-Westh 

& Scupola, 2011), 

(Lundkvist & 
Yakhlef, 2004), 

(Nambisan, 2002) 

Do you think 

Customer Involvement 
could be useful in your 

organization?  
(In which way?) 

4.3 

3.4.1.1 

Customer 
Involvement 
within sales 

(Pappas & 

Flaherty, 2008) 
(Baker, 2000), 

(Lengnick-Hall et 
al, 2000) 

Do you think 

Customer Involvement 
could be useful in B2B 

sales? 

4.3 

3.4.3  

Customer 
Involvement; 

Effects 

(Carbonell, et al, 

2009), (Sandén, 
2007) 

How do you think 

Customer Involvement 
could be valuable at 

this company 

comparing to other 
companies? 

4.3 

3.4.3  
Customer 

Involvement; 
Effects 

(Carbonell, et al, 
2009), (Brown & 

Eisenhardt, 1995), 
(Lundkvist & 

Yakhlef, 2004) 

How could it be 
effective? 

 

4.3 
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3.4.3  
Customer 

Involvement; 

Effects 

(Zaltman, 2003), 

(Katz & Allen, 

1997) 

Do you think C.I is 
something that could 

be used in any 

organization or just in 
some specific 

businesses? 

4.3 

3.4.3  

Customer 
Involvement; 

Effects 

(Carbonell, et al 

2009), 
(Brockhoff, 2003)    

Could Customer 

Involvement be 
“overused”? 

 

4.4 

 
3.4.2 

Implementin
g Customer 

Involvement 

(Nicolajsen-Westh 

& Scupola, 2011), 
(Edvardsson, et 

al. 2006), (Kaulio, 
1998) 

Do you think your 
customers would 

appreciate to be 
involved in your 

company? 

4.4 

3.4.2 
Implementin

g Customer 
Involvement 

(Nambisan, 2002),  

(Chien & Chen, 

2010) 

How do you think they 
want to be involved? 

 

4.4 

3.2 
Customer 

Relationship 

Management 

(Nguyen, Et. al. 
2007), 

(Storbacka & 

Lehtinen, 2000) 

How much resource 
(Workforce, time, etc.) 
do you put in to take 

care of your 
customers? 

4.5 

3.4.2 
Implementin

g Customer 
Involvement 

(Kaulio, 1998), 
(Nicolajsen-Westh 

& Scupola, 2011) 

Could you think of 
invest resources 

(Workforce, time, etc.) 
in Customer 

Involvement? 

How much do you 
think is ok to invest in 

Customer 
Involvement? 

4.5 

3.2 
Customer 

Relationship 

Management 
 

3.4.2 
Implementin
g Customer 

Involvement 

(Osarenkhoe & 
Bennani, 2007), 
(Nguyen, Et. al. 

2007), 
 

Do you think this 
company needs to put 
in more resources to 

take care of the 
customer/involve the 

customers in the 
company and develop 
the customer relations 

within the next few 
years? 

4.5 

 

For a complete summary of the interview questions, in both English and 

Swedish, see appendix I & II. 
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4.0 Empirical Data 

4.1 Presentation of the company & the respondents 

The company is an American, multinational, organization that has been 

active within the health industry for at least 125 years. They sell their 

products to hospitals and institutions all over the world.  

The company provides products within the area of health technique, for 

example; Medical imaging, which contains products such as MRI and CT. 

These products are basically used to take pictures inside the body to 

discover diseases like cancer. The company also sells products within 

graphic diagnosis and patient monitoring systems, for example devices for 

ultrasounds.  

The company is divided, firstly in continents and then in regions and 

countries. Each country is divided into districts. Every district has an 

Account Manager that is responsible for the customer contact within that 

district. Furthermore, the Account Manager is the contact person for all 

the hospitals that his district contains. The Product Specialists are instead 

of divided into districts, specialized in specific products and visits those 

customers who are interested in that product regardless where in the 

country the customers are located. So basically there is only one Product 

Specialist for each product in every country and there is one Account 

Manager for every district in each country (see figure 4.1). 

 

Fig. 4.1, Company Organization – based on descriptions from respondents 
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Account managers can be seen as the customer relationship managers 

and the company-face to the customers. The account manager is also 

responsible for selling the products. The Account manager is the person 

who the customers turn to within the company and the one person who 

knows the customers best. This position is not specialized in certain 

products / topics, but should work with all products that the company 

provides. 

The product Specialist, with expertise in specific products is contacted to 

handle procurements when interest is shown for a certain product by 

existing or potential customers. Regarding existing customers, common 

cases are follow-ups on recently bought products, system-updates or to 

report some kind of problem with the product. 

The company works very hard to mediate its concepts of 

Healthymagination and Ecomagination to their customers and the rest of 

the world. They want the customers to associate both the organization 

and their products with these concepts. Healthymagination means the 

development within patient-security and comfort and Ecomagination 

means the company respect for the environment and their low-impact 

products. The focus on communicating these approaches externally is very 

important to the company and has been pointed out in all of the 

interviews.  

However, the differences in terms of which of the concepts that are most 

important varies between respondents. Account Manager 1 thinks that the 

concept of EcoImagination which stands for their development within 

energy-saving products is the most important. In particular, the work is 

conducted in order to reduce costs, reduce consumption of power in the 

machines and create an as energy efficient manufacturing as possible. 

Product Specialist 1 on the other hand, points out that Healthymagintion is 

the biggest focus for the company.  
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This concept is focused on improving the patient safety and to provide 

equipment to facilitate the care of patients and to operate as smoothly as 

possible.  

Furthermore, all four respondents means that the most important 

message that the company delivers is that the company works to reach 

out to the rest of the world as the leading technological company that 

stand for good solutions and service when it comes to examining patients. 

Product Specialist 2 means that it is important that the customers know 

that there are dedicated resources and support for those who choose the 

products from this company.  

