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Abstract 
Title:  Product Innovation and the Effects of CRM usage – a 

Quantitative study 
 
Course/ course code: 4FE02E – Business administration, independent degree 

project, advanced level, 15 HP 
 
Authors:   Sjöberg, Amelie 880410 
   Wallgren, Christopher 890131 
 
Background: Due to the current competitive climate, it is of major 

importance for firms to distinguish and differentiate their 
products compared to the competitors. To achieve that, 
the firms need to offer a product that the customers want.  
Firms can integrate with external sources and receive 
valuable information regarding references and needs. 
Customer relationship management (CRM) have become 
a tool firm commonly use in order to receive this 
information. CRM is a much discussed topic among 
researchers, and the researchers argue that it is of major 
importance to identify CRM activities that generates 
profitability and successful performance to the firm 

 
Purpose: The purpose of the study is to investigate the impact of 

customer relationship management (CRM) on product 
innovation in Scandinavian firms. 

 
Method: The survey generated 61 responses from service and 

manufacturing firms operating on the Scandinavian 
market (Sweden, Norway and Denmark). The surveys 
were accessible through Keysruvey.com in April 2013 
and generated a response rate of 14%  
    

Conclusion: The major conclusion of this research is that all 
Hypotheses were supported, which indicates that 
customer involvement, information sharing and long-term 
partnership has a positive impact on product innovation. 

  

Keywords:   CRM, Customer involvement, information sharing, joint problem solving, 

long-term partnership, Product innovation  
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1. Introduction 
This research focuses on customer relationship management and what impact it has on 

product innovation. The following chapter will present the background of the subject to create 

a fundamental understanding for the reader.  
 

1.1 Background 
The global environment has become increasingly turbulent and competitive. It is getting more 

and more complicated for firms to gain market shares. The rapid changes and the 

unpredictable landscape have made innovation an important weapon for businesses to become 

competitive and successful (Lee et al., 2012). In most industries it has become essential to 

differentiate the company’s products and services to survive on the market. Collaboration 

with external sources have become one way of differentiate the firm and become successful 

with innovation (Faems et al., 2005). 

 
Von Hippel (1988) and Philipson (2012) describe that companies cannot only make in-house 

innovation, but also involve external sources in the innovation process. Companies can use 

suppliers, customers, or third parties as sources of innovation. Collaboration with external 

sources have become common for several organizations, to create value, receive new 

knowledge, design successful solutions, create customer loyalty and sustain competitiveness 

in the market (Hakanen and Jaakkola, 2012; Aarikka-Stenroos and Jaakkola, 2012; Carbonell 

et al., 2009).  

 
In the mid-twentieth century, mass production and - marketing techniques became common. 

This changed global industry and the availability of products for customers increased 

enormously due to hard competition from hundreds of new firms. This resulted in changes in 

the relationship between retailers and their customers. The quality time to get to know each 

other were almost gone, and the customer lost its uniqueness and became a “number”. 

Retailers lost valuable information about the customers’ preferences and needs. Several firms 

today seek to re-establish the relationship with their customers and build long-term customer 

loyalty. A common method to get knowledge about the needs and wants, used by both service 

and manufacturing firms, is customer relationship management, CRM (Chen and Popovich, 

2003). CRM is described as operations or activities managed by a company, to refine the 

knowledge about their customers’ specific preferences (Sahay and Ranjan, 2008; Ramani and 

Kumar, 2008). 
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1.2 Problem Discussion 
Due to the current competitive climate in most markets, it is of major importance for the 

individual firm to distinguish and differentiate their product compared to their competitors. 

To achieve that, the firm needs to offer a product that the customers want (Panayides, 2006).   

Kaulio (1998) explains that firms can develop products with, by, or for the consumer, by 

integrating the customer in the process. Among researchers, the subject of how to manage the 

relationships with customers in an efficient way has become essential. However, the literature 

on customer relationship management does not provide a clear suggestion for firms on how 

the CRM process contributes to the product innovation process (Reinartz et al., 2004). 

 

Companies can involve and integrate their customers in different ways. Due to the 

development of communication technology, it is easier for firms to integrate with external 

sources and receive valuable information regarding preferences and needs (Gassmann, 2006). 

Researchers argue that customer involvement in the product innovation process might reduce 

uncertainties for the firm (Chien et al., 2010; Carbonell et al., 2009). Despite this, Carbonell 

et al., (2009) argue that there is little empirical evidence that strengthens the effectiveness and 

outcome of customer involvement. Ahearne et al. (2007) and Saini et al. (2010) are skeptical 

to the usefulness of CRM operations.     

 

Customer relationship management is used in many industries and it is a much-discussed 

topic among researchers. Ramani and Kumar (2008) and Sin et al. (2005) highlight the 

importance of CRM to understand customers and for product innovation. Ramani and Kumar 

(2008) explain that if a firm has succeeded to manage CRM, they have managed to encourage 

consumers to provide information and ideas, even when not asked.  

 

Even though several researchers argue for the positive effects of CRM, many firms seem not 

to succeed in implementing it. One problem is that many companies have failed to use the 

data gathered from CRM activities to make successful innovations, and that is a major 

challenge for firms in different industries (Kristensson et al., 2008; Carbonell et al., 2009). 

Ahearne et al. (2007) argue that up to 70% of firms implementing CRM activities lose, or 

make no improvements, in performance.  

 

There is no clear evidence that successful customer relationship management strengthens 

product innovation, or why it might fail (Reinartz et al., 2004). Firms implement CRM to 
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different degrees and there are no strategic guidelines of how to work with the strategy. 

Therefore, researchers argue that it is of major importance to identify CRM activities that 

generate profitability and successful performance of the firm (Reinartz et al., 2004). Lin et al. 

(2009) argue that the relation between CRM operations and product innovation has not been 

sufficiently investigated. Reinartz et al. (2004) argues that the effect CRM have on firms 

profit is conflicting among researcher.  

 

With limited empirical investigation and conflicting views among researchers, this study 

intends to contribute, both theoretically and with managerial implications valuable for several 

organizations.  

  
1.3 Problem formulation 
The purpose of the study is to investigate the impact of customer relationship management 

(CRM) on product innovation in Scandinavian firms. 

 
1.4 Outline of thesis 
The research is divided into seven chapters; the content and structure are following: 

Chapter one:  Discusses the importance of being competitive on the market. The 

importance of product innovation and what external sources that 

might affect it. This chapter presents the problem formulation of 

the entire research.  

Chapter two:  Presents a theoretical framework of existing literature regarding 

customer relationship management and product innovation.  

Chapter three: Based on the theoretical framework from chapter two, a state of 

the art is presented, where the research gaps are identified. This 

chapter also presents a purposed research model and the 

hypothesis for the study.  

Chapter four:  This chapter gives a short explanation of the methodology as well 

as the choices that has been made. 

Chapter five:  Presents an empirical data analysis from the data that has been 

gathered from surveys sent out to different firms on the 

Scandinavian market. It ends with an analysis. 

Chapter six:  Presents the general findings from the study as well as 

implications for further studies and management. 
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2. Theoretical Framework 
This chapter starts by explaining customer relationship management (CRM) and continues 

describing information sharing, customer involvement and long-term relationships as parts of 

CRM. It continues by describing production innovation and ends with a description of the 

integration of CRM and product innovation. 

 

2.1 Customer relationship management 
According to Payne and Frow (2005), CRM can be described as a technological data storage 

about customers contact information and preferences, which can be stored and reconfigured 

quickly for the firm. The tool can make personnel work more efficient and improve the 

communication in the firm (Ku, 2010). CRM is a strategic tool that an organization can use to 

create long-term relationships with key customers and customer segments. It is a tool that 

integrates a firm’s marketing activities and market research with its relationship to customers 

(Ku, 2010). The data and information can be used in an efficient way to get an understanding 

of the customers and to create value together with customers (Payne and Frow, 2005; Reinartz 

et al., 2004). It can be linked to the company’s use of computer technologies in different 

CRM activities to collect valuable data that can assist the customer (Lin et al., 2009).  

 

The most obvious way to implement CRM in a firm is through computer software (Ku, 2010). 

Chen and Popovich (2003) argue that companies who have applied CRM in their business 

have created a competitive advantage, resulting in higher revenues and lower operational 

costs for the firm. If a firm succeeds in managing CRM, it can lead to customer satisfaction, 

loyalty and give the firm a better understanding of what in their products that is of importance 

to customers, as well as how to communicate this to them (Chen and Popovich, 2003). 

 

Some companies use CRM to a higher extent than others; some as software, others as a 

relationship builder with customer (Payne and Frow, 2005). There is no obvious indication of 

what the characteristics of a successful CRM solution are, or reason why firms fail in 

implementing it (Reinartz et al., 2004). There are several studies about CRM, and the interest 

for the subject is growing. There is still disagreement on what CRM really is, and how a CRM 

strategy should be pursued (Payne and Frow, 2005; Reinartz et al., 2004). Payne and Frow 

(2005) argue that the definition of CRM is vague, and that there is no particular shared view 

among researchers and business leaders of the exact definition. Some researchers argue that it 
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is a database of the population, while others argue that it is a loyalty card schema.  

 

It has been shown to be a challenge for firms to implement CRM (Ahearne et al., 2007). 

According to Ahearne et al. (2007) and Saini et al. (2010), 50-70% of companies using a 

CRM strategy fail, since the firm does not successfully integrate the tool with the technology.   

 

There are different types of CRM activities a firm can implement. It is important to explore 

how different CRM activities influence the company and its profitability (Reinartz et al., 

2004). Researchers argue that CRM could be organized into internal and external programs. 

Internal programs can be described as organizational structure, knowledge management, and 

culture. External programs can be identified as the interaction with customer or suppliers to 

receive valuable knowledge and information. External programs can also be identified as 

cooperation’s with competitors or complimentary to build strategic partnership and gain 

competitive advantage (Lin et al., 2009). This study focuses on the external programs and 

hence, the theoretical framework is: information sharing, customer involvement and long-

term partnership.   

