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This thesis explores the value of Volvo CE’s Dementte in Eskilstuna trough an inductive
case study approach. The authors pose the qué$tibat is the resellers’ perceived value of
the visit to the Demo Centre and other peripheretivaties in conjunction with customer

trips?” This is a problem because there is no prior reber what the value of the Demo
Centre is and how the value could be measured.

The inductive approach results in two major caseliss on resellers in Denmark and
Belgium and Luxembourg. The data is used to geaamanclusions which serve as base for
theoretical research. The theory can be reduceivéooverall categories; relations, trust,

experiences and brand theory. The conclusions @nérmed by the respondents and the
authors formulate these conclusions with the theme and empirical support as

propositions;

-Proposition 1: The Demo Centre, the Munktell Museuihe Volvo Factories and Sweden are factors for
creating values that benefit the sales process.

-Proposition 2: The Volvo Philosophy, Dreams, Havfan, Atmosphere, Experiences, Volvo CE Brand lenag
and Reseller Image are the values that can beierped by going to Sweden, The Demo Centre, Thekidlin
museum, The Volvo Factories and as such they stijposales process.

-Proposition 3: A feeling of trust (safety, crediily) for the reseller and Volvo CE can be achieweith the
values in proposition one and two and thus creatingtrengthening the relationship with the resedled/or
Volvo CE.

-Proposition 4: The customer may feel the needetiprocate the reseller for his act of giving thtma trip
(experience). This could also lead to the custobeng less price sensitive by having a trustingitiehship
with the reseller.

-Proposition 5: The outcome of the previous projmss can affect the potential purchase behaviausfomers
that have taken part on such trips.

The subsequent validation analysis shows thatebellers perceive the outcome of going on
a trip greater than the cost. Another finding iattthe common experiences between the
reseller and customer lead to an increase in @&mdtstrengthens the relation, leading to a
positive impact on sales. The primary aim with oosr visits to Sweden is to build customer
relations. In second comes increase in sales, ingplyrat a relationship with the customer is
a requisite for sales. The findings also show tnaating trust, increasing sales and building
customer relations ibest done by visits to the Demo Centre. In general, dlogvities
associated with visits to the Demo Centre are lyregipreciated by the resellers, has high
impact on sales, relations and trust building, ead thereby be considered as irreplaceable
and financially viable. Another conclusion is thia¢ Volvo CE resellers’ value of the Demo
Centre can not be seen without regarding othevities involved in customer trips. The other
activities such as the Munktell museum and theofaes add an important dimension in
building trust and involvement with the customers.

Keywords: relationship marketing, consumer expexetourism, trust, Volvo Construction
Equipment, case study, perceived value.
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“The purpose of the readers guide is to aid yoaasader in grasping the structure of this
paper.”

The research question at hand WHat is the resellers’ perceived value of the uisithe
Demo Centre and other peripheral activities in eogtion with customer trips?”

We find that the research question deserves atginadi exploratory research method and
start going out and touching and feeling our nemagundings.

We soon come to the insight that the reseller & d@btual customer of the Demo Centre,
makingtheir perceived value the parameter of importance tearet. We explore different
methods and recognize our observing actual custanmes to Sweden with follow-up
interviews with the resellers as a suitable apgrpadich results in two major case studies.

After the case studies, we sit down, look throulgé tich data we had received (pp. 16),
structure it and compile common themes. These datigns result in eight propositions
(3.4).

The propositions serve as reference point for gegch for theoretical material, which now
takes place. We narrow the theory down to largely §roups; relations (4.1, 4.2), trust (4.3,
4.4,), experiences (4.6, 4.7) and branding (41),44.11).

The theory is projected onto the data in the amalfty to see how the theory can contribute
to our findings. The propositions are reviewed Hredeafter put to the test through validation
with the respondents from our cases to see if onpgsitions withstand (6). The validation

also consists of a ranking of the factors involwedhe proposition. The propositions are
reduced to five and visualized in a model. As thappsitions have been validated they turn
into propositions.

The Proposition brings us to the conclusions (7Agb@ating on the meanings and
implications of the propositions. After the condtuss there is a discussion (8) from us
authors, adding content that we feel are feasibledo not have empirical or theoretical
evidence for.

In the appendixes you can find material that we d&ln’t suite in the thesis but that you as
reader may find of interest such as interview gsiigied respondent forms.

We as authors think that if you as reader see tb&vement of the propositions as the main
theme, you will find the structure more manageal¥e. have deliberately made a verbose
method, theory and data chapter, so if you arecbrieose who want to get to the juicy part
right away, we recommend you start at the analgsjsor even skip to the “values in
numbers” (6).

Happy Readings,



Karl Skarman Stefan Svensson



i 2l 0] 0] =] 0 0 e [EY 10 53] [0 ] o TR 9

1.1 INEFOAUCTION ... e e e e e e e e e e e s srrsr e e e e e e e e e e eeeeeas 9
1.2 RESEAICN QUESTION ...ttt ee e e e e e e e e e e e e e eees 14
1.3 P UIDOSE .. s ettt ettt et eaaas 14
1.4 [T 71 = (o 1RSSR PPPPPPPPRPRRRN 14
15 DEIINITIONS ...ttt ettt e e e e e e e e e e s rne e e e e e e e e e e e e e e e 14
1.6 TermsS Of tNESIS . .oii ettt ee e e e e e e e e e earnaeaa 14
P20/ 1 T Yo PP PP PPPPPPPRPR 16
2.2 (O8I (1[0 |V TP 22
2.3  Sampling and data gathering ......... oo oo e e eieeeeeerr e reee e 23
24 Semi StrUCTUred INTEIVIBWS ........evvviiieemmmme ettt 24
2.5  Quality MEASUIEMENTS .....cccvviiiiiiiiiiiieee s e e e e e e e e e e e et e e e e e e s anaaaeeaaaeeaaees 25
2.6 ANAIYSIS Of DALA .......coieiiiiiiiiieiiit ettt e e e e e e e e e e e e e e eeee e e e e eeaeaaaree 27
G I - | PSPPI 28
3.1 Pre-Study and Atlas COPCO .....ccevuiiiiiiieee e ee e 28
3.2 Belgium and Luxemburg — Waste ManagemMent . ..eeeeeeeiieeeeeeeeeeeereeeennnnnns 29
3.3 Denmark — The rental COMPANIES......... o eeeeeeeeiiiiiiiiiaaae e e eeeeeeieeeneee 32
3.4  Pre-theoretiCal SUMMAIY ..........cooiiiiceeeeeeeieiiiiisee e e e e e e e e eeeeeeeeeeseseeenmmnnnseeennnnn 35
4 Theoretical FrameEeWOIK .........oooiiiiiiiiiiiii et e e e e 37
4.1 Relationship Marketing ..........eueueeiiiiiiiee e rr e e e e e e 37
4.2  The Value Concept and relationship marketingu.............couuvviiiiiiiinnnnnnnnn. 37
4.3  The commitment-trust thEOIY ..........ovvieeeeeee e 40
4.4 L0 PP 42
4.5 [T o] o Tox= 11 o o [ 44
4.6 EXPEIENCES ...ttt s e+ttt s e e e e e e e e e e anaaenaeaaaaeeeeeeesnnes 45
4.7  Consumer EXPEeri€nCe TOUISIM ........uuuuummmmmmmeeeeeeeeeinrnennaseeeeeeeeeeeeeeeeesreennneees 46
4.8 INVOIVEMENT TNEOIY ..o e et ee e e e e e e eeeeeeees 47
4.9  The importance of nation as brands ... vveeeeiiiiiiiiiii e, 47
4.10 Brand credibility and consumer price SENIMIVI.........euvuuuuuiiiiiiiieeeeeieeeeeeeiiianaas 48
4.11  The Brands FUNCHONS. ......uuuiiiiiiiieccemeeeiiiiiiiee ettt e e e e e mnnnne e e e e e 51
B ANAIY SIS .ttt e e et e et e b — e — e e e e e e e e e e e eeeeeeerrrranas 52
5.1 Proposition 1 — The Tangibles ...........ceeummmeiieeeeiiiiieeeeers e eereee s 52
5.2 Proposition 2 — The IntangibIes ... 55
5.3  Proposition 3 — Trust and Relationships ............ceiiiiiiiiiieeiiiiieee e 58
5.4 Proposition 4 — Price Sensitivity and ReCIPROCL........coovvvviiiiiiiiiiiiiiieieee e 60
5.5 Proposition 5 — SAIES ......ccevviiiiiiiceemmmm e err e 62
5.6 Summary of the PropOSItIONS ............. o eeeeeeeeeeiiiiiirr e e e eeeeeee e 62
6 The perceived value iN NUMDEIS. ... ..o e 64
6.2 MOAiIfIed MOEL.........cooiie e e r e e e e e e e e e eees 72
7 CONCIUSIONS ...ttt ettt e e e e e et e e bbbt e e e e ee s e e s e e bbb bbb been e e 73
7.1 CritIQUE OF TESUITS ...ttt st e e e e 75
7.2 Recommendations for further research ..., 75
8 CONCIUAING AISCUSSION......coiiiiiiiiieeiieeee ettt e e e e e e e e et e e e e ee e e e e eeeeeabannnnnas 76
O RETEIBINCES ...coiiiiiiiie e ettt et e e e e e e e e e e e e e e e sttt e e et e e e e e e e e e e e e e e e aaaaaas 78
9.1 INTEINET .o ettt ettt e e et e e e e e e e e e e e e eaaaas 79
IO Y o] =T o )= O 80
10.1  AppendiX 1: INtErVIEW QUILE........cooi ittt e e e e 80
10.2 Appendix 2: Validation of propoSitioNS ...cccccecvvvevvveeiiiiiiiiiieeeee e eeeeeveeeeee 81

10.3  AppendiX 3: Data OVEIVIEW. ....cccoo it e e e e e 85



10.4 Pre-theoretiCal PropOSItIONS...........commmmmeenaaaeeeeeeeeeeeeeieeiiiieae e 86

10.5 Pre-theoretical MOAEl ............ooi i e e 87
Figure 1 - Sales process (BY AULNOIS)......ccuumm oot erere e 13
Figure 2 - Monroes equation revised (ibid., p. .23).......oovviiiiiiiiiii e 39
Figure 3 — “The effect of value-adding strategiea long-term relationship” (ibid., p. 25)..39
Figure 4 - The KMV Model of Relationship Marketi§iQid) ..............oovvviiiiiiiiieenieeeeees 41
Figure 5 - Episode Value (IDId.) .........ooo e 60
Figure 6 Example analysis of correlation matrix @MhOrs) ........cccccoeeeeieiiiiiiiiiiiiiviceees 65
Figure 7 Result of correlation between price andssgBy authors)...........cccceeevveeineiiiiiceee. 66
Figure 8 Result of correlation between experiemzkimpact on trust (By authors)............. 67
Figure 9 Result of correlation between experiemzksales impact (By authors) ................. 68
Figure 10 Example analysis of point distributiobléa(By authors)..............ccccoevvvvviivt 69
Figure 11 Result of aim with customer trips to Sere@By authors) .............ceeeeviviiinnnnns 70
Figure 12 Result of fulfilling aims with customeipis to Sweden (By authors) .................... 70
Figure 13 Important factors when building trusteustomers (By authors) ....................... 71
Figure 14 —The Swedish Experience (BYy aUthOrS) cc.c......ooovvviiiviiiiiiiiieeeeeeeeeeeeeeeeeee, 72
Figure 15 Pre-theoretical summary (BY QUthOIS)...ccccccooiiiiiiiiiiiiiee e 87
Table 1 - Relevant Situations for Different Resbatrategies (ibid., p. 17)........c.......... 21
Table 2 - The functions of the brand for the consuid., p. 30)......coeuvviiiiiiiiiiiiiir. 51

Table 3 - Theoretical Support for propositions @MNOrS) ..........ccccevvveviiviiiiiiiiiiie e emeeee. 63



“The purpose of this chapter is to establish somaugd to our field of research and explain somehaf key
factors. The discussion gives an introduction tb kales and general problems surrounding sales, isttbe
customer, customer satisfaction. Our supporting gany is Volvo Construction Equipment and their peot
will be discussed both in specific and in genesahts. Volvo CE’s problem is that the need to vahedr
demonstration facilities in Eskilstuna. The diséosgpose that it is the Volvo CE resellers percami of the
value on the Demo Centre that needs to be measihed. posing the research question:

What is the Volvo CE resellers’ perceived valuetioé visit to the Demo Centre and other peripheratiaities
in conjunction with customer trips?”

In business-to-business sales there are many fathat are of great importance for the

customer in order to complete the purchase. Sontleest factors are based on relationships
with sales personnel. Some are based on the vililaethe selling company stands for (Egan
2004, p. 104).

This thesis is based on a case on Volvo Constu&guipment (in the future referred to as
Volvo CE) and their Customer Centre located in Eskina, Sweden. The Customer Centre is
used in several different ways, but in this caseftitus will be on Volvo CE resellers’ use of
the Demo Centre, which is a part of the Customarti€g as part of the process of selling
construction equipment. The Demo Centre is paidbfp/olvo CE and it is used free of
charge for the resellers. This presents a probemvélvo CE; they don’t know the value of
their Demo Centre.

“..We see that the resellers and the customerssarding happily when leaving
us but we have no way of knowing what the actualkevef the visit is...”

(Manager, Volvo CE)

I $ % & #$ '(
Volvo CE has a Customer Centre in Eskilstuna wtbey can demonstrate some of the
construction equipment Volvo has to offer. The \WRE product line consists of backhoe
loaders, wheel loaders, excavators, articulateteh®umotor graders and compact equipment.
The 25 000 m2 of machine show grounds has a seapetity for 550 visitors. Visitors to the
centre have the opportunity to test-drive the emeipt since the legislation in Sweden is
more lenient in this area than other countries. Tustomer Centre also has conference
facilities and a dining area for up to 500 guegtdvo CE’s vision for the customer centre is:

“...to give our visitors a lasting impression and ate memory traces about
Volvo Construction Equipment as the leader of odlustry”.

(Volvo CE presentation)

The customer centre hosts 15 000 - 20 000 vispersyear and whereof 5000 - 9000 are
customers or dealers and the other visitors aeeriat Volvo personnel and the general public



such as school classes. The guest at the cust@mige comes from all around the world but
primarily from Europe. The customers who visit thestomer centre often visit other Volvo

CE facilities such as production plants and theyp ahke part in other more leisure oriented
activities.

Volvo believes that the Demo Centre has a posgifect on their business but they do not
conduct any research about customer satisfactiémilow up buying behavior after the visits.
They do not keep track, at least not in a systermdtivay, of which customers and resellers
who frequently use the Demo Centre. In other wdfdlso CE has no way of measuring what
benefits that the Demo Centre generates for thesmyway (Manager Volvo CE).

In order to continually justify the need and th@emxditure for the Demo Centre some form of
measurement of the Demo Centers value needs tortee d

The Demo Centre is not the only attraction in Edliha. There is the Munktell Museum, an
exhibition of Volvo construction equipment datingch to 1917. Many of the motors are still
operable, thanks to the many volunteers. The daretaare mostly former Volvo CE
employees and the museum often serves as dinimgonalisiting groups. The Volvo CE
component factory is also situated in Eskilsturragpcing components such as transmission
components. The customers are often invited to, toair only this factory, but all Volvo CE
factories, and they are an appreciated by the owstoThe production lines of the actual
vehicles are the most popular, which pose somewhatproblem for visitors to Eskilstuna,
where the closest factory is in Arvika, 30 metritas away.

Apart from the Demo Centre in Eskilstuna, thera mmaller one in Kontz, Germany. It does
not offer an as large range of products as Eskiéstand does not have the same size
accompanying Customer Centre. There is also a V@Edemo Centre in Seoul, China and
one in North America.

Every summer the Demo Centre in Eskilstuna host$\olvo Days”, an event where several
thousand visitors come to see demonstration sheatshot dogs and meet other enthusiast.
The event is open for the public as wheel as bamgpportunity for resellers and Volvo CE
to bring customers for something out of the ordmar

) A
In order to broaden the understanding of the proldé hand with industrial buying behavior
one could look at Chisnall (1989) who describes ttomplex picture. This is just a short
overview of what problems might occur in industialying situations and the next section
(see 1.1.3) this will be looked upon from a Volve @erspective.

Chisnall (1989, p. 73) argues that when there argel and complex contracts, the buying
negotiations are likely to be complex as well. éngral there is often more then one person
involved in the buying process and they play défeérroles.

Chisnall (1989, pp. 76) have identified five rolesthe buying process: gatekeeper, user,
influencer, buyer and decider. These roles formtvilaa been termed as the “buying centre”
and could in some cases be the same person, howeuwaore common that more then one
person involved in the different roles.
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The role of theUsersmay have particular influence on the type of paicand the supplier
and with technical supplies. Their recommendatimay be considered as important inputs in
the buying process. If the user has expert knovdadghe product and practical skill, it is
more likely that his/her opinion is more importamen the price.

Influencersare not always easy to identify. Communicatiorhimitthe organization could be
both informal and some formal. Informal and persanfiuence may be significant in the
relationship to the supplier. Chisnall (1989, p) &fer to a study by Webster (1972) where
one important finding was that the sales persored megarded as a source of highly useful
and reliable information. Their influence was imganit throughout various stages in the sale
process. Chisnall (1989, pp. 77) further argues ithes of key importance that the sales
personal is flexible and able to communicate tigatrkind and amount of information could
be provided be the technically experienced salasopethat is highly trusted by the
purchasing agents.

The gatekeepedeserves special attention in organizational sipg! His/her identity is not
easily discovered in the buying process. In sonsesavith more expensive and infrequently
purchased items, the gatekeeper’s role may bel fiihe a senior technical expert. Chisnall
(1989, p. 79) argues that it is of tactical impoca to know who the specific gatekeeper is
and the extent of his influence on the purchasexgsion.

“..The more insight which can be obtained into theying procedures of an
organization, the more effectively can marketingtegies can be developed...”

(ibid., p. 80)

The following quote is from a multinational resdastudy that focused on the buying process
itself, with a large sample of industrialized caues:

“..the buyer-seller relationship is of paramountgortance and, the various roles
in buying appear to be much the same wherever bssiis being transacted...”

(ibid., p. 73)

+ 0 # ! -
What is it that needs to be measured, is it théoowsr’s perceptions and feelings after a visit
to the Demo Centre or is their behavior? Hayes 190 33) argues that indications of
customer satisfaction is when the customers ardéingmand saying good things about the
products. From these manifestations conclusion&lde®l drawn about their attitude towards
the products. So in Volvo CE’s case would the hapgpg smiling customers form positive
attitudes towards Volvo CE and if so would thaeatheir buying behavior? Reicheld (1996,
p. 58) continues by arguing that many companiescustomer satisfaction surveys to do just
that, learn how “happy” their customers are withithproducts or services, often resulting in
misleading information about their customers. Whatters is not what customesay about
their level of satisfaction, but whether the vathey feel they've received will keep them
loyal.

“As tools for measuring the value a company deBveo its customers,
satisfaction surveys are imperfect. As tools fardeting whether customers will
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purchase more of the company’s products or seryidegy are grossly
imperfect.”

(ibid., p. 58)

Reicheld (1996, p. 58) further argues that satigfacsurveys have two principal problems.
The first is that, in many cases, the satisfactioores themselves have become the important
factor and not the repurchase rate or profits. $3&eond problem is that many surveys are
poorly constructed and conducted. They measuravtbag customers or the wrong activity,
and in some cases are manipulated since the camdoicthe survey may benefit from the
manipulation.

