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Abstract  
Many entrepreneurs pursue the IT-industry, which is characterized by opportunities and 
international growth. However, due to failures in sales, marketing and operations, many 
IT-startups never reach profitability and sustainable performance.  On behalf of the IT-
startup Realbridge, the authors have been asked to investigate how their sales process 
can be made more efficient. By identifying elements in the sales process, the authors 
can provide suggestions supported by theories and qualitative data on how Realbridge 
and similar companies can redesign and improve their sales process. The study further 
investigates the role of sales in the business model and how a changed sales process 
impact value delivery and innovate the business model. Consequently, the thesis aims to 
answer the following research questions: 
● How does a firm’s sales process impact value delivery in the business model? 
● How can small IT-companies similar to Realbridge and their product improve 

their sales process efficiency? 
 
This degree project has several purposes. Firstly, it aims to further investigate the role of 
sales in value delivery in the business model. This will extend knowledge and research 
on value delivery and sales, and will further investigate the relationship between 
components of the business model. Secondly, it will serve as a guide for managers in 
IT-firms on how they can improve the sales process. Thirdly, it will create an 
understanding of how IT-firms similar to Realbridge can develop or innovate their 
business model in terms of changed value delivery, key activities and sales process.  
 
As the aim of this study is to extend knowledge in the business model and sales 
literature, as well as analyze Realbridge’s sales process and culminate in 
recommendations on how IT-startups can increase their sales efficiency, this degree 
project takes form as a qualitative case study. Interviews have been conducted with 
interviewees in four different organizations with three different perspectives: 
Realbridge’s perspective, customer in the car dealership industry’s perspective and non-
customer in the car dealership industry’s perspective. The data has been processed in 
accordance to thematic analysis.  

The analysis has led the authors to the conclusion that a changed sales process impact 
value delivery and consequently innovate the business model. It is also found that the 
sales process impact value creation and capture. Moreover, in order to effectively design 
a sales process, Realbridge and similar companies must effectively segment the market, 
focus on fewer segments initially and target them according to their expected financial 
contribution. They should state and communicate a specific value proposition related to 
the approached segment’s main needs. Furthermore, customer preferences have to be 
accounted for in terms of sales channels and type of relationships, and it can be seen as 
a financial risk to maximize value creation and value delivery for all customers.  
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1. Introduction 
The introductory chapter begins with a description of the case Realbridge, followed by 
the problem background that discusses business models, value delivery and sales in IT-
startups. The problem background then culminates in identified research gaps, problem 
definitions and purpose.  

1.1 Presentation of the case Realbridge 

Realbridge is a Swedish IT-startup founded in 2014. The company has developed a 
smartphone-based tool that with the use of Quick Response Codes (QR-codes) 
simplifies and increases the effectiveness in customer’s administration. The tool offers a 
solution for managing product data, logistics and coverage in real time, which facilitate 
the reporting process creating a more organized and secure administration for the 
customer. (Realbridge, 2017) 

Realbridge have customers in 25 different industries, but mainly industries 
characterized by assets spread over several locations, such as car-dealerships, real estate 
companies, energy companies and hotels. To further clarify how the product can be 
used the vending machine business Jobmeal will be used as an example. When Jobmeal 
performs services on their vending machines several hours are spent on writing reports 
and transferring them into a data system. Realbridge’s tool allows the service employee 
to scan a QR-code attached to the machine and gets the report sent directly to the 
system. This solution therefore enables an easier and faster administration process 
saving countless hours and reduces costs. (Realbridge, 2017) 
 
Previously, all sales were made in entirety by the CEO, Olle Lundberg, via direct 
selling, but recently sales consultants has been hired. Most sales are being made through 
personal meetings, which is time and resource consuming. Furthermore, a lack of clear 
positioning towards segments has resulted in ineffective sales process. The ineffective 
sales process is mainly characterized by high sales costs that constitute 30 % of the total 
costs, but also long sales cycles, unclear sales strategies and overall difficulties in 
selling the product.  However, Realbridge are according to Olle Lundberg expected to 
break-even in September 2017 but are currently trying to accelerate their growth by 
penetrating the car industry while simultaneously improve their sales process.  
 
Realbridge’s business depends on many unique customers that require similar solutions 
that revolve around keeping track of objects. Realbridge’s customers can choose from 
approximately 50 different features paid on a running license. The customers usually 
purchase one service, or feature, and over time identify other elements of their daily 
business that could be simplified with Realbridge’s system. This is in accordance to 
Realbridge’s approach, as they want the customers to develop with them and gradually 
take part of additional features. It is common for the customers to either immediately or 
over time realize additional need that Realbridge’s product could attend to. However, 
Realbridge wants to initially limit the customers, as they do not want them to become 
overwhelmed with new features since too many features at once can be too complicated 
and problematic for the users.  
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Realbridge are facing issues in terms of high sales costs as a symptom of an inefficient 
sales process. Realbridge have expressed that sales and administration costs constitute 
approximately 30 percent of total costs. Efforts in reducing sales costs by limiting 
travel- and marketing expenses, as well as laying off salespeople, has been 
unsatisfactory. Other than the CEO Olle Lundberg, Realbridge currently have no own 
employed salespeople, but have hired three external sales consultants. However, these 
consultants work after their own sales strategy since Realbridge have not communicated 
an official strategy on how to approach different segments. Currently, Realbridge 
engage in an ‘open approach’, which mean that they approach customers without a 
concrete solution to a specific need. Instead they present Realbridge in general and 
multiple cases of how other companies and industries use their product. Then, the 
salespeople tries to identify a specific need for the customer and offer solutions 
customized to that specific need.  

For Olle Lundberg, this approach is rather successful as he is the founder of the product 
and can easily describe how the product can be adapted to specific needs. He usually 
finds a customer need about 90 % of the time and have a sales closure hit-rate of 
approximately 30 %. However, the sales consultants are not as fortune. They usually 
meet with different customers in different industries, and the absence of a clear sales 
strategy limits them, as they have to be fully familiar with the product and how it can be 
adapted to specific needs. Normally, initial contact with customers is done by phone, 
followed by a physical meeting or a meeting via Skype. The customer is asked how they 
could consider using the product and parallels are drawn to how other customers use it. 
As mentioned, this is where it becomes problematic for the consultants, as they are not 
entirely sure how the product can be tailored to the customers need. 

The many usage areas of Realbridge’s product should be an advantage, but does 
currently not work in their favor. It is evident that the absence of a sales strategy 
towards specific segments with pre-identified customers needs limits the salespeople, 
making their sales efforts inefficient.  

1.2 Problem background 
The IT-industry, defined by hardware and software products (Mendelson & Whang, 
2000, p. 1), has substantial opportunities for international growth and is of great interest 
to entrepreneurs and other stakeholders (Crowne, 2000, p. 338). The IT-industry is 
characterized as very dynamic, productive, innovative and fast-phased and its impact 
runs over the industry boundaries. The industry is incessantly stormed by opportunity 
seekers who aim to uncover and better understand the products, business models and 
organizational structures (Mendelson & Whang, 2000, p. 1).  
 
However, many entrepreneurs who pursue the IT-industry ultimately fail to achieve 
sustainable performance (Crowne, 2000, p. 338). Failures in execution in sales, 
marketing and operations are common reasons for not succeeding (Crowne, 2000, p. 
338). Gilbert and Davies (2011, p. 32) argue that numerous startup-failures are 
grounded in lack of a comprehensive integration of sales execution in the overall sales 
strategy. This latter can be set in relation to Mendelson’s and Whang’s (2000, p. 2) 
argument that firm success within the IT-industry is dependent on how organizational 
capabilities can effectively handle processes and take corresponding actions. 
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Linder and Cantrell (2000, p. 2) further suggest that in order to succeed, a company 
must have an effective business model and execute it perfectly. One therefore can argue 
that it is of major importance to first understand the role of business models before 
understanding how to integrate sales strategies. How can companies survive 
competition and execute its operations through a superior business model?  
 
According to Osterwalder and Pigneur (2010, p. 15), a business model regards how 
firms create, deliver and capture value. They further suggest business model can be 
described as a firm blueprint for strategy implementation through organizational 
structures, processes and systems. Osterwalder and Pigneur (2011, p. 15) further suggest 
that a business model is constituted by nine building blocks that describe logics behind 
how a firm function (key partner, key activities, key resources, value proposition, 
customer relationships, distributions channels, customer segments, costs and revenues). 
According to Linder and Cantrell (2000, p. 2), managers need to understand all the 
components of the business model in order to share it effectively in the company. 
Managers face multiple business model decisions and even the smallest modification of 
the business model can have an effect on the company's profitability. Sales management 
has for long been a practice formed by traditions, folklore, personal experience and 
intuition. Sales managers were previously limited by lacking research and management 
theory that restrained their understanding of the sales process. During the 1970s, 
however, empirical studies and theoretical models of sales were developed in order to 
explain behavior and motivation of sales. As changes occur in sales management, other 
elements of a firm will undergo and experience transformation. Strategic alliances, 
customer relationship management and value creation lead to transformation and shifts 
to every part of the organization, including the sales force (Johnston & Marshall, 2016, 
p. 23). Salespeople today are expected to possess new skills, more information, be able 
to instantly answer customer’s questions and counter their concerns. According to 
Johnston and Marshall (2016, p. 14), sales forces are undergoing changes at an 
increasing rate as a response to the changing world, which put pressure on sales 
management. Furthermore, old means of sales are no longer working and firms’ success 
will be defined by its capability to learn and manage sales in the new and changing 
world (Johnston & Marshall, 2016, p. 24).  
 
As mentioned before, Realbridge have identified potential opportunities in multiple 
markets and have customers in more than 25 different industries. This has resulted in 
indistinct customer sales approaches and a consequence of this is a skewed and deviated 
performance within the sales force. As Johnston and Marshall (2016, p. 23) argue, as 
changes occur in sales management, other elements in the firm undergo changes. 
Furthermore, approaching new customer industries and segments may require new and 
unique sales force skill sets in order to meet customer needs.  
 
On behalf of Realbridge, the authors have been asked to analyze how their sales process 
can be made more efficient with focus on the car dealership industry. By identifying 
elements in the sales process, the authors can provide suggestions supported by theories 
and qualitative data on how Realbridge can redesign and improve areas in their sales 
process. By understanding what Realbridge’s customer's value, the authors can give 
suggestions on changes in the sales process that can be implemented. As Johnston and 
Marshall (2016, p. 23) argue, as changes occur in sales management, other elements in 
the firm undergo changes. A change in the formulation of sales will require a firm to 
reallocate selling efforts and hence, adjusting interlinked business model elements. As 
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mentioned before, the IT-industry is characterized by fast-phased shifts which creates 
room for internal and external opportunities and risks, and as Osterwalder and Pigneur 
(2010, p. 195) state, firms must develop a good and throughout understanding of the 
organizational environment which will help the firm to realize and generate a stronger 
and more competitive business model. As the business model is constituted by nine 
interlinked building blocks, a change in one business model element may require a firm 
to restructure and create changes in other business model elements. Furthermore, 
approaching new customer industries and segments may require new and unique sales 
force skill sets in order to meet customer needs.  

1.2.1 Business models 

The new technological environment has increased pressure on how to locate customer 
needs and how to capture value from new products and services. As the world, and the 
nature of business grow in complexity, it becomes more complicated for managers to 
analyze the components in the business model. Value, capabilities and relationships all 
affect and relates on the overall value chain for companies’ products or services, and it 
is important for companies to develop and establish a business model to be successful 
on the market. (Kothandaraman & Wilson, 2001, p. 397; Teece, 2010, p. 172) However, 
the definition and composition of business models vary in scholarly and business 
literature. Despite the fact of no general definition, researchers agree on its importance 
as an analytic tool and design instrument for managers on how to operate businesses 
(Lambert & Davidsson, 2013, p. 668). The following paragraphs will discuss previous 
business model research in order to create an understanding of the concept.  
 
Previous research agrees that a business model involves value creation, how to deliver 
created value and how to capture the returns of delivered value. According to Shafer et 
al., (2005, p. 202-203), value creation and value capturing are two essential 
performance components for companies to differentiate from competitors in order to 
survive. Components like core competencies, capabilities, activities and positioning 
within a company can be used in unique ways and combinations in order to establish 
differentiation from competitors and thereby create a competitive advantage (Shafer et 
al., 2005, p. 202-203). 
 
Teece (2010, p. 173) argue for a similar perspective and definition of the business 
model: “a business model defines how the enterprise creates and delivers value to the 
customer, and then converts payments received to profits”. Even though a well executed 
business model increase the likelihood of a positive return, it is not enough to create a 
competitive advantage, but it lays out the path on how the business will make profit and 
how to enter the market (Teece, 2010, p. 173). Teece (2010, p. 173) further argues that 
the force of the growing Internet era has changed the way in which businesses deliver 
value to customers and how they capture the return of the delivered value. The growth 
of the internet has led to company transparency and a threshold to deliver new 
information services that customers expect to receive free of charge. This has resulted in 
companies rethinking their distribution strategies and business models, as it is of major 
importance to keep the business model up to date as the business environment changes 
(Teece, 2010, p. 173). 
 
Osterwalder and Pigneur (2010, p. 14-19) states that a business model consists of nine 
building blocks that together create, deliver and capture value: value proposition, 
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customer segment, customer relationship, channel, key resources, key partnerships, key 
activities, revenue streams cost structure. The initial four are directly linked to the 
customers in terms of what they need, who they are, what type of relationship they 
desire, and by which means they want to be sold and communicated through. Key 
resources, partnerships and activities refer to how the business model can function, and 
the final two refer to how the company generates revenues and all necessary costs with 
running the business. Osterwalder and Pigneur (2010, p. 15) unite the nine building 
blocks in a business model canvas, which can be explained as a business map or tool 
that help firms visualize important firm elements.  
 
Linder and Cantrell (2000) argue that business models tend to wear out as a result of the 
changing business environment. It is therefore important for companies to master the art 
of incremental adjustment of the business model as a response to external factors. This 
can be considered to be extra important in the IT-industry, which is characterized by 
rapid change. 

1.2.2 Value delivery in business models 

“A business model describes the rationale of how an organization creates, delivers and 
capture value” (Osterwalder & Pigneur, 2010, p. 14). 
 
Previous research suggest that business models are built on business activities and 
decisions that enables the business to function, where creating, delivering and capturing 
value is a business models core purpose (Daeyoup and Jaeyoung, 2015, p. 1-3). It is 
fundamental for a business model to create value for the end-user, and it is therefore 
essential that a business model state how and for who value is created. In other words, it 
is important that the business model creates and delivers a solution to customer needs 
(Kaplan, 2012, p.19). All successful companies create value for their customers, but 
creating value alone is not enough, the company must deliver the value as well. 
According to Daeyoup and Jaeyoung (2015, p. 1), value delivery has been in less focus 
in previous research. They argue that value delivery will impact the business model and 
that the role of value delivery is important since it plays an essential role in delivering 
business value and consequently generate revenues (Daeyoup & Jaeyoung, 2015, p. 1-
3). Therefore, one needs to identify the core aspects that are vital to deliver customer 
value, such as sales activities (Kaplan, 2012, p. 31-32).  
 
According to Doganova and Eyquem-Renault (2009, p. 1560), value delivery refers to 
the key activities needed to reach customers and partners. In other words, value delivery 
regards what and how firms use methods to deliver the created value to customers 
(Margretta, 2002, 86-92). Consequently, value delivery is related to necessary key 
activities in the business model, and thus the sales process (Johnson et al., 2008, p. 61). 
Osterwalder and Pigneur (2010) present three areas of value delivery. The first is how 
customer segments are identified and reached via the business model. The second 
regards the established links between the company and the customers. The thirds 
regards the means of interaction with customers. By investigating value delivery, one 
could create new perspectives that help one understand what value is less delivered and 
what value stakeholders, customers, market participators and suppliers want more of 
(Daeyoup and Jaeyoung, 2015, p. 1-3).   
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1.2.3 Sales in IT-startups 
There are several reasons for IT-startups failing, such as the developers being 
inexperienced, a lack of strategic planning for product development, but the main 
reasons are failures in marketing, delivery and execution of sales (Crowne, 2002, p. 
338). Gilbert and Davies (2011, p. 32) imply that the majority of startups in the 
technology industry fail to realize the importance of incorporating sales execution in 
their overall strategy. They further explain this being because of IT-entrepreneurs 
inability to tell sales strategies and sales execution strategies apart. Essentially, sales 
strategy is what to do; sales execution is how to do it (Gilbert & Davies, 2011, p. 32) 
Research has shown that a common denominator for successful IT-startups is the sales-
force productivity (Smagalla, 2004, p. 7). In successful companies, the sales-force 
productivity is 80% to 120% higher compared to unsuccessful ones, but the total sales 
and marketing expenses are in fact not higher (Smagalla, 2004, p. 7). This indicates that 
the actual sales strategy and execution of sales is highly important, and does not 
necessarily mean greater costs. Holden and Kubacki (2012, p. 17) state that sales often 
fail since the seller do not consider the fact that how one sell affect the value of what 
they sell. Holden and Kubacki (2012, p. 13) further argue that that many companies fail 
to observe sales strategies as advantageous source of competitive advantage even 
though salespeople function as the company's final frontier deliver customer value (see 
figure 1).  

As previous research suggest, business models regards activities and decisions that 
generate company value. Value creation, value delivery and value capturing function as 
the business model core purpose. Value delivery plays an important role in the business 
model, consisting of methods, activities, procedures and processes firms undertake in 
order to deliver the value. Hence, sales should be considered as a critical part of the 
business model. Sales is incorporated as a key activity for delivering customer value in 
the business model, and that changes in the sales process might indicate changes in the 
business model which will affect overall firm performance. Therefore, one can argue 
that Realbridge need to evaluate and innovate the area of value delivery in their current 
business model in order to improve sales. 

 
Figure 1. Sales as final frontier. Based on Holden and Kubacki (2012, p. 13) 

1.3 Research gap 
The business model can be seen as a portrayal of firm elements, company core logics as 
well as the strategic choices for creating and capturing the value in a value network 
(Shafer et al., 2005, p. 202). In previous research and literature, value delivery has been 
overshadowed by value creation and capture. However, Shafer et al. (2005, p. 202) 
argue that value delivery is an important component in the business model that can 
change and improve the firm profitability for the better, but that more research is needed 
on value delivery and business models in general.  

According to Holden and Kubacki (2012, p. 13), many companies fail to observe sales 
strategies as an advantageous source of competitive advantage although the sales 



  7 

department function as the company's frontier to delivering customer value (figure 1). 
One reason for the latter is that selling is intangible in comparison to products, product 
development, manufacturing etcetera. Management finds it easy to realize the actual 
value of the sold product, but do not realize the intangible value the salesperson add. 
Furthermore, sales are not understood by management for what it actually is: a 
combination of science, process and interpersonal ability (Holden & Kubacki, 2012, p. 
13). Therefore, in order to improve sales and succeed over competitors, one needs to 
rethink the sales approach. Gilbert and Davies (2011, p. 32) argue that multiple IT-
startups fail because of not considering the execution of sales in the overall strategy. 
Similarly, Holden and Kubacki (2012, p. 17) state that sales often fail since the seller do 
not consider the fact that how one sell affect the value of what they sell and the 
company value. As previous research suggests, business models and value delivery are 
related in terms of key activities and sales processes, and one can therefore argue that it 
is of major importance to first understand the role of value delivery and business models 
in companies in order to implement changes in the sales process. 

Moreover, previous research proposes that more investigations on the role of business 
models are needed to extend the area of knowledge (Shafer et al., 2005, p. 201). Experts 
acknowledge that more research in change, evolution and innovation of business models 
is needed (Wirtz et al., 2016, p. 49). Also, the interactions between components in the 
business model have not been researched as much as other concepts, mainly because of 
a lack of clearly defined components (Wirtz et al., 2016, p. 51). Related to Realbridge’s 
problem, George and Bock (2011, p. 37) suggest that “an interesting opportunity for 
research could bridge business models with the development of routines”. This can be 
connected to Realbridge’s issues with establishing an effective sell process, or sell 
routine. As the sales process is a key activity in the business model for not only 
Realbridge but also other companies, we believe that is a relevant area of further 
research and investigation. Furthermore, changes in routines, and hence processes, 
might affect other elements of the business model.  

The reviewed literature have led us to identify research gaps in the need for more 
extensive research in the business administration field in terms of business models, 
value delivery and sales processes and how the elements relate to one another. This 
study will therefore contribute by extending research in the business model field and to 
some extent business model innovation, as it investigate how changes in the sales 
process affect value delivery and consequently the business model. Furthermore, this 
thesis will investigate sales implications of a young IT-company and contribute towards 
an understanding behind those implications. By understanding the latter, this thesis will 
provide current research on how young IT-companies sales process impact value 
delivery and the business model, and how they can improve their sales process. Even 
though this thesis take a case-study approach in order to examine how Realbridge can 
increase effectiveness in sales towards Swedish car-dealerships, it is believed that core 
contributions can be analytically generalizable to similar companies in similar contexts.   

The identified research gaps: 

● Previous research has overshadowed value delivery as most focus has been on 
value creation and value capturing. Hence, this thesis aims to extend the 
understanding of value delivery. 
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● Previous research argues that value delivery in business models regards all 
activities needed to deliver value to customers. This thesis does therefore aim to 
extend the understanding of how the process of sales impact value delivery. 

● Interactions between components in the business model have not been 
researched as much as other concepts, mainly because of a lack of clearly 
defined components. This thesis aim to extend the knowledge of how elements 
in the business model influence each other. How changes in the sales process 
impact the business model, and if a change in sales lead to business model 
innovation will be investigated. 

● Previous research argues that there is a need for further business model 
investigation. George and Bock (2011, p. 37) suggest that one area of further 
investigation is to link development of routines with business models. The latter 
will be done by linking sales to value delivery in business models.  

1.4 Problem definition and purpose 
The problem background and proposed research gaps have led to identifying one 
theoretical and one practical problem definition that needs further investigation. The 
first research question will be investigated in order to extend existing literature by 
providing further insight in the research field of business models and value delivery. 
This will be done by examining the sales process through a firm perspective, and also 
by investigating how Realbridge’s sales approach and delivered value is perceived by 
their customers. Furthermore, the objective of the latter is to increase the understanding 
of how an open sales approach impact the business model, and hence value delivery. 
The second research questions aims to provide suggestions for a practical issue. The 
research questions are stated below:  
 
● How does a firm’s sales process impact value delivery in the business model? 
● How can small IT-companies similar to Realbridge and their product improve 

their sales process efficiency? 
 
This thesis aim to answer the problem definitions and fill the research gaps by 
conducting semi-structured interviews and by reviewing existing literature in business 
models and sales. The purpose of the thesis is to on the behalf of Realbridge analyze 
how their sales process could be made more efficient with focus on the Swedish car 
dealership industry. This will enable Realbridge to further develop their business model 
in terms of value delivery, key activities and sales process. This will also serve as a 
guide for similar firms with similar issues. Also, the findings of this thesis will not only 
serve as a guide of how Realbridge can increase efficiency of sales towards car 
dealerships but also increase the understanding of why the investigated sales approach 
may lead to long and inefficient sale cycles. The latter is considered important as many 
companies tend to fail in terms of sales, as suggested by Holden and Kubacki (2012, p. 
17). Furthermore, an extended understanding on how sales can relate and impact other 
business model elements takes us to the theoretical aspect of this thesis. The theoretical 
purpose is to from literature further investigate the role of sales in value delivery in the 
business model. This will extend knowledge and research on value delivery and sales, 
and will further investigating the relationship between components of the business 
model. As value delivery has been overshadowed by value creation and value capture in 
previous research, it is believed that further investigation of value delivery in the 
business model will extend existing literature and knowledge in the business model 
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research field. As George and Bock (2011, p. 37) describe, an interesting aspect that 
needs further investigation is the business models relation to routine development. As 
sales function as a set of routines that together converge into a process, it is believed as 
an important aspect in the role of business models and value delivery.  

1.5 Contributions 
The thesis will provide both theoretical and managerial contributions. This thesis will 
contribute to business model literature by investigating sales processes as a mean of 
value delivery in business models. Furthermore, it will contribute to literature on how 
business model components interact, as it will investigate the relationship between value 
delivery and they key activity of sales in the business model. By investigating this 
relationship, this thesis will allow companies, mainly IT-startups, to understand the 
importance of sales and how an improved sales process affect their business model and 
value delivery. This will contribute to sales and business model literature by further 
extending existing knowledge and literature. The thesis will further contribute by 
providing concrete suggestions to how Realbridge can make their sales process more 
efficient, which can be analytically generalizable to other companies and contexts.   
 
The target audience for this study is Realbridge, but also similar companies in similar 
situations. It will provide IT-managers with knowledge and serve as a tool on how to 
improve key activities and value delivery by improving the sales processes, and if it 
consequently has an impact on the business model. Furthermore, academics and 
students in the business administration field will benefit from the study as it contributes 
by extending current literature in sales and business models.  