 

2.1.1 Information sharing 

Several researchers have studied the impact of information sharing recently. It is considered 

as a useful tool for building relationships with customers and suppliers (Datta and 

Christopher, 2011; Wu et al., 2011). Lin et al. (2009) argue that information sharing can be 

defined as the exchange of valuable information between the firm and its customers. Most 

commonly the information consists of data regarding customer demands, preferences, and 

sales promotion.  

 

According to Datta and Christopher (2011) there are two levels of information sharing. The 

first level is where no information sharing occurs, and where there is no coordination between 

the firm and its customers. At this level, members operate in self-interest, by using local 

information. The second level is where the information is shared fully, and information is 

used and decisions are taken together to achieve a broader perspective. Based on the degree of 

information sharing, decision-making differs. To reduce uncertainties in the firm, as well as 

between customers and the firm, information sharing is the preferred strategy (Datta and 

Christopher, 2011). Mentzer et al. (2000) and Wu et al. (2011) argue that firms with high 

degree of information sharing can gain competitive advantages. They argue that by sharing 
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information regarding the firm’s customer demand with the supplier in advance of when the 

production is needed, it will result in lower production cost and reduced risk of customer 

service failure. This, since the organization has relevant information about the customers’ 

preferences, making planning and forecasting easier. Datta and Christopher (2011) conclude 

in their research that an information sharing structure has a significant impact on all firm 

performance. An increased information sharing level within the firm for production planning 

results in improved customer service level. However, the authors suggest that further studies 

could investigate the effects information sharing has, since the study is mainly focusing on 

supply chain management.  

 

2.1.2 Customer involvement 

Customer involvement can be described as the degree to which the customer takes part in the 

creation of a new/improved product or service (Cheng et al., 2012). Firms involve customers 

in the development phase to receive valuable information about the customers’ experiences 

when using the product/service. Involving the customer in the development process might 

reduce risks of failure and a product/service that corresponds to the market need (Cheng et al., 

2012; von Hippel, 1988). Customer involvement in the innovation process gives the firm 

valuable information that helps reducing uncertainties regarding user demand (Chien and 

Chen, 2010). Knudsen (2007) argues that external relationships are important for product 

development performance and customer involvement are the most frequently used 

relationship.  

 

According to Kristensson et al. (2008) customer involvement can occur in two ways. In the 

first, a customer is involved in the completion stage and makes suggestions for improvements 

to an almost completed product. In the second, the customer is involved already from the 

beginning and helps the company to build a new product suited to customers’ preferences. 

The customers could play a passive (reactive) role; answering questionnaires to observe 

customer behaviour and patters. The customer can also be a collaborator over a period of 

time, (proactive), which might result in new business opportunities and ideas (Kristensson et 

al., 2008; Kaulio, 1998). In Kristensson et al. (2008) study, they argue that customer 

involvement has positive effects on the firm and might generate successful product ideas. 

 

There has been an increased focus among researchers on customer involvement for improving 

and developing new products/services. Researchers argue that customer involvement is 
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important to create successful products and services (Carbonell et al., 2009; Knudsen, 2007; 

von Hippel, 1988). Despite this, Carbonell et al. (2009) and Knudsen (2007) argues in their 

studies that customer involvement does not have an impact on successful product innovation. 

Instead, Carbonell et al. (2009) argues that customer involvement has positive affects on 

operational outcomes, such as technologies and firms developing technologies will benefit 

more than service firms to interact with customers. Knudsen (2007) on the other hand, argues 

that firms should only involve lead users involvement (as discussed by von Hippel, 1988). 

Reasons why customer involvement could not be suitable in the innovation process, are that 

the average customer are unable to conceptualize ideas or improvements beyond their own 

experiences as well as unable to communicate needs and wants for advanced technology 

based products (Knudsen, 2007).  

 

2.1.3 Long-term partnership 

The importance of the relationships between buyers and sellers is well established among 

researchers. Research states that relationships between firms can result in benefits; such as 

exchange of knowledge, uncertainty decrease, and better performance (Ganesan et al., 2010). 

According to Lumpkin et al. (2010) a business partnership can result in significantly 

improved performance for the firm, which might result in uniqueness, giving the firm 

competitive advantage. They continue to argue that innovativeness is more likely to positively 

develop in a firm where long-term values are important. Several researchers have pointed out 

the importance of sharing significant information, and interact with customers and suppliers 

to create and exchange value. The more information suppliers and customers share, the more 

dependent they are. Most commonly the exchange of valuable information occurs where high-

tech innovative product development solutions needs to be solved (Aarikka-Stenroos and 

Jaakkola, 2012). 

 

Lin et al. (2009) define long-term partnership as a commitment between two firms. For the 

firms to reach goals and develop positively, it is important to share similar goals, values, and 

be committed to each other. Theron et al. (2008) agree on the importance of shared goals and 

values, but define long-term partnership as the commitment to continually provide resources 

and develop the long-term relationship. Communication is one essential factor in building a 

long-term partnership. Without informal or formal information sharing, the partnership will 

not last (Theron et al., 2008). Humphries and Wilding (2004) identify long-term partnership 

as working together with a strategy to reach a specific goal that will give all partners involved 
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mutual benefits. Among businesses today it is common to find partners to co-operate with to 

solve problems and to continue innovating the business. It has also become a frequent strategy 

for companies to gain resources from customer or supplier organizations (Lambert and Enz, 

2012).   

 

Humphries and Wilding (2004) argues that there will occur a reduced freedom of 

independency when having a relationship and commitment to another firm. This will affect 

the entire organization, and projects and decisions will take longer time to handle.  

 

2.2 Product innovation 
The opinion on the definition and meaning of product innovation is divided. However, the 

general view can be argued to be the developing of a new item (Hoonsopon and Ruenron, 

2012). Verhees and Meulenberg (2004) and Westland (2008) argue that innovation can be 

described as a product or service that is new for the market or commercialized in a new way, 

opening up for new users and consumer groups. Hoonsopon and Ruenron (2012) develop the 

concept as the creation of a new product that will bring a different value to the market than 

the previous products. They argue for the importance of knowing the expectations of the 

customers to make the right decisions regarding positioning and differentiation.  

 

Innovation has become an essential aspect when researchers try to identify how firms can 

become successful (Verhees and Meulenberg, 2004). Faemes et al. (2005) suggest that 

innovation has since a couple of decades become recognized as one of the major motivating 

forces in building social capital. To survive, grow and differentiate in the long run, firms need 

to innovate continuously (Faemes et al., 2005; Westland, 2008). 

 

Product innovation can be described as a “difficult combination” of market needs and 

technologies. It can be pictured as new combinations and configurations of features of the 

existing technology. Still, it can be hard for the firm to link technologies and market 

possibilities, since choices must be made between design options, the most likely customers 

and what the customers actually need (Dougherty, 1992; Westland, 2008). Dougherty (1992) 

argues that successful innovators must have good insight into users’ needs, technology trends, 

and market segments. 
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2.3 The integration of CRM and product innovation 
Many firms do not succeed in implementing CRM, and many companies find it difficult to 

realize the benefits of using a CRM strategy (Finnegan and Currie, 2010). Finnegan and 

Currie (2010) suggest that a reason why firms often fail in implementing CRM is that they 

focus on a software package, with little understanding of issues such as culture and people. 

CRM has emerged as a useful tool for organizations to bring together information about 

customer, sales, and market trends, to improve the relationship with the customer. A CRM 

tool that is well implemented can serve as an important tool for continuing developing the 

firm. By integrating people, knowledge, sales, processes, and technology, companies are able 

to target resources and develop new capabilities in specific areas (Finnegan and Currie, 2010). 

 

Several researchers have started to link the successful use of CRM processes with the 

development of innovation capabilities (Lin et al., 2009). Ramani and Kumar (2008) argue 

that firms that use CRM for creating and maintaining customer relationships benefit in the 

product innovation process. The interaction with their customers will contribute with 

important information about tastes and preferences, which might lead to competitive 

advantages. When customers and the companies interact with each other, it provides valuable 

information for product development and innovation (Lin et al., 2009). Lin et al. (2009) mean 

that firms who use CRM will increase their innovation capabilities.  

 

2.4 Articles summary 
Table 1 illustrates all articles that have been used in the theoretical framework and which 

theoretical approach they are connected to. Table 1 gives an examination of the major 

findings from each article, what data collection method that was used, sample size and in 

which geographical location it was conducted. Finally, the table will describe the strength in 

the theory, where dominating indicates a high validation of the article and dominance in the 

field. Emerging theory indicates some validation and purposed theory indicates limited 

validation of the article. The table serves as a base for chapter three and the state of the art. 
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Table 1: Article summary 
 
Article 
(year) 

Theory 
approach 

Major findings  Method & 
sample 

Strength 
in theory 

Ahearne et al. 
(2007) 

CRM Integrated IT tools in the firm can significantly 
improve the company performance 

Survey (187 
respondents), pharmacy 

Proposed 

Chen & Popovich 
(2003) 

 
CRM 

Companies implementing CRM successfully will 
be rewarded in customer loyalty and long-term 
profit 

 
Conceptual framework 

 
Dominating 

Finnegan & 
Currie (2010) 

 
CRM 

Through better understanding of how different 
variables interact in a environment, a suitable CRM 
strategy can emerge 

 
Multiple case study, UK 

 
Dominating 

Ku (2010)  CRM A CRM system is not only dependent on 
information sharing but also on service processes 

Survey (255 
respondents), hotel 
industry, Taiwan 

Proposed 

Payne & Frow 
(2005) 

CRM CRM is a strategy development process that creates 
value, integration, information and performance 

Conceptual framework Dominating 

Ramani & Kumar 
(2008) 

CRM Interaction with external partners leads to 
increasing performance, however it needs further 
empirical support 

Survey (107 
respondents), marketing 
management, US 

 
Emerging 

Reinartz et al. 
(2004) 

CRM Implementing CRM has a positively association 
with company performance 

Survey (211 
respondents), B2C 
industry, Germany, 
Austria 

Dominating 

Saini et al. (2010)  CRM CRM leads to increasingly performance in the firm, 
if there exists a knowledge of how to manage it 

Survey (220 
respondents), US 

Proposed 

Dougherty (1992)  Product 
innovation 

To improve innovation in large firms, it is essential 
to deal with external factors 