Reichelds (1996) argumentations leads us away fnastomer satisfaction but we still need
to define who the customer, of the Demo Centrant what exactly should be measured. An
implication to the role of the customer may be ttisdre can be at least three types of
customers at the Demo Centre. The reseller is @mes in regards of the service experience
Volvo CE provides, and also a customier the regard that they use the Demo Centre as a
sales support function. Another customer is theebwy manager of the purchasing company.
He/she is both a customer of the service experjdngealso a customer in the way that he/she
might buy physical goods from the reseller later Bime buyer may or may not be the actual
consumer of the final physical Volvo CE producteTast person in line, the consumer, is the
one that is going to use the final physical prodaad his or her perception of the products
and the service experience may or may not affeetlthyer. Here there is a difference
depending on from which region the customer is fre)tnSweden and the Nordic countries
the driver has a great deal of influence over whathines their company will actually buy
since they are the expert users and they need satisfied in order to be productive. In the
southern parts of Europe the drivers have lessanfie over the purchase decision and are
also less frequent visitors at the Demo Centreséen from Chisnall (1989) there could also
be technical specialist that influences the puretigision.

The situation for Volvo CE differs somewhat frometlive roles that Chisnall (1989)
exemplifies because when the resellers take thestomers or potential customers to the
Demo Centre, they are the ones with all the knogdedbout the customers and their
purchase teams different roles.

Therefore we pose that the Demo Centre therefadat® satisfy the resellers’ needs, and by
doing so, hopefully satisfying the resellers’ cuséws, which in the end is Volvo CE’s
customer. This is why we feel that it is ttesellers’perceived value of the Demo Centre that
needs to be evaluated.

Volvo CE today has both in-house sales personneleisas independent resellers depending
on the region, and in some regions Volvo owns timgoirt service.

Seeing as the majority of resellers are independdrd points of contact with the

customer/end user are few. When it comes to cusi@vo CE has two main channels of
customer contact, namely through visits to the Debemtre where most often the larger
groups of visitors are accompanied by a person fiteenVolvo CE office, not seldom the

Region manager, and through contact with the esell
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The independent resellers would, upon sales oodetact their regional director and place
the order. Again there is nothing that implies direontact with the customer on Volvos
behalf.

This means that the only place where Volvo theneseban ensure correct information and
communication of values to the customer/decisiorkanais at the Volvo Demo Centre.
Examples of these values are “genuine Swedishtgyydsuperior driver comfort” and so on.

The purpose of the Customer Centre is thereforéotd/oon one hand as a reseller sales tool,
and on the other as a communications channel foroVOE.

Reseller

Volvo CE Customer / Decision maker

Customer Centre

Figure 1 - Sales process (By authors)

Figure 1 illustrates the unique contact point thest@mer Centre generates. Volvo CE has
direct contact with the reseller only through thestdmer Centre, and indirect contact and
feedback through the reseller. The figure also (patds the Customer Centre as a sales
support function for the reseller.

/ 0(

The Demo Centre in Eskilstuna, used by Volvo CEeltess in order to demonstrate

construction equipment, needs to be valued. Ha§898( p. 33) argues that customer
satisfaction is an observable state such as sm@ldssaying good things about the products.
Reicheld (1996, p. 58) argues that customer satisfa surveys often are misleading in

regard to the information they can give about thst@mers. This leads us to move from a
standard customer satisfaction measurement. Ingtedthve argued for that it is the resellers
perceived value we are looking for since he is dhe that owns the customer and it his
perceptions that are important and his needs thatyfneeds to be satisfied. In complex

buying situations as Chisnall (1989) exemplifiegréh are many different roles that the
purchasing party can have and the Volvo CE reseéleds to know these different roles. This
further showcases the resellers’ importance apoi@ of measurement. The Demo Centre is
a place where the customer can interact with teellexs and the Volvo CE construction

equipment under different circumstances than naregdn (2004) argue from a relationship
marketing perspective the need for a relationship the customer. This gives us a notion
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that the resellers might need a relationship witlirtcustomers in order to sell construction
equipment to them. Because of these reasons tads [0 argue that it is the resellers’
perceived value of the Demo Centre that is the valee. In order to put the Demo Centre in
to its right context the value might be associatéti other peripheral activities in Sweden in
conjunction with customer trips.

) 'l
What is the Volvo CE resellers’ perceived valudld visit to the Demo Centre and other
peripheral activities in conjunction with custoneps?

+
The purpose of this study was to explore the valune Volvo CE Demo Centre. Through
interviews, participation and interaction we aintedevaluate the Volvo resellers' perceived
value of the Demo Centre and other peripheral diesvin conjunction with customer trips.
Moreover, it is our intention that, from a corpaaperspective, we may make
recommendations for improvements to the Demo Centre

This thesis primary case data is based on Volvos@oction Equipment resellers, customers
and management at Volvo Construction Equipment. thiesis is limited by the 20 weeks
window of time dedicated to the thesis, adding titions to parameters such as respondent
access, seasonal changes and so on.

/ n
Customer Centre— The entire of the Eskilstuna Customer Centreyraging the conference
centre and dining area.

Demo Centre— The demonstrational part of the Customer Centrdgracing the construction
area, bleachers and VIP room.

Reseller — A person or organization selling Volvo Constroiect Equipment products. The
resellers are both internal and external and naessarily selling Volvo CE products
exclusively. An example of a reseller is Swecosiflieg in Sweden and parts of Germany).

Perception - The process of perception is not directly obable or quantifiable, which
implies that the validity of perceptual theoriesrdae checked only indirectly. In practice
when using perceptual theories, the researcher a@mapredictions derived from theory and
compares it with appropriate empirical data (Encgetdia Britannica).

“...the process whereby sensory stimulation is ta&tesl into organized
experience. That experience, or percept, is thd jmioduct of the stimulation and
of the process itself.”

(ibid.)

2 !

We as authors have worked under a set of conditibims time granted for this is in total a
twenty week period, stretching from the™af January 2006 till the $1of May. The thesis is
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a result of the cooperation between Professor Staterman and Volvo CE. Volvo CE has
approached us with proposed thesis topics whicle baen further developed in collaboration
between the authors, Professor Sten S6derman dud €&.

There has been no agreement on economic compensaedim Volvo CE to the authors.
Volvo CE has paid for the trips and granted us s&de the respondents we have chosen.
During this thesis we have had a great support fmamsupervisor Professor Sten Séderman.
There have been frequent academic seminars’ eeepnd week or so. Our thesis group has
consisted of us, two other students writing a thési Volvo CE and two MBA-students who
are writing their MBA-thesis. We, the authors’, are our eighth and final semester and after
completion we will receive our master’s degreeusibess.
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) 3!

"This chapter presents our chosen methodology, thedrationale and motivation for such an approadfe go
trough alternative approaches’ to solve the problahhand and explain why we have chosen the patbove
The thesis is of explorative nature with an induetand case study oriented research approach. Tdie data
gathering is done by interviews and participantevations.”

) 4 & !

There are many different ways of approaching thablem and many possible ways to go
about solving the problem at hand. We will go tiodlge most common (Riley et al. (2002),

(Malhorta & Birks 2006) and (Saunders et al. 20@ays to conduct research and argue for
the research design we have chosen as well asillosgphical grounds we stand on.

) )« ! !

Our research is within the field of applied resbaseeing as we have a concrete problem
from an external actor; Volvo CE. In contrast tplégd research, is pure research, which has
no obvious practical implications, that is, no @us use or value beyond contributing to
particular area of intellectual enquiry.

Our research problem was offered by Volvo CE, gjvius a concrete problem, thereby the
applied approach is a natural step but also a sgquor us to be able to conduct this research
for Volvo CE. A pure research approach could haslpdd to develop the understanding in a
particular area but wouldn’t start out with a pedided problem. In our case Volvo CE has a
practical managerial implication regarding the eatd their Demo Centre. This both leads us,
and limits us, to applied research and could hdlyefeiad to increased knowledge and the
discovery of new facts about the phenomenon umdesstigation (Riley et al. 2002, p. 8).

The desired research question posed from Volvo @k discussed and re-contextualized, in
understanding with Professor Sten S6derman andoMOkr to fit academic standards.

) + ( & !

Philosophers and scientist has devoted a lot & 8eeking the universal truth, and have ever
since argued if such a truth exists. Plato arghatthe only true knowledge was “episteme”,
meaning “sure” knowledge. Plato found his truthha “idea-world” and in order to reach the
truth a deductive approach of reasoning led hint. tBlato argued that the “idea-world” was
stable and eternal. Hence it has a higher degreeatify then our everyday day world that is
perceived as unpredictable when we meet it with smmses. Plato never cared much for
studying the everyday world.

An opposable question is if the truth is even ingaor? Maybe it is more important with the
meaningof something rather then the truth. Richard Rogtgues thatthe important thing is
not whether if something is right or true, but rathf it is useful. William James argued that
“truth is by definition the things that works, thahich gives satisfaction and is fruitful”. John
Locke argued thatlt' is not our thing to know everything but to kneivat is necessary for
our everyday life. The senses can not give us rgav&nowledge but it can give us enough
knowledge for our every day livegWolrath-Sdderberg 2003, p. 18)
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In this thesis we are not looking for the universath. We are aiming to understand how
people perceive something rather than what is tiMe. are not arguing in either way
regarding the universal truth but merely suggediiag our contribution will not be within the

realm of what could be considered as a univers#i.tr

Knowledge for Aristotle was an active search bothimpressions and of methods for
processing impressions (or perceptions) into kndgdée Knowledge was not a virtue for
Aristotle but an ability to take in knowledge (ibigh. 87).

In this thesis we further aim to gather impressiongerceptions of the reality and process
that information so that others can read and miagie own impressions of our work. Our data
will therefore aim to present the material rath@mt summarizing it, in order to minimize the
authors’ bias. The knowledge is then created witaich individual when reading this thesis.

We regarded the research questlgvihat is the Volvo CE resellers’ perceived valuetod
visit to the Demo Centre and other peripheral @&@w in conjunction with customer trigs?
to be a non-positivistic (Saunders et al. 20033). The answer can only be based on our
interpretation of what we experience, and our gbib deduce and construe other individuals
involved in this process. We therefore felt thahermeneutic (ibid., p. 84) approach is
suitable under the circumstances of this thesis.

) . & (G

The general problem for this thesis was presemteds by Volvo CE as how can the value of
the Demo Centre in Eskilstuna be measured? We &lee@dy stated our interpretation of the
problem in the background and we further explainr oasearch strategy and our
methodological choices in this chapter. Howeves theneral problem could possibly have
been defined and solved in other ways then theywathave chosen, we will therefore also be
discussing alternative methods in this chapter.

One way of defining the problem that we looked imtas to see how the sales of Volvo
machines where affected by the visit to the Demat@e We would then have to look at
historical sales data and then try to adjust itmh@cro economical factors and compare them
to the sales after the visit. If this could be denth any success one would be able to give an
estimate on how much the demo centre generatev@nues. There are mainly two reasons
why we didn’t chose this path, and the first oneéni©ur humble opinion, that without the
possibility to control the environment the caugaliff the sales it would result in very
uncertain figures, seeing as there are many fadhas influence the customers purchase
decision. The second and more pragmatic reastraisve are majoring in marketing studies,
and this way of valuing the Demo Centre is in aexwmore of a financial analysis.

Another way of getting the value of the Demo Cenltrat we discussed was to go for the
independent resellers’ usage of the Demo Centre.sblution was more pragmatic and in a
way started with the solution that Volvo CE shodldrge their resellers for the usage of the
Demo Centre. This way of approaching the problemuld/@at best shown that the resellers
where willing to pay the actual cost of the Demat@e but it would not in our opinion show
the actual value of the Demo Centre. The actualevalf the Demo Centre could both be
higher and lower, and the only gain from Volvo Clgerspective would be that the reseller
would cover only a part of Volvo CE’s cost for m@iiming the Demo Centre.
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A third alternative approach that would maybe hdgen closest to Volvo CE'’s first aim with
the study was to research in what way Volvo CE @¢ookasure the customer satisfaction. We
where somewhat skeptical about the value of jusismeng the customer satisfaction levels
since that in our and Reichelds’ opinion (1996)sitnot the most important or accurate
measure. Firstly, satisfaction is hard to measurd aften companies use the wrong
parameters when they measure it. Secondly thefaaion levels do not mean anything if
they are not compared relative to sales and/oitjpya

Another way could have been to research what thebcustomers’ perceptions of the Demo
Centre. We think the most important problem witis #ipproach would be that the customers
might be bias towards Volvo CE and that they likeel Demo Centre and would be afraid to
say anything bad about it and risking that theyladt return to it. We also think that we
would have needed a lot of respondents in ordealkidate the findings and be able to make
any kind of analytical generalizations about tmeliings.

Our chosen interpretation of the problemhat is the resellers’ perceived value of the \tisit
the Demo Centre and other peripheral activitiesconjunction with customer tripsould
suffer from the resellers being bias since theyldtde afraid to lose the ability to go the
Demo Centre. We will do our best to interpret theformation with the knowledge that it
might be bias. In our opinion the resellers havearkmowledge about the Demo Centre since
they use it more frequently and with many differenstomers, making them more receptive
for different shadebetweercustomers, giving a “grand perspective”.

) ! b

The purpose of the research could be categorizéal tiree main categories (Saunders et al.
2003, p. 96). The research could contain more tranpurpose as well as more then one
research strategy. The three main purposesegptoratory, descriptiveand explanatory
There are other distinctions of the purpose thatdcbe made and Riley et al. (2002, p. 9)
argues that the two main distinctions can be maetevdendescriptive and explanatory
research. There is also a third way which is Mdkland Birks (2006, p. 62) who argue that
there are mainly two ways of classifying the reskeamamelyexploratory or conclusive
research. Exploratory research could be either tgatime or qualitative and conclusive
research could be either descriptive or causal.

With that in mind we will use Saunders et al. (200396) definition of the three research
purposesexploratory explanatoryanddescriptive

Exploratory studies are valuable means dintling out what is happening, to seek new
insights, to ask questions and to assess phenomemaew light (Robson 2002:59 cited in
Saunders et al. 2003, p. 96). Exploratory reseaceheaningful in any situation where the
researcher does not have enough understandingoteqd with the research project. It is
characterized by flexibility and versatility witlespect to the methods. Exploratory research
enables the researcher to be alert to new ideasnaimght as he/she proceeds. Once a new
idea or insight is discovered the researcher mdyraet the exploration in that direction.
Therefore, exploratory research is only limited tb@ cunningness and creativity of the
researcher (Malhorta & Birks 2006, p. 63). Explorgtresearch is flexible but it should not
be seen as without direction, just that the inif@dus may be broad but as the research
progresses the focus should narrow down (Sauntiets2003, p. 97).
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The object ofdescriptiveresearch is togortray an accurate profile of persons, events or
situations (Robson 2002:59 cited in Saunders et al. 2009/p. The method can serve as an
extension of, or a forerunner to, a piece of exgitmy research. In descriptive research it is
necessary to have a clear picture of the phenorttertawill be researched before the data
collection has taken place (Saunders et al. 20087)p The information needed for the

research is clearly defined and the research iplareed and well structured and is typically
based on a large representative sample (MalhoBalk& 2006, p. 65).

In explanatorystudies one tries to establish causal relatiossbgiween variables (Saunders
et al. 2003, p. 97). Malhorta and Birks (200669) simply calls this causal research and its
aim is to search for evidence of cause-and-effectelationships between variables. The
environment in which the causal relationships at@méned needs to be controlled so that
manipulation of variables can be done without fetence. The main method for causal
research is trough experiments where the researcher in some form, control the
environment (ibid., p. 70).

When looking at defining the purpose of our redeamee first consider the descriptive
purpose. With the descriptive purpose it is neggdsahave a clear picture of the phenomena
and as we discussed earlier, which is not opportingteis not the case in this thesis. We have
a rather limited understanding of the phenomenauintvestigation. This leads us to the
conclusion that at least our main purpose can eafla descriptive nature. The next plausible
purpose is explanatory or causal research. Likergese research causal research, requires a
planned and structured research design (ibid.Op. So even though we are inquiring the
perceived value, or in other words the effect ofsit to the Demo Centre, we can not control
the environment and we do not have enough undelisig@m@bout the phenomena to conduct
causal research. Therefore we feel that exploratesgarch suits us well, seeing as we are
“learning by seeing” through the process and tagilfility of the research design enables us
to enhance and sharpen the problem throughoutrtioess.

) 2 "

Deduction is the process which begins with theargt proceeds through Proposition, data
collection, and testing of the Proposition to dexlegplanations of the behavior of particular
phenomena. Induction is the process whereby thdomstipn and analysis of related
observations lead to the construction of a theloay $ystematically links such observations in
a meaningful way (Riley et al. 2002, p. 13). A the® normally generated from induction
and developed further by deduction.

Our knowledge about the resellers’ motives for sit\and their perception of the visits are
limited. With this in mind we do not want to limdturselves by giving the reseller a pre-
designed theoretical framework. We want the resétieshow us their view and what the
drivers are, as well as their customers’ perceptidith this in mind, we feel that an

inductive approach (Saunders et al. 2003, p.8Thasmost appropriate, as we go out and
touch, feel and talk, and thereafter seek and/aeldp appropriate theoretical tools for

analysis.

In hindsight there are a couple of theories regardelationship marketing, trust (Morgan &
Hunt 1994) and consumer experience tourism (MitckeDrvig 2002) that we could have
used and developed with a deductive approach. Bhout the primary data we gathered and
our conclusions from that data, we would have besg limited with a deductive approach.
Our understanding and, Volvo CE’s understandinghaf problem was too limited for a
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deductive approach. Our findings paints a completupge of the problem and no theories we
have found could, in our view, act as a completetsm for deductive testing.

)5 1 & 1 &

Another standpoint we have to take in the reseapgnoach is whether the research should be
of qualitative or quantitative nature. The reseaztah have both qualitative and quantitative
parts of data collection, but we have chosen tladitative approach exclusively.

Results from quantitative research are assumee todasurable and presentable in the form
of numbers and statistics. The aim is to make gdizations based on the processed results of
the research. The quantitative method is formalered structured; it approaches the research
problem from a broad perspective. Moreover, quatitg research is highly controlled by the
person conducting the research and statisticaladstplay a central role in the analysis of the
guantitative data. Quantitative research often &dsnited number of variables that are
studied, but on a relatively large number of essifHolme & Solvang, 1991).

Qualitative research is less formalized than qtetnte research and its purpose is not to
generalize but to make descriptions of situations avhole. Qualitative research strives to
gain a deeper and more complete understandingafdiected data and the problem studied.
The data gathered in qualitative research genecaliyes from a low number of entities but
from several variables and a rather large datacedwom one entity. The primary purpose of
gualitative research is to gain a deeper understgrad the research problem and not to make
general conclusions that could be seen as “the"t(utid.).

Based on our earlier discussion regarding the tamith the search for understanding of the
perceived value we have chosen the qualitativecggpr. In the beginning of this thesis we
had a very limited understanding about our reseproblem and how to evaluate the Demo
Centre, and with that in mind the inductive andlersqtive road has lead us to a qualitative
research approach. We need to gain a deeper usmadirsgy about the problem before it is

even possible to make a correct quantitative stilithe qualitative approach lets us handle
many different variables in our inquiries and alsous on a small sample of resellers’ but
with great depth try to gain an understanding albioeit perceptions about the Demo Centre.
The qualitative approach also lets us see the Déerdre from a broader perspective and to
see what other factors are important for the resetio be able to make a correct delimitation
of the Demo Centre’s value. On the other hand fepwaut the quantitative aspects in our
research limits us to not being able to make amegaizations to a statistical level with our

findings.

