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Abstract 
In the current debate about the environmental situation we are in, many organizations are 
trying to decrease their climate effect. One way can be to reduce the amount of travels by 
increasing the usage of distance meetings.  
 
Other advantages distance technology brings are the cost and time savings that comes when 
the employees of the organization do not have to travel. There are no flight tickets, hotels or 
other travel expenses. The staff is more effective since they do not have to spend time waiting 
after checking in at the airport and they do not have to wait for their luggage or get stuck in a 
traffic jam to or from the airport.   
 
With all of these advantages one would think that most organizations would be willing to use 
this technology. This is however not the case. The usage today varies between heavy users to 
reluctant users.   
 
In an attempt to find differences between heavy and light users of distance technology four 
out of 12 county councils1 in Sweden have been studied. In each of the county councils two 
interviews have been performed, one with the management and one with an average user of 
distance technology. The interviews showed that there are only a few things that differ 
between the frequent users and the less frequent users. One of the significant differences are 
the availability of support, the heavy users have easy access to support in case the user 
experiences problems whereas the light users have trouble to get assistance. The education of 
the users are another thing that are different between the groups, the organizations with high 
usage have well educated users at the same time as the light users are less educated on the 
usage of the technology. When looking at the process of setting up a distance meeting there 
are differences between the groups, the high users have a process that is similar to the process 
of setting up a regular meeting, the light users have a more complex process when using 
distance technology compared to regular meetings. The last difference is when distance 
meetings are considered to be an alternative as to how to hold the meeting. The light users 
have some cases when distance technology is excluded as an alternative whereas the heavy 
users always consider distance meetings as an alternative instead of travels. 
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1 Introduction  
In today’s business environment, travels are a common occurrence. According to Vägverket 
(2004) there are 235 million business travels annually in Sweden. The study shows that the 
business travels makes up 50 percent of the total amount of travels in Sweden. In a study 
made by Daun, Sundkvist and Normark (2006) one can see that organizations are realizing 
that there is money to save, if they can minimize the number of travels. Distance-meeting 
technology can offer cost effective alternatives. 
 
A good example of the cost reduction that distance meeting technology can offer is the fact 
that the average Tandberg customer has re-earned their investment within the first year 
(personal communication with Dan Honour, Sales training manager at Tandberg Norway). 
 
An increasing problem in the world today is the high levels of pollution. As a step on the way 
of reaching a solution to this problem the Kyoto treaty was created. This treaty means that 
countries have signed a contract where they will be penalized if they cannot reduce their 
pollution with a certain amount. There are many countries that are heading towards a penalty 
if they continue as they are today (Karlsson, 2005). Influenced by the treaty the Swedish 
government has set up even stricter environmental demands. This has led to the fact that 
Swedish organizations have tough demands to meet. A possible solution to this problem is to 
reduce the amount of travels and thereby reduce pollution.  
 
Another disadvantage of travels, notwithstanding that they pollute the environment is they 
also occupy a lot of time for the person traveling.  
 
The increase of terrorist activity over the last few years has given people another reason to be 
reluctant to travel. People have realized that their life might be at risk if they travel. This is 
something that could cause personal distress for the employees that have to travel. 
 
With all these arguments for distance meetings one would think that most organizations 
would be heavy users of the distance meeting technologies. This is however not the case, 
many organizations use only telephone-conferencing (Daun et al). Only 11 percent use all 
available technologies, telephone-, video- and web-conferences (ibid). 
 

1.1 Background 

Distance meetings can employ different types of conferences, telephone, video and web, 
therefore a short description of the different conferences will be given below.  
 
The telephone-conferences of today have been around since the late 80’s when Genesys 
Conferencing launched the first fully automated conferencing service, TeleMeeting (Genesys 
Conferencing). Video- and web-conferences on the other hand are new occurrences on the 
conferencing market compared to telephone-conferencing. These new technologies were 
introduced commercially in the late 90’s (personal communications with Bengt Grahn, CEO 
ComPodium International AB). At that time there were both dedicated video-rooms with 
dedicated internet connections as well as web based systems (ibid). 
 
In the beginning the video-conferencing technology was untested and had quiet a few flaws, 
but as most products it has developed over time. Today the technology has come a long way 
from the first jerky video streams, unfortunately it seems like some companies still think that 
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video-conferences consist of jerky pictures (personal communication with Bengt Grahn, CEO 
ComPodium International AB).  
 
According to a study of Swedish organizations and their Internet and computer habits 
(Statistiska centralbyrån [SCB], 2005) 95 % of organizations with more than ten employees 
has Internet connection. Since Internet connection is a prerequisite for video and web-
conferences this is an enabling situation. Also another study (Daun et al) showed that 49 % of 
organizations have used either video- or web-conferences. 
 
Market researchers anticipate that the distance meeting markets in Europe and Asia will grow 
with almost 20 % 2006 (Wainhouse Research, 2005). Wainhouse also predict that the 
American market will recover from last years 3.8 % decline. It is even predicted to be the 
biggest contributor to the total revenue in the market. This is no surprise seeing as the 
American market makes up 74 % of the total market (ibid).  
 
There are three models that can be used to determine how customers adopts new products and 
how the demand will change over time, the Diffusion of innovation process (Jobber, 2004), 
the Product life-cycle (PLC) (Kotler, Keller, 2006) and the Technology life-cycle (TLC) 
(ibid). These models predict that the demand the customers will have for a product or 
technology will be low in the beginning and will then have a logarithmic growth to later 
stabilize and finally decline.  
 
To determine what makes a customer accept a new technology or not there is a model called 
Technology Acceptance Model (TAM). TAM is an extension of Fischbein and Ajzen’s model 
Theory of Reasoned Action (TRA). TAM takes the users attitude of Perceived Usefulness 
(PU) and Perceived Ease of Use (PEOU) in to consideration (Malhotra, Galleta, 1999). There 
is also an extension of TAM that includes the users Psychological Attachment (PA)(ibid). In 
the extended TAM that Malhotra and Galleta presents in their report, a user’s attitude towards 
a technology depends on if their personal values are fulfilled, if they think that the technology 
will make their work easier and if the technology is easy to use.  
 
Just because a customer has a positive attitude towards a new technology does not mean that 
he/she will use it. According to Michel R. Solomon (2004), a product has to go through the 
customer’s evaluation process and come out as the best product for the customer’s need in 
order to be tested. Depending on the complexity of the product the extent of the evaluation 
process will vary, the more complex product the more extensive evaluation. (ibid) 
 
When there is more than one person involved in a purchase Bonoma (1982) provides a model 
called ‘The Buying Centre’ that explains the different roles that the people involved can take. 
The different roles in Bonoma’s model are initiator, decider, influencers, purchaser, users, and 
gatekeeper. The different roles look at the purchase from different angles and might value 
different characteristics of the product (ibid). In a report by Johnston and Bonoma (1981) five 
different variables of a buying centre are introduced. They are vertical involvement, lateral 
involvement, extensivity, connectedness and centrality.  
 
When trying to decide which product to buy, customers use different decision rules to 
evaluate the different alternatives. According to Solomon (2004) there are two main 
categories of rules, compensatory and non-compensatory rules. Solomon also claims that 
there are different versions of rules in each category.  
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Once a customer has been convinced to try a new product it is important that the product 
meets the customer’s expectations not to disappoint him or her. According to the Kano model 
it is even better if the product supersedes the customer’s expectations and fulfills needs the 
customer did not even know they had. (Bergman, Klefsjö, 2006) 
 
To create a good brand image for a product one needs to have a good balance between the 
elements of product, price, place and promotion. But since distance-meetings is a product 
with a high level of services there is three additional P’s to take in to consideration. The P’s 
are people, process and physical evidence (Jobber, 2004). As if three more P’s would not 
create enough work, services have a couple of characteristics that makes it harder for a 
customer to compare offers (ibid). First of all a service is inseparable, which means that it is 
produced at the same time as it is consumed, so it is impossible to correct mistakes made 
during manufacturing before the service reaches the customer, according to Jobber. Since the 
service is produced and consumed at the same time it means it cannot be stored (ibid). Jobber 
means that a company cannot use a temporary lack of orders to build up a stock to ride out a 
peak of demand. It is also difficult to standardize a service since it is likely that it will be 
different employees that perform the service to different customers. Therefore Jobber thinks 
that it is vital to have a good training of the staff, so that the quality of the service does not 
differ from time to time. A reason why it is so important to maintain a good quality every 
time is that ‘word of mouth’ is almost the only thing a new customer can use to evaluate a 
service. The only tangible cues for services are pictures and statistics or brand images (ibid). 
 