1.6 Delimitations 
The given time frame, resources and requests from the commissioner results in a 
delimitation to the IT-companies on the Swedish market targeting the Swedish car 
dealership industry. The delimitation of IT-companies is because of the sector of the 
commissioner, and the car dealership industry because of their request. However, the 
car-dealership customers are specifically representing similar types of customers to 
Realbridge where the findings will give insight on what Realbridge should consider 
when approaching other customer segments. Moreover, Realbridge only have three 
customers in the car dealership industry, which limits the customer data that can be 
retrieved. As this thesis aims to collect data about Realbridge current sales process and 
how customers perceive it, the thesis mainly focuses on existing car dealership 
customers. However, in order to corroborate the findings one non-customer has been 
included.   
 
The thesis focuses on Realbridge’s current situation during spring 2017. The authors 
focus on real-life situations and problems in order to achieve an accurate and better 
result. The result shall form the basis for potential actions Realbridge can undertake in 
order to increase efficiency in the firm's sales process towards the car dealership 
industry. In order to generate a deeper understanding of the situation, the thesis collects 
data by semi-structured interviews from three perspectives: Realbridge, Realbridge’s 
car-dealership customers and a non-customer in the car dealership industry. As the 
intention of the thesis is to analyze how Realbridge can make their sales process 
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towards the car dealership industry more efficient, analysis of other parts of the 
company have been excluded.  
 
Furthermore, the thesis does not aim to explain and understand historical behaviors and 
why Realbridge makes certain actions and decisions, as that requires knowledge the 
authors do not posses. In other words, the focus of the thesis is not to explain why 
Realbridge are acting as they currently are, but instead investigate how they could 
improve and act in the future. Moreover, even though business models and strategies are 
discussed, it will not explain on how to choose the correct one, but instead focus on 
improving current sales processes. 

1.7 Disposition 
Chapter 1: Introduction serves as the background introducing the reader to the 
problem background, the research gap, problem definition and the study’s purpose. 
Chapter 2: Scientific method describes scientific philosophies, approaches and 
research designs, discussing why the chosen ones are appropriate for the study at hand. 
Furthermore, it discusses the role of the theoretical framework and relevant criticism of 
used sources. Chapter 3: Theoretical framework provides relevant theories and 
literature related to business models, value delivery, value capture, and sales processes. 
This chapter is used as the theoretical background for the thesis. Chapter 4: Practical 
method describes how the data was collected and analyzed. Chapter 5: Empirical 
findings present the findings from the data collection and analysis. Chapter 6: 
Analysis and discussion analyzes the findings in the light of the theoretical framework 
and provide suggestions for Realbridge and similar companies in similar situations. 
Chapter 7: Conclusion summarizes the analysis and present key findings in order to 
answer the research question and meet the purpose of the study. Furthermore, 
managerial, theoretical and societal implications will be described. Furthermore, future 
research will be suggested. Chapter 8: Quality criteria will provide a self-critical view 
of the trustworthiness of the thesis.  
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1.8 Definitions      

Table 1. Guiding definitions of central terms that are fundamental to this study 

Term Definition 

Business models A blueprint of how an organization create, deliver and capture 
value (Osterwalder & Pigneur, 2010, p. 14). 

Value creation in 
business model 

Creation of value that is decided by customer’s specific needs and 
preferences, and includes all organizational activities that creates 
value for customers (Daeyoup and Jaeyoung (2015, p. 2). 

Value delivery in 
business model 

Firm key activities necessary to reach customers and partners via 
links and means of interaction in order to deliver value 
(Osterwalder and Pigneur, 2010, p. 26). 

Value capture in 
business model 

How the business model generate revenues by delivering the 
created value (Daeyoup and Jaeyoung (2015, p. 2). 

Customer 
relationships 

Describes the nature of relationships with customers (Osterwalder 
& Pigneur, 2010, p. 28).   

Customer 
segments 

Groupings of customers characterized by specific needs and 
behaviors (Osterwalder & Pigneur, 2010, p. 20). 

Channels Means of interaction and delivery of value to customers through 
distribution, sales and communication (Osterwalder & Pigneur, 
2010, p. 26). 

Value 
proposition 

A bundle of products or services that create value for a customer 
segment (Osterwalder & Pigneur, 2010, p. 22). 

Key activities The most important firm activities that are needed in order to have 
a functional business model (Osterwalder & Pigneur, 2010, p. 36). 

Sales process The process of selling to customers. Consists of prospecting, pre 
approach, approach, presentation, overcoming objections, close, 
and follow up (Moncrief & Marshall, 2005, p. 13-14). 
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2. Scientific method 
This chapter will introduce the reader to the choice of subject, research philosophy and 
how it affects the study. Epistemology, ontology, research approach and design will be 
presented, examined and discussed in a structured way where the methodological path 
will be in line with the research question. The chapter will be finalized with choice of 
theories and source criticism. 
 
According to O’Gorman and MacIntosh (2014), a thesis writer needs to follow and 
make five interlocking choices in order to compose a comprehensive research. Even 
though there is no single correct approach to undertake a research, distinctive traditions 
exists with interconnected set of choices and consistencies. Furthermore, it is important 
to understand how the choices of scientific method may affect the study (O’Gorman and 
MacIntosh, 2014, p. 50).  

2.1 Choice of subject 
On the behalf of Realbridge, we have been assigned a real case related to our studies in 
marketing and business development. The author’s studies at advanced levels within the 
field of business development and marketing have given insights regarding the 
importance of business model design. How business models are connected to success 
among firms as well as the practical implications that can occur as a result of poorly 
designed and executed business models are therefore of interest. Realbridge are having 
difficulties with their sales process in terms of inefficiency and long sale cycles. As 
sales are functioning as a business model key activity, the authors believe there is need 
for changes in the business model design. By identifying business model elements that 
have an impact on sales, the authors can suggest changes in the business model that will 
increase the efficiency of the sales process. Furthermore, the sales process of a firm is 
linked to value delivery and is an essential element in the business model affecting firm 
performance and profitability. Based on previous knowledge from business studies, the 
authors have learned the importance of understanding how the core aspects of a 
business model must fit the business in order to establish a functional business 
processes that not only create and capture value, but also succeed in delivering value. 
Also, personal experiences and interests for the sales process and its role within 
business models and firms culminated into an interest of the sales process in a young 
IT-startup and subsequently the topic at hand. Furthermore, it is an area, which the 
authors want to broaden their view and knowledge.  

In practice, the process of choosing subject began with the authors contacting a business 
consultancy agency named Revenues, located in Umeå. Sweden. One of the authors had 
an already established personal contact with them from previous studies, and contacted 
them to see if they had any interesting cases available. Revenues suggested their client 
Realbridge and briefly described them and their current issue of an ineffective sales 
process, which caught the author's interest. A meeting was held and Revenues described 
in more detail what Realbridge had employed them to do. The authors agreed that the 
issue with Realbridge’s sales process would be interesting to investigate, and a phone 
meeting between Revenues, Realbridge and the authors was arranged. During the phone 
meeting, Realbridge’s CEO discussed their business and their main issue, which further 
increased the author's interest and understanding about Realbridge’s current situation. A 
third physical meeting was arranged with the purpose of establishing a more personal 
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relation as well as creating a further understanding of the company and their current 
sales process. The authors suggested how they would approach the subject and how they 
would connect it with literature, and an agreement was made and consequently the 
choice of subject as well. 

Furthermore, both parties agreed to delimitate the study towards the car dealership 
industry because of limited time and resources. However, the segment is highly 
interesting for Realbridge as the firm is in the early phase of penetrating the car 
dealership industry. To clarify, this thesis is written on commission of Realbridge. 
Revenues have functioned as a link between the thesis authors and Realbridge. A 
summary of the meetings are presented chapter 5 in order to support the empirical 
findings. However, these meetings functioned more as observations that gave the 
authors a deeper understanding of the context. 

2.2 Preconceptions 
By acknowledge the reader about the author's preconceptions one enable the reader to 
critically reflect over the thesis result. Neuman (2000, p. 170) state that one should 
ignore personal opinions when acquiring understandings of contexts. It is however 
important to take advantage of personal insight, feelings and perspectives in order to 
understand social life. By being delicate about personal views, preconceptions and 
assumption, one can put the latter aside in order to see beyond them. Instead of denying 
one´s preconceptions, it is better to be open and acknowledge them and therefore 
recognize how they may influence the thesis (Neuman, 2000, p. 170). 
 
The authors have a three and a half year academic background in business 
administration. One has specialized in strategic business developments, and the other in 
marketing. The fields have similarities and the author's previous educational 
preconceptions are therefore alike. The previous studies have provided the authors with 
relevant knowledge, theories and concepts within the field of business administration. 
The previous studies may affect the thesis at hand, as the chosen theories and concepts 
may be affected by the author's preconceptions. Furthermore, both authors have an 
interest of pursuing a career in sales, which might indicate a more positive view of the 
sales process than necessary. The personal interest in the sales process may possible 
result in a narrow scope of the area, impacting the result of the thesis.  

2.3 Ontology 
The initial action of designing the research is to define the ontological positioning of the 
authors, which regards the perception and construction of reality. By breaking down 
ontology, one can simplify the understanding. Ontology is compounded by biology and 
ontos. Biology is the study of life science where the derived word logy is defined as the 
study of. Ontos can be defined with the words being or reality. Thus, the world ontology 
is the study of how one perceives reality. (O’Gorman & MacIntosh, 2014, p. 55). 
 
Ontology is divided into the two different configurations, namely objectivism and 
constructionism. Objectivism is described by O’Gorman and MacIntosh (2014, p. 56) as 
a perspective that sees reality as made up of solid objects that exists even when 
individuals are not experiencing or perceiving them, and which can be measured and 
tested. According to Bryman and Bell, (2011, p. 21), reality therefore exist separately of 
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consciousness. Furthermore, an objective perception of reality implies that social 
entities are objective that exist in a reality external from the influence of social actors 
(Bryman & Bell, 2011, p. 21)  
 
Constructionism is an ontological approach, which proclaim that social phenomena are 
in consistent state of change affected by social interactions. According to 
constructionism, social phenomena exist together with social actors (Bryman & Bell, 
2011, p. 22). Constructionism is a subjective approach where individuals experience the 
world differently because of behaviors, attitudes, experiences and interpretations 
(O’Gorman and MacIntosh, 2014, p. 57). This thesis aims to investigate how changes in 
IT-startups sales process impact value delivery and the business model. The thesis will 
therefore create an understanding of what and how values are delivered in the sales 
process with focus on the car dealership industry. This indicate that the influence of 
social actors in constructions of reality has to be accounted for, since how situations are 
perceived will depend on their view of reality and consequently impact the results. The 
customers of Realbridge most possibly have different interpretations of the world, and 
more particularly Realbridge as a company. This study will therefore take an 
ontological constructionism approach. 

2.4 Epistemology 
In terms of epistemology, O’Gorman and MacIntosh (2014 p. 58-59) state that it is the 
study of knowledge and of how it is obtained. There are several different 
epistemological positions, and some are: realism, positivism and interpretivism. 
Typically, researchers with an objective ontology have a positivist epistemology, and 
constructionism ontology indicates an interpretivism epistemology. This is because 
researchers with a positivist position try to explain principles, while those with an 
interpretivism position tries to understand relationships (O’Gorman and MacIntosh, 
2014, p. 59). 
  
To further elaborate, positivism is mostly used in natural science as it uses existing 
theory in order to develop hypotheses that will be tested and confirmed, or rejected, 
resulting in further development of theory (Saunders et al., 2009, p. 113). However, it 
can be applied in social science if the purpose is to measure quantitative data in order to 
investigate and confirm causal laws that can predict human behavior (Kreuger & 
Neuman, 2006, p. 562). The positivist approach focuses on facts trying to discover 
causality and fundamental laws, which is done by measuring large samples in order to 
confirm or reject hypotheses (O’Gorman and MacIntosh, 2014, p. 60). Critics of 
positivism argue that the world is too complex for hypotheses resulting in law-like 
generalizations, and that valuable insights can be lost (Saunders et al., 2009, p. 116).  
 
One difference between positivism and interpretivism is, as mentioned, that the former 
focuses on measuring and explaining phenomenons, whilst the latter focuses on 
understanding them. Neuman (2000, p. 71) defines the interpretative approach as “the 
systematic analysis of socially meaningful action through the direct detailed 
observation of people in natural settings in order to arrive at understandings and 
interpretations of how people create and maintain their social worlds.” In other words, 
instead of explaining human behavior, researchers with an interpretivism stance try to 
understand it. The researcher therefore considers the multiple realities derived from 
different perspectives, subjects, understandings and interpretation of data (O’Gorman 
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and MacIntosh, 2014, p. 65) Furthermore, because of the uniqueness and different 
circumstances for any given situation, Saunders et al., (2009, p. 116) suggest that the 
researcher must enter the social world of the research subject and adopt an empathetic 
stance in order to understand their view of the world. 
 
The authors will try to create a deeper understanding of what actors value in the selling 
process, rather than just measuring what they value. Therefore, the participants 
preferences, age, company size, organizational culture, etcetera, will have an impact on 
the results. The authors therefore have to, as Saunders et al., (2009, p. 116) suggest, 
enter the social world of the participants adopting an empathetic stance, in order to 
understand the participant’s point of view. The given case study context, such as the 
industry, business relationships and the interviewing participants will affect the results. 
Therefore, the position of interpretivism is chosen as it allows the authors to understand 
social actors, their values and actions from their point of view, making it appropriate for 
what is being researched.  
 
However, some critics believe interpretivism is too subjective, neglecting a broader and 
long-term context (Neuman, 2000, p. 76). Since the purpose is to interpret and 
understand, the author's previous experiences and knowledge will reduce the 
objectivity. No researcher can be entirely free from preconceptions, previous knowledge 
and assumptions, indicating that total objectivity is not possible. However, by 
acknowledging and being aware of the issues with preconceptions, as well as adapting a 
self-critical view, the subjectivity will to some extent decrease.  
 
Moreover, direct and critical realism suggest that objects have an existence independent 
of others, and similar to positivism adopts a scientific approach in order to develop new 
theories (Saunders et al., 2009, p. 114). A direct realist would argue that individuals 
experiences of the world are accurate since it is what they are experiencing, whilst a 
critical realist suggests that what we experience are sensations, and the same experience 
can differ between individuals (Saunders et al., 2009, p. 114-115). This indicates that 
insufficient data are consequences of either inaccuracies or misinterpretation of 
experienced sensations. Even though realism is more similar to positivism than 
interpretivism, this will be kept in mind as a precaution since the collected data can be 
misinterpreted by the authors and consequently might become inadequate.  

2.5 Research approach 
There are two main research approaches, namely deductive and inductive. Deductive is 
the approach of testing theory, whilst inductive approach builds theory (Saunders et al., 
2009, p. 125). In other words, the deductive approach uses theory to guide the research 
being conducted and the inductive approach views theory as an outcome of research 
(Bryman & Bell, 2011, p. 4). Moreover, the deductive approach emphasizes explaining, 
usage of quantitative data, researcher independence and generalizations (Saunders et al., 
2009, p. 127). On the contrary, the inductive approach put less concern on 
generalization. The inductive approach does however emphasize a closer and deeper 
understanding of the research context by a collection of qualitative data. Inductive 
research, which involves a smaller set of data, may be more appropriate since one is 
particularly interested in a context where the investigated events are taking place 
(Saunders et al., 2009, p. 126-127). The latter can be related to this thesis, as the authors 
are particularly interested about understanding the context of Realbridge and their 
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customers within the car-dealership industry. Furthermore, the inductive approach 
regards a more flexible structure which permits changes of research emphasis as the 
research work progress (Saunders et al., 2009, p. 127) An inductive research approach is 
therefore more suitable, since this thesis emphasizes contextual and deep understanding, 
rather than measuring, testing and explaining quantitative data.  
 
According to Strauss and Corbin (1998, p. 12), the inductive researcher “begins with an 
area of study and allows the theory to emerge from the data”. This is well in line with 
the purpose of the study, as it is not to test whether previous theories or hypotheses are 
consistent with the researched data. However, the inductive approach does not neglect 
theory entirely as literature has been used to formulate the research question and thesis 
objective. Furthermore, deductive features are present, as literature has been used to 
formulate interview questions. However, the study will move in an inductive approach 
as it allows the empirical data to extend current literature and knowledge of business 
models and sales.  

2.6 Research method 
There are two main research methods, namely qualitative and quantitative. One does 
normally distinguish the two methods were qualitative method uses words and open-
ended interview questions while the quantitative method uses numbers and closed-
ended hypothesis testing questions (Creswell, 2014, p. 32). Quantitative research 
involves a deductive approach of linkages between theory and research which puts 
emphasis on quantitative theory testing by examine relationships between variables, 
generally of a sample from a large population (Bryman & Bell, 2011, p. 27; Creswell, 
2014, p. 32). Since the quantitative method generally use a deductive approach with 
standardized responses, the research approach lack in providing in depth understanding 
in the individual or personal experiences among the participants (Yilmaz, 2013, p. 312). 
Because the quantitative method fail in providing insight among the responds feeling, 
thoughts, references and experiences, a qualitative research method is more in line with 
the aim of this thesis.  
 
Qualitative research method collects data via observations and interviews (Creswell, 
2014, p. 32). This thesis is trying to create an understanding of the underlying values in 
the sales process experienced by Realbridge’s customers via a qualitative research 
method data, which is in line with Creswell (2014, p. 78) recommendation when one 
wish to understand the underlying elements experienced by social actors via interviews. 
A qualitative research study generally builds on a research strategy that entails words 
above quantification in data collection.  In contrast to a quantitative research, a 
qualitative research dismiss practices and norms regarding natural scientific models and 
positivism which is grounded in the emphasis on the differences in interpretation of the 
world between individuals (Bryman & Bell, 2011, p. 27). Furthermore, a qualitative 
approach is comprehensive as it investigates the process from a wider perspective in 
order to create an understanding and seeks in-depth answers to “what”, “how”, and 
“why” (Yilmaz, 2013, p. 317).  
 
By using a qualitative method, the authors can conduct research by semi-structured 
interviews with open-ended questions in order to gain understanding of what influences 
peoples actions and worldviews. The aim of open-ended questions is to create insights 
of the world experienced by the participants. However, the qualitative method is fairly 
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critiqued. Critics argue that the qualitative findings are relying on the researcher's view 
of what is considered important and because of the relationship between the researcher 
and the participants. Furthermore, qualitative research method is critiqued by 
quantitative researchers because of its subjective nature as well as the difficulties in 
research replication and generalization (Bryman & Bell, 2011, p. 408-409). If any 
subjectivity is found, they will be clearly described by the authors. Sergi and Hallin 
(2011, p. 193), mean that the aim of a qualitative research is not to be replicated or 
generalized. Instead the aim is to create interpretations and meanings of the research 
context. This thesis wants to create a deep understanding behind value preferences 
among Realbridge’s car dealership. The latter will support Realbridge in an increased 
understanding about their target customers and hence create an understanding where the 
sale focus should be aimed. As this thesis try to look at the interconnected process 
between Realbridge and the target customers, a deeper qualitative understanding about 
the context between is considered important.  
 
It is of major importance, but yet not easy, to exclude and avoid bias in the research 
(Yilmaz, 2013, p. 315). According to O’Gorman and MacIntosh (2014, p. 69), all 
individuals are biased. One technique used to minimize bias in this qualitative study is 
by being sensitive towards the author's view by putting aside preconceptions (Neuman, 
2013, p. 171). By recognizing and being open regarding the author's preconceptions, the 
reader can evaluate how the latter might influence the thesis results. Also, by describing 
course and reasons behind the practical method, the reader can critically reflect and 
evaluate the result, which increases the transparency of the study. According to Neuman 
(2013, p. 175), an open approach will generate the best thesis in term of avoiding bias. 
This is important since a qualitative study is highly dependent on the researcher in terms 
of trustworthiness (Neuman, 2013, p. 171). Since the qualitative research investigate the 
close engagement of the people in order to understand values and beliefs in contexts 
through the people's eyes, it is the best fitted approach for this thesis (Bryman & Bell, 
2011, p. 410-411) Moreover, Robson (2002, p. 59) suggest that exploratory studies are 
relevant in order to finding out what is happening, create new insights, and assess a 
phenomena from a new perspective. Saunders et al (2009, p. 139) further suggest an 
exploratory study is useful for researchers who wish to create an understanding of a 
problem. As this thesis tries to understand and create insights of a problem, this thesis 
will be exploratory.  

2.7 Choice of literature and the role of the conceptual framework 
The literature used to create the conceptual framework mainly discusses business 
models, value delivery and sales as they relate to Realbridge’s practical problem and the 
identified research gaps of insufficient research in value delivery, business model 
innovation and how components in the business model interact. Even though the study 
sets out to extend knowledge from empirical findings, the conceptual framework has 
been used to design relevant interview guides for the interviews. The literature has also 
been used as a foundation to describe and investigate a problem. Moreover, the 
conceptual framework strengthens the thesis by allowing the reader to critically evaluate 
used literature, as well as informing the reader of existing knowledge.  
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2.8 Source criticism 
This thesis uses multiple types of sources that are relevant to the study. The majority of 
the sources are accessed via university databases EBSCO, but also through Google 
Scholar. All sources are peer-reviewed. In order to find relevant articles in line with the 
theses subject, search words such as business model, business model innovation, sales, 
value creation, value capturing, value delivery, customer value, customer satisfaction, 
sales strategy and process have provided a search basis. The search words have been 
used individually and combined in order to screen the topic field for the most relevant 
literature that contribute to the thesis theoretical framework. Besides article search, 
published books have provided theories and models not only to be used in the 
theoretical framework but also to extend topic field insight. By screening articles, books 
and literature references, we strive to avoid secondary references. However, where 
original references have been unavailable or not found, we have been relying on 
secondary references. Furthermore, by finding other references based on similar 
grounds, one can avoid errors and mistakes in terms of referencing in order to set a 
trustworthy ground.  
 
The previous research on business models, value delivery and sales has functioned as 
the base for this thesis. Since the perception of business models and its interrelated 
elements is multifaceted depending on perceptions and context, there is a chance for 
misinterpretation that needs to be acknowledged. However, the authors have strived to 
minimize misinterpretation by screening and evaluate existing literature and research in 
the area.  
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3. Conceptual framework 
This chapter will present the conceptual framework and consist of literature from two 
main areas: business models and sales. It will begin by presenting literature about 
business models focusing on value delivery, and then connect business model innovation 
with literature about literature about customers. Literature in sales is presented and 
connected to business models in terms of a mean for delivering value. The chapter ends 
by describing and illustrating the relationship between business models, value delivery 
and sales process.  

3.1 Business models 
According to Kaplan (2012, p. 3), business models have been seen as inalterable 
concept growing old with the organization, developed at the birth of the firm. This led 
to CEOs working under one single business model during their entire career (Kaplan, 
2012, p. 3). However, as the business environment changed during the industrial era, the 
rules and perception towards business models shifted and companies initiated and 
integrated creation, delivery and capturing of value as keystones in the business model 
(Kaplan, 2012, p. 3-4). However, multiple companies characterized the business climate 
with similar business models focusing on scaling business and creating competitive 
advantage by copying the best practices on the market. As a result, companies competed 
in the same industries with identical business models (Kaplan, 2012, p. 4). However, 
time is changing and so are business models. According to Kaplan (2012, p. 3-4), 
business models are not as long lasting as they previously were and as the business 
environment change, managers need to consider changes in the business model elements 
in terms of value creation, value delivery and value capturing. 
 
The concept of business models is widely used in various business and management 
research. The research literature of business models, however, differs in definitions, 
concepts, components and classifications but they all contribute towards increased 
knowledge and understanding of the business model concept (Lambert & Davidsson, 
2013, p. 668). Even though there is no clear definition of business models, it is 
described as a business tool that is used to describe how firms do business (Zott et al., 
2011, p. 1020). More specific definitions do however exist, enabling a deeper 
understanding of what a business model actually is and what it constitutes of and what it 
does. Lindgren et al. (2010, p. 124) suggest that the business model represents the 
company’s key elements and relationships that are relevant to their business. 
Osterwalder and Pigneur (2010, p. 15) similarly portray the business model as a 
blueprint of how processes, systems and structures enables organizations to implement 
strategies. Osterwalder and Pigneur (2010, p. 14) further define the business model as 
“the rationale of how an organization creates, delivers, and captures value”, which 
will be the definition used in this thesis. Similarly, Shafer et al. (2005) define business 
models as how the company creates and capture value.  

3.1.2 Value creation and value capture in business models 
According to Daeyoup and Jaeyoung (2015, p. 2), business value is generally 
conceptualized as resources or business inputs in a firm’s production process. The 
objective of business values is to strengthen customer satisfaction, understanding 
customer preferences, cut inventory, inflate inventory turnover, minimize situations of 



  20 

stock-out, enhance time-to-market which eventually lead to enhanced financial 
performance (Daeyoup and Jaeyoung, 2015, p. 2). Value creation and value capture are 
business values, and Bowman and Ambrosini  (2000, p. 13) distinguish them both by 
the following explanation. Value creation is “perceived use value that is subjectively 
assessed by the customer who uses consumer surplus as the criterion in making 
purchase decision”, and value capturing is “the exchange value, that is the price paid 
for the use value created, which is realized when the sale take place.” 

