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Abstract 

 

This study examines decision criteria in the business insurance sector. Decision 

criteria can be used to evaluate and compare and evaluate offers before taking a 

purchasing decision. The research identifies key decision criteria that small and 

medium-sized enterprises (SMEs) in Sweden use to compare and evaluate B2B 

insurances before taking a purchasing decision. This leads to the understanding of 

criteria affecting customer preference. The criteria quality, performance, reliability, 

flexibility and deductible are included.  

 

The result showed that there is a relationship between performance, flexibility, 

reliability and customer preference. These criteria affect customer preference and 

thereby also the choice of business insurance provider. No relationship between 

deductible, quality and customer preference was detected. The study concludes that 

flexibility, performance and reliability are key decision criteria business customers 

use to compare and evaluate B2B insurances. It is suggested that insurance companies 

emphasize these criteria in their sales and marketing efforts in order to gain 

competitive advantage. 
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1. Introduction 
 

Knowing what customers want, delivering superior value and sustaining competitive 

advantage is a constantly important consideration for organizations that want to 

compete successfully in the market. Dawar (2013) suggests that companies should 

focus on downstream activities; how they compete, influence customers decision 

criteria; use customer data to understand the customers better and solve the 

customer’s problems. Identifying the decision criteria of the target customers is an 

extremely important task for companies to engage in. It provides the firm with 

understanding of how and on what grounds the customers take purchasing decision 

and gives the company insight to what attributes the customers believe are the most 

important. This is the basis for creating an offer that the market will find desirable. 

Knowing the customers decision criteria can help organizations gain competitive 

advantage and deliver superior value to their customers (Dawar, 2013).  

 

Knowing what criteria customers use to evaluate and compare competing offerings 

against gives companies an opportunity to present their offerings accordingly and 

thereby make them more successful in the market. Companies can also use this 

information to influence and change the criteria of the customers and bring forward 

new, advantageous criteria, which they can use to get ahead of competitors (Dawar, 

2013).  

 

Frei (2008) states that the world’s major economies are continuously maturing and as 

a consequence, businesses focusing on services are dominating in the market. 

Lovelock and Wirtz (2011) states that most business schools focus on products rather 

than services. They emphasize that the service sector are important to study since we 

live in a service economy. The service sector is continuously growing and over the 

last three decades the attention from researchers has increased as well. Previous 

research conducted within the field has mainly focused on the B2C service sector at 

the same time as the share of B2B services has grown and the demand has increased 

(Berenguer & Cervera, 2008). Still the area of purchasing B2B services has not 

received enough attention from researchers (Bals et al. 2009; Van der Valk, 2008; 

Carvalho Oliveira, 2002). 
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The insurance industry contributes to a large share of services available on the service 

market. Insurances are credence services, which mean that they are hard to evaluate 

even after the purchase. They are complex, abstract and the supposed future benefits 

of purchasing insurance are difficult to prove (Crosby & Stephens, 1987). Handfield 

et al. (2009) suggest that it is more important to include detailed and specified 

decision criteria when facing complex purchases.   

 

The characteristics of insurances make them especially interesting to look closer into. 

The increasing importance of services and the service sector in combination with an 

identified need for further research within the field provides a perfect opportunity to 

pursue a study and it makes studying decision criteria in the B2B Swedish insurance 

market important and interesting. Swedish insurance companies can use the 

knowledge about the customer’s decision criteria to compete more successfully in the 

market.  

 

1.1 Background 
 

According to Tate et al. (2010) the task of purchasing B2B services has become 

increasingly important for companies to consider. The practice of purchasing B2B 

services differs significantly from purchasing B2B goods (Lindberg & Nordin, 2008; 

Oliveira & Lourenco, 2002). The B2B market has fewer customers and the selling 

process is longer and more complicated. The transactions tend to be larger compared 

to in the consumer market, the customers require customized solutions to a higher 

degree and it is the usage of the product that determines the value (Nayandas, 2005).  

 

Selecting and evaluating suppliers is one of the most important tasks performed by 

purchasers (Handfield et al. 2009). Organizations are spending increasingly more 

resources on purchasing B2B services (Van der Valk, 2008). Bals et al. (2009) states 

that organizations are depending more and more on externally provided services. 

 

Services are characterized by heterogeneity, inseparability, intangibility and 

perishability (Lindberg & Nordin, 2008; Araujo & Spring, 2006; Boyt & Harvey, 

1997; Fisk et al. 1993; Zeithaml et al. 1985; Lovelock, 1983) The most important 
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differentiating factor is the intangibility (Lindberg & Nordin, 2008; Zeithaml et al. 

1985). This means that services are performances, not objects and can therefore not be 

touched, tasted, felt or seen as products can. (Zeithaml et al. 1985) 

 

Wuyts et al. (2009) explain that in the services sector some of the challenges 

companies face includes evaluating service providers, estimating the value of their 

services and implementing the service solutions. They further discuss that the service 

provider selection process is not straightforward due to these challenges. Lovelock 

and Wirtz (2011) state that the risks associated with purchasing services are 

functional, financial, temporal, physical, psychological, social and sensory.  

 

Lindberg and Nordin (2008) suggest that there has been a movement towards making 

services more tangible like products by objectifying them in order to make the 

purchasing process easier and more straightforward. However, they point that this is 

not an easy task. They specify that such a purchasing process require a more long-

term relationship between the buyer and the seller. The requirements and specification 

of the service also need to be established together by the buying and the selling firm. 

They discuss that when organizations face the beginning of a purchasing process the 

service is intangible to a high extent. As the process proceeds the service becomes 

more objectified by description and specification in a written contract or agreement 

thereby is turned into something tradable. They further suggest that organizations are 

increasingly developing their service purchasing practices. 

 

When facing a B2B purchasing decision, only taking price into consideration is not 

enough; having multiple decision criteria is necessary (Lung, 2008; Xia & Wu, 2007; 

Talluri, 2002). Supplier evaluation has become more important for companies’ to 

consider (Talluri, 2002). 

 

Decision criteria are defined as criteria that companies use in the purchasing process 

to evaluate and compare potential suppliers (Handfield et al. 2009; Johnston & Lewin, 

1996; Owens Swift, 1995).  
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1.2 Problem Discussion 
 

 “A company is market-oriented if it has mastered the art of listening to customers, 

understanding their needs, and developing products and services that meet those 

needs” (Dawar, 2013, pp2).  

 

Frei (2008) believe that companies need to define what excellence means in terms of 

their offering and what the firm will do to deliver that excellence. They should also 

consider what the customers will value and what they want. Knowing what attributes 

the company will deliver with excellence and mainly compete with are crucial to 

successfully compete in the market.  

 

Dawar (2013) believe that organizations use market-orientation to gain competitive 

advantage and that competitive advantage is not gained by responding to customer’s 

preferences. Instead companies should identify what the customer’s need and work to 

influence their decision criteria. Dawar (2013) further suggests that decision criteria 

can be used to gain competitive advantage and that this can be achieved through 

redefining the customer’s purchasing criteria and influencing them. The goal for 

companies should be to influence the relative importance of decision criteria and 

bring forward new and advantageous criteria. Frei (2008) state that companies needs 

to know the relative importance customers place on different criteria and based on this 

decide and match which attributes the company will focus on. Taking these decisions 

are important because most service businesses fail to deliver excellent quality on all 

aspects and therefore have to decide upon which points to excel and focus on.  

 

If organizations know what attributes the customers consider most important they can 

adjust their offering and their marketing message accordingly. Companies can thereby 

also work to influence the customer’s decision criteria and use this to achieve 

competitive advantage. The topic of decision criteria is important and interesting to 

look closer into since decision criteria is the basis on which the customers make the 

purchasing decision. Decision criteria thereby impacts companies’ success and can be 

used to improve organizations positioning strategy and help companies distinguish 

themselves from competitors. Decision criteria in the service sector are an area in 

which there is an identified research gap. Therefore this study will look into what 
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decision criteria customers in the B2B Swedish insurance market consider when 

purchasing business insurance.  

1.3 Purpose 
 
The purpose of this study is to identify key decision criteria that small and medium-

sized enterprises (SMEs) in Sweden use to compare and evaluate B2B insurances 

before taking a purchasing decision, which leads to the understanding of criteria 

affecting customer preference. 

1.4 Research Question 
 

What key decision criteria do SMEs use when purchasing business insurance? 

1.5 Delimitations 
 
The study is delimited to the northern Swedish market with less than 50 employees, 

and will specifically cover companies that focus on B2B activates. The specific sector 

is within crafts, building, logistics, IT, technology and manufacturing and 

construction and does thereby not cover decision criteria for other industries than 

these.  
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2. Theoretical Framework 

 

2.1 Purchasing  
 
Gelderman and Weele (2005) stress that purchasing should be viewed as a strategic 

business function rather than a pure buying function. They discuss that purchasing can 

be used to gain competitive advantage by the management of supplier relationships 

and that not all suppliers should be handled in the same way. They suggest that 

companies should use a purchasing portfolio approach to manage the customers in a 

successful way. They claim that the Kraljic’s Matrix is considered being the standard 

for portfolio models. 

 

Kraljic (1983) suggest dividing the suppliers and using the purchasing portfolio 

approach according to figure. 1.  

 

Figure 1. Kraljic's Matrix 

 

 

 

Leverage Items Strategic Items 

 

 

 

Non-critical Items Bottleneck Items 

 

 

 

 

 

 

(Kraljic, 1983) 

 

Importance	  	  
of	  purchase	  

Supply	  	  
risk	  High	  Low	  

Low	  

High	  
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The purpose of the model is to ‘‘minimize supply vulnerability and make the most of 

potential buying power’’ (Kraljic, 1983).  

 

Krajlic (1983) define that top management usually takes the purchasing decision 

regarding strategic items. These items require detailed, long-term market data and 

accurate demand forecasting. Detailed market research is therefore required and long-

term supplier relations are preferred. Make-or-buy should also be considered as well 

as risk, logistics and inventory, and vendor control.  

 

Kraljic (1983) explains that the higher level of management in an organization 

consider bottleneck items. These items require medium term supply and demand 

forecasts but still a good review of market data, inventory costs and maintenance 

plans is available. Organizations purchasing bottleneck items consider volume 

insurance, control of vendors, security of inventories and backup plans. Leverage 

items are further defined as items considered usually by the medium level 

management in companies. Kraljic (1983) suggests that good market data is required 

for these purchases as well as short to medium term demand planning. Accurate 

vendor data, price and transport rate forecasts are needed. Companies should consider 

exploiting their full purchasing power when purchasing these leverage items and 

consider vendor selection. Targeted pricing strategies, order volume optimization and 

negotiations are suggested as a strategy. Kraljic (1983) state that lower levels in the 

company hierarchy consider noncritical items and they require a good market 

overview. Short-term demand forecast should be applied as well as order quantity 

inventory levels. Product standardization, order volume monitoring and optimization, 

efficient processing and inventory optimization is further suggested.  

 

Kraljic (1983) discuss that by using this framework companies can identify different 

supply scenarios and thereby discover available purchasing options. They can also 

develop individual supply strategies for the company’s critical items.  
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2.1.1 Organizational buying behaviour  
 

According to Wilson (2000) organizational buying should be viewed as a professional 

activity and this factor should be seen as the main one distinguishing organizational 

buying from consumer buying.  

 

Ho et al. (2010) state that the objective with supply chain management is having 

fewer suppliers and longer-term relationships. Because of this they stress the 

importance of using multiple decision criteria and not only evaluating the cost of the 

offer.  