Jobber provides a model of the value a customer sees with a product that incorporates most of 
the theories and models mentioned above. The model handles the customer value, comparing 
the perceived benefits with the perceived costs. If the benefits are bigger than the costs a 
positive value is created. It is also important that the perceived value and the experienced 
value are close to each other. (ibid)  
 

1.2 Problem discussion 

When looking at organizational usage of distance-meetings there are about 50 % that use at 
least one of the Internet based technologies and a few percent that do not use any distance-
meetings, the rest only use telephone-conferencing (Daun et al, 2006).  
 
When looking at all the benefits mentioned in the introduction one would think that most 
organizations would like to always use distance-meetings, but this is not the case and 
organizations in some cases have even stopped using them (personal communication with 
Bengt Grahn, CEO ComPodium International AB). At the same time as other organizations 
are appreciating the technology so much that they are integrating backwards in the supply 
chain, and starting to produce their own distance-meetings instead of buying that service, as a 
way of saving even more money (ibid). This indicates that there are quite different views on 
the value that distance meetings can deliver. 
 
If the results of the surveys by Wainhouse and Daun et al are compared to the models of TLC, 
PLC and the diffusion of innovation process, then it seems like distance meetings are in the 
growth stage. Therefore it looks like there is something peculiar when some customers are 
abandoning the technology, like they would do in the decline stage. 
 
As a study by Ekelund & Feychting and a thesis by Bäck & Lovén (2002) indicate that 
distance meetings are not a universal solution to replace all kinds of meetings. The meetings 
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that are suitable for distance meetings are short, informational-, reporting- or follow-up 
meetings (Ekelund et al). Meetings that should be held in the old fashioned way are meetings 
with a deep communication, long meetings or start-up meetings where the participants do not 
previously know each other (ibid).  
 
For some reason organizations choose different ways of satisfying their need for a meeting, 
some often use distance technology and some seldom do. 
The research problem is therefore formulated as follows. 
 
How can the factors influencing the usage of distance meetings be characterized? 
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2 Theories and models 
To get a deeper understanding of the factors that can influence the usage of distance meetings, 
one needs to be familiar with the theories and models mentioned in the previous chapter. 
Therefore the theories and models will be explained more thoroughly in this chapter. The 
theories and models that will be explained are: 

• Diffusion of innovation process 
• Product and technology life-cycles 
• Technology acceptance model 
• Customer decision making process 
• Buying centre 
• Decision rules 
• Kano model 
• 7p´s and characteristics of service marketing 
• Customer value creation 

 

2.1 Diffusion of innovation process 

The different customers that adopt a product at different time during its lifecycle have 
different characteristics. According to Jobber, (2004), 2,5 % belong to the innovators, 13,5 % 
are early adopters, 34 % early majority, 34 % late majority and the rest, 16 % are laggards.  
 
The characteristics for innovators and early adopters are that they are willing to buy a new 
and untested product. The two biggest groups, early and late majority, are the groups of 
customers that want the product to be accepted by the market before they buy. They do not 
want to take big chances by buying an untested product. Last in the line of acceptance come 
the laggards. The laggards are the group of customers that want to avoid all elements of risk. 
They buy the product once it has received complete acceptance from the market (ibid). 
 

2.2 Product and technology life-cycles 

A product or technology’s lifecycle consists of four different stages, introduction, growth, 
maturity and decline. (Jobber, 2004)  
 
In the first stage, introduction, the innovators and early adopters of the product are the only 
customers. The increase of demand is therefore growing slowly in this stage (ibid). 
 
The growth of demand increases dramatically in the second stage, growth. Here the early 
majority come in to the picture. At this point the product has been tested for a while by the 
innovators and early adopters and all major flaws have been corrected. The early adopters are 
still taking a small risk since it is still a quiet new product and the product is still under 
development (ibid). 
 
Once the product reaches the third stage, maturity, the demand is stabilizing. The new 
customers in this phase are the late majority. There is a very small risk involved with buying 
the product in this stage. Now the product is known by most potential customers and it has 
been around for a quite a while, so the risk of unknown errors are small (ibid). 
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The last stage of a products life is the decline stage. In the decline stage the only new 
customers are the laggards. In the decline stage, as the name suggests, the demand is falling. 
The reason for the decline is often that the customers that tried the product early are likely to 
have found another product with newer technology and other benefits to try (ibid). 
 
Once a product has reached the decline stage the company has two choices. Either try to 
squeeze the last money from the product or invest more money in to it to upgrade it with new 
features (ibid). 
 

2.3 Technology acceptance model 

The TAM is a model that tries to explain how a user reasons when it comes to accepting a 
new technology or not. 
 
In the original TAM model (figure 1), it is claimed that external influences affect the 
perceived ease of use (PEOU) and perceived usefulness (PU) that the individual has toward a 
new technology. The PU and PEOU are in-turn influencing the attitude towards using the 
technology (A). The PU and A have an effect on the person’s behavioral intentions (BI). In 
the end the BI has effect on the final decision if the person will use the technology or not. 
(Malhotra et al. 1999) 

According to a study (Malhotra et al. 1999) an extension to TAM can be made (figure 2). In 
the extended TAM the external influences has been replaced by psychological attachment, 
which is said to only affect A instead of PU and PEOU. The psychological attachment 
consists of three factors, compliance, internalization and identification. If the psychological 
attachment is compliance, the person is only considering using the technology to avoid 
punishment or to comply with rules. If the attachment is identification the motivation is to 
maintain a relation to another person or group by using the technology. An internalization 
motivation is when the technology complies with the individual’s personal values. The theory 
is that depending on the underlying motivation the use could range from just compliant use to 
committed use. The result of the study showed that the factors identification and 
internalization should be combined to represent the positive effect on attitude and that 
compliance works as a negative effect.  

 

External 
influences 

Perceived 
ease of use 
(PEOU) 

Perceived 
usefulness 
(PU) 

Attitude 
toward 
using (A) 

Behavioral 
intention (BI) 

Actual 
use 

Figure 1. Original TAM 
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2.4 Customer decision making process 

Solomon (2004) claims that a customer goes through four different stages in a decision 
making process before coming to an outcome. The different stages are problem recognition, 
information search, evaluation of alternatives and product choice (figure 3).  

It is not always a customer goes through all of the steps in the model. It depends on if it is a 
new problem that needs to be solved or if it is a known problem that occurs often. In the case 
of a known problem, the customer might skip most of the steps and rely on a straight re-buy 
from a supplier previously used. A new problem often requires that all of the steps will be 
addressed to some extent. Generally one can say that the bigger the investment is the more 
thoroughly each step will be addressed (ibid). 
 
The first stage, problem recognition, means that a customer realizes that there is a problem 
that needs to be solved (ibid). The problem can be anything from needing to make a note of 
some kind to a major failure in the assembly line. The solving of the first problem will 
probably be just going back to the same supplier that the company ordered its pens from 
previously. In the latter case, it is likely that the rest of the steps in the process will be used 
since that is an important investment.  
 
The second step that Solomon mentions is the information search. In this step the customer 
scans the surroundings for information about different ways of solving the problem and also 
for more information about specific products. Sources of information could, according to 
Solomon, be the Internet, word of mouth, companies’ homepages, commercials or previously 
known information. 
 