Daeyoup and Jaeyoung (2015, p. 2) describes value creation as the creation of value that 
is decided by customer’s specific needs and preferences, and includes all organizational 
activities that creates value for customers. Kaplan (2012, p. 19) argue that it is 
fundamental that a business model is designed to create value for the customers, and 
mean that the business model must address how and for whom value is created. One can 
think of value creation from a customer perspective: what is the job customers are hiring 
a firm to do? Therefore, companies should define how value is created and what 
customer needs and problems the created value solves (Kaplan, 2012, p. 19-21). 
According to Zott et al (2011, p. 11), value creation take different forms, such as 
economic and social. This indicates that created value is not only the actual product or 
service; it is essentially everything that customers value and appreciate. Zott and Amit 
(2010, p. 218) further suggest that a business model is supposed to create as much value 
as possible for all parties involved, such as customers, the firm itself, and other 
stakeholders. It lays the foundation for the firm’s value capture, as the transactions 
between customers and the company depend on if the customer's desire the created 
value.  
 
Value capturing constitutes how the business model generates revenues by delivering 
the created value. The purpose of value capturing is therefore to generate profit from the 
created and delivered value (Daeyoup and Jaeyoung, 2015, p. 2). Other than the 
processes of production and the interconnected costs within the firm, the process of 
value capture, or in other words, the exchange of products and payments determines 
realized profit. The realized profit is determined by the customer comparison between 
firm products, offering and customer needs. The profits are therefore determined by the 
bargaining relationships between the seller and the buyer. Firms who have strong 
bargaining power can obtain a larger share of value whereas firms with less bargaining 
power capture less value (Bowman & Ambrosini, 2000, p. 9). 

3.1.3 Value delivery in business models 
According to Kaplan (2012, p. 21), the element of value delivery in the business model 
describes how a firm distributes the created value to its customers. Value delivery 
includes issues and decisions that regard how offerings are made available to the 
customer. It involves all organizational resources, capabilities, business activities and 
courses of actions required to reach customers, such as marketing, sales people, sales 
strategy and sales channels (Margretta, 2002; Sinkovics et al., 2013). Consequently, 
how value is delivered will have an impact on how value is captured, since how value is 
delivered will affect if customers purchase the created value or not (Cortimigilia et al., 
2016, p. 415).  Daeyoup and Jaeyoung (2015, p. 1-3) argue that by investigating value 
delivery, one could create new perspectives to further understand which value is less 
delivered and which value stakeholders, customers, suppliers, and other stakeholders 
want more of. 
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Kaplan (2012, p. 23) states that capabilities consists of people, processes and 
technology and are the core of a firm's’ operating model and can be defined as a firm’s 
power to accomplish something. An important part of capabilities is the understanding 
of how a firm can scale individual capabilities and how they are connected in order to 
form an operating model of success. Kaplan (2012, p. 23) further suggests that a firm 
should think of its operating model in terms of a network of capabilities, list them and 
sort them by importance related to delivering value. By identifying and differentiating 
core functions in the operating model from supporting functions, the firm can create an 
understanding of which capabilities that are most critical for delivering value (Kaplan, 
2012, p. 23). This will help to describe how capabilities relate to each other and how 
they are integrated in value delivery (Kaplan, 2012, p. 23). An internal understanding on 
how capabilities are linked will help employees to see what is expected in contributions 
in order to deliver customer value (Kaplan, 2012, p. 29). 
 
Daeyoup and Jaeyoung (2015, p. 6) mean that differentiation in value delivery can 
address business model innovation, and that advancing technology in Internet and 
communication create opportunities for change and innovate value delivery. By 
innovating value delivery, firms can find new ways to create business value (Daeyoup 
& Jaeyoung 2015, p. 6). Business models with differentiated value delivery systems can 
therefore create new value with potential opportunities to changes in a firm's value 
creation and capture (Daeyoup & Jaeyoung 2015, p. 6). Additionally, Daeyoup and 
Jaeyoung (2015, p. 6) argue that firms need to understand what capabilities are needed 
in order to differentiate value delivery. In order to increase the potential for firm 
success, one should therefore discover new and different ways to deliver value.  

The overall purpose of the business model is to create, deliver and capture value. How a 
company accomplishes all this while simultaneously making a profit bring us to the 
construction of business models.  

3.1.4 Building blocks of the business model 
Osterwalder and Pigneur (2010) have developed a business model canvas (see table 2), 
which function as a tool that help to describe, analyze and design business models. 
Current literature offer other suggestions of what a business model consist of, such as 
Johnson et al., (2008, p. 62) that suggest that the business model consist of four 
elements: customer value proposition, profit formula, key resources and key processes. 
However, Osterwalder and Pigneur’s (2010) business model canvas is most well known 
and provides a well-described overview of the business model, and is therefore used in 
this thesis. There are nine blocks in the business model canvas divided into four larger 
blocks representing the different areas of business within a company, and if they are 
effectively interlinked they create, deliver and capture value. These larger blocks are 
customers, offers, infrastructure and financial viability (Osterwalder & Pigneur, 2010, p. 
15). 
 
The building blocks of customer segments, channels and customer relationship are 
located within the larger building block of customers. The customer segment block 
regards one or several customer segments that a company delivers value to, and 
describes the different groups of customers a company aims to serve. According to 
Morris et al. (2005, p. 730), it is of major importance to identify market and customer 
segment needs since it will have an impact on firm structure, resources and what it sells.  
 



  22 

Table 2. Business model building blocks. Based on Osterwalder and Pigneur (2010) 

Business model building blocks 

Business area Building block Describing summary 

Customer Customer relationship Describes the nature of relationship a 
firm establishes with a specific 
customer segment. 

Customer segment Defines the customer groupings 
characterized by different needs. 

Channel Describe how a company delivers value 
through the value proposition by 
communication, distribution and sales. 

Offers Value proposition Communicates a firm promise with a 
bundle of products or services that 
create value for a customer segment. 

Infrastructure Key resources The essential firm assets needed in 
order to operate a business model. 

Key partnership Describes the partnership network that 
optimizes the firm business model. 

Key activities The most important firm activities that 
are needed in order to have a functional 
business model. 

Financial viability Revenue streams Describe how a company generates 
revenues from a specific customer 
segment. 

Cost structure All necessary costs linked to the 
essential operations within a firm. 
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Osterwalder and Pigneur (2010, p. 20) further explain that by grouping customers into 
different segments characterized by needs and behaviors, a firm can increase customer 
satisfaction. They further state that by segmenting customers, a firm can evaluate what 
each customers segment value and how to deliver that value. Consequently, by creating 
an understanding for a specific segment, a firm can design a business model that 
delivers value that meet the value customer’s desire (Osterwalder & Pigneur, 2010, p. 
20). Furthermore, each customer segment may require distinctive offers, different 
distribution channels, different relationships, different profitability and different aspects 
in terms of payments of an offering, which will further affect their perceived value 
(Osterwalder & Pigneur, 2010, p. 20).  
 
The channel building block describes the means of communication and how a firm 
reaches the customer segments in order to communicate and deliver the created value. 
The communication, distribution and sales channels regards the interface with customer 
segments and is directly linked value capture in terms of revenue streams. Osterwalder 
and Pigneur (2010, p. 27) state that channels are important since they will influence 
customer experience and satisfaction. They further impact awareness of a firm’s product 
or services among customers and help customers assess and evaluate the value 
proposition (Osterwalder & Pigneur (2010, p. 27). It is crucial to understand what 
channels customers value in order to efficiently deliver the created value to the market 
(Osterwalder & Pigneur (2010, p. 27). 
 
The customer relationship building block describes the desired relationship between a 
firm and their customer segments. The company should evaluate what type of 
relationship each customer segment value in order to acquire new customers, maintain 
current ones and consequently increase sales (Osterwalder & Pigneur, 2010, p. 28-29). 
An understanding what kind of relationship each customer segment values will 
contribute towards an understanding how the relationships should be integrated with 
other elements of the business model (Osterwalder & Pigneur, 2010, p. 28-29. Examples 
of relationship types are personal assistance and co-creation. The former regards a 
relationship based on human interaction and the latter is based on co-creation of value 
where customers assists firm with new ideas and innovations (Osterwalder & Pigneur, 
2010, p. 28-29). 
 
The value proposition building block is located in the offer business area and describes 
the different products and services that create value for customers. The value 
proposition should solve customer needs and defines what value a firm delivers to its 
customers (Osterwalder & Pigneur, 2010, p. 22). Furthermore, a value proposition 
should consist of a specific product or service that meets the requirements of a specific 
segment (Osterwalder & Pigneur, 2010, p. 22).  According to Johnson et al., (2008, p. 
60), the customer value proposition as the most important element of the business model 
as it offers a solution to a customer problem, and thus creates value for the customer. 
Osterwalder and Pigneur (2010, p. 22) further suggest that a value proposition should 
create customer value via elements that can be identified in each segment. Such values 
can be either quantitative (e.g. price or service) or qualitative (e.g. design, customer 
experience). A manager must decide on a value proposition and understand what 
activities that are related and necessary to undertake such an offering (Osterwalder & 
Pigneur, 2010, p. 22).  
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Understanding what customer segments value can help a firm to understand what and 
how value should be delivered. Since customer characteristics differ between segment, 
value is perceived differently. Because of the differences in value perception of 
customers, sales and channels must be considered in relation to the created value that is 
supposed to be delivered to customers. A salesperson that is in direct contact to 
customer must consequently be able to communicate a value proposition in order to 
deliver the right kind of value. By knowing what and how value should be delivered, 
and thus knowing what and how value should be created, a firm can capture maximum 
value.  
 
The building block of key resources, key activities and key partnership are located in 
the business area of infrastructure. Key resources in the business model define the 
crucial assets needed to sustain the business. The key resources are necessary for 
creating value, reaching markets, sustaining customer relationships and generating 
revenues. Key resources refer to the assets needed to create and deliver value to 
customers, such as technology, partnerships and employees (Johnson et al., 2008, p. 61). 
A business model is heavily influenced by key resources (Osterwalder & Pigneur, 2010, 
p. 36) and value is created from a unique set of resources that produce innovation 
(Morris et al., 2005, p. 728). Key resources can vary from physical, financial, 
intellectual and human (Osterwalder and Pigneur, 2010, p. 36). 
 
Key activities in the business model can be defined as the most necessary actions a firm 
must undertake. One perspective of a business model is through firm offerings where 
the key activities function as the crucial actions behind the offering (Morris et al., 2005, 
p 728). Key activities are dependent on the business model and are required to create 
and deliver value, reach customers, maintain customers and earn revenues (Osterwalder 
& Pigneur, 2010, p. 36). Osterwalder and Pigneur (2010, p. 37) present problem solving 
as a key activity. Problem solving refers to providing new solutions to unique customer 
problems. Businesses who are dealing with problem solving activities requires great 
knowledge and repeated training in order to master the business area. 
 
The building block of key partnership defines the supplier network and crucial partners 
that are necessary for a firm. The reasons behind partnership are many and have 
increased in importance in many business models. By establishing partnership through 
alliances, business model optimization can be reached, minimizing of risk as well a 
facilitate resources (Osterwalder & Pigneur, 2010, p. 38). According to Morris et al., 
(2005, p. 728), a firm's positioning is influenced by relationships with customers, 
suppliers and partners. 
 
Key resources, activities and relationships are important elements in the business model 
that empower firms to create, deliver and capture value to the customers. Firms need to 
identify the necessary activities and relationships, and effectively allocate resources that 
enable a firm to differentiate from other firms. This will help a firm to create and deliver 
value to customers that differs from competitors, which will increase the potential for 
competitive advantage and increased the captured value.  
 
Financial viability includes the building blocks of revenue streams and cost structure. 
Revenue streams regard how a company captures value. In other words how the 
company earns money and how money is generated from the different customer 
segments (Osterwalder & Pigneur, 2010, p. 30). Revenue streams are a core component 
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of a firm’s business model and should provide a firm with a steady stream of income 
(Morris et al., 2005, p 730). Understanding the willingness to pay in each customer 
segment will allow a company to increase revenue streams. There are two different 
types of revenue streams involved in a business model: one-time paying customers 
called transaction revenues and ongoing payments called recurring revenues 
(Osterwalder & Pigneur, 2010, p. 30). In the latter, a firm delivers an ongoing value 
proposition or provides post-purchase customer support (Osterwalder & Pigneur, 2010, 
p. 30). Shafer et al. (2005, p. 205) argue that many firms focus too much on value 
creation in a business model and give insufficient amount of attention to the value-
capture aspect of the business model. A firm must be able to capture a corresponding 
amount of value in relation to the value created (Shafer et al., 2005, p. 205).  
 
The cost structure in a business model defines the costs involved in operating the 
business. All necessary elements in the business model that creates and delivers value 
must be considered in terms of costs (Osterwalder & Pigneur, 2010, p. 41). By locating 
the most important costs that are needed to make the business model function, the firm 
can identify and separate necessary from unnecessary costs. Cost structure can take a 
cost driven or value driven form. The former regards a focus on minimizing cost by lean 
thinking and the latter regards less sensitivity in terms of costs, with a focus of premium 
value creation (Osterwalder & Pigneur, 2010, p. 41). 
 
In summary, the business model describes the unique actions and decision taken by a 
firm in order to create, capture and deliver value to the customers. There are multiple 
ways for a firm to locate the different and necessary activities to execute the right 
activates. Identifying business activities that differ from competitors may lead to a 
development of core competencies and capabilities (Onetti et al., 2010, p. 362). When 
developing a business model, however, Johnson et al. (2008, p. 67) states that initial 
failures must be tolerated, and that companies alter their business model approximately 
four times before reaching profitability. Altering the business model does, however, not 
necessarily mean that major changes has to be done. Nevertheless, changes in either of 
the elements will have an impact on the whole, indicating that one change in one 
element will innovate the business model, i.e. changes in key activities moving from 
distribution channels to a direct-sales approach will impact other elements of the 
business model (Johnson et al., 2008, p. 67).  

3.1.5 Business model innovation 
Many firms tend to develop and commercialize new ideas and technologies through 
business models. However, as heavy investments and extensive exploring of new 
processes back the ideas and technologies, firms put less focus in innovating the 
business model through which these inputs will pass (Chesbrough, 2010, p. 345). 
Therefore, it may be of major importance to develop firm capabilities in the business 
model as a response to new ideas or technologies  (Chesbrough, 2010, p. 345).  
  
“A mediocre technology pursued within a great business model may be more valuable 
than a great technology exploited via a mediocre business model” (Chesbrough, 2010, 
p. 345). 
  
According to Chesbrough (2010, p. 345), technology has no objective value by itself 
where value is unrealized until the moment it is commercialized via the business model. 
Zott et al. (2011, p. 14) further mean that business model research is characterized by 
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two ideas. First, firms commercialize new ideas and technologies via the business 
models. Second, the business model has become a subject of innovation that regards 
cooperation and collaboration, which complements the traditional subject of process, 
and organizational innovation. Zott et al. (2011, p. 15) further discuss the notion of open 
innovation in the sense of business model innovation where a firm should create 
innovation with the help of external sources of ideas, instead of just relying on internal 
source of ideas within an organization. External idea creation can be viewed as jointly 
value creation by sharing information and knowledge, i.e. the firm and its customers. 
This collaboration is a process including more than one party with a focus of achieving 
mutual beneficial outcomes.  
 
Schneider and Spieth (2013, p. 26) suggest that changes in the business model do not 
necessarily mean that it is innovated, and state that there is a difference between 
business model innovation and business model development. Business model 
development means that the current business model framework stays intact and that 
focus is put on internal adjustments and innovations (Schneider & Spieth, 2013, p. 26). 
Business model innovation, however, removes itself from the current business model 
and focuses on possibilities in the external environment (Schneider & Spieth, 2013, p. 
26). Alam (2006, p. 473) suggest that firms can with of the help of customers interviews 
identify customer needs in order to innovate the business model. Pynnönen et al. (2012, 
p. 6) further argue that it is of major importance to build a business model based on 
customer needs and value preferences. Enhanced knowledge about the customer can 
contribute towards improved customers experience via an offering that meet the 
customer needs. Furthermore, customer-related knowledge can contribute to business 
model innovation in terms of value creation that will increase the customer experience 
in terms of consumption. Moreover, Jiebing et al. (2013, p. 367-369) state that customer 
knowledge is positively related toward increased value delivery in the business model 
via increased knowledge accessibility for the firms and its customers. Thus, increased 
knowledge of customer value perception can improve the customer experience delivered 
by the company (Pynnönen et al. 2012, p. 7). 

3.1.6 Customer value and satisfaction 
Ravald and Grönroos (1996) discuss the concept of value in terms of relationships to 
customers in a marketing setting. Ravald and Grönroos (1996, p. 19) state that the 
concept and understanding of value is somewhat multifaceted, but mean that added 
value should be related to customer needs. They extend the reasoning by implying that 
minimizing customer perceived sacrifice and minimizing relationship costs for the 
customer can add customer value. According to Ravald and Grönroos (1996, p. 27), a 
firm can reduce customer-perceived sacrifices by looking at things from a customer 
perspective and identifying all risks that arises after a purchase, leading to extra costs 
for the customer. Improving routines that in some way affect the customers can 
minimize these risks. By improving internal and external quality in terms of service and 
relationships, cost can be minimized. Accuracy, flexibility and efficiency in value 
delivery routines improve the internal efficiency and productivity and can therefore lead 
to increased company profitability (Ravald & Grönroos, 1996, p. 27). 
 
There is a shifting focus from the activity of attracting customer to activities that 
concern taking care of customers. The objective is to create and enhance customer 
loyalty in order to establish a long-term relationship between the parties. Value is an 
important element and providing the customers with maximum value is a strategy for 
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success (Ravald & Grönroos, 1996, p. 19). According to Ravald and Grönroos (1996, p. 
23), the form of a relationship between a company and its customer can enhance the 
perceived customer value. The reason for a customer to purchase might in the latter be 
highly influenced by the relationship and not only by the provided offering by a 
company (Ravald & Grönroos, 1996, p. 23). A customer valuation of an offering 
includes a comparison between what the customer paid for and what they actually got 
(Iacobucci et al., 1994, p. 2). Customer satisfaction is a good forecasting regarding 
intentions to rebuy among customers since satisfaction increases the probability of a 
customer staying loyal to the company. Enhancing customer satisfaction and 
consequently customer loyalty requires the firm to deliver the correct value. In order to 
deliver the correct value, a company must identify the value-providing benefits from 
customer perspective. Drawing conclusion on what a customer value and why it is 
valued can give support on how a firm can deliver an offering that fits the customer 
need (Ravald & Grönroos, 1996, p. 20). An offering that do not provide beneficial value 
from a customer perspective, even though the offering is unique, will result in a waste 
of money and time (Ravald & Grönroos, 1996, p. 22). 
 
Slater and Mohr (2006, p. 31) argue that there is a need for firms to reinvent themselves 
and their business model when developing and commercializing an innovation. A firm 
needs to consider the selection of the new market and the way the innovation is 
implemented in the market in terms of customer satisfaction. However, Christensen and 
Bower (1996, p. 198) argue that some firms tend to listen to single customers too 
carefully, and that their expressed needs might not shared by the broader market. Slater 
and Mohr (2006, p. 29) further explains that some firms tend to only reach a niche 
market while other firms succeed to commercialize inventions that are met by a broader 
base of customers. The reason for this is that the marketing strategies some firms use to 
approach the early market do not correspond with the mature market (Slater & Mohr 
2006, p. 29). Therefore, firm's ability to understand customer needs in order to 
successfully develop and commercialize a technological innovation is a key factor for 
success (Slater & Mohr, 2006, p. 30). One needs to understand the need for not only 
current customers, but also the potential future customers. Consequently, Slater and 
Mohr (2006, p. 31) mean that a firm should focus on the need of the broad customer 
base and meet their needs and values, and over time extend their focus from innovators 
and early-majority customers. 

It is clear that in order to effectively increase value delivery and consequently innovate 
the business model the customers have to be considered, as they are the ones the 
company creates and delivers value to. This brings us to sales strategy and process, as 
sales is a key activity in the business model for delivering value. By considering the 
customers when designing the sales process should therefore further increase value 
delivery.  

3.2 Sales strategy and process 
Strategies can be seen as a plan of what business model to use in order to reach the 
company’s goal (Casadesus-Masanell & Ricart, 2010). However, the business model is 
not a strategy itself, but rather “a reflection of the firm’s realized strategy” (Casadesus-
Masanell & Ricart, 2010). The company’s strategies are choices that compose the 
foundation of the business model, thus indicating that changes in strategy changes the 
business model (Casadesus-Masanell & Ricart, 2010). 
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Sales are a prominent part in all profit organizations in order to reach their financial 
goals. Panagopoulos and Avlonitis (2010, p. 48) defines sale strategies as: “the extent to 
which a firm engages in a set of activities and decisions regarding the allocation of 
scarce sales resources (i.e., people, selling effort, money) to manage customer 
relationships on the basis of the value of each customer for the firm.” In other words, 
sale strategies involve the necessary decisions and actions in order to sell to the targeted 
market.  
 
In practice, Panagopoulos and Avlonitis (2010, p. 54) suggest that firms need to 
evaluate customers’ expected financial contribution to the firm and target them 
accordingly, as all customers do not represent the same financial opportunity. 
Furthermore, the firm must evaluate the resources needed to serve each customer and 
allocate the resources based on their financial contribution. This indicates that the used 
resources, activities and sales channels depend on the customers. 
 
The practice of selling is an ancient profession but gained importance in the early 20th 
century, and keeps on evolving during modern times (Hawes et al., 2004). One of the 
oldest and most accepted contributions to modern sales is the personal selling process 
(PSP) (Dubinsky, 1981). According to Dubinsky (1981), the PSP consists of seven 
steps, or activities, a salesperson pass through when engaging with a potential customer. 
This traditional “seven steps of selling” consists of prospecting, preapproach, approach, 
presentation, overcoming objections, close, and follow up, and have experienced few 
changes during modern times (Moncrief & Marshall, 2005, p. 13-14).  
 
Prospecting is the first step of the PSP and involves searching for potential customers. 
When searching for prospects, a company usually has a set of criteria that the customer 
has to meet, such as the customer having a need, having the budget and if they have the 
authority to make a purchase (Dwyer et al., 2000, p. 153). Moncrief and Marshall (2005, 
p. 15) suggest that this process can be carried out in different ways, such as following 
referrals and networking. Moncrief and Marshall (2005, p. 15) further explain that 
traditionally, salespeople did this by themselves, which was rather wasteful since the 
salespeople dedicated their time searching for qualified customers instead of actually 
selling to already qualified prospects. Nowadays, other instruments can be used to aid 
salespeople in this step, such as telemarketers, database marketing and customer 
relationship management (CRM), making the process less time consuming (Moncrief & 
Marshall, 2005, p. 16). 
  
Preapproach takes place directly after the first step and includes all preparatory 
activities before meeting the customer, such as customer research, reviewing initial 
communication, and gathering of relevant material to bring to the sales meeting (Dwyer 
et al., 2000, p. 153; Moncrief & Marshall, 2005, p. 15). This step differs from 
prospecting since preapproach refers to the sales person familiarizing themselves with 
already qualified prospects. According to Moncrief and Marshall (2005, p. 15), this step 
traditionally consisted of the salesperson reviewing a small note containing brief 
information about the customer. Today, with the support of CRM systems, the customer 
information salespeople posses is of significantly higher quality (Moncrief & Marshall, 
2005, p. 16). 
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The approach step considers strategies used by salespeople during the initial minutes of 
interaction with the customer, such as small talk, the handshake, essentially everything 
used to make a good first impression (Dwyer et al., 2000, p. 153; Moncrief & Marshall, 
2005, p. 15). Moncrief and Marshall (2005p. 16) further suggest that today's salespeople 
has established a form of personal connection before meeting the customer in person, 
indicating that the initial approach is less important than before. However, when 
approaching an entirely new customer traditional strategies should be used for a 
successful first impression (Moncrief & Marshall, 2005, p.16). 
 
According to Moncrief and Marshall (2005, p. 15) presentation is the most important 
step during the sales process. 15). Traditional presentation consisted of a one-on-one 
meeting of which the seller provided scripted arguments for the benefits of the product, 
which favored consistency but hindered flexibility (Dwyer et al., 2000, p. 153; Moncrief 
& Marshall, 2005, p. 17). According to Marshall et al. (1999), nowadays there are 
multiple selling methods associated to the presentation step, for instance value-added 
selling and adaptive selling, indicating an increased flexibility. Furthermore, 
advancements in technology have enabled the salespeople to provide more in-depth 
presentation that can easily be adapted to different customers (Moncrief & Marshall, 
2005, p. 17).     
 
In terms of overcoming objections, Moncrief and Marshall (2005, p. 15) explain that 
during the presentation stage salespeople will face hesitation and questions, which are 
objections they have to overcome. Listening and asking questions is crucial at this stage 
in order to move to the next step, and by doing so hidden needs may also be discovered 
(Dwyer et al., 2000, p. 153; Moncrief & Marshall, 2005, p. 17).  
 