Furthermore, the service part of the company is one of the biggest parts 

of the organization focus. Product Specialist 2 says that the customers do 

not just buy a product, they buy a part of the company and the support 

that the company stands for.  

4.1.1 Account Manager 1 

An interview with an employee who works as an Account manager in 

Sweden at the company for medical devices was made the 26th of April, 

2012. He has been working within the company, since 1998. 

In Sweden the company is divided into six different districts and Account 

Manager 1 is responsible for the central east region/district that contains 

the Stockholm and Uppsala area, Gotland and Åland. In the beginning 

Account Manager 1 worked for a smaller company that was bought by the 

medical device company in 1998 and he has been working for the medical 

device company ever since. In the beginning he worked as an account 

manager / product specialist responsible for graphic diagnosis and patient 

monitoring systems.  

 

 



 

38 
 

4.1.2 Product Specialist 1 

An interview with an employee who works as a product specialist in 

Sweden at the company for medical devices was made the 16th of April 

2012. He has been working within the company, on different positions, for 

32 years. 

4.1.3 Account Manager 2 

An interview with an employee, who works as an Executive Account 

manager in Denmark at the company for medical devices, was made the 

9th of May, 2012. He has been working within the company, since 2000. 

And for two years as the executive account Manager.  

Account Manager 2 describes his position as the one who representing the 

company to the customers. In Denmark the company is divided into 5 

regions, Account Manager 2 is responsible for the Sjaelland Region and is 

the one who work with the interaction with the customers within the 

Sjaelland Region.  

4.1.4 Product Specialist 2 

An interview with an employee, who works as a product specialist in 

Stockholm at the medical device company was made the 14th of May, 

2012. He has been working within the company for 18 years. He describes 

his role, as the one who is responsible for the sale and products. This 

means that if a customer is interested in a product or need help with their 

device that he is specialized in, the Account Manager from that district 

contacts him so he can mediate the product information. 

4.2 Customer caretaking and the degree of influence  

According to all respondents there is a number of ways that the company 

takes care of their customers and includes them in the company 

organization. Account Manager 2 says that, it is important to visit the 

customers regularly, in a proactive way.  
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To just pay visits to ask how they are, how they are doing and if 

everything works as planned makes the customers feel involved and 

special to the company.  

The company arranges specific User-Meetings specified in products, which 

means that a customer that has bought a specific product gets invited to 

user-meetings for that product. All customers that have bought products 

will be invited to user-meetings for each product which, regarding to 

Product Specialist 1 creates substantial relationships to their customers. 

The meetings often include discussions about new products, 

improvements on already existing products and other information about 

the company, customers and products. According to both Product 

Specialist 1 and 2, these meetings give the customers a chance to meet, 

exchange experiences with each other and the company. Product 

Specialist 1 also points out that these meetings often have some longer 

breaks so that the customers get the chance to interact with each other. 

Account Manager 1 means that this also can lead to additional sales of 

upgrades and adds to the products. The customers are seen as 

ambassadors for the company towards each other.    

Account Manager 1 pointed out a reason for the importance of these 

meetings; one has to meet the customer needs and nowadays the 

Swedish Radiation Safety Authority (in Sweden: SSM) are working hard to 

control radiation doses in machines in hospitals. Therefore the hospitals 

work hard to reduce the doses in their machines. This means that 

hospitals and SSM makes certain demands regarding products that uses 

radiation. And that it is our job as the providers of the products to reduce 

these radiation doses in our machines, to help our customers.  

The company also arranges different kinds of events called “Medical 

Advisory boards” to give customers extra value. 

 

 



 

40 
 

For example; Account Manager 2 says that the company office in 

Copenhagen recently arranged a Dedicated CT event for the customers 

who are specialized in CT-products with the subject of how can you utilize 

CTs? They invited booth current and potential customers, guest speakers 

and other experts from the U.S. These events, Account Manager 2 means, 

are very appreciated by the customers.  

Customers who feels included in the product development are more 

dedicated and positive to the products according to Product Specialist 2.  

“The best sellers are the positive customers” – Product Specialist 2, 14th of 

May 2012.  

Product Specialist 2 says that the Nordic market for these products is so 

small so most of the customers already know each other and then it 

spreads quickly if something is good or bad. So when one customer is 

very satisfied with a product, other customers will know that, both the 

customers to this company and the ones who have products from 

competitors. So by inviting the customers to the “medical advisory 

board”-meeting the customers feel included in the company and gives the 

opportunity to affect the products and the company.    

Account Manager 1 also adds that the company Office in Stockholm has a 

newspaper, specially made for the customers that are very much 

appreciated. The newspaper gets published a few times every year and 

sends out to all the customers and also to potential customers. The 

newspaper contains news about new products and reports from hospitals 

that are customers. The reports with current customers are the most 

important with this newspaper since it is reports how the customers feel 

about their product and how they use it in their everyday lives. The 

newspaper is a very good marketing channel but also a good way to 

include the customers in the company according to Account Manager 1.  
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Regarding the sale situation the company often includes current 

customers to show the products in use which means that the customers 

have the possibility to influence each other within the sales process. These 

visits, where the company brings their potential customers to visit their 

current, is called Sight-visits. Account Manager 2 means that it is 

important to have a good relationship with the current customer while 

bringing potential clients.  

It’s even more important that the current customer can be objective and 

give the potential customers a neutral approach as possible. Product 

Specialist 1 says that it’s important to give the customers some time alone 

so the current customers can speak free about the product without the 

company intruding.    