) 6 !
Yin (1989, pp. 16) argues that there are five meggearch strategies used in social sciences.
Which strategy to use in the research can be datednby looking at three different
conditions:

1. The type of research question posed.

2. The extent of control an investigator has over @dbehavioral events.

3. The degree of focus on contemporary, as opposkistarical, events.

Table 1 shows how Yin (1989, pp. 16) relates eamidition to the five alternate research
strategies.
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Requires control Focuses on
Form of research :
Research strategy : over behavioral contemporary
i question
events events
Lxperiment [How. why Yes Yes
: Who. what. where. how : :
Survey ) g No Yes
: many. how much
: . Who. what, where, how . :
Archival analysis No Yes/no
: many. how much
[Mistory [ow. why No No
Case study How, why No Yes

Table 1 - Relevant Situations for Different Resealtt Strategies (ibid., p. 17)

At a glance Yin’s reasoning and our research qoesiould suggest that we would use
survey or archival analysis as our research styatégwever, Yin (1989, p. 17) also suggest
that if a case study is exploratory, as ours fsylaat” questions could also be used.

Primary research typically refers to research imvgj the collection of original data using an
accepted research methodology. Secondary dataeasther hand refers to an activity where
no new original data is collected but where theeaesh project draws on existing sources
alone such as archival analysis. Normally secondtata will be used in most research
activities even when primary research is done. Tdeson is that before most primary
research is conducted an orientation in the fiéldesearch needs to be done to go through
what secondary data exists to ensure that theataesearch design can be developed (Riley
et al. 2002, p. 9).

In this thesis the data that used is principaliynpry research data that has been gathered by
us during the course of this thesis. We relay sssited secondary data findings or theories to
support our primary findings. Before the primargaarch was conducted a quick browse
trough what secondary data sources were availbldleiever, since this problem is in large
specific for Volvo CE, we want to make sure that tfata we have before us is as accurate to
our problem as possible. It is therefore esseftrals to collect primary data that is related to
our research question. This leads us to the exelusfiarchival analysis as method of choice.

Another alternative research strategy is surveys.skvey gives relatively shallow
information about the informant. The survey is alsghly structured and as we have
discussed earlier, we are looking for a deeper nstaieding of the informants’ perceived
value. We have also discussed our usage of sexaiables, whereof some of them unknown
to us beforehand, and with that in mind we donédl fihat a survey based research strategy
would benefit our result.

The case study on the other hand is primarily useithvestigate many variables on a low
number of entities including the surrounding cohtébhe case study seems ideal for our
research, where we are looking for a deeper urateistg with many unknown variables to

begin with.
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Our primary research strategy is case-study omentbere we have followed different

resellers with their customers during their visisSweden. After the visit to Sweden we
followed up with interviews with the Volvo reselterGeneralizing the result from the Case
study can be done to theories or analytical gerzatadn but could not be considered as
statistical generalization (Yin 1989, p. 21)

))

Two definitions of case study as a research design

“..the essence of a case study, the central tendanwng all types of case study,
is that it tries to illuminate a decision or set @écisions: why they were taken,
how they were implemented, and with what result.”

(Schramm 1971)

“A case study is an empirical inquiry that investigs a contemporary
phenomenon within its real-life context; when theurdaries between
phenomenon and context are not clearly evident;iarvahich multiple sources of
evidence are used...”

(Yin 1989, p. 23)

Yin (1989, pp. 23) argues that the case study,rapnto other research strategies, deals both
with the phenomenon and the context of the phenomen

A case study is a study of a specific phenomermmexXample a person, a course of event, an
institution or a social group. Merriam (1994 p. 28poses to exemplify by saying that if you
are interested in a school or an institution, dr@ugd choose a certain part of it, for example a
course of events or a sample of representativeestadand study the sample in depth.

))) #

Qualitative case studies are suitable when handimigcal problems of practical nature to
increase the knowledge base. Case studies as madecedure is often the best method for
tackling the problems where pre-comprehension eessary before practical innovation (Yin
1989, pp. 22).

))+ 3 ( #

Yin (1989, pp. 52) argues that evidence from mldtipases is often considered more
compelling, and the overall study is therefore rdgd more robust. The time needed to
undertake a multiple-case study could be extenditerefore the decision to undertake a
multiple case study cannot be taken lightly. Eveage should serve a specific purpose within
the overall scope.

The logic underlying the use of multiple-case stsdare the same. Each case must be

carefully selected so that it either (a) predidatmilar results (literal replication), or (b)
produces contrary results but for predictable reaqtheoretical replication). Two to three
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cases is used for literal replications whereas tousix cases could be used for theoretical
replication.

An important step in all of these replication prdgees is the development of a rich
theoretical framework.

We have chosen a literal replication case studyhawetiogy where we seek similarities
between different cases.

) + ( n !

It is upon the author to define or delimit a syst@nunit of analysis to be studied. The author
has to decidevhereandwhenthe observations should take plastoto observe andhatto
observe (Merriam 1994, p. 60)

According to Ryen (2004, p. 71), when you do adila of respondents you are not only
selecting people, you are also selecting enviroisnen

We used a non-probability sample method when chgosases. The sampling method is
useful when the aim is not to answer “how much™mow often” but to solve qualitative
issues like what is taking place or what it leads as well as the relations that connect
different events (Honigmann, 1982, p. 84 cited ieram 1994, p. 61). The respondents that
are included in this thesis have been chosen botea@mmendation from Volvo CE and the
authors’ perceptions on who are the most relevawit aseful respondents and who are
believed to be able to contribute the most (MileBl@berman 1984). The aim of the sampling
should therefore be to maximize the opportunitgggregated knowledge of the phenomenon
(Merriam 1994, p. 61)

An interview isoften one of the most important sources of data mase study. The most
common form of case study interviews is of qualtabpen-ended nature. Interviews should
always be considered as verbal reports and astheghare subject to the problem of bias,
poor recall, and poor or inaccurate articulatiomergfore it is reasonable to corroborate
interview data with information from other sour¢&®n 1989, pp. 88).

A participant observations where the investigators take an active parthm ¢ase being
studied. The role the investigator takes can vaitygbves a unique opportunity to see the case
from the inside. The investigator could by takingrtpin the case actually manipulate the
actual case. ldirect observation®n the other hand the investigator does not takeearole

in the case but passively observes the case (jpd92).

Using multiple sources for case study data coulgrawe the construct validity of the
research. The data could also be broader and nootgade with multiple sources than with
just one source of data (ibid., p. 97).

We believe that semi-structured interviews (Saunéérl. 2003, pp. 246) (Yin 1989), may be
the best ways of gathering empirical data for thidtiple case study. This also suites well
with the hermeneutical approach we intend to uspe@ally considering that the research
guestion is not typically quantifiable. We will alde using participant observations as
method for gathering data. By using two differeypiets of data gathering we are likely to
increase the construct validity of our researchd(jlp. 97).
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Other sources of data that can be used when gaghddta are: documentation, archival
records, participant observations, physical art&gibid., pp. 85).

Documentation could include letters, administratd@cuments, articles or formal studies
(ibid., pp. 85). In our case we have looked forudoentation about the usage of the Demo
Centre, but to the best of our knowledge it is thet well documented, which is part of the
reason for us doing this research, hence the mathgdthering data via documentation was
not a viable alternative.

Archival records could include personal recordderaars and telephone listings (ibid., pp.
87). Here we have the same case as before where \@E does not have any formal

structure for collecting records about the visastiie Demo Centre, so the archival records
source is very limited for us in this research ahduld not be considered as one of our
methods for gathering data.

When it comes to participant observations or direbservations Yin's (1989, pp. 91)
distinction between the two are that in participahservations the researchers take a more
active role in the studied events. In our caseatmrhas not been to be active participants, but
nevertheless we have followed two groups of peaolpleng several days and taken part in
their activities but always by the sideline, catefiwt to interfere in their experiences.
However, it is possible that the participants coumldome way see us as part of the group,
even though that was never our intention. Thistlen other hand, does not mean that we
haven't talked to several individual participantgidg these two cases, but always kept our
discussions and inquires out of the main expergeontéhe events.

). &

For this study semi-structured interviews was catelll The interviews aim is to understand
the respondents driving forces and how they peecéle subject. The method is chosen
because the authors want to understand the custmilealso explore unknown factors and
try to understand their meaning.

The semi-structured interview is probably the mostnmon form of qualitative interview
(Ryen 2004, p. 44). It has a guide with subjectstaemes but the questions are not written in
detail. That means that there is of little impodarhow the questions are formulated or in
what order they are presented (ibid., p. 44).

By using semi-structured interviews a comparisomade made too se what similarities and
differences there are between the different respatsd The comparison is not be seen as
generalized information that you could draw commonclusions from.

Most researchers agree that some form of guidedcbelused in the interview situation.
However the degree of formalization of the guidevedl argued. A guide with a high degree
of structure could lead to the researcher beinglelil to new input outside the guide and miss
important information. If the purpose of the intiew is to find the respondents perspective,
as it is in this case, a too strict guide riskdarter-effect the interview (ibid., p. 44).
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On the other hand if a guide is missing or haditte structure there is an imminent risk that
important questions will be missed. If the researdtmows beforehand what they are looking
for it is natural to plan these questions intoittterview (ibid., p. 44).

)/ 1 3

)/ %
Internal validity can be summarized as in what dedghe result concurs with reality

“..Is that which is aimed to be measured really swead?”
(Merriam 1994 p. 177)

Each observed case has been followed with senutated interviews with at least two
different respondents to secure the validity. Byirlg different respondents from the same
case answer the same guestions we hope that vessugng that we are measuring the right
thing.

y/) $ %

External validity deals with the problem of knowindpether the studies findings are possible
to generalize beyond the immediate case studypfididem with external validity has been a

major barrier in doing case studies. In surveyageseit is assumed that a sample, if selected
correctly, can be generalized to a larger populatieritics say that a single case or multiple

cases offers basis for generalization. The diffeedvetween the two however, is that a survey
relies on statistical generalization, whereas asdies rely on analytical generalization. In

analytical generalization, the investigator is gagito generalize a particular set of results to
some broader theory. The generalization is notraatiz, as a theory must be tested trough
replications of the findings in a second or evardtbase. Once the replication of the theory
has been made the results could be accepted igex kcope (Yin 1989, p. 43).

Erickson (1986, p. 130 cited in Merriam 1994, p6)18laims that the production of general
knowledge is not suited for research based onpgre&ation. When observing the specific, one
will also discover “concrete universalia”, sayingat the general can be retrieved in the
specific (Merriam 1994 p. 186).

During our pre-study we started to form ideas abehat different factors that could be
perceived ad important by the reseller. Our firstwd CE case proved many of these factors
and led us to form our first conclusions. To tast@nclusions and our model we took part in
another case where we tried to find similaritiesnfrthe first case. This proved to fully
support for our propositions and our model. This hapefully lead to an increased external
validity.

Y+ # %

Yin (1989, p. 42) argues that construct validityhis first step and it is especially problematic
in case study research. The criticism against sas#y research often point out that the case
study researcher fails to develop a sufficient apenal set of measures and that “subjective”
judgments are used to collect data. To meet theofeonstruct validity an investigator must
be sure to cover each of two steps:
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(1) Select the specific types of changes that are tstidied (in relation to the original
objectives of the study) and;

(2) Demonstrate that the selected measures of thesgehdo indeed reflect the specific
types of change that have been selected.

The construct validity can be increased by usingfipie sources of evidence or to establish a
chain of evidence (ibid., p. 42).

In order to increase the construct validity we himaked at multiple sources of evidence such
as interviews and both participant and direct olzg@ns. The theories we have used are
based on previous research that further supportéralings. With this in mind we have done
our best within the limited time to secure the ¢nr validity of our research. As always if
we would have more time we could have used morecesuand more cases to secure the
construct validity further.

) /.

The purpose of reliability is to be sure that iremne were to do the exact same case and
followed the exact same procedures as the firgstigator they would get the same findings
and draw the same conclusions. It is notable thatrefers to the exact same case and not a
replication of the original case. The goal of reilidy is to minimize error and bias in a study.
In order for another investigator to follow in tHest investigators footsteps, the first
investigator need to properly document the procegdi If documentation is missing the
investigation could not be properly reviewed ane findings could not be considered
reliable. The researcher should document and apeedize as many steps as possible and
conduct the research with almost the notion tsanieone is looking behind their shoulder
(ibid., p. 45). In reality though, a case mightueque and impossible for someone else to
copy, but the same rules still apply.

Merriam (1994 p. 180-181) has a somewhat diffeegaptroach to reliability. She argues that
when determining reliability in qualitative caseidy research, the aim is not to isolate laws
for human behavior, but to describe and explainvtbdd from the viewpoint of how people
living in it perceive it. Since the perception isigue from human to human, there are no
static points of reference that can be used whpaated, which is the traditional sense of
measuring reliability. According to Lincoln & Gul§a985 cited in Merriam 1994 p.182) the
measurement of reliability is not useful in casedsts, “degree of dependency’ and
“coherence” are argued as more useful terms, winstead of striving for the same results
one should strive for the results to have meartimag,they are consistent and dependant.

We have consequently made an effort to show hovihawe moved forward in our research
and how our propositions and our model have evolVeéel have described our actions in the
cases and our time spent with the respondents. Wdaidvever agree with Merriams
standpoint on reliability in that there is no way the research to be repeated. Instead, we
have therefore strived to reach meaningful res@st methodological choices have been
explained and argued for, and in the end we exiaim our result could be further used in
future research in order to be developed further.
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The richness and depth associated with qualitadsta can not be analyzed in the same
structured manner as quantitative data. When aimglythe non-standardized and complex
gualitative data it should most likely be classlfiento categories before they can be
meaningfully analyzed (Saunders et al. 2003, p).3M& purpose of categorizing the data is
to:

comprehend and manage them;

integrate related data drawn from different traipsrand notes;

identify key themes or patterns from them for fertbxploration;

develop and/or test propositions based on thesarapippatterns or relationships;
draw and verify conclusions (ibid., p. 380).

agrwnE

The qualitative analysis has a general set of mapdhat include the following activities:
categorization, “unitizing” data, recognizing rétetships and developing the categories used
to facilitate this and developing and testing psapons to reach conclusions.

Categorizationis the first activity and it involves classifyinthe data into meaningful
categories which may be derived from the data omfithe theoretical framework. The
identification of these categories should be guidgdhe purpose of the research trough the
research questions and the objectives (ibid., p).38

The next activity is tattachrelevant parts of the data, which can be refetoeds units of
data, to the appropriate categories that was seleatthe previous step. A unit of data could
be words or sentences or complete paragraphsithatif the category (ibid., p. 381).

Generating categories and recognizing the datardiogpto them is in other terms analyzing
of the data. The analysis continues with the sedorhkey themes and patterns or
relationships in the rearranged data. This may teagarrangement in the categories as new
relationships are found. Some categories may bedoméarge to handle and needs to be
further subcategorized while other categories medrto be merged (ibid., p. 383).

While seeking patterns in the data and finding ti@fships, the possibility to develop
propositions emerges. A hypothesis could be seentastable proposition. The appearance
of relationship between categories will need totésted to make sure that it is an actual
relationship. In order to test the propositions omest seek alternate explanations for the
proposed relationships and negative examples tlatnat conform to the pattern or
relationship that is being tested.

Our analysis of the data is based on these aesvand we have formed propositions from our

primary research and will continue to look for saggdor these propositions in our theoretical
framework.
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+II

“During the 20 weeks this research has been in pgeg we had discussions with approximately 25 meopl
customers, resellers, Volvo CE personnel, academuics interesting people from other companies. W& ha
longer interviews with eleven respondents fromtowg cases. The main interviews have been with refgrds
that are in executive positions with a lot of imffice over how the trips to Sweden are carried dbe
interviews have lasted between one and four hondsia most cases recorded. The other interviewe leaen
less formal and ranged from discussions with custsnover diner to group discussions with key VaB©B
personnel and telephone conversations to followlifferent topics. All of our main respondents havefirmed

or propositions.

This chapter presents summaries of the empiricth dlaat has been gathered. The summaries are preden
chronologically. Since no previous research hasnbeenducted on this topic we present a thick erogiiri
summary with many quotes from the respondents. &r here is to show the similarities but also the
respondents’ different views on the same phenomnon

+ 7 #(

When we started on this academic escapade we talitedhe entire Demo Centre staff and
had informal discussions on several occasions it the drivers and the administrative
personnel to try and find out what we should furthesestigate. After many interesting

discussions we started to see the Demo Centréoas for the resellers to come closer to their
customers and possibly increase their sales.

Our supervisor Professor Sten Séderman told ustabgimilar demo centre used by Atlas
Copco. So before we began to dig deeper into tHeoVGE’'s Demo Centre we decided to
contact Atlas Copco to see if there where any amtigs between the usage of the their
respective demo centers’. Our first visit, and iviw, to the mine and Atlas Copco led us 20
meters underground where they had rebuilt an @tinig mine to a conference room with a
cinema display and dining passivity’s. The minedlave a tour of the upper part of the mine
where the bring customers’ to display what Atlasp&b can do and also show minor
demonstrations of their equipment.

Atlas Copco and Volvo CE are not competitors belytkell equipment that could be used in
order to complete each other so their equipmentveark in perfect harmony. There have
been some joint efforts in terms of selling thespective clients but this seems uncommon.

At our second visit to Atlas Copco we interviewedexecutive that told us how they used the
mine when they have customer visits. When they hanrtant customers that the want to
show something extra they take that group of custsmdown in the mine for meals and a
presentation of Atlas Copco and possibly a lightndestration. The mine functions as a
starting point for many of their customer visitdhave they then can take them to different
factories such as Orebro and in some cases theyaMs the customers to Eskilstuna and the
Volvo CE Demo Centre. This collaboration is based respondent at Atlas Copco’s
relationship with one of the Volvo CE executiveadahe collaboration apparently works
both ways. To finalize their trip they often makesammary in the mine over dinner and
possibly a demonstration of Atlas Copcos equipm&hé executive at Atlas Copco told us
that these trips are conducted in order to crdegefgthen their relationship with their
customers. Another aim with the trip is so that ¢istomers can see that Atlas Copco are
willing to commit to their customers and show thtiagy are a credible and financially stable
business partner.
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“The customers need to feel that they can trusasisheir supplier and that we

are willing to commit to their project. It is imp@ant for us that we can support

our offices outside of Sweden and take care ottiséomers when they come and
visit us..”

(Manager, Atlas Copco)

According to the Atlas Copco executive they consirgs as a marketing investment and
they whish to treat their customers well, carefat to overindulge which could risk being

seen as bribery, resulting in that there are sdnmgs that the customers have to pay for
themselves. Another important factor for Atlas Gopg to show their customers the “Atlas

Copco image” and that they are the best supplighemarket.

+) * 8, 3

In our first Volvo CE case study we followed a gooof 15 potential customers from
Luxemburg on their trip to Sweden. We where togethi¢gh the customers for one day but
their trip to Sweden extend over three days. Tlwugrfrom Luxemburg where not Volvo
customers but were seen as highly prospective mesand where managers and owners of
some the major waste management companies in Luxgmb

When we first met the group it was at the Demo &emt Eskilstuna and they seemed very
happy, and some a bit tired from the dinning at&si the night before. We had brief
discussions with the reseller but mainly obsenlesrtactivities during the day. Two weeks
later we followed up the visit by flying down to lBaum and Luxemburg to talk to the Volvo

CE managers at the reseller.