When all objections have been overcome, the salesperson enters the sixth step of the 
sales process, the closing of the sale. This process is seen as the most challenging one 
since the salesperson must ask for the customers business, which is considered to be 
difficult for many (Moncrief & Marshall, 2005, p. 15). Previously, this was viewed as a 
brief physical closure, but has now moved beyond that to a mutually beneficial 
relationship stretching over a lifetime (Moncrief & Marshall, 2005, p. 17). 
 
In the era of relationship selling and, as mentioned above, lifetime long interactions, the 
follow up step has become an important addition to the sales process. The sale is not 
completed at the closure step, instead much effort is needed in order to deliver 
everything that has been promised and keep the customer satisfied (Dwyer et al., 2000, 
p. 153; Moncrief & Marshall, 2015, p. 15-17). Previously a simple phone call or a letter 
was sufficient follow up measurements, but modern technology enables easier 
communication and with it more frequent follow ups (Moncrief & Marshall, 2015, p. 
17).  
 
Rackham and DeVincentis (1998) further suggest characteristics that allow the company 
to more efficiently employ the personal selling process. The process needs to be aligned 
with the customer buying process and be self-correcting (Rackham & DeVincentis, 
1998). Basing the sales process on theory only, not allowing real-world events and the 
environment to further develop it, is not optimal (Rackham & DeVincentis, 1998). 
Moreover, a good sales process should add value for the customer, reduce unnecessary 
time waste in the steps, and allow the sales people to work under motivating conditions 
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(Rackham & DeVincentis, 1998). Furthermore, the sales process should be replicable 
and scalable, not hindering eventual growth (Rackham & DeVincentis, 1998).  
 
These activities are a part of the sales process and, as previously stated, therefore a part 
of the business model. Redesigning or recombining these activities should therefore 
have an impact on the overall business model and impact value delivery. However, as 
Rackham and DeVincentis (1998) implies, having a sales strategy is not sufficient if not 
executed properly.  

3.2.1 Sales execution strategy 
According to Gilbert and Davies (2011, p. 32) a sales execution strategy allows 
companies to more successfully engage with the target market while simultaneously 
minimize sales costs. If correctly developed and implemented, it will allow companies 
to grow and scale sales more rapidly. As mentioned in the introduction, research has 
shown that a common denominator for successful IT-startups is the sales-force 
productivity (Smagalla, 2004). In successful companies the sales-force productivity is 
80% to 120% higher compared to unsuccessful ones, but the total sales and marketing 
expenses are in fact not higher (Smagalla, 2004). This indicates that the actual sales 
strategy and execution is highly important, and does not necessarily mean greater costs. 
 
Gilbert and Davies (2011, p. 34) suggest that a well-developed sales execution strategy 
should consider who the most influential customers in the target market are, what their 
issues are and how the product or service offering can address their problem, who they 
consider to be competitors, how motivated they are to buy and how much they would 
pay. Getting input from potential customers regarding these questions can help shaping 
a more compelling value proposition and higher chance of a successful sale. 
Accordingly, the sales execution strategy will contain information about a clearly 
defined value proposition, tested price points, competitor differentiation, and a plan for 
ongoing customer service (Gilbert & Davies, 2011, p. 34).  
 
Gilbert and Davies (2011, p. 34-35) further suggest three considerations to be taken into 
account when designing the strategy and deciding the most suitable selling method. 
Firstly, depending on the age of the potential customer's decision makers, as well as the 
complexity of their decision making process, the most appropriate selling method will 
differ. For instance, a complex decision making process with elderly decision makers 
will probably require traditional sales meetings. Secondly, the size of the deal and the 
expected strategic impact on the customer’s business has to be considered. If the seller 
offers an inexpensive product with low strategic impact, calling or emailing might be 
sufficient. Thirdly, the size of the market as well as the necessary post-sale relationship 
must be revised. If the client is operating in a large market and no further interaction is 
needed after the sale, web-based lead generation tools can be used. 
 
By considering these factors, a company can further refine their sales process. However, 
similarly to Gilbert and Davies (2011, p. 34-35) three considerations, understanding the 
customer buying process can further improve the sales process and execution. 

3.2.2 Customer buying process 
The purpose of understanding the customer buying process is, according to Rackham 
and DeVincentis (1998), to figure out which sales approach that is most suitable to the 
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customer, consequently increasing value. Rackham and DeVincentis (1998) further 
suggest that the customer buying process consists of five phases: need recognition, 
evaluation of options, and resolution of concerns, purchase and implementation. 
 
Need recognition simply refers to the customer recognizing a need or a problem that 
requires a solution (Rackham & DeVincentis, 1998). By helping the customer realizing 
a problem, or the severity of an existing problem, the seller can increase value in the 
selling process (Rackham & DeVincentis, 1998). Evaluation of options occurs after the 
customer has realized a problem, and starts to evaluate the different solutions available 
(Rackham & DeVincentis, 1998). By showing superior solutions and options, or 
explaining approaches the customer might not have considered, the seller can increase 
value (Rackham & DeVincentis, 1998). As described in the introduction, this is in 
accordance to what Realbridge does today. Moreover, after evaluating the available 
options, the customer might have some concerns that need to be resolved before 
purchasing a solution. By helping the customer overcome any obstacles, the seller can 
further increase value (Rackham & DeVincentis, 1998). The purchase phase is rather 
self-explanatory. The seller, however, can add value by making the purchasing process 
smooth and painless (Rackham & DeVincentis, 1998). Lastly, in the implementation 
phase the seller can add noteworthy value by supporting the customer, showing them 
the most efficient way to use the solution (Rackham & DeVincentis, 1998). 
 
By understanding the process and its phases, the seller might be able to avoid 
unnecessary steps in the selling process that will not affect the outcome of the sale. 
Similarly to avoiding unnecessary steps, lean selling removes wasteful activities in the 
selling process, resulting in increased value and reduced costs.  

3.2.3 Lean selling 
In the 1950s, the car manufacturer Toyota established the concept of lean in order to 
eliminate waste in the production process (Hines et al., 2004). The concept of lean 
initially merely focused on waste and cost reduction, but has evolved including value 
creation for the customer. The starting point for lean thinking is therefore the value as it 
is defined by the customers (Womack & Jones, 2010). Thus, an organization must start 
with precisely define the offered value in order to progress towards a lean process.  
 
After specifying the value, the organization must identify the entire value stream for 
each product or service (Womack & Jones, 2010). Womack and Jones (2010) define the 
value stream as the set of all specific actions required to bring a specific product from a 
concept to a finished product. Womack and Jones (2010) further suggest that when 
analyzing the value stream, three types of actions are usually found. Firstly, many 
actions are definitely creating value for the customer and are therefore essential. 
Secondly, many actions do not create value but are relevant in the process due to, for 
instance, technological restrains. Lastly, many additional actions will be found that do 
not create any value and are avoidable, and should therefore be eliminated.  
 
Pryor (2015) summarizes lean in five steps: 

-       Eliminate unnecessary activities that do not create value 
-       Minimize necessary activities that do not create value 
-       Activities should be completed as quickly as possible 
-       Identify problems and make changes immediately 
-       Empower those who perform activities in order to foster improvement  
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Lean thinking is nowadays universally accepted and used in manufacturing industries, 
but its possibilities in sales is not as explored (Barber & Tietje, 2008). The concept of 
lean selling origins from lean production, and similarly focuses on removing waste in 
the selling process while simultaneously create and deliver value to the customer (Pryor, 
2015).  
 
However, there are differences between sales- and manufacturing processes that needs 
to be taken into consideration when implementing lean principles in sales. Barber and 
Tietje (2008) state that manufacturing processes tend to be standardized and similar 
across industries, whilst sales processes differ depending on industries, companies, 
salespeople and other circumstances. They further state that manufacturing processes 
are more easily measured in production time, and changes are therefore more visible 
and concrete. Furthermore, sales processes are not as consistent and predictable as 
manufacturing processes since sales processes involve personal and unpredictable 
interactions (Barber & Tietje, 2008). As Moncrief and Marshall (2005) suggests, sales 
processes are more of simultaneous interactions and activities between salespeople and 
customers, rather than linear steps. Additionally, lean principles in manufacturing 
usually focuses on one specific product, whilst sales processes typically involve several 
different products (Barber & Tietje, 2008).  
 
Implementation of lean principles in the sales process, such as the PSP, might seem 
difficult. However, sales processes do usually, as manufacturing processes, involve 
series of activities that repeat themselves from one customer interaction to another 
(Barber & Tietje, 2008). Specifying what the customer value in the selling process and 
defining the value stream, and consequently eliminate wasteful activities is therefore 
possible.  

3.3 Sales role in business models 
In order to get an overlook of the chosen theories and how they relate to one another, 
the authors propose figure 2, which serves as the foundation for the data collection. This 
thesis focuses on value delivery and sales in the business model, and the figure therefore 
illustrate how value delivery relates to sales strategies and business models.  
 
By looking at Osterwalder and Pigneur’s (2010) business model canvas, one can argue 
that each building block impacts value creation, value delivery and value capture. 
Moreover, value creation, value delivery and value capture also impact each other. As 
Johnson et al. (2008, p. 60) suggest, the value proposition, or the created value, is most 
important, as it is the foundation of all businesses. However, if the created value is not 
delivered effectively, it will not reach the customer segment, and consequently the 
company will not be able to capture value. Also, if the created value does not conform 
with customers desired value, it does not matter how effectively the firm delivers value, 
and value capture will suffer. Moreover, if the company creates desired value and 
delivers it effectively but do not capture it, the business will not sustain.  
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However, as focus is on value delivery and sales, their relationship and how it impacts 
the business model is emphasized. As Margretta (2002) suggest, value delivery involves 
all resources, capabilities, business activities and courses of actions required to reach 
customers. Here, emphasize has been put the key activity of sales, as it is a key activity 
for delivering value. The sales process is therefore highly relevant when investigating 
value delivery. Moreover, even though sales is directly linked with value capture as a 
mean for generating revenues, focus has been on the sales process linkage with 
Osterwalder and Pigneur’s (2010) building blocks of customer relationships, segments, 
channels, and value proposition, as these are focused on the customers the firm deliver 
value to.   
 
As Ravald and Grönroos (1996, p. 20) explain, in order to deliver the correct value, the 
company must identify value from customer’s point of view. Knowing what customers 
value and why is crucial in order to deliver the correct value. Consequently, improved 
accuracy, flexibility and efficiency in value delivery routines, such as the sales process, 
will improve the internal efficiency and productivity and can therefore lead to increased 
company profitability (Ravald & Grönroos, 1996, p. 27). 
 
  

Figure 2. Relationship between business model and sales process 
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4. Practical Method 
This chapter will describe the practical method when collecting and analyzing data. It 
will discuss the research strategy, describe the interview process, and acknowledge 
ethical considerations and practical limitations.  

4.1 Research design 
This thesis will use case study as the research design, gathering data by semi-structured 
interviews. Yin (2003, p. 13) defines a case study as “an empirical inquiry that 
investigates a contemporary phenomenon within its real-life context, especially when 
the boundaries between phenomenon and context are not clearly evident.” Eisenhardt 
(1989, p. 547-548) further suggests that case studies are appropriate when building 
theory or providing a new perspective to an already researched object. As this thesis 
will qualitatively investigate the phenomena of business models and what customers 
value in the selling process in a real-life context, and gather empirical data with the use 
of a questionnaire that has been developed based on existing theories in business 
models, values and sales, the case study approach is appropriate. 
  
However, Ejvegård (2009, p. 35) mean that the findings from a case study approach is 
difficult to generalize, and that the drawn conclusions should be stated as directives that 
might only gain significance when other research points in the same direction. This is 
kept in mind, especially the inability to generalize the conclusions. However, as the 
thesis offers an extended perspective on already existing research in sales, business 
models and value delivery, some conclusions might be analytically generalizable to 
literature as already existing literature might show similar findings. Furthermore, one 
may feel that the usage of case study strategy may feel ‘unscientific’, but Saunders et al.  
(2009, p. 147) argue that a case study strategy is a good approach in exploring existing 
theories and may culminate in new research questions. The authors of this thesis 
therefore argue that it is wrong to evaluate this thesis on statistical generalizability, 
since it aims to reach analytical generalizability.   
 
Single case studies are normally used when investigating a critical case, alternatively an 
unique case. The single case study will contribute with an opportunity to observe and 
analyze a phenomenon that has been of less consideration before. (Saunders et al., 2009, 
p. 146-147). According to Saunders et al. (2009, p. 146), a case study strategy is likely 
to involve triangulation, which refers to the use multiple data sources. The triangulation 
technique allows researchers to further verify the findings by collecting data from two 
or more distinctive perspectives on the same topic. This thesis use triangulation by 
collecting data from three different types of sources by semi structured interviews (see 
figure 3). The first source is Realbridge, which allowed the authors to gain an 
understanding of the issue at hand. Realbridge described that they experienced and 
inefficient sales process and that they were in a state of commercializing their product to 
the car dealership industry, among others. In order to understand Realbridge’s current 
issue with their sales process, the authors concluded that it was of importance to get a 
deeper understanding from the perspective of Realbridge’s current car dealerships 
customers. This enabled the authors to increase their understanding, not only about the 
customer's value perception, but also how it relates to Realbridge’s problem. In order to 
verify the author's perception of customer value, demand and problematization, it was 
believed that a third source of information was necessary. By interviewing a non-
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customer within the car dealership industry, the authors were able to collect information 
that could corroborate the findings from the previous interviews. Triangulation can also 
be used by collecting data by using different collections techniques. One can for 
instance combine qualitative semi-structured interviews and quantitative data collection 
by the usage of surveys. Triangulation with different data collection techniques may be 
relevant for the research topic but is considered of less important as this thesis aims to 
investigate an understanding of the interview participants. However, this study may lay 
the foundation for a future quantitative research study on the same topic.  
 
Moreover, as discussed in chapter 2.1, the thesis process began with several meetings 
with both Realbridge and the consultancy firm Revenues. This initial process allowed 
the authors to form a perception of Realbridge and understand the context. During these 
meetings, aspects other than their sales process was discussed, which gave the authors a 
greater picture of Realbridge as a whole.  
 
   
 
 
 
 
 
 
 
 
 
 
 
 
 
  
  

4.1.1 Interview participants 
The strategic, or theoretical sample in this study is not random and cannot be 
generalized to an entire population, but the participant can, however, represent a 
perception or standpoint (Tjora, 2012, p. 113). When conducting a qualitative study, 
Tjora (2012, p. 112-113) suggests that the interview participants should possess relevant 
knowledge and be able to reflectively express themselves about the subject at hand.  
 
The individuals that are selected to participate in this study to provide data is called a 
sample and the course of action taken when choosing the interview candidates that are 
relevant to participate in this study is called sampling (Bryman & Bell, 2015, p. 14). 
The consultancy agency Revenues functioned as a link between the authors and 
Realbridge. Revenues and Realbridge had several meetings with the authors that 
provided further insight about Realbridge as a company. As the meetings led to an 
agreement of cooperation between the authors and Realbridge, Olle Lundberg was 
considered well fitted to be one of the interview participants. From the meetings, it was 
acknowledged that Realbridge experienced issues in their sales process and that the 
company was in an early phase of targeting the carl-dealership industry. The authors, 
Realbridge, as well as Revenues, agreed that an investigation on how to make 
Realbridge’s sales process more efficient with a focus on the car dealership was an 

Figure 3. Type of source triangulation 
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interesting angle. Lundberg further suggested their three current customers in the car 
dealership industry as interview participants. After reviewing the suggestions, they were 
deemed suitable, as they are relevant to the purpose of the study and can offer relevant 
insights. When conducting a case study, these insights can be seen as the participant’s 
own experiences and can be connected to the organization itself (Tjora, 2012, p. 113). 
Assisted by Realbridge, the authors were however only able to get hold of two of the 
customers, which is further discussed in chapter 4.3.   
 
In order to confirm the findings from the two initial interviews, one additional non-
costumer of Realbridge in the car dealership industry was interviewed. The contact to 
the last interview participant was established via personal connections. One more non-
customer in the car dealership industry was considered to further corroborate a general 
need in the car dealership industry. However, since both initial interviewees stated to 
have the same need before initial contact with Realbridge, and the non-customer who 
had never heard of Realbridge and their product stated the same needs, the considered 
participant was deemed not necessary. Furthermore, the authors considered to also 
include Realbridge’s sales consultants. However, enough information was acquired 
from the CEO to get a clear picture of their current sales process. Also, as the thesis is 
supposed to provide suggestions for how Realbridge can improve their sales process 
with focus on the car dealership industry, the customer’s input was seen as most 
relevant. The consultant’s input was seen as not as relevant, since it is not relevant for 
the purpose of the thesis to know what they think customers value. The authors 
therefore argue that it is more important to first understand the customers, and then use 
that information to train the sales consultants. 

4.1.2 Structure of interviews  
As the interviews were semi-structured, questions were prepared using an interview 
guide suggested by Tjora (2012, p. 86-87). The interview questions focuses on the topic 
of the thesis with warm-up questions, reflecting questions and closing questions. Since 
the data is collected from four different interviewees with three different standpoints, 
three interview guides were developed (see appendix 1, 2 & 3). The interview guides 
and the asked questions, however, were not followed as exactly written. It was used as a 
tool for guidance and a reminder for the authors of what to discuss. The semi-structured 
interview approach enables flexibility, allowing the researcher to elaborate on what is 
being discussed and engage in a dialogue with the participant (Edwards & Holland, 
2013, p. 29). It further allows the participants to answer freely, explaining thoughts and 
highlight areas they find important, but still enables the researcher to compare the data 
gathered from different interviewees as the interviews follows the same theme and topic 
(Edwards & Holland, 2013, p. 29; Hjorton & Struyven, 2004, p. 340). Furthermore, the 
semi-structured approach can reveal issues that the researcher has not considered, which 
can be included and empirical investigated in additional interviews (Hjorton & 
Struyven, 2004, p. 340). No pilot study was conducted, but the initial meetings with 
Revenues and Realbridge allowed the authors to form a perception of what questions 
that were relevant to ask.   
 
The use of semi-structured interviews allows the authors to gain relevant insights and 
deeper understanding of the participant’s views about the topic at hand. If the interviews 
had been unstructured, the conversation might have drifted away from the subject. Had 
the interviews been structured, valuable insights might had been lost as the interviewee 
is less able to speak freely and elaborate on his or her thoughts. Furthermore, as the 



  37 

interviewee might not be completely familiar with the topic and terms that are being 
discussed, the semi-structured approach allows both the researcher and participant to 
converse and discuss until relevant information is obtained. The researcher, however, 
has to be alert and not let the conversation drift too far away from the subject, but still 
allow the interviewee to speak freely and subsequently follow up with relevant 
additional questions.  
 
As the interviews is supposed to generate data about customer needs, decision making, 
buying processes and what they value in the sales process, a semi-structured interviews 
are appropriate. Some guidelines are needed to steer the conversations in the right 
direction, but it is necessary to allow the interviewee’s to speak freely in order to 
develop a deeper understanding and see the world from their point of view. It was 
therefore important to be attentive to interesting parts and ask relevant follow-up 
questions to further elaborate on what was being discussed.  

4.1.3 Interview procedure 
The interviews were held in Swedish via telephone. The interviews were approximately 
fifty minutes long, except the non-customer interview that was approximately thirty 
minutes long. The interviews were recorded in order to allow all focus to be directed 
towards the interview participant and the conversation. Both authors were present 
during the interviews, one as the main interviewer asking the predetermined questions 
and the other additional support. As interesting subjects were brought up additional 
questions were asked by both interviewers to further elaborate on what was being 
discussed. As the interviews were being recorded, the notes taken was only if inaudible 
events occurred, such as the interview participant expressing unexpected emotions that 
could influence the author's interpretations. The recordings were transcribed and 
translated to English in order to allow a thorough analysis of the collected data. The 
authors are not native English speakers, which might have led to misinterpretations 
when translating the findings. The authors are, however, fluent in English and the 
translations should not interfere with the empirical findings or analysis. Furthermore, 
both the transcripts were sent to the interview participants for approval and to further 
ensure its authenticity.  

Sturges and Hanrahan (2004) discuss the difference the role of data collection in 
qualitative studies. The findings from the conducted study argue for no significant 
difference in collected data between telephone and face-to-face interviews. In the 
comparison, Sturges and Hanrahan (2004, p. 112) found that both methods of data 
collection generated the same amount and depth as well as quality of data. Furthermore, 
the method of data collection did not influence the participants’ responses. Sturges and 
Hanrahan (2004, p. 108) argue that face-to-face interviews may be more appropriate 
when the topic is sensitive. However, as this thesis subject is considered non-sensitive, 
the authors argue that telephone interviews are well suited.  

4.1.4 Processing data 
Saunders et al. (2016, p. 579) suggest that it is important to systematically analyze the 
data. The data has been processed and analyzed in accordance to thematic analysis, 
which is according to Saunders et al. (2016, p. 579) an effective approach when 
analyzing qualitative data. By using thematic analysis the researcher search for patterns 
in the data and code the data to identify themes for further analysis (Saunders et al., 



  38 

2016, p. 579). In this thesis the authors followed Braun and Clarke’s (2006, p. 87) 
approach to thematic analysis:  
 

1. Familiarize yourself with the data  
2. Generate initial codes 
3. Search for themes  
4. Review themes 
5. Define and name themes 
6. Produce the report 

 
In the first step, familiarize yourself with the data, Braun and Clarke (2006, p. 87) 
suggest that the researcher transcribed the data, read it multiple times and write down 
initial ideas. This was done in order for the authors to familiarize themselves the breadth 
and depth of the data before analyzing it. The interviews were at first transcribed and 
then read through the entire transcription several times before coded.  
 
When the researcher is familiarized with the data and generated initial ideas, the phase 
of generating initial codes can begin (Braun & Clarke, 2006, p. 88). In the first coding 
phase each quote from the transcribed interviews was manually assigned a code  (see 
table 3). 
 
Table 3. Transcribed quotes coded 

Olle Lundberg 
quote 1 to 42 

Anna-Karin 
Källenfors quote 1 to 
49 

Sven-Erik 
Timmersten quote 1 
to 42 

Hans Lidholm quote 
1 to 26 

OL Q1, OL Q2, … 
OL Q42 

AK Q1, AK Q2, … 
AK Q49 

ST Q1, ST Q2, … 
ST Q42 

HL Q1, HL Q2, … 
HL Q26 

 
During the third step, search for themes, the researcher start to analyze the codes and 
decide how they can be combined to create a theme (Braun & Clarke, 2006, p. 89). In 
this step the researcher start to realize relationships between codes and create themes 
and sub-themes (Braun & Clarke, 2006, p. 89-90).  Since the questionnaire was 
developed from the theoretical framework, each code was connected with the theoretical 
framework, for instance ST Q4 – customer buying process. This was done by assigning 
each chapter in the theoretical framework a color and assign color to the codes 
accordingly. These themes were seen as work-in-progress themes waiting further 
reviewing. Moreover, each code could belong it more than one theme if containing data 
about multiple themes, and some codes were deemed irrelevant, such as introductory 
phrases and formalities.  
 
Step four involves reviewing initial themes to further refine them (Braun & Clarke, 
2006, p. 91). In this step the researcher might realize that some initial themes are not 
relevant to the study, that some separate themes belong together and that some themes 
should be divided in multiple themes (Braun & Clarke, 2006, p. 91). This is achieved by 
first reading the collected data for each theme and decide if the code fit and create a 
coherent pattern (Braun & Clarke, 2006, p. 91). Secondly, by a similar process the 
authors should consider the validity of themes in relation to all gathered data and decide 
if the thematic map is accurately reflecting the data (Braun & Clarke, 2006, p. 91). By 
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reviewing the initial themes based on the theoretical framework, the authors were able 
to identify and develop main themes by combining or removing initial themes, as well 
as identifying sub-themes. 
 
In step five, the themes should be further defined and refined (Braun & Clarke, 2006, p. 
92). This is done by identifying the broader context of each theme, what story each 
theme tells and how it fits in the overall story of the data (Braun & Clarke, 2006, p. 92). 
This stage should lead to a clear description of each theme, what they are and 
consequently be given names (Braun & Clarke, 2006, p. 92). In this stage each theme 
was evaluated to see what is interesting about them and why, and how each theme relate 
to each other and the overall thesis. Sub-themes were further developed as well. 
However, some sub-themes were later changed to main themes since they were not 
completely coherent with the initial main theme. Moreover, each theme was assigned 
descriptive and appealing names.  
 
When all themes has been defined and refined, the final step takes place, which is a final 
analysis and beginning to write-up, the report (Braun & Clarke, 2006, p. 92). The aim of 
the report is to create a story of the data in a convincing and trustworthy way (Braun & 
Clarke, 2006, p. 92). The write-up must enough evidence within the themes and be 
concise, coherent, logical and non-repetitive (Braun & Clarke, 2006, p. 92). The authors 
decided the themes before writing the report and made sure that were backed with 
analytical and theoretical argumentation. However, after finalizing the report to much 
quotes had been used and the report was too repetitive. Therefore it had to be revised 
and the quotes that did not contribute to the story were removed. However, all quotes 
are saved and can be retrieved, and the coded quotes and their assigned theme can be 
seen in appendix 4. Consequently, only the most relevant and vivid quotes have been 
presented in the findings.  
 