Evaluation of alternative is the step that follows the search for information. In this step 
Solomon claims that the customer arranges the different products that he/she knows in to 
different sets. The set that the customer is considering to use to solve their problem is called 
the evoked set (ibid). The screening to determine what products that end up in the evoked set 

 

Psychological 
attachment 

Perceived 
ease of use 
(PEOU) 

Perceived 
usefulness 
(PU) 

Attitude 
toward 
using (A) 

Behavioral 
intention (BI) 

Actual 
use 

Figure 2. Extended TAM 

 

Problem 
recognition 
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search 

Evaluation of 
alternatives 

Product 
choice 

Outcome 

Figure 3. Customer decision model (Solomon, 2004) 
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is based on the information found in the previous step and on previous experiences with 
products. It is easier for a new product to make it in to the evoked set, than it is for a product 
that has been evaluated before and rejected. This is according to Solomon because the 
customer already has a negative image of the previously evaluated product. It is even harder 
for a product to get in to the evoked set if it has been tested and did not fulfill the customer’s 
expectations (ibid).  
The last step before the customer comes to an outcome is the product choice. In this step the 
customer looks more closely on the products in the evoked set and decides which of them that 
meets the demands most closely (Solomon, 2004).  
 

2.5 Buying centre 

When more than one person is involved in a buying decision they are members of a buying 
centre. In the buying centre there are a few different roles, initiator, decider, influencers, 
purchaser, users, and gatekeeper (Bonoma, 1982). One or several persons can hold these 
roles, and one person can have several roles. The roles can also change during the buying 
process and people can be added or removed from the centre. 
 
The buying centre still goes through the same decision making process as a single customer. 
But since there are more people involved in making the decision it is a bit more complex.  
 
The initiator in the buying centre is the person that starts the purchasing process by 
recognizing a need for a product (ibid). 
 
The person that ends the buying process is the decider that has the final say about if there will 
be a purchase or not (ibid). 
 
If the decision maker has decided that there will be a purchase, then the purchaser will make 
the purchase according to the budget for the purchase (ibid). 
 
The influencers are the people who “have a say” in the purchasing decision. The influencer 
can be anyone in the company, from a mechanic to a top executive (ibid). 
 
Hopefully the decision maker will take the final users interests in to consideration even if the 
users are not necessarily represented in the buying centre. Sometimes they are actively 
involved in the buying process so that they can have a direct influence on the outcome (ibid). 
 
The final role in the buying centre is the gatekeeper and it is, as the name suggests, the person 
that controls what information that comes in to the buying center or not. The gatekeeper has a 
powerful position since they can influence the outcome by selecting what information the rest 
of the centre gets (ibid). A good relationship with the gatekeeper can be priceless for a 
supplier.  
 
There are different kinds of power that people in the different roles can use to either favor a 
decision or veto it (ibid). The different powers Bonoma uses are reward, corrective, attraction, 
expert and status power.  
 
The reward power is the power that a manager has to reward employees monetary, social, 
political or psychological in order to encourage a decision (ibid). 
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Another way to favor a decision is to use corrective power. The corrective power refers to a 
manager’s ability to impose punishment on others (ibid). 
 
A power that Bonoma says can be used both to champion a product as well as veto it is the 
attraction power. The attraction power refers to a person’s ability to charm or persuade people 
(ibid).  
 
When a person in the company is believed to have great experience in a specific field, the 
person can be listened to in the role of an expert. Since most people trust an expert the expert 
has a power that can be used to veto a purchase (ibid). 
 
The last power is the status power and that is the power that comes with having a high 
position in the company. This power is one that can be used to veto a proposition (ibid). 
 
As mentioned earlier Johnston et al introduced five variables of the buying center.  
 
Vertical involvement. “The vertical involvement is characterized by the number of levels of 
the organization’s authority hierarchy exerting influence and communicating within the 
buying center.” (Johnston et al p. 146)   
 
Lateral  involvement. “This dimension can be operationalized as the number of separate 
departments, divisions or firm functional areas involved in the purchase decision.” (Johnston 
et al p. 147) 
 
Extencivity. “Extencivity  or the number of individuals involved in the buying communication 
network.” (Johnston et al p.147) 
 
Connectedness. “This concept and its associated measure indicate the degree to which the 
members of the buying centre are linked with each other by directed communications 
concerning the purchase.” (Johnston et al p. 147) 
 
Centrality. “Centrality of the purchasing manager in the buying communication network.” 
(Johnston et al p. 147) 
 
Webster and Wind (1972) has mentioned a model called the decision making unit (DMU) that 
is almost identical to the buying centre. The difference is that the DMU is used when looking 
at decisions instead of purchases.  
 

2.6 Decision rules 

According to Solomon (2004) customers use different rules when deciding what product to 
choose. There are two main rules, non-compensatory and compensatory rules. The non-
compensatory rules are rules that make it impossible for a product to make up for a 
shortcoming on a feature by being better on another one (ibid). To put it simply these rules 
eliminate products that do not meet some basic standards. There are three different non-
compensatory rules, the lexicographic rule, the elimination-by-aspects rule and the 
conjunctive rule. The compensatory rule has two different types, the simple additive and the 
weighted additive rules.  
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If the lexicographic rule is used only the most important characteristic is considered. The 
product that performs best on that characteristic is chosen. If two products perform equally on 
the most important factor, then the second most important factor is considered for those two 
products (ibid).  
 
When the elimination-by-aspects rule is used, products are also graded on the most important 
attribute. The difference to the previous rule is that, in this case, certain specific cutoffs are 
imposed (ibid). 
 
The conjunctive rule evaluates brands and not attributes as the other two rules does. This rule 
chooses the product that meets all of the cutoffs and eliminates the ones that fail to meet any. 
If more than one or no brand meets all the cutoffs then the decision can be delayed, the cutoff 
criteria can be modified or the decision rule can be changed (ibid). 
 
The first of the compensatory rules, the simple additive rule, is simply adding up products 
positive features and the product with the highest score is chosen. A drawback with this 
method is that a customer can be led by advertising to believe that a standard feature is 
something that other products lack and therefore count it as a positive feature for a specific 
product (ibid).  
 
The other compensatory rule, the weighted additive rule, is a more complex version of the 
first. In this case the customer takes the relative importance of the positive attributes in to 
consideration. This is done by multiplying different attributes with weighting (ibid).  
 

2.7 Kano model 

According to the Kano model there are three different kinds of characteristics for a product. 
The first level is the ‘must be’ characteristics, these are the characteristics that the customer 
takes for granted. If the ‘must be’ is not fulfilled the customer will be dissatisfied, if they are 
fulfilled the customer will be in a neutral state. In most cases a ‘must be’ is so obvious to the 
customer that it will not even be mentioned if they are asked what they look for in a product. 
(Jobber, 2004) 
 
The second level of characteristics is the ‘more is better’. These are characteristics that the 
customer lists if asked what they look for. When fulfilling the ‘more is better’ the customer 
could go from a neutral to a satisfied stage. (ibid) 
 
To create a delighted customer one needs to fulfill the ‘delighter’ characteristics. These are 
the characteristics that the customer is unaware of. Things the customers did not know the 
product could do but that solves a known or unknown problem work as delighters. 
‘Delighters’ cannot prevent a customer from being dissatisfied, but can transfer a neutral or 
satisfied customer to a delighted customer. One risk with ‘delighters’ is that they over time 
can become a ‘more is better’ or even a ‘must be’. (ibid) 
 

2.8 7p’s and characteristics of service marketing 

When marketing services the marketer has to take three extra P’s, people, process and 
physical evidence, into consideration compared to the standard four (product, price, place and 
promotion). All of these P’s require a strategy and they should all work together to create a 
brand image (Jobber, 2004). 
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The marketer also has to handle four characteristics of a service, inseparability, intangibility, 
perishability and variability.  
     
2.8.1 Product 

The product in the case of distance meetings would be both the hardware and the services. 
The product strategy will determine what characteristics the product will have. The 
characteristics can involve quality, design or features.  It will also be an image strategy for the 
brand together with some of the other P’s such as price and place. A company can use 
different products to cover different segments of the market. It can also modify the products 
characteristics depending on the culture and values of a country, if it is sold internationally 
(ibid). 
 
2.8.2 Price 

First of all when deciding a price for a product, one has to decide what type of pricing to 
apply. Should the product carry a part of the fixed costs or should it only cover the direct 
costs. When making this decision it helps to know if the price sensitivity of the customers is 
elastic or inelastic. Depending on the price sensitivity different strategies can be used to 
match demand with the supply and maximize profits (ibid). 
 