 “One satisfied customer generates more satisfied customers”  

Product specialist 1, 16th of April 2012   

The company tries to make the sight-visits as local as possible since it will 

be more comparable for the potential clients. First of all, the company 

tries to perform the sight-visit within the country, and if not possible, they 

perform the visit in the Nordic region or secondly other parts of Europe or 

the U.S. The most important thing is that the products are the same as 

the one that the potential customer is interested in. For example; if 

showing a CT, it is important to show a good example of a CT 

examination. Which means that it’s important to pay a sight-visit to a 

current customer you know is good at CT examinations. Product Specialist 

2 says that showing a satisfied customer using the product to potential 

customers has an impact on the result of the sale. So in short terms the 

company works very hard to include the customers in the organization. In 

one way or another, the customer gets a chance to affect the company. In 

Sweden the networking between customers is more important than in 

Denmark.  
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Account Manager 2 who is placed in Copenhagen Denmark does not hold 

the advantages of customer networking in as high regard as the other 

respondents from Sweden. He thinks that it partly could be a good thing 

but it may also give the customers the wrong idea of the products etc. 

This is not something that the company office in Copenhagen encourages. 

In Stockholm, Sweden, on the other hand, the company encourages the 

customers to interact and exchange experiences with each other.    

4.3 Customer Involvement and the usefulness 

The concept of Customer Involvement has partly risen in the company but 

not within a specific name, although the process is a familiar way of 

working. The company works every day to involve their customers in the 

company, in different ways, but not under the label customer 

involvement. Most prominently while performing sight-visits at current 

customers is together with new customers.  

Although there is a problem while finding long-term customers that could 

be used as regular reference to these sight-visits, according to Product 

Specialist 1. Customers usually buy new products every 7-8 years which 

makes their products not suitable as long-term references to potential 

customers. That further means that the reference customer has to be 

changed as soon as new product develops so the company can show their 

potential customers the newest product. This is very common within 

technical devices where the growth is constantly and new technique 

improvements are generated every day. Although, this is something that 

our customers are aware of, Products Specialist 1 says.    

All of the respondents think alike regarding the advantage of Customer 

Involvement within the health industry comparing to other industries. 

This, because in this industry, everyone does the same thing – engaged in 

caring and curing diseases. Account Manager 1 thinks that this is a 

grateful industry to involve the customers.  
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This industry is, according to Product Specialist 1 a very concentrated 

industry where people work for a very long time. So in this industry the 

company gets to know their customers in a different way than in other 

industries where the rotation and changes in personnel is greater, 

according to Product Specialist 1. People that work in the health industry 

make do so most of their lives because of their Medical IDs. This means 

that even if the hospital and its employee only buys a product from the 

company every 10 year, they still maintain the same relationship with the 

company. Product Specialist 1 sees this as a very important and good 

advantage in terms of Customer Involvement.  

Although, since this industry is very science driven which influences 

product sales a lot, the scientific development is very important, Account 

Manager 2 says. Customer Involvement can be seen as an advantage 

while working with Customer relationships but the sale situation is also  

much driven by science.  Customer involvement, according to product 

Specialist 2 is especially positive and useful in instances where customers 

can learn from each other since positive and satisfied customers in this 

industry has a huge impact on other customers.  

Customer Involvement is an advantage within this industry, since the 

possibility to include customers in the sale situation is easy to arrange in 

this industry comparing to for example mass-producing companies. All of 

the respondents believe that Customer Involvement is much more useful 

within B2B than B2C although Customer Involvement is a very adaptive 

concept that can be used in almost every industry and company in one or 

another way. The business area of B2B is more subjective and the “among 

colleagues” way of thinking gives the Customer Involvement a more 

mutual approach. The customers of a B2B company are more specific in 

their consumption and they’re looking for a more detailed outcome. It is 

not only the investment that is in focus but the total cost of investment – 

when will we start to make a revenue from this product?  
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Account Manager 2 says that it’s simply more facets involved in B2B sales 

than in B2C. Therefore, it is a bigger advantage of Customer Involvement 

within B2B.  

4.4 How to involve the customers and how much?   

The company arranges something that they call Doctor-to-Doctor which 

two of the respondents explained as a way to involve their customers in 

the sale situation. The Doctor-to-Doctor concept means that the customer, 

who recently bought a product from the company, get the opportunity to 

send their doctor (who is in charge of the product) to another hospital.  

This hospital already has the product and will teach the new customer how 

to use it for a week. It is an opportunity to learn how to use the product 

and receive some tips of how to use the product in the most effective way 

as possible. The arrangement contributes to the new customers gets help 

with their new products. This is a very popular concept according to 

Product Specialist 2 since the current customers get the chance to show 

their knowledge and the new customer gets the chance to test the product 

and learn how to use it in a more natural environment. Sometimes, the 

Doctor-to-Doctor concept already is requested by the customers, even in 

the purchasing phase. If not, the company always offers it to the new 

customers. Product Specialist 2 also thinks that it is an advantage that the 

one that deliver the message of a good product is a current customer and 

not someone from the company.  

Customer Involvement is also made while performing Sight-visits since 

the current customers are involved in the sale situation for potential 

customers. This way of involving the customers could be more effective 

within this company by using more “scripted” Sight-visits according to 

Account Manager 2. This is something that the company tries and need to 

be better at. The result of a Sight-visit has to be flawless and the current 

customers have to be 100 % focused.  
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What Account Manager 2 means with scripted Sight-visits is that they 

have to be perfectly planned. The Account Manager and Product 

Specialists have to know what their customers want. These scripts are 

looking to upon request from potential customers. It is better to collect 

information about what the customers want to see instead of show things 

that the company thinks they want to see.  

These Sight-visits are not just so the current customer can show the 

product and how satisfied they are with it. It is also important for the 

company to demonstrate their products in motion; it will give the 

customers a more understandable picture of how the products work.  

If, by just telling the potential customers how the product works, they do 

not understand how to use the product in the future.  

“In short order, the customer is involved in the company all the time - in 

one way or another” - Account Manager 1. 26th of April 2012.   

All the respondents agreed in terms of usage regarding Customer 

Involvement, you have to know where the line is drawn. In other words, 

you have to know when to involve a customer and when you should not.  