Our first point of interest was why they decidedidke these prospective clients to Sweden
and the Demo Centre. The managers argued thatatleeyying to put Volvo CE on the map
in Luxemburg and that Luxemburg is, since it isreal country, a special market. It was very
important for them to try and build a relationshipth their prospective customers, a
relationship build on trust and respect. Theytfdtt this was an important breakthrough since
they agreed to come to Sweden and take time ofjpanially pay for the trip. The managers
also feel that they show their prospective clientst of good will when they invite them on
this trip. We asked them about what how trust iganant and in what way the trust could be
increased by going on trip to Sweden.

“You have different aspects. The first is that y@ve time to talk about things,
and when people talk you automatically come cldseone another. That is a
matter of understanding the customer better and thestomer-supplier
relationship. Secondly coming to Sweden confirrasSWwedish tradition of being
a nice country with nice and balanced people arehdtling is, to my opinion at
least, right, so the customer gets the feelinghaf &s well. To do things right,
professional and correct and a visit to Sweden giree a confirmation of the
values of Volvo and the product. The third is getiin contact with the products,
there is a factory and you come in contact withgheduct...”

“..Yes, relationships and trust. Very long termatednships and trust. And this is
exactly what you create by being together for thatags when proposing a nice
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program which has a little bit of all. And in resps® to your previous question
“why this type of program™?, it has to do with oway of approaching the
customer. There is the “American way”, shoutingyatr best, overwhelming the
customer and saying we have the best products alfwdy through giving them
the order forms and saying “how much do you wand dmow much do you
want’? Then there is our way, we want to show whathave, then it is up to the
customer to decide if he wants to buy from us. Yeéenat pushing, and that is a
way of approaching the market, and that is our whyat is what is important
about the visit to Sweden, that you not only shwmtthe factory, the machines,
but do other things as well, show the countrytHein ask questions, and let them
come to us if they are interested in buying machirie

(Managers, Volvo CE reseller)

We talked about what other benefits the resellees sn going to Sweden and the Demo
Centre and what kind of feedback they have gottem the customers.

“..One of the customers said “my next wheel loadell be a Volvo Wheel
loader.” Another customer she talked to a few dage said: “My Komatsu
wheel loader; that's not a Wheel Loader. Please enale an offer for buying it
back and offer me a price for a Volvo Wheel Loaddrhave nothing against
competition but this statement says something. Wercustomer says that the
Komatsu is not a wheel loader, you could not géebéeedback than that...”

(Manager, Volvo CE reseller)

During their trip to Sweden they where not onlytla¢ Demo Centre and the Munktell

Museum, they where also in Arvika at the dumpetdigc and went snowmobiling and

finally, a tour of Stockholm. It seemed importaot the reseller to show the customers
Sweden and a little more then just Volvo CE.

“..I think it is important to show them a bit oflathat is why we first went to the
factory and then went snowmobiling in the natunentthe Customer Centre, then
the component factory and then to Stockholm, hafwinglt is important to have
fun. If you go with a group and want to have a gatdosphere it is important to
have fun, these things create atmosphere. Alsgrhgp asked for some special
things, so we arranged that...”

(Manager, Volvo CE reseller)

One problem for the reseller is to measure if treesvities have any effect on the customers
purchase decision. In this specific case it cowdbittle easier since they where prospective
customers but still it would be hard to know if tle&fect came from this trip or from
something else.

“..What we do know is that many customers are &lking about the visit from
two years ago or three years ago here in Belgiure. Riow that a part of the
customers value these trips very high, and alsostlles guys see this as a very
good investment because they create a relatiortblipis very hard to tear down.
The customer comes closer to us as human beindsnahe end it is trust in the
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sales guy and the company that is needed whenihgrglich big investments. It
tells them that we will not let them down if these break down, when service is
needed, when parts are required. So it has to dio tuiist, in the company, in the
factory and in the product...”

(Manager, Volvo CE reseller)

The purpose for the reseller to bring customerhéoDemo Centre is to show the machines
and that there is a wide range of construction gggant that Volvo CE has to offer. The

Demo Centre is also seen by them as one of thestnplaces to show the construction

equipment.

“..the whole atmosphere is just “Volvo”. There i©®Mo in the air, and that is

what is so impressive for the customer... if yoieretihere without me, explaining
to the customer that Volvo is the best brand, thaye an enormous injection of
blue blood, Volvo blood. From that point of viewhink the Demo centre is one
of the nicest places to visit with customers...”

(Manager, Volvo CE reseller)

Another opportunity at the Demo Centre is to fulibme of the customers’ dreams and let
them experience other equipment then they are tesegerate. In many cases, such as this
case, the customers are mostly managers and n@&torseand for them to get the opportunity

to try the machines in a sometimes playful envirentrand have fun is important since they

wouldn’t normally do that at their own company.

“..Normally our customers already know what type mbducts they need.
Sometimes a guy who always uses a 16 or 18 toreanms$ about sitting in a 46
toner. That is for those guys extremely interestingave the opportunity there to
operate that machine. On the other side you hageaers that have a couple of
machines, other brands, and who want to try ancee&pce what Volvo is like,
those customers are extremely interesting to hdeatwhey have to say about the
Volvo products. They might say “this machine igtéelslower” or “this machine

is more stable”... there you get a bunch of informatwithout thinking. A third
opportunity is a guy who actually is looking for amcavator, a 36 toner, but
doesn'’t tell you because he doesn’t want to beupder pressure, and he thinks
“I'll try that machine as well” because in two ohtee months when we will be
looking at excavators, | will ask for a bid frometh as well, and THAT is an
opportunity you don’t know about, but that you wmiilks if you don’t show them a
more or less complete line of options. If you dshidw what you have, you might
miss an opportunity. So | think that if we havauatomer who comes to the Demo
Centre and wants to try a machine, we have thegatiin to give them this
opportunity...”

(Managers, Volvo CE reseller)

The discussion led in to possible improvementshef Demo Centre and the first thing that
comes into mind for the reseller is that a realtdgc nearby would really improve the
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experience. The component factory is a nice fgdiit it is not the same thing as going to a
factory where they produce machines. On the otlaed hthey shouldn’'t move the Demo

Centre near a factory since the Munktell museumthadvhole surroundings of Eskilstuna is

Volvo country. They also feel that is hard for thearorganize a trip from Brussels they need
more help in Sweden.

“..When it comes to organizing trips, we can nogamize it from here, we can
only recommend things and evaluate what has alré®dy done, and give ideas.
For example | know some restaurants in Sweden,olvkeome restaurants in
Stockholm, some hotels, so sometimes | can giwnreendations because it is
good. But what is lacking today is ONE person, dawating all the trips...”

(Managers, Volvo CE reseller)

Now a couple of weeks after the trip the custonseesm very happy that they where invited
to Sweden and they are still talking about it, oigeng meetings to look at pictures from the
trip.

“..I asked the customers what was the best thinguakhe trip and they told me
that this was one of the better trips of their §ivAnd when | asked them what was
the best thing and what did you learn etc. Theysaill the whole thing was just
wonderful. Some of them appreciated the more teahrparts and some
appreciated the more experience oriented parts. tBatgeneral managers say
that you could not get one point out. There is ne bighlight...”

(Manager, Volvo CE reseller)

++ " 81 #(
In our next case we followed a group of Danish @ungrs during two days in Eskilstuna. The
group in this case where not decision makers pertsay where mostly mechanics and sales
personnel from the four largest rental companid3enmark.

The first day started out with a two hour preseataat the Customer Centre in Eskilstuna
and that ended a little differently than normaltekfthe presentation the light turns off and
loud music surrounds us. Soon two futuristic das@apear from behind us and they dance
towards the stage. The dance and light show enttsthe curtain behind the scene going
down and exposing shinny new construction equipmiemen there is walk and talk-through
the different machines the group then continuedh Winhch together and we had a discussion
with some of the managers from Volvo CE about this Right after the lunch it was time
for the demo show followed by a three hour testelfor the customers. Later that night we
all went to the Munktell Museum and had a terrificee-course dinner where we got the
chance to talk to both the customers and all thsgmmel from Volvo CE Sweden and
Denmark. Everybody seemed to have a great time gitbd food and drinks and the
conversations and atmosphere where happy and soeseta bit loud. The night then
continued back at “stadshotellet” with more drimke& more opportunities for us to talk to the
customers and the people from Volvo CE.

The following morning started early but everybodgsan a good mood when the buss took
us to the component factory where we where touredral the facilities. We also looked at
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the Re-man factory, a warehouse and an educattemiéte. The day ended at the customer
centre with a short summary and lunch.

Two weeks later we went to visit the Volvo CE résein Denmark to do our follow up on
the trip with an interview with one of the manag#érsre. We had a long discussion about this
particular trip and how the use trips in general anwhat purpose. Our first topic for the
interview was why they had chosen to take a grdumn-decision makers on this trip.

“..It was the first time we tried it and we havdda lot of machines this year and
a lot of them have gone to rental customers. We tlixee or four big rental
customers and we know that it is very importarkdep the guys in the workshops
happy. So our key account manager decided to td/take them to Eskilstuna
instead of the executives because the owners dogant to go anymore, they
don’t have the time and don’t want to see the shye/thought that we could give
these guys a good impression of Volvo by takingp tteeEskilstuna and | think we
succeeded...”

(Manager, Volvo CE reseller)

Our discussion continued on what the managemeheatntal companies might think of
Volvo CE inviting their service personnel insteddi® management.

“..They know we want to build up good relationshvpish the guys who work in
the workshop. Our account manager is always talkimghe workers when he
visits our customers. This helps him to furtheldthe relationship...”

(Manager, Volvo CE reseller)

We talked a lot about the motives for the resdtbetake these people on the trip and how it
could be justified and what the hoped to gain fribmThere seems to be a clear goal in
building up a closer relationship with the “entirlistomer and not just the management and
those who are in charge of making the decisionth@tcompanies. And even though this
group may not have that much influence over thelmsing decisions if they aren’t happy
with the machines they repair and maintain it wél heard on the management level as well.
It seems important for the Danish Volvo CE teamh&we a good relationship with their
customers.

“..When it comes to rental companies it is very am@gnt to have a good
relationship with them. Our key account manageryohés to manage four
companies. When the companies have a problem étidyim directly and he will
make sure that things get done. We don’t havewitatother companies...”

(Manager, Volvo CE reseller)
They stress the importance of the customers fedlappy and comfortable with Volvo when
they go on a trip. They should be able to havaighHaogether and feel more like friends then

business accountancies. Sweden it self appears smbmportant factor in showing of the
Volvo brand in a good way.

33



“..Everybody knows that Volvo is Swedish and gdimgye is like going to the
birthplace of Volvo. You have the museum, the deemtre and the factories.
They feel special when they go back to their woik @an say that they have been
to Sweden and seen Volvo’'s birthplace. So yes iutery important to go to
Sweden. It is not the same thing to do a demo beia Kontz. Kontz doesn’t
have the museum and the other things...”

(Manager, Volvo CE reseller)

We asked the reseller what there aim was whendbdp Sweden and the Demo Centre and
how the trips affect sales.

“..The most important thing is build up a relatidmg with the customers. When
we go to Volvo Days with a big group of clientsaxe all friends and we feel like
family. | think we achieve this every time. So wiwvencome back we are doing
business with our friends and family. Our sales guyice and friendly and

professional but it is very important to be friepalith your customers...”

(Manager, Volvo CE reseller)

“..It is very difficult to se any correlation betee the trips and the sales maybe
mostly because we bring our best customers to Swadd not a lot of new
customers. We have been trying to bring new customé our old customers ask
us why we bring new customers when they have heetustomers for 20 years.
It is very difficult to do this with any successe Wing the biggest customers and
those we have the best relationship with.../.\Wietcsay that if you bring a
customer to Sweden we sell two more machines beeaislon’t know what they
would have bought if they didn’t go on the trip..”

(Manager, Volvo CE reseller)

The reseller also brings customer that own few nm&shin total but are loyal Volvo CE
customers. They justify this mainly with the argumation that the construction equipment
community is small and they all know each otheheSe customers often act as advocates for
Volvo CE and help them sell machines to other qusts by spreading the word about Volvo
CE. There is of course competition on the markanhyany cases the owners of the different
companies have good relations and help each other o

We asked why they think the customers want to tmvelationship with them. What could
the customers gain from having a relationship wititvo?

“..1 think it has to do with trust. Trust in our e person and trust in the brand.
There is also a personal/social relationship wikie tsales guys. Our customers
need to feel that they are respected by our saesop...”

(Manager, Volvo CE reseller)

We asked how important the Swedish experience widls the demo centre and how
important the demo centre is compared to othevities in Sweden.
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“.It is very important, relationships are of keyportance. The best way to
estimate how important the trips are is to compiae® a demo day in Denmark
and then it is 9:1 in advantages for Sweden or dargher. It is important to go to
Sweden since Volvo is Swedish.../... When we &onge we go to the demo days
it is something that our customers remembers alkd &bout. Of course it is also
very important for our customers to get to try thachines. The Museum is also
very important to see Volvos’ history. As | sedtits a package when you go to
Sweden...”

(Manager, Volvo CE reseller)

When it comes to the driving experience at the deerdre it seems to be different scenarios
depending on the experience level of the drivet tharying the machines. However it is
important for both an experienced conductor anthexperienced manager to be able to have
fun. There needs to be a realistic driving envirentrand instructors nearby so they can ask
them if they have any questions. But there is afsexperience factor for the drivers.

“..They want to try out new machines and not maehithat they have been
driving for 20 years. It is good when they can @t new machines and that is
one of the biggest benefits with the Volvo Daysrwai have the entire range
present. When the customers get to try a big madike the Easy 700 they walk
a way with a big smile like they just came out flamamusement park...”

(Manager, Volvo CE reseller)

The managers are often more easily amused and\sagrhappy when they walk away after
a test drive. The managers may seldom drive mashhemselves, making the Demo Centre
an opportunity to try the machines and have fun.

The Danish office spends a small amount of monesnarketing and it's only approximately
0.1 percent of their total earnings that goes battkmarketing. On the other hand they can’t
say if their sales would have been higher if theuld have put more money into marketing
activities such as trips to the Demo Centre in Samear other places. They do think that the
relationship activities they do with their customevrill be remembered when the current high
growth rate will decline.

+. 7!

After the cases we used Saunders (2003 pp. 378glques for analysis to process the data
(see 2.6). So, we sat down and summarized the ¢coagnon comments, patterns and themes
we had come across creating categories. The aintovas

comprehend and manage them;

integrate related data drawn from different traipsrand notes;

identify key themes or patterns from them for fertbxploration;

develop and/or test propositions based on thesarapippatterns or relationships;
draw and verify conclusions (ibid., p. 380).

PowbdPE

We started by reviewing the data we had gatherednd jotted down on pieces of paper and
laid them down on the floor (2). The aim was taegarize the notes in some sort of system or
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model, without any specific theoretical knowledg®), (which Saunders refers to as
“Categorization” (ibid., p. 381). The categorizati@ads taroupsor assertions Saunders et
al (2003, p. 383) instruct that the categorizatwmrables the development of hypothesis or
propositions. Before actually calling them propiosis we looked for theoretical support for
our assertions or conclusions, aimed to be visedlzy the “Empirical Analysis Model” (see
appendix, 10.3).

The conclusions (see appendix, 10.4) served ad&iiam in our search for theories. In the
Data chapter we sought to attach relevant pardatd to each assertion or conclusion, as
recommended by Saunders (2003, p. 383).

The conclusions was compared with the theoriesthackafter reviewed to see what new
light the theories shed on the conclusions. Thdstéea revision of the conclusions and also a
confirmation of the conclusions so that they wheeseloped in to propositions (see 5.6).
The original model (see appendix, 10.3) where nedlifto fit the development of the
propositions and analysis findings (see 6.2).
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“In this chapter we present the most relevant theorfor our propositions and together they form our
theoretical framework. The theories in this chapséould in most cases consist of the most cited Lexed
theories in their respective field and we havedrie go back as far as necessary to find the oaigareative
source behind the ideas. In some cases the olderids we found were not the most relevant antiésd case
we have relied on newer interpretations and develepts of the older theories.

The theories in this chapter are about Relationdfigrketing, Trust and Commitment, Reciprocatiorarigls
and their function, Price sensitivity, ExperienceoBomy, Consumer Experience Tourism, Involvemeetdryh
and Nation branding.”

(3

Egan (2004, p. 104) suggest that trust and commitiagpear inseparable in the relationship
marketing debate. If one or the other is missing iikely that the relationship is more of a
“hands off” or temporary. Trust and commitment iwarrant for both parties that maximum
efforts are taken to preserve and develop theioaktip as it is seen as of high importance.
Situations that may benefit from relational strageare likely to be those where the customer
and/or the supplier as important. A supplier cdekl the need to “lock-in" the customer and
therefore seek a relational strategy. A customaldcteel the need for a relationship with the
supplier if for example the perceived risk is hidine supplier could identify the customers
need for a relationship seeking behavior and foppr@priate strategies that will satisfy the
customers’ needs.

“What these descriptions of trust and commitmeggsst is that, whatever the
industry, it is important to build trust and commént if the establishment of a
relationship is the end goal.”

(Pressey & Mathews 1998 cited in Egan 2004, p. 104)

This would imply that trust and commitment are galig prerequisites to a sale therefore a
relationship building strategy is an important di@pards achieving this.

) % #( (3

In an article from 1996, Gronroos and Ravald (p. gholds that focus is shifting from the
activity of attracting customers to activities wiconcerns having customers and taking care
of them. This assertion whether one concurs or Imag, been a topic for discussion for quite
some time in marketing research, leading to thddfmship Marketing” approach. The core
of Relationship Marketing is relations and the nemance of relations between the company
and actors in their micro-environment (ibid., p-2®).

Relationship marketing is closely intertwined withe termsvalug customer loyalty
customer satisfactiqiperceived qualityandsacrifice
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-Gronroos and Ravald (1996, p. 19) consigafue to be an important constituent of
Relationship Marketing, and company’s ability t@yide superior value to their customers is
regarded as one of the most successful competitiaeegies.

-Customer satisfactiors considered an important factor to achieustomer loyaltyibid., p.
19).

-Valueis an important constituent of Relationship Mairkgt and the providing of superior
value to the company’s customers is regarded as onehnefnmiost competitive market
strategies (ibid., p. 19).

- Customer satisfactiors dependant ofalueand cost or sacrifice (Gronroos & Ravald 1996,
p. 20).

-A generally accepted definition (Gronroos 1982raBaraman et al, 1988 cited in Gronroos
& Ravald 1996, p. 20) gberceived valuguality is the difference between expectations and
actual performance.

Customer-perceived value can be defined as follows:

"...Perceived value is the consumer's overall aasest of the utility of a product
based on a perception of what is received and \ghgitven".

(Zeithaml 1988 cited Gronroos & Ravald 1996, p.
22)

Gronroos and Ravald (1996, p. 22) use Porter’'su®alhain” to understand what is valuable
to the customer and develop this by suggesting thatomer-perceived value, out of a
customer perspective, is related to his or her ealne chain, and is highly situation specific.
A key factor, they maintain, is the importanceaftions.

B

The value of having a relationship, for example #aue of mutual commitment, is an
important factor when analyzing an offer and hows thfluences the customers perception of
the value, which Grénroos and Ravald (1996, p. &8ue has a major effect on the total
value perceived:

“In a close relationship the customer probably shithe focus from evaluating
separate offerings to evaluating the relationshg a whole The core of the
business, i.e. what the company is producing, @afse fundamental, but it may
not be the ultimate reason for purchasing from &egi supplier. The reason for
purchasing may be simply because the customer hedationship with this
supplier and even though the offering is not exatttt one sought, the parties
involved try to come to an agreement where theablbgs of both parties can be
met. In this situation the point of the discuss®rhanged. The issue is not what
kind of an offering the company provides - ratheisiwhat kind of relationship
the company is capable of maintaining.”