Survey (80 structured 
interviews), chemical/ 
computer industry 

Dominating 

Faemes et al. 
(2005) 

Product 
innovation 

Suggests a positive relation to collaboration with 
external partners and the product innovation 
strategy 

Survey (221 
respondents), 
manufacturing firms, 
Belgium 

 
Proposed 

Hoonsopon & 
Ruenron (2012) 

Product 
innovation 

Product innovation improves firms’ performance. It 
gives competitive advantage by differentiating new 
products from competitors 

Survey (326 
respondents), 
Manufacturing firms, 
Thailand 

 
Proposed 

Verhees & 
Meulenberg 
(2004) 

Product 
innovation 

Customer intelligence influences product 
innovation positive or negative depending on 
management 

Archival data, rose-
growing firms, The 
Netherlands 

 
Dominating 

Von Hippel 
(1988) 

Product 
innovation 

Applications laboratories, custom product groups 
and user groups can be seen as components in an 
innovation process 

 
Conceptual framework 

 
Dominating 

Datta & 
Christopher 
(2011) 

Information 
sharing 

A centralized information structure without 
widespread distribution of information is not 
effective when handling uncertainties of supply 
chain network 

 
Case study, ABM 

 
Proposed 

Mentzer et al. 
(2000) 

Information 
sharing 

Suggest that information sharing between suppliers 
and buyers will result in lower production costs 

Conceptual framework Dominating 

Wu et al. (2011)  Information 
sharing 

Information sharing for both buyers and suppliers 
gives benefits 

Conceptual framework Proposed 

Carbonell et al. 
(2009) 

Customer 
involvement 

Argues customer involvement to have a positive 
affect when it comes to operational outcomes 

Survey (102 
respondents), service 
firms, Spain 

Emerging 

Chien & Chen 
(2010) 

Customer 
involvement 

Customer involvement has a positive affect on new 
product development 

Survey (125 
respondent), senior 
managers, Taiwan 

Proposed 

Cheng et al. 
(2012) 

Customer 
involvement 

Customer involvement in the product development 
process is related to reducing risks of uncertainties 

Survey (179 
respondents), financial 
industry, Taiwan 

Proposed 

Knudsen (2007)  Customer 
involvement 

Customers are more frequently used when 
innovating. Firms use partnerships within their 
industry 

Survey (557 
respondents), 
manufacture/ service 
firms, Europe 

 
Emerging 

Kristensson et al. Customer Users learn their own needs, which is helpful for Single case study, Emerging 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(2008)  involvement  firms when developing new products mobile service, Sweden 
Aarikka-Stenroos 
& Jaakkola 
(2012) 

Long-term 
relationship 

Examines the collaborative process for firms and 
the importance of value co-creation through a joint 
problem solving process 

Survey (120 
respondents), KIBS 
industry, Europe 

 
Proposed 

Ganesan et al. 
(2010) 

Long-term 
partnership 

Highlights the limitation of commitment with a 
relationship and that suppliers can’t rely upon 
buyers commitment 

Multiple case study, 
standard industrial 
classifications 

 
Proposed 

Humphries & 
Wilding (2004) 

Long-term 
partnership 

This research shows that there exists a correlation 
between trust and collaboration and the 
collaborative relationship 

 
Survey, logistics, UK 

 
Proposed 

Lambert & Enz 
(2012) 

Long-term 
partnership 

Partnership between two firms is a key driver to 
financial performance for both firms 

Case study, B2B firms, 
US 

 
Proposed 

Lumpkin et al. 
(2010) 

Long-term 
partnership 

Long term partnership is positively associated with 
innovativeness 

Conceptual framework Proposed 

Theron et al. 
(2008) 

Long-term 
partnership 

Importance of shared values, communication and 
management commitment to build relationships 

Survey (158 
respondents), financial 
industry, South Africa 

Proposed 

Lin et al. (2009)  Cover all 
theories 

Firms are able to increase their innovation 
capabilities by CRM 

Surveys (107 
respondents), computer 
firms, Taiwan 

Proposed 

 

Note: CRM: customer relationship management, B2B: business-to-business firms, B2C: business-to-

consumer firms, KIBS: knowledge intensive business service, ATB: agent based modeling
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3. Frame of reference 

This chapter evaluates the theoretical framework that was discussed in the previous chapter. 

The state of the art will serve as a base for the study; it summarizes what have been found 

from the theoretical framework, what gaps that have been found as well as a motivation for 

the hypothesis of the research. The chapter will finally present a purposed research model as 

well as a conceptual framework.  

 
3.1 State of the art 
Product innovation can be argued among researchers as an essential key factor to gain 

competitive advantage. Firms constantly need to innovate to survive on the market 

(Dougherty, 1992; Faemes et al., 2005; Verhees and Meulenberg, 2004; Hoonsopon and 

Ruenron, 2012). With this in mind, product innovation will be the dependent variable and one 

of the essential factors of this study when testing the effects of CRM. 

 

Several researchers have made different investigations about CRM. The majority of articles 

regarding CRM used in the theoretical framework are dominating articles. Based on the 

findings from table 1 in chapter two, all articles used have concluded in their researchers that 

CRM have positive associations with company performance, increased customer loyalty and 

long-term profit. The authors agree upon that a CRM tool in the organization is good. Despite 

this, there seems to be a lack in the research regarding the structure and strategy of CRM. 

None of the researchers above gives a clear explanation, which factors are most valuable 

when using CRM (Payne and Frow, 2005; Reinartz et al., 2004; Chen and Popovich, 2003; 

Ahearne et al., 2007; Saini et al., 2010; Finnegan and Currie, 2010).  

 

When continue searching for information regarding CRM, the external factors was taken into 

account. Information sharing is regarded among researchers to give benefit both for the buyer 

as well supplier. By using information sharing in the firm, researcher in the theoretical 

framework argues that uncertainties between customers and the organization can be reduced. 

Information sharing is argued to building a relationship to the customer and valuable 

knowledge can be collected, however, no clear finding shows the affect information sharing 

has on product innovation (Datta and Christopher, 2011; Wu et al., 2011; Mentzer et al., 

2000). Therefore, the first hypothesis for the study will be following: 
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H1: Information sharing has a positive impact on product innovation. 

 

Customer involvement is another external factor related to CRM, which there exist a lot of 

research regarding. The majority of the articles found for the theoretical framework where 

emerging theories. The articles from the theoretical framework have a divided opinion 

regarding the positive affect of customer involvement when it comes to product innovation. 

Some researchers argue for positive effects, while others have found negative effects from 

customer involvement. Even though many researches have been made regarding the affects of 

customer involvement and product innovation, none of the above articles have conducted 

studies within the Scandinavian market and using manufacturing and service firms (Cheng et 

al., 2012; Knudsen, 2007; Carbonell et al., 2009; Kristensson et al., 2008). One article, 

Kristensson et al. (2008), made a study regarding customer involvement in Sweden, however, 

that article where focusing on the mobile phone industry. Therefore, the second hypothesis 

will be following:  

 

H2: Customer involvement has a positive impact on product innovation. 

 

All the articles from the theoretical framework regarding long-term partnership are proposed 

theories, conducted relatively recently. The majority of the articles seem to have doubts about 

long-term partnership. The articles argue that shared/similar goals must be reached to have 

confidence in the relationship and even though this will be reached, firms can’t rely upon 

buyers’ commitment (Ganesan et al., 2010; Humphries and Wilding, 2004; Theron et al., 

2008). Only one article (Lumpkin et al., 2010) could strengthen the positive association of 

long-term relationship with innovativeness, therefore, the authors find it relevant to continue 

test it empirically, and the third and last hypothesis is following:  

 

H3: Long-term partnership has a positive impact on product innovation. 

 

3.2 Conceptual framework 
The concepts that were identified from the theoretical framework have been conceptually and 

operationally defined. Table 2, illustrates the concepts that will be used in the study. The 

conceptual definition describes the theoretical definition, while the operational definition 
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explains the authors’ interpretation of the concepts and how they further will be used in the 

study. 

 

Table 2: Conceptual framework 
 

 
Concept 

 
Conceptual definition 

 

 
Operational definition 

 
 

Customer 
relationship 

management (CRM) 
 

CRM is defined as a strategy firm uses to create and 
maintain long-term relationships with key customers and 
segments. It is a system that can help the firm use data and 
information efficiently to understand customers and create 
value together with the customers (Payne and Frow, 2005; 
Reinartz et al., 2004). 

In this research CRM is defined as how 
companies interact with their customers 
in order to create knowledge about 
specific preferences. Also how companies 
assist customers and key customers when 
a problem has occurred that is linked to 
the host firm. 

 
 

Information sharing 
 

Information sharing is defined as the exchange of valuable 
information from the interaction between a manufacturer 
and its customers. Most commonly the information consists 
of data regarding customer demands, preferences, and sales 
(Lin et al., 2009). 

Information sharing is defined as the 
amount of information that is shared in a 
dialogue between the company and its 
customers. This in order to provide 
successful innovations and products 
towards the market. 
 

 
 

Customer 
involvement 

Customer involvement is defined as customer participation 
in the creation of new or improved products. This will give 
valuable information about customers’ experiences from 
using the product, as well as helping the firm to reduce 
uncertainties regarding user demand (Chien et al., 2010; 
Carbonell et al., 2009) 
 

This is defined as to which level the 
company’s customers are involved in the 
innovation process. And to which amount 
a customer’s preferences are used in the 
modification process.  

 
 

Long-term 
partnership 

 

Long-term partnership is defined as the relationship that is 
built between two firms/customers after a period of time. 
The firms/customers will work along a strategy to reach 
specific common goals. Involved partners will gain mutual 
benefit from the partnership (Theron et al., 2008; Lin et al., 
2009; Humphries & Wilding, 2004). 
 

Long-term partnership is defined to which 
amount a company works together and 
follows a certain strategy with its 
customers for a period of time. That in 
order to achieve common set up goals.  

 
 

Product innovation 

Product innovation can be described as new combinations 
and configurations of features of existing technology and 
product that adds a different value than the previous. The 
product can be new for the market or commercialized in a 
new way, which opens up for new users and customer 
groups (Verhees and Meulenberg, 2004; Westland, 2008; 
Hoonsopon and Ruenron, 2012; Dougherty, 1992). 
 