When the price sensitivity and pricing method is decided, one might think that all is done, but 
that is not the case. There are at least three more things that have to be taken into 
consideration; where the product is in the PLC, brand image and quality indications (ibid). 
 
The product’s place in the PLC has an effect on the price of the product since there is a 
difference between launching a new product, making a market share grow or divesting a 
product. When introducing a product a price that undercuts the competitors’ prices would 
stimulate trial and also in the beginning of the PLC there are fewer competitors to take in to 
consideration. When trying to increase a market share, the same strategy of undercutting 
competitors’ prices could be used, but only against the competitors in the same segment. If 
the product is in the end of the life-cycle and a divesting strategy has been chosen the pricing 
is used to make as much money on the product as possible during its’ final period on the 
market (ibid). 
 
Depending on what image the product has different pricings should be applied. A product that 
is supposed to be high-end cannot be priced at the same level as a low-end product (ibid). 
 
When dealing with services price is one of the strongest quality indicators for potential 
customers. The customer often thinks that a more expensive service is better than a cheap one. 
This means that a service has to be priced consistent with the brand image (ibid). 
 
2.8.3 Place 

When trying to distribute a product there are numerous ways to do it, you can use a retailer, 
wholesaler, agent or sell directly to the customer. Services are a bit different since they cannot 
be stored, therefore an agent is the only intermediary that is possible to use (ibid). 
 
When designing the distribution channel, one has to think about the fact that more 
intermediaries induce more costs and lower the level of control. It is also important that the 
place where the product is sold to the end consumer is consistent with the brand image. A 
luxury product should not be sold in a low price store (ibid). 
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2.8.4 Promotion 

In promotion, every activity that aims to sell the product is included. It is not only the ads that 
a company produces, it is also the selling personnel and PR activities. 
 
In B2B a personal selling approach is the most common way to handle the promotion, 
together with some advertisements and trade shows (ibid). 
 
There are a couple of different reasons to do promotion, it could be to make people aware of 
your product, create sales or repositioning a brand or product (ibid). 
 
2.8.5 People 

Since there is no tangible product in a service, the people performing the services are a part of 
the customers’ perception of the service. If the people are not acting in an appropriate manner 
there is a risk that the customer will be put off to buying the product (ibid). 
 
2.8.6 Process 

The process is the flow and activities surrounding the service. Ways of reducing waiting time 
is a way of improving the process and so is making the time spent waiting more enjoyable 
(ibid). 
 
2.8.7 Physical evidence 

Physical evidence is the environment in which the service is delivered. In the case of distance 
meetings it would be the interface of the software and the interior and decorations in the 
conference rooms. It is one of the most tangible parts of a service, together with the people 
(ibid). 
 
2.8.8 Inseparable 

As mentioned before services are inseparable, that is they are produced as they are consumed. 
This fact increases the importance of the manners and appearance of the employees that 
interact with the customers, since that is a big part of the experience of the service.  
It is also important to avoid inter-customer conflicts since it is usual that many customers 
enjoy the same service at the same time (ibid). 
 
2.8.9 Intangible 
As there is nothing tangible in a service it is important to help the customer as much as 
possible when it comes to evaluating the service before buying. A way of helping the 
customer could be providing pictures of the service or testimonials from existing customers. 
A benefit with a service is that you cannot own a service, only pay for using it. This induces 
lower capital costs (ibid). 
 
2.8.10 Variable  

As a service is inseparable and performed by different employees it could be a subject for 
variability.   
 
To reduce the variability, standardization is recommended, as far as it is possible with a 
service. Training of the staff reduces the risk that the service produced by two different 
employees would differ (ibid). 
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2.8.11 Perishable 

Perishability means that a service cannot be stored for the future. This creates a problem for 
the service provider. A product manufacturer can use periods of low demand to build up the 
levels of stock to be able to ride out peaks in demand (ibid). 
 
A way of handling demand peaks in the service market can be to use part-time employees or 
try to get customers to use the service during off-peek hours by differential pricing (ibid). 
 
Differential pricing would mean that the price of the service would be lower during the off-
peak hours and if the peaks are high the price could be more expensive than the normal price 
during peak hours (ibid). 
 

2.9 Customer value creation 

In order to create a positive value for a customer the perceived benefits have to be bigger than 
the perceived sacrifices. Benefits can be product benefits, service benefits, relational benefits 
or image benefits. The sacrifices could be monetary costs, time costs, energy costs or 
psychological costs (Jobber, 2004). 
 
Once a positive value is created the customer is likely to consider that product. If the 
customer decides to buy the product it is important that the experienced value reaches at least 
the level of the perceived value. Reasons for failure in this task could be misconceptions, 
inadequate resources, inadequate delivery or exaggerated promises.  If this fails the risk that 
the customer will switch to a different brand is high (ibid). 

 

2.10  Research questions 

In order to be able to answer the research problem it has to be further divided into research 
questions. Looking at the customer decision making process, illustrated in figure 3, and the 
two most critical steps seems to be the information search and the evaluation of alternatives, 
but also to some degree the need recognition. In the information search the customer makes 
up his/her mind of what alternatives are to be considered or not. The evaluation of the 
alternatives that are considered will lead to a decision of what solution will be used. It is 
important to understand how a customer thinks in these steps and what is valued the highest.  
Therefore the research questions will be: 
 
RQ 1: How can the decision process be characterized? 

RQ 2: How is the need for a meeting defined? 

RQ 3: How can the factors influencing whether distance meetings are an alternative or not 

be characterized? 

RQ 4: How can the factors influencing the evaluation of alternatives be described? 

RQ 5: How can the evaluation process be defined? 

RQ 6: How can the buying centre be characterized? 
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3 Frame of references 
To give a deeper understanding of how each of the research questions will be approached and 
in what way they will be measured a more extensive explanation of each question will be 
given below.  
 

3.1 RQ 1: How can the decision process be characterized? 

 
3.1.1 Concept 

The first RQ is looking at the decision process. The concept that will be used to answer this 
RQ is Solomon’s decision making process. 
 
3.1.2 Conceptual definition 

The customer decision making process as it is defined by Solomon contains five different 
steps that the customer goes through in order to come to a decision. Throughout the process 
the products are compared and evaluated and finally one is chosen and the other rejected.  
 

3.1.3 Operationalization  

A step in the decision making process is a phase that the customer goes through in order to 
reach a decision.  
 
The different steps mentioned by Solomon in the literature are: 

• Problem definition 
• Information search 
• Evaluation of alternatives 
• Product choice 
• Outcome 

 

3.2 RQ 2: How is the need for a meeting defined? 

 
3.2.1 Concept 

In RQ 2 the goal is to see how the different users look on the need for a meeting, based upon 
the first step in Solomon’s decision making process. What different purposes do meetings 
have in organization and for which distance meetings are used. As mentioned both by 
Ekelund et al and Bäck et al distance meetings are not suitable for all meetings.  
 
3.2.2 Conceptual definition 

According to Bäck et al formal meetings are characterized by having a purpose, a time and a 
place. As the time and place is not of interest in this question only the purpose will be 
addressed. A purpose in this case will be the reason for having a meeting.  
 
3.2.3 Operationalization 

A list of purposes of meetings will be put together to answer this question. Some of the 
purposes a meeting can have according to Ekelund et al and Bäck et al are: 

• Distributing information 
• Starting new relationships 
• Personal communication 
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• Reporting  
• Follow-up  
 

3.3 RQ 3: How can the factors influencing whether distance 
meetings are an alternative or not be characterized? 

 
3.3.1 Concept 

With RQ 3, the goal is to determine in which of the sets mentioned by Solomon (2004) that 
the distance meetings end up in after the information search in the decision making process.  
 
3.3.2 Conceptual definition 

The three sets mentioned by Solomon is said to be general set that should be applicable in 
most buying processes and therefore the model will be accepted without change. 
 