 

Juha and Pentti (2008) define the buying centre as the people involved in 

organizational buying decisions. These people usually comes from different 

hierarchal levels in the organization, different departments and functional areas 

depending on what purchase the company is facing. They also describe that specialists 

and experts involved in the purchasing process are the organizations own employees. 

They describe that the organizational buying process depend on the buying situation 

and on interpersonal, personal, organizational and environmental factors. Juha and 

Pentti (2008) state that the need for extensive buying centres and specialists are 

becoming increasingly important depending on the risk the organization perceives 

related to the purchase. 

2.1.2 Supplier selection process 
	  
Ho et al. (2010) state that in the supplier selection process, potential suppliers should 

be evaluated against several criteria. They further point that only considering cost is 

not enough. Rackham (1988) suggests that customers go through five phases before 

purchasing and selecting a supplier; (1) Recognition of needs (2) evaluation of 

options (3) resolution of concerns (4) purchase (5) implementation.  

 

Handfield et al. (2009) describe that the supplier selection process starts with 

recognising that there is a need for a product or service. Then the customer establishes 

the requirements and develops decision criteria for the selection. They point that the 

decision criteria can vary widely depending on the situation, but they point that 

quality, cost and delivery performance usually is included. The sourcing strategy, 
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which will be adopted in the selection, is then determined. They discuss that different 

purchasing situations requires different sourcing strategies. The next step is 

identifying potential suppliers and then going through the alternatives and limiting the 

amount of suppliers. The customer then determines how the remaining suppliers will 

be evaluated against each other, which for instance can include comparing and 

evaluating information available, evaluating and comparing decision criteria and or 

visiting the suppliers. The customer finally chooses supplier and negotiate agreement.  

 

Handfield et al. (2009) describe a purchasing process consisting of six stages. 

 

1. Forecast and plan requirement 

2. Need clarification 

3. Supplier identification/selection 

4. Contract/purchase order generation 

5. Receipt of material or service and documents 

6. Settlement, payment, and measurement of performance 

 

Handfield et al. (2009) further states that since services often are purchased on a 

departmental level in organizations, a small amount of attention is given to the service 

purchasing process. They suggest that organizations should increase their attention 

and work to negotiate more long-term contracts with service providers in order to 

lower the costs.  

 

Lovelock and Wirtz (2011) describe that the purchasing process in the service sector 

consists of three main stages.  

 

1. Pre purchase stage.  

The customer recognises the need and start the information search. The customer 

clarifies the needs, explores solutions and identifies alternative service products and 

suppliers. Then the customer evaluates the alternatives. Here the customer reviews 

supplier information, which includes examining brochures, websites and advertising. 

The customer also looks at information from third parties, which can be reviews, 

ratings, comments etc. The pre purchase stage is characterised by the search, 

experience and the attributes of the service. The customer also considers the risk and 
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it is at this point that the customer develops and sets expectations on the service. The 

customer formulates the wanted service level, the predicted service level, adequate 

service level and the zone of tolerance.  

2. Service encounter stage. 

The customer request service from the chosen supplier and receives service delivery 

by personnel or self-service.  

3. Post-encounter stage.  

The customer evaluates the service performance and decides if it was satisfactory or 

not. The expectations of the customer is also confirmed or disconfirmed at this stage.  

(Lovelock & Wirtz, 2011) 

 

The three-stage model provides an understanding of how individuals search for 

alternative solutions when selecting service provider (Lovelock & Wirtz, 2011). If 

service providers are aware of the customers purchasing process and can manage their 

behavior through these stages they have easier to engage in long-term relationships 

with customers 

2.1.3 Purchasing Services 
 
Lovelock and Wirtz (2011) define services as economic activities offered by one 

party to another, often during a limited period of time. They describe that services are 

performances that are carried out in exchange for money, time, and effort. The value 

from services can give access to goods, labour, professional skills, facilities, 

networks, and systems; but customers do not normally take ownership of any physical 

elements involved (Lovelock & Wirtz, 2011). The quality of services is important to 

customers, but objectifying a standard of the quality of a service is difficult (Crosby & 

Stephens, 1987). 

 

The service sector consists of wholesale and retail trade, including freight 

transportation and warehousing, professional and business services, finance and 

insurance, healthcare and other services (Lovelock & Wirtz, 2011). According to 

Grönroos (2011), value creation in the service sector emerges from interaction 

between the customer and the service provider. When interacting with each other, 

information is exchanged, knowledge is generated and the service are designed and 
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created together. Grönroos (2011) also suggest that the customers can use this 

interaction to influence the service provider.  

 

Doney et al. (2007) state that trust play’s an important role in the B2B service market. 

They further define that the reason is because services are intangible and the service 

performance may vary from time to time. These reasons make obtaining services 

more complex than B2B goods.  

 

Berenguer and Carvera (2008) state that the value of services is something that is 

experienced and perceived by the customers. Lovelock and Wirtz (2011) problematize 

that services are difficult to understand and visualize for customers.  

 

Crosby (1979) defines quality as compliance to requirements. Lewis and Booms 

(1983) describe that service quality includes the extent of which the service level 

delivered by the service provider matches the customer expectations. They discuss 

that in order for service providers to be able to deliver quality service to customers 

they need to conform to customer expectations on a consistent basis. 

 

Zeithaml and Berry (1985) suggests that because of the characteristics of services, 

knowledge about product quality is not enough to understand service quality. They 

define that because services are performances and not tangible products, a precise 

quality level can seldom be set. They specify that counting, measuring, inventorying, 

testing and verifying cannot test services for quality before the purchase. They also 

state that service providers have a hard time understanding how their customers 

perceive their service and how they evaluate service quality.  

 

Handfield et al. (2009) suggest that purchasers facing more complex situations should 

consider management capability, employee capabilities, cost structure, total quality 

performance, systems and philosophy, process and technological capability, 

environmental regulations compliance, financial stability, suppliers sourcing 

strategies, policies and techniques, supplier’s potential for long-term relationship and 

e-commerce capability.  
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2.2 Customer preference 
 

Flint et al. (2011) state that anticipating customer value drivers is important. They 

specify that anticipating what customer’s value is in turn a driver for satisfaction and 

loyalty.  

 

Möller (2006) suggests that understanding customer and supplier value creation is 

crucial in order for companies to perform successful marketing practices. Suppliers 

and customers do not always agree upon what value is. Möller further defines that 

customer value can be seen as a trade-off between sacrifices and benefits while 

suppliers often focus on the level of products and services while customers focus 

more on capabilities such as the suppliers knowledge about the customers business 

and industry, availability of the product or service and the efficiency of the solution. 

Ulaga and Chacour (2001) state that customer satisfaction in turn generates loyalty, 

retention and is important when building long-term relationships with customers.  

 

Blocker and Flint (2007) state that markets are becoming increasingly dynamic and 

that customer preferences are constantly changing and evolving.  

2.3 Decision criteria 
 
Katsikeas et al. (2004) explains that the task of developing decision criteria is 

included in purchasing strategy and management. They further state that customers 

use decision criteria to compare potential suppliers. Decision criteria are defined as 

criteria that are used in the purchasing process to evaluate and compare potential 

suppliers against (Handfield et al. 2009; Johnston & Lewin, 1996; Owens Swift, 

1995). According Dawar (2013) companies can compete by making their top criterion 

seem most important to the customers.  

 

Hugos (2003) states that after the company has decided upon decision criteria for the 

purchase, they start looking for service providers who matches the chosen criteria. 

Dawar (2013) stresses how powerful decision criteria are by claiming that the high 

failure rates for new products is due to organizations inability to influence and change 

the customers’ purchasing criteria. 
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Lovelock and Wirtz (2011) state that the customer chooses service provider after 

comparing the importance of each decision criteria for evaluation offerings. The risk 

is then assessed and the expectations are formulated. Lovelock and Wirtz (2011) state 

that the criteria that differentiate the service provider from competitors are the most 

important ones. They also suggest that the attributes that in the end determine the 

purchase decision are lower-ranked purchasing criteria, because these are the ones the 

customers see a difference between the offerings. In order to measure the performance 

service providers need to identify the decision criteria regarding each attributes, 

construct the service design and set standards. Further they discuss that the criteria are 

used by organizations to position and distinguish from competing offers. 

2.3.1 Important B2B decision criteria 
 

Bals et al. (2009) states that an organisations purchasing success depends on the main 

criteria quality, cost, flexibility, time and supply security. Handfield et al. (2009) 

states that decision criteria can be related to supplier capabilities, past performance, 

product design, quality, management, commitment and technology. Handfield et al. 

(2009) exemplify decision criteria companies use when purchasing transportation 

services; total cost, speed, reliability, capability and accessibility.  

 

The most used criteria in the B2B market are delivery, quality, price and/or cost, 

manufacturing capability, service, environment, management, technology, research 

and development, flexibility, reputation, finance, relationship and risk and safety (Ho 

et al. 2010).  

 

Katsikeas et al. (2004) suggests that quality, performance, service related attributes 

and management could be used as criteria. The customer’s personal need, the belief of 

what is possible, perceived tolerance of the service and situational factors shapes 

decision criteria in the service sector (Lovelock & Wirtz, 2011 Handfield et al. 2009). 

According to Lovelock and Wirtz (2011), evaluating different service offerings to 

find the best suiting is a difficult task for organizations. They further describe that the 

harder the evaluation is for the customer, the higher the customer perceives the risk of 

the purchase. They discuss that customers try to tackle the risks associated with 
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purchasing services by choosing a supplier with good reputation, look for guarantees 

and warranties, visit the supplier’s facilities, try aspects of the service, examine 

tangible aspects of the service or ask knowledgeable employees about competing 

services.  

2.4. Insurance 
 

Insurance is a product that according to specific conditions and terms promises to 

compensate the insured or a third party if a well-defined contingent event would 

happen (Cummins & Doherty, 2006). They further state that insurance is a complex 

product and the customer’s purchasing decision is made even more complicated since 

the value of the insurer’s promise is dependent on both the insurer’s reputation for 

settling fair claims and the firm’s financial capability to meet the agreed obligations.  

 

The deductible is defined as “the part of an insurance claim to be paid by the insured; 

an excess” (oxforddictionaries, 2014).   

2.4.1 Corporate insurance 
 

The main categories and aspects of corporate insurances are property, casualty, 

worker’s compensation, car, corporate life, pension insurance, life and specialty 

products (zurich, 2014). Property insurance is used to cover the business buildings 

and casualty insurance brings a liability solution to the company to manage risk. 

Employer responsibilities if an employee is hurt during work are protected with a 

worker’s compensation insurance and car insurance is used to protect the vehicles 

used in the business. Employee benefits are insured with a corporate life and pension 

insurance. The specialty products insurance provides companies with a focused 

approach to provide insurance solutions to certain areas of a business (zurich, 2014).  

2.4.2 Purchasing corporate insurance  
 

When customers face an insurance purchasing decision they firstly need to identify 

what risks they are exposed to and what type of insurance is needed. In most business 

insurance purchasing situations, there is an intermediary between the insurer and the 

customer (Cummins & Doherty, 2006). They further state that in commercial property 

and casualty insurance markets the intermediary is the so called market maker, which 
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means that the intermediary helps the customer to identify their risks and the level of 

coverage they need from the insurance. Based on this the intermediary matches the 

customer with appropriate insurance providers. The independence of the insurance 

intermediaries varies significantly. Cummins and Doherty (2006) describe that there 

are two main types of intermediaries: brokers and independent agents. They state that 

the difference is that agents are agents of the insurer and brokers are agents of the 

policyholder. However, in many cases agents and brokers offer the same services and 

act under similar contracts. Insurance agents usually represent several insurance 

companies and are bound to a contract called the agency appointment contract, but 

brokers also use these types of contracts to some extent. Brokers tend to be bigger 

than agents and offer services to larger companies in need for more complex 

solutions. Agents, on the other hand, offer their services to smaller, more local 

companies (Cummins & Doherty, 2006).  