Product innovation is defined as if a 
company is innovative and if the firm 
launches new products to the market. This 
is measured through how a firm works 
with product innovation and how 
continuously they provide new products 
towards the market. 
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3.2 Proposed research model 

Figure 1 illustrates how the three different hypotheses have been connected with the 

theoretical concepts.  

 

 

Figure 1: Proposed research model 
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4. Methodology 
Based on the research model and hypothesis from previous chapter a methodology chapter 

has been developed. This chapter presents the methodology used for collecting and analyzing 

the data and solves the research problem. The methods will be presented and motivated. 

 

4.1 Research approach 
4.1.1 Quantitative vs. Qualitative research 

According to Ghauri and Grönhaug (2005), a quantitative research approach is most suitable 

when the research problem is of structured nature and when the researcher wants to test 

different hypothesis. This study is based on testing three different hypotheses and since the 

objective is to generalize, through a statistic analysis its findings to the population studied, the 

research uses a quantitative approach. The research is based on questions that are applied 

numerical values, which allows the theories to be measured (Hartman, 1998). Additionally, 

the choice of a quantitative research was used to fulfill the purpose. To investigate customer 

relationship management on product innovation and draw generalized conclusions out of 

numeric data, which gives the research a quantitative approach. A quantitative approach is 

used during data collection as well as data analysis.  

 

The opposite of quantitative research is qualitative research, which strives to get a more broad 

and deep understanding (Bryman and Bell, 2005). The authors did not find it relevant to get a 

deeper understanding to fulfill the purpose and therefore, qualitative research was rejected.  

 

4.2 Research design 
A research design is the framework for how to collect and analyze data. It is a structure that 

guides how to use a certain method in an actual way (Bryman and Bell, 2005). A good 

research design of the project will ensure that the research is conducted effectively (Malhotra, 

2010). There are different types of research design; exploratory, descriptive and causal 

designs, which are classified depending on what purpose and objectives the study has. 

 

The research design was chosen in order to solve the research problem. Since the aim of the 

research is to investigate the effect of customer relationship management on product 

innovation, it seemed most appropriate to use a descriptive research design. There is basic 

knowledge and understanding of the field from previous researchers presented in the 
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theoretical framework (Rosengren and Arvidson, 2005). Descriptive research design is 

intended to describe one condition in relation to the question. Since the problem formulation 

and hypothesis are formulated on a how question, how CRM affect product innovation, as 

well as a structured and well understood research problem, descriptive research design was 

most suitable. Malhotra (2003) describe that descriptive research design is usually based on 

large representative sample, which is the case in this research.  

 

The descriptive research design could be cross-sectional or longitudinal (Malhotra, 2003). 

Since the research had time and financial limitations, the empirical data was gathered at one 

point of time; therefore, the study uses a cross-sectional design. Additionally, the research has 

a multiple cross-sectional design, since data have been collected from different types of 

samples of respondents (Malhotra, 2010). Longitudinal design was rejected for the study since 

it requires the authors to study a population over time and give a deeper understanding of the 

population (Malhotra, 2003).  

 

4.3 Data sources 
There are two different types of empirical data: primary data and secondary data. To reach the 

aim of this study, primary data was judged as the most appropriate data source. Primary data 

can be described as data gathered for a specific study, a present purpose, which will bring 

relevant information for the study. It could be information that is obtained directly from first 

hand sources in from of surveys, observations or experiments (Bell, 2005). Primary data was 

collected, since there according to the research gap was a lack of research made in the specific 

area. The primary data gathered up-to-date information, which the authors found important 

for this study to make the research up to date and more valid. The data was collected from 

questionnaire, which was formulated in a way to investigate the effect of customer 

relationship management on product innovation. 

 

Secondary data was rejected for this study since the authors wanted to rely upon up-to-date 

data collected to answer the specific problem formulation. Also, since there was a research 

gap within the specific research topic, it would have been hard to find secondary data relevant 

for this study. According to Ghauri and Grönhaug (2005), when using secondary data, there is 

a risk that the variables have been defined differently in the previous study, which could make 

this study invalid, and primary data collection was judged as the most suitable choice.  
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4.4 Data collection method 
There are several different methods of how to collect data to a research. The choice of method 

depends on the purpose with the research, problem definition, the empirical basis, time and 

resources (Bell, 2005; Yin, 2008). Preparing for data collection can be complex and difficult. 

If the gathering of data is not well done, the whole investigation can be jeopardized. 

Therefore, a good preparation is essential (Yin, 2008). To find data relevant to this study, 

survey was chosen as the research strategy. The following sub-chapter will describe the 

method and what type that has been used in the research.  

 

4.4.1 Survey 

For this research, survey became the most suitable choice, since the authors wanted to reach 

out to respondents in Sweden, Denmark and Norway. A survey can be conducted in either a 

questionnaire or a structured interview. The authors chose to have questionnaires, since it 

does not require the interviewer to be at the same place as the respondent, which made the 

data gathering more effective and easier to manage. A questionnaire makes it possible for the 

researcher to reach out to a large number of respondents (Bryman and Bell, 2005). A 

questionnaire is a quantitative method of research where the respondents answer a number of 

questions on paper or by email, which makes it possible to have thousands of respondents. 

The questions are either yes or no questions, or scale questions, where the individual have to 

specify a value on a scale (Hartman, 1998). The better the questions are structured, the easier 

it becomes to analyze (Bell, 2005). Survey was chosen for this research since it allows the 

researcher to collect numerical data values, appropriate for a quantitative study. It also 

measures the relations and variance among variables, which is the case for this study (Bryman 

and Bell, 2011). Lin et al. (2009), who made a similar research, with similar research problem 

as this study, did also conduct questionnaires.  

 

According to Malhotra (2003), a survey questionnaire may be administrated in three different 

modes: telephone, personal or mail. For this research the questionnaire was distributed by 

mail through an online questionnaire, which made it possible for the authors to reach out to 

many respondents on different regions. The questionnaire was made in an online program 

called: Keysurvey.com. This program made it possible for a self-administrated questionnaire, 

as well as connecting the data in an effective way to SPSS.  
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Before carrying out the questionnaires, a mailing list was conducted, where addresses on 

relevant firms were presented. The mail that was sent out to the respondent contained a cover 

letter (Appendix B), where instructions for the questionnaire were described, as well as a 

Keysurvey.com link to the questionnaire.  

 

4.5 Population and sampling 
A sampling frame is a description of all people or units that take part in a population. A 

sample is used in order to draw conclusions about the population parameters. It is often too 

expensive, too time-consuming and too hard to manage a study on a whole population and 

therefore a representative sample can be useful. A sample can either be randomly chosen or a 

sample could be chosen due to specific reasons (Bryman and Bell, 2005). 

 

The sampling design begins by defining the specific target population. In this study the target 

population was manufacturing and service firms operating on the Scandinavian market 

(Sweden, Denmark and Norway). The basic idea was to find firms working with product 

innovation. In 2012 there was approximately 1 750 000 registered enterprises working within 

manufacturing and service on the Scandinavian market. The number of companies within the 

countries is based on statistics from investigations (Ekonomifakta, 2012-09-28; 

Bronnoysundregistrene, 2013-05-02; Tradingeconomics, 2012).  

 

A sample frame can be defined as the representation of the target population. A sampling 

frame could be a list of firms working in a specific industry or geographical area (Malhotra, 

2003). The sample frame in this study, were collected by searching contact information on the 

Internet and using keywords in the search (Innovation, Manufacturing firms; Service firms; 

Norway; Denmark; Sweden). This lead to that the sample frame contained contact 

information to 275 manufacturing firms and 275 service firms, together 550 companies. The 

sample is 0,4 per mille of the total population. This research used a mixture of convenience 

sampling and judgmental sampling, since the selected respondents happened to occur when 

using the keywords above on Internet and the authors selected the respondents based on 

believing the respondents to be appropriate (Malhotra, 2003).  

 

It is a problem for researchers to contain a total population within a study, and few studies 

hence to do so. There are many reasons why it is a problem to do so, and first of all it is hard 

to get data from a total population and it requires a massive investment of monetary means. It 
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is also because of the fact that a population can be immeasurable which creates issues to 

embrace the whole population (Devine, 2010). Studenmund (2010) explains that if a 

population needs to be narrowed down to be useful, the risk of the data to become of little 

importance increases. Due to limitation of time and financial funds, it was not manageable or 

feasible to include the total population in the study.  

 

4.5.1 Response rate   

According to Malhotra (2003), survey by mail has the poorest response rate. According to Jin 

(2011), a suitable response rate of surveys send out on Internet should be between 6-15%.  

The questionnaire of this study was sent out by email to the respondents. After sending out 

the questionnaire, there was a reduction of the population, due to invalid email addresses.  In 

total, the questionnaire was sent to 550 respondents, but reached 434 due to that there was 116 

invalid email addresses. The questionnaire was available from the 18th of March 2013 until 

the 18th of April 2013. The authors send out a reminder to the respondents after two weeks 

and a second reminder were sent out after four weeks. The total responses were 62, one 

respondent did not fit the target group. The sample had a response rate of 14 % (response rate; 

61/434 = 0,14). When comparing the response size from previous articles that was used in the 

theoretical framework (Table 1, chapter two), the amount of respondents does not differ much 

from this study. The majority of the articles have a response size of 100-150, which is not far 

from the response size of this study. Table 3 illustrates the response from the survey.  

 

Table 3: Response 
 

 Respondents 

Target population 1750000 

Online questionnaire 550 

Invalid email address 116 

Total response 62 

Response rate 14% 

Non relevant responses 1 
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4.5.2 Non-response bias 

It is very important for researchers to concern for the non-response bias (Churchill and 

Iacobucci, 2005). In this study a non-response bias test were made by comparing early and 

late respondents. The comparison between early and late respondents were made due to that 

late respondents tend to be more similar to non-respondents (Armstrong and Overton, 1977).  

In table 4 one can read and identify that the means connected to the same variable, are similar 

between early and late respondents, which indicates that non-response bias is not a concern to 

this research. 