This, in order to not get into situations where something or someone is 

feeling exploited. So by that, Customer Involvement can be overused and 

give the company the opposite effect of what they are looking for. You 

have to respect your customers, according to Product Specialist 1. For 

example, it is important not to barge in at customers and to not visit one 

customer too much with potential customers. Hospitals in general, have 

very tight schedules. It is also important that the potential client feels that 

the responsibility still lies with the company and not with the existing 

customer, even if it is the current customer who shows the product. 

Products Specialist 1 also thinks that the risks with Customer Involvement 

can be that the relationship between the company and the customer gets 

too close. This could lead to a single-track reference against other 

customers.  
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It is important that the customers continue to be a customer and not a 

part of the company. Although customers appreciate and see an 

advantage of being involved in this company, they value to be able to 

influence both the products and the sales situations in the company as 

well. Product Specialist 2 says that the customers are proud when the 

company uses their material in their brochures and product presentations.  

Account Manager 1 says that customers gets an “ego-boost”, especially if 

they come up with a good method to facilitate the use of a product which 

the company shows up and then pass on to other customers. 

It is important that the company makes the customers feel special and 

that it is showed that the customer is important to the company. It gives 

them the feeling of being good at the work their doing. To see the 

advantage of involving the customers is important to the company since 

the customers are the ones using the products in their everyday work. 

They are the ones who identify deficiencies or opportunities for 

development regarding the devices. When the customers have used the 

products for a while they discover improvements and ideas of how to use 

products differently. And by getting the chance to tell the company about 

this and the company actually do something about their ideas is very 

much appreciated by the customers.   

“The customers in general want to be involved in some kind of way”  

Account Manager 2, 9th of May.  

Most customers want to be involved and have the possibility to influence 

the products. This is something that can be seen as an advantage to the 

company and product development. The customers are the ones that use 

the products everyday and know them best according to Account Manager 

1. Customers mostly want to be involved in the parts that are affecting 

the daily work, for example: how to lower the sound level, change the 

colors of products and so on.  
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The bigger parts like the technical system and likewise are the customers 

not as interested to be involved in since it is often precisely the systems 

that they have already chosen to invest in. The respondents think that the 

product development and the product service are the main subjects of 

customer involvement for their customers since that is what affect their 

daily work. 

The respondents gets the impression that the company customers want to 

be more involved than they already are but there has to be guidelines for 

how much a customer can influence an organization. But the company 

must get a chance to develop themselves as well, according to Product 

Specialist 1.    

4.5 The future 

The employees of the company dedicates around 40-80 % of their time to 

the customers in some kind of way.  

Sometimes, Account Manager 2 says, you have to spend more time out on 

the field with your customers and sometimes it is less. It is all depending 

on the customer, if it is a customer that are very interested and want to 

go on many Sight-visits, of course it takes time and the other way around. 

Everything depends on how interested the customer is in the product. 

Some customers are not interested in knowing that much about the 

product as other customers are. You have to adapt your planning so it 

suits the customer. The company adds very much effort and time to be 

out on the field, although it is up to the employees to dispose of their time 

and be on the right place in the right time. In general it contains visits at 

customer hospitals, Sight-visits.  

“You don’t build any relationships back home by your desk” – Product 

Specialist 2, 14th of May 2012.  
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The time spending with the customers is the most important time of the 

job, not just to sell products but to improve the relationships with 

customers and likewise. You always catch up some information or moods 

that you could use in the future when you are out visiting clients, both 

current and potential, Product Specialist 2 says. The more often the 

employees of the company are seen out there among customers, the 

sooner they can adapt their products and systems to the market needs.  

“The sooner we are out on the field the bigger chance we have to win a 

business” - Account Manager 1. 26th of April 2012 

Since everything is very self-directed in this company, it is very hard for 

the company to regulate the resource consumption in terms of time for 

direct customer contact. Even if there is intern assignments, such as 

planning the next visit or prepare offers that have to be made from inside 

the office, Account Manager 1 mean that he rather be out on the field with 

the customers at all times. In general the company should, according to 

the respondents, put in more resources to the customer caretaking so that 

the employees could spend more time with the customers than they 

already do. Account Manager 2 thinks that it should be at least 2 account 

managers in every district instead of 1, this would be better for the 

company and for the customers. He is fully convinced that it would bring 

the company higher revenue and a bigger return on investment than now. 

It would certainly bring the company closer to the customers which, 

Account Manager 2 think, is the key to a successful company. Product 

Specialist 2 on the other hand thinks that the current amount of time 

spent with customers is appropriate. But the more equipment the 

company sells, the more Product Specialists are needed to ensure that all 

customers receive their time. Every customer deserves their time and it is 

important that all the customers feel significant. 
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5.0 Analysis 

5.1 Customer caretaking and grade of influence  

To create stable relationships and value to your customers is two of the 

most important things when it comes to successful businesses (Grönroos, 

1994). A firm relationship with customers will bring them closer to the 

company and will also create interactions between the company and the 

customers which bring value to both parties (Gummesson, 2008). Through 

these interactions the company mediates their business purpose and the 

kind of value that the company provides (Ritter et al, 2003). These are all 

important concepts concerning customer involvement. The Medical Device 

Company works hard to mediate their two concepts; Healthymagination 

and EcoImagination. This, to show their customers and others the 

concepts that they work with, which can be summarized with the security 

of the patient, the environment and the constant technical development. 

The major point of this is that it gives the customers security when 

choosing this company as their supplier. It’s important, according to the 

respondents that the customers know that their supplier always strive to 

improve the relationship, product and environment.  

It is also important to show the customer that they are significant to the 

company and to give the customers something in return (Storbacka & 

Lehtinen, 2000). The medical device company sees the importance of 

showing respect and good service. Product Specialist 2 points out that the 

customers just don’t buy a product, they buy a part of the company and 

the support that the company stands for. This kind of thinking is, 

according to Grönroos (1994; 2004) one of the most successful way of 

working. It creates a win-win situation for both parties.  