 

Within the European Union (EU) the insurance market is characterized by open 

product and price competition, and the market is regulated with solvency regulations 

(Berry-Stölzle & Born, 2012).  

2.4.3 Marketing corporate insurance 
 

Greenley (1989) states that marketing strategy is a long-term activity, which helps 

organizations with the overall achievement of objectives. Marketing strategy includes 

maintaining and enhancing relationships with customers and other parties at a profit, 

so that the objectives of the parties involved are met (Grönroos, 1991). 

Relationship marketing is defined as the marketing and sales activities related to the 

management of customer relations, which include attracting, enhancing and 

maintaining customer relationships (Payne & Frow, 2006; Weitz & Bradford, 1999). 

Payne and Frow (2006) state that CRM is used to acquire and retain customers. Ryals 

(2003) describe CRM as the idea of creating long-term relationships with customers, 

and suggests that long-term relationships are more profitable compared to short-term. 

CRM is an important business strategy because of its long-term customer approach 

and cross-functional perspective. It includes having long-term and collaborative 

customer relationship based on mutual trust (Crosby, 2002). 
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Ryals and Payne (2001) state that CRM is becoming increasingly important and that it 

includes using IT in the management of customer relations. They further emphasize 

the importance of building long-term relationships with customers since it generates 

customer retention and larger customer profitability. They describe that service 

organizations obtain a large amount of information about their clients and that this 

information can be used to build long-term relationships with customers. They state 

that the CRM systems developed for financial services usually are more developed 

and advanced than those for other sectors.  

 

Theil (2003) state that customers often have a problem formulating a qualified 

opinion regarding the different offerings. Thel (2003) suggests that marketers can 

promote insurances successfully by drawing the customer’s attention to a specific 

risk, but it is pointed that a critical factor is the mental availability of the customer; it 

is important that the customer listens and understands the information from the sales 

representative.  

 

Ryals and Payne (2001) suggest that Customer Relationship Management (CRM) can 

be used successfully as a part of the marketing strategy in the insurance industry. 

They state that the link between long-term customer relationships and higher 

customer profitability is especially present in the financial service sector.  

 

Cummins and Doherty (2006) state that insurance companies mostly use 

intermediaries to market their business insurances. They point that other common 

channels are mail, telemarketing and employees doing company visits. 
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3. Conceptual Framework 
 

3.1 Conceptualization 
 
Ruane (2005) stated that the first step towards achieving valid measurement is doing a 

proper conceptualization. Conceptualization is an important task to carry out in 

research since it is the process where the researchers clarifies what they mean and 

how the different concepts are defined in the research. Bryman and Bell (2003) stated 

that in order to provide a measurement for concepts, it is crucial to obtain an indicator 

that represents that concept. They further discussed that the indicators can be 

developed by using questions that are part of a structured or semi-structured 

interview, through observations and recording of the behaviour of individuals, by 

official statistics or by using content analysis and going through mass media content.  

3.2 Operationalization 
	  
Kumar (2005) stated that if concepts are used in the study, terms of measurability 

have to be considered. This could be done through operationalization. Ruane (2005) 

further explained this as the process where the researchers are finding the best 

empirical counterparts for the concepts after clarifying the conceptual framework of 

the research. Bryman and Bell (2011) described that the objective with 

operationalization is to define variables into measureable factors.  

3.2.1 Theoretical insight  
 
Previous research about decision criteria in the service sector proposed that the 

following factors can be used as decision criteria in the B2B insurance sector.  

 

- Quality (Bals et al. 2009; Handfield et al. 2009; Katsikeas et al. 2004) 

- Performance (Katsikeas et al. 2004)  

- Reliability (Handfield et al. 2009) 

- Flexibility (Bals et al. 2009) 

- Deductible (Cummins & Doherty, 2006) 

 

Table 1 Conceptual and operational definitions of key concepts 
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Concept Conceptual Definition Operational definition 

Decision Criteria 

 

 

Criteria that are used in the 

purchasing process to evaluate 

and compare potential 

suppliers against (Johnston & 

Lewin, 1996; Owens Swift, 

1995; Handfield et al. 2009).  

 

Standards set by 

customers against which 

insurances are evaluated 

against before taking 

purchasing decision.  

Performance “A task or operation seen in 

terms of how successfully it is 

performed” 

(oxforddictionaries, 2014) 

The degree to which the 

insurance provider 

successfully 

accomplishes to carry 

out the work connected 

to insurance claims, 

taking care of customer 

relations and treating 

customers in a good 

way.   

Quality “Conformance to 

requirements” (Crosby, 1979) 

or “ the standard of something 

as measured against other 

things of a similar kind; the 

degree of excellence of 

something” 

(oxforddictionaries, 2014) 

The standard and 

excellence of the 

insurance 

Flexibility “The ability to be easily 

modified” (oxforddictionaries, 

2014) 

The ability of the 

insurance provider to 

deliver tailored 

insurance solutions 

Reliability “Consistently good in quality 

or performance; able to be 

trusted (oxforddictionaries, 

2014) 

The extent to which the 

customer believe and 

feel the insurance will 

provide the needed and 

agreed coverage.  

Deductible “The part of an insurance 

claim to be paid by the 

The fixed cost the 

customer has to pay in 
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Table 1. Conceptual and operational definitions of key concepts 

 

Ruane (2005) described that there are four levels of measurement. Nominal level of 

measurement is when the numbers attached to the values are used to identify 

qualitative differences between values. Ordinal level of measurement is when the 

numbers are attached to the values. This can indicate a ranking or ordering of the 

values. Interval level of measurement shows the exact and equal distance between 

values and ratio level show real quantities or amounts of the variable (Ruane, 2005).   

3.2.2 Measures for key variables 
 

Table 2. Measures for key variables 

Concept Measure 

Decision criteria - Quality (Katsikeas et al. 2004; Bals et 

al. 2009; Handfield et al. (2009) 

- Performance (Katsikeas et al. 2004) 

- Flexibility (Bals et al. 2009) 

- Reliability (Handfield et al. 2009) 

- Deductible (Cummins & Doherty, 

2006) 

Customer preference - Satisfaction (Ulaga & Chacour, 2001) 

- Loyalty (Ulaga & Chacour, 2001) 

- Quality (Blocker & Flint, 2007) 

- Reliability (Blocker & Flint, 2007) 

insured; an excess” 

(oxforddictionaries, 2014) 

case of an accident that 

is covered by the 

insurance company 

occurs, in order to get 

the insurance coverage. 

Customer preference  Customer’s greater liking for 

one alternative over another 

(oxforddictionaries, 2014) 

The offering the 

customer obtains a 

greater liking towards 

and thereby prefer over 

other alternatives 
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- Price (Blocker & Flint, 2007) 

- Service support (Blocker & Flint, 

2007) 

- Trust (Blocker & Flint, 2007) 

- Personal interaction (Blocker & Flint, 

2007) 

Table 2. Measures for key variables 

 

The independent variables of the research model are the decision criteria and the 

dependent variable is customer preference. The intention is measuring the degree to 

which customer preference can be explained by quality, performance, flexibility, 

reliability and deductible.  

3.3 The research model  
 
The research model of this study is based upon decision criteria that have been 

identified in previous research within the service sector. The criteria quality, 

performance, flexibility, reliability and deductible are included. The model looks into 

how decision criteria affect customer preference, which has been suggested by 

previous researchers.  

 

Figure 2. The research model 

 

Customer	  
Preference	  

Deductible	  

Quality	  

Flexibility	  

Performance	  

Reliability	  
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Figure 2 attempts to demonstrate five decision criteria B2B customers consider when 

comparing and evaluating different offers before selecting business insurance 

provider, which in turn affects the preference of insurance provider.   

3.4 Hypothesis 
	  
Kumar (2005) suggested that a hypothesis bring clarity to the research problem. It is 

further stated that hypothesis gives the study focus, tell the researcher what data to 

collect enhances objectivity and helps in theory formulation. This study consists of 

five hypotheses, one for each criterion.  

  

H1. Quality of insurance services influences customers’ preference when choosing a 

B2B insurance provider. 

H2. Performance of insurance services influences customers’ preference when 

choosing a B2B insurance provider. 

H3. Flexibility of insurance services influences customers’ preference when choosing 

a B2B insurance provider. 

H4. Reliability of insurance services influences customers’ preference when choosing 

a B2B insurance provider. 

H5. Deductible of insurance services influences customers’ preference when choosing 

a B2B insurance provider. 
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4. Methodology 
 

4.1 Research approach 
 

Bryman and Bell (2013) defined the research approach as the overall methods and 

tools used for a specific study. Gray (2009) and Sachdeva (2009) stated that the 

purpose of the research approach is to show how the research was carried out and to 

stress the empirical foundation and scientific method on which it is built. Bryman and 

Bell (2013) specified that the methodology approach should be decided depending on 

the specific study at hand and it’s purpose. This is because different methods fulfil 

different purposes. This chapter was constructed to explain and clarify the chosen 

methodology approach for this specific study.  

4.1.1 Inductive vs. Deductive research  
 

The two most common research methodology approaches are inductive and deductive 

research (Bryman & Bell, 2013; Ruane, 2005). They explained that deductive method, 

which is the mostly commonly used of the two, is when the researcher begins with 

closely examining existing theories and based on these theories the researcher collects 

empirical data. The inductive method, on the other hand, begins with collection of 

data that is then developed and turned into theories. They further specify that the 

inductive method is more appropriate to connect to a qualitative approach whereas the 

deductive is more appropriate to connect to quantitative methodology. They described 

that deductive approach follows six logical steps; (1) collect theory regarding the 

subject, (2) create and suggest a hypothesis, (3) collect data, (4) present findings, (5) 

decide if the hypotheses was confirmed or should be rejected and finally (6) recreate 

the theory chapter. 
 

Previous research has been conducted within the field of decision criteria in the 

service sector and theories are available. The authors are in addition restrained by a 

limited amount of time to conduct the research (april-june) and this was not 

considered to be enough for an inductive study. The authors therefore chose to apply a 

deductive approach in this study. 
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4.1.2 Qualitative vs. Quantitative research  
 

The intention of this section was to discuss the two most common business science 

approaches, which according to Bryman and Bell (2011) are qualitative and 

quantitative research. Jacobsen (2010) discussed that before choosing whether to 

apply qualitative or quantitative approach to the study, the researcher need to 

carefully take the research question into consideration. He specified that depending on 

the research question of the study and whether it is a deductive or inductive study, one 

of them will be more appropriate. 

 

 Qualitative research is conducted through interviews or observations and is 

successful to use when the researcher is looking into a well-studied topic (Bryman & 

Bell, 2011). Qualitative research helps understanding a phenomena or a situation and 

can therefore be used when the researcher for instance wants to clarify what lies 

behind a specific phenomena or concept (Jacobsen 2010). It is also appropriate when 

the research needs to be open for unexpected happenings and the researcher expects a 

nuanced answer (Jacobsen 2010).  

 

Quantitative approach focuses on data in form of numbers with the objective to make 

statistical inferences and generalization based of the result of the study (Hammersley, 

2012). A quantitative method is more effective when dealing with large numbers 

(Jacobsen 2010). This approach is considered as the structured way (Kumar, 2005). 