 

Table 4: Non-response bias 
 

Variable Mean  

(Early respondents) 

Mean  

(Late respondents)  

Product Innovation 5,49 5,2 

Customer Involvement 4,07 4,26 

Long-term partnership 5,53 5,12 

Information Sharing 4,50 4,41 

  

 

4.6 Data collection instrument 
4.6.1 Operationalization and measurement of variables 

As suggested by Bryman and Bell (2005), an operationalization table was made to make the 

concepts more understandable in relations to the questionnaire, and serve as guidelines. The 

concepts were found in the theoretical framework and are following: information sharing (IS), 

customer involvement (CI), long-term partnership (LTP) and product innovation (PI). Table 5 

illustrates the different concepts in the first column, type of scale that was used in the 

questionnaire in the second column, items used and where it was adapted from in the third 

and fourth column and which questions that the concepts applied for in column five. The 

questions can be found in the Appendix A. The operationalization in this study is important to 

find concepts from a particular theory useful for this investigation and to break these concepts 

down into measurable items and to avoid misunderstandings with the concepts.  
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Table 5: Operationalization of concepts 
 

Concept Type of scale 

and construct 

Items used Adopted from Questions 

Information 
sharing (IS) 

4 items, 7-point 
Likert scale 
anchored by (1) 
totally disagree 
and (7) 
completely 
agree 

IS1 – Does information sharing 
between firm and customer 
occur 
IS2 – Forecast preferences, 
importance of customer opinion 
IS3 – Reduce uncertainties, 
involvement of customer in the 
product development process 
IS4 - The maintenance of CRM 
data in the firm 

Lin et al. 2009 
Datta and 
Christopher 
2011 Wu et al. 
2011 Mentzer et 
al. 2000 Ku, 
2010 Reinartz et 
al. 2004 
 

6, 7, 8, 23 

Customer 
involvement 
(CI) 

5 items, 7-point 
Likert scale 
anchored by (1) 
totally disagree 
and (7) 
completely 
agree 

CI1 – The level of customer 
involvement in the firm 
CI2 – Degree of how valuable 
the customer information is to 
the firm 
CI3 – Level of help to reducing 
uncertainties regarding user 
demand 
CI4 – What role the customer 
plays, reactive or proactive 
CI5 - The collection of valuable 
data from customers 

Chien et al. 
2010 Carbonell 
et al. 2009 
Knudsen, 2007 
Von Hippel 
1988 
Kristensson et 
al. 2008 Cheng 
et al. 2012 
Ahearne et al. 
2007 Saini et al. 
2010 

9, 10, 11, 

12, 21 

Long term 
partnership 
(LTP) 

5 items, 7-point 
Likert scale 
anchored by (1) 
totally disagree 
and (7) 
completely 
agree 

LTP1 – The importance of 
commitment of trust to the 
buyers 
LTP2 – The commitment from 
the firm to provide resources 
and maintain building a long-
term relationship 
LTP3 – To what degree the 
concept is of importance for the 
firm 
LTP4 – The communication 
when building long-term 
relationship  
LTP5 – Importance of reaching 
goals and develop together 

Theron et al. 
2008 Lin et al. 
2010 Humphries 
and Wilding, 
2004 Ganesan et 
al. 2010 
Lumpkin et al. 
2010 

13, 14, 15, 

16, 17 

Product 
innovation 
(PI) 

4 items, 7-point 
Likert scale 
anchored by (1) 
totally disagree 
and (7) 
completely 
agree 

PI1 – relevance of product 
innovation to the firm. 
PI2 – extent the firm innovate. 
PI3 – Importance of product 
innovation and for the future 
plans. Continuing to grow on the 
market 
PI4 – Importance of knowing 
the expectations of the 
customers, are customers 
involved 

Verhees and 
Meulenberg, 
2004 Westland, 
2008 
Hoonsopon and 
Ruenron, 2012 
Dougherty, 
1992 Faemes et 
al. 2005 

2, 3, 4, 5 
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4.6.2 Questionnaire design 

According to Malhotra (2010) the questions in a questionnaire can be built up in three 

different ways; close-ended, open-ended and partially closed-ended. Close-ended questions 

are when the respondent is given alternatives to a question. Open-ended is when the question 

does not provide any answer but instead leave it open to the respondent to answer the most 

suitable. Partially closed-ended question is a combination of the two above.  

 

Malhotra (2010) explains Likert scale as a way to rate what respondents think and feel in a 

specific area most common in a seven level degree, for example from totally disagree to 

completely agree. The range can also have intervals such as five or nine. The questions are 

formulated as statements that the respondent has to decide from where their standing point is.  

 

The authors paid a lot of attention to the structure of the questionnaire. The structure of the 

questionnaire was made in a consistent and easy way to make it easier for the respondent to 

answer the questions. The questionnaire started with a letter of intent, which served as an 

instruction guide for the respondents. The letter of intent can be found in the Appendix B. The 

first question was conducted to make sure the respondent suited the target group. The first 

five questions of the questionnaire, was concerned regarding the firm’s product innovation. It 

then continued with four questions regarding information sharing, five questions regarding 

customer involvement and five questions regarding long-term partnership. All 19 questions 

had a seven-point Likert scale, where (1) represented: “totally disagree”, and (7): “completely 

agree”. All questions were given a numerical value to make the coding of the responses 

easier. The questionnaire featured only close-ended question in order to create a statistical 

analysis of the results. The next last part of the questionnaire featured questions about the 

firm, this to be able to see differences and similarities among the firms. The last part of the 

questionnaire featured questions regarding the respondent, to make sure the respondent were 

suited to answer the questionnaire and strengthen the validity of the study. The respondents 

had at last the option to receive a copy of the study if interested. The entire questionnaire can 

be found in the Appendix A.   

 

4.6.3 Pre-testing 

To eliminate misunderstandings and potential problems with the questionnaire as well as 

make the research more valid, two outside sources (with academic expertise in the field) 

reviewed the questionnaire before carrying out the questionnaire. All aspects of the 
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questionnaire were pre-tested, such as word formulation; lay out, instructions and the question 

itself (Malhotra, 2010). Also, three typical respondents were used in a pilot study to make 

sure that they understood the formulation and instructions of the questions correctly. When 

outside respondents read through the questionnaire, errors were found and the authors had the 

possibility to correct them, which made the questionnaire more validated.  

 

4.7 Data analysis method 
According to Malhotra (2003), the purpose with the data analysis is to produce information 

that will help solving the research problem. When deciding on an appropriate data analysis 

method it is important to take into consideration the problem definition and the research 

design. The next step is to consider the characteristics of data collected. It is also important to 

take into consideration the statistical techniques and underlying assumptions and meaning. 

Some statistical techniques are used when researching on a specific relationship while other 

examines the difference on the variables (Malhotra, 2003).  

 

4.7.1 Data examination 

The data from the questionnaire were directly transported from the program in 

Keysurvey.com to SPSS. In SPSS, the authors had to “clean” the data and arrange and code 

the data to make it easier to understand when comparing. Some of the questionnaire had 

missing values. To treat this in a correct way, the authors had to calculate the mean value 

from all answers on this specific question, a neutral value, and add this value to the missing 

values in the questionnaire (Malhotra, 2003). The authors did also a consistently check, to 

make sure that none of the data had extreme values, which can point to problems with the data 

(Malhotra, 2010). The empirical data were scaled in SPSS to a numeric scale (seven-point 

likert scale questions), which classified the different objects that had been used (Ghauri and 

Grönhaug, 2005). When researching through a questionnaire it is required to give the answers 

a numerical representation as to make it a variable (Malhotra, 2003).  

 

Statistical techniques can be classified into either univariate or multivariate. Univariate is 

appropriate when a single measurement of each element in the sample is analyzed. 

Multivariate is appropriate when there is a relationship among two or more variables 

(Malhotra, 2010). Within each technique, there are certain analysis methods that the authors 

can choose from (Malhotra, 2003).  
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In this research, the authors have chosen to use a multivariate technique, since the aim of the 

research is to investigate the relationship between product innovation and CRM components. 

The analysis technique that was chosen within the multivariate technique was: multiple 

regression analysis and cluster analysis. The following two sub-chapters will explain the 

analysis techniques and why they were appropriate for this study.  

 

4.7.1 Multiple regression analysis 

The multiple regression analysis, measures the relationship between a dependent variable 

together with two or more independent variables and to what extent of strength the 

relationship has. The relationship is mathematically calculated by R-square (R2), which 

illustrates a value between -1 and 1, where 0 represents no relationship between the variables. 

The further away the value is from 0 the stronger the relationship is. A value of R2 = 1 

represents a positive relationship which means if the independent variable increases so does 

the dependent. This also stands true with a negative value, e.g. R2 = -1 if the independent 

variable changes so does the dependant (Malhotra, 2010).  

 

In this research, a multiple regression analysis was used to test the relationship between the 

independent variables (information sharing, customer involvement and long-term 

relationship) with the dependent variable (product innovation). By doing a multiple regression 

analysis, it was possible to get knowledge about the different variables and how strong the 

relationships are to each other.  

 

In the multiple regression analysis, statistical significance (p-value) must also be tested as to 

be able to trust the results. It is recommended to use a significance of at least 95%, which is 

represented by a value of 0.05 (Malhotra, 2010). 

 

The multiple regression analysis was also used to test the hypothesis of the study. The Beta 

value will explain if the hypotheses are supported or not. It calculates how much an increase 

of one unit in the independent variable will affect the dependent variable. If the Beta value 

shows a positive value, the relationship between the variables are positive. If the Beta value is 

negative, there is a negative relationship between the variables. This could be further 

explained by; if the hypothesis is stated as positive and the Beta value shows a negative value, 

the hypothesis will be rejected. The Beta statistical significance (p-value) from the multiple 

regression analysis shows how valid the Beta value is (Bryman and Bell, 2011).  
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4.7.2 Cluster analysis 

Cluster analysis can be describes as classification method that segments different groups into 

cluster. A cluster analysis can be used when researchers want to identify new groups of 

customers or identify new product opportunities (Malhotra, 2010). 