The medical device company that works within B2B sales, examplifies that  

a solid relationship is the most important ingredience to a successful sale 

situation.  
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The company  constantly works to improve their relationships with 

customers in different ways. Product Specialist 1 strictly points out that, 

strong customer contact creates substantial relationships with customers. 

To build strong firm relationships with your current customers has been 

shown to be a more economic-effective way to work than constantly work 

to generate new customers (Verhoef, 2003). The Medical Device Company 

is working hard to maintain their good relationships with existing 

customers, which in turn, according to the respondents, generates new 

customers. This furthers the notion that building relationships is an 

important ingredient in both retaining and generating new customers.  

“The best sellers are the positive customers” – Product Specialist 2, 14th of 

May 2012.  

In the medical device industry, many of the customers already know each 

other and information about products spreads quickly. This means that if 

one customer is satisfied with a product and the included service, the 

other customers will know. This also applies, if a customer is not satisfied, 

and thus both the building and maintaining of relationships in addition to 

quality of products and services, are important parts that should not be 

neglected. According to the respondents, the customers talk to each other 

and know what makes the other person so successful. If one customer is 

successful the other one naturally wants to follow. The business area of 

B2B is a more subjective area and the “among colleagues” way of thinking 

gives the customers and suppliers a more mutual approach. Account 

Manager 2 says that the B2B industry has more facets involved when it 

comes to sale than the B2C which means that the process of consuming 

something is more specific. Customers of B2B are more interested in 

details of the outcome since the investment is meant to create increased 

revenue or be of importance in some other way. This makes the “among 

colleagues” way of thinking so much more important. You have to know 

your customers in order to know what they want and demand (Gould, 

1998).  
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If your product generates revenue for your customer, it will be visible to 

other customers, according to Account Manager 2. And if the relationship 

with your satisfied customers is solid it will generate more solid 

customers. A good customer contact does not only provide solid 

relationships, but also the possibility for the customers to have an impact 

on their own situation within the company. This gives them the 

opportunity to make requests and affect the products and functions. 

Products specialist 1 means that without a working relation with 

customers it is hard to achieve the customer request. It has been more 

common for companies to let their customer influence their organization 

to minimize the “intuition”-way of working (Gould, 1998). Account 

Manager 1 means that the customers can contribute to products, 

optimized for market needs. To minimize the “intuition”-way of working, 

the medical device company invites their customers to specific user-

meetings arranged to give the customers a chance to discuss important 

news regarding the products. These user-meetings can be compared to 

the customer innovation concept (Lin, et al 2011). Since the customers 

who participate in these meetings get the chance to discuss functions and 

improvements regarding products that they use on daily basis. The 

customer innovation concept is all about improvements, whether it is 

within the product or the service area of the company (Lin et al, 2011).  

Thomke & von Hippel (2002) points out the importance of having an easy-

to-use tool kit for the customers so they can influence the company in a 

easy way. This user-meetings can be seen as this companys’ toolkits 

where they are giving their customers the chance to improve their 

products and take part of news and planned product developments.  

And it will also provide the company with information about the customer 

needs which in turn gives the company a chance to minimize the 

“intuition” way of working (Gould, 1998).   
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The other version of customer innovation and involvement within the 

company is the concept that is called “Medical Advisory Board”. It 

basically includes the customers in the development phase as “co-

producers” (Nambisan, 2002). Product Specialist 2 thinks that customers 

who feels included in the product development are more dedicated and 

positive to the products. The company has arranged meetings where 

customers meet the product developers to exchange ideas. It gives the 

customers a chance to affect the product development and help the 

developers to create products that are made by customer needs. This kind 

of involvement and contributory customer innovation can be seen as 

another toolkit for the company to invent products for potential customers 

made with help by current customers. Product Specialist 1 says that you 

have to be observant when it comes to customer opinions and ideas. They 

are the ones that use the product every day in their daily work and are 

therefore the ones that discover and detect ways to improve and how to 

solve issues that can appear.    

Regular visits at the hospitals that are customers to the company 

generate a solid relationship where the customers feel that they are 

important to the company. Visits where you just ask how they are doing, 

is a great way to keep in contact and pick up information that can give the 

company advantages in the future. When you know your customers you 

also know what they want, says Account Manager 2. This is an example of 

what Nguyen et al (2007) means with the efforts to shorten the distance 

between the customer and the company organization. It generates an 

opportunity for the customer to talk with someone from the company 

without feeling that they are just visiting to sell something. 

It is an opportunity for the customer to tell and show if they have 

discovered ways to improve the use of the product, etc. The relationship 

grows stronger and the contact between the two parties rests on a more 

relaxed basis. Nguyen et al (2007) says that good customer relationships 

can be seen as a major competetive advantage.  



 

53 
 

Although this is something that can always be improved, nearly 

everything within companies can be, according to Account Manager 1. 

The company gives their current customers a chance to influence the 

organization and the sale situatio by sight-visits. This Sight-visits is a big 

part of the sale process in the company, it is based on reference-visits 

where the company brings their potential customers to visit their current.  

This type of influece has been more common over the last few years 

(Chesbrough, 2006). Before this was implemented in companies, the 

innovation was made by the company, but now more and more companys 

see the advantage of customer innovation and influence (Chesbrough, 

2006). It is important to show the customers how to use a product and 

not just tell them how to use it, Account Manager 2 says.  

5.2 Customer Involvement and the usefulness 

It does not necessarily require much effort to involve customers in the 

business to make a difference. Customer Involvement can appear in many 

different shapes and applications; It can be used in product development, 

service improvements, sale situations and so on (Thomke & von Hippel, 

2002; Edvardsson et al, 2006). The respondents all agree that the concept 

of Customer Involvement is more suitable for B2B rather than B2C sale 

because of the among colleagues way of thinking.   