3.3.3 Operationalization 

For each purpose found in RQ 2, the set in which distance meetings appears will be 
determined. The different sets mentioned by Solomon are: 

• Known and considered 
• Known and rejected  
• Unknown set 

 

3.4 RQ 4: How can the factors influencing the evaluation of 
alternatives be described? 

 

3.4.1 Concept 

In RQ 4 there are several factors that have to be compared to each other according to the 
decision rules presented by Solomon (2004). With this question the main goal is to try to 
determine what factors that are considered. The TAM and customer value creation indicates 
that the perceived values have to be bigger than the perceived costs. The benefits and costs 
can be made up by the 7 P’s of marketing and the different nature of customers in the 
diffusion of innovation process indicates that different customers can value them differently. 
Also the position in the TLC and PLC can affect the decision if risk is valued highly.  
 
According to the TAM an employee can have three different reasons to use a technology 
based on beliefs and the organizations policies. The actions that the organization has taken to 
influence the use of distance meetings can also be a factor to take into consideration.  
 
3.4.2 Conceptual definition 

As Jobber suggests a customer looks on several different factors before deciding on an 
alternative. The different factors mentioned by Jobber and Malhotra et al is a good start in 
what to look for, but it is likely that there will be more factors than the models include since 
they are general models.  
 
3.4.3 Operationalization 

In the literature a number of potentially influencing factors are mentioned, since these are 
general factors and explanation to each will be given as to how they will be interpreted in this 
study. 
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• Perceived risk – when a user experiences a risk by choosing to hold a meeting a 
certain way. It could be the risk of not getting a point of view across to the other party 

of the meeting. 

• Perceived benefit – the benefits that comes with choosing an alternative, such as 
reduced travel time. 

• Product – special features of a meeting type. 

• Price – the cost of choosing an alternative. 

• Place – who provides the meeting alternative. 

• Promotion – information about a meeting type, for example a colleague can have 
previous experience of a positive or negative nature. 

• People – the people involved in supplying the form of meeting, such as the 
receptionists or scheduling office. 

• Process – the process of setting up a meeting. 

• Physical evidence – since meetings are services this would be the interior of the 
meeting rooms or the interface of a videoconferencing system. 

• Inseparability – the providers’ interaction with the customers is an example of 
inseparability. 

• Perishability – fully booked meeting rooms would indicate a perishability problem. 

• Variability – inconsequent meeting quality would be an example of the variability of 
meetings. 

• Intangibility – since services are intangible pictures are commonly used in an attempt 
to show the customer what will be performed. 

• Psychological attachment – if a user chooses a certain type of meeting to avoid 
punishment or to fit in to a group that would be because of the psychological 

attachment to the meeting type. 

• PU – when a user thinks that one form of meeting is more useful than other. 

• PEOU – when a user believes that one type of meeting is easier to use than another. 
• Previous experiences – if a user bases a choice upon previous experiences with a form 

of meetings. 

 

3.5 RQ 5: How can the evaluation process be defined? 

 
3.5.1 Concept 

RQ 5 will look in to what model is used when evaluating the known and considered 
alternatives. The models that the evaluation will be compared to are the decision rules 
mentioned by Solomon. As Bonoma suggests different roles in the decision making unit can 
have champion power or veto power for an alternative. So it is also important to look in to 
how the different parts of the buying centre evaluates the alternatives and if they override the 
models by veto or champion an alternative that otherwise would have been 
included/excluded.  
 
3.5.2 Conceptual definition 

The different rules that Solomon mentions will be used, but it is likely that a combination of 
several are used, since the reality seldom is as simple as the theory.  
  
3.5.3 Operationalization 

Based upon the answers given in RQ 4, it will be determined how the factors are used, if they 
are weighted or if cutoffs are used. These findings will be compared to the characteristics of 
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Solomon’s decision making rules to determine if a single rule is used or if there are 
combinations of several.  
 

3.6 RQ 6: How can the DMU be characterized? 

 

3.6.1 Concept 

The last research question is looking in to how the unit that makes the decision is put together, 
how many levels of the organization that are involved and how many different people are a 
part of the unit and if all the roles presented by Bonoma are present. Since this question is 
more regarding the decision rather than the purchase the concept DMU mentioned by Webster 
and Wind (1972) will be used instead of the buying centre.  
 
3.6.2 Conceptual definition 

Because of the low amount of money involved in the purchase of a distance meeting it is not 
likely that there is a large amount of people involved in the DMU but most of the roles should 
be represented, so no exclusion of roles will be made previous to the case study.  
 
Since a low amount of people are expected in the DMU the factors of the buying centre 
mentioned by Johnston will not be included. 
 

3.6.3 Operationalization 

The size of the DMU will be measured. Additionally, it will also be determined whether all of 
the roles mentioned by Bonoma are present. The roles that Bonoma mentions are: 

• Initiator 
• Decider 
• Influencers 
• Purchaser  
• Users 
• Gatekeeper 

 

3.7 Research model 

To give a better understanding of how all of the RQs are connected to the research problems 
an illustration is presented in Figure 5. The model is based on the theories and models in 
Chapter 2. 
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The decision making process starts when someone in the DMU states a need for a meeting. 
The different alternatives to satisfy the meeting need will be placed in one of the sets, known 
and considered, known and rejected, or if there are alternatives that the DMU are unaware of, 
the unknown set. To include alternatives that are placed in the unknown set the DMU must 
perform an initial information search when they have stated the need for a meeting. A policy 
is one way that members of the DMU can use to influence the placement of the alternatives 
(other influences are mentioned in chapter 2). The alternatives that end up in the known and 
considered set are evaluated according to an evaluation method that uses evaluation variables. 
In this step the DMU can influence the outcome of the evaluation by for example veto an 
alternative. If distance technology is selected as the method to satisfy the meeting need and it 
was in the unknown set prior to the process it will end up in one of the known sets the next 
time a similar need is stated.  

 
Figure 5. Research model. 
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4 Method 
When deciding the proper method to use in this project the research problem and research 
questions need to be considered.  
 

4.1 Research purpose 

The frame of references shows that there are models and previous research done that can be 
applied to this subject. The models and research have not been conducted in an identical 
environment to the one in this study, therefore it cannot be taken for granted that all variables 
have been found, only that most have been. This leads to the conclusion that a mainly 
descriptive method will be used with possible elements of an exploratory approach according 
to Saunders, Lewis and Thornhill (2003). The reason for not choosing a pure exploratory 
study is that it does not go deep enough to provide a clear answer to the research problem. An 
explanatory study on the other hand goes too deep to fit into the timeframe of this thesis 
(ibid).  
 

4.2 Research approach 

As mentioned there is existing research that can be used as a foundation for this thesis but it is 
not performed in the same environment. This indicates that a deductive approach would be 
more suitable than an inductive method.  
 
Since the research problem handles a decision making process and that process can be 
handled in different ways, a qualitative research together with a constructivistic view on the 
results. A positivistic approach would not bee appropriate as there are no law-like 
generalizations that can be applied to all decision making processes (ibid).  
 
The data that will be collected has to be primary information because of the individual 
processes and the lack of research in the specific environment.  

4.3 Research strategy 

When looking at the selections of qualitative research and primary data, the facts that it is 
unlikely that all variables are known and the depth of the research points towards a use of a 
case study instead of surveys, observations, experiments or documentations. The reason for 
not choosing experiments is that the decisions about the usage of distance meetings are not 
made in an environment that can be controlled and therefore experiments are not suitable. A 
study of documentation would not provide all the information needed because of the lack of 
research in the specific environment. The survey option is not suitable because all variables 
might not have been found seeing as there is a very limited amount of research about the 
usage of distance meetings within organizations. The observation alternative will not be used 
because of the time aspect, it would take too long to get into the organizations and perform 
the observations.  
 

4.4 Sample selection 

Based upon the notion that there is a difference in the value of the factors involved in the 
decision process between users and non-users, the biggest difference would be found between 
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the two extremes. Therefore a judgment sampling will be applied and thereby the selection is 
not random.  
 
It is impossible to look in to all the different segments of the distance-meeting market. 
Initially the business market was selected because organizations make up the biggest segment 
in the distance-meeting market. In the B2B market a segment needs to be selected in order to 
be able to give a good picture of the situation in that segment. If the whole market were 
looked in to it would just generate a shallow overall picture.  
 