(ibid., p. 23)
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Gronroos and Ravald (1996, p. 25) conclude thentrdmution by adding relationship to
Monroe’s original equation definition of customesrpeived value, resulting in the following:

Total episode value = Episode benefits + relatignbknefits
Episode sacrifice + relationshiprdece

Figure 2 - Monroes equation revised (ibid., p. 23)

Their standpoint is that poor episode value carmddanced by a positive perception of the

relationship, and in opposite a poor relation vahises the demands on the episode value. In
addition to this the episode value and the relatigm value exist in a mutually dependant

relationship, meaning that positive episode valnbaaces the relationship value and a
positive relationship value increases the totad@gbe value.

“In a long-term relationship with the supplier tHgenefit concept takes on a
deeper meaning. We talk about safety, credibiggurity, continuity, etc, that
together increase the trust for the supplier andréoy support and encourage
customer loyalty. After a few successful transastithe customer is satisfied)
the customer starts to feel safe with the supplier trust is developing. The
customer knows that this company is able to fuliid needs and wants and is
assured that the company will take care of the ciomemts it has made. For
many companies these fundamental aspects of havinglationship with a
customer are not always considered, even though thi something every
company should pursue in order to retain the custamSafety, credibility and
security contribute to a reduction of the sacrifite the customer and this is
something we believe that the customer finds dasant very valuable.”
(ibid., p. 25)

Ravald & Groroos (1996, p. 25) use the followingdalao illustrate these pointers:

Figure 3 — “The effect of value-adding strategiesiia long-term relationship” (ibid., p. 25)
Gronroos and Ravald (1996, p. 25) wrap up theirtrdmution by saying that customer-

perceived value needs to get a deeper understaadioch@a deeper meaning which does not
relate only to individual episodes, but to the etpgons of the customer and the
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responsibility of the company to meet the expeatatiin a long-term relationship. Not till
then can the customer perceived value be increasduobth an episode level as well as on a
relationship level.

.+ L # 4 !

Morgan and Hunt (1994, p. 22) argues that the gbaklationship selling is to earn the
position of preferred supplier by developing truktelationship with the important customers
during a period of time.

In contrast to traditional network relationshiprfr@a strict economic perspective where power
is the central concept and where one third of sichtegic alliances fail Morgan and Hunt
(1994, p. 22) argues:

“..What should be central to understanding relasbip marketing is whatever
distinguishes productive, effective, relational lexeges from those that are
unproductive and ineffective — that is, what ewedpces relationship marketing
success instead of failures...”

(ibid., p. 22)

Even though there are many other factors that ibté to the success or failure Morgan and
Hunt (1994, p. 22) argues that the presence digakhip commitment and trust are central to
successful relationship marketing, not power ansl dbility to “condition others”.
Commitment and trust are key factors because thegugage the marketer to:

(1) work at preserving relationship investments by @apng with exchange partners,

(2) resist attractive short-term alternatives in fagbthe expected long-term benefits of
staying with existing partners, and

(3) view the potential high risk actions as being pnideecause of the belief that their
partners will not act opportunistically.

Therefore when both commitment and trust — not glustone or the other — are present, they
produce outcome that promote efficiency, produttignd effectiveness.

Morgan and Hunt's (1994, pp. 22) theory implies witzey label as the key mediating
variables (KMV) model of relationship (Figure 4) rketing which focuses on one party in
the relationship exchange and that party’s relatigncommitment and trust.
Morgan and Hunt (1994, p. 23) defines relationglmimmitment as:
“..an exchange partner believing that an ongoingatenship with another is so
important as to warrant maximum efforts at maringtit; that is, the committed
party believes the relationship is worth working tm ensure that it endures
indefinitely..”
Morgan and Hunt (1994, p. 23) defines trust as:
“..Existing when one party has confidence in anhaxge partners reliability and
integrity...”
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The literature on trust suggests that confidencéhenpart of the trusting party results from
the firm belief that the trustworthy party is rddie and has high integrity, which is associated
with such qualities as consistent, competent, hofas responsible, helpful and benevolent.

Figure 4 - The KMV Model of Relationship Marketing (ibid)

Relationship termination cost& normal assumption is that a party that endslationship
will seek an alternative relationship and have citg costs. This may lead the buyer to
believe that switching supplier will lead to a higihitching cost and therefore the buyer has a
incentive to maintain the current relationshipdibp. 24).

Relationship benefitdvMlorgan and Hunt (1994, p. 24) argues that firha teceive superior
benefits from their partnerships - relative to otbptions — such as product profitability,
customer satisfaction, and product performanceheilcommitted to the relationship.

Shared valuesThe only concept that Morgan and Hunt (1994,5).#bsits as being a direct
forerunner of both relationship commitment and tiriss the extent of which partners share
values about what behaviors, goals and policiesmapertant or unimportant, appropriate or
inappropriate, and right or wrong.

CommunicationA major forerunner of trust is communication whican be broadly defined
as ‘the formal as well as the informal sharing of meaful and timely information between
firms’. Communication encourages trust by supportingrasadlving disputes (ibid., p. 25).

Opportunistic behavior:The essence of opportunistic behavior is deceiged violation of
implicit or explicit promises about one’s approfggaor required behavior. The behavior is
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also defined by transactions theories about sédrast maximization.However in long term

a relationship with this kind of opportunistic bela is negligible. Morgan and Hunt (1994)
posits that when a party believes that the otheyps behaving in an opportunistic manner
the trust for that party decreases. Since the tltasteases between the partners so does the
level of commitment to each other (ibid., p. 25).

Acquiescence and propensity to leaM®rgan and Hunt (1994, p. 25p) defines acquieszen
as “the degree to which a partner accepts or adheresahother’s specific requests or
policies” and they posit that relationship commitment poslivinfluences acquiescence,
whereas trust influences only trough relationshgpmitment. Propensity to leave ighé
perceived likelihood that a partner will terminatge relationship in a near future'Morgan
and Hunt (1994) posits a strong negative relatignisetween organizational commitment and
the propensity to leave the organization.

Cooperation Cooperation is when, parties work together taeaghmutual goals. If there is
effective cooperation within a network, that propmteffective competition amongst
networks. Therefore, cooperation promotes relahigmsmarketing success. Conflictual
behavior can co-exist temporally in a relationshupoperation is not simply the absence of
conflict (ibid., p. 26).

Functional conflict.There will always be disagreements or conflictsalationships. When a
conflict is resolved cordially the disagreement bamnreferred to as a functional conflict. The
functional conflict can assist the relationshipcsiit may prevent stagnation and stimulates a
constructive discussion (ibid., p. 26).

Decision-making uncertainty. Morgan and Hunt (199426) argues that trust in the supplier
decreases the uncertainty in the decision making.

 + L(# 9

In their research, Morgan and Hunt (1994, pp. 28nt strong support for their KMV model
and over half of the variance in relationship cotnmeint can be explained from the model. If
cooperative relationships are required for relaiop marketing success the results from the
study clearly suggests that commitment and trueskay factors for success. The support for
relationship benefits in the KMV model was not soped fully when some of the qualifying
tests where done.

Madhok (1995) gives his definition of trust as thkowing:

”..Trust is the perceived likelihood of the othexttehaving in a self-interested
manner...”

(ibid)

Madhok (1995, p. 120) argues that trust has tworoamponents; the structural and the social
and they both reinforce each other.
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“..The structural component refers to the completagn of the resources
contributed. Synergy through resource complemenpaoyides the value added
and the consequent inducement to contribute towsedaelationship.

(ibid., p. 120)

Trust that arises from the perception of long-teomity within the relationship is essential for
continued benevolent exchange.

“..Trust is especially important in situations aficertainty since, in its presence,
less stringent contracting can occur in the expotathat the social dimensions
of the relationship will occasion mutually desiralidehavior...”

(ibid., p. 120)

Madhok (1995, p. 120 argues that by providing thetive to cooperate and the mutual

direction that determines what action is in thet lngigrest both parties in the relationship. A
relationship with trust induces reciprocity and boates the actions taken. Investing in trust
building activities can be seen as creating a stbgoodwill that the parties in the relationship

can use if need arises. By engaging in trust gldictivities it can also be seen as committing
to the relationship.

“It conveys long term intent and creates reciprooaligations. Such reciprocal
obligations encourages flexibility in the relatidnis, although an approximate
balance is required over the long term...”

(ibid., p. 120)

The structural dimension is necessary for creathmey relationship but not enough for its
continuance. The structural dimension is necessamge unless both parties from the
relationship are structurally bound to it, the tielaship is clearly unstable. One of the reasons
why it is not sufficient is that contributions toet relationship can not be evenly matched at all
times and it is here the social dimension playgrgortant part in stabilizing the relationship.
Another reason is that a strong social foundatimmeiases the chances for synergies between
the two companies. Nor can the relationship bethbanl solely the social dimension; the
presence of both dimensions is therefore impofiam., p. 121).

“..A trustful relationship does not just happen.dvolves gradually over time
through repeated successful interaction and haset@arefully nurtured through
various forms of hard and soft commitments...”

(ibid., p. 122)
In an attempt to give a general definition of trBliattachayra et al. (1998, pp. 461) argues that
there are several themes from which trust can bwed. First they argue that trust can not

exist in an environment of certainty; if it did,wiould do so trivially. Therefore trust exists in a
risky and uncertain environment.

Secondly, trust reflects an aspect of predictabilioth parties have an expectation on each
other. They further argue that the prediction ftsalys nothing about if you trust the other part

43



to act in a benevolent manner or not. Trust is aotexpectation but can embody an

expectation. The third and fourth characteristictrust are its strength and importance. The
fifth being that trust exists in an environmentnofituality — that is, it is situation and person

specific. The sixth being that trust is good inunat Bhattachayra et al. (1998, p. 462) argues
for a mathematical model of trust but they arergivan “imprecise” verbal definition:

“.Trust is an expectancy of positive (or nonnegali outcomes that one can
receive based on the expected action of anothetypar an interaction
characterized by uncertainty..”

(ibid., p. 462)

This definition should be consistent with Bhattagiaaet al. (1998, p. 462) six components
described above.

.. Fo((

In most situations where there is a large dealaadhtrust and collaboration are important
components in the process. Trust could be the &etpif that determines if there will be a deal
or not.

“Trust is hard to measure and quantify but shouldt ibe considered less
important than other factors just because it ischém measure. Some research
shows that trust and honesty is highly ranked kg ¢bhstomer in a customer-
supplier relationship. If the customer knows that Wwill be in a long term
relationship with the supplier, then it is essehtiaat he likes and trusts the
supplier...”

(Cheverton 2000, p. 119)

d
Gouldner (1960, pp. 161) discusses the norm oprecation as the rule that obliges us to

repay others for what we have received from thehmoligh many different views he tries to
clarify the concept of reciprocation and explainviibcould be used in analysis.

Gouldner (1960, p. 171) argues, in contradictiosdme cultural relativists, that the norm of
reciprocity is universal. There are however to mmmn demands for the norm of reciprocity:

0] People should help those who have helped them, and
(i) People should not injure those who have helped them

The norm of reciprocation could be considered dgreension in our value systems i.e. our
moral codes. The norm of reciprocation may be usailebut it is not unconditional and the
reciprocation varies depending on the original inguthe value of the benefit received is
perceived as low, the reciprocation of the debtplrson feels will most likely also be low.
The obligations of the norm of reciprocity may vamydifferent cultures in some cultures it is
stronger and in others weaker but the norm stpliap.

Gouldner (1960, p. 172) argues that there are twavss from which the value of the
reciprocity could be measured. thheteromorphiaeciprocity, equivalence may mean that the
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things exchanged may be different but should balegwalue, as defined by the actors in the
situation. The second case h®emeomorphicreciprocity and equivalence may mean that
exchanges should be concretely alike, or identicaform, either with respect to things
exchanged or to the circumstances under which éineyexchanged. The norm of reciprocity
is not only used for “good” exchanges, there ig @egative reciprocity where the reciprocity
is a form of revenge.

2 $(

A buying experience can be divided into differetages according to Gilmore and Pine
(1999, p. 2). The commodity is the foundation, wahibey choose to exemplify through

coffee, where the coffee bean is the commodity. Wip@und and packaged it turns into a
good. When a diner or coffee shop brews the cddfes pours it in a cup and serves it to a
customer it is turned into a service. Each stepsamiibt for their contribution based on an
increased perceived value for the customer (ipid2).

On top of this comes the experience. This is whHairee & Gilmore argue that the new
economy give room for profitable margins and/orhhggicing, as commaodities, products and
services more and more are being exposed to a pdocased market, so called
commoditization (ibid., p. 11).

“...when he buys an experience, he pays to spend ¢mmying a series of
memorable events that a company stages — as ieadrital play — to engage him
in a personal way”

(ibid., p. 2)

Many companies are acknowledging and employing ixpee as a part of their product,
giving birth expressions such as “eatertainmerghopertainment” and “entertailing” (ibid.,

p. 3).
Gilmore and Pine (1999 p. 11) define experiencgoasething which:

“...occurs when a company intentionally uses servasethe stage and goods as
props to engage an individual... experiences are mainhes’

(ibid., p. 11)

They mean that in the same way people have cut bagkoods to spend more on services,
people are now increasingly scrutinizing on sewitemake room for more memorable and
more highly valued experiences. These experieneepersonal and experienced internally.
The prices of experiences are increasing more Isagithn goods and services, simply
because customers value experiences higher (id2).

So what are the motives for the growth of expemsficBecause it makes people willing to
pay more.

Staging entertainment does not mean adding enmierégit to an existing offer. Gilmore and

Pine (1999, p. 30) argues that staging experieiscest about entertaining the customers, it's
about engaging them.
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Memorabilia is a tangible artifact of the experiesthe customers want to remember. Such
items are often among individuals most cherishess@ssions, worth far more to them than
the cost of the physical artifact (ibid., p. 57).

.5 # $(

Mitchell and Orvig (2002, p. 30) argues that wittivant of relationship marketing brand
managers are forced to seek new and innovative whgseating long-lasting and mutually
beneficial relationships with their customers. Sbasing the creation or development of
products can be an important catalyst in bondinthp whe customers. Manufacturing plant
tours, company museums and company visitors’ centepresent an important part of a
firms integrated marketing communications effortieTefforts try to affect consumers’
behavior by creating a customer-centered commuaitafprogram that builds relationships
between the customer and the brand.

Mitchell and Orvig (2002, p. 31) calls this phenarae&Consumer Experience Tourism (CET).
It is suggested that CET represent a unifying théanehis segment of the tourism industry.
CET captures the consumer’s ability to discovereraout the brands they consume while
manufacturers can form closer relationships withrtbonsumers during the time spent as the
facility’s guests.

Mitchell and Orvig (2002, p. 31) argues that comesrshould try to meet the consumer
needs at three levels:

(1) functional (providing solutions for the consumersigems);
(2) symbolic (providing satisfaction of physical desixeand
(3) experiential (providing sensory pleasure, variatyd cognitive stimulation)

CET can strengthen the bond between the consummelsbands by providing a visual
presentation of the brand, its operation, produactirocess, history, and historical
significance. The bond may be viewed as an inctebses| of personal involvement with the
brand and may translate into greater brand loyaltggnitive involvement reflects a
consumer’s interest in thinking (or learning moaéput the products. CET may increase the
consumer’s level of cognitive involvement by stiating thinking about the brand and its
production process. Further, the positive word-oiith communication stimulated by
satisfied visitors may be deemed more credible tihaer paid forms of promotion.

Mitchell and Orvig (2002, p. 33) argues that a nfacturer can use its physical facilities to
establish (or strengthen) the bond with a varidétyasties. The target consumers for CET can
be divided into three categories:

(1) current and potential consumers;
(2) business partners; and
(3) community stakeholders.

Consumer experience tourism provides the consuntberan experience regarding a product,
its operation, production process, history andohisal significance. This represents the
desired outcome of relationship marketing; thatcmysumers increase their knowledge of
(and establish closer bonds) with both familiar aoed so familiar brands. This heightened
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level of product knowledge may contribute to a heged level of personal product
involvement (ibid., p. 35)

Involvement theory suggests that consumers who hatwessed a product’s production may
become more brand loyal as a result of their ifieation with the product, their familiarity
with the production process, their firsthand int&iean with employees, first-hand witness to
their quality assurance processes, and other miteeeds. As such, business outcomes such
as growth in buyer loyalty, sales, profitabilitypdamarket share are some of the outcomes
sought by the companies that provide manufactuplagt tours, company museums, and
company visitor centers. It would be to narrow-neiddo suggest that the sole purpose of
CET is to increase sales, profitability and loyaDther outcomes sought focuses on company
image, education, open communication, and stalfibig., p. 36)

.6 & & !

According to Laurent & Kapferer (1985) today itoften boiled down to one single parameter
of measurement, namely “perceived importance”, Wwhiwey claim is not vivid enough to
represent customer involvement. They argue thdtraolvement profile” should be used in
order to more fully specify the relationship betwelee consumer and the product category.

They argue that the profile not only needs to dontiegreeof customer involvement, but
alsotypeof customer involvement.

To start with they recognize a generic definitidrnvolvement:

“Involvement is an unobservable state of motivatiarousal or interest. It is
evoked by a particular stimulus or situation andshdrive properties. Its
consequences are types of searching, informatioegssing and decision
making.”

(ibid.)

They also mean that since involvement is a hypamthletonstruct, it cannot be directly
measured. It can only be inferred from the presancabsence and intensity of its alleged
determinants or antecedents. Their operational tigmesand goal is to identify these
antecedents of involvement and they have reactetbblowing five:

-Interestin the productthe rewarding nature of the produterceived pleasure valudhe
sign value of the produdits perceived value to mirror the purchasers quaality or status,
the perceived importance of negative consequentesase of a poor choiceand the
subjective probability of making such a poor chole®m these factors the last two are what
classically symbolize the classical perceived-uakue. The five stated antecedents mediate
the effects of a number of variables on involvemehere the classical only take 25 percent
of these factors into consideration.

o ; *
Markets around the globe are becoming more mataodce campeting with only the core
product is becoming increasingly difficult, whergtended differences and/or attributes in
different forms are overtaking focus. One of thasethe strength of the brand of the nation
(Lee & Carter 2005, p. 224).
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“Countries have always been brands, in the truesise of the word. Their ability
to compete against each other for tourists, foreigwestment, consumers, the
attention and respect of the media, is significamtétermined by the power of
their brand image”..."The notion of brand managemtartcountries has become
established as one of the key tools for competi¢iss.”

(Anholt 2005 p. 34)

Anholt has the “Anholt National Brand index Q1 20@5 basis for his article where Sweden
is ranked as the overall number one brand. He speaklially of Sweden’s strong brand and
poses the questiorSweden: The best brand in the wofldibid., p. 34) and answers it with
assent. He sees Sweden’s ability of dualities @&sfactor for success; the ability to be both
reassuring and sexy, both stable and stimulatirgv Bther countries can attain such a
perception (ibid., p. 34).

Another key factor for Sweden’s success that Anf005) points out is that of a somewhat
semiotic approach;

“Brand is not the message, it is the context inalihihe message is received. If
the context is positive, then even negative messaglé be interpreted in a
favorable light. This is why having a powerful grakitive nation brand is such a
valuable asset: it's kind of a national insuranagipy.”

(ibid., p. 34-35)

Anholt (2005 p. 34) exemplifies factors that afféoe nation equity in a positive way as (i)
well distributed and well-loved brands (lkea, Valvabsolut, Saab) (ii) a cheerfull popular
culture (Abba, Pippi Longstocking) (iii) a beautifandscape and (vi) friendly and cultured
people.