Companies within the B2B area are more interested in the surroundings 

and their purchases are more detailed than within B2C purchases 

according to Product Specialist 1 who compare the sale situation in the 

medical device company to the sale situation in a technique store within 

B2C. Furthermore, the respondent views most of the production within 

B2C as mass produced and there are not that many details to consider 

when a customer are going to buy a TV as when a company-customer are 

going to buy a MRI-device. Account Manager 2 thinks that the customer 

within B2B are more interested in the outcome - when are we going to 

start getting a revenue out of this product?  
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This means that to involve the customers within B2B will potentially give 

involvement on a more detailed level because the customers are more 

engaged.   

5.3 How to involve the customers and how much?   

The medical device company in this thesis has chosen to involve the 

customers and let them influence their organization in many different 

ways. In some parts, the customers have a great impact and can make 

big differences for the company and in some parts they are just involved 

as users to improve their own situation. The goal is and will always be 

positive and satisfied customers. One positive customer generates more 

positive customers, according to products specialist 2.  

All these ways that the company let their customers influence the 

company, such as the Sight-visits, the Doctor-to-Doctor concept and so 

on, can also be seen as a way to involve the customers in the company. It 

is just a matter of how much. 

5.3.1 Sight-visits 

The element that respondents believed were most comparable to the 

customer Involvement within sales was the Sight-visits, where they 

actually involve their current customers to generate new customers. 

However, there is a clear problem when it comes to finding long-term 

reference-customers to these Sight-visits. Since the technique is 

constantly improving and the developers finds new ways to enhance the 

products, the current customers’ products gets useless when it comes to 

Sight-visits.  

The reference-customers have therefore, to be changed as soon as there 

is a newer product out on the market so the company can show the 

potential customers the newest product. If the company uses a current 

customer that does not have the proper product the potential customer 

will not be given the right impression.  
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According to Brockhoff (2003) it is important, when it comes to involving 

the customers, that the right customer is involved in the right place. If the 

wrong customer is involved it could ruin the sale situation rather than help 

the situation. So it is important that the company is aware of this and 

ensures that they always show the latest product with the best suited 

current customer to potential customers. Although Product Specialist 1 

says that both the company and the customers are aware of this situation 

and the risk of showing the potential customer a product that is not up to 

date is minimal.  

Goodman el al (1995) writes that there are more factors involved when it 

comes to satisfaction and dissatisfaction when involving your customers. 

This is something that the medical device company is aware of and 

Account Manager 2 says that there are more facets involved when 

customers get the chance to be involved. The more a customer is involved 

in the company the more factors are what matters (Goodman et al, 1995). 

Suddenly there are factors involved that would not matter if the 

customers were not involved in the medical device company, for example; 

the appearance on Sight-visits, both from the company and the current 

customers side. If the current customer does not show a good impression 

to the potential client, it might result in no sale at all. The use of products 

also matters, if the current customer does not show the product in a good 

way; it will also affect the sale situation.  

Most of all, if the relationship between the company and the current 

customer is good and firm it will probably show. According to Product 

Specialist 2, the market is very concentrated and the customers know 

each other, this could be an essential factor to the potential customer.  

Do the other customers like their supplier we might do too, but if they do 

not, we would probably not either. Therefore, as Account Manager 2 

meant; the Sight-visits have to be flawless and well planned with 

customers you have a good relationship with.    
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5.3.2 The Doctor-to-Doctor Concept 

The Doctor-to-Doctor concept is also a good example to how the medical 

device company involve their customers in the sale situation. After the 

company has sold a product they offer the new customer a chance to work 

beside a current customer and learn how to use the product in their 

everyday work. This makes the current customers ambassadors for the 

company, which means that they are representing and working for the 

company to show the company’s new customer how to use their products.    

This is a good example of the view held by Chien and Chen (2010) where 

Customer Involvement can be an effective way to reduce time and cost for 

the company. By hiring a current customer to show their product, the 

company does not have to hire someone externally to show the product 

which is both time and cost-effective. It will also, according to the 

respondents, give the current customers a kind of ego-boost because 

most of their customers like to be involved and show off their methods to 

other customers. Account Manager 1 says that most of their customers 

become very proud when the company wants them to show their methods 

of using the products.  

5.3.3 The degree of involvement 

In most cases the customers are just involved in the beginning and in the 

end of a process (Kaulio, 1998) but the medical device company has 

showed that you could involve your customers from start to finish. It is 

just a matter of how you want to involve them. However, all the 

respondents agree that customer involvement can be overused if the 

company does not act careful. It is important to know when to involve and 

when not to.  

If a customer gets too involved it could result in consequences such as a 

skewed impression towards the potential customers. Product specialist 1 

describes it as a risk of single-track reference against other customers - 

the current customer would not give the potential customers a neutral 

opinion.  
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Goodman et al (1995) also points out the risk of involve the customers too 

much. There is a higher risk to fail and destroy the reputation when 

involving a customer too much. Since customers who are very much 

involved can be more dissatisfied than other customers. And once again 

as Product Specialist 2 said, the customers within this industry know each 

other and will know if someone is dissatisfied. Product Specialist 1 says 

that it is important that the customer remain a customer. 

In the end it does not matter how much and in which way the customers 

are involved in the organization, all that matters is the relationship is trust 

between both parties. A great involvement will generate revenue for both 

parties, regardless the grade of involvement (Nicolajsen-Westh & Scupola, 

2011). The respondents from the medical device company thinks that 

their customers likes and want to be involved in some kind of way. All 

customers, as companies, wants to be seen and likes to contribute with 

images to broschures for example. The customers wants to show their 

work and their methods to other customers.  