In the segment chosen, customers need to be contacted. The best way of getting a hold of the 
right customers would be to contact a company that is active in the segment and go via them 
to their customers. This means that it is possible to get a hold of different customers relatively 
easy, some which are heavy users and others that are reluctant to use distance meetings.  
 
Since this study is done in cooperation with ComPodium International AB, the choice of 
company was easy. When it came to the segment to be studied ComPodium International AB 
requested that it would be the county councils2 of Sweden. The reason for this request is that 
ComPodium International AB is the only supplier of distance-meeting services that are 
approved to deliver inside the county councils network (Sjunet). Sjunet is a highly protected 
network since it handles patients’ journals and other sensitive information and therefore it 
requires special permission to be allowed to connect to that network. Since ComPodium 
International AB is allowed to do that and at the same time is connected to several other 
networks, they can work as a gateway when people in different networks want to have a 
distance meeting with each other. 
 
The county councils have an internal organization that is called Carelink that is work as a 
guide for IT solutions. Carelink has therefore shown interest in this report and are willing to 
supply information and contacts to different county councils. 
 
The sample selection was based upon the information received from Thomas Molén (member 
of the Carelink board of directors) and Cecilia Rosenlund (ComPodium International AB). 
Both parties suggested six county councils each, 3 heavy users and 3 light users. Molén 
suggested the counties of Västerbotten, Uppsala and Jönköping as heavy users and Dalarna, 
Västmanland and Blekinge as light users. As heavy users Rosenlund suggested Uppsala, 
Västerbotten and Örebro, the light users that she suggested were Dalarna, Västmanland and 
Värmland.  
 
Since both Molén and Rosenlund suggested Västerbotten and Uppsala as heavy users they 
were suitable to use as examples. They are also fairly close to each other in terms of 
population (Statistiska centralbyrån, [SCB], 2006). For the same reasons Västmanland and 
Dalarna were selected as light users. 
 

4.5 Data collection method 

As mentioned in the research strategy the case studies are the most efficient way of 
information collection and interviews will be used within the studies. To avoid influencing the 
respondents during the interview an interview guide has been used, see Appendix 1. In the 
guide a list of objectives and underlying questions is provided. There are several matrixes as 

                                                 
2 Landsting 
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well to enable a fast and efficient way to record the answers and later on compare them to 
each other.  
 

4.6 Validity and reliability 

As with all research there are issues with validity and reliability. In order to explain what 
actions have been taken to minimize problems with these issues they will be handled in the 
following sub sections. 
 
4.6.1 Validity 

The theoretical foundations of this work are theories and models presented mostly by well 
known and trusted authors in the marketing community. The models and theories presented 
by the well known authors have been accepted by most of the marketing community and have 
therefore been accepted without further validation into this thesis. There are a few research 
results that are presented by less known authors, these results have only been used as a 
suggestion as to what to look further into, they are not accepted without validating results 
from the research done in this project.  
 
As this thesis is performed in non-profit organizations, it is not suitable to apply the results of 
this paper to profit driven organizations without further research. The research is also only 
performed in Sweden, so there is a possibility that the results can be dependent upon the 
culture in Sweden. Therefore it is not advised to use the results in situations where the culture 
is vastly different from the Swedish.  
 
4.6.2 Reliability 

As this research is a work ordered by ComPodium International AB and Carelink from the 
Technical University of Luleå there is a risk that the organizations have an existing 
relationship to the ordering part. This is something that can cause a skewed result. To reduce 
the influence on the results by previous relationships, whenever the contributing parties of the 
research is mentioned the Technical University of Luleå will always be mentioned first since 
that is where the research is performed and the risk of existing relationships between the 
research subjects and the university is small.  
 
The sample selection is as previously mentioned based on information received from 
ComPodium International AB and Carelink. There is always a risk that information regarding 
customers’ activities in a market received from a supplier can be incorrect since they have a 
limited insight into other competitors’ actions. In this case, that would mean that the 
information regarding county councils use of distance meetings received from ComPodium 
International AB could be misleading. On the other hand, there are no other commercial 
competitors existing on Sjunet today. The only other way of performing the distance meeting 
services provided by ComPodium International AB is for the county councils to perform the 
services themselves. This indicates that ComPodium International AB should have a good 
overview of the market. To further assure that the samples selected are correct, the same 
information is going to be provided by Carelink and then compared to the information given 
by ComPodium International AB. Carelink is, as mentioned before, a non-profit organization 
that acts as an IT-guide for the county councils. Based on their role with the county councils 
they should have an even better overview on the usage of distance meetings than ComPodium 
International AB. When combining the information form these two separately reasonably 
reliable sources a reliable selection should be possible.  
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To ensure that the questions in the interviews do not lead the interviewees in any direction 
positively and negatively weighted questions will be avoided. To avoid getting a skewed view 
from a county council or from just one part of the organization, two employees will be 
interviewed, one person from the management and one that uses the technology and is from a 
lower level of the organization. The reason to get one view from an employee that is in the 
lower levels is that the user is unlikely to be involved in the setting up of policies.  
 
To assure that the same questions are asked in all of the interviews an interview-guide is used 
as previously mentioned, see Appendix 1. 
 

4.7 Analysis 

After the data is collected a comparison will be made based upon the research questions, 
comparing the heavy users of distance meetings to the light users, to find differences. Firstly a 
within case analysis will be performed on the different cases and then the cases will be 
compared with each other in a cross case analysis.  
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5 Case study 
To collect the data from the selected sample, interviews with four county councils will be 
performed. In each of the county councils two employees will be interviewed, one regarding 
the management point of view and one average user. A list of the respondents is available in 
Appendix 2.  
 

5.1 Västerbotten 

The county of Västerbotten has 257 581 inhabitants according to SCB (2006). The county 
council of Västerbotten has approximately 10 000 employees and approximately 60 video 
conferencing equipments according to the management. They have been a user of 
videoconferencing since 1995, and today their equipment has a usage of roughly 10 400 hours 
per year.  
 
The interview with focus on a management point of view, showed that a policy for how and 
when distance meetings should be used is present at some of the hospitals in the area, but not 
at all of them. The policies vary slightly between hospitals, some have a policy that says the 
distance meetings should be used if the time to travel to the meeting exceeds the time of the 
meeting. Other policies restrict the usage of rental cars and therefore indirectly influence the 
use of distance meetings. 
 
The primary needs that meetings fulfill in the county of Västerbotten are information 
distributing, planning, follow-up, reporting, educating, guiding, interviewing and 
brainstorming. To fulfill these needs workgroup, information, patient and administrative 
meetings are held as well as round follow-ups and conferences. All of these meetings can be 
held as a distance meeting.  
 
When looking into who are the most frequent users of distance meetings at the county council 
of Västerbotten, it is, according to the decision maker, the management and coordination 
functions within the county council. All the users have a basic training in using the equipment 
for distance meetings, and there are continuation courses available on a voluntary basis. There 
is also a support function available for users if they run into trouble with a distance meeting. 
 
The process for scheduling a distance meeting is the same as for booking an offline meeting. 
The user first has to arrange a date when all the participants are available. The next step is to 
book room/rooms for the meeting. In the case of an offline meeting this is done through an 
intranet, if the distance meeting is held within the same region then the distance meeting 
studios are also available on the intranet. If the distance meeting spans over several regions or 
county councils then every county has to book their own room or the initiator of the meeting 
has to call the booking service within the other counties. When it is time for the meeting the 
user manages the connection by themselves. 
 
In the interview with the end user most of the information that was received from the 
interview with the decision maker was confirmed. The difference between the interviews was 
that the end user put the constitution of the group as the single most important factor of the 
outcome of the choice of meeting. If there are new people in a group who never met before 
then the user’s preference is to travel to the first meeting to start a relationship in person and 
then evolve it later on via distance meetings. The time that the decision maker has mentioned 
as the most important factor was placed in second place by the end user. The end user added 
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that the time can also work against distance meetings; she preferred to have long meetings in 
person and not via distance meetings. A factor that neither of the respondents thought had an 
influence but acts more like a bonus is the environmental factor.   
 