The empirical findings will therefore be structured according to emerged themes, which 
will then be analyzed and discussed in relation to the theoretical framework. The 
analysis and discussion will end by presenting Realbridge’s identified issues in sales 
process and concrete recommendations will be given.  

4.2 Ethical considerations 
There are several ethical considerations that need to be taken into account when 
conducting a qualitative study. First and foremost, the participant needs to give consent 
to participate in the study and understand that participation is voluntary. They should be 
informed about the purpose of the study, how the data will be used, who the researchers 
are, and what is being expected from them as interviewees (Ritchie & Lewis, 2003, p. 
66-67). However, the researcher has to be careful not to be too detailed about the 
subject and the researchers thought process, as it might affect the participants’ 
spontaneous view (Ritchie & Lewis, 2003, p. 67). Furthermore, it is important to 
consider and clarify the conditions for anonymity and confidentiality. If the participant 
wants anonymity it has to be given, and if anonymity cannot be granted the researcher 
should clearly state so (Ritchie & Lewis, 2003, p. 67).      
 
When contacting the interview participants, the authors followed these guidelines 
carefully. The authors stated themselves as students doing a degree project in business 
administration and explained that they were deemed suitable participant for the study. 
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The authors explained that they were writing on commission of Realbridge and 
described the purpose of the study and why they found them suitable. At the time of the 
interviews, the participants were informed that the degree project is a public document, 
that their participation is voluntary and that they did not have to answer questions they 
did not feel comfortable with answering. The authors asked for permission to record the 
interview and asked if they wanted to be anonymous. None of the participants requested 
to be anonymous and all agreed on being recorded. Furthermore, the authors offered to 
send the transcribed interviews to the participants in order to give them an opportunity 
to revise statements if incorrect and avoid misconceptions.  

4.3 Practical limitations and implications 
As previously mentioned in chapter 4.1.1, the initial thought was to interview all three 
of Realbridge’s customers in the car dealership industry and Realbridge’s CEO. 
However, the authors were unable to get in contact with one of the customer to arrange 
an interview. Realbridge explained that problems with the customer had occurred, but 
did not provide any further details. This might have been the reason for the customer’s 
unavailability and would have been interesting to further investigate. However, this is 
beyond the author's’ control and no interview could be arranged.  
 
All interviewees answered all questions with no exceptions. Furthermore, when the 
authors contacted the participants they overestimated the time needed, which gave room 
for deeper discussions and allowed the participant to elaborate without being rushed. 
The authors argue that the initial meetings with Realbridge and Revenues contributed 
towards a further comprehension of the relationship context between Realbridge and 
their customers within the car dealership. However, as the authors were inexperienced 
in interview settings, the first interview suffered in terms of poor flow, asking irrelevant 
additional questions and undefined interview roles, which can have had a negative 
impact on the collected data. Nevertheless, the first interview allowed the authors to 
further define their roles as interviewers and how the interviews should be conducted. 
Furthermore, during the first customer interview the authors were unaware of what 
interesting areas of discussion that would appear. Also, the authors were not completely 
familiar with car industry terminology. This led to the authors further developing their 
knowledge allowing the following interviews to concentrate more on specific areas.  
 
Furthermore, as briefly discussed in chapter 4.1.3, the interviews were held in Swedish 
and then transcribed and translated to English. When translating the transcript to 
English some necessary changes to sentence structure had to be made, which might 
have led to misinterpretations or the wrong choice of words. However, the authors are 
fluent in both written and spoken form in both languages, and therefore judge that the 
translations are correct and consequently should not affect the empirical findings, 
analysis, discussion or conclusion. Additionally, to further increase the authenticity of 
the transcribed interviews, the transcriptions were sent to the respective participant and 
no revisions had to be made.  
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5. Empirical findings 
This chapter will initially present the conducted meetings with Realbridge and 
Revenues, which provided the authors with initial understanding of Realbridge’s 
current situation and context of the case. The chapter will continue by presenting the 
interviewees and their respective organizations, followed by a presentation of the 
empirical findings derived from the semi-structured interviews. The data is structured 
according to emergent themes and the used quotes have been cut in order to only 
provide vivid and relevant information to what is being discussed.    

5.1 Initial meetings 
Below follows a short summary of the initial meetings held with Realbridge and their 
employed consultancy agency Revenues. These meetings provided the authors with and 
understanding of Realbridge as a company as well as their current issues with sales. 
Furthermore, the following section, in combination with literature, provided the authors 
with background information that laid the ground for the interview guide.  
 
Meeting 1: Jan Johansson, Revenues (physical meeting, January 23, 2017) 
 
Jan Johansson at Revenues introduced Realbridge as a growing startup with an ambition 
to expand on a national as well as international market. It was understood that 
Realbridge provide customers with QR-code application handled via smartphones. The 
application have multiple function and it was explained that Realbridge identify 
multiple business opportunities as the application can be applied to many contexts and 
settings. The system is seen as easily implemented in customer business processes from 
Realbridge’s perspective. However, it was also identified that several customers find it 
hard to take advantage of the system and integrate it everyday work routines. The 
reason behind the latter was not fully identified. Furthermore, it was explained that 
Realbridge have a scattered sales focus as well as a wide customer approach.  
 
Meeting 2: Olle Lundberg, Realbridge and Jan Johansson, Revenues (telephone 
meeting, January 26, 2017) 
 
The second meeting increased the authors understanding of Realbridge and the context 
of the case. Olle Lundberg presented Realbridge as a company that provide customers 
with an application that simplify administration by minimizing the use of paper and 
checklists, as well as simplifying equipment and asset localization. The application 
consists of approximately 50 features that are used differently in 25 different industries. 
Many different sales channels have been considered, i.e. online, personal meetings or a 
combination of both, motivated by scaling sales. Furthermore, Lundberg expressed a 
concern for an ineffective sales process and high sales costs. 
 
Meeting 3: Olle Lundberg, Realbridge and Jan Johansson, Revenues (physical meeting, 
February 3, 2017) 
 
The third meeting gave further insight of the case and Realbridge inefficient sales. 
Lundberg expressed three issues. The first regarded how Realbridge is limited and 
constrained by few resources. The second issue was high sales costs and long sales 
cycles. The third issue regarded which sales approach that could be considered as best 
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for further growth. Realbridge deliberated if there is a need for more salespeople in 
order to scale sales. It was also mentioned that web-sales could be a potential option.  

5.2 Presentation of organizations and participants 
Below follows a brief presentation of the interview participants and their respective 
organization. 

5.2.1 Realbridge 
Realbridge have developed a smartphone-based tool that, through scanning of QR-codes 
sends secure information that enables visible registration of real-time. Scanning of QR-
codes simplify and streamline reporting which creates structure and safety in customer 
administration. In the car dealership industry, their product is mainly used as a tool to 
locate keys and cars. Moreover, since a car is often in the need for check ups or repairs, 
Realbridge product offers easy access to the vehicle's information and current status, 
that is which stage the car is in the process. Realbridge’ value proposition is reduced 
risks, increased turnover and profitability by digitalizing previous manual routines 
linked to paper forms and checklists (Realbridge, 2017). They generate revenues via 
licensing packages where customers can choose quite freely on different product 
features. Their business model is based on having many unique customers with similar 
solutions through a relatively simple product. Olle Lundberg (OL) is the CEO, the 
interview participant, is the founder and part owner of Realbridge. Beside his role as 
CEO, Lundberg is working with sales towards customers. (O. Lundberg, personal 
communication, April 12, 2017) 

5.2.2 Bilbolaget 
Bilbolaget Nord, founded in 1932, is one of northern Sweden's leading car distributors 
of Volvo and Renault. They are located in eight different locations in northern Sweden, 
selling both used and brand new cars. Bilbolaget takes care of everything related to 
customer’s car ownership, all for a convenient car ownership. (Bilbolaget, n.d.) The 
interview participant, Sven-Erik Timmersten (ST), is the service marketing manager at 
Bilbolaget Östersund that are currently employing between 60 to 70 people. Sven-Erik 
is responsible for Bilbolaget’s workshops, spare parts, the refuel and washing facility, 
and other property. He did not initiate contact with Realbridge, but was, however, 
involved in the process of acquiring their product. (S. Timmersten, personal 
communication, April 21, 2017) 

5.2.3 Molin Bil 
Molin Bil, founded in 1988, is a Swedish single brand car distributor of both new and 
used BMWs, located in Sundsvall, northern Sweden. They are northern Sweden’s 
largest exclusive full service facility also offering renting and service for BMWs. 
(Molin Bil, n.d.) The interviewee Anna-Karin Källenfors (AK) is one of Molin Bil’s 26 
employees and is responsible for marketing and human resources but is also involved in 
sales. She is a member of the board committee and was the initiator and highly involved 
in the acquisition of Realbridge’s product. (A. Källenfors, personal communication, 
April 21, 2017)  
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5.2.4 Åkessons Bil 
Åkessons Bil is a family business founded in 1997. They distribute both new and used 
cars, and are located in Lidköping, southern Sweden. They offer a full service facility 
with a car shop, car wash and gas station. They are mainly selling new Mazdas and 
Hondas, but also other Italian, American and German brands, and sell approximately 
2000 cars per year. The interviewee Hans Lidholm (HL) is one of Åkessons Bil’s 30 
employees and is one of four employed salespeople. Åkessons Bil is not a customer of 
Realbridge and has never heard of them. (H. Lidholm, personal communication, May 3, 
2017; Åkessons Bil, n.d.)  

5.3 Sales strategy from Realbridge’s point-of-view 
In the case of both Molin Bil and Bilbolaget, the sales processes were in accordance to 
Realbridge’s strategy. Realbridge has an open approach when presenting the product for 
their potential customers. The open approach essentially mean that Realbridge approach 
customers with no offered solution, instead they allow the customer to suggest how they 
can use Realbridge’s product. The reason for the open approach is, according to 
Lundberg, that one can find interesting needs among customers that one would not have 
identified by having a specific approach. Lundberg further explains that the selling 
process within Realbridge is not grounded in an official or spoken strategy. Instead, the 
sales revolve around meeting different companies and develop an understanding how 
Realbridge’s product can be implemented. This mean that instead of approaching only 
one or two segments at the time the sales personnel one day visits a hotel, the next day a 
real estate company, then a car dealership, and so on. He further states that he attended 
several meetings with no pre understanding how the product can be implemented in the 
customer's business. Lundberg states that approximately three meetings are needed for a 
customer in order to close a deal. 
 
“Since we sell a flexible system, we have to be open and understand how the customer 
could imagine using the product, instead of telling them that they can buy our key 
management service” (OL Q19).  
 
Lundberg further exemplifies how a normal sales presentation proceeds, and states that 
he initially present Realbridge in general, followed by a few case presentation of how 
their product is being used. Then, he asks the customer how they can imagine using 
their product and draws parallels to how others use the product, and can customize the 
product according to the customer’s specific needs. However, Lundberg explains this 
approach results in inconsistencies among the sales personnel. He mean that it becomes 
very hard to sell the product because one need to possess a large share of knowledge 
regarding the Realbridge product in order to adapt it to customers specific need, which 
the salespeople do not have.  The reasons for not having a specific approach is grounded 
in the multiple usage areas of the product, and understand the customer and how the 
system may fit their needs instead of just presenting one solution. This does, however, 
lead to varied success rate of Realbridge’s sales personnel. Lundberg explain that one 
reason behind the latter could be grounded in wide customer segmentations and product 
presentations but also that the sellers do not have a full understanding about the system 
and associated features.  
 
“I have a hit-rate of approximately 30 %. […] However, our consultants does 
unfortunately not have the same results due to too broad customer segments and 
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presentations, while simultaneously not having complete insight in the system and all of 
its features. […] I have an advantage here since I am the founder and actually know all 
of that” (OL Q20). 

The sales costs, including marketing are the largest costs for Realbridge. According to 
Lundberg, no costs are associated with finding where the system can be used. Instead, 
the largest costs are associated with finding how existing and new segments can use the 
product. Essentially, the product can be used in all industries that have some form of 
assets that needs to be attended to. However, the cost associated with selling are realized 
when Realbridge physically meet with a potential customer and try to figure out how 
they can use the product.  

5.4 Customer need 
Realbridge have customers in 25 different industries characterized by companies with 
many physical objects at different locations. Lundberg believes that these companies 
have the biggest use of their product since they have to keep track of several objects, 
such as real estate companies, energy companies and car dealers, and further suggest 
that Realbridge’s product is the only system on the market that allows the companies to 
do so. In terms of car dealers, Realbridge has identified that they have a need for 
keeping track of cars and keys. However, Lundberg suggest that it is not about keeping 
track of keys per se, it is more about keeping track of logistic flows that gives customers 
improved overview of internal operations and processes.  
 
Källenfors explains that Molin Bil previously had no clear understanding or means of 
measurement when tracking time within the organization, or an efficient way of 
knowing where cars and key were located. In combination with project called 
Bilomloppet, the organization started to use Realbridge’s product as a tool for keeping 
track of keys and cars, as the purpose of the project was to reduce time waste. 
According to Källenfors, the organization used paper sheets when managing cars and 
keys, tracking time and recording where the cars were in the process before acquiring 
Realbridge’s product. She further described that each individual within the organization 
had different perceptions of how work should be done and that the view of other 
individuals and their work routines was misunderstood, which resulted in frustration. 
Källenfors further explains that the board was positive to the proposition of 
implementing Realbridge’s product as a part of the project Bilomloppet, but they did 
however feel that it was not the entire solution to all issues since the product mainly 
focuses on locating assets, and not measuring lead times.  
  
Timmersten says that Bilbolaget initially decided to implement Realbridge’s product in 
project form in the assortment of used cars. Bilbolaget have approximately 900 cars in 
their stream of used car per year, with periods of handling up to 100 cars per month. As 
a result of the large share of cars in circulation, many parking spaces were required in 
multiple locations. Consequently, the amount of time spent on locating not only keys 
but also cars were a great issue. Timmersten further explain that they came around this 
problem by attaching notes on the car keys, but that did not solve the issue of locating 
the actual car key, and consequently the car. 
  
“There are multiple steps in the used car process resulting in a need to keep track of 
both the car and the car keys” (ST Q9).  
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Lidholm at Åkessons Bil, that has no previous knowledge about Realbridge and their 
product, has identified similar needs. Lidholm explains that the largest time waste 
during a regular day is the process of locating cars and keys: “You have to run around 
and chase cars, it is a big area. That is a time thief, so to say” (HL Q10). Currently, 
they are discussing different options to reduce time waste, such as more clearly marked 
parking spots and also being more careful with where they leave the cars, but have not 
yet settled on a solution. Lidholm further exemplifies: 
 
“I had a customer from Stockholm calling me today asking for a specific [car] model. I 
found the car, but I did not find the key. [...] it would be nice to have a system that tells 
you where the keys are” (HL Q16). 
 
Lidholm further explains that they have no current way of measuring the time between 
obtaining a used car and getting it ready to be sold, but does not emphasize this as a 
large problem since he estimates the process only taking two days. He does however 
state that if Åkessons Bil was approached by a solution for key management and 
locating cars, they would most definitely be interested. Lindholm also describe that it 
sometimes occur that cars arrive to the car hall and are later sent back to the workshop 
because the seller notifies that there is a need for further service or inspection. 
According to Lidholm, it is a problem that have been identified and discussed internally 
within Åkessons Bil. Lidholm continues and explain that there is high risk of time waste 
when the car is not initially properly served, because it adds unnecessary steps that 
initially could have been avoided. Lidholm explains that cars are tied to a large share of 
capital, and it is a waste of money if it takes too long getting the car ready to be sold.  

5.4.1 Value proposition and additional customer needs 
Realbridge state that the product itself is very concrete in the eyes of the customers. 
However, for customers, it is harder to understand the concept of measuring logistical 
flows within the organization.  
 
“There are many different scenarios on how one can use it [Realbridge product], so it 
differs a lot from one company to another. All car dealers use it in different ways” (OL 
Q10).  
 
According to Molin Bil and Bilbolaget, Realbridge’s product was easy to understand. 
Realbridge presented how the product could be used to streamline processes and gave 
references to usage areas in other industries. However, both Timmersten and Källenfors 
acknowledged that the communicated value proposition was not adapted towards the 
car-dealership industry. Bilbolaget paired the product features of locating objects with 
their issue of locating cars and keys, and later decided to try the product in project form 
to see if it was a solution that could be beneficial. Similarly, Molin Bil understood the 
product usage area in other industries and could relate how the product could be used in 
the car dealership industry. Timmersten further states that Realbridge referred to how 
the product was used by companies’ in other industries and presented usage areas from 
their point of view that could result in a potential customer benefit in the car-dealership 
industry.  Timmersten continues by stating that Realbridge’s product did not solve an 
actual problem, and instead sees the product as a time-efficiency tool.  
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“We knew that we had that problem but we were not actively looking for a solution. 
However, when this [Realbridge] came to our table, we recognized that it could be 
connected to our issues with time efficiency” (ST Q9). 
  
Bilbolaget and Molin Bil both identify two identical needs. The first need is key 
management, which is the initial solution Realbridge offered, and the second area is 
measuring lead times, which regards how long time it takes from the point of receiving 
a car until it is ready to be sold. The latter was not provided in Realbridge’s initial 
offering. Timmersten believes that having a tool for measuring lead times is just as 
important as key management.  

  
“[Measuring] Lead times are directly measurable in some kind of economic profit since 
we have capital tied to those cars” (ST Q23). 

  
This is a need, which is in line with the need Molin Bil initially identified. Källenfors 
argue that it take long time before getting cars ready to be sold and it resulted in 
economical inefficiency since unsold cars can be seen as unnecessary tied capital. This 
was, and still is, seen as a great problem since there normally is a demand for the cars 
that are not yet ready for sale because of inefficiency within the organization.  
 
Essentially, Molin Bil had realized the need for reducing time waste and measuring lead 
times and was actively seeking a solution when contacting Realbridge. Realbridge could 
provide them with a tool for locating cars and keys, as well as easily updating the car’s 
current status, which solves a part of their problem. Bilbolaget had identified the need 
for locating cars and keys, but was on the other hand not actively seeking a solution. 
After acquiring Realbridge’s product, Bilbolaget realized the same need Molin Bil 
initially had, which is being able to measure lead times. This is also in accordance to 
Lindholm that suggest that locating keys and cars is the largest time waste, and further 
states that Åkessons Bil has no current way of measuring lead times. 

5.4.2 Additional value 
Källenfors states that the relationship and personal contact between the two parts are 
highly valued. Källenfors further explain that Realbridge’s are quick, flexible and 
informative when Molin Bil contacts them. According to Timmersten and Källenfors, 
Realbridge have committed themselves to their specific needs in order to create and 
deliver additional value. Bilbolaget describes it as co-development of value where ideas 
from the customer side are presented and then developed by Realbridge.  
  
“We believe that it is of great value to locate items but it is as important to time 
measure processes […] So that is what Realbridge is doing for us right now, struggling 
to create an efficient work tool with theses features in order to measure lead time” (ST 
Q24). 
  
Källenfors reflect similarly regarding Realbridge’s value creation and delivery, and 
imply that Molin Bil presented many ideas on how Realbridge’s product could be used 
in their organization and that Realbridge listened to their suggestions. She further 
explains that one idea was to register cars in the system by taking a picture of the car. 
Realbridge quickly implemented the idea, which was presented by Molin Bil, in 
addition to the previous function of manually typing in the car’s information, such as 
color and registration plate. Timmersten mean that features that are co-created with 
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customers, like measuring of lead time, is something positive. He explains that 
Bilbolaget finds it positive that other companies are involved in changing the product as 
they might realize a need Bilbolaget has not: “It is like a great creative ball in motion” 
(ST Q26).  
 
This is in accordance to Realbridge’s approach, as they want the customers to develop 
with them and gradually take part of other features. Lundberg explains that when 
customers have purchased the system, they are usually interested in finding more 
features that can further simplify their daily activities. Lundberg imply that it is a way 
for Realbridge to provide customers with additional value. Some customers want more 
features immediately, but Realbridge try to limit them in order to not overwhelm the 
customer and their employees.  

5.5 Customer buying process and decision making 
In terms of everyday buying processes, such as when acquiring used cars, Molin Bil’s 
salespeople have a fair amount of influence. They recognize a need in the form of cars 
that needs to be purchased, requests funds from the economy department, and then 
confirm with the sales manager that the purchase can be made. When purchasing brand 
new cars the sales manager is the sole decision maker, but is, however, heavily 
influenced by the BMW general agent. Similarly, the everyday buying process of 
regular cars at Åkessons Bil is initiated by the two most experienced salesmen, and the 
final decision is made by the owners. Lidholm further states that he salespeople have a 
fair amount of influence in this decision making process. When purchasing more 
expensive cars, or if purchasing an external system such as Realbridge’s, the final 
decision is however solely made by the owners. Lidholm further states that if a 
salesman that offered an interesting product approached him, he would have no 
difficulties to present it to the owners who then would take over the process. For 
Bilbolaget, the buying process is a bit different. The decisions are being made on a 
central level, as they are located in several different areas.  
 
“Above me, there is a service marketing manager that is manager for all locations. 
Above the sales manager in Östersund, there is a sales manager that is responsible for 
sales in all locations. And then there is the CEO of Bilbolaget. This group looks at the 
bigger purchases” (ST Q4).  
 
When purchasing Realbridge’s product, however, the buying process was different from 
the regular process for Molin Bil. The process began, and still is, in project form and 
has not been fully implemented. Molin Bil had started a project with the purpose of 
identifying how long it takes between purchasing a used car and preparing it to be sold. 
Källenfors found out about Realbridge, contacted them, and presented their product for 
the project group and board committee. Thus, the main difference in process between 
regular purchases and the case of Realbridge is the involvement of a project group and 
that the final decision is made by the board committee. 
 
According to Timmersten, the buying process when Bilbolaget purchased Realbridge’s 
product was quite similar to the regular process, and as with Molin Bil, it began and still 
is in project form. Bilbolaget had realized a need, but was not actively seeking a 
solution when they stumbled upon Realbridge. One difference from the regular cohesive 
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decisions is that the Realbridge’s product has only been implemented in Östersund as a 
project awaiting evaluation before eventual further implementation in other locations. 
  
“When this came up we saw that we could connect this [Realbridge’s solution to 
Bilbolaget’s problem] and see if we can gain any time [reduce time waste]. [...] 
Sometimes you run into solutions you want to try out and discuss it at the board 
meeting. [...] If it works perfectly fine in Östersund, then it is about a central function 
again based on the project result” (ST Q6).  
 
The buying process is quite similar for Molin Bil, Åkessons Bil and Bilbolaget, even if 
differencing in steps and scale. Regular purchases that are done systematically and does 
not require approval from the board committee and the employees has some form of 
influence, but a manager always has the final word. However, when engaging in non-
regular purchases, the final decision is made by those highest in the hierarchy. This is 
Lundberg at Realbridge aware of and suggests that “The most important part is the 
follow-up meeting with the right people” (OL Q29). Lundberg further states that is it 
difficult to proceed in the sales process if not approaching those with decision-making 
powers, and that just having someone in the organization finding the product interesting 
is great, but not enough. Lundberg also mean that an accurate presentation of 
Realbridge’s product to the customers before going on a meeting result in a good 
comprehension of the product among potential buyers, leading to right kind of people 
attending the meeting. However, he also states that it is seldom that Realbridge are 
given the opportunity to present the product before initiating in a physical meeting. 

5.6 Acquisition of Realbridge’s product 
In the case Bilbolaget and Molin Bil, the overall sales process with Realbridge was 
quite similar with few exceptions. Molin Bil had initiated a project and was actively 
looking for a solution to their need. Källenfors then found out about Realbridge and 
contacted them, which led to a Skype-meeting and a general presentation of Realbridge 
and their product, followed by a physical meeting. She did understand the product and 
how it could be used, but experienced that the product was not entirely adapted to the 
car industry, since no concrete solution to their specific need was presented, and instead 
how other companies and industries uses the product was discussed. Källenfors and the 
project group realized that Realbridge’s system for locating assets would be useful to 
locate keys and cars, and explains that the system was further developed based on their 
suggestions. Instead of putting in different variables in the system by hand, such as the 
car's registration number and color, you could take a picture of the vehicle, which 
Realbridge quickly implemented.   
 
In the case of Bilbolaget, initial contact was between their CEO and Lundberg, followed 
by two physical meetings. The first meeting covered a general presentation of 
Realbridge and how existing customers currently use their product. The second meeting 
enclosed questions and more specific discussions of how Realbridge’s product could be 
applied to Bilbolaget, and Realbridge consequently suggested key management. After 
evaluating the information, Bilbolaget decided to try it out in Östersund in project form. 
However, during the duration of the project, Bilbolaget realized that key management is 
a secondary issue; being able to measure lead times would be more beneficial. 
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“We find it really good to be able to position and find things, but it is important to be 
able to measure lead times. […] If asked today [what is more important], I would 
definitely say lead times” (ST Q25). 
  