Most customers wants to be involved when it comes to product 

development according to Product Specialist 1. Product develoment is also 

the most common area to invole your customers, it is probably the area 

where most customers want to be involved in, in general (Cheung & To, 

2011; Dahlsten, 2004). Customers to the medical device company wants 

to contribute with their discoveries and methods regarding the products, 

to help the company getting better and develop their products. 

The company gives the customers chance to be involved within the 

product development area through the “medical advisory boards” where 

the customers gets the chance to meet the developers and discuss ideas 

with the company.  

All respondents agree that it is an advantaget to let  the customers be 

involved in the product development. They are the ones that use the 

products everyday and know them best according to Account Manager 1.   
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5.4 The future 

The respondents from the medical device company think they spend 40-

80% of their working time as “customer touch time” where they are out 

on the field, meeting and spending time with customers. The time 

spending out on the field is very individual and all employees dispose their 

own time so it is hard for the company to regulate the time spending with 

the customers. Anyhow, it is also depending on the customers how much 

time you spend with them. Some customers needs more time than others, 

according to Account Manager 2. Therefore it sometimes would be nice to 

have more time to spend, he says.  

Product Specialist 2 point out that the company has to be aware that if the 

company sell more products than the Account Managers and Product 

Specialists can handle, it might becomes necessary to hire more people. 

The risk, if forgetting or not having enough time to take care of your 

customers will result in a non working relationship. The relationship and 

the trust between customer and company will be destroyed according to 

respondents from the medical device company.  Furthermore, it is 

important that every customer gets the time they need so that no one is 

forgotten.  

5.5 Summary – the four Elements  

Alam (2002) has presented Customer Involvement in four elements (see 

chapter 3.4.1). Four steps to successful customer involvement that has 

been applied to the medical device company:   

 1st element - The purpose of involving the customers.  

The underlying idea of customer involvement is to generate a more 

understandable way to create products after customer needs and 

increase the service (Sandén, 2007). The medical device company 

involves their current customers to give potential customers a more 

neutral impression of the product.   
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Product Specialist 2 also thinks that it is an advantage that the one 

that deliver the message of a good product is a current customer 

and not someone from the company.  

 2nd element – When to involve the customers. 

When to involve the customers depends on the first element, the 

purpose of involving them (Alam, 2002). The medical device 

company involves their customers when the purpose is to show/sell 

the product or teach how to use it after they have sold it. 

 3rd and 4th element - the intensity of involvement. 

The intensity of the involvement is often depending on where in the 

involvement phase the customer and the company is (Alam, 2002).  

In the medical device company it is the same as Alam (2002) 

describe it. It is very depending on the phase of involvement. In, for 

example the doctor-to-doctor-concept the involvement intensity is 

very high under that week where the new customer goes beside the 

current customer.  

Furthermore, the intensity level is not that high in the end of a 

sight-visit when the potential customer decides to buy the product 

or not. 

All types of customer involvement has to have a purpose, otherwise the 

involvement wouldn't be helping the company to improve the 

organization.  

While implementing customer involvement in the company there has to be 

an idea of when to involve the customers, otherwise the customers will 

not be involved successfully. It has been shown that customer 

involvement can be organized in many forms (Nambisan, 2002) but 

probably all of them can be applied within these four elements that Alam 

(2002) presents. 
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6.0 Conclusion and discussion  

The conclusion of this thesis presents a way to apply the concept of 

customer involvement in a B2B sales company as a resource to increase 

sales. Using Customer Involvement within sales is present in the case 

study, although they do not know that it is being performed.  

The medical device company of this case study showed that it is possible 

to involve your customers in many ways, not just for product developing. 

Even if the customer involvement within product development is a very 

successful way to custom-make the products suited for the customer 

demands. The medical device company involves its customers in both 

product development and the sale situation. In product development, the 

company involves customers in the concepts of “Medical Advisory Boards” 

and specific User-Meetings. However, this research has shown two distinct 

ways to successfully involve customers in the organization regarding 

sales; Sight-visits and the Doctor-to-Doctor concept.  

The current customers can be applied as a resource while performing 

Sight-visits where the company shows their products to potential 

customers (see figure 6.1). The company involves their current customers 

as references while showing the products. The respondents of this case 

study believes that by letting satisfied customers show their product, it 

gives the sale situation a natural approach which generates a credibility 

towards potential customers.  
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Fig 6.1 the three-step model of Customer Involvement within sales; 

through Sight-Visits – the figure is summarized and based on collected 

data. 

Customers can also be involved as “teachers” to new customers in what 

the company calls the doctor-to-doctor concept (see figure 6.2). It gives 

customers, who recently bought a product from the medical device 

company, a possibility to go beside a current customer to learn how to use 

the product. In summary, one customer helps another customer. This also 

generates trustworthiness and a serious approach from the company’s 

side to the new customers. The involvement of customers helping new 

customers to use their product shows that the company care about the 

customer even after buying a product.  
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As Product Specialist 2 said; it is important to show the customer that 

they just do not buy a product; you buy a part of the company as well.   

Fig 6.2 the three-step model of Customer Involvement within sales; 

through the Doctor-to-Doctor concept - the figure is summarized and 

based on collected data. 

The ways to apply customer Involvement within B2B sales has been 

shown to be several. It has also been shown that the Customer 

Involvement always have to be made by customer choices. If customers 

are being involved too much or against their will the result will never be 

good. The most important component when involving customers in 

organizations, whether it is within product development or the sale 

situation, is the personal trust between the company and its customers 

(Nicolajsen-Westh & Scupola, 2011).  



 

63 
 

According to this case study, it is possible to involve customers to increase 

sales. The medical device company has found appropriate situations when 

to involve their customers and when not to. And through this research it 

has been shown that Customer Involvement can be applied within B2B 

sale as a valuable resource.  

The model that has been presented (see figure 6.1 and 6.2) in this 

chapter is a result of collected data, analyzed with grounded theory in this 

thesis. This three-step model can be seen as a general model for applying 

of Customer Involvement within B2B sales.  