The most commonly used tools to carry out quantitative research are through 

questionnaires or surveys, which are used to extract for instance opinions and 

attitudes (Hammersley, 2012).  

 

What determines if a study should be carried out with a qualitative or quantitative 

leading approach, is the purpose and the research question. How these are formulated 

and what the study is intended to measure should be the foundation upon which the 

decision is taken (Patel & Davidsson 2011). In order for the researcher to decide the 

study approach they should ask their self more detailed questions about the purpose of 

their study;  
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• Is the purpose is related to exploring something, quantifying or confirming a 

fact?  

• To what extent and purpose will the findings be used, is it related to policy 

formulation or to process a specific understanding? (Kumar, 2005) 

 

Within the topic of decision criteria there is a solid foundation of empirical data 

available. The researchers wanted to look into on what decision criteria a larger 

number of organizations use in the purchasing process and based on these findings 

make generalizations. Drawing general conclusions was considered to be valuable in 

this case because it would allow insurance companies in Sweden to tailor their 

marketing efforts accordingly. The chosen topic of study contained few variables, 

which were tested on a larger number of firms. The authors also desired a structured, 

formalized and controlled approach. A quantitative approach was therefore chosen.  

4.2 Research design  
 

This section was designed to clarify the emergence of the research structure as well as 

how the research question was addressed.  

 

Ghauri and Grønhaug (2005) defined research strategy as the strategy used to retrieve 

the wanted information within the limits the researcher may be constrained by. They 

further defined that such limits can for instance be linked to time or resources. 

Bryman and Bell (2013) stated that the research design provides a foundation and a 

map that shows and can help in choosing method and analyse approach to the data 

collected.  It also reflects the priority of different dimensions in the process of the 

research. Yin (2014) stated that the research design connects the research question of 

the study with the expected findings and analyses the result.  

 

Bryman and Bell (2007) defines three ways in which research design can be 

conducted. Exploratory research design can be considered a fact-finding research that 

should be used when there is a small amount of information available on the topic and 

the objective is to get a complete picture of the topic as a whole. Saunders, Lewis and 

Thornhill (2009) further defined that exploratory research should be used to a fuzzy 
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research problem. An exploratory study can be carried out by literature research, 

interviews and focus groups.  

 

Descriptive research design provides answers to the questions who, what, when, 

where and how. Casual research design looks into variables and the degree to which 

one variable is affected or can be explained by another variable (Bryman & Bell, 

2007).  

 

Saunders, et al. (2009) explain that an exploratory study design should be utilized 

when seeking to clarify a specific problem and when the problem is fuzzy and not 

exactly of it’s character. When starting with the exploratory design the researcher may 

after a while find that the study is not worth pursing. Saunders, et al. (2009) further 

suggests three ways of conducting an exploratory research; literature research, 

conducting interviews with experts and interviewing focus groups. Exploratory 

research should be adaptable to change, since the study might take a new angle as 

new information and knowledge is discovered.   

 

Descriptive research shows a precise picture of a specific phenomena, setting, 

problem or experience group or show attitudes towards an issue (Kumar, 2005). 

Ruane (2005) state that descriptive research focus on measurements and sampling, 

which in turn answers the facts of something specific such as numbers, size or what’s 

going on. Because of this, descriptive research is an appropriate but not a necessarily 

design for a study that follows a quantitative method. Kumar (2005) explains that a 

descriptive study tries to show what is occurring in relation to the problem of the 

study.  

 

Causal design is a method suitable for qualitative studies. This research design 

approach compares two or more alternatives that has already happened or been caused 

before against each other (Creswell, 2014). In a causal research one variable will 

change according to the other variable used for comparison. In order for a study to be 

causal it needs to fulfil three requirements: covariance, chronology that implies that 

the happening needs to occur before action can be taken, and finally control of the 

actions (Jacobsen, 2010) A causal design can be demanding for the researcher since 

the researcher have to be aware of actions and data over a specific time period and at 
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the same time control the current activities in order to ensure that nothing changes 

(Jacobsen, 2010).  

 

Cross-sectional design collects data over a specific time period and compares the data 

after the data collection. The data is collected from more than one respondent with the 

objective to find identify patterns from the respondents (Bryman, 2008). Cross-

sectional design is usually an extension of the descriptive design.  

 

The longitudinal design is similar to the cross sectional but it tries to measure 

something by using two or more time periods in a comparison. The longitudinal 

approach is suitable if the researcher wants to identify and measure change over time 

(Graziano & Raulin 2010). This approach is connected to the causal and should not be 

identified with a quantitative approach such as the cross-sectional design. However, a 

quantitative study can sometimes require and contain some longitudinal design 

elements (Bryman, 2008). A weakness with a longitudinal method is that it is a lack 

of guidelines of timeframe and loss of respondents in the second round is a common 

happening (Graziano & Raulin 2010; Bryman, 2008).  

 

After considering the exploratory, descriptive and the causal research approach 

designs, the authors chose to apply the descriptive method due to the fact that it is an 

appropriate method in combination with a quantitative study. The chosen descriptive 

approach tries to answer a specific problem and phenomena, which the research 

question in this study asks. A cross-sectional design was chosen as an extension over 

the longitudinal approach since the limited amount of time and resources it was 

considered most appropriate.   

4.3 Data sources 
  

Data sources are defined as what carries the information forward in a study and it can 

be divided into two different categories; primary and secondary data (Gharuri & 

Gronhaug, 2005). 

 

Bryman (2011) described that secondary data is information gathered by previous 

researchers for a study within the same field or by an authority and made public. 
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Gharuri and Gronhaug (2005) defined secondary data as information that has been 

gathered by others in order to fulfil a purpose other than the one at hand. Using 

secondary data can save researchers time and resources since then the researcher does 

not need to carry out the data collection process. Gharuri and Gronhaug (2005) 

discussed that secondary data explores and alerts the researchers upon difficulties and 

recommends different methods that can be used to solve these. They described that 

this can be a great advantage to a researcher. They pointed that since secondary data 

have been collected for another purpose than the current research problem, 

researchers must be careful when handling this data. The researcher has to make sure 

that the data meets the requirements and fulfils the purpose of the study (Hultman et 

al. 2008; Gharuri & Gronhaug, 2005).  

 

Primary data was defined as first-hand information especially collected to solve the 

specific research problem (Gharuri & Gronhaug 2005, Kumar 2005). Gharuri and 

Gronhaug (2005) stated that primary data provides first hand information about a 

particular aspect, often related to the behaviour of individuals or management 

decisions. They further stated that primary data collection requires more time and is 

expensive. They pointed that it can be difficult to get access to the targeted 

population. They also described that if the research related to a sensitive matter, there 

is a possibility that the population are reluctant to participate in the research. Using 

the proper tools, procedures and methods are important aspects to consider, because 

these matters affect the reliability of a study.  

 

Kumar (2005) discussed that in order for researchers to conduct great studies they 

must carefully handle the data collected and consider the factors that have impacted 

and determined the result of either the secondary or the primary data used. Gharuri 

and Gronhaug (2005) suggested that researchers could use a combination of 

secondary and primary data.  

 

Decision criteria in the Swedish insurance market are an area of study that has not 

received much attention from researchers. This led to that the secondary data 

available on the subject was not considered sufficient to fulfil the purpose. The 

authors therefore decided to collect primary data. Collecting primary data for this 
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study was considered being advantageous. The data will be up to date, accurate and 

thereby obtain a higher level of validly.  

 

Secondary data was however used to complement the primary data used in the study. 

The secondary data used in this study is information helping understanding the B2B 

insurance market, the various products and the regulations. The secondary data was 

gathered from websites and organizations. 

4.4 Research strategy 
 

There are different variations of research methods to apply, five of the most common 

are: experimental, survey, archival analysis, history and case study (Yin, 2014). Yin 

(2014) discuss that to successfully decide what method to use for the study, it is 

crucial that the researcher is aware of the three conditions that affect the choice of 

method. The conditions that affect are (1) the type of research question asked in the 

study, (2) the extent to which the researcher has control over the actual behaviour 

events and (3) the degree of focus on contemporary compared to entirely historical 

events (Yin, 2014). Figure 4.1 shows how the conditions relate to the methods.  

Figure 4.1 suggests that researchers should take the decision about method by 

considering three questions.  
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Table 3. Overview of different research methods 

METHOD From of research 

Question? 

Requires control of 

behavioural events? 

Focuses on 

contemporary 

events?  

Experimental How, why?  Yes Yes 

Survey  Who, what, where, 

how many, how 

much? 

No Yes 

Archival Analysis Who, what, where, 

how many, how 

much? 

No Yes/No 

History How, why? No No 

Case Study How, why?  No Yes 

 

(Yin, 2014, pp9) 
 

Experimental, survey and case study are the most commonly used methods (Patel & 

Davidson, 2011).  

 

The problem discussion and research question should determine data collection 

strategy and what population to approach (Patel & Davidson 2011, Saunders et al. 

2009). Saunders et al. (2009) suggested combining different strategies to answer the 

research questions and achieve the objectives of the research.  

 

The research question asked in this study consists of “what?” Experimental, history 

and case study was therefore not considered as optimal approaches for this research. 

This study attempts to focus on contemporary events and there is a lack of control of 

the behavioural events of the objectives. This made the historical and experimental 

approach inapplicable.  The case study and archival analysis approach was also 

disabled as alternatives since his study will follow a quantitative data collection 

approach.  
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The researchers decided that using a survey would be most suitable approach for this 

study. Using a survey allowed the researchers to collect a large number of responses 

that represents the opinions of the chosen population (Patel & Davidson 2011; 

Saunders et al. 2009). The research question in this study was searching for a specific, 

consist and short answer, and the researchers where desiring to collect information 

from a large population at given time period and place. In the following section the 

researcher will describe what method they used when collecting their data.  

4.5 Data collection method 
 

The survey method is a cross-sectional design approach that gathers information 

primary in form of questionnaires or interviews from more than one source (Bryman 

2008, Gharuri & Gronhaug 2005). The objective with gathering information from 

more than one source by using a survey is to find patterns that will lead to a 

conclusion of some sort (Bryman, 2008). Raune (2005) stated that the survey 

approach allows data gathering by asking questions. Gharuri and Gronhaug (2005) 

further suggested that there are several factors researchers have to take into 

consideration since it can affect the responses received from either an interview or a 

questionnaire. Gharuri and Gronhaug (2005) described that if a study is sponsored by 

a specific organization respondents may become more reluctant towards participating 

in the study. They stated that personal statements made by the researcher in relation to 

the importance of the study might impact the appeal. They discussed that using 

stimulus in form of financial or non-financial to reward participants can be a way to 

increase participation. They further pointed that it’s important that the researcher 

consider how the questionnaire is formatted; the format, layout and the colours used 

should be carefully considered and a covering letter setting the tone and impression of 

the research should be included with the purpose of convincing the sample frame to 

participate in the research. They also pointed that when using questionnaires it’s 

important that the respondent do not have to engage any form of expense in relation to 

participating to the study. 

 

Gharuri and Gronhaug (2005) referred to the interview process as a verbal process 

where the interviewer collects information about the interviewees’ opinions and 

believes. Ruane (2005) stated that interviews allow a personal connection as the 
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questions are asked face to face or via telephone. In order for the interview to be 

successful, it is important that the interviewer is competent and knows how to conduct 

interviews properly. Ruane (2005) defined that the interviewer has to be able to create 

a good atmosphere and make the respondents feels comfortable. Gharuri and 

Gronhaug (2005) discussed that interviews give the respondents a possibility to 

express feelings and answer more according to their own beliefs since the answers are 

not already pre-determined as they are in a questionnaire. They further defined that in 

an interview, the interviewer can ask for further elaboration or use follow-up 

questions. They specified that interviews are more appropriate to use in relation to 

qualitative researches and questionnaires are more appropriate to use for quantitative 

studies.  