 

In this research, the authors have used cluster analysis to find patterns from the respondents. 

A cluster centroid has been used to compare mean values between the items in the clusters 

(Malhotra, 2010).  The procedure of the cluster analysis in this research started with that all 

variables were organized in product innovation 1,2,3,4, information sharing 1,2,3, customer 

involvement 1,2,3,4,5 and long-term partnership 1,2,3,4,5. The values (one to seven) from the 

questionnaire were then placed in each cluster. To make it easier for the reader and at the 

same time identify patterns. The values were coded in different colors, where the highest 

values had a dark green color and the lower numbers a light yellow color. In each cluster, the 

mean value was calculated.  

 

4.8 Quality criteria 
To achieve high quality of the research, two criteria must be considered; validity and 

reliability. There is no exact definition of validity, generally it refers to the degree of how the 

research is well funded, such as the concept, conclusion and corresponds accurately to the real 

world. It can also be defined as to whether the research is able to scientifically answer the 

question that it is intended to answer. Reliability is the consistency of a measure of a concept. 

It could refer to repeating the research at a later point of time or using multiple case studies, 

interviews and focus groups to make it more reliable. Validity and reliability are important 

factors to make the research rigorous (Bryman and Bell, 2011). It is important for the 

researcher to be confidence about that the research contains valid knowledge (Ghauri & 

Grönhaug, 2005). Therefore, the following sub-chapter will explain three validity criteria’s 

and what have been done in the study to increase the validity and reliability.  

 

4.8.1 Content validity 

To maximize the validity of the research the authors let academic people read through the 

research, with background knowledge of the field. This helped the authors to make 

improvements and changes could be made on some questions before carrying them out. The 

authors also let three “typically respondents of the questionnaire” read through the 

questionnaire and make comments in a pilot study. The authors asked if they understood the 
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instruction of the questionnaire, the word formulation of the questions and if there was 

enough alternatives.  

 

4.8.2 Construct validity 

Construct validity is used when the researcher is deducing hypothesis and/or research 

questions from a theory that is relevant to the concept (Bryman and Bell, 2005). It refers to 

how well the study’s results support the theory behind the research and if the theory supported 

by the findings provides the utmost existing explanation of the results (Graziano and Raulin, 

2010).  

 

To generate valid information from the questionnaire, the questions have been based on the 

theories used in the theoretical framework chapter, as well as from previous research. Lin et 

al. (2010) have made a similar research, which helped the authors with the formulation of the 

questions.  

 

To measure the construct validity of the study, a Pearson correlation test was made in SPSS to 

see if the concepts of the study did not correlate too high. If the correlation is less than 0,9, the 

variables are measuring different concepts, and if the correlation is above 0,9, the concepts 

measure almost the same thing (Bryman and Bell, 2011). In this research, none of the items 

where above 0,55, which signify that the variables of the study measures different areas and 

that the theories are relevant for the concepts.  

 

4.8.3 Criterion validity 

Criterion validity is referred to how well the survey correlate with the variables used in the 

study. It shows the researcher if the result matches to criterion (Bryman and Bell, 2011). To 

test the criterion validity of the research, statistical hypothesis testing was conducted, this 

illustrated if the results were matched to the criterion. The hypothesis testing was done 

through a multiple regression analysis, where the Beta value described if the hypotheses was 

supported or rejected.  

 

4.8.4 Reliability 

Reliability is when the standard of a result is steady and the research can be repeated several 

times with the same or similar result as previous (Malhotra, 2010; Yin, 2008). According to 

Bryman and Bell (2011) the reliability of a concept is assessed by repeating the study at a 
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later point in time, using multiple case studies/ interviews /focus groups and keep a study 

database. To test the reliability, Cronbach’s Alpha can be used. It calculates the average of all 

possible reliability coefficients in terms of so called “split-half”, in other words that the 

questions are randomly divided and then compared with each other (Bryman and Bell, 2005). 

 

In this research, the Cronbach’s Alpha was calculated on each construct (which will be further 

explained in the next chapter). The questionnaire was conducted with help from a previous 

research. The statements and questions in the survey were changed to be more suitable for this 

investigation. Stability reliability refers to the pre-test of a research or measuring instruments 

over time. The stability reliability is not tested, because no other research has used the exact 

same questionnaire from this research in another research. When some investigation uses the 

same exact questionnaire as in this study, the result can be compared and tested to show 

stability in the results. Due to the credibility in this research that was conducted through the 

steps in the methodology chapter and to previous research is it likely that similar following 

research will achieve similar results as this investigation. 

 

4.9 Chapter summary 
Throughout the entire methodology chapter, there has been a discussion of how data has been 

gathered in the research. In table 6 the procedure of how the data collection process for the 

research is illustrated. 
 
Table 6: Research methodology summary 
 

Research methodology  

Research approach - 

Research design - 

Data sources - 

Data collection method - 

Data collection instrument - 

Data analysis method - 

 

Quantitative 

Descriptive 

Primary data 

Surveys 

Questionnaire 

Multiple regression analysis 

Cluster analysis 
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5. Data Analysis & discussion 
This chapter presents the empirical data that has been collected through a quantitative 

survey. First, the descriptive statistics will be described to give basic understanding of the 

data that have been gathered. The data analysis will continue by presenting a multiple 

regression analysis, Cronbach’s Alpha, Pearson correlation test and cluster analysis. The 

chapter is finalized with a discussion connected to the theoretical framework.  

 

5.1 Descriptive statistics 
The survey was sent to 550 contacts though email and Keysurvey.com. The survey reached 

434 contacts, due to invalid mail addresses, on a time period of four weeks. In total, the 

survey generated 62 respondents, where one did not fit into the target group. The response 

rate of the survey was 14%. 

 

5.1.1 Firms  

When comparing if the firms mostly were operating within the service or manufacturing 

sector, it was very constantly divided, where 51% operated within service and 49% within 

manufacturing. When asked if the firms were operating on a national or international market, 

the greater part of the respondents operated on an international market (64%). Figure 2 below 

illustrates the relationship among the service and manufacturing firms operating on an 

international and national market. The majority of the firms within manufacturing were 

present and operating on a national market level. It was more constantly divided among the 

service firms, however, the majority of them operated on an international market level. 

 

Figure 2: The firms 
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From the questionnaire it was also illustrated that the majority (59%) of the firms offered 

products towards other enterprises, business-to-business firms. 41% of the firms participating 

in the research offered products mainly towards customer, business-to-customer firms.  

When asking the respondents of which industry they were operating in, the response was from 

several different industries. Five of the most frequent industries were: pharmacy/medical, 

paper, shipping, aviation and transportation industries. Regarding the years of existence in the 

market, it was all between 1 – 110 years, however, the majority of firms had been existing for 

approximately 20 years.  

 

5.1.2 Respondents 

Four questions were asked regarding the respondents and his/her level of involvement in 

CRM activities within the firm. The questions had a seven-point Likert scale, where the 

minimum was one and the maximum seven. The level of responsibility and the level of 

involvement in the firm’s CRM activities from the respondents had a mean of 5,8. The 

respondents’ knowledge about CRM activities within the firm and the confidence about 

answering the questions had a mean of 6,1.   

 

5.1.3 Cronbach’s Alpha 

The reliability test of this study was made through determine the Cronbach’s Alpha in SPSS. 

The Cronbach’s Alpha of the four independent variables was: 0,742, 0,669 and 0,731. The 

results of the alphas from this study indicate acceptable consistency reliability. Information 

sharing (IS) got a Cronbach’s Alpha lower than 0,6 at first, however, since the construct 

consisted of four items, one could be removed and the Cronbach’s Alpha reached a reliability 

of 0,724. The item that was removed was IS4, which can be seen in table 5 (chapter 4). The 

Cronbach’s Alpha for product innovation had a value of 0,698, which indicates acceptable 

consistency reliability. According to Malhotra (2010) a Cronbach’s Alpha above 0,7 is a 

preferred value.  

Table 7: Cronbach's Alpha 
 

Concept Value 

IS 0,742 

CI 0,669 

LTP 0,731 

PI 0,698 
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5.2 Pearson correlation test 
In table 8, the correlations between the four CRM variables are illustrated. A Pearson 

correlation test was constructed to test the validity of the items. None of the correlations were 

above 0,55, which implies that the items measure different concepts. The p-value of all the 

variables, had a correlation below 0,055, which means that the correlations could be further 

investigated in the study.  

 
Table 8: Pearson correlation test 

 
 
5.3 Multiple regression analysis 
To be able to test the hypothesis of the study and see the relationship between CRM and 

product innovation and how dependent the variables are to each other’s, a multiple regression 

analysis were made. The enter method was used to measure the correlation between the three 

independent variables (IS, CI and LTP). Table 9 illustrates the results from the multiple 

regression analysis 

 
Table 9: Multiple regression analysis 

Correlations 
 Product innovation Customer 

involvement 

Long-term 

partnership 

Information sharing 

Pearson Correlation 1    

Sig. (2-tailed)     Product innovation 

N 60    

Pearson Correlation ,356** 1   

Sig. (2-tailed) ,005    Customer involvement 

N 60 60   

Pearson Correlation ,249 ,540** 1  

Sig. (2-tailed) ,055 ,000   Long-term partnership 

N 60 60 60  

Pearson Correlation ,301* ,541** ,431** 1 

Sig. (2-tailed) ,019 ,000 ,001  Information sharing 

N 60 60 60 60 

Hypothesis Relationship Beta P-value R-square Hypothesis test 

H1 IS  PI 0,301 0,019 0,075 Supported 

H2 CI  PI 0,356 0,005 0,111 Supported 

H3 LTP  PI 0,249 0,055 0,046 Supported 
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In the results from the multiple regression analysis, the Adjusted R square got a value of 

0,075 (IS), 0,111 (CI) and 0,046 (LTP). This shows a relatively low correlation between the 

predictor variables and the criterion variable (PI). However, it indicates that there exists a 

correlation between the predictor and criterion variable. The maximum value of the Adjusted 

R square is 1, and if the value is 0, it indicates no correlation. The p-values were following: 

0,019 (IS), 0,005 (CI) and 0,055 (LTP), which shows that all independent variables 

(predictors) are making a statistically significant contribution to the variation in the dependent 

variable (criterion variable). The p-value also indicates if the values are valid or not. All of the 

values are below 0,055, which indicate a valid result.  