Anholt concludes the importance of a nations brasébllows:

“A nation's brand image is its most valuable assets national identity made robust,
tangible, communicable, and - at its best - uséful.
(ibid., p. 34)

Looking at a more recent version of the Anholt Niasi Brand Index (2006), based on peoples
perception of six parameters of a country, we amthat Sweden is now one of the worlds
strongest overall brands"{Fand one of the two strongest brands when it come®wer of
brand and consistency in brand. It is known fouratbeauty, stable political climate, stable
governance, as well as strong in “human capitalhewit comes to ranking of “Science and
technology”, Sweden attains a ninth place in theldvin this category, outranking nations
such as Russia, South Korea and Singapore (Anfaibis Brand Index 2006).

< F# # &

The brand is a factor that could affect the consshuhoice behavior and it also plays a part
when there is uncertainty about product attribwted/or benefits. Consumer uncertainties
arise from imperfect information about the marked @ahe products. Under such conditions
brands may play a key role in how consumers leantode and evaluate the brand
information Erdem et al. (2002, p. 1)
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In their research Erdem et al. (2002, p. 1) exglosmhether and how brands and brand
credibility affect consumer price sensitivity whigrere is uncertainty about product attributes.

Definition of price sensitivity:

“..the weight attached to price in a consumer vaio of a product's overall
attractiveness or utility..”

Definition of brand credibility:

“..the believability of the product position infoation contained in a brand,
which entails consistently delivering what is preed..”
(ibid., p. 2)

A company can use various marketing mix element®roter to signal quality, such as

charging a higher price, offering extended wares)tor distributing via high end channels. If
these elements increase the brands credibiliy dlependant on the market conditions and if
there is competition or general consumer behavidre message of the brand differs
depending on both the current marketing mix bogio @in the brands previous marketing mix
and activities.

“..The brand credibility is on the other hand nbetsame thing as the credibility
of the marketing mix since the brand credibilitpmesents the cumulative effect of
all previous marketing actions taken by the brand...”

(ibid., p. 3)

The concept of credibility has two main dimensiomnkich are trustworthiness and expertise.
To be perceived as credible a brand needs to loeiged as willing and able to deliver what
is promised. Trustworthiness relates to that ttandbris willing to deliver what is promised,

while expertise is the capability of delivering.

“.The more credible a brand's signal of its protiysositioning, the lower
consumers' perceived risks and the less informagjatihering and processing
costs consumers need to incur during decision ngakih

(ibid., p. 4)

If the brand is perceived as credible, it may afswease the perceived quality of the brand.
However, the perceived credibility may not be agged with high perceived quality. A
brand could be seen as credible in delivering laaliey and low priced items, such as K-
Mart, and thus not seen as a high quality brand.(ip. 4).

Montgomery and Wernerfelt (1992) argues that breedibility should increase the expected
utility by (1) increasing perceived quality andfaising expected quality and (2) decreasing
perceived risk and information costs.

Marketing mix effects on consumer price sensitiiigve been thoroughly researched but

with mixed results. Some research findings arguat tadvertisement decreases price
sensitivity while others argue the opposite (Erdsral. 2002, p. 4).
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Price sensitivity could be seen as a function & #vailable information. When there is

uncertainty about the quality and the quality isimportant attribute for the consumer they
may become less price sensitive. On the other harmmbnsumers are not sensitive to

uncertainties about brand attributes such as guakt may become more price sensitive. This
function is valid for all product attributes andtmmly quality (ibid., p. 5).

This leads to the following mechanism that constguwhy brand credibility should affect
price sensitivity.

(1) Credibility may decrease perceived risk, which nadfect price sensitivity. Under
high levels of uncertainty about product attributesnsumers may want to minimize
expenses or losses. By decreasing uncertainty ssatiated perceived risks, brand
credibility may decrease sensitivity to price.

(2) Credibility may decrease information costs, whigh turn may decrease price
sensitivity due to cost reductions in informatiomach and processing; that is, if
consumers can save on "information gathering andgssing costs”, they may derive
less disutility from a given price.

(3) Credibility may enhance expected and/or perceyweality, which may reduce price
sensitivity

With the reasons Erdem et al. (2002, p. 6) discusdm®ve they argue that the higher the
brand credibility, the lower the price sensitivity.

If price functions as a quality signal, the avaiipof a credible brand to signal the brand's
position may reduce the use of price as a substitutmissing information. However, instead
of being substitutes, brand and price signals neagdmplements, in which case brand
credibility may enhance the credibility of priceaguality signal because price signals alone
often are not credible (ibid., p. 6)

Erdem (et al. 2002, p. 18) findings regarding tlieots of brand credibility on price
sensitivity suggest that brand managers shouldagereabout managing and protecting their
brand’s credibility levels. Brand management shonddude all aspects of credibility, such as
consistency among all of a brand’s marketing mignents, consistency of a brand’s
marketing mix strategies over time, minimal chang®s brand’s product quality levels,
and/or careful consideration of the consequencestehsions to brands.
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Kapferer (2003, p. 16) argues that the value ofdsacomes from their ability to continuously
add value while at the same time remaining at tlaeket price. He further argues that the
brand has eight primary functions in order to @eatlue for the consumer (shown in Table
2). The first two are mechanical, concern the essesf the brand. The following three
functions reduce the perceived risk. The last tim@ee a more pleasurable side to them. The
functions are not automatic and they need to bendiefd by the brand owner at all times.
(ibid., p. 29).

Function Consumer benefit

Identification To be clearly seen, to make seriga@offer, to quickly identify
the sought-after products.

Practicality To allow savings of time and energytigh identical
repurchasing and loyalty.

Guarantee To be sure of finding the same qualitsnatier where or when
you buy the product or service.

Optimization To be sure of buying the best produdts category, the best
performer for a particular purpose.

Characterization To have confirmation of your sel&ge or the image that you
present to others.

Continuity Satisfaction brought about trough faanlly and intimacy with the
brand that you have been consuming for years.

Hedonistic Satisfaction linked to the attractivenetthe brand, to its
Logo, to its communication.

Ethical Satisfaction linked to the responsible wédraof the brand in
Its relationship with society (ecology, employmesitizenship,
Advertising which doesn’t shock)

Table 2 - The functions of the brand for the consurr (ibid., p. 30)

Kapferer (2003, p. 45) refers to PIMS were on agerde market leaders generate a profit of
12.1 per cent from their sales those who are segendrates 8,3 per cent those who are third
only 3,5 per cent. For a company a brand is $tdlliest way to become profitable.

The brand can be seen as a living memory thatrdiftepeople from different generations can
have split views of a brand depending on their @ointvith the brands products. However it is
because a brand is the memory of the productsittltain act as a long lasting and stable
reference for consumers. The brand is both the meara the future of its products (ibid., p.

52).
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“The analysis will present five conclusions basedempirical findings, validated by all responderasd trough
theoretical support evolve these propositions imtopositions. The different tangible and intangifdetors in
the propositions are then analyzed further to stivevrelative importance between the different fescto

The analysis will go trough the value and imporeamé the Demo Centre, the Munktell Museum, theofiest
and Sweden. Trough these tangible places therénémagible values that can be experiences by tisellers
and their customers such as; Experiences, Dreanasjrid Fun, Memorabilia, Brand Image and the Volvo
Philosophy. Then the analysis further show whateffiects are in experiencing these factors sucimagased
trust in the reseller, reduced price sensitivity,peopensity to reciprocate and a strengthened refethip
between the customers and the resellers. In thahesdhcreases the sales for Volvo CE.

When dealing with relationship marketing activitiesd how they affect the purchase
decisions of the customers, it is always hard terd@ne how much they really affect the
final decision. Empirical findings show that in seroases it could be 20-50 percent of the
purchase decisions that could be derived from tbpgsitions, in some cases more and some
less. Other outside factors; such as price, serfiit@ncial services etc could explain the rest
of the sales. This number is an estimate from ¢ispandents and is hard to verify since the
causal relationship of a sale is hard to measummFa theoretical standpoint it is even harder
since the propositions are based on many diffdestiors which find support through various
theories.

The propositions work in a sequential order wher@pBsition one is required in order for
Proposition two to function and so on.

/ ( 8!

At the Demo Centre in Eskilstuna the customers hhee possibility to see and try out
different construction equipment from Volvo CE. Thanktell Museum is a museum of
Volvo CE’s history and displays it in a unique eowviment to the customer. Visiting the
different factories in Sweden shows the customeat tiWolvo actually builds some
construction equipment in Sweden. It also givesress of quality to the customers to be in a
clean and well organized construction plant. Sweitlegif is a factor that can be used to
illustrate typical Swedish values that reaffirm vl

By taking customers or potential customers to Sweated the Demo Centre, The Munktell
Museum and the different Volvo Factories, the VobBifé resellers are engaging the customers
in CET events (Mitchell & Orvig 2002, p. 31). Byidg this Volvo CE are both educating
their customers in the Volvo CE brand values amdngtthening their customers bonds
towards Volvo CE. This bond could lead to a cogeithvolvement from their customers and
they are assumed to be thinking more about Volvoa@Gé& are more willing to learn about
Volvo CE. It is also assumed that this bond inaeedke customers loyalty towards Volvo CE
Mitchell and Orvig (2002, p. 31). This is in faateof the aims with relationship marketing,
that the customers are more involved in the bramifael a closer connection towards the
company and their representative.

Involvement theory suggests that consumers who hétwessed a product’s production may
become more brand-loyal as a result of their idieation with the product, their familiarity
with the production process, their firsthand int&iean with employees, first-hand witness to
their quality assurance processes, and other miteeeds. As such, business outcomes such
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as growth in buyer loyalty, sales, profitabilitypdamarket share are some of the outcomes
sought by the companies that provide manufactupiagt tours, company museums, and
company visitor centre’s (ibid., p. 36). This flethrsupports that the activities that Volvo CE
engages their customers in are beneficial to taas process. However Laurent & Kapferer
(1985) argues that involvement is an unobservatae ©f motivation, arousal or interest.
They also argue that involvement is a hypothetoaistruct, it cannot be directly measured.

“..The customers where over the top happy aboutttipeand that the whole
country is speaking about it (bear in mind that &mrburg is a very small
country). The customers where very happy that ¢oeyd try out the construction
equipment freely and the instructors where at clogege to answer their
inquiries..”

(Manager, Volvo CE reseller, case 1)

This statement indicates the active involvemeninfithe visiting customers where they are
seeking help and asking questions, thus this beha&auld lead to a more brand loyal and
engaged customer (Mitchell and Orvig 2002, p. 36).

“..When the customers went to Arvika they couldtBaeVolvo is really building
and assembling wheel loaders in one plant thatdahee no sub-manufactures
who are supplying then and building the wheel loade other plants. The
customers where very impressed by the people vwpikithe plant when they did
the walkthrough..”

(Mangers, Volvo CE reseller, case 1)

This should further support the Involvement theahere the customers have the opportunity
to witness the production of a Volvo CE Wheel Laade

The resellers all agree that the Demo Centre isnhbst important stop during the trip to
Sweden and is seen as the centre of attentioméocustomers. The analysis will later on go
more into depth about the relative importance ef Bremo Centre over the other factors in
this proposition (see 6.1.3).

“..The Demo Centre is one of the nicest places hows the machines to

customers, first of all, all the machines are preseé&second of all, the whole
atmosphere is just “Volvo”. There is Volvo in the&,aand that is what is so

impressive for the customer... if you enter therhaut me, explaining to the

customer that Volvo is the best brand, they leaverm@ormous injection of blue
blood, Volvo blood. From that point of view, | tkithe Demo centre is one of the
nicest places to visit with customers...”

(Manager, Volvo CE reseller, case 1)
The Demo Centre is the Consumer Experience Eveatemhe customers’ gets to experience
the machines first hand during a relatively lomgeti They can communicate, with Volvo CE,

their own feelings and questions about the machares exchange experiences with the
experienced Volvo CE Demo Centre drivers. Mitclagltl Orvig (2002, p. 33) argues that the
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company should address the customers needs atdiffe®nt levels. These three different
levels could be satisfied at the Demo Centre infdHewing way.

The first need is of functional nature and shouldrass solving the customers’ problems.
Volvo CE can give the customers an idea of howrtpeoblems can be solved with the

different construction equipments that are beingnalestrated before them and then later on
they get to try for themselves if the machine aalmestheir problem.

The second need is symbolic and should providefaation of physical desires. The desires
could be different for different customers but thnain satisfaction is just to sit in the
machines they are interested in and are able tih tyt and get an assurance of the quality.
One example of satisfying both the second andhiné heed is:

“They want to try out new machines and not machhmshey have been driving
for 20 years. It is good when they can try out meachines...”

(Managers, Volvo CE reseller, case 1 & 2)

As stated above, this example lead into the thiegdn experiential nature. Where the
company should provide the customer with sensomyaguire, variety and cognitive

stimulation. By fulfilling the customers need al thiree levels the customers could increase
their bond towards Volvo CE.

The resellers feel that the Munktell museum isigbtal importance for a successful visit to
Sweden.

“..The fact that you have the Munktell museum mgdstic and spectacular for the
customers. It is perfect, | love it...”

(Manager, Volvo CE reseller, case 1)

Mitchell and Orvig (2002, p. 36) argues that viggticompany museums are important and
could help build customer loyalty. The resellersl fihat the museum displays Volvos CE’s
legacy in a unique way and that the customers earitsat Volvo CE is a company that have
been around for a long time and also is a veryvatiee company.

“A nation's brand image is its most valuable asseis national identity made
robust, tangible, communicable, and - at its basteful.”
(Anholt 2005)

Taken Anholts argument in account, Volvo could neeeadded value by being a Swedish
brand, seeing as Sweden is an esteemed nationSwWhden brand and Volvo brand share
many common values and have a cohering brand invhgdh could also be advantageous for
Volvo CE. Showing other benefits of Sweden sucthaseautiful landscape and meeting the
people therefore helps communicating the Volvo tran

Sweden also rates high in “Science and technolegyth shows that Swedish engineering is
sought upon from other nations.
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This leads us up to our first proposition where Br@mo Centre, the Munktell Museum and
Sweden are all important factors that the resedkam use in order to connect with the
customers and indirectly increase sales.

Proposition 1: The Demo Centre, the Munktell Museurthe Volvo CE Factories and
Sweden are factors for creating value that bendfie sales process.

/) ( )8!

In this proposition we look at some of the intamgifactors and how they may influence the
customers.

/) $( =" 4&

A typical visit to the Customer Centre consists af introductory presentation in the
presentation hall followed by a demo show on theaegrounds and directly afterwards the
customers are invited to try out the machines.hie introductory presentation Volvo CE
sometimes use elements of entertainment such asogiomal films or even in on of our cases
a light show with dancers and loud music.

“..Suddenly the lights where shut off, loud mugarted playing and artificial

smoke surrounded the crowd. At the back of thenaslyehall two dancers
appeared in futuristic outfits. A laser show stdrtand an intense feeling
surrounded the crowd and everybody where reachorgttieir cameras. The
Volvo logo was circling around with laser light arlde show finished with the
curtain coming down in front of us and revealingesal shiny Volvo excavators.
The dancers signaled us to come forward and lodke@machines...”

(Authors observation)

This light show with the dancers was a first tirheng that the Demo Centre crew tried out
but in our opinion the customers seemed to likend it worked as a segway from the normal
presentation to displaying the machines.

After the presentation there is normally a dematistn of the construction equipment outside
on Volvo CE demonstration grounds. One of the dsvis normally taking care of the
customers during both the presentation and follgwdeamo show. The driver could also be a
part of the introductory presentation and then wa@a& a commentator when the other drivers
are out in the grounds demonstrating the machines.

“..In the demo show there are professional drivetso are experienced in both
managing the customers and driving the machines.show consists of different
machines depending on what customers are watchiadgtlze show is very tight
and looks very well put together. They focus owatg the customers the utility
of the machines but there is also an element ofvstamship and entertainment.
In some shows the drivers tilts a big dumper toastiee customers and that often
creates a stir in the stands and a round of appgau's
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(Authors observation)

After the demonstration show the customers aretyrenvited down to try out the machines
freely and as Gilmore and Pine (1999, p. 30) arghas a company should seek actively
engage their customers in the experience and mbtagding entertainment to an existing
offer, which the first observation could indicabe.this way Volvo CE is not just giving their
customers a bit of entertainment they are alsoisgdk engage their customers and getting
them exited about trying the machines. When it conte trying the machines there is a
possibility for the customers to try all the maadsmand they can get the opportunity to try
new machines or bigger machines than they normigkyor have the need for. The drivers act
as instructors and are at close range to answ@&uitemers’ queries.

“..Sometimes a guy who always uses a 16 or 18 talreams about sitting in a
46 toner. That is for those guys extremely intanggsb have the opportunity there
at the Demo Centre to operate that machine...”

(Managers, Volvo CE reseller, case 1)

This is something that ads to the experience atiémeo centre when the customers take part
of the show and get in some cases live out theams of driving a 40 ton dumper or a big
excavator. In many cases these customers are esectitat are inexperienced drivers or may
never have used construction equipment. For thes®mers the experience factor is in some
cases very high and they are like giddy small cbiidvho rave about the experience.

As both cases have shown the entertainment factdr leaving fun is very important
throughout the entire trip.

“..the customer centre, the component factory drehtStockholm, having fun. It
iIs important to have fun. If you go with a groupdawant to have a good
atmosphere it is important to have fun, these thicrgate atmosphere...”

(Mangers, Volvo CE reseller, case 1)

The experiences the customers have and the pdtgntidhe feel when they are driving
machines or enjoying a nice dinner at the Munkiliseum with the Volvo history around
them creates a positive atmosphere.

“..Sitting in the Munktell Museum and being surrded by old Volvo
construction equipment and drinking the special kalh beer was a truly unique
experience. It really showed that Volvo is Swedisth that it has been around for
alongtime...”

(Manager, Volvo CE reseller, case 2)

/1)) 3 !
In the Customer Centre there is a “Volvo Brand Shaiere the visitors are offered
memorabilia such as a dumper and excavator miggtirolvo T-shirts, Volvo Sweaters,
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Volvo beer openers and so on. A noticeable sharthefvisitors buys these products. Of
particular interest is that there is a raise irenest for the offered products after the
demonstration of the machines compared to at thmbiag of the visit.

Gilmore and Pine (1999, p. 57) argues that memlmals a tangible artifact of the
experiences the customers want to remember. Sests iare often among individuals most
cherished possessions, worth far more to them thancost of the physical artifact. The
Volvo CE Brand Shop therefore acts as a channelsédling physical artifacts for the
customers so that they can continue to rememberttipeand reminisce about the good times
at Volvo CE.

“..After this trip the customers are always talkidpout this and they are all
trying to make the trip last a little bit longer.h&@ manager of one of the
companies arranged a meeting for the group to ggether and look at the
photos and talk about the trip over dinner...”

(Manager, Volvo CE reseller, case 1)

In the second case study the customers where jcadively seeking to remember and to
extend their trip by getting together and look @tyres from the trip. Their photographs are
also tangible artifacts from their trip and willlpehe customers to get an active recall from
their trip by looking at the pictures. In case thtkere was a lot of photographing taking place
and all the customers who went on that trip recki@eCD with the pictures from the Volvo
CE reseller.

N+ 1% & ! (0 *
The Volvo philosophy can be felt and experiencedisiting Sweden and the Demo Centre,

The Munktell museum and the different factoriese Tasellers (case 1 & 2) feel that it is
important for the customers to get a feel for tled@ philosophy.