 

Raune (2005) stated that by using surveys in form of questionnaires the researcher 

could save time and resources. A questionnaire does not require the same personal 

contact with the respondent as an interview does. Ruane (2005) discuss that a great 

questionnaire can extract more private and personal answers from the respondents, 

since the respondent will feel more anonymous compared to in an interview.  

 

Questions about attitudes, believes and opinions have to be carefully formulated. 

Ruane (2005) further stated that low response rates could be a problem with 

questionnaires; it is generally lower than 30 %. Ruane (2005) further specified that 

interviews, on the other hand have a response rate generally higher than 80 %.   

 

The defined scope of population was large and the researchers were aiming to reach 

out to 500 managers of the chosen companies. The research question and purpose of 

the study was considered as narrow and specific. The authors therefore decided to use 

the survey method and carry out the research by using questionnaires. 496 companies 

within the chosen industries were randomly selected. The questionnaire was sent by 

email to the CEO and/or managers of the companies. The tool SurveyMonkey was 

used.  

 

In order to get as high response rate as possible, emails were only sent addressed to 

specific manager’s email addresses.  
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The respondents received an email (see appendix 2) together with a link to the survey. 

After four days a reminder email was sent out to all the managers who had not 

responded to the questionnaire. Two days later the authors collected the answers and 

closed down the link to the survey. 

 

112 responses were received, which gave a response rate of 22.6%. One survey was 

unanswered and could therefore not be used in the study. The effective response rate 

was 22.4%, 111 responses. 

4.6 Survey design 
 

In order for a questionnaire to be successful and to decrease the number of unusable 

or uncompleted documents, it is crucial that the design of the survey is considered 

carefully. Bryman (2008) suggested that a survey should be as short and concise as it 

possibly can be but still fulfilling its purpose and retrieving the needed level of 

information. Graziano and Raulin (2010) discussed the importance of clear 

instructions in a survey. The questionnaire should start with a brief and descriptive 

introduction of the study. They describe that the language used have to be carefully 

considered by the researchers and assuring that ambiguous and it is important that the 

researchers makes sure that misleading or ambiguous statements are not included. 

Gharuri and Gronhaug (2005) stressed the importance of considering the language in 

the questionnaire. It is important that the researcher takes into consideration that the 

data will be collected from a large number of individuals within a chosen sample 

frame. The language used should therefore be adjusted to suit the sample frame 

examined to minimize the risk for misinterpretations. Gharuri and Gronhaug (2005) 

stated that before sending out the questionnaire, the researcher should consider if all 

the questions posted are necessary and fill the desired function.  Whether the 

questions can be misinterpreted should also be considered. They further stated that the 

researcher should estimate and specify how long time the questionnaire will take for 

the respondent to complete.  

  

Bryman (2008) suggested that the presentation and the design of the survey should 

look professional and be easy to answer and complete for the respondents. He further 
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suggested adopting appropriate spacing and font; bold and/or italic writing will for 

instance impact the impression of the questionnaire.  

 

Gharuri and Gronhaug (2005) stated that open questions where the respondent is free 

to write what they want could cause difficulties when coding and categorizing the 

answers. They further stated that the alternative is to pose closed questions. In this 

setting the respondent usually ticks a box that to some extent describe opinion or a 

current state. The consciousness of the answers and the requirements to answer the 

research question should be considered when developing the questions.  

 

Bryman (2008) also stressed the importance of specifying and being clear about how 

many response alternatives the respondent should choose. It should also be specified 

how the respondent should answer the questions. Ticking a box or underlining an 

alternative can for instance do this. Specifying this maximizes the accuracy of the 

questionnaire and decreases potential loss of information (Bryman, 2008).  

 

This study was carried out with a survey, more specifically with a questionnaire 

consisting of closed questions. Closed questions were chosen since the authors wished 

to extract the degree to which the respondent agreed with the statements posted in the 

questionnaire. A 1-7 interval scale was used. 1 represented strongly disagrees and 7 

strongly agree. The questionnaire consisted of 21 questions and the respondents could 

only choose one alternative on the scale. 

 

Every decision criteria considered in the study was asked about three times in order to 

increase validity. Three questions connected to customer preference were also posted 

in the questionnaire. The survey began with an introduction where the study was 

presented in brief and the authors explained the objective of the survey. It was also 

specified that it would take the respondent approximately two minutes to complete the 

questionnaire and the respondents were given instructions of how to answer the 

questionnaire. In order to minimize the amount of uncompleted and unusable 

questionnaires, the researchers decided to use a function that required the whole 

questionnaire to be completed before sending it in. 
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Back translation procedure was used to translate the survey to minimize the risk of the 

translated survey having a different meaning than the original. The survey was written 

in English, and then translated to Swedish by the authors. It was then given to a 

Swedish and English speaking person who translated it back to English and finally to 

another Swedish and English speaking person who translated it to Swedish. 

4.7 Sampling 
 

Patel and Davidson (2011) stated that when conducting a survey study it is important 

to define who is examined and who is not, which is defined as the population. Census 

survey approach reviews a whole population, which include all people of a specific 

region (Oghazi, 2014; Ruane, 2005). This approach is unusual since it’s difficult and 

demands a lot of time and resources.  

 

Another way to conduct the research is by selecting a sample. This is a selected group 

that represents the population by providing representable data. Saunders et al. (2009) 

stated that when a research question covers a large population the reason to select a 

sample becomes attractive to a researcher. Patel and Davidson (2011) argued that 

when choosing to do a sample selection it is important to define who is selected and 

on what bases this specific population was chosen. If the sample is conducted 

correctly it can then represent a specific population. Gharuri and Gronhaug (2005) 

defined two beneficial reasons for choosing a sample in a quantitative study, which 

are the financial and timely aspects. The important fact is that the sample selected will 

be a representative group of a defined population.  

 

Raune (2005) point that most population areas are heterogeneous and have a great 

diversity between each other, which poses a challenge for researchers. If for example 

sampling a specific workplace or school the diversity in social class, religion, age, 

background etc. will be significant which will have an impact on the response and 

data collected. Raune (2005) further defined that even though this might be a 

disadvantage when conducting a survey research, there are ways to enable the 

answers and researcher objects so it becomes as accurate as possible.  
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The size of the group will matter as well. Raune (2005) specifies that if the population 

is as big as one million the sample should contain 0.0025 per cent, while if the 

population is 500 the sample frame should be about 50 per cent. Bryman (2008) 

further stated that if a population suffers from a high degree of heterogeneity, the 

sample frame should be larger.  

 

Sampling was chosen since it was not considered possible to study all elements of the 

population due to the time, experience and resource restrains.  

4.7.1 Sampling frame  
 

Gharuri and Gronhaug (2005) defined the sample frame as the total element where the 

selection will be drawn from. Oghazi et al. (2009) further discussed this as the 

complete list of possible objectives where the selected individuals are drawn from. In 

order for the research to contain a high standard, having an up to date and accurate 

sampling frame becomes important and crucial. A common existence in database 

frames provided to draw a sample selection is the inaccuracy of information, and 

exclusion of objectives. If this is the case the research can be invalid and criticised 

since it cannot represent the total population chosen.  

 

The chosen sample frame was northern Swedish SMEs. Companies in the 

municipality of Sundsvall and north were included. Small and medium sized 

companies are defined within the EU as those with less than 250 employees or a 

turnover less of EUR 50 million (ec.europa.eu). However, in this study SMEs are 

defined as companies with less than 50 employees. This sample size was decided 

together with the sales manager of Dina Försäkringar Nord (personal communication, 

2014-04-08). The sales manager described that the biggest B2B market of insurance 

companies in Sweden are the companies with less than 50 employees. He further 

suggested that the EU definition is not accurate for the Swedish insurance market and 

therefore it was necessary to redefine this for this study. 

 

The sampling frame selected for this study is northern Swedish companies with less 

than 50 employees within crafts, building, logistics, IT, technology and 

manufacturing and construction industries. These industries were chosen because the 

authors wanted to exclude for instance restaurants, cafes and hair dressing salons from 
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the study and look at industries more similar. This was considered making the 

conclusions and the generalizations drawn from the data more valid.  

4.7.2 Sample selection 
 

Selecting the right population for the sample frame when using a survey is an 

important process since these will represent a specific group of people (Bryman, 

2008).  There are different selection methods that can be applied depending on what 

the researcher prefer, but the two most common ones are independent random sample 

selection and cluster sampling in different steps according to Bryman (2008). The 

random sample selection is the most basic one, which includes that every element of a 

specific population has a chance to be selected to the sample frame. Saunders et al. 

(2009) further suggested using an online random number generator, a computer or 

random number tables to assess the sample in this method. 

  

Bryman (2008) defined cluster sampling as a process that divides the whole 

population into clusters, where a second division takes place at least one more time. 

This approach is suitable to apply if the survey method is based upon conducting 

interviews. Saunders et al. (2009) stated that once the population have been divided 

into clusters, the researcher view these as one group rather then individuals and 

thereby examines the whole group within chosen cluster.  In this approach the 

researchers can choose how they cluster and divide the population; they can for 

instance do it geographically, which will facilitate the whole study in form of time 

and resources (Oghazi, 2013; Bryman, 2008). Saunders et al. (2009) stated that this 

approach usually suffers from a higher degree of inaccuracy since the samples are 

divided into categories, which have the same characteristics.  

 

In this study a random sample selection was adopted. Lists of northern Swedish 

companies within the selected industries were used. 496 companies were randomly 

selected by the authors and included in the study. This was done since it was not 

possible for the authors to contact all companies within the chosen industries. In all 

the selected companies a relevant manager was selected, to whom an email with the 

survey was sent.  
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4.8 Data analysis method 
 

Saunders et al. (2009) discussed that analysing collected data from a quantitative 

study is an important part of the research process. It is necessary to convert the 

numbers or answers extracted from the research through an analysis in order for it to 

mean anything.  

  

Patel and Davidson (2011) stated that when dealing with a quantitative study the 

analysis section is related to statistics. Gharuri and Gronhaug (2005) defined that 

statistics include complying and analysing data with the objective of drawing a 

conclusion. Saunders et al. (2009) argued that the analysis connected to the 

questionnaires are extremely important since it provides an opportunity to put the 

respondents answers into computer programs that can convert the data into 

meaningful information. They further point that this can be achieved without having 

to draw presentation-quality diagrams or calculate the statistics by hand. 

  

Descriptive statistics provides the researcher with a chance to summarize, describe 

and compare variables numerically (Oghazi et al. 2012; Patel & Davidson 2011; 

Saunders et al. 2009; Gharuri & Gronhaug 2005; Ruane 2005). Descriptive statistics 

in addition shows the characteristics of the data reported (Oghazi 2009). 

  

Brace et al. (2012) state that descriptive statistics can help measure two important 

aspects of a study; the central tendency and the standard deviation. The most common 

measure of the central tendency is the mean value that represents the average value of 

all the respondents related to one variable. The standard deviation shows the variety 

among the respondents (Brace et al. 2012, Hair et al. 2007). If the standard deviation 

is high, it indicates that the variability among samples responses is high. If it is lower 

the sample have more similar responses (Oghazi et al. 2012; Brace et al. 2012). 