 
To continue testing the hypothesis of the study, the Beta values from the multiple regression 

analysis were taken into account. The Beta values were following: 0,301 (IS), 0,356 (CI) and 

0,249 (LTP), which indicates that the independent variables are strong predictors of the 

criterion variable, and all hypotheses were supported. Customer involvement had the largest 

Beta coefficient (0,356). This means that this independent variable is making the strongest 

unique contribution to explaining the dependent variable and the hypothesis is supported. 

Information sharing (0,301) and long-term partnership (0,249) were also supported 

hypothesis. The Beta p-value for the components: 0,019 (IS), 0,005 (CI) and 0,055 (LTP), 

implies that the Beta value shows valid values.  

 
 
5.4 Cluster analysis 
A cluster analysis was conducted in the study to identify patterns among the components. The 

entire table of the cluster analysis can be found in Appendix C. In the cluster analysis 

different values are displayed in various colors. Seven (dark green) is the highest value and 

indicates, “Completely agree”. One (yellow) is the lowest value and indicates, “Totally 

disagree” and four (lime) indicates a natural value. From the cluster analysis, mean values 

from each item were displayed.  

 

Table 10: Cluster analysis, manufacturing vs. service firms 



 

 

38 

38 

When looking at table 10, it shows that the manufacturing firms have higher scale numbers 

throughout all the items compared to service firms. However, the difference is not much.  

This indicates that manufacturing firms evaluate and use product innovation and CRM 

activities to a higher degree than service firms. The mean value from all the items in the 

product innovation cluster got a value of five, which indicates that the firms view product 

innovation as important and also to some extent introduces new products and open up new 

market possibilities through product innovation.  

 

Table 11: Cluster analysis, CI and IS vs. LTP 
 

 

 

 

 

 CI1, 2, 3, 4, 5 and IS1, 2, 3 

    LTP1, 2, 3, 4, 5 

 

When looking table 11, the cluster components LTP1, 2, 3, 4, 5 (long-term partnership) got 

relatively high numbers, from both service and manufacturing firms, compared with the other 

cluster components. In the table above, all numbers are not included, however, this pattern is 

constant throughout the entire cluster analysis. The clusters clearly show patterns that long-

term partnership is valued to a higher degree than customer involvement and information 

sharing.  

 

Customer involvement and information sharing got relatively low numbers compared to 

product innovation and long-term partnership. However, the mean value for each item was 

not below four. Some of the items got a mean value of five. Table 12 below illustrates the 

mean values for all the items used in the study. 

 

Table 12: Cluster analysis, mean values 
 

PI1 PI2 PI3 PI4 CI1 CI2 CI3 CI4 CI5 IS1 IS2 IS3 LTP1 LTP2 LTP3 LTP4 LTP5 
5 5 5 5 5 4 4 4 5 4 4 4 5 5 6 6 6 
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5.5 Discussion 
5.5.1 CRM and Product innovation 

Reinartz et al. (2004) argues that it is important to understand and highlight how firms work 

with different tools within the topic of CRM. The theoretical framework indicates that 

companies need to work with CRM and establish a relationship with customers to provide 

products and innovations that are demanded on the market. The results from the empirical 

investigation support the theoretical findings and indicate that firms in Scandinavia working 

with CRM have a positive effect on the product innovation.  

 

In relation to the theoretical framework, the result from the questionnaire indicates that the 

respondents view product innovation as highly valuable to be able to enter new markets and 

grow and developing the firm. In line with Dougherty (1992), successful innovators must 

have good insight into user’s needs, trends and segments. Those arguments are supported, 

since all CRM components were supported to have a positive effect on product innovation. 

An interesting result from the investigation was that manufacturing firms work with product 

innovation to a higher degree than service firms.  

 

5.5.2 Information sharing 

The empirical investigation showed that there exists a level of information sharing between 

the firms and the customers. It can be stated from the empirical findings that firms find it 

important to share information with their customers. According to the theoretical framework 

information sharing is a useful tool to reduce uncertainties when developing new products and 

receive valuable information about customer preferences (Datta and Christopher, 2011; Wu et 

al., 2011). The empirical investigation showed that the respondent viewed information sharing 

as a valuable tool. The empirical investigation showed that information has a positive impact 

on product innovation. This is something that indicates to support what Mentzer et al. (2000) 

and Wu et al. (2011) argues for, which is that firms that has a higher degree of information 

sharing can gain competitive advantage since they know their customers preferences and can 

offer products with help from the knowledge.  

 

5.5.3 Customer involvement 

Customer involvement was supported to have a positive effect on product innovation from the 

empirical investigation. This indicates that the theoretical framework is supported, and that 

the product innovation process receives benefits by knowing preferences and demands from 
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customers. The result indicates that firms collect valuable information from interacting with 

customers in the innovation process.  

 

Kristensson et al. (2008) argues that a company can work with customer involvement in two 

different ways, active and reactive roles of the customers. Kristensson et al. (2008) does not 

present which way is the most effective, but they conclude that it has a positive impact for a 

firms product ideas which is in line with the findings of this investigation.    

 

Not all of the articles from the theoretical framework supported the involvement of customers 

when it came to product innovation. Knudsen, (2007) argues that the reason is that customers 

are unable to conceptualize ideas that are beyond their own experiences. Even though the 

hypothesis of customer involvement having a positive effect on product innovation was 

supported, it could be seen in the cluster analysis that not all firms put high values on 

customer involvement. This could have something to do with Knudsen’s (2007) conclusions. 

Other reasons of the misalignment between the researches could perhaps be explained by 

different factors e.g. research method, target group etc. 

 

5.5.4 Long-term partnership 

According to the theoretical framework is it very important for firms to establish long-term 

relationships with its customers to gain competitive advantage (Ganesan et al., 2010; 

Lumpkin et al., 2010). The empirical investigation indicates that long-term partnership has a 

positive effect on product innovation, which indicates that the respondents find commitment, 

communication and mutual goals with partners as important factor for the firm. The empirical 

data also shows that long-term partnership is more prioritized by the respondent compared 

with information sharing and customer involvement. This indicates that the perception of 

long-term partnership will help the company to be successful with innovation and gain 

advantages in the market.  

 

The empirical data shows that it is the ongoing communication with partners that leads to the 

beneficial factors in the partnership. This is strengthened by the theoretical framework since it 

states that without any ongoing communication the long-term partnership and the advantages 

will be reduced (Theron et al., 2008). Humphries and Wilding, (2004) argues that there will 

be negative effects for firms when working with long-term partnership. This due to that one 

firm has to commit to another stakeholder and that will lead to inefficiency. However, this 
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empirical investigation states that long-term partnership has a positive impact on product 

innovation, which can lead to competitive advantages.    
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6. Conclusion & Implications 
This chapter will describe the major findings found from the study based on the analysis from 

previous chapter. The chapter will further reflect on the study and finally present 

recommendations for future research as well as managerial implications.  

 
6.1 Findings 
From the empirical chapter it can be stated that there exist a correlation between the CRM 

components and product innovation. All hypothesizes were supported and it can be concluded 

that there exists a positive effect of CRM towards product innovation.  

 

Figure 3 is a model of how the authors view the connection between the concepts that have 

been used in the study. All the components within CRM (information sharing, customer 

involvement and long-term partnership) were supported to have positive effect on product 

innovation for firms on the Scandinavian market; therefore it can be argued those concepts to 

be important to understand, in order to achieve successful product innovation in the firm. 

CRM is important for firms to understand in order to maintain long-term relationship with 

customers and increase profitability of the firm.  

 

Figure 3: Conceptual model 
 

 

 

 

 

 

 

 

The investigation can conclude that it is important for firms to deliver new products and 

extend product lines through innovation to stay competitive in the market. To provide 

products and meet market demands, this investigation indicates that firms have to understand 

needs and preferences through customer relationship management. The authors found in the 

investigation that companies work with information sharing with the purpose of learning 

preferences when they work with innovation. Customer involvement was found in the study 

as an important tool to collect valuable information from interacting with customer in the 
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innovation process. The authors found patterns that long-term partnership was viewed as 

higher valuable by firms compared with customer involvement and information sharing. This 

indicates that firm on the Scandinavian market value commitment, communication and 

mutual goals with partners to high degree. 

 
 
6.2 Managerial implications 
As the research has focused on firms operating on the Scandinavian market, the managerial 

implications are directed towards Scandinavian firms.  The result shows that firms will benefit 

by involving customer relationship management in the firm. It can be concluded that firms 

involving information sharing, customer involvement and long-term partnership within the 

firm, will face positive effects on their product innovation, which can lead to competitive 

advantage. The results show that long-term partnership is more prioritized than information 

sharing and customer involvement within the CRM process. The result cannot prove which 

one that will develop into the most satisfying result for a firm. However, it can be stated that 

commitment, communication and mutual goals together with partners are highly valuable for 

the firms.  

 

Since this research concludes that it is important to work with the three named forces within 

CRM, should companies develop and maintain specific CRM strategies that can help the 

firms to understand a market. To understand the market’s needs and demands is crucial to 

sustain innovative and in the end competitive.  

 
6.3 Limitations 
This research has not investigated every factor within the topic of CRM. It is only information 

sharing, customer involvement and long-term partnership that is highlighted and investigated. 

There are several other components within CRM firms can work with to improve the product 

innovation.  

 

The sample that was used in the empirical investigation was small in relation to the total 

population. An increased number of respondents could strengthen the validity of the research.  
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The research focused on the relationship between CRM and product innovation on companies 

operating on the Scandinavian market. There could perhaps be significant differences if a 

similar research was made on other markets with different culture.  

 

Since this investigation was conducted as a quantitative research, the findings cannot be 

discussed deeper in this investigation. The quantitative approach resulted in that hypothesis 

could be supported, but not explain the dimensions why and how the constructs within CRM 

had a positive impact on product innovation. 