“We wanted to show them the Volvo philosophy..ed&n is a good place to
show the Volvo philosophy...”
(Manager, Volvo CE reseller, case 1)
The Volvo philosophy that the resellers talk abouild be seen as an extension of the Volvo
CE brand. Being in Sweden and at the Demo Centwskhe customers the Volvo CE brand

trough different activities and what the brand eaiall about.

“The Volvo image, and the Volvo brand, and the WYolalues are present. (at the
demo centre)...”

(Manager, Volvo CE reseller, case 1)

The reseller (in case 1) is not owned by Volvo QE feels that the Volvo CE brand name is
important to communicate.

57



“..We are dependant on the perception of the Vbikamd. By levering that brand
and that image as high as possible automaticallywiiesell more which benefits
the company...”

(Manager, Volvo CE reseller, case 1)

In this case the image of the Volvo CE brand réflegon the independent reseller but his
intentions are to leverage the Volvo CE brand ideorto build his own brand and as a
consequence sell more equipment.

The brand image is important in order to add eséeurity for the customers. Kapferer (2003,
p. 29) argues that the brand has different funstiome being that the brand should work as a
guarantee for the customer so that the customethaiethe perceived risk is minimized when
buying from the brand. Another is optimization, \wéhe customer knows that buying from
the brand, he/she is to receive the best produtitarclass. Kapferer (2003, p. 52) sees the
brand as a living memory of the companies pastfande marketing activities. Therefore it
is important that the customer trips to Volvo CEe8Sen are successful in order to build brand
value in the customers’ mindset.

The Brand Image of Volvo can be “shown” by visititige Demo Centre, Munktell Museum

and the different factories. The resellers Bran&de can be strengthened by giving the
customers the experience of the trip and also sigwhem the Volvo Image that can be

found in Sweden. Creating a positive atmospherghiercustomers where they can have fun
and in some cases live out their dreams is veryortapt. All these intangible factors; the

Volvo philosophy, dreams, having fun, atmosphexpeéences, Volvo CE brand image and
reseller image, are factors that can be experiefedjoing to the Demo Centre, The

Munktell Museum, Volvo factories and Sweden. Ashstiey are values that help the sales
process. This leads us to our second proposition.

Proposition 2: The Volvo Philosophy, Dreams, Havirfgn, Atmosphere, Experiences,

Volvo CE Brand Image and Reseller Image are thewed that can be experienced by going
to Sweden, The Demo Centre, The Munktell museumgTVolvo Factories and as such

they support the sales process.

( +8 L(

Trust is an important factor in building a relatbip and Morgan and Hunt (1994) argues that
the presence of trust and commitment are centradufocessful relationship marketing. They
also argue that both trust and commitment need® foresent in a relationship in order for it
to be a successful and productive relationship. hdd(1995) argues that a trustful
relationship does not just happen it evolves griylwwer time trough repeated successful
interactions. A visit to Sweden and the Demo Cewmiald be one of these successful
interactions. And as Cheverton (2000, p. 119) asghat trust could be the key factor that
determines if there will be a deal or not and etherugh trust is hard to measure and quantify
it should not be considered as a less importanbfdecause of that. The resellers, in both
cases, argue that the customers need to trust itherder to have a relationship and sell
construction equipment.

“..And in the end it is trust in the sales guy ath@ company is needed when
handling such big investments. It tells them thaiwill not let them down if there
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is a breakdown, when service is needed or whers f@ad required. So it has to
do with trust, in the company, in the factory andhe product...”

(Manager, Volvo CE reseller, case 1)

Both parties in the relationship must perceive risationship as important and believe that
the other part is putting in the maximum effortoirder to maintain the relationship (Morgan
& Hunt 1994). As the respondents all say is thage deals require trust in the reseller and
the sales representative. Bhattachayra et al. {1®2@8es that trust can only exist where there
is uncertainty and that seems to correlate weh wie notion the customers have that there is
some kind of uncertainty in buying construction ipquent and they need further reassurance
from the reseller. They seek trusting relationslpsrder to minimize their perceived risk. In
order for the customers to trust the resellers\amigto CE they need to believe that the other
party is not behaving in a self interested manMadhok 1995). The trust the customers can
have towards Volvo CE also reflects their belihttvolvo CE will act in a certain way
towards them. It is important for Volvo CE that itheustomers can trust them in order to
build relationships and sell machines to them. @ndther hand the trust gives Volvo CE a
responsibility to act in a way that is in line witteir customers’ expectations and in a non-
selfish manner in order to maintain the trust mirtinelationship.

The trust factor has according to Madhok (1995) pads one is social and one is structural
and both are of importance in maintaining a goddtiaship. In Volvo CE’s case taking a
trip to Sweden involves a lot of social activitibsit could help benefiting the social construct
of the relationship. These social activities shotdtribute towards the relationship and as
such building a trustful relationship between tagetler and the customer.

The relationship needs to have both trust and comemt in order to be a prosperous and
mutually beneficial for both parties according t@fgan and Hunt (1994). The tangible and
intangible factors described in previous proposgi@ould (and should) aim at building a
trustful relationship.

The benefits a customer could receive from being trustful relationship could be increased
productivity, customer satisfaction and productfgrenance. The selling party could benefit

from the relationship with a more loyal and saéidficustomer (ibid.). For Volvo CE and its

customer this could be seen as a win-win situatitbare both parties have something to gain
from building a relationship.

[+ (3 % % & #3$

Respondents are unanimous in the claim that tips to the Demo Centre are in part a
relationship-building activity; hence Volvo CE r#ees have accepted the notion of
relationship marketing as an important market sgnat As Morgan and Hunt (1994) suggest
the goal of relationship selling is to earn theitas of preferred supplier.

When visitors are invited to a trip, they are i fhrocess of weighing pros and cons, or as
Gronroos and Ravald (1996) dub it, the aggregatgdode benefits versus aggregated
episode sacrifice for any given reseller. Givenr@ods and Ravalds (1996) contribution of

relations being an influence on the total episodkie; the ability to create and maintain

relations with visiting customers is a measuremehivhether it was a successful visit or not,

in regard to sales.
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The visits are also an opportunity to gain

Episode benefis + relationshipdféa = Total episode valuz
Episode sacrifice + relationshipréame

The relationship building factors decreases thetoowsrs’ perceived sacrifice, thereby
increasing the total episode value, making theorust less sensitive to a factor such as price
(ibid.).

Instead of balancing the formula by adding relalop benefits, Volvo CE seeks to offer a
higher episodic benefit in form of solid productalaigh relational value in form of customer
centre visits, thereby increasing the total episaalae (see figure 4). The visits also work as
a relationship-maintainer, enhancing and prolongixigting relationships.

Figure 5 - Episode Value (ibid.)

In Figure 5 the creation of relationship is thekllmetween episode value and relational value,
where the relation engenders safety, credibilitgd aecurity, leading to trust and loyalty
(Figure 5).

To summarize, the trip to Sweden with Volvo CE desalthe creation of customer relations
resulting in customer retention, leading to thesgmbty of increased sales and long-term
profits.

Proposition 3: A feeling of trust (safety, crediliy) for the reseller and Volvo CE can be
achieved with the values in proposition one and tewd thus creating or strengthening the
relationship with the reseller and/or Volvo CE.

/. ( .8 & (
In our research we have found some empirical supibat the trips could decrease the
customers price sensitivity.

“..They strengthen the belief in the Volvo qualitytrsat makes them a little less
price sensitive, and they strengthen the relatignghth us as a company and the
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sales guy as a person, which makes them commumuate If something goes
wrong they inform us which gives us more opporjutatreact...”

(Managers, Volvo CE reseller, case 1)

There are mainly three factors that a credible dbigan do for the customer in order to reduce
their price sensitivity. First of all, a credibleand may decrease the customers’ perceived risk
and in Volvo CE’s case it is a big investment foe tustomer to buy construction equipment
that has many sources of uncertainty. Having angtrand credible brand reduces the
customers’ price sensitivity (Erdhem et al. 2002).

Secondly a credible brand decreases the searchiocdbe customer and thus decreasing the
price sensitivity. The third factor is that a ctaddi brand may enhance the customers’
perception of the perceived quality they can exjrach the brand and accordingly they may
become less price sensitive (ibid.).

By going to Sweden the customers get to see andriexige Volvo CE first hand both the
equipment at the Demo Centre and or factories ahdrece their relationship with Volvo CE.
This builds credibility in the Volvo CE brand nanaed the higher the credibility they
perceive that Volvo CE has the less price sensitieg will become (ibid.).

A second important factor is reciprocity and how ttustomers who receive the “gift” of
going on a trip to Sweden might be inclined to peatate Volvo CE in someway.

“..the customer will not buy if he is not reallytémested in buying our product.
Off course if you have comparable products, therwileof course think of us
first, if we have done something special, wherbdasother supplier hasn’t done
anything special..”

(Managers, Volvo CE reseller, case 1)

The norm of reciprocity varies depending on théiahinput and that might be the critical
factor here, treating the customers to a nicettriweden may not be equivalent to a major
purchase from the customer, in terms of money. rEogrocal exchange is in the form of
heteromorphiceciprocity since the initial gift (the trip) is heeciprocated by an identical gift
from the customers. However in heteromorphic redjy the exchanged items should be of
equal value (Gouldner 1960). The customers may hewstill feel that he/she is in debt to
Volvo CE since he/she has received a gift, ancki§lme perceives the value of that gift to be
high the customer will be more willing to recipreegd/olvo for their act.

Madhok (1995) argues thatth®e reciprocal obligations encourage flexibility ithe
relationship but in the long term an approximatddoge is required.”This could mean that
the customers will seek to reciprocate Volvo inasrtb keep their relationship in balance.
The balance of the relationship could also be shiomiorm of a decrease in price sensitivity
in order to balance out or reciprocate the reseller

Whether or not the customers will purchase iteramfi/olvo out of the need to balance the

relationship is very hard to determine but therstiisa possibility, and therefore we posit our
fourth proposition.

61



Proposition 4: The customer may feel the need taipeocate the reseller for his act of
giving them the trip (experience). This could aldead to the customer being less price
sensitive by having a trusting relationship withelreseller.

11 ( I8

By doing all of these activities and hopefully liuilg trust and creating/strengthening a
relationship with the customer they will be morely to buy from Volvo CE than before.
According to our respondents it is hard to say mauch of the sales can be explained trough
these propositions but their best estimates israt@0 - 50 percent and in some cases more,
some less. Mid-size customers may feel more unogrtand the need for a trustful
relationship than larger industrial buyers. Theg #inerefore more likely to be affected
positively by a trip. This could however not bers@s a general rule, at least not according to
the empirical findings, but should rather be seeraaeneral rule of thumb. In the findings
there are numerous examples of large organizatlmatshave directly stated that they where
so impressed by how well they where treated by ¥@&E that they initiated a purchase on
basis of a trip to Sweden.

Proposition 5: The outcome of the previous propasits can affect the potential purchase
behavior of customers that have taken part on sudps.

/2 L

Table 3 shows from what theories the different psipons find their support. The
propositions work in a sequential order where psitm one is required in order for
proposition two to function and so on.

Proposition 1: The Demo Centre, the Munktell Museurtihe Volvo Factories and Sweden
are factors for creating values that benefit theles process.

Proposition 2: The Volvo Philosophy, Dreams, Havirfgn, Atmosphere, Experiences,

Volvo CE Brand Image and Reseller Image are thewed that can be experienced by going
to Sweden, The Demo Centre, The Munktell museumgTVolvo Factories and as such

they support the sales process.

Proposition 3: A feeling of trust (safety, crediliy) for the reseller and Volvo CE can be
achieved with the values in proposition one and tewd thus creating or strengthening the
relationship with the reseller and/or Volvo CE.

Proposition 4: The customer may feel the need taipeocate the reseller for his act of
giving them the trip (experience). This could aldead to the customer being less price
sensitive by having a trusting relationship withelreseller.

Proposition 5: The outcome of the previous propasits can affect the potential purchase
behavior of customers that have taken part on sudps.

The theories are the following:
1. Relationship Marketing
2. The Value Concept and Relationship Marketing
3. The Commitment-trust Theory
4. Trust

62



Reciprocation

Experience Economy

Consumer Experience Tourism

Involvement Theory

. Nation Branding

10.Brand Credibility and Consumer Price Sensitivity
11.The Brands Functions
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Table 3 - Theoretical Support for propositions (Byauthors)
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“Having summarized our findings from the intervievasir observations and our propositions, we havee he
validated our findings. We created a form ( Appenti Validation ofPropositiongand had eight of our
interviewed respondents fill it in. The form doest follow formal quantitative method and should et
recognized as figures to generalize from, but atereston of our qualitative data. The aim is to @nfour
propositions and give an indication of the rankioigimportance of our proposed factors. What follas/she
summary and analysis of our findings from this fowhere the respondents’ answers have been averaged

The results show that the visits to the Demo Cemtice connected activities such as the Munktell nnmsand
component factory, rank high in impact on salesyghanpact on the creating trusting relations. Thosifive

effects of these factors outweigh the cost, shothiagthe resellers’ highly appreciate the effeat@ customer
trip to Sweden. The resellers acknowledge the tpginancially beneficial in regard to the costtbg trip

compared to the consequential increase in salesifhe bring about.”

2  18% L

In the first part of the form the respondent iseakko label each of the propositions with a
“true” or “false” (10.2 Appendix 2: Validation ¢fropositions).

The respondents have unanimously approved alleptbpositions, confirming the validity
of the propositions. The Only proposition that seoweaker support is the one regarding
price sensitivity and reciprocity. It is fully supgied but the effects are by some respondents
not believed to be as high as the others.

2 ) 1)71.8# 3

The diagrams in these questions are constructéidlasdhe respondent has to take a stand on
two individual parameters as well as the corretafi@tween these parameters by plotting
factors into the diagram.

To exemplify, if the respondent chooses positiof itXquestion two as exemplified in Figure
6, the respondent is saying three things. Firsttdst is seemingly high, second the impact on
sales is seemingly low. Beyond this, the respondesaying that the cost is greater then the
impact on sales, giving a negative result.
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Figure 6 Example analysis of correlation matrix (Byauthors)

If the respondent where to choose position “Y” he/perceives the price as high, but also
that the impact on sales is high. The distancesa@ual, giving an equally high result with
positive correlation.

The position “Z” implies a low cost and seeminglgthimpact on sales, giving a profitable
result. In other words, the bottom right of diagrsnthe most desirable position for this
specific question.

6.1.2.1 Result Q2 — Sales Impact Higher Than the Cost
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Figure 7 Result of correlation between price and das (By authors)

The propostions result in increased sales as & wdsaltered consumer behavior, but there is
also a cost involved for the consumer in treathmgrtcustomer to trips to Sweden. A requisite
for success out of a monetary perspective is tebttput is greater than the input. Therefore
Proposition five has been correlated with the obshe trip.

In general the factors connected to the Eskilsemo Centre are positioned in the bottom
right, showing positive correlation, as well asHhgg outcome than input. The only factor
bordering to negative correlation is the Comporiaciory. This may be due to it living in the

shadows of an actual construction equipment velpigat which all respondents feel would

be desirable in conjunction with the Demo Centrke Trip to a plant somewhere else in
Sweden is as mentioned attractive, but perceiveshasng the trip more complicated. The

factory visits strike very high on the impact ofesaand is concurrently considered as low in
cost. The lack of an adjacent factory is clearlgemtuated. Volvo’'s current geographical state
leaves them with a “catch 22”, where if you move tBustomer Centre you loose the
Munktell Museum but gain the opportunity to simphfisits to actual production plants with

a production line.

Kontz, Germany, is considered higher in price, fpggue to the lack of a full range and
additional activities such as the Munktell Musegming less value for money spent.

The resellers own Customer Centers is considemdr@ost but offers the lowest impact on

sales. This confirms that there is something mdfered when bringing customers to the
Swedish Demo Centre, which may be answered byakequestion (see 6.1.2.2).
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Activities where the customers are involved ranghler than other activities. This could be
seen from a CET perspective where the higher imrmobnt could lead to an increased brand
loyalty (Mitchell & Orvig 2002). The higher involweent could also lead to an increased
cognitive involvement where the customers get miorerested in learning about Volvo CE

and the products.

6.1.2.2 Result Q3 — Common Experiences Leads to Trust

Figure 8 Result of correlation between experiencenal impact on trust (By authors)

The theoretical foundation, together with the emsplrdata, points to trust as a substantial
sales factor, and experience as a form of trugtéuiSo what activities induce these values
best? Question three aims to answer this by plaenogosition four concerning experience
against Proposition three concerning trust.

The Munktell Museum rates high in both trust-builglias well as degree of experience,
making it the premiere activity for building truahd relations. As it is the highest ranking
activity of all, it seems that a move of the Demen@e would convey loosing its main
attraction concerning the parameters used in #bket It would seem that the value of the
artifacts and the history on display in the museumg¢ombination with a nice meal and
pleasant beverages, is extremely appreciated bretatlers, as well as the customers. Seeing
what activities that are believed to build truse amportant, as stated earlier, in the
propositions in so many different ways. Trust is emsential part in a relationship (Egan
2004), (Morgan & Hunt 1994), (Madhok 1995) and @rdet al. 2002) and finding activities
that helps build trust is crucial in order to selachines to the customers and become the
preferred supplier.
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A visit to Kontz, which was included as a sort efarence point, doesn’t enlighten the
material in any particular way here, not being métiusly experiential nor trust building.

Inviting customers to the resellers own Customent@e(B in Figure 8) is considered far

more practical in nature than other activities btii earns quite allot of points in trust

building. In reference to Question 2 (Figure 7)stheisits are far more affordable than a trip
to Sweden and can therefore be done on more ofgalare basis. The higher rate of

reoccurrence would then strengthen the relatioplaging the relatively high rating in trust

building (Madhok 1995).

In general the correlation between experience amst is high, namely that those high in
experience are also high in trust-building, confirghour propositions.

6.1.2.3 Result Q4 — Demo Centre Has High Impact on Sales

Figure 9 Result of correlation between experiencena sales impact (By authors)

Proposition four indicates that the experiencegdiseller and customer share lead to feelings
of reciprocity, resulting in less price sensitivestomers and increase in sales, the latter being
proposition five. This question aims to see to wddéent the factors are related.

The Munktell Museum ranks high in experience (Brigure 9), though it does not rank very
high in impact on sales. This is most likely be@atlse respondents’ interpretation was that
this was just a visit to the museum and not a highttivity with dining and socialization.

This figure also showed the widest spread in arsvimm the respondents where some
looked upon the factors from a pragmatic or pratfperspective and others looked at from a
wider perspective. The least variance was showregards to the impact on sales on the
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Demo Centre, factory visits, Kontz, visit to resedl customer centre and the component
factory so the only conclusion that may be dravamifrthis is the impact on sales on these
factors but not the degree of experience the reptes

The Demo Centre (see A) is considered to have hgly impact on sales. The respondents
have all in the interviews stated that the offerthgt the Demo Centre is invaluable, and
when asked “If the Demo Centre would cease to ehisiv would you compensate?”. No
respondent had a direct answer, and said that twmeyd to some extent offer the
demonstration of products on their own, but thatldamever compensate. The fact that it is
irreplaceable confirms the notion that the Demo tf&enontributes with more than just its
practical nature.

Summarizing the aggregated results of question tiwee and four, the sum of the activities
associated with visits to the Customer Centre ezatty appreciated by the resellers, has high
impact on sales, relations and trust building, ead thereby be considered as irreplaceable
and financially viable.