  

Gharuri and Gronhaug (2005) defined correlation analysis as way of assessing the 

similarities between different variables. Brace et al. (2012) further elaborates that the 

analysis measures the relationship between these variables. A correlation analysis 

does not provide or state the dependent respectively the independent variable, it 

simply only shows the relationship between these two variables thereby does not 
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imply the cause of the relationship. By using Pearson Correlation the researcher can 

assess if the relationship between the variables are parametric and linear. The results 

will yield a number between -1 and 1. Bryman and Bell (2011) further stated that 

number 1 states a perfect relationship between the variables and 0 states no 

relationship between the variables.  

 

Pallant (2010) further explained that Pearson shows if the relationship is positive or 

negative. A positive correlation predicts that as one variable increase the other will 

follow, and if the correlation is negative it predicts that as one variable increase the 

other will decrease. Brace et al. (2012) further stated that the value indicates if there is 

a strength or weakness between the correlations of the variables. Values between 0 

and 0.2 are considered week, 0.3 and 0.6 mediums and 0.7 to 1 strong. 

  

Regression analysis helps the researcher understand the respondent’s score on one 

variable in relation to how they scored on another variable (Brace et al. 2012). If there 

is only one independent variable the regression analysis should be bivariate and if 

there is more than one, the researcher should conduct a multiple regression analysis. 

Brace et al. (2012) further stated that having more than one independent variable is 

suitable when researcher likes to measure behavioural events, actions and emotions. 

  

Brace et al. (2012) stated that a multiple regression analysis looks into the relationship 

between the dependent variable and the independent variables, which it allows the 

researcher to seek clarity in the relationship by using a score. By using multiple 

regression and ANOVA the researcher tries to find the reason for variance in the 

scores complied. ANOVA is a measurement that provides a more specific in detailed 

result in multiple regression, where the variance between the independent variables 

are measured against the once that cannot be declared. 

  

The R square tells us how well the researcher can predict the dependent variable by 

knowing the independent and predictor variables. Brace et al. (2012) further stated 

that the R square tends to overestimates the model especially if the sample is small. 

The adjusted R square gives a more accurate measure since it accounts for all the 

predictor variables in relation to the number of participants. 
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Regression coefficients measure the affect that the independent variables have on the 

dependent variable. The Beta shows how much the each variable contributes to the 

model in relation to the standard deviation. If the independent variables SD will 

increase with 1, the Beta value will predict the dependent variable to increase with the 

Beta scored for that specific independent criterion. 

 

Brace et al. (2012) stated that the probability value of a study is called the 

significance level. The criterion for significance is set at a level of 0.05, which 

indicates and determines if the hypothesises stated in the study will be accepted or 

declined.  If the significance levels arise to a higher value the hypothesis should be 

rejected and if it is less the hypothesis should be accepted, the researcher can thereby 

state that the result is statistically significant.  

 

Oghazi (2009) discuss that in order to understand the shape of the distribution, finding 

the skewness measure is an advantage. If the skewness stretches towards one of the 

tails the distribution is considered to be skewed. If it is skewed to the left it is negative 

and to the right it is positive (Oghazi, 2009). Kurtosis is a measure for the peakedness 

or flatness of the distribution (Hair et al. 2007). When the kurtosis is 0 the curve is 

considered normal. A higher kurtosis score means that the distribution is peaked and a 

negative kurtosis score means that the distribution is flat.  

 

When the data had been collected the results where analysed using IBM SPSS 

statistics 21. In order to get an overview of the data collected the authors conducted a 

frequency analysis where they also estimated the standard deviation and calculated 

the mean value of each item. In order to test the relationships between the variables a 

correlation analysis was then conducted and after that significance test ANOVA was 

carried out. Since the study consists of more than one independent criterion the 

multiple regression analysis was used in order to establish the extent to which the 

dependent variable was predicted by the independent variables. The authors furthered 

considered to assess the kurtosis and the skewness of the questions posted in the 

questionnaire, which they decided to not to include due to time limitations.  
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4.9 Quality criteria 
	  
	  
There are three major categories of validity related to questionnaires; content validity, 

construct validity and criterion validity (Saunders et al. 2009). This chapter was 

constructed to show how these were addressed when conducting this research.  

4.9.1 Content validity  
 

Content validity is related to the measurement of a specific study. Content validity 

includes whether the questions posted in the questionnaire provides a reasonable 

coverage to the research questions and measures what it was intended to measure 

(Saunders et al. 2009; Kumar, 2005; Ruane, 2005). Content validity can be addressed 

by either utilizing the literature review and carefully defining the research by a 

discussion with other people or by using a panel of individuals that can help judge 

whether the measurement questions are absolutely essential and needed (Saunders et 

al. 2009).  

 

In this study content validity was addressed by carrying out a pre-test of both the 

research model and the questionnaire before sending it out to the sample. The 

research model was pre tested with help of two lectors at Linneaus University. The 

authors first sent a draft of the research model, then a discussion was held after which 

feedback was received. It was reviewed once more and then approved. The authors 

developed the first draft of the survey, which was then discussed with the business 

manager of Dina Försäkringar Nord. When the first draft of the survey had been 

developed, one lector at Linneaus University approved it. Two Swedish company 

owners within the chosen industries then tested it. These company owners answered 

the questionnaire and gave feedback before it was sent out to the sample. The two 

company owners suggested that the questions could be more challenging and cover 

other topics, but this was not possible to adopt since it was necessary that the 

questionnaire asked about the research model and the authors did not want any 

unnecessary questions included. The survey was then sent to the sample.  
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4.9.2 Construct validity  
	  
Saunders et al. (2009) discussed that construct validity shows the measurement 

questions ability to measure the construction the research wants to answer. Kumar 

(2005) further stated that construct validity establishes the validity of an instrument.  

 

Ruane (2005) discussed that construct validity can be measured by creating one or 

more hypotheses that are based on reviewed theory. He further explained that a 

hypothesis predicts whether there is a relationship between two or more variables. He 

pointed that if the hypotheses are proven accurate the study can claim having 

construct validity. Ruane (2005) further stated that construct validity is difficult and 

time-consuming for researchers to address.  

 

Hypothesis including the relationship between the criteria and customer preference 

were developed.  After the data collection construct validity was addressed by testing 

the hypothesis. Three hypotheses were confirmed and two were rejected.  

4.9.3 Criterion validity  
 

Ruane (2005) defined criterion validity as the empirical evidence that demonstrates 

the validity of the measures. He pointed that it includes whether the measurement 

question in the questionnaire can make reasonable and accurate prediction of result. 

Saunders et al. (2009) suggested that researches address criterion validity by using a 

statistical analysis tool in form of comparing the collected data with the criterion. 

Criterion validity is a type of validity whereby the scale or measure of interest is 

correlated with a criterion, which is some external standard (Nolan & Heinzen 2007). 

The researchers conducted a correlation analysis in order to assess the relationship 

between the variables and to ensure that they where measuring different things.  

4.9.4 Reliability  
 

Ruane (2005) suggested that a study could be considered reliable when it generates 

the same results continuously without fluctuation or drastically change. There are two 

ways of assessing reliability in a study; the internal consistency approach and parallel 

forms of the same test (Kumar, 2005; Ruane, 2005). 
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Kumar (2005) and Ruane (2005) stated that reliability established by using internal 

consistency procedure should be used when researchers want to measure attitudes 

towards an issue or phenomena. Ruane (2005) stated that this approach explains the 

consistency of items in relation to each other and thereby shows the reliability. He 

further pointed that this method is time consuming but effective since it yields a high 

reliability to a study.  

 

Brace et al. (2012) stated that one way of assessing the internal consistency is by 

correlating items with each other. Bryman and Bell (2011) stated that Cronbach’s 

alpha is a common used test to ensure the internal reliability of measurements that is 

used with help of computer programs. An alpha value will vary between 1, which 

states a perfect internal reliability and 0, which indicates no reliability at all. 

Langdridge and Hagger-Johnson (2009) further stated that questions with scales that 

require the respondent to think inward and carefully consider what to respond tend to 

yield a lower alpha. They further stated that an acceptable alpha value should usually 

have score of no less than 0.7, however values of 0.6 can sometimes be considered 

acceptable.  

 

The second approach is the parallel forms of the same test with the objective to 

measure something twice and then assesses the difference between these two times 

(Kumar, 2005; Ruane, 2005). If the results yield a differing ratio, it is an indication of 

unreliability (Kumar, 2005; Ruane, 2005).  This approach is based on a procedure that 

includes developing two different instruments to measure something and approaching 

two similar populations with these different instruments. If both instruments yield 

similar result, the reliability can be considered high (Kumar, 2005; Ruane, 2005).  

 

The parallel forms of the same test approach were considered disadvantageous to use 

since it would have required the creation of different instruments or testing in two 

different periods. This would have been more time consuming to pursue and required 

more knowledge compared to the chosen method. 

 

Three similar questions about each criterion were posted in the questionnaire and 

since each criterion was considered three times by the respondents, the reliability and 

stability of the measure were increased. By using Cronbach’s alpha the authors could 
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ensure that the research was internally consistent. The alpha value of each item is 

further presented in the result section.  
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5. Decision criteria influencing customer preference  

5.1 Descriptive findings and data examination 
	  
In order to get an overview of the responses received the authors conducted frequency 

statistics in SPSS. Figure 6 presents the questions posed in the questionnaire divided 

by each independent variable (performance, quality, reliability, deductible and 

flexibility). The distribution of responses box presents the scale the respondents could 

chose from and the scale properties refer to the mean value and standard deviation. 

The percentage in the distribution of responses boxes represents the frequency level 

of each question in relation to the scale.  

Table 4 Descriptive statistics of different decision criteria in the B2B insurance sector 

 
Questions Distribution of responses Scale 

properties 
  1  2 3 4 5 6 7 Mean SD 
Reliability 
Q9 
Q10 
Q19 

 
0.9% 
0.9% 
0.9% 

 
- 
- 
0.9% 

 
1.8% 
0.9% 
2.7% 

 
2.7% 
2.7% 
13.5% 

 
4.4% 
0.9% 
13.5% 

 
14.4% 
8.1% 
35.1% 

 
75.7% 
86.5% 
33.3% 

 
6.56 
6.73 
5.77 

 
0.997 
0.873 
1.257 

Deductible 
Q13  
Q14 
Q21 

 
- 
0.9% 
3.6% 

 
4.5% 
7.2% 
4.2% 

 
7.2% 
8.1% 
9% 

 
18% 
23.4% 
60.4% 

 
18% 
13.5% 
9.9% 

 
27.9% 
23.4% 
8.1% 

 
24.3% 
23.4% 
4.5% 

 
5.31 
5.05 
4.11 

 
1.432 
1.595 
1.194 

Flexibility 
Q11 
Q12 
Q20 

 
- 
- 
- 

 
1.8% 
1.8% 
- 

 
0.9% 
1.8% 
4.5% 

 
23.4% 
13.5% 
22.5% 

 
12.6% 
6.3% 
17.1% 

 
27% 
30.6% 
34.2% 

 
34.2% 
45.9% 
21.6% 

 
5.65 
6.00 
5.46 

 
1.291 
1.236 
1.189 

Customer  
preference 
Q1 
Q2 
Q15 

 
 
- 
- 
- 

 
 
2.7% 
2.7% 
0.9% 

 
 
4.5% 
5.4% 
4.5% 

 
 
17.1% 
16.2% 
15.3% 

 
 
21.6% 
18.9% 
11.7% 

 
 
32.4% 
30.6% 
38.7% 

 
 
21.6% 
26.1% 
28.8% 

 
 
5.41 
5.48 
5.69 

 
 
1.275 
1.327 
1.291 

Quality 
Q5 
Q6 
Q17 

 
8.1% 
- 
0.9% 

 
10.8% 
0.9% 
0.9% 

 
5.4% 
0.9% 
2.7% 

 
33.3% 
1.8% 
6.3% 

 
15.3% 
- 
15.3% 

 
10.8% 
14.4% 
25.2% 

 
16.2% 
82% 
48.6% 

 
4.34 
6.72 
6.05 

 
1.781 
0.777 
1.231 

Performance 
Q7 
Q8 
Q18 

 
0.9% 
- 
0.9% 

 
- 
0.9% 
0.9% 

 
0.9% 
0.9% 
2.7% 

 
1.8% 
6.3% 
6.3% 

 
- 
6.3% 
15.3% 

 
9.9% 
20.7% 
25.2% 

 
86.5% 
64.9% 
48.6% 

 
6.76 
6.40 
5.02 

 
0.823 
1.021 
1.395 
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 5.2 Cronbach’s Alpha  
 
Table 5. Cronbach's alpha of the variables 

	  
Name Cronbach’s alpha N of items  

Customer preference 0.867 3  

Reliability 0.606 3 

Quality 0.636 2 (6.17) 

Deductible 0.713 3 

Performance 0.606 3 

Flexibility 0.772 3 

 

When testing the Cronbach’s of the items, they were all accepted at a level of 

minimum 0.6. The items related to quality were initially not accepted, but when 

question nr. 7 was removed the alpha was accepted. The authors can thereby claim 

that all criterions are considered reliable.  