The factors that are presented in the model of figure 6.1 can be seen as 

general factors that companies should be aware of when involving 

customers in specific sale situations. Step 1 is the necessary conditions for 

effective involvement. What is required of the company? What is required 

of the customers? How will it be arranged? Step 2 is the major 

involvement - which means the phase in which the involvement of the 

customer in that particular company takes place. How would the 

involvement phase be arranged? Which factors may occur? Then presents 

step 3 which is the result of involvement, what resulted in the 

involvement? 

The three-step model is also presented as a learning process where the 

new customer will have the opportunity to learn to use their product. The 

factors in this model have potential to be modified and applied to other 

studies of other types of business, for example as a “Lawyer-to-Lawyer”-, 

“Teacher-to-Teacher”- or “Consultant-to-Consultant” –Concept. The model 

is primarily suited for sale situations within B2B, but may also be useful 

when applied in B2C after some modification of the factors. 

A similar model has not been found in previous research and has thus 

contributed to greater understanding and a more general representation 

of the Customer Involvement concept. 
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7.0 Limitations 

The research has concerned how a company can apply customer 

involvement in the sale situation of a company and it has also been 

limited to B2B sale. The reason for performing the study on a B2B 

company is because of the gap that was discovered within general 

research on the subject of Customer Involvement. Most of the researches 

were made on B2C companies and also within the area of product 

development. Therefore, the study was narrowed to the sale situation in 

B2B as a complement to the current research within the subject.  

This study has been made as a case study on a specific company which 

means that the results and conclusions in this thesis only can be applied 

on this specific company. The purpose of a case study is to find detailed 

and deep going results on a specific area. The issue with case study is that 

the results cannot be generalized and applied on other industries and 

companies. The result however, showed that it is possible to apply 

customer involvement as a resource in B2B sales.   

The business area of the research was the health industry which means 

that the study was concentrated on this kind of industry. This made this 

study even more narrowed and specific, although this industry has been 

shown to be a detailed business area where relationships with customers 

are of large interest. The respondents of this study also thought that the 

health industry is a very grateful industry to work in and also has an 

advantage when it comes to customer involvement, because everyone is 

working towards the same goal – curing diseases.  

The research process in general was very interesting and customer 

involvement was shown to be a very adaptable concept. The medical 

device company in this case study made it clear to be used in almost 

every part of the company.  
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8.0 Recommendations and further research 
Further recommendations, from the author after completing this thesis, 

are for firms to evaluate their chances of using Customer Involvement in 

their sale situation. Is it useful and will it provide some kind of revenue for 

the company?  

Recommendations, to consumers and the rest of the world, are to see the 

advantage of being able to affect and influence the companies. 

Recommendations for further research: 

 The Value of Customer Involvement from a customer view 

 Apply Customer involvement in B2C sales 

 The difference between using and not using Customer Involvement  

 Issues while using Customer Involvement 
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Appendix I: English Interview Questions  
 What is your position and what do you do at the company? 

 For how long have you been working here? 

 What message does this company want to reach out to your 

customers?   

 How do you take care of your customers at the moment? Do you do 

anything specific to make them feel special? 

 Do your customers have the chance to affect your company and the 

sale-situation? 

 Have you’ve heard of the concept Customer Involvement before? 

 Do you think C.I could be useful in your organization? (in which 

way?) 

 Do you think Customer Involvement could be useful in B2B sales? 

 How do you think C.I could be valuable in your type of business 

comparing to other businesses? 

 How could it be effective? 

 Do you think C.I is something that could be used in any organization 

or just in some specific businesses? 

 Could C.I be “overused”? 

 Do you think your customers would appreciate to be involved in 

your company?  

 How do you think they want to be involved? What do you think they 

want to be able to influence?  

 How much resource (Workforce, time, etc.) do you put in to take 

care of your customers each year? 

 Do you think that this company should invest resources (Workforce, 

time, etc.) in C.I? 

How much do you think is ok to invest in this kind of development? 

 Do you think this company needs to put in more resources to take 

care of the customer/involve the customers in the company and 

develop the customer relations within the next few years? 
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Appendix II – Svenska intervjufrågor 
 Vad är din position och vad gör du på företaget? 

 Hur länge har du arbetat på företaget? 

 Vilket budskap vill detta företag förmedla ut till sina kunder?   

 Hur tar ni hand om era kunder i nuläget? Gör ni något specifikt för 

att få de matt känna sig speciella? 

 Har era kunder möjligheten att påverka ert företag och 

säljsituationen i nuläget?  

 Har du hört om konceptet Customer Involvement tidigare?  

 Tror du att C.I. skulle kunna vara användbart i er organisation? 

(Hur?) 

 Tror du att Customer Involvement kan vada användbart inom B2B 

Försäljning? 

 Hur tror du att C.I. skulle kunna vara värdefullt i er bransch till 

skillnad från andra branscher? 

 Hur skulle det kunna vara effektivt/värdefullt? 

  Tror du att C.I. kan vara användbart i alla typer av organisationer 

eller bara i vissa? 

 Kan C.I. bli ”överanvänt”? 

 Tror du att kunder skulle uppskatta att få va involverade I ert 

företag? 

 Hur tror du att de vill bli involverade? Vad tror du att de vill kunna 

påverka?  

 Hur mycket resurser (arbetskraft, tid, etc.) lägger ni på att ta hand 

om era kunder varje år?  

 Skulle du kunna tänka dig att företaget ska investera resurser 

(arbetskraft, tid etc.) i C.I.? Hur mycket tycker du är OK att 

investera i den här typen av utveckling? 

 Anser du att företaget borde lägga mer resurser på att ta hand om 

sina kunder/involvera dem i organisationen och utveckla 

kundrelationerna, inom de kommande åren? 
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