2 + 1/715 L

In these three questions we have used a constarngaaling method (Malhorta & Birks 2005,
p. 301). The respondent is given 100 points aneédsk distribute these in proportion to the
importance of the factors in the process. The nedpiot is free to distribute the points as
he/she pleases, as long as the total amount otspadds up to 100 points. If one of the
factors is twice as important as another it wile®we twice as many points.

To exemplify, in the first question extracted imie 10, the respondent is asked to distribute
100 points illustrating “their AIM with their tripgo the Customer Centre in Sweden”. The

purpose is to make the respondent take a starwwalsat, and how much, factors influence a
certain phenomenon. The technique enables a raokifagtors.

Figure 10 Example analysis of point distribution tdle (By authors)
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6.1.3.1 Result Q5 — Why Resellers Take Customers to Sweden

Figure 11 Result of aim with customer trips to Sween (By authors)

It appears that the main aim with customer tripsSteeden is to build customer relations,

although sales, increase in trust and access ttullhdemo range are also important factors.

As seen in the main analysis from both a theoreticd empirical standpoint the relationship

between the customers and the resellers is ofrkpgrtance and a requisite to sell machines.
It is displayed here that the main aim for the lfeseis to build relationships, and not to sell

machines since that can not be done without tlaioakhip in most cases. If the trust factors
is added to the relationship parameter which igasy step, (Egan 2004), (Morgan & Hunt

1994), (Madhok 1995) and (Erdem et al. 2002), ttregr 50 percent of the aim of going on

these trips are to build a trusting relationshiphwthe customers. None of the respondents
added any other factors to this question and thegrevunanimous in their description of the

aim.

6.1.3.2 Result Q6 — Activities That Create Value in Sweden

Figure 12 Result of fulfilling aims with customer tips to Sweden (By authors)
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The most distinguishing result from the table abisvihat creating trust, increasing sales and
building customer relations isestdone by visits to the Demo Centre. This means tthat
Demo Centre is a vital factor in achieving the aoha customer trip to Sweden.

The Munktell Museum scores surprisingly low in the&egory. There is no clear reason for
the low score, but a suggestion could be that &7r2.3, the resellers fail to see the implicit
effects the events taking place at the Museum has.

Having competent resellers and Volvo CE represeetaflso score quite high. Respondents
explained the role of Volvo CE representatives @yirsg that when the visit is taking place,
the representatives’ role is minimal in some caasthey help build credibility and confirm
that Volvo CE cares about their customers. Theyataa be invaluable if something would
go wrong, they would be able to fix it swiftly.

6.1.3.3 Result Q7 — Activities That Build Trust between Cutomer and Reseller

Figure 13 Important factors when building trust with customers (By authors)

The most important factor appears to be able teroff memorable experience for the
customers. Over all there is low variance betwéendifferent factors. The factor having fun
scores relatively low but might be seen as venselto, or being a part of, offering a
memorable experience. The main implication is thalding trust needs many different parts
in order for it to be successful. Trust, as disedssarlier, is of key importance in order to
build a relationship with another party.
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After applying the theory on our pre-theoreticaldaband our conclusions (see 3.4, 10.3 &
10.4) we found that we could develop it furthercsirour conclusions have evolved in to
propositions and been compressed. The original agessof the propositions have been kept
intact but the first two have been deemed redunaiasitemoved. The others were merged for
an easier understanding on how they relate to eter sequentially.

Figure 14 —The Swedish Experience (By authors)

The model aims to visualize a funnel, with thetfivgo propositions divided into the tangibles

and intangibles of a reseller trip to Sweden. Téeplain the tools and outcome of factors of
success in Sweden. The next step portrays theedestimtes of mind from the customer; a feel
of trust and commitment to the reseller portrayimm as more credible, and the foundation
for a healthy relationship is under way. Theseig@nits lead to the aims of lowered price

sensitivity and reciprocity. The result of this yds an creation/strengthening of the

relationship and an increase in sales as well akomer retention, leading to re-purchases.
This model could, according to empirical findinggplain around 20 — 50 percent of all sales
of construction equipment. Other outside factoushsas price, service, financial services etc
could explain the rest of the sales. This numbeniestimate from the respondents and is
hard to verify since the causal relationship ohle $s hard to measure.
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“This chapter answers the main research questioouatthe resellers’ perceived value of the visitte Demo
Centre and other peripheral activities in Sweddanddes so by showing the value in five propositidrtss
chapter also includes critique of our results aedammendations for further research.”

The first conclusion to be made is that the perextivalue of the visit to the Demo Centre
must be seen in the context of the other activiteSweden such as factory visits, Munktell
Museum and the whole Swedish atmosphere. The Desntr€Cis seen as the most important
stop on the trip with a high impact on sale atva tmst, but it is a part of a bigger experience
as our model (see 6.2) and our propositions sugigest

The five propositions have been validated fullydiyrespondents and by a strong theoretical
support.

Proposition 1: The Demo Centre, the Munktell Museurtihe Volvo Factories and Sweden
are factors for creating values that benefit theles process.

Proposition 2: The Volvo Philosophy, Dreams, Havirfgn, Atmosphere, Experiences,

Volvo CE Brand Image and Reseller Image are thewed that can be experienced by going
to Sweden, The Demo Centre, The Munktell museumgTVWolvo Factories and as such

they support the sales process.

Proposition 3: A feeling of trust (safety, crediliy) for the reseller and Volvo CE can be
achieved with the values in proposition one and tewad thus creating or strengthening the
relationship with the reseller and/or Volvo CE.

Proposition 4: The customer may feel the need taipeocate the reseller for his act of
giving them the trip (experience). This could aldead to the customer being less price
sensitive by having a trusting relationship withelreseller.

Proposition 5: The outcome of the previous propasits can affect the potential purchase
behavior of customers that have taken part on sudps.

The propositions show the perceived value and wdles the different parts and factors plays
in order to make a complete experience for thellsrseand their customers. In the end the
propositions show an increase in sales. The proposishow that in order for the resellers to
sell machines to their customers there needs tonbe relationship based on trust and
commitment from both parties. The customer visits Sweden helps build trust and
commitment if they spend time together and let dghstomers feel Volvo CE and Sweden.
The resellers’ main objectives when going on atwipweden is to build trusting relationship
(6.1.3.1). It is however important to note thatMesdhok (1995) argues, a trustful relationship
does not just happen, it is something that evolygexlually over time trough repeated
successful interactions. Volvo CE must accordirgggk to have a relationship with many
other touch points then just a visit to the Demat@ However, if the reseller takes a group
of customers to Sweden and spends a couple of @élisthem, it makes concentrated
relationship building achievable. It gives both tiesellers and the customers a possibility to
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expand the social aspect of the relationship, wineny times is the glue that holds the
relationship together.

The perceived value of the Demo Centre and otheplperal activities in Sweden as seen in
our propositions and model is in short:

The Demo Centre is the most in important part &f tdustomer trips to Sweden
(almost twice as important as the Munktell museurtine factories (see 6.1.3.2).

The Munktell Museum and the factories (primarilg thnachine producing factories)
produce brand credibility, gets customers cognyivavolved and thus willing to
learn more about Volvo CE. The museum is also seethe highest ranking trust
builder of all activities (see 6.1.2.2)

Sweden and the Swedish values have many simiksitin Volvo CE and help build
trust and credibility and is a prerequisite in shayWwolvo CE’s history.

All these Consumer Experience Tourism activitielpiereate greater brand loyalty.
At these facilities and during the trip to Swedba tustomers could be able to have
fun and take part of unique experiences. Some efctistomers could live out their
dreams by driving different construction equipmiatn they are used to. This gets the
customer further involved and also helps createo@ak trust bond between the
customer and the reseller/Volvo CE.

All good experiences needs to remembered and the\@E brand shop and resellers
taking pictures during the trips helps the custoreenember the trip for a long time
and thus thinking actively about Volvo CE and tbeseller.

In order for the formation of a relationship trastd commitment needs to be present
and during the trip the customers could both géintmw the reseller and Volvo CE on
a personal and professional level and thus becomurg trusting towards them.

The customers perception of the Volvo CE brand mesease and thus lowering their
price sensitivity.

The customer may feel the need to reciprocategbeller for their generosity and this
may lead to decreased price sensitivity and/or peng Volvo CE in their future
purchases.

A creation or strengthening of a relationship canalshieved, between the customer
and the reseller, during the trips and thus inengathe customers’ propensity to
purchase from Volvo CE.

In regards to the sales process it is importansde how much of a sale that could be
explained from the propositions. From the empiriegldence we see that in some cases it
could be 20 -50 percent of the purchase decisiwaiscould be derived from the propositions
and in some cases more and some less (other otdstdes; such as price, service, financial
services etc could explain the rest of the sale®)n a theoretical standpoint it is even harder
since the propositions are based on many diffefactors that find their support trough
multiple theories.

In order to see if the Demo Centre can be imprdoedustomer satisfactions the first finding
is that the resellers are very content with theepkion of some minor details. Putting the
Demo Centre in the bigger context with the resthef trip, it becomes more important as it
should work as a central hub for the entire tripe Demo Centre needs be the main attraction
as well as support the other functions on the fiw. foreign visitors not familiar with what
activities and sights available on sight in Swetlenstaff at the Demo Centre needs to aid the

74



resellers in booking and organizing the trips. Tlaeg the experts on all the factors in the
propositions and in some cases act as travel doigdesizers for the trips.

5 # >

The most obvious critique is the respondents’ biabis case since they are mostly resellers
and may feel that they can’t talk freely about tHeelings about Volvo CE. They may also
feel a great need for the Demo Centre and are limgvito reveal criticism. We tried to
minimize this, firstly by having anonymous respomde secondly by having one case with a
reseller that doesn’t use the Demo Centre that namch another one that use the Demo
Centre more frequently. As we stated in our mettioapter we are not looking for the truth
here but rather a group of people’s perspectivethesubject under investigation.

We have used a multiple-case study technique iardadvalidate our findings but with only
two main Volvo CE cases and a limited number ofpoeslents. We feel that more
respondents could help the validity of the resea¢ith more cases we would have been able
to look at differences between the different casetheoretical replication (Yin 1989). This
research has only sought after similarities.

The propositions and the model are specific forvdoCE and could not be directly used
outside the Volvo CE sphere without modificatiomisTis something that we feel is lacking
in our results but we do feel that the cases aaditiderlying theories are strong and that the
model and propositions could be modified to fit estlorganizations with similar structure
and/or problem.

5) ! !

We argued in our methodological approach that titgest was specific to Volvo CE and that
both we as researcher and Volvo CE knew to litHeud the phenomena in order to use a
deductive approach with gquantitative research. Waktthat our exploration about the
phenomena, that is customer trips to Sweden anBeéh@o Centre, has shed new light to that
phenomena and that we have found both interestingirigal evidence explaining the
phenomena and useful theories to explain the diftefactors. In our humble opinion we
argue that the propositions and the model we haweldped could be further tested and
developed true a more deductive and quantitatiyeageh. This study could focus on both
the resellers’ perception but also the customeexcgptions and thus giving a more
generalized picture but also a picture with fullederstanding on how the customers perceive
these trips.
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“In the concluding discussion we broaden the pectipe and take a look at what our findings means fo
practitioners and for the theory used. We will atepto give the reader insight into other findintjen those
presented in the thesis and give our view on thelewtesearch problem.”

Looking at what implications this makes first fraime practitioner perspective and in this
case Volvo CE. The results points at the importan€ethe factors proposed in the
propositions and how the relate to each otherumvaew the results means that Volvo CE is
basically doing the right thing with allowing thesellers to use the Demo Centre and the
other facilities in Sweden in order to build retaiships with their customers and increase
sales.

So the short answer to what Volvo CE should dmisdntinue offering these services and
develop it so that it will be easier for the resedlto use these services in an effective way.

What we feel besides what has already been wigtémat there are many different ways the
resellers could approach their customers in omdwild trustful and committed relationship

with their customers. However as we see it themoisubstitute for taking a actual trip to

Sweden and the Demo Centre, Munktell Museum andaitteries. Sweden is the only place

to offer the customer a complete view of why VolR& is the best supplier in the business.
The trip helps to build brand credibility and a oitiye bond with the customers that just

can't be done in any other place for the momene NMunktell Museum supports the Demo

Centre in a way that is truly unique and the wh®ledish surroundings gives the entire
experience added value. This is also why we hagkeld at the different parts together and
not just at their individual value since when adgup the different experiences in Sweden the
sum is much greater then the individual parts.

In order to develop this service Volvo CE shouldkat what could make it easier for the
reseller to carry out a trip to Sweden and espgdiabk at the aspects of the trip we have
pointed out in this thesis. Help the resellers withre information on what's available in

terms of machinery at the Demo Centre but als@ims of other activities in Sweden. By
acting as a travel agent for the resellers Volvod@ai make the trips more effective and avoid
wasted time and unfortunate misunderstandings.sAllexr who hasn’t been to Sweden don't
know what is the best way to spend the money and tn but that is what Volvo CE must

know in order to fully support their resellers.

Further implications on how to evaluate the Demat€ein our view and our respondents
view is to look upon it as a sales support funcaod maybe the most important sales support
function there is. This means that a great de#hefsales are directly or indirectly generated
from the activities surrounding the Demo Centre Hretefore it is of pivotal importance to
keep this support function in order to give thetlsepport to the resellers.

As we discussed in the introduction chapter aboutveew and Reicheld’'s (1996, p. 58) view
that most customer satisfaction surveys measurevtbieg activities there might be a way to
come around this problem partially at least. Quggestion is that if something should be
measured it is how well the different activitieddactors in our propositions are carried out
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during a trip. This could be a good starting pamgetting to know a little more about how
satisfied both the resellers and the customersnaregards to these functions and activities.
We believe that if a trip is successful in thesengoit will increase the customers’ propensity
to purchase from the reseller.

Looking at the theories we have used for this thesid what our research have meant in
regards to the theories. First off, we have newal &ny intentions of trying to verify any of
the theories and haven’t done any ordinary testintpe theories. Our humble opinion about
what the general value of the theories is thaégards to relationships, trust and commitment,
it is of key importance for the sales process wiheme is, as in this case, uncertainty about
the product. What we have found out is more pragnas in what ways does a relationship
evolve or develop from. That is what factors hddpsd trust, commitment and in the end the
relationship. One keyword that we have talked aalmiut is “having fun” which may sound
very trivial but sometimes, as we see it, havingiia fundamental factor in order to create a
trustful and mutually committed relationship. Ontentions is not to give an answer on why
its important in order to achieve the relationstipt merle to suggest it as an relationship
building activity.

When it comes to theories regarding reciprociig tb difficult to draw any conclusions from
our research to whether the norm of reciprocityabd or not. The possible exchange in our
cases regards pretty hefty sums of money and cooldbe considered to be within the
heteromorphicor homeomorphiexchangesince, to the best of our knowledge, the gift the
reseller gives is not of equal value as that ofifgiyconstruction equipment, nor is it
perceived to be. What we do believe is possibl&as the reciprocation might lead to a less
price sensitive customer and that Volvo CE coulddmprocated in that way, or in being a
preferred supplier in contrast to other suppliéi&e have also used theories about brand
credibility and price sensitivity and that seems&well in line with our findings, and that
the customers just as they invest in relationshijvigies with their supplier, they need to feel
secure about their brand; they are looking forkalds of reassurance in order to become
comfortable with their supplier. It is however haocdmake a correct comparison since none
of the suppliers is, to best of our knowledge, atspoken low price actor on the market.

Consumer Experience Tourism primarily talks aba2t but we have seen many examples
where the customers in our cases gets heavilyvedolith Volvo and wants to learn more
about the product both during and after the visiseems as though the b2b experiences are
not that different from the experiences descrilvetthé CET articles.
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- What made you decide to take these clients to Swadéd the demo centre in
Eskilstuna?

- What effect do you think the visit had for yourerits?

- What is the function of the demo centre to you?

- How do you value what clients can go on a trip?

- What is your perceived value of the visit to thendecentre? What do you gain in
respect to your clients/customers?

- What impact does the visit have in regards to #hessprocess?

- What do you think your clients thought about th&t@i

- Does the demo centre help you to build trustwogbsnwith your clients?

- What does the fact the Volvo comes from Swedentlaaiothe customer centre and
some of the factories are in Sweden mean for yostoeners?

- What problems do you see with the demo centre?

- What improvements would you like to see with thendecentre?

This is just a guideline of the questions use,diarsbme cases the phrasings where different
and in all cases follow up questions where asketiaher subjects where discussed.
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First we have a number of propositions that we Hauad during our research and we would like towiibyou
think these are true or false. If you would likeatb some functions or factors please let us know.

Secondly we would like you to positions differeattors in a couple of diagrams. And last we hawveesfactors
that we would like you to estimate their value wh@u have a total score of 100 points and distelibese
points according to the factors relative importance

Proposition 1a: The Demo Centre can be seen aslassaupport function for the Volvo reseller.
- Is this true or false?

Proposition 1b: Making a trip to the Demo Centre tdbe seen as marketing investment that is dependant
the proximity to the Demo Centre.
- Is this true or false?

Proposition 2: The Demo Centre, The Munktell Museunvolvo Factories and Sweden are factors for,
creating values that benefit the sales process.
- Is this true or false?

Proposition 3: The Volvo Philosophy, Dreams, Havirfgn, Atmosphere, Experiences, Volvo CE Brand
Image and Reseller Image are the Values that canthe factors in proposition 2.
- Is this true or false?

Proposition 4: A feeling of trust (safety, creditiif) for the reseller and Volvo CE can be achievbd the
values in proposition 3.
- Is this true or false?

Proposition 5: A relationship can be created/strehgned by the feeling of trust for the reseller anMblvo CE
- Is this true or false?

Proposition 6: The customer can become less prieasitive by having a trustful relationship with theseller.
- Is this true or false?

Proposition 7: The customer may feel the need taipeocate the reseller for his act of giving him ¢htrip
(experience)
- Is this true or false?

Proposition 8: The outcome of all of this can affethe potential purchase from the customer how Hasen
on this trip.
- Is this true or false?
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All respondents have been interviewed during 2004-D to 2006-04-14 and the names and
places are disclosed to protect their anonymity.

The respondents from the Volvo CE resellers arénathanagement positions with a great
deal of influence over how the trips to Sweden atiebr market activities should be carried
out.

In the interviews with the eleven main respondéinésinterviews lasted between one to four
hours. Most of these interviews where recordedlated transcribed or summarized.

Some of the other respondents have been intervigwadess formalized manner, like over
dinner at the Munktell museum or over telephone.
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Proposition 1la: The Demo Centre can be seen as l@ssaupport function for the Volvo
reseller.

Proposition 2: Making a trip to the Demo Centre cdie seen as marketing investment that
is dependant on the proximity to the Demo Centre.

Proposition 3: The Demo Centre, The Munktell Museymhe Volvo Factories and Sweden
are factors for creating values that benefit theles process.

Proposition 4: The Volvo Philosophy, Dreams, Havirfgn, Atmosphere, Experiences,
Volvo CE Brand Image and Reseller Image are thewed that can experienced by going to
Sweden, The Demo Centre, The Munktell museum, Th@vwd Factories and as such they
support the sales process.

Proposition 5: A feeling of trust (safety, crediiy) for the reseller and Volvo CE can be
achieved be the values in proposition 3.

Proposition 6: A relationship can be created/strehgned by the feeling of trust for the
reseller and Volvo CE

Proposition 7: The customer can become less prie@nsitive by having a trustful
relationship with the reseller.

Proposition 8: The customer may feel the need teipeocate the reseller for his act of
giving him the trip (experience)

Proposition 9: The outcome of all of this can affe¢he potential purchase from the
customer how has been on this trip.
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Figure 15 Pre-theoretical summary (By authors)
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