This proposed idea was according to Timmersten developed in some form of co-
creation between Bilbolaget and Realbridge. Timmersten elaborates and states that he 
understands that the key concept of Realbridge’s product is positioning and finding 
assets, but suggest that to further develop their value proposition to the car industry, 
measuring lead times is highly relevant.  

5.7 Implementation and challenges  
When implementing the product, Bilbolaget’s sales people marked the keys and 
vehicles with QR-codes by themselves. As numerous employees and departments were 
supposed to use the new system, they decided to isolate a group of people that had 
access to it until meetings with each department about what was expected from them 
had been conducted. Similarly, Molin Bil only allowed the project group to begin using 
the system. Both Bilbolaget and Molin Bil did experience difficulties when 
implementing Realbridge’s product in their respective organizations. This is mainly due 
to the challenges that arise when making any organizational changes that require 
employees to adapt to new routines. 
  
“It is not a quick fix to get everyone that has a phone to actually remember to change 
the position in the system” (ST Q11). 
  
Molin Bil did expect some challenges, and decided to initially only allow the project 
group to use the system. Källenfors states that the other employees have been uncertain 
about implementing Realbridge product since they do not see the benefits and are 
comfortable in how things are currently done. However, neither Bilbolaget nor Molin 
Bil are criticizing Realbridge implementation and are on the contrary rather satisfied, 
but still suggest that Realbridge further could have supported the process. Timmersten 
felt that Realbridge was inexperienced in terms of implementation, and further suggest 
that a physical presence from Realbridge when implementing the product would be 
positive. He also suggests that video tutorials would benefit them.   
   
Källenfors agrees that when implementing the system in the entire organization, 
Realbridge’s presence would simplify the process. She further suggests that Realbridge 
could offer internal education to further support the implementation.  
  
“When we have the project presentation presenting Realbridge, the QR-codes and so 
on, with the entire company, then it would be really nice to tell them that when we are 
fully implementing this Realbridge will be here to assist you” (AK Q32). 
 
Lundeberg’s perception of customer implementation is in line with Källenfors and 
Timmersten. Lundberg mean that customers identify implementation as a big risk and a 
common threshold for acquiring the product. Lundberg mean that large shares of their 
customers are unfamiliar with system usage, especially systems that solve smaller 
functions within organizations. The implementation of Realbridge’s system requires 
involvement by employees. As employees’ work routines will change it is important to 
involve all the employees in the process. Lundberg mean that the latter can be an aspect 
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of the sales process, where one need additional meetings with all customer employees in 
order to educate and explain how one extract the maximal value from the system.  

5.8 Strategic impact and importance 
In terms of strategic impact and competitive advantage, neither Molin Bil nor Bilbolaget 
believes that Realbridge’s product will have any major influence. Timmersten explains 
that Realbridge’s product allows Bilbolaget to facilitate operations and have more cars 
available, which might indicate a small competitive advantage if they have more cars 
available than their competitors. Timmersten further states, that it will impact their 
efficiency, reduce time waste, and consequently increase their profitability. Källenfors 
agrees, and emphasize the waste aspect. 
  
“Today, the cars can for several reasons be standing for 30 or 32 days. […] A car we 
purchased for 520 000 that stand for 32 days, you can just count on it; it is wasted 
capital lying around. That is not good when we have customers that want to purchase 
these cars, and we are not able to quickly get them out on the market” (AK Q49).  
  
Källenfors further elaborate and explains that the customers usually are looking for a 
specific car, and the only important aspect is that that the specific car is available. 
Consequently, Realbridge’s system does not indicate a competitive advantage, but it 
will however improve internal operations and profitability. This is somewhat in 
accordance to Lundberg's perception of Realbridge’s impact on their customers 
businesses. He acknowledge the importance of enabling their customers to keep track of 
keys and vehicles, as well as reducing paper work, but also suggest that they do gain a 
competitive advantage since they can use the features to create additional value for their 
own customers.  

5.9 Customer relationship 
According to Lundberg, most of their customers have been customers for quite some 
time and have a relatively close relationship and dialogue with Realbridge. He further 
states that post delivery is about helping the customers to use the product, provide them 
with reports and everything else that has with their continuous use of the product.  
 
Both Molin Bil and Bilbolaget value this type of relationship. Källenfors and 
Timmersten have similar opinions and perceptions regarding the relationship with 
Realbridge, even though both companies are at different points in the implementation 
stages. Källenfors explain that they are in contact with Realbridge up to four times a 
week, mostly via chat, supplemented by mail and phone conversations. She continues 
and explains that the reason is mostly inquiries and questions about product usage. 
Källenfors further states that Realbridge are highly accommodating and that the current 
approach is highly valued and that the relationship should continue as it is. Källenfors 
also state that there is no need for many physical meetings, instead she values the quick 
response when there is a need for support, and the quickly implemented product 
changes done by Realbridge. 
  
Similar to Molin Bil, most of the contact between Bilbolaget and Realbridge has been 
because of question and issues with the product at hand. Bilbolaget have however only 
been in contact with Realbridge four to five times on a time period of four months. 
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Timmersten further states that they appreciate the current relationship situation and 
mean that Bilbolaget contact Realbridge when problems occur. Lidholm argue for a 
similar picture of how a good relationship to suppliers and distributors should be. 
Lidholm means that good relationships are based on professionalism and informative 
responses, where the suppliers and distributors provide personnel with relevant training, 
information and education. Lidholm further states that a good relationship is not 
characterized by intense contact, but rather the quality of service. Moreover, 
Timmersten says that questions are addressed to different positions within Realbridge. 
He does not necessarily see this as an issue; on the contrary, he sees it as something 
positive. If contacting Realbridge about a question and the person answering has not 
been able to respond to the issue, Realbridge have solved it internally and later 
contacted Bilbolaget.  
  
I believe that is quite good, […] where one do not have a weird hierarchy where the 
CEO is excluded from the process [with customers]” (ST Q34) 

5.10 Channels 
The process from initial contact between Molin Bil and Realbridge until closure took 
approximately five weeks. It began with contact by phone and was followed by a 
Skype-meeting, and then a physical meeting. According to Källenfors, the personal 
meeting was crucial, and she would not have bought the product by phone or online, at 
least not initially. She believes that the personal contact is important since Realbridge 
and their product is new and unknown. 

“It is not like shopping at H&M or KappAhl where you know what you get” (AK Q46). 

Källenfors further suggest that if Realbridge and their product, or any other similar 
companies with similar products, had been more well known, the personal contact 
would have been less important and she might have purchased it online or by phone. 
She also clarifies that they currently would not purchase additional features online, but 
might do so in the future. Even though Källenfors might purchase additional features 
online in the future, she emphasizes the importance of personal interactions and draws 
parallels to Molin Bil’s customer approach. 

“Essentially, I believe that the personal contact will always win, and that is how we 
work at Molin Bil” (AK Q47).   

Timmersten agrees that the personal contact is important, and explains that he is careful 
when approached by salespeople by phone. He does however see it is appropriate mean 
for initial contact. He further emphasize that this is his own personal opinion, and does 
not speak for Bilbolaget’s decision-makers. Nevertheless, he explains that he does not 
get a clear picture of the company and therefore not a sense of security when being sold 
to by phone. Although Timmersten does not appreciate telemarketing, he would not 
completely uncomfortable with purchasing products online. As for now, however, he 
would not acquire additional Realbridge features online. 

“If it is a nice website, or if a colleague recommended something, I would probably be 
curious and check it out. Then it would be crucial how quick and simple the information 
is. […] Right now I would not go to their [Realbridge’s] web page to see if something 
new has been added, but I would however appreciate an email about new features. Then 
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maybe I would start the process all over again [...] and evaluate where we are in the 
project” (ST Q36).  

Currently, Realbridge does not offer purchases online, but it is something they strive for 
in order to further reduce sales cost. Lundberg does, however, realize the importance of 
personal contact and believes that it is necessary.  
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6. Analysis and discussion 
This chapter will analyze the empirical data and relate it to the theoretical framework. 
It will also discuss the findings relevance to the purpose of the study. Furthermore, the 
chapter will discuss Realbridge’s current situation and provide relevant 
recommendations for an improved sales process. The recommendations are given to 
Realbridge but can be applied to similar companies in similar situations.  

6.1 Segmenting the market 
The customer segment block of the business model describes the groups of customers in 
the market characterized by specific needs and behaviors (Osterwalder & Pigneur, 2010, 
p. 20). The collected data gave insight regarding Realbridge’s current customer base. 
The firm has no distinct offering and approach customers within 25 different industries 
with a product that can be used by the customer in many different ways. Lundberg does 
also describe that product usage within similar industries also differs. According to 
Morris et al. (2005, p. 730), a firm should identify market and customer needs, which 
will impact, firm structure, resources and firm offerings. The empirical findings indicate 
that Realbridge are approaching customers in different industries at a random basis, 
meaning that Realbridge have no strategy for allocating and distributing resources 
between market segments. Kaplan (2012, p. 21) means that value delivery in the 
business model regards how a firm distribute the created value among segments but also 
that the choice of value delivery will impact business model elements such as resources. 
Panagopoulos and Avlonitis (2010, p. 54) further suggest that firms need to target 
customers according to their expected financial contribution in order to effectively 
allocate resources. Currently, Realbridge are targeting multiple segments at once and 
are experiencing high sales costs. By identifying customer characteristics by needs and 
value preferences, a firm can divide its customer into different segments and hence 
deliver the most satisfying value that meet the desired value. This will also lead to an 
increased understanding if segment require distinctive and different offers, distribution 
channels and offerings (Osterwalder & Pigneur, 2010, p. 20). By clearly segmenting the 
market and specifying respective main needs, Realbridge can evaluate what segments 
are worth pursuing based on the estimated financial contribution, suggested by 
Panagopoulos and Avlonitis (2010, p. 54). This will support Realbridge to allocate 
resources and sales activities towards the most profitable segments. Furthermore, this 
will enable Realbridge to adapt required sales strategies and allow sales personnel to 
become specialized towards those segments.  
 
According to empirical findings, Bilbolaget and Molin Bil identified that the product 
and its value proposition was not adapted towards the car-dealership industry. They 
further state that they got an understanding about how the product could be 
implemented within the car dealership industry by explaining how the product was used 
in other industries. This indicates that a firm who approaches multiple industries with 
different needs simultaneously must possess a large share of knowledge in order to 
deliver an effective and distinctive offering. This is in accordance to Osterwalder and 
Pigneur (2010, 37) who mean that key activities characterized by customer problem 
solving requires a great set of knowledge and continues training in order to master the 
business area. Realbridge should therefore, similar to this study, investigate the 
customers and use the information to further educate the sales people.  
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Furthermore, this indicates that it may be favorable for Realbridge to extend the 
customer base within segments instead of continuously approach new segments. By 
allocating resources towards fewer segments and enhance the customer base within 
those segments, Realbridge can get a greater understanding and estimation if a single 
customer’s need is shared among others. This is somewhat in accordance to Pryor’s 
(2015) lean selling, who argues that a firm should minimize necessary activities that do 
not create value. The authors argue that it also might be beneficial for a firm to 
minimize activities that creates customer value as well. In the case of Realbridge, it 
might be necessary to minimize value creation and delivery activities that do only 
satisfy a smaller share of the total customer. Currently, Realbridge are creating value for 
customers, which consequently generates monetary value for Realbridge. The open 
approach, continuous product development and catering to each customer's specific 
needs may lead to more created and delivered than captured value for Realbridge. 
However, the findings indicate that an open sales approach generate information sharing 
between parties, resulting in co-creation of value and hence, increased delivered value. 
But, as mentioned above, a firm must evaluate if the co-created value can be applied to 
more than a smaller share of customers. If not, there is a great chance for delivering 
more value than a firm can capture. This is not sustainable in the long run for startups as 
they are often characterized by limited resources, and if costs exceed the revenues the 
business will not sustain.  
 
However, if evaluating the segments incorrectly there is a risk of pursuing segments that 
are less profitable than others and consequently miss important customers, which can 
lead to Realbridge not reaching their full potential growth. Furthermore, it can be 
expensive to survey and define segments, but it might be more expensive to approach 
all segments at once. Nevertheless, as Rackham and DeVincentis (1998) suggest, by 
helping the customer overcome any obstacles, the seller can further increase value. By 
approaching fewer segments Realbridge will learn what to emphasize during the selling 
process, described by Moncrief & Marshall (2005, p. 15), they will identify the most 
common obstacles for each segment and how to overcome those. They will further 
identify what those segments value the most and consequently can adapt their business 
model and sales process accordingly. Also, by approaching fewer segments Realbridge 
can quickly realize if their product can satisfy a segment need that they had not realized. 
This may contradict with the previous suggestion of not engaging with customers in an 
open and co-creating approach. However, if targeting fewer segments Realbridge can 
more easily identify additional needs within segments instead of for specific customers, 
without needing additional resources.   
 
In terms of the car dealership industry, this thesis has not evaluated the industry’s 
financial contribution and can therefore not give recommendation on if Realbridge 
should pursue that segment. However, if assuming that the car dealership is one of the 
more profitable segments Realbridge should, in accordance to Panagopoulos and 
Avlonitis (2010, p. 54) suggestions, allocate more salespeople to pursue them instead of 
focusing on less profitable segments. This will allow the salespeople to become more 
specialized towards the specific segment. Furthermore, the empirical findings further 
acknowledge two main needs of the car-dealership segment. The first one regards key 
management and the second regard tracking of lead time. The two functions are highly 
valued by the established customers. The empirical findings indicate similar needs at 
Åkessons Bil, which indicate that Realbridge should approach the car dealership 
industry by offering solution for these needs.  
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6.2 Understanding customers and revised value proposition 
Lundberg imply that Realbridge’s current sales process is inefficient since the sales 
personnel do not have enough knowledge about the product. However, the empirical 
findings do also indicate a lack of understanding customer needs and characteristics 
when approaching new customers in new segments. It can be considered challenging to 
deliver truly essential value to customer if one does not have a great insight about 
customer characteristics and needs. Even though Realbridge’s sales process towards 
those that have purchased the product has been successful, room for improvement can 
be identified which may increase sales efficiency and enhance value delivery. By 
creating a deeper understanding for the segments, the sales process can be further 
improved. By comparing the traditional sales process described by Moncrief and 
Marshall (2005) with Realbridge’s sales process, it is evident that they engage in all 
seven steps. However, these steps could be made more efficient and add more value in 
accordance to lean selling (Barber & Tietje, 2008; Pryor, 2015).  
 
It is apparent that Realbridge lack clearly defined segments and a strategy of how to 
approach specific segments, which according to Osterwalder and Pigneur (2010, p. 20) 
is one of the keystones in the business model. Their inefficient sales process might be a 
consequence of this, indicating that approaching several segments at once might not 
optimal for companies this early in their life cycle. Realbridge’s product is applicable in 
many industries, but that does not mean that every segment should be approached at 
once. Not forming a perception of customer needs before engaging in a sales process 
might lead to focus and resources being put on less important factors. A better 
understanding of each segment’s main needs therefore enables a more coordinated and 
efficient sales process, especially when approaching new customers. Rackham and 
DeVincentis (1998) suggest that understanding the customer buying process is 
important in order to improve sales. In order for companies to further improve their 
sales it is therefore important to understand how purchases and decisions are made. The 
empirical findings show that the board committee or CEO took decisions regarding 
acquiring Realbridge’s product. However, the empirical findings also show that even if 
not approaching those with decision-making power, the approached employee can 
convey the offering to those who have decision making powers, indicating that initial 
contact does not necessarily have to be with decision makers. This is also in accordance 
to how the non-customer Åkessons Bil would behave if approached by a company 
offering a product. According to the empirical findings, Realbridge understands the 
importance of approaching the “right” people, but other aspects of customer buying 
process are not as understood, which will be discussed below.  
 
Rackham and DeVincentis (1998) suggest that the customer buying process begins with 
the customer recognizing a need. Both Molin Bil and Bilbolaget had realized a need for 
key management and measuring lead times before initial contact with Realbridge, but 
only Molin Bil was actively seeking a solution. Åkessons Bil, with no previous 
knowledge of Realbridge, has also realized the same needs and are in the process of 
finding a solution internally. In order to increase the success rate in sales, companies 
should focus on communicating solutions to needs the customer likely has. This is in 
accordance to Rackham and DeVincentis (1998) suggestion that by helping the 
customer realize a need the sales process can be further improved. Realbridge are 
currently not helping the customer realize a need per se, instead they are indirectly 
putting the responsibility to find a need and usage area of the product on the customer. 
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This evidently works in some cases, but in other cases not. As Osterwalder and Pigneur 
(2010, p. 20-22) suggest, companies need to clearly define segments and their needs in 
order to create a value proposition, which has been discussed in chapter 6.1. Slater and 
Mohr (2006, p. 30) further suggest that understanding customer needs is crucial in order 
to be successful. Therefore, asking the customer how they could imagine using a 
product and develop it accordingly should be advantageous. However, Christensen and 
Bower (1996, p. 198) state that listening too much to a specific customer can be harmful 
since the broader segment might not share the customer’s specific need. Instead, Slater 
and Mohr (2006, p. 31) suggest that the firm should focus on meeting the needs of the 
larger mass instead of focusing on the innovators and early adopters. The authors argue 
that this is the case for Realbridge. Instead of focusing on the early and late majority, 
they are adjusting the product according to the innovators and early adopters, which 
might indicate that Realbridge are allocating resources on product developing that the 
larger segment does not desire, which further indicate that they might be creating more 
value than they capture, as discussed in section 6.1.   
 
Company's value proposition should therefore be more clearly stated and communicated 
in terms of solving a need the customer likely has. With a more clearly stated value 
proposition for each segment, the initial customer approach will be more effective as 
they can clearly state that their product can solve a need the customer most likely has, 
even if not realized yet. Furthermore, this will empower the sales people as they will get 
a clear understanding of what they will present for customers, which is in accordance to 
Pryor’s (2015) lean thinking. The car dealership industry evidently has a need for 
locating cars and car keys, as well as a need for measuring lead times. Realbridge, and 
other companies, should therefore approach the car industry by offering solutions for 
those needs, and not by an open approach. Also, they should emphasize the increased 
turnover rate of used cars as a result of reduced time waste as this is highly valued by 
the customers.  
 
As Johnson et al., (2008, p. 60) suggest, the value proposition is one of the most 
essential elements in the business model since it provides customers with a solution to a 
problem. However, if approaching customers with a specific value proposition 
companies may lose valuable customer input and ideas for product development that 
might benefit them and the customer in the long run. As the empirical findings show, 
Realbridge did not initially offer a feature for measuring lead times to the car dealers, a 
feature that was later suggested by a customer. This feature is valued in the car 
dealership industry and might not have been under development if Realbridge had 
approached the customer with a specific value proposition. Also, when identifying 
segment main needs there is a chance of failing to identify what the segment really 
needs and consequently offer and deliver the wrong value. One can therefore argue that 
a non-specific value proposition may be of more value when approaching new segments 
in order to gain customer insight and value preferences.  However, as mentioned, 
Christensen and Bower (1996, p. 198) argue that firms should be cautious and not listen 
specific customers too much. By customizing a specific solution for each customer there 
is a chance of creating and delivering value that is only needed by the specific customer 
and not the broader segment. This is time and resource consuming, and as Realbridge 
finds themselves in a condition of constrained financial resources it can be considered 
as a great financial risk to develop features only requested by single customers. 
However, the findings suggest that the customers value the co-creation, or co-
development, of additional product features together with Realbridge. Slater and Mohr 
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(2006, p. 30) suggest that firm's ability to understand customer needs in order to 
successfully develop and commercialize a technological innovation is a key factor for 
success. The authors therefore do not suggest that Realbridge and similar companies 
should entirely neglect the co-creation part and not allow the customer to suggest 
additional features as previously insinuated by suggesting a specific value proposition 
for each segment. However, finding and developing specific solutions for the customer 
is the most cost and time consuming aspect of Realbridge’s selling process.  
 
It is apparent that Realbridge and the customer initiate the sales process with 
information sharing and idea generation. This process is shown to generate new ideas 
and solutions that the customer desire where Realbridge need to modify the product 
features in order to meet the customer need. Hence, the open sales approach may 
generate more ideas than Realbridge’s currently available features. Realbridge therefore 
have to develop the suggested features in order to keep the customer satisfied. Thus, the 
authors suggest that by initially approach customers by asking them how they could 
imagine using the product, and thus immediately engage in a co-creating relationship, is 
unfavorable. Companies should, in accordance to Slater and Mohr’s (2006, p. 31) 
suggestion, initially focus on meeting the larger segments main needs instead of 
allocating resources to the single customer's specific needs. However, if the larger 
masses request similar additional features, further developing the product should be 
considered. Nevertheless, this finding indicate that the sales process does not only 
provide additional value to the customer in terms of using their preferred channels, 
engaging in the relationship the customer desire, by communicating the correct value 
proposition, etcetera. It can also contribute to the actual created value in the product’s 
features.  
 
Moreover, according to Rackham And DeVincentis (1998) the second step in the 
customer buying process involves evaluation of options. Since Realbridge lack direct 
competitors, the customer evaluation instead revolved around evaluating how and if the 
product will benefit the customer. As Ravald and Grönroos (1996, p. 27) suggest, 
companies can reduced customer perceived sacrifice by looking on things from a 
customer perspective and identify the risks. Therefore, by understanding what the 
customer focuses on when evaluating the offering, companies can further increase the 
success rate in sales. The empirical findings show that an evaluation aspect is if the 
product’s benefits exceed the customer’s sacrifice. In other words, the customer’s 
evaluated if the benefits of the product will exceed the cost of acquiring it. By providing 
clear numbers of how much time the customer will save if acquiring the product, those 
numbers can be translated into financial numbers and directly compared to the cost of 
acquiring the product. However, if numbers does not persuade the customer, the 
salesman should emphasize how their product will make their daily business more 
pleasant and streamlined.  
 
The third step in the customer buying process according to Rackham and DeVincentis 
(1998) evaluation of risks and obstacles that the seller must overcome. The empirical 
findings show that this step can go hand in hand with the second step of evaluation, 
since the customer evaluates if the product will benefit them, which can be seen as an 
obstacle or risk. Another apparent risk identified in the empirical findings is 
uncertainties about implementation. In order to overcome uncertainties about 
implementation the salesman should acknowledge this concern and suggest solutions, 
such as meetings for the employees educating them about the product or uploading 
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instructional videos to their web page. The empirical findings further indicate additional 
support in the implementation process is requested. By further support the 
implementation companies can improve their relationship with their customers, which 
can benefit both parties. A better relationship equals a more satisfied customer, and can, 
as Ravald and Grönroos (1996, p. 23) suggest, enhance the perceived customer value.  
 
By acknowledging these concerns and propose solutions, companies can further 
improve their sales and value delivery. Moreover, customer’s evaluation of benefits and 
risks can be connected to the long sale cycles. The car dealership customers did not 
have any direct reference companies that could support a decision towards purchasing 
Realbridge’s product. Also, Realbridge have no direct competitors and there are no 
similar solutions on the market. Therefore, both Bilbolaget and Molin Bil decided to 
implement the product, as a project in the early phase in order to evaluate it the product 
was successful contra failure. This indicate that long sales cycles might be unavoidable 
for now, not only in the car dealership industry but in all industries since Realbridge and 
their product are rather unknown, resulting in customers not being completely sure on 
what they get.  
 
Even if the customers acquire Realbridge’s product, an open approach and co-creating 
relationship leads to long sale cycles and hence, inefficient sales. The open sales 
approach used by Realbridge indicate many sales steps before delivering customer 
value, such as information sharing, co-creation of ideas, evaluation of ideas and then 
further value creation, which is time and resource intensive. Thus, by initially 
communicate an identified and more specific solution fitted towards the approached 
segment, value delivery will be further improved since the customer get a clearer 
understanding of what the product can do for them, 

6.3 Sales channels  
The empirical findings suggest that Realbridge’s product does not have a strategic 
impact or provides a competitive advantage for car dealers, which according to Gilbert 
and Davies (2011, p. 34-35) indicate that selling could be done by email or phone. 
However, both Molin Bil and Bilbolaget value the personal contact and stated that they 
would not purchase the product online or by phone. The reason for this, suggested by 
Källenfors, is that the product is new and that there are no reference companies with 
similar products. In the future, however, if Realbridge or other companies with the same 
solution becomes better known, an online sales channel might be profitable. Also, other 
segments might already value an online sales channel. Therefore, Realbridge have to 
evaluate if developing an online sales channel is currently profitable. This can be done 
by asking current and potential customers, in a similar way as in this thesis, how the 
customers prefers to be sold to. However, there is a possibility that the respondents 
answer that they prefer direct personal selling and would not purchase the product 
online even though they would have if having the possibility to do so. Therefore, it 
might be profitable to develop an online sales channel, depending on the cost. 
Moreover, the empirical findings indicate that implementing Realbridge’s product 
means changes to the customer's organizational routines and processes, which indicate 
that the product has a considerable organizational impact, which according to Gilbert 
and Davies (2011, p. 34-35), indicate that personal meetings should be preferred. Also, 
Gilbert and Davies (2011, p. 34-35) suggest that if the customers have a complex 
decision making process, traditional sales meetings are required. The empirical findings 
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show that the decision making process went through several steps in both cases, which 
further reinforce that personal sales meetings are appropriate.  
 