The end user primarily participates in workgroup meetings and checkups. The user has on 
average one distance meeting per week with a duration time of about one hour, and has a very 
positive attitude towards using distance meetings. As she has been using distance meetings 
since 1997 and has the basic training in using the equipment she has over time learnt what can 
and can not be done over distance meetings. This is according to her why she is likely to 
choose distance meetings whenever possible.  
 
When talking to the user about how the choice of meeting forms are made she said that the 
search for new ways of solving the meeting need is very limited, it is mainly based upon the 
information that comes from the management. . She also mentions that policies are the only 
thing that influences the user in some cases otherwise it is all up to the user how they want to 
hold their meetings. 
 

5.2 Uppsala 

The county of Uppsala has 319 925 inhabitants according to SCB (2006). The county council 
of Uppsala has 11 600 employees and 45 video conferencing equipments according the 
management. At present their equipment has a usage of 4 700 hours per year  
 
The interview which was focused on a management point of view showed that there is no 
policy that is centrally deployed, although there is ongoing work to present a policy for the 
whole county of Uppsala. Today each clinic’s IT-department can set up their own policy. The 
only unit that could have influence on the use of distance meetings throughout the whole 
count council is the group that are working to reduce travels, although they are not directly 
trying to influence people to use distance meetings instead of travelling. Their main goal is to 
eliminate unnecessary travels. They believe that the user should be able to make their own 
choices and based upon the information spread by the group they will choose the more 
environmental alternative. 
 
The primary needs that meetings fulfill in the county of Uppsala, according to the decision 
maker, are information distribution, reporting, planning, follow-ups, treatment discussions, 
education and guidance. The different kinds of meeting that are present in the county of 
Uppsala today are primarily administrative, research, workgroups, educational, rounds, 
patient treatment and consultations. All of these meetings can be held as a distance meeting. 
Uppsala has gone as far as using streaming in educational purposes.  
 
When looking into where in the organization the most frequent users are located, the decision 
maker claims that the usage is spread quite evenly throughout the levels of the organizations. 
The only thing that differs between the levels is what type of meetings that they participate in. 
The lower levels of the organization attend meetings that involve patients more frequently, the 
higher levels tend to have more administrative meetings.  
 
The decision maker describes the different steps of setting up a distance meetings as the same 
as for setting up any other meeting. It involves scheduling a time with the other participants 
and then booking a room or rooms for the meeting. The booking of rooms is, in the case of 
distance meetings, done through a phone call or via e-mail. In the case of other meetings the 
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possibility to do the booking via e-mail is removed, but a service over the intranet is instead 
supplied. If it is the first time the participants in the meeting are using distance meeting 
technology then there is a technician present that handles the connection, although the users 
have got a basic training in using the systems. After the first time the users themselves handle 
the connection unless they specifically book a technician with the room. To help the users to 
be able to connect there is a written guide present in the room. There is also support available 
in the event of something going wrong during the meeting. 
 
A problem that the decision maker mentioned is that the video group within the county 
council of Uppsala has experienced that when trying to increase the use of distance meetings 
it has been difficult to push the information out to the end users in the different departments 
and out to the hospitals. He also mentioned that he believes that it is mainly the younger 
employees at the lower levels of the organization that uses the technology unless there are 
policies present. It is his opinion that the reason for this is that the habit of using the distance 
technology is bigger amongst the young employees and that they are not afraid to try new 
ways to communicate. He has also experienced that the users does not actively search for new 
alternatives for meetings. To get information to the users it has to be pushed from the top of 
the organization.  
 
In the interview with the end user most of the decision maker’s statements were supported. 
The only thing that differed between the interviews was that the end user thought that the 
support was not available as easy as she would have wanted during distance meetings. In her 
daily work the end user attends workgroup meetings, both planned and ad-hoc. It is only the 
planned that from time to time are held as distance meetings. The reason that ad-hoc meetings 
are not held as distance meetings is according to the end user primarily that the rooms for 
distance meetings has to be booked in advance. The end user attends roughly one distance 
meeting each month and the average time of the meeting is one hour. The end user has a 
positive attitude towards the use of distance meetings, except for the complaint of the 
availability of the support. It is according to her a good alternative when the participants are 
geographically dispersed and it is also cost effective and time saving.  
 

5.3 Dalarna 

The county of Dalarna has 275 711 inhabitants according to SCB (2006). The county council 
of Dalarna has 8639 employees at the end of 2006 and 8 video conferencing equipments 
according to the management. During 2006 their equipment had approximately a total usage 
of 400 hours. 
 
The management focused interview revealed that distance meetings are used primarily within 
the county council and for administrative purposes. Problems that the video group in Dalarna 
has experienced is that the users finds it hard to book a distance meeting since there is no 
booking system available for the equipment, and the low number of systems gives a limited 
availability since not all hospitals have equipment. The users have also complained about 
having difficulties to connect to other equipment. The only help the users have is a written 
guide alongside the equipment. No training of the users has taken place.  
 
There is a distance meeting policy being developed in Dalarna, but at present there is no such 
policy in use. There is however a policy that states that instead of using a rental car the 
employees should if possible use public transportation or other means to reduce the cost of 
travels. Apart from the policies the choice of meeting forms is up to the users. It is also the 
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opinion of the management that they have to spread information about new possibilities as to 
how to hold meetings since the users does not seem to actively look for that information. 
 
The arguments that are the strongest when it comes to using distance meetings are according 
to the decision maker time savings and cost reductions. The decision maker does not think 
that the environmental factor has any actual effect on the usage. 
 
The meetings that are held in Dalarna today are primarily to communicate, spread 
information, educate, cooperate and maintain relationships. The different types of meetings 
where the needs are fulfilled are administrative, educations, coordinative, care planning, 
informative, and rounds. As mentioned before it is mainly administrative meetings that are 
using distance meetings according to the decision maker. There is however only one of the 
meetings that is never held over distance technology, and that is the care planning. The reason 
for this is that it is not a meeting within the county council seeing as the patient and the 
municipality are both participating. 
  
There are some fairly big differences between booking a distance meeting and a meeting 
involving travels. The meeting with the travel only involves the booking of the travel and that 
the person at the location of the actual meeting books a facility through the intranet. In the 
case of a distance meeting all of the users have to book a room that has the right equipment. 
This can not be done over the intranet and one has to call the scheduling department at the 
location. The initiator of the meeting then has to book the meeting in a bridge (a device that 
handles the meeting and provides a virtual meeting room). The bridge is not run from the 
county council of Dalarna so the booking has to be made through e-mail or by telephone. If 
the users require a technician this also has to be booked separately from the technical 
department.  
 
In the interview with the end user the information concurred with the decision maker’s 
information. The end user participates in administrative meetings and lectures. It is mainly 
lectures that he uses distance meetings to participate in. In shorter administrative meetings 
with a long travel time he mostly uses distance meetings. When meetings exceed one hour 
and there is going to be food served the end user usually travels to the meeting, mainly 
because of the time, but partially because of the food. He also uses physical meetings if it is 
an important meeting, as he does not trust the technology fully. In an average year the end 
user participates in 6 distance meetings with an average meeting time of one hour. The end 
user is prepared to use distance meetings on some occasions and sees it as a good alternative 
to short meetings. The main benefits he discovered with distance meetings are the time 
savings and the environmental effect. The biggest disadvantages with distance meetings 
according to the end user are that it is hard to state an opinion and that one miss out on the 
social interaction during coffee breaks.  
 

5.4 Västmanland 

The county of Västmanland has 248 489 inhabitants according to SCB (2006). The county 
council of Västmanland has approximately 6000 employees and 20 video conferencing 
equipments according to the management. The equipments have an average total usage of 
1700 hours per year.  
 
According to the information received during the management interview, the county council 
of Västmanland has a general policy that states that care planning should primarily be handled 
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over distance meetings. When it comes to other meetings it is up to the user how the meeting 
is handled, the management does not try to influence the choice of meeting form, other than 
spreading information about what alternatives are available. The management claims that that 
is the only way to get the users aware of the alternatives.  
 