 
6.4 Future research 
There are different factors that could be of interest to investigate in future investigations. It 

could be of value to understand how companies should work with information sharing, 

customer involvement and long-term partnership, and not only that they should use it as a tool 

within CRM. It could also be of interest to identify different motives for using one or another 

as a tool. As stated in the limitations, this study was conducted as a quantitative research, 

which did not result in any deeper understandings of the effects of CRM on product 

innovation. Therefore, it would be interesting to collect a more deeper understanding of the 

effects of CRM on product innovation.    

 

One recommendation for future research is to define which of the concepts within CRM that 

is most beneficial for companies to work with in order to sustain innovative and competitive. 

This since it is discussed in this research that companies prioritize long-term partnership 

before information sharing and customer involvement.  

 

In this research it is concluded that customer involvement has a positive impact on product 

innovation. It is also stated that companies can use customers in an active or reactive role. 

Future research could investigate whether an active or reactive customer role is best suitable 

for firm’s capabilities to be innovative and in the end competitive.  

 

Since this research was made on a limited geographical area, but instead not branch specific, 

it could be interesting to either investigate the same phenomena on different geographical 

areas or make it branch specific.     
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There is previous research that argues that long-term partnership both have a positive and 

negative impact on product innovation for firms. This is something that future research could 

focus on. This to provide correct managerial guidelines regarding if long-term partnership is 

something to focus on if a firm want to receive positive impact on product innovation.  

 
The theoretical framework discusses that a firm that works with information sharing receives 

a higher performance throughout the whole enterprise. This is something that this empirical 

investigation cannot support or reject, since this investigation measured the connection 

between information sharing and product innovation, which could be interesting to further 

investigate.  

 

The authors found in the cluster analysis that there existed a difference of the result between 

service and manufacturing firms. This is something that would be interesting to further 

investigate.  

 

6.5 Authors’ reflections 
The authors of this investigation think that the result and findings of the investigation are 

satisfactory. The progress with the research has been a challenge due to limitations such as 

time and monetary means. The greatest outcome from those limitations is that the sample 

frame and response rate suffered from the limitations. If the authors would have possessed 

more time and monetary means for this investigation, it would be more biased and robust 

results.  

 

SPSS statistics has been a useful tool for the authors in order to analyze the empirical data. 

The result has been analyzed in different ways to make the most valid and reliable result.  

From the beginning of the research the authors had intention to measure joint problem solving 

as a variable within the topic of CRM. The results were not satisfactory or even significant in 

the investigation. Therefor the researchers removed joint problem solving as a variable in the 

investigation.  

 

From the questionnaire, several firm showed interest of the results from this study and wanted 

to be contacted again with the major findings from the study. This shows that the specific 

topic investigated is something relevant for many firms operating on the Scandinavian 

market, which made the study even more interesting and valuable.   
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Appendix B Letter of intent 
 

To whom it may concern 
 

We are two Master students from the Linnaeus University in Växjö, Sweden. As a part of our 

education we are now writing our Master’s degree thesis. The subject of the thesis is customer 

relationship management and product innovation. Your answers are highly important for this 

research. 

  

The questionnaire contains of 23 questions regarding how your company works with 

customers, when it comes to product innovation. It will take approximately 10-15 minutes to 

fill in the questionnaire. 

  

Your answers are valuable for us. If you are interested, we would be more than happy to send 

you the results of the research to the email address that you may provide in the questionnaire. 

Your participation will be greatly appreciated. 

 

The link below will take you to the questionnaire: 

 
http://www.keysurvey.com/f/499459/2341/ 
 
Thank you for your help and participation 
  
Amelie Sjöberg & Christopher Wallgren 
  
  

If you have any questions regarding the questionnaire or if you want to receive the 

results, please contact us by e-mail: Amelie Sjöberg: Asjlx09@student.lnu.se or Christopher 

Wallgren: Cwawm09@student.lnu.se 

  

If you have any questions regarding the course/education, please contact our professor Sarah 

Philipson: Sarah.philipson@lnu.se 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Appendix C Cluster analysis 
PI1 PI2 PI3 PI4 IS1 IS2 IS3 CI1 CI2 CI3 CI4 CI5 LTP1 LTP2 LTP3 LTP4 LTP5  

7 7 7 7 7 7 7 7 7 7 7 7 7 7 7 7 1 Manufacturing 
7 7 7 7 7 7 7 4 7 7 5 6 7 7 6 7 7  
7 2 7 7 7 7 7 7 7 7 7 7 7 7 7 7 4  
7 7 7 6 7 7 6 6 6 6 4 5 4 6 6 4 1  
7 7 7 7 5 4 5 4 4 4 4 4 4 6 5 7 7  
7 7 7 7 6 4 7 7 7 4 5 7 3 4 7 7 1  
7 6 7 7 5 5 6 4 5 6 5 5 5 6 7 7 6  
7 7 7 5 4 3 4 3 5 5 2 4 5 3 3 3 1  
7 6 6 7 7 6 6 7 6 5 6 7 6 7 7 7 4  
7 7 7 4 4 5 6 5 5 5 5 5 5 4 5 7 2  
7 7 2 6 4 6 2 6 6 6 2 6 6 7 7 7 1  
7 7 7 7 7 6 6 6 4 6 5 5 4 6 7 7 2  
6 6 6 5 5 5 5 5 5 6 5 5 4 6 6 7 7  
7 7 7 7 5 5 2 2 3 3 1 2 3 5 5 5 1  
7 4 5 5 4 3 1 2 2 2 2 4 4 5 6 6 7  
7 7 7 4 6 6 3 1 1 1 1 3 3 6 5 5 1  
7 5 4 7 3 4 2 3 4 2 1 4 6 6 7 7 7  
7 4 7 1 5 7 2 4 4 4 4 4 5 7 5 7 2  
7 7 4 5 5 5 1 5 3 4 1 6 6 6 7 5 6  
7 7 4 7 6 4 2 5 5 6 2 7 5 7 7 7 7  
7 5 6 3 7 7 4 4 5 2 3 4 2 7 6 6 5  
4 4 6 6 5 4 4 4 5 4 4 5 3 5 4 5 2  
5 6 5 6 4 3 4 5 5 4 2 5 4 5 4 6 5  
5 5 4 3 4 5 4 4 5 5 4 5 4 5 3 5 5  
4 4 5 5 5 3 5 4 5 3 6 5 5 3 3 4 3  
6 6 4 5 5 6 4 5 4 4 4 4 4 6 4 7 4  
7 7 5 6 5 3 2 3 4 5 1 6 5 7 7 5 6  
7 7 7 1 4 2 2 1 2 2 1 5 1 7 7 7 1  
3 3 4 5 5 3 6 6 6 5 5 5 4 3 7 5 3  
6 5 5 7 2 2 3 3 3 3 3 3 4 3 3 3 3  
7 7 7 6 7 7 7 5 7 7 7 4 4 7 5 5 7 Service 
7 7 7 7 7 7 7 7 5 2 5 4 6 7 7 7 7  
7 7 7 5 2 2 2 2 2 6 2 4 5 6 4 6 7  
7 7 7 6 2 2 5 5 5 5 5 6 6 6 6 7 7  
1 1 7 7 7 7 7 7 7 5 7 7 7 7 7 7 1  
7 1 7 7 7 7 7 7 7 1 4 7 1 4 7 7 1  
7 7 5 7 6 6 2 4 7 5 3 6 6 7 5 7 1  
7 4 7 7 2 4 1 4 4 7 3 7 1 7 7 7 7  
7 7 7 7 5 1 1 1 5 5 6 5 5 4 5 3 4  
7 7 4 5 5 6 7 4 4 4 4 5 5 3 3 3 4  
7 2 4 3 3 2 4 4 4 5 6 5 5 6 7 7 6  
6 4 4 5 5 3 3 4 5 4 4 4 3 4 4 6 2  
3 4 4 5 5 5 4 4 5 5 5 4 6 7 5 5 4  
6 3 5 3 1 1 7 7 7 4 5 5 6 7 7 7 1  
7 3 7 2 6 4 4 4 7 5 6 7 1 7 7 7 1  
7 1 5 4 4 4 2 2 4 6 2 4 2 4 4 5 5  
2 3 4 5 5 4 4 7 5 5 4 5 5 4 5 4 5  
5 5 5 4 4 1 2 4 4 4 3 4 4 5 4 5 7  
2 3 3 6 4 6 7 3 5 5 3 6 4 7 7 7 1  
2 1 2 4 4 2 3 2 2 3 2 4 7 7 6 7 3  
5 5 4 3 6 5 1 2 2 2 2 4 5 7 7 7 4  
7 3 3 7 4 5 5 6 6 3 4 5 4 3 3 5 6  
6 2 3 4 5 4 3 3 5 4 2 3 3 4 5 6 6  
7 3 4 7 4 3 5 3 6 2 3 7 6 5 4 7 5  
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2 2 3 6 7 4 2 2 3 3 2 4 3 5 5 6 5  
7 7 7 5 4 3 3 2 2 2 1 3 2 3 4 7 1  
1 1 5 7 6 2 5 5 5 3 2 5 6 2 4 6 1  
1 1 2 1 1 1 1 1 1 1 1 1 1 4 6 6 1  
1 1 2 6 4 4 5 2 2 5 2 5 6 6 7 7 1  
5 5 5 5 5 4 4 4 5 4 4 4 5 5 6 6 6 Mean value 

 

7 = Completely agree 

6 = Agree 

5 = Agree to come extent 

4 = Neutral 

3 = Disagree to some extent 

2 = Disagree 

1 = Totally disagree 
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Linnaeus University – a firm focus on quality and competence 
 
On 1 January 2010 Växjö University and the University of Kalmar merged to form Linnaeus University. This  
new university is the product of a will to improve the quality, enhance the appeal and boost the development 
potential of teaching and research, at the same time as it plays a prominent role in working closely together with 
local society. Linnaeus University offers an attractive knowledge environment characterised by high quality and  
a competitive portfolio of skills. 
 
Linnaeus University is a modern, international university with the emphasis on the desire for knowledge, 
creative thinking and practical innovations. For us, the focus is on proximity to our students, but also on the 
world around us and the future ahead. 
 
 
 
 
 
 
 

Linnæus University 
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