5.3 Correlation analysis  
 

Table 6. Correlation analysis of the variables 

	  
 Performance Reliability Quality Preference Flexibility Deductive 

Performance 

Pearson Correlation 

 

1 

     

Reliability  
Pearson Correlation 

 

.256 

 

1 

    

Quality  
Pearson Correlation 

 

.350 

 

.309 

 

1 

   

Preference  
Pearson Correlation 

 

.013 

 

.641 

 

.241 

 

1 

  

Flexibility  
Pearson Correlation 

 

.471 

 

.377 

 

.376 

 

.412 

 

1 
 

Deductive  
Pearson correlation  

 

.425 

 

.359 

 

.249 

 

.255 

 

.526 
 
1 
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The correlation analysis shows that all variables measured against there own variable 

where accepted. Quality vs. Performance, Flexibility vs. Performance, Deductive vs. 

Performance, Reliability vs. Quality, Reliability vs. Flexibility, Deductive vs. 

Reliability, Flexibility vs. Quality, Flexibility vs. Customer Preference, and 

Flexibility vs. Deductive have all a moderate strong correlation since they scored 

between 0.3 and 0.6, therefore are considered to have a moderate relationship. 

Performance vs. Reliability, Customer preference, vs. Performance, Customer 

preference vs. Quality, Deductive vs. Quality and Deductive vs. Customer preference 

are showing a week correlation since they scored below 0.3, therefore their 

relationship are considered weak. Customer preference vs. Reliability is showing a 

strong correlation over 0.6, which indicates a strong relationship between the 

variables. Since the correlation does not score higher than 1 the authors interpret the 

correlation as accepted and concludes that the variables are not measuring the same 

thing.   

5.4 Regression analysis  
 

The variables with significant correlation with the dependent variable, customer 

preference, are included in the multiple regression analysis.  

 

The value of the adjusted R Square is 0.489, which means that 49% of customer 

preference depends on the independent criteria reliability, flexibility, quality, 

performance and deductible. 51% of customer preference is thereby explained and 

dependent on other criteria not presented in this study. Table 7 shows the regression 

coefficients for the independent variables that were included in the research model.   
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Table 7. Regression analysis of coefficients 

	  
Variable Beta Sign Result  

H1  0.328 0.541 Hypothesis rejected 

H2 -0.301 0.000 Hypothesis confirmed 

H3  0.319 0.000 Hypothesis confirmed 

H4  0.586 0.000 Hypothesis confirmed  

H5  -0.007 0.931 Hypothesis rejected 

 

H2 performance, H3 flexibility and H4 reliability is significant predictors and 

indicates a relationship towards customer preference. H1 quality and H5 deductible 

are not significant predictors, therefore the hypotheses where rejected. The beta value 

indicates that H4 reliability has a large impact on customer preference countered with 

H5 deductible that has a low beta value and thereby does not imply a specific impact 

on customer preference.  

5.5 Decision criteria in the business insurance sector 
	  
Figure 3. Overview of the confirmed and rejected hypothesis of the research model 

	  

	  
 

Customer	  
Preference	  

Deductible	  

Quality	  

Flexibility	  

Performance	  

Reliability	  
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The authors interpret the result by looking at the three confirmed hypothesis as key 

decision criteria affecting insurance provider preference of business customers.  

 

The findings indicate that there is a relationship between the criteria performance, 

flexibility and reliability towards customer preference. These criteria affect the choice 

of insurance provider and are viewed as the once that are most important for 

companies to consider when selecting business insurance. The result shows that 

reliability has the biggest impact on customer preference. The authors suggest that 

insurance companies should emphasize these criteria in order to gain competitive 

advantage, since these are the criteria that the customers perceive as the most 

important when selecting insurance provider.  

 

The result shows no relationship between deductible and quality towards customer 

preference.  

 

Bals et al (2009) suggest that purchasing success depend on the main criteria quality, 

cost, flexibility, time and supply security. Not all the criteria Bals suggest is included 

in this study, since they were not considered suiting for the study.  

 

Quality and flexibility are included and this study but the result shows no relationship 

between quality and customer preference. It is on the other hand confirmed that 

flexibility impact the preference of B2B insurance customers. The reason for this 

result could be due to the fact that insurance is such a complex and high-risk 

purchase. It could also be due to the fact that the quality of services are important to 

customers, but objectifying a standard of the quality of a service is difficult (Crosby & 

Stephens, 1987). The authors believe that in especially the insurance market quality is 

hard to assess and that purchasers rather focus on other criteria that are more 

important for this type of service.  

 

Business owners in Sweden seem to be concerned with the situation that may occur in 

an insurance claim situation and wish to reduce the perceived risk. It is possible that 

this is the reason why companies put a bigger focus on the criteria related to the work 

the insurance provider would carry out in an insurance claim situation. Customers 

simply wish to reduce this risk by having an insurance provider that besides flexible 
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also is reliable and who can deliver high performance. Crosby (2002) states when 

marketing corporate insurances companies should focus on creating long-term and 

collaborative relationships with customers that are based on mutual trust. This 

indicates that the insurance providers should focus on building trust among buyers, 

which states that the customer emphasizes the importance of reliance and confidence 

among insurance providers.  

 

Since flexibility, reliability and performance are the criteria the customers focus on 

when choosing insurance provider it would be beneficial for the companies to focus 

on these. Customers using these decision criteria will look for an offer that matches. If 

the insurance provider displays these criteria in the marketing message the customers 

will immediately perceive the offer as suiting and valuable.  

 

Knowing what the customer’s value is crucial for success and anticipating the value 

drivers are an important task to engage in. Anticipating what customer’s value will in 

turn be a driver for satisfaction and loyalty. Emphasizing what the customers believe 

is an important part of having a market oriented and market driven organization, 

which in turn is important to have in order to be successful in the market. It is 

therefore suggested that performance, flexibility are emphasized in the marketing 

efforts and also when selling.  

 

Due to the focus the customers put in these criteria, they are also the ones they will 

want to discuss with the sales representative of the insurance provider. It is also what 

will have the biggest impact and contributes to competitive advantage regarding 

marketing. When using these criteria to build a long-term marketing strategy it will 

help insurance provider to retain customers, build long-term relationships with the 

customers and get loyal customers. This will in turn lead to a bigger profitability of 

the organization.  

 

It is suggested that if Swedish insurance providers focus on delivering high quality 

regarding these four criteria in order to gain competitive advantage. This should be 

done by firstly tailoring the offerings accordingly and secondly by emphasizing these 

criteria when communicating the offering to the market by sales and marketing 

efforts.  
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Insurance provider obtaining an advantage regarding other aspects and criteria, not 

wanting to emphasize the suggested ones can also utilize this information. Knowing 

on what grounds and what criteria the customers use to evaluate and compare 

competing offers also gives the insurance provider the opportunity to bring forward 

new criteria. Organizations wishing to compete on other criteria than performance, 

flexibility and reliability have the opportunity to work with changing the customer’s 

criteria and bring forward new, advantageous criteria. By utilizing this strategy 

insurance providers can also gain competitive advantage. When working with 

changing the customers decision criteria and bringing forward new criteria, it is 

important for organizations to consider at what stage in the purchasing process they 

approach the customers. It is suggested that the customers are approached in the pre-

purchase stage, before the customers have developed decision criteria. It is in this 

stage that companies can work most successfully with changing criteria and bringing 

forward new.  

 

From a purchasing organization’s perspective, it could be beneficial to consider the 

Kraljic’s matrix when purchasing business insurance. It should be analysed where in 

the matrix the insurance purchase is currently positioned and how the purchasing 

practices regarding the purchase are carried out. Then they can develop a strategy for 

the purchase and decide where in the matrix they want the purchase to be positioned. 

This will lead to an understanding for how the purchasing practices should be carried 

out in order to have more profitable purchasing practices.  
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6. Conclusion 
 

6.1 Academic implications 
 
The purpose of this study was to identify key decision criteria that small and medium-

sized enterprises (SMEs) in Sweden use to compare and evaluate B2B insurances 

before taking a purchasing decision, which leads to the understanding of what 

criteria affect customer preference. 

 

The research question examined in the study is what key decision criteria do SMEs 

use when purchasing business insurance? 

 

The findings indicate that there is a relationship between performance, flexibility, 

reliability and customer preference. These criteria affect customer preference and the 

choice of business insurance provider. They are therefore interpreted as the key 

decision criteria that SMEs use when purchasing business insurance. The result 

showed no relationship between deductible, quality and customer preference.  

 

The study concludes that flexibility, performance and reliability are key decision 

criteria business customers’ use when purchasing B2B insurances.  

 

6.2 Managerial implications 
 
Knowing what the customer’s want and what they value is crucial for success. 

Anticipating customer value drivers are an important task for organizations to engage 

in in order to understand what the customer’s value. Anticipating what customer’s 

value will in turn be a driver for satisfaction and loyalty. Insurance providers wishing 

to enhance performance should put effort into being market oriented in order to 

increase performance.  

 

This study suggests that flexibility, performance and reliability are the key criteria the 

customers use when choosing business insurance provider. It would therefore be 
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beneficial for the insurance providers to focus on them as well. Customers using these 

decision criteria will look for an offer that matches and the insurance providers should 

therefore display them in the communication with the customers. If the insurance 

provider displays these criteria in the marketing message, the customers will perceive 

the offer as suiting and valuable.  

 

Due to the focus the customers place in these criteria, they are also the ones that they 

will want to discuss with the sales representative of the insurance provider. It is 

suggested that performance, reliability flexibility are emphasized in the marketing and 

sales efforts. These criteria will, when included in the marketing strategy, impact and 

contribute to competitive advantage.  

 

When using these criteria to build a long-term marketing strategy it will help 

insurance providers to retain customers, build long-term relationships with the 

customers and build customer loyalty. This will in turn lead to a larger profitability of 

the organization.  

 

The authors suggest that Swedish insurance providers should focus on delivering high 

quality and excellence regarding these four criteria in order to gain competitive 

advantage. It is suggested that this is done by tailoring the offerings accordingly and 

by emphasizing these criteria when communicating the offering to the market.  