Osterwalder and Pigneur (2010, p. 27) suggest that a company’s sales channel will 
impact customer experience and satisfaction.  The car dealers value personal meetings 
in the selling process if the product has a large organizational impact and if the seller 
and product is unknown, which correspond with Realbridge. This is a further argument 
for that Realbridge should focus on fewer segments. If approaching fewer segments, 
customer word-of-mouth may be intensified as more customers in the same segment are 
approached. This allows Realbridge to become more well known in those specific 
segments, which will further simplify Realbridge’s sales process as the approached 
customer know who they are, what they do and how the product will benefit them. 
Nevertheless, in terms of channels, direct selling by personal meetings should be 
preferred towards the car dealership industry.  
 
As Rackham and DeVincentis (1998) suggest, the seller can add value by making the 
purchasing process smooth and painless. Companies should therefore carefully evaluate 
what type of sales channels the customer desire in order to increase value delivery. As 
for Realbridge, before conducting the interviews the authors believed that the personal 
meetings could be reduced by engage in lean thinking and consequently reduce costs in 
the sales process. However, as the empirical findings rejected this assumption, it is not 
currently an option.  

6.4 Customer relationships 
The customer relationship building block within the business model should define the 
relationship between a firm and a specific customer segment. An understanding of 
values and desired relationships in customer segments support companies to maintain 
and acquire new customers. According to Osterwalder and Pigneur (2010, p. 28-29), 
different types of relationship will have different types of impact on business model 
elements. Daeyoup and Jaeyoung (2015, p. 6) discuss the role of capabilities in order to 
deliver value. Since firm-customer relationship impact firm capabilities, it is important 
to understand what relationship activities that are critical in value delivery to customers 
(Daeyoup and Jaeyoung, 2015, p. 23) The empirical findings describe that Realbridge 
build customer relationships characterized by personal assistance and co-creation of 
value. The relationship can be described as an information-sharing cycle where two 
parties are dependent on each other where Realbridge need to establish a deep 
understanding of customer’s work-routines. This information is shared by customers 
and later evaluated by Realbridge. Consequently, Realbridge need to enact in 
relationships of information sharing in order to obtain useful information that allows 
Realbridge to provide customers with valuable solutions.  
 
The empirical findings show that the described relationship is valued from a customer 
perspective. This is in accordance with Ravald and Grönroos (1996, p. 23) who argue 
that the form of customer relationship can enhance customer value. However, the 
findings do also indicate that it creates value for the firm as well since Realbridge use 
the perceived information to provide a solution that enables development of new 
product features in both new and old markets. This kind of relationship is, however, also 
identified as the most costly from the firm perspective as it leads to long sales cycle and 
hence time inefficient value delivery. The empirical findings reveal that Realbridge 
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finds it necessary to develop co-creation relationships not only in the car-dealership 
market, but also in other markets. This indicates that firms with an open co-creation 
approach towards multiple segments must be able to possess and manage a large share 
of information in order to provide unique customer solutions. This is proven to be 
difficult and costly for Realbridge and may therefore not be optimal. 
 
Furthermore, the empirical findings indicate that customers value a more intense 
relationship in the early stages of sales and product implementation. As the customer 
develops an understanding of the product in the later stages, customers prefer a less 
intensive relationship. As previously mentioned, a profound relationship in the early 
phase is also important for Realbridge since it is a stage of information and idea sharing 
in order to create the best customer solutions. Furthermore, as customers understanding 
about system increases, customers value relationships characterized by non-physical 
contact. Therefore the authors argue that Realbridge should allocate more resources and 
focus on establishing relationships with new customers than older ones. However, it is 
important to maintain relationships with current customers, but fewer resources are 
probably needed.  
 
Even though Realbridge have identified valued relationship elements within the block 
of customer relationship in the business model, Realbridge must acknowledge and 
allocate the amount of resources needed to acquire, maintain respectively selling in 
terms of relationships, as suggested by Osterwalder and Pigneur (2010, p. 28-29). 
Realbridge has not established a specific framework regarding relationship with 
customers in the car dealership industry, but do instead have a general type relationship 
towards all their customers in multiple industries. This is in line with Ravel and 
Grönroos (1996, p. 23) who argue that the form of a relationship between a company 
and its customer can enhance the perceived customer value. The reason for a customer 
to purchase may in the latter be highly influenced by the relationship and not only the 
provided offering by Realbridge (Ravald & Grönroos, 1996, p. 23). The argued 
importance of relationship from the customer side is also in line with Ravald and 
Grönroos (1996, p. 19) statement that a firm can create and enhance customer loyalty by 
developing a long-term relationship.  
 
Ravald and Grönroos (1996, p. 27) argue for another aspect that needs to be considered 
in terms of value added services that can impact the relationship between a firm and its 
customers. This regards all the unknown risks that arise after a purchase, leading to 
extra costs for the customer. The empirical findings indicate that both Bilbolaget and 
Molin Bil would have valued further support during implementation as they 
experienced difficulties when integrating the system within their organizations. As 
discussed in section 6.2, acknowledging this issue and offer solutions can improve the 
sales process. However, it can also further improve relationships. Even though both 
customers recognized the risks with the implementation before acquiring the product, 
both found the practical implementation harder than expected. According to Ravald and 
Grönroos (1996, p. 27), these risks can be minimized by improving the internal and 
external quality of service routines that in some way affect the customers and hence the 
quality of relationship. By connecting Ravald and Grönroos argument with the 
empirical findings, it becomes evident that Realbridge can enhance the delivered value 
by allocating more resources towards customer implementation. As support during 
implementation is identified as a value-provided benefit (Ravald & Grönroos, 1996, p. 
20) for customers, it is an area that needs enhanced accuracy, flexibility and 
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productivity in terms of value delivery routines (Ravald & Grönroos, 1996, p. 27) The 
latter can however be identified as problem since Realbridge are under financial 
constraints. However, the acknowledged customer value can support Realbridge when 
delivering an offering towards customers in order to minimize sales obstacles (Ravald & 
Grönroos, 1996, p. 20; Rackham & DeVincentis, 1998). 
 
Furthermore, the car dealers value a relationship characterized by quick and informative 
responses. This type of relationship is the current relationship between Realbridge and 
their customers in the car dealership industry, and should therefore proceed as it is. 
Osterwalder and Pigneur (2010, p. 28-29) suggest that companies need to understand 
what type of relationship the customer’s value. One can argue that different segments 
presumably value different relationships, and the customers within segment presumably 
value similar relationships. Therefore, Realbridge need to evaluate what type of 
relationship each segment value. One can argue that it is more beneficial to approach 
customers that desire similar types of relationships since the company can allocate 
resources on maintaining fewer types of relationship instead of several.  

6.5 Customer demand and value 
Ravald and Grönroos (1996, p. 19), state that the concept and understanding of value is 
somewhat multifaceted but mean that added value should be related to customer needs. 
From the empirical findings, one can identify needs in the car dealership industry that 
can be connected to the solution Realbridge provide customers. The first need is based 
on time-inefficiency when locating cars and car keys, which occur on a daily basis 
among the personnel of the car companies. The second need is based on measuring the 
time it takes for a car getting ready for sale. The latter does also regards time-
inefficiency, where Realbridge’s solution can help the customers to measure the 
economic profit as a result of decreased time-waste. Cars are tied to a large share of 
capital and it is economically inefficient to not have the car ready to be sold, especially 
if the customer demands for cars are high. For Bilbolaget and Molin Bil these two 
solutions were seen as highly valuable. Lindholm have identified similar needs and 
mean that their current solution for managing cars and keys is inefficient, and state that 
a solution like Realbridge’s would be valued.  
 
A firm should find the most essential value-added needs for customers. Far too many 
companies try to add value that is not in the actual need from a customer perspective. 
An adding value approach that is not in the need from a customer perspective will 
therefore only result in a short-term solution (Ravald & Grönroos, 1996, p. 19). The 
empirical findings indicate that customer value preferences change, as new features are 
being developed and launched. The car-dealership customers viewed key management 
as the most compelling reason behind the purchasing decision but later addressed that 
measuring of lead time as even more important. As Realbridge currently is developing a 
feature for measuring lead times, this indicates that they are striving for continuously 
application improvements in order to surpass the quality and functionality of their 
already existing features. In other words, the continuous development of product 
features might lead to current features becoming less important or obsolete. 
Consequently, the development of current features may have been a waste of resources 
and time. The latter mean that Realbridge are initially putting time and effort in creating 
and delivering value that might not be essential for the customers in the long run. As 
Realbridge find themselves in a condition of constrained financial resources, it can be 
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considered as a financial risk to not evaluate actual needs before adapting the product 
towards the approached customers. One should however acknowledge that key-
management enabled Realbridge to penetrate the car-dealership industry. Nonetheless, 
Realbridge must recognize the risk of delivering value that may not be of essential 
customer need. 

6.6 Value delivery and business model innovation 
As Kaplan (2012, p. 21) suggests, value delivery in a business model describes the key 
activities that deliver the created value. Based on the empirical findings, one can 
identify that the sales role in Realbridge function as an important key activity in the 
sales channel as it provide new and unique solutions to customer problems (Osterwalder 
and Pigneur 2010, p. 37). The sales process is therefore of major importance in order to 
deliver customer value and hence, have a functional business model. It is also evident 
that Realbridge’s sellers need to possess a large share of knowledge in order to 
successfully execute sales.  
 
By referring to Osterwalder and Pigneur’s (2010) value delivery parameters, one can 
argue that Realbridge needs a clearer picture on what customers to be reached and what 
means of interaction the customer desire. Furthermore, Realbridge need a deeper 
understanding of customer organizational routines and customer needs that that can 
support the seller in providing a solution through a clearly communicated offering. As 
mentioned before, Realbridge are serving customers in multiple industries and are 
constantly looking for opportunities in new industries. This can be set in relation to 
Chesbrough (2010, p. 345), who argue that many firms commercialize new ideas and 
technologies that require investments and new firm processes. However, new ideas and 
changes in firm processes need to consider the required innovation in the business 
model through which these inputs will pass. Furthermore, Lundberg mean that the 
sellers do not have full insight in the product and the associated features. It can therefore 
be considered debatable to further expand business to new areas as the firm sales 
personnel are struggling to deliver value in the current industries. This can be set in 
relation to Chesbrough (2010, p. 345) who argue that firms need to develop firm 
capabilities as a response to new ideas as well as Morris et al. (2005, p.730) who mean 
that different markets and segments will impact firm structure, resources and sales. 
 
One can argue that Realbridge’s current business model does not take the customer 
differences into consideration. Instead, the firm tries to reach all its customers and 
potential customers through the same business model while not considering segments 
differences and the required development of capabilities. Moreover, the empirical 
findings show that Realbridge’s product provides customers with similar solutions. 
However, the solutions are not identical. One example of this is described by Molin Bil 
who means that system was not entirely adapted towards the car industry and that 
Realbridge needed to implement changes in order to meet the customer need. 
Furthermore, the empirical findings indicate that, as a result of firm’s broad 
segmentation, Realbridge’s product needs to have many different features that meet the 
many different needs and customer requirements. The latter have culminated in 
difficulties within Realbridge’s capability procedures in terms of sales, as the sales 
people are having difficulties adapting product features to customer’s specific needs. 
Pynnönen et al. (2012, p. 6) mean that firms need to design business models based on 
customer needs and preferences. Since Realbridge serves many customers in multiple 
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segments, one can argue that there is need for altering the business model towards each 
segment. Understanding customer value and preferences and adjust the business model 
after each segment can support Realbridge’s sales process and increased delivered value 
(Jiebing et al., 2013, p. 367-369; Pynnönen et al. 2012, p. 7). 
 
Jiebing et al. (2013, p. 367-369) state that customer knowledge is positively related 
toward increased value delivery in the business model via increased knowledge 
accessibility for the firms and its customers. Thus, increased knowledge of customer 
value perception can improve the customer experience delivered by the company 
(Pynnönen et al. 2012, p. 7). Zott et al. (2011, p. 15) discuss the notion of open 
innovation in the sense of business model innovation where a firm should create 
innovation with the help of external sources of ideas, instead of just relying on internal 
source of ideas within an organization. External idea creation can be viewed as jointly 
value creation by sharing information and knowledge, for instance between the firm and 
its customers. The empirical findings show that an open sales approach leads idea 
sharing between Realbridge and its customers which generate insights and new 
perspectives on how the system can be used in new ways. This is evidentially valued by 
the customers, however, as previous mentioned, more product features and 
implementation areas need internal capability improvement among Realbridge’s sales 
personnel. Realbridge are already in a state where the personnel are having difficulties 
with sales and value delivery because of the high spread of system features aimed 
towards multiple segments. Therefore, the sales personnel need further education. 
 
Based on literature and empirical findings, it is evident that the sales process has an 
impact on overall value and value delivery in the business model. Value delivery is a 
prominent part of the business model where key activities involve how to deliver value 
through sales channels. The empirical findings show that the sales process also has an 
impact on value creation, as co-creation of the products features has taken place. This 
indicates that the sales process does deliver, capture value and add value for the 
customer. It can also impact the actual value creation through internal and external idea 
generation, leading to product development. 

6.7 Evaluation of solutions for Realbridge 
If revisiting the model in chapter 3.3 (see figure 2) that describes the relationship 
between business models, value delivery and sales process, one can from the empirical 
findings relate it to Realbridge’s current situation (see figure 4).  
 
In this chapter the authors have identified multiple factors that can be related to 
Realbridge’s sales inefficiency. Some of these factors have been revealed as symptoms 
of larger underlying issues in Realbridge’s business model. However, Realbridge are 
doing some things correctly, such as creating a value the customer desire, using the 
correct sales channels and having quick, informative relationships. Nevertheless, 
considerable issues in the business model have been identified: 
 
● Undefined segments 
● Scattered market focus  
● Unclear sales process 
● Unspecific value proposition 
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In summary, the authors argue that it is problematic for a young firm to deliver value to 
many industries simultaneously. The latter becomes especially noticeable in sale 
process where the salespeople, who function as the firm’s frontier for delivering value 
to customers, have too a product with broad potential use for the customer. In order to 
deliver value efficiently, the seller need to have a great comprehension of the industry 
and an understanding how the product can be related to the industry needs. It is 
therefore suggested that young firms, like Realbridge, should focus their allocated 
resources on understood prospects instead of extend their current expertise area as it 
becomes increasingly harder to deliver value when firms do not possess a deep 
understanding of the target customers. By clearly defining markets segments and 
creating an understanding of what each segment value, companies will be able to create 
a more appealing value proposition. Moreover, by understanding the customer buying 
process and help the customer realize a problem, convince them that the benefits 
exceeds the risk and help them overcome any obstacles and by further support the 
implementation, companies will be able to avoid any unnecessary steps that do not 
affect the outcome. The sales process and value delivery can be further improved by 
adapting the sales approach and business model to the most profitable segments and by 
communicating a more specific value proposition that solves a need the customer likely 
have. Therefore, companies in similar situations as Realbridge should focus on fewer 
segments and become specialized on them, identifying what main need they have, 
which channels they are preferably reached through, what type of relationship they 
desire, and what the most common obstacles are.  
 
By evaluating the most profitable segments and creating understanding for those 
specific segments, the firm can adapt their sales strategy towards those segments, and 
consequently design a business model that effectively communicate and deliver value 
that meet the customer’s desired value. This does according to Schneider and Spieth 

Figure 4. Relationship between business model and sales process in Realbridge 
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(2013, p. 26) indicate that the business model is being innovated as the business model 
is altered with focus on external possibilities. In other words, changes in the sales 
process with the customer in mind, impacts value delivery and innovates the business 
model. Based on sections 6.1 to 6.7, the initial model (see figure 4) suggested in the 
beginning of this section has been revised (see figure 5). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

According to Alam (2006, p. 473) and Pynnönen et al. (2012, p. 6), it is crucial to keep 
the customers in mind when designing the business model. The analysis and discussion 
further support this statement as it is shown how adapting the sales process according to 
customer’s preferences can increase value delivery. However, the authors argue that 
maximizing value for customers might not be profitable for startups, at least not at an 
early stage in their life cycle, which is characterized by restrained resources. Of course, 
all companies should strive for creating as much value as possible for their customers. 
However, this value creation and delivery should not exceed the captured value. One 
can also argue for the opposite perspective, that startups should initially maximize the 
created value in order to gain a customer base and then capture value. However, this is 
not sustainable in the long run.  
 
As mentioned, changes in the sales process indicate that the business model is being 
innovated. By relating back to Osterwalder and Pigneur’s (2010) business model 
building blocks, one can argue how this innovation takes form. How a changed sales 
process impact value delivery and customer and offer building block has already been 
discussed in sections 6.1 to 6.7. However, the changed sales process should impact 

Figure 5. Revised relationship between business model and sales process in Realbridge 
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other business model elements as well. The authors argue that changes in the sales 
process should have a direct impact on value capture, as value capture relates to how a 
firm capture revenues. It might also impact value capture in terms of increased or 
decreased costs. As the suggested improvements does not mean any additional steps in 
the sales process other than providing further support for implementation, the changes 
should indicate lower costs and consequently increased value capture. If the suggested 
sales process will have an impact on revenues is debatable since the impact has not been 
investigated. However, if the suggested changes are favorable, revenues should be either 
unchanged or increased, which will further increase the captured value.  
 
Furthermore, the sales process and value delivery can have an impact on value creation. 
As the analysis shows, the sales process can have a direct impact on value creation in 
terms of the customer suggesting additional features that can be developed. However, 
the new sales process will reduce that aspect which theoretically should decrease value 
creation from the customer perspective. However, as the already created value is desired 
by the customers value creation will not decrease per se, but customer’s ability to 
directly influence the created value will be reduced.  
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7. Conclusion 
The conclusion chapter aims to present the key findings and answer the proposed 
research questions. The chapter will present the thesis conclusion and be followed by 
the key findings. After that, the chapter will answer the research questions. The chapter 
will also present the contributions and implication as well as recommendations for 
future research. 

7.1 Conclusion 
Many entrepreneurs pursue the IT-industry with dreams of international growth and 
success, but ultimately fail to achieve sustainable performance. In order to succeed, a 
company must have an effective business model and execute it perfectly. Many IT-
companies fall through on the latter, and failure in execution in sales is a common 
reason for not succeeding.  
 
By reviewing the theoretical framework, one can identify how business models, value 
delivery, key activities and sales processes interact with each other. This study has 
focused on value delivery, which is how and what methods a firm use to deliver the 
created value to customers. Thus, the firm's sales process is a key activity for delivering 
value. Changes in the sales process mean changes in key activities, which affect value 
delivery and then the overall business model. This is in accordance to Johnson et al. 
(2008, p. 61) that suggest that all elements of the business model are dependent of each 
other, and changes in any part will affect the whole. Changes in the sales process do 
however not only mean changes in the personal selling process, described by Moncrief 
and Marshall (2005). As the theoretical framework imply, value delivery involves all 
organizational capabilities, business activities and courses of actions required to reach 
customers. Therefore, the activity of sales has been interlinked with Osterwalder and 
Pigneur’s (2010) building blocks of customer relationships, segments, channels, and 
value proposition, as these are focused on the customers the firm delivers value to and 
therefore are highly relevant to the sales process. The theoretical framework suggests 
that changes in any of these indicate changes in the sales process, and therefore changes 
in value delivery and the business model.  
 
Firstly, by clearly defining segments in the market characterized by specific needs, the 
firm is able to clearly specify value propositions adapted to specific segments. This does 
not only help to create the correct value, it will also help to more effectively 
communicate and deliver the correct value. This will increase the efficiency of the sales 
process and consequently increase value delivery, since a specific value proposition 
towards the targeted customer means a more clearly communicated value that the 
customer actually desires. This does not necessarily indicate changes in the actual 
created value. Instead it focuses on communicating and delivering the correct value for 
each segment. For instance, the same product might fulfill different needs for different 
segments. Therefore, by clearly communicating the value each segment desire, the sales 
process will be made more efficient.  
 
Secondly, by clearly identifying what means of interaction the customer value, the 
company can further improve their sales process and value delivery. Creating a desired 
and specific value proposition is not enough, the company has to effectively 
communicate and deliver the created value. By identifying the means of 
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communication, distribution channels and sales channels that the customer value, the 
company can more effectively reach their targeted customers with the created value. In 
other words, they can make their sales process more efficient by understanding how the 
customers wants the created value communicated and distributed.  

Thirdly, in order to create and enhance customer loyalty and establish a long-term 
relationship, the correct value has to be delivered to customers. Therefore, it is 
important to identify what type of relationship the customer segment values, in order to 
understand what additional value customers wants to be delivered. This can be achieved 
by minimizing customer perceived sacrifice and minimizing relationship costs for the 
customer. This can be minimized by improving organizational routines that in some 
way affect the customer. Therefore, by improving organizational routines additional 
value that the customer desires can be delivered.  

In summary, the findings indicate that it can be a great challenge for startups to deliver 
value by seizing opportunities in multiple industries. The latter revealed itself as a 
symptom in the sales process, where the sales personnel had issues when delivering 
customer value. A firm who approach multiple industries with different demands must 
saturate numerous and various needs in order to satisfy customers. This has culminated 
in many product features in the case of Realbridge. As a result of the latter, the sales 
personnel need to possess a vast amount of information of the industry as well as a 
comprehensive understanding of what and how features that can be related to the 
industry needs in order to deliver efficient and appropriate value. In order to effectively 
deliver value, startups like Realbridge should consider allocating resources towards 
identified and understood prospects rather than approaching new customers in new 
industries as it evidently becomes difficult to deliver value when one does not have a 
complete understanding of the target customer. Consequently, maximizing value for all 
customers and segments might not be profitable for startups, at least not at an early 
stage with limited resources. 

7.2 Key findings 

The conclusion consists of eight key findings that have emerged from the theoretical 
framework, the empirical findings and analysis.  
 
The key findings are presented below: 
● The sales process is related to value delivery as a key process for delivering 

value 
 
● Changes in the sales process means changes in key process, which mean 

changes in value delivery and consequently changes in the business model. 
Therefore, changes in the sales process indicate business model innovation. 
 

● The business model building blocks of value proposition, customer segments, 
channels and customer relationships are highly relevant to the sales process. 
 

● Companies should identify specific needs for each segment and communicate a 
clear value proposition that the customer desire. The car dealership industry has 
a need for key management and measuring lead times. 
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● Companies should identify the most profitable segments, target them 
accordingly and allocate resources effectively. Assuming the car dealership 
industry is one of the more profitable segments, the company should allocate 
salespeople towards that segment and neglect less profitable segments. 

 
● Companies should identify what channels the segment wants to be reached 

through. The car dealership industry value selling by personal meetings if the 
seller is unknown and if the product has a substantial organizational impact. 
 

● Companies should identify what type of relationship the customer value. The car 
dealership industry value relationships that is characterized by co-creation and 
quick, informative responses. 
 

● Companies should help the customer overcome obstacles and further support 
implementation. The car dealership industry evaluates if and how the product 
will benefit them, and are concerned with the implementation.  

 
● Startups should allocate resources towards understood prospects in order to 

efficiently deliver value. 

7.3 Answer to the research questions 
The problem definitions this thesis aim to answer: 
● How does a firm’s sales process impact value delivery in the business model?  
● How can small IT-companies similar to Realbridge and their product improve 

their sales process? 
 
The theoretical framework suggests that all aspects of the business model that creates, 
delivers and captures value influence each other. The relationship between sales strategy 
and value delivery in business models was therefore to some extent clear from the 
theoretical framework. Business models can be seen as a blueprint of how companies 
create, deliver and capture value. Value delivery concerns how to distribute the created 
value to customers. The sales process is a key activity that delivers value to the 
customer. Therefore, changes in one end should impact the other end. However, by 
interlinking Osterwalder and Pigneur’s (2010) building blocks of value proposition, 
customer segments, customer relationships and channels with the sales process, the 
study was able to show how the sales process can impact value delivery in business 
models, and further investigate how components of the business model relates and 
interacts.  
 
Based on the findings from both the theoretical framework and the empirical findings 
the authors were able to show how the sales process can positively impact value 
delivery in the business model. By including the suggested building blocks in the sales 
process, the sales process can be adapted towards specific customer segments. 
Identifying what customers value in terms of channels, value proposition and 
relationship, and adapt the sales process according to their preferences will increase the 
efficiency of the sales process and consequently have a positive impact on value 
delivery in the business model. Furthermore, by segmenting the market according to 
specific needs, create and communicate a clear value proposition the segment desire, 
target them according to financial contribution and become specialized on the specific 
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segments will further improve the sales process and consequently have a positive impact 
on value delivery in the business model. An improved sales process is an improved key 
activity and does therefore indicate improved value delivery, which indicate an 
improved business model. Therefore, changes in the sales process means changes in key 
process, which indicate changes in value delivery and therefore changes in the business 
model. Thus, changes in the sales process indicate that the business model is being 
innovated or developed.  
 