 

It is further suggested that organizations purchasing business insurance consider the 

Kraljic’s matrix. Companies can use this to analyse where in the matrix the insurance 

purchase is currently positioned. Then the organization should consider where in the 

matrix they want the purchase to be, decide how they want the purchase to be 

positioned and develop a strategy for how to reach this objective. This will give 

organizations an opportunity to carry out purchasing practices related to business 

insurance more profitable.   
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6.3 Limitations 
 

This study’s main limitations included the low cronbach’s alpha score, in one of the 

independent variables, premium. This resulted in that the authors had to remove this 

item and not include it in the study since it was not considered reliable. Another 

independent variable that had a low cronbach’s alpha was the item quality. When the 

authors removed one of the questions related to this item it became reliable and was 

therefor included in the study. The authors considered that to be a limitation due to 

the fact that the reliability related to this item was not perfect.  

 

This study did not include the cultural aspects that might have had an impact on the 

result. Considering the operationalization process and conducting this thoroughly is 

extremely important, which is something that could have been developed further in 

this study in order to receive better measures. This would have in turn increased the 

validity and the reliability of the study.  

 

This study included similar, yet still different industries. This may have impacted the 

result, since the different industries might value different things in B2B insurance. 

Another limitation of the study is that it included businesses located in the north of 

Sweden. 

6.4 Further research 
 
Insurance premium are according to Cummins and Doherty (2006) used by B2B 

customers as decision criteria. Insurance premium was initially a part of this study but 

due to a low Cronbach’s Alpha score it was not considered to be reliable enough to 

conduct an analysis with.  

 

The insurance premium is defined as “an amount to be paid for a contract of 

insurance” (oxforddictionaries, 2014). Berry-Stölzle and Born (2012) suggests that 

the insurance premium is based on the value of all the costs related to the customer, 

for instance expected losses, sales expenses, underwriting expenses, taxes and any 

other costs. They further define that if the insurer change the premium, that change in 
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turn reflects a change in one or more of the other factors; for instance expected losses 

or sales expenses.  

                                                  Conceptual definition                  Operational definition 

 

 

 

 

Table 8 conceptual and operational definitions of insurance premium 

 

Theil (2003) suggests when facing an insurance purchase, customers weigh the 

insurance premium against the potential future loss before deciding.  

 

The result from this study showed that there was no relationship between insurance 

premium and customer preference. It would be interesting to look further into this and 

perhaps even conduct a study including a ranking of the criteria to confirm that 

Swedish B2B insurance customers actually do not believe that price is important 

criteria when choosing insurance. The importance of conducting a thorough 

operationalization and having proper measures cannot be stressed enough. It is 

recommended that future researchers consider this carefully and that consultation and 

pre-testing of both the research model and the survey should be carried out with more 

than one academic professional.  

 

The authors also suggest conducting a similar study with a qualitative approach in a 

customer perspective. This would be interesting since it would provide the possibility 

to extract more detailed and in-depth information from the customers regarding the 

Insurance premium “An amount to be paid for a 

contract of insurance” 

(oxforddictionaries, 2014) 

The price the customer 

has to pay for the 

insurance, which is 

determined by the 

insurance provider. It is 

based on the risks 

associated with the 

customer.  
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decision criteria. Follow-up questions can also be used to get further information from 

the interviewees.  

 

This study was conducted on companies with less than 50 employees, which are 

companies not using intermediaries to purchase business insurance. Doing a similar 

study within this area would also be interesting. A comparison between criteria of 

companies using intermediaries and the smaller ones who do not would be an 

interesting perspective to take.  

 

Conducting a similar study and taking the cultural aspects into account would also be 

an interesting topic, which this study did not cover.  

 

The authors believe that there is a need within the field for further research. This 

study was conducted within several chosen industries, repeating the study within one 

narrower industry or sector is suggested. It is also suggested that the study is repeated 

within a different geographical region in Sweden.   
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Appendix 1 Survey 
 

Denna enkät kommer att undersöka dina åsikter om beslutskriterier vid val av 

företagsförsäkring. Beslutskriterier är kriterier som används för att utvärdera och 

jämföra erbjudanden innan inköpsbeslut fattas. Beslutskriterier kan till exempel vara 

pris och kvalitet.  

 

Målet med enkäten är att förstå till vilken grad olika beslutskriterier påverkar ditt val 

av försäkringsbolag. Markera det nummer på skalan 1-7 som bäst representerar din 

åsikt. Om du instämmer helt i påståendet markerar du nummer 7 och om du inte 

instämmer alls markerar du nummer 1.  

 

Vi vill påminna om att det inte finns några svar som är rätt och fel, vi är intresserade 

av att få svar som representerar dina känslor och åsikter angående beslutskriterier vid 

val av företagsförsäkring.  

 

Tack för att Du tar dig tid att svara på vår enkät och hjälper oss göra denna studie. 

Ditt svar är viktigt för resultatet och vi inväntar spänt ditt svar. Det tar ungefär två 

minuter att svara på enkäten.  

 

För att vi ska kunna använda din enkät i studien är det viktigt att du svarar på alla 

frågor.  

 

Tack för att Du deltar! 

 

1. Mitt företag är nöjd med nuvarande försäkring 

    1                  2                    3                 4                 5                    6                    7 

Instämmer inte alls                                                                                  Instämmer helt       
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2. Vi planerar att fortsätta köpa försäkring av nuvarande försäkringsbolag 

    1                  2                    3                 4                 5                    6                    7 

Instämmer inte alls                                                                                  Instämmer helt       

 

 

3. Premie är viktigt när mitt företag väljer företagsförsäkring 

       1                 2                   3                4                5                   6                   7 

Instämmer inte alls                                                                                  Instämmer helt       

 

 

 

4. Jag tycker inte att premien är viktig vid val av företagsförsäkring 

      1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

5. Försäkringsbolagets byggnader borde vara i bra skick  

     1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

 

6. Försäkringsbolagets anställda måste hjälpa kunderna 

        1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

7. När försäkringsbolaget lovar att leverera något på en särskild tid och plats, 

bör de leva upp till det 

      1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       
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8. Det är viktigt att veta vilken prestationsförmåga försäkringsbolaget kan leva 

upp till I olika situationer som kan uppstå 

      1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

9. När kunderna har problem borde försäkringsbolaget hjälpa till på ett 

sympatiskt sätt 

     1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

10. Kunderna bör kunna lita på försäkringsbolagets anställda 

     1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

11. Mitt företag behöver en flexibel försäkringslösning 

     1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

 

12. Det är viktigt att försäkringsbolag erbjuder flexibla företagslösningar 

      1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

13. Självrisk är viktigt vid val av företagsförsäkring 

    1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       
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14. Jag skulle jämföra självrisk hos olika försäkringsbolag innan jag fattade 

beslut om företagsförsäkring 

     1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

15. Nuvarande försäkringsbolag uppfyller våra beslutskriterier väl 

      1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

16. Vårt nuvarande försäkringsbolag erbjuder de billigaste 

företagsförsäkringarna på den svenska marknaden 

      1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

17. Hög servicekvalitet är viktigt vid val av företagsförsäkring 

      1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                  Instämmer helt       

 

 

 

18. Jag skulle jämföra prestationsförmågan utav olika försäkringsbolag innan 

jag tog ett beslut 

     1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

19. Jag har förtroende för mitt nuvarande försäkringsbolag 

   1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

20. Mitt företags nuvarande försäkringsbolag erbjuder flexibla företagslösningar 
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    1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       

 

 

21. Mitt företags nuvarande försäkringsbolag har en låg självrisk 

  1                  2                    3                 4                 5                    6                   7 

Instämmer inte alls                                                                                   Instämmer helt       
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Appendix 2. Translation survey  
 

 

This survey will ask about your opinions regarding decision criteria when choosing 

business insurance. Decision criteria are criteria that are used for evaluating and 

comparing offerings before purchasing decision is made. Decision criteria can for 

instance be price and quality. 

 

The objective with the survey is to understand to which degree different decision 

criteria affect your choice of insurance provider. Mark the number on the 1-7 scale 

that represents your opinion. If you strongly agree you mark umber 7 and if you 

strongly disagree you mark number 1.  

 

We want to remind you that there is no answers that are right and wrong, we are 

interested in receiving the answers that represents your feelings and opinions towards 

decision criteria when choosing business insurance. 

 

Thank you for taking the time to answer this questionnaire and thereby helping us 

conducting this study. Your answer is important for the outcome of the study, and we 

are eagerly awaiting your response. The questionnaire takes approximately two 

minutes to complete. 

 

To be able to use your response in the study, it is crucial that you answer all 

questions. 

 

Thank you for participating! 
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Appendix 3. Email sent with the survey 
 

Hej! 

 

Vi är två studenter som håller på med en C-uppsats. Ämnet vi behandlar är vilka 

kriterier företagskunder upplever är viktigast vid val av försäkring. Vi är i akut behov 

av svar, vi ber Dig därför ödmjukast efter hjälp att slutföra vår studie. Ditt svar är 

viktigt för vårt resultat och vi skulle verkligen uppskatta om Du deltog.  

 

Enkäten är kort och tar ungefär två minuter att svara på.  

 

Tack för att du tar två minuter av din dyrbara tid för att hjälpa två studenter i nöd! 

 

Vänliga Hälsningar 

Emmy Hellgren och Louise Solar 

LinnéUniversitetet 
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Appendix 4. Translation email sent with survey 
 

Hello! 

 

We are two students writing our bachelor thesis about what criteria business 

customers believe are most important when choosing insurance. We are in great need 

of responses and therefore we kindly ask you to help us finishing our study. Your 

response is important for the result and we would really appreciate your participation. 

 

The questionnaire is short and takes approximately two minutes to complete 

 

Thank you for taking two minutes of your valuable time to help two students in need. 

 

Best Regards, 

Emmy Hellgren and Louise Solar 

LinnaeusUniversity 

 

1. My company is satisfied with our current insurance 

    1                  2                    3                 4                 5                    6                   7 

 Strongly disagree                                                                                     Strongly agree  

 

2. We plan to continue purchasing insurance from our current insurance 

provider 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                      Strongly agree  

 

3. Premium is important when my company choose business insurance 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

4. I do not believe premium is important when choosing business insurance 
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    1                  2                    3                 4                 5                    6                   7 

 Strongly disagree                                                                                     Strongly agree  

5. The facilities of the insurance provider should be in good shape 

   1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

6. The insurance provider’s employees have to help the customers 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

7. When the insurance provider promise to deliver something at a certain time 

and place, they should do so 

   1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

8. It is important to know what performance the insurance provider can live up 

to in different situations 

    1                  2                    3                 4                 5                    6                   7 

 Strongly disagree                                                                                     Strongly agree  

 

9. When the customers have problems the insurance provider should help in a 

reassuring way 

        1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

10. The customers should be able to trust the employees of the insurance 

provider 

  1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

11. My company need a flexible insurance solution 

  1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 



	   77	  

 

 

12. It is important that the insurance provider offers flexible insurance solutions 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

13. Deductible is important when choosing business insurance 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

14. I would compare the deductible of different insurance companies before 

taking a purchasing decision 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

15. Our current insurance provider fulfill our decision criteria well 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

16. Our current insurance provider offers the cheapest insurance avaliable on 

the Swedish market 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

17. High service quality is important when choosing business insurance 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

18. I would compare the performance of different insurance companies before 

taking a purhcasing decision 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

19. I trust our current insurance provider 
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    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

20. My company’s current insurance provider offers flexible insurance solutions 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

21. My companies current insurance obtains a low deductible 

    1                  2                    3                 4                 5                    6                   7 

Strongly disagree                                                                                     Strongly agree  

 

 

 

 

 

 

 

 

 

 