In terms of how IT-companies similar to Realbridge can improve their sales process, the 
foundation of how to effectively deliver value was concluded from the theoretical 
framework and applied to the car leadership industry. In order to improve the sales 
process the firm must initially identify how to more effectively deliver the value desired 
by the customer. Based on the theoretical framework value proposition, customer 
segment, customer relationship and channel has an impact on customer’s perceived 
value. By identifying how the customer value these, the firm can adapt their sales 
process towards specific customers and consequently sell more effectively. First and 
foremost, the firm needs to create and communicate a clear value proposition towards 
the specific segment. Moreover, because of the early stage of the solution as well as the 
changes in organizational routines it entails, the customers should be reached by direct 
personal meetings. Initial contact can on the other hand be made by phone. Furthermore, 
the firm must evaluate what type of relationship the customer value. For instance, the 
car dealership industry values a relationship that involves quick and informative 
responses as soon as a problem arises. They do also value a co-creating relationship. 
However, the authors do not see this is a definitive factor if the customer acquires the 
product or not. Therefore, the co-creating relationship should be established some time 
after a purchase has been made.  
 
Moreover, in order to sell more effectively, the firm should acknowledge the obstacles 
customers experience. In the car industry, these are if and how the product will be 
beneficial and concerns about the implementation. By showing exact numbers of time 
saved and translate those numbers into financial figures, the customer can see exactly 
how much the product will benefit them. Furthermore, the firm should acknowledge the 
concerns about changed work routines and implementation and provide solutions for a 
smoother implementation, such as arranging an educational meeting, being there 
physically and help the customer implement the product, or providing the customer with 
instructional videos.  

7.4 Contributions and implications 
The thesis has contributed theoretically to business model literature by investigating the 
relationship between business model components, and how a changed sales process will 
impact value delivery in the business model. Furthermore, the thesis has managerial 
implications at it investigates a real life case that also can analytical generalizable to 
other situations. These contributions and implications will be discussed below.  

7.4.1 Theoretical contributions 
The thesis has contributed to business model literature by further investigate the role of 
value delivery related to sales in the business model. This has contributed to the 
extending research on value delivery and has further investigated the relationship 
between different components of the business model. According to previous research, 
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more investigation on the role of business models and the interactions between the 
components in the business model is needed (Wirtz, et al., 2016, p. 51; Shafer et al., 
2005, p. 201). Also, previous research suggests that further research on value delivery in 
business models is needed (Shafer et al., 2005, p. 202). This study contributes by 
expanding the understanding of how the business model aspects of value delivery and 
key activities relate to each other in the business model. To further elaborate, the study 
contributes to how Osterwalder and Pigneur’s (2010) business model components of 
value proposition, customer segments, distribution channels and customer relationships 
can be used to improve the key activity of sales, which is a process for delivering value 
created in the business model. This thesis therefore contributes to a more concrete 
picture of how these business model concepts are connected and how they interact with 
the key process of sales, and how they can be applied to a real case scenario. By 
realizing this relationship,     
 
Also, further research in change, evolution and innovation of business models is needed 
(Wirtz et al., 2016, p. 49). This study indicates that changes in the sales process indicate 
changes in value delivery and therefore changes in the business model, which arguably 
can be defined as business model innovation. Even though this study has not measured 
or evaluated the impact of a changed sales process on the business model in detail, it 
provides an indication of that a changed sales process will change the business model.  
 
Furthermore, the thesis has contributed by combining a marketing setting with an 
organizational setting to further improve the sales process. Instead of only focusing on 
internal organizational activities it has used customers input in order to further improve 
the sales process and discussed how that innovate the business model. Also, the thesis 
has contributed to literature in sales, as it has further extended the knowledge of how 
business model components can be directly applied to improve the sales process. The 
thesis has emphasized the benefit of understanding the sales process as a business model 
component for delivering value, and not just as a mean for creating revenues.  

7.4.2 Managerial implications  
Other than the practical suggestions provided to Realbridge, this study has other 
managerial implications. Firstly, this study can be analytical generalizable to similar 
companies in similar situations. Managers can use this study as a guideline for 
designing and improving their sales process. Salespeople can also benefit from this 
study as it highlights what to focus on when selling to a customer. Secondly, this study 
shows that managers preferably should formulate a detailed business model with the 
customers in mind before approaching the customer. Thirdly, this study investigates the 
relationship between sales process, value delivery and the business model, and show 
that business models can be of great assistance when designing a sales process. This 
study provides managers with knowledge of how elements in the business model 
influence each other, which can help managers predict the consequences of changing 
components in the business model. Fourthly, this study further emphasizes the 
importance of sales in an entrepreneurial context. It provides entrepreneurs with an 
understanding of that without an efficient sales process, the created value will not be 
delivered efficiently.  
 
Managers in similar positions as in this case study should define segments according to 
industries. They should further estimate their financial contribution for each segment 
based on how many object each company has to keep track of and allocate resources 
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accordingly. More resources should be allocated towards segments with larger financial 
contribution, and vice versa. They should identify what segments main needs are that 
their product can provide a solution for. Furthermore, they should identify how the 
specific segment wants value to be delivered, and what types of relationships they 
desire. This can be done by conducting surveys or interviews, either by themselves or 
by hiring and external actor. Moreover, they should communicate a clear value 
proposition that is relevant for the approached segment’s main needs. They should not 
engage in an open approach and ask how the customer could imagine using their 
product. However, if several customers request similar additional solutions, they should 
accommodate them.   

7.4.3 Societal implications 
The suggestions and results can be used in order to improve company's sales and 
consequently accelerate their growth, which will add to national income. As this study 
emphasizes the importance of sales, it provides entrepreneurs with knowledge that can 
minimize their risk of their startup failing, which will favor the business environment. 
More successful entrepreneurs also indicate new innovations, which can further develop 
communities and drive worldwide progress.  
 
Furthermore, if Realbridge would be successful in increasing sales they would probably 
gain more attention and new competitors might enter the market. For now, they have no 
direct competitor offering the same solution, which might change if their business 
becomes more profitable. This can be connected to the previous paragraph and might 
lead to a new emerging industry, which can benefit society in terms of increased 
national income.   
 
Moreover, this study might contribute to a negative impact on the environment. If 
Realbridge is more successful in selling their product to car dealerships, the car dealers 
might accelerate their sales of vehicles since the cars will be ready to be sold quicker 
than before. If this leads to more cars being sold is questionable. If that is the case, 
however, it might negatively impact the environment.  

7.5 Future research 
George and Bock (2011, p. 37) suggest that investigating the connection of business 
models and development for routines would be an interesting opportunity for future 
research. This study has acknowledged the different routines in the sales process, but it 
has focused on the sales process as whole and not investigated how specific routines 
impact value delivery and business models. To further investigating the routines of the 
sales process related to business models could therefore be interesting. Also, this thesis 
has included several business model aspects but has excluded others. To further include 
other aspects of the business model and relate them to the selling process could be 
interesting for future research, as other business model elements could also be relevant 
to the sales process. This thesis as investigated the relationship between the sales 
process and value delivery, future research could therefore focus on other relationships 
with other components of the business model or investigate how a changed sales 
process impact other components of the business model. For instance, future research 
could relate the sales process to value creation or value capture to enable different 
perspectives of how the sales process can be made more efficient and consequently how 
it impact business model components.   
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Furthermore, this study has provided suggestions that should result in an improved sales 
process. However, it has not measured the effect of these suggestions. Therefore, future 
research could investigate how the provided suggestions have impacted Realbridge’s 
sales efficiency. By doing so, the current suggestions could be revised, extended or 
added to in order to further improve their sales process. Future research could also 
replicate this study in a longitudinal study in order to measure the impact of the 
suggestions. Also, as the study is based on a case study of a small Swedish IT-startup 
targeting the Swedish car dealership industry, future research could focus on a larger 
economy, such as the car dealership industry United States. Future research could also 
focus on entirely different industries. As this study set out to investigate how 
Realbridge’s sales process could be made more efficient towards the Swedish car 
industry, what the car industry values and need is highly relevant. Future research could 
replicate this study in a quantitative setting involving a larger sample to further 
investigate what the car industry value in terms of needs, value proposition, customer 
relationships, channels and customer buying processes.  
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8. Quality criteria 
In this final chapter the quality of the study will be evaluated and discussed. Four 
quality criteria have been chosen to asses the quality of the study: credibility, 
transferability, dependability and confirmability.  
 
In order to evaluate the quality of the thesis, three criteria suggested by Tjora (2012, p. 
159) have been used. These are credibility, transferability and dependability. According 
to Bryman and Bell (2011, p. 395) these criteria are used to assess the trustworthiness of 
the study, and further suggest a fourth criterion, namely confirmability. Credibility and 
transferability can be compared to the quantitative quality criteria of validity, which 
refers to if the findings correspond with the theoretical ideas the researcher suggest and 
to what extent the results can be generalizable (Bryman & Bell, 2011, p. 395). 
Dependability can be compared to reliability, which refers to if the study is replicable 
(Bryman & Bell, 2011, p. 395). Lastly, confirmability can be compared to objectivity, 
and refers to if the research has been executed in good practice, and if the researcher has 
understood the data correctly (Bryman & Bell, 2011, p. 395).  
 
In summary, credibility, transferability and dependability assess if the concrete 
outcomes of the study, that is if the results are correct, believable and applicable to other 
situations, whereas confirmability assess how the author’s personal values and 
perceptions has influenced the study.  

8.1 Credibility 
This study takes a qualitative research approach because it takes social context into 
account. Social reality can take many views and credibility refers to whether the author's 
description of reality is accepted (Bryman & Bell, 2011, p. 396). In order to assure a 
correct understanding of the interviewee’s reality view, the authors have used a method 
called member checks. According to Finlay (2006, p. 321), researchers can enhance 
credibility by allowing the participants to agree or disagree by reviewing the interview 
transcript. This was done accordingly by sending the transcript and raw data to the 
participants. None of the interview participants requested revision. A reason for the 
latter may be grounded in that the carried out semi-structured gave room for the 
interview participants to explain and clarify answers. Another recommended technique 
that can be used in order to enhance credibility is triangulation. The authors have 
applied triangulation through an inductive approach by combining three perspective 
standpoints and sources of evidence. Bryman and Bell (2011, p. 397) argue that 
triangulation is a good tool in order to minimize misunderstandings and increase 
validation. This thesis investigates how Realbridge’s sales process can be improved and 
how the sales process impact the firm business model through value delivery. Since 
sales routines and process include more than one party, it was considered essential to 
collect and validate data from more than Realbridge’s perspective, hence customer and 
non-customer perspectives. Furthermore, throughout the thesis process, the authors have 
participated in work in progress seminars where the paper has been exposed to external 
critics. The latter have supported the authors by removing emotional connections to the 
study and hence increase objectivity. 
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8.2 Transferability 
Transferability regards parallels to external validity, or in other words, if the findings 
can be applied to other contexts (Bryman & Bell, 2011, p. 43). Moisander and Valtonen  
(2006, p. 29) argue that transferability regards if the result of the study can transferred 
and applied to other situations and contexts. Transferability help readers and evaluators 
to draw connections between the thesis elements and individual understandings and 
experiences. This study, result and findings may be analytically transferable to similar 
IT-startups who suffer the same problem in terms of sales execution, especially towards 
the car-dealership companies but also other industries and contexts. Furthermore, this 
study provides insights of value preferences among car-dealerships companies that may 
be transferable to similar contexts. In order to enhance the transferability of findings and 
conclusions in a qualitative research, one should provide deep and detailed information 
of research situations and methods. The latter allows the reader to understand the 
phenomena through own experiences in order to draw conclusions to what degree 
findings are transferable (Moisander & Valtonen, 2006, p. 29). This case study has 
collected data from three perspectives in order to generate an understanding of 
Realbridge’s sales process. Furthermore, Realbridge early phase of penetrating the car-
dealership industry have limited the thesis in terms of data collection to their current 
customers. However, in order to verify the findings of customer needs, one additional 
interview participant considered necessary. The presented limitations are drawbacks that 
are recognized by the authors but considered necessary because of time constraints and 
lack of resources. The author’s objective is to compensate the drawbacks with a 
collection of rich data and a deep contextual understanding with an aim to let the reader 
reason if the findings are transferable or nontransferable. 

8.3 Dependability 
Dependability in a research context regards likelihood of the findings being applicable 
at other times (Bryman & Bell 2011, p. 43). Bryman and Bell (2011, p. 409) argue that 
authors need to consider dependability in terms of transparency. Transparency regards 
how the research is conducted and the course of actions taken by the researchers in 
order to reach the study’s conclusion. According to Finlay (2009, p. 29), dependability 
encourage researchers to provide data documentation, methods and research decisions 
through an audit trail which can be used for external scrutiny. In order for the thesis to 
be as transparent as possible, the authors have saved interview recordings, transcribed 
the interviews, all of which can be retrieved, and provided the readers with interview 
guides in order to increase dependability. The authors have provided the reader with a 
detailed procedure of how the data was collected, processed and analyzed. Theoretical 
choices and practice. Moreover, every noteworthy unexpected occurrence has been 
mentioned.  
 
A limitation in terms of dependability that needs to be considered is that it may be 
difficult for this study to be replicated since it investigates an ongoing process. 
Furthermore, the in depth interviews resulted in increased understanding of company 
and individual value preferences. As value preferences are subjective and change over 
time, it might lead to that a similar study may result in different findings.  
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8.4 Confirmability 
Confirmability regards objectivity and to what extent and degree the author’s personal 
opinions and values intrude the research (Bryman & Bell 2011, p. 43). The idea behind 
confirmability is to ensure that personal values do not sway the research or the findings. 
However, Bryman and Bell (2011, p. 398) mean that total objectivity is impossible but 
that the researcher can show that one have acted in good faith. The authors have worked 
towards confirmability by clearly stating that preconceptions and in what way they 
might influence the research and hence the influence the confirmability. The aim by 
stating the author’s preconceptions and values is to increase the reader's understandings 
of possible influences and how they may impact the thesis. As mentioned before, 
complete objectivity is impossible and the authors are aware that value and 
preconception influences might have influenced parts of the thesis. However, the 
authors have strived to minimize the latter by acting in good faith throughout the thesis 
as far to our understanding as possible. The author’s preconceptions are presented in 
chapter 2.2, scientific method and can support the reader in terms of confirmability. 
According to Finlay (2009, p. 29), triangulation can used to increase confirmability. The 
authors have collected data from three perspectives in order to create a deeper 
understanding about the research context, which supported the authors to minimize 
influences of personal preconceptions and values. Furthermore, the authors were 
objective in the interview procedures by gathering data through semi-structured 
interviews with open ended questions which no emphasis in influencing the interview 
participants. 
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Appendix 1: Interview guide for Molin Bil and 
Bilbolaget 
 
We are writing a Degree Project in business administration at Umeå University. We are 
investigating value delivery in business models and how changes in sales processes 
affect value delivery and consequently innovate business models. We are writing on 
commission from Realbridge, and are investigating how their sales process could be 
improved. Just to clarify, we do not work for Realbridge but have used their practical 
problem to form a thesis subject.  
● This study will be published online and be available to the public. We can, 

however, treat your and/or the company's’ name anonymously if you wish. 
● If you feel uncomfortable with answering any question, feel free to refrain from 

doing so. You can also discontinue the interview at any point.  
● With your permission, we would like to record the interview.  

 
Introductory questions 
● Can you briefly describe your company and its business? 
● Can you describe your role in the company? 

 
Customer buying process 
● How does your company proceed when a need is identified? 
● How do your company act when you are offered a solution to a need that you 

were not aware of? 
● Can you describe the company decision making process? 

○ How are decisions regarding purchases made? 
○ Who is the decision maker? 

● What do you know about Realbridge and their product? 
● How were you involved in the deal with Realbridge? 
● Were you aware of the problem/need that Realbridge offered to solve? 
● What options did you evaluate before deciding on Realbridge? 
● Before acquiring Realbridge product: 

○ What objections/risks did you identify? 
■ How were they overcome? 

○ How did evaluate the risk vs. benefits? 
● What was the main reason for acquiring Realbridge’s product? 
● How did the decision making process look like? 

○ Who was the decision maker? 
○ Was the decision maker/makers end-users of the product? 

 
Sales process 
● How did you first come in contact with Realbridge? 

○ Had you heard of them before? 
○ Who contacted you? 
○ Who sold to you? 

● Can you describe your initial impression of Realbridge? 
○ Did you understand the product? 

● Did the initial impression of Realbridge’s offer/product meet your later/current 
impression? 
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○ Yes: What is your impression of the product? 
○ No: How has it changed? 

● Can you describe the sale process from initial contact to closure? 
○ Approach > presentations > closure > follow up 

● In what stage did you decide to purchase the product? 
● How much contact occurred with Realbridge during the process? 

○ Too many/too few? 
● What part of the selling process did you value the most? 

○ Which part was most necessary/crucial? 
● Was there any activities/steps that you experienced unnecessary? 

○ Is there any part of this process that could have been done differently in 
order to: 
■ Simplify/shorten the process 
■ Ease your understanding of the product 
■ Better for you in general 

● How was the implementation of the product? 
○ Did it meet your expectation? 
○ Was it difficult? 

 
After sales 
● To what degree do you value a good relationship with the salesperson? 

○ How is the current relationship with Realbridge?  
● How much contact do you currently have with Realbridge? 

○ Do you want more or less contact? Why?  
● How would you prefer that the ongoing business with Realbridge proceed? 
● Do you currently have any other needs that Realbridge you believe Realbridge 

could solve?  
 
Ending questions 
● In hindsight: 

○ Would you initially have purchased the product online or by phone (if 
possible) 
■ Why/why not? 

○ Would you purchase additional features online or by phone? 
■ Why/why not? 

○ Initially, what solution(s) did Realbridge offer? 
○ What solution was: 

■ Considered more valued? 
■ Considered less valued? 

○ Which solution was vital for your decision to purchase Realbridge’s 
product?  

○ Can you describe how Realbridge have facilitated/helped your business? 
■ Does Realbridge product have any strategic impact on your 

business? 
■ Competitive advantage? 
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Appendix 2 - Interview guide for Åkessons bil  
 
We are writing a Degree Project in business administration at Umeå University. We are 
investigating value delivery in business models and how changes in sales processes 
affect value delivery and consequently innovate business models. We are writing on 
commission from Realbridge, and are investigating how their sales process could be 
improved. Just to clarify, we do not work for Realbridge but have used their practical 
problem to form a thesis subject.  
● This study will be published online and be available to the public. We can, 

however, treat your and/or the company's’ name anonymously if you wish. 
● If you feel uncomfortable with answering any question, feel free to refrain from 

doing so. You can also discontinue the interview at any point.  
● With your permission, we would like to record the interview.  

 
Introductory questions 
● Can you briefly describe your company and its business? 
● Can you describe your role within the business? 

 
Customer buying process and needs 
● How does Åkessons bil buying process look like? 

○ Who makes decision?  
○ How are decisions made? 
○ How can the employees influence decisions? 

 
Customer need 
● Do you have any current needs or something that could be made more efficient? 

○ What is the biggest time thief?  
 
Key management 
● How do you manage keys and cars? 
● Are you satisfied with the current solution? 
● Is it something you have reflected over? 
● Can it be made more efficient?  

○ How?  
● What would you think of a system that allows you to more effectively keep track 

of keys and cars? 
● How would your working routines change? 
● Would it be beneficial for you? 

○ How? 
 
Lead times 
● How does the process from acquiring a used car until it is sold look like? 
● Do you have a way for measuring how long it takes?  

○ Is this something you have reflected over? 
● What do you think about a system that would allow you to measure lead times? 
● Do you experience that the process is too long? 

○ What takes the longest time? 
● How would your daily work change if cars were more quickly ready to be sold? 
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Offered a solution 
● If you were approached by a company that offers a tool for key management 

and/or measuring lead times, would that be of interest? 
○ Why/why not? 

● What would the decision making process look like? 
● Whit what we have discussed in mind, have you realized any additional need 

you might have?  
 
[Describe Realbridge and their product]  
 
Risks 
● Do you see any concerns or risks with a product like Realbridge’s?  

○ Do you think changing daily routines will be difficult? 
● Have you at any other occasion acquired an external system that meant changes 

in your organization? 
 
Relationships 
● How do your relationships with partners look like? 

○ How much contact do you have? 
○ How is contact done? 

● What type of relationship do you prefer?  
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Appendix 3 - Interview guide for Realbridge 
 
We are writing a Degree Project in business administration at Umeå University. We are 
investigating value delivery in business models and how changes in sales processes 
affect value delivery and consequently innovate business models.  
● This study will be published online and be available to the public. We can, 

however, treat your and/or the company's’ name anonymously if you wish. 
● If you feel uncomfortable with answering any question, feel free to refrain from 

doing so. You can also discontinue the interview at any point.  
● With your permission, we would like to record the interview.  

 
Business model and product 
● Can you describe your business model?    

○ What value do you offer the customers? 
○ What additional value do you offer other than the actual product? 
○ How do you deliver value to the customer? 

● What is Realbridge’s main competitive advantage? 
 
Customer perception 
● What does the customer appreciate most about the product? 

○ What is easiest for the customer to understand? 
○ What is most difficult for the customer to understand? 

● What does the customer appreciate other than the actual product? 
● Does the product have any strategic impact or competitive advantage for the 

customer? 
○ How? 

 
Sales process 
● Do you have an official sales strategy? 
● What does the sales process look like?  
● Can you walk us through: 

○ Prospecting 
○ Pre-approach 
○ Approach 
○ Presentation 
○ Overcoming objections 
○ Close 
○ Follow up 

■ Which step is most important? 
■ Which step is less important? 
■ Which step is most important/appreciated by the customer? 
■ Which step is most problematic for you? 
■ Which part is most time consuming? 
■ Which part generates highest costs? 
■ How many meetings before closure? 
■ How does the process differ between a large and small deal? 

 
● How important is the selling process? 

○ Would the product be able to “sell itself”? 
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● Does the customers need to be persuaded? 
 
Value capture/cost structure 
● What is your biggest cost? 
● How large are the sales costs? 
● How many of those you contact purchase the product? 
● How many of those you visit purchase the product? 
● How much does it cost to sell to a customer? 
● How much do you earn from each customer?  
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Appendix 4 - Processed data 
Coded quotes and their assigned themes. The same quote can be in several themes. 
 
Q1, Q2, Q3...  = quote 1, quote 2, quote 3... 
OL Q: 1  = Olle Lundberg quote 1 
ST Q1  = Sven-Erik Timmersten quote 1 
AK Q1  = Anna-Karin Källenfors quote 1 
HL Q1  = Hans Lidholm quote 1 
 
Themes: 

Sales strategy 
from Realbridge’s 
point of view  

Customer need Value proposition 
and additional  
need 

Additional value 

OL Q: 9, 15, 16, 
17, 18, 19, 20, 21, 
22, 27, 24, 31, 32 

OL Q: 2, 3 5, 7, 8, 
11, 31 

OL Q: 10  OL Q: 4, 13, 14, 31 

ST Q: -  ST Q: 6, 7, 9, 10, 25 ST Q: 8, 9, 14, 17, 
23, 25  

ST Q: 13, 23, 24, 26 

AK Q: -  AK Q: 4, 9, 12, 41, 
43 

AK Q: 10, 12, 41, 
42 

AK Q: 13, 24, 25 

HL Q: - HL Q: 10, 11, 12, 
13, 14, 16, 17, 26 

HL Q: 7, 14 HL Q: -  

 
Themes: 

Customer buying 
process 

Acquisition of 
Realbridge’s 
product 

Implementation 
and challenges 

Strategic impact 
and importance 

OL Q: 24, 29 OL Q: - OL Q: 26, 28 OL Q: 11, 12, 13 

ST Q: 4, 5, 6 ST Q: 7, 8, 15, 17, 
18, 19, 21, 22, 23, 
25, 39 

ST Q: 11, 12, 27, 
28, 29, 30  

ST Q: 9, 14, 20, 21, 
40, 41, 42  

AK Q: 3, 4, 14 AK Q: 4, 5, 12, 14, 
17, 18, 20, 22, 23, 
26, 27 

AK Q: 4, 12, 13, 14, 
15, 30, 31, 32, 33, 41  

AK Q: 48, 49  

HL Q: 7, 9, 18, 19, 
20 

HL Q: - HL Q: -  HL Q: -  

 
 
 
 
 



  90 

Themes: 

Customer 
relationship 

Channels Presentation of  
organization and  
participant 

Quotes not used 

OL Q: 6, 30, 31  OL Q: 23, 25, 33, 35 OL Q: 1  OL Q: 34, 36, 37, 
38, 39, 40, 41, 42, 44 

ST Q: 31, 32, 33, 
34, 35  

ST Q: 36, 37,  ST Q: 1, 2, 3  ST Q: 16, 38  

AK Q: 16, 24, 25, 
34, 35, 36, 37, 39, 
40, 45, 46  

AK Q: 29, 45, 46, 
47  

AK Q: 1, 2, 3 AK Q: 6, 7, 8, 11, 
19, 28, 38, 44 

HL Q: 22, 23, 24 HL Q: -  HL: 1, 2, 3, 4, 5  HL Q: 6, 8, 15, 21, 
25  

 
 