In Västmanland it is mostly the employees in the lower levels of the organization that use 
distance meetings. The different needs that are fulfilled through meetings in the county 
council of Västmanland according to the decision maker are information distribution, 
education, project coordination, consultations and relationship maintenance. The meetings 
that are held to satisfy the needs are care planning, rounds, lectures, administrative meetings 
and discussions between nurses, doctors and experts. There is only one meeting where 
distance meetings never are used, that is for the department meetings. The reason for not 
using distance meetings for the department meetings is, according to the decision maker, that 
the presence experience is too low.  
 
When looking at the factors that, according to the decision maker, could influence the users in 
their decision regarding how to meet, the biggest factors were believed to be environment, 
time and cost.  
 
The process that a user of distance meetings has to go through in order to arrange a meeting 
involves three phases. The first is to agree on a time with the other participants, secondly the 
rooms with the distance meeting equipment has to be booked through the scheduling function 
at each hospital. The last phase is to order the connection with the department of medical 
technique and physics that handles the equipment. There are a few employees at each hospital 
that have a basic training on the distance meeting equipments and they can handle the 
connection themselves in case there is no technician available. There is also a written guide 
available in each distance meeting room.  
 
The interview with the end user showed that the policy mentioned by the decision maker is 
not followed. The only meetings that the end user attends to are care planning, and it is only 
about 10 % that are held via distance meetings. According to the end user it is the assistance 
handling officer and the patient’s municipality that sets up a time for the planning. Then it is 
up to the assistance handling officer to determine if distance meeting is to be used or not. The 
only situation in which the district nurse or the relatives of the patient has a say in how the 
meeting should be held is if the relatives are unable to find the time to travel or if the patient’s 
health is to bad for the patient to be moved to the distance meeting room. The latter case is, 
according to the end user, extremely rare seeing as when the patient is well enough to be able 
to participate in a meeting held next to the bed, he/she is usually also well enough to be put in 
a wheelchair and moved into the meeting room. The fact that there is a room for physical 
meetings in the ward, that does not require a reservation, is according to the end user the 
biggest reason that the policy is not followed. He also thinks that since the physical meeting is 
the way that care planning has been done for ages, it could be a reason that the assistance 
handling officers choose that option. The last reason in the opinion of the end user for using a 
physical meeting instead of distance meetings is the age of the patient. Old patients may feel 
uncomfortable in front of distance meeting technology since it is something that they never 
have been in contact with previously.  
 
The end user has a positive attitude towards distance meeting as according to him, it gives a 
good contact with the other participants and increases the possibility to participate in 
meetings. The disadvantages that the end user sees with distance meetings is that there is a 
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risk that physical meetings will become rare in the future and thereby reduce the relationships 
that today exists between relatives, nurses and the municipality.   

6 Case Analysis 
To determine if the theories concur with what was said in the interviews there is a need to 
compare the results from the cases with the theories mentioned earlier in this case. Firstly a 
within case analysis will be performed and secondly a cross case analysis will show if there 
are any significant differences between the cases. 
 

6.1 Västerbotten 

The county council of Västerbotten has been using distance meeting since the end of the 90’s 
and have a significant amount of equipment. The fairly high usage shows that they are likely 
to be a good representative for a heavy user.   
 
6.1.1 Decision making process 

When looking into the way a user determines how they want to hold a meeting in the county 
council of Västerbotten with regards to the customer decision model3 (Solomon, 2004), there 
are some similarities with the model. The problem recognition is there, the user needs to 
communicate with someone regarding something. The information search is very limited, 
next to non-existent. The information that seems to reach the users is the information that is 
pushed upon them. Mostly the users seem to go directly to the choice between alternatives 
and skip the information search.  
 
6.1.2 Need definition 

According to the study made by Bäck et al, meetings can have the purpose of distributing 
information, start new relationships, personal communication, reporting and follow-ups. All 
of these purposes are present in the county council of Västerbotten. Meetings also fulfill the 
purposes of education, guidance, interviews and brainstorming.  
 
Distance meetings are used for all different kinds of meetings and therefore to fulfill all of the 
needs stated above. 
 
6.1.3 Factors influencing in which set distance meetings end up 

When choosing between alternatives there are mainly three alternatives the user chooses from, 
a travel to a physical meeting, distance meeting of some sort or to cancel the meeting. After 
the evaluation there is a choice and after the choice obviously an outcome. 
 
According to the end user there is only one factor that can place the distance meeting in the 
known and rejected set that is, if it is a new relationship that is to be started, then the end user 
always prefer to travel and meet in person. The reason for this behavior is that the end user 
does not think that distance meeting can create the psychological connection between the 
participants that is needed to start a relationship.  
 
For all other meetings distance meetings end up in the known and considered set.   
 
 

                                                 
3Explanation on page 12  
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6.1.4 Factors influencing the outcome of the evaluation 

Since there is a policy regulating the use of rental cars and policies for distance meetings 
present at some of the hospitals in Västerbotten the psychological attachment in the 
technology acceptance model4 by Malhotra et al, could be affected in the direction of 
compliance. The end user on the other side indicated that distance meetings were used to 
maintain and develop relationships that had been started during a physical meeting. The end 
user also saw the use of distance meeting as something positive regarding the recent debate 
about global warming. The education of the users and the available support increases the 
perceived ease of use. 
 
The price comparison that the users are making between traveling and using distance 
meetings indicates that price is one of the 7p´s and characteristics of service marketing5 
(Jobber, 2004) that affects the outcome of the evaluation of products. Another P that is 
influencing the outcome is the promotion. Not so much from vendors and service providers as 
the internal marketing from the people in the organization that have bought the equipment. 
Since the information search is next to non-existent, the internal marketing is the only way for 
the organization to distribute information about distance meetings through the different 
departments. The process also seems to have an effect on the outcome and this is because of 
the fact that an easy process of setting up a distance meeting along with good support will 
affect the users’ behavioral intention positively and vice-versa.  
 
6.1.5 Evaluation process 

The decision rules that seems to apply to the decision making in the county council of 
Västerbotten regarding the use or non use of distance meetings appears to be a weighted 
additive rule but with one cutoff. The cutoff is the fact that the relationship has to be started 
by a physical meeting. This is based upon a statement made by the end user that claims firstly 
the group constellation is the most important factor and second after that is the time. 
 
6.1.6 The DMU

6
 

Looking into who has any influence on the decision making process it is mainly the user that 
initiates the buying process that acts as the decider and purchaser. The only other influences 
are if there is a current policy and the other participants in the meeting. Because of the 
information flow from the top of the organization the top acts as a gatekeeper.  
  

6.2 Uppsala 

With its 45 equipments and 4 700 hours of use there is indications that the county council of 
Uppsala belongs to the heavy users of distance technology. 
 
6.2.1 Decision making process 

When comparing the decision making process with the customer decision model (Solomon, 
2004) the only step that is missing or at least heavily reduced is the information search. The 
information about the alternatives available are spread from the top of the organization and 
then pushed downwards. 
 

                                                 
4 Explanation on page 11 
5 Explanation on page 15 
6 Explanation on page 13 
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6.2.2 Need definition 

The meetings held in the county council of Uppsala are according to the decision maker held 
to fulfill the need of information distribution, reporting, planning, treatment discussions, 
follow-ups, educations and guidance. This indicates that the meeting purposes mentioned by 
Bäck et al are present with some additions.  
 
6.2.3 Factors influencing in which set distance meetings end up 

The alternatives that the users most often choose between are distance meetings of some sort, 
a physical meeting and to cancel the appointment. 
 
According to the decision maker the alternative of distance meeting is always located in the 
known and considered set. 
 
6.2.4 Factors influencing the outcome of the evaluation 

As with some of the other county councils examined, Uppsala lacks a general policy, but the 
local IT-departments can set up their own policies. As mentioned before, directives from the 
top of an organization will according to Malhotra’s TAM influence the user’s psychological 
attachment in the direction towards compliance. There is voluntary education available, that 
users according to the decision maker tend to apply for when they start using distance 
meetings. This increases the PEOU.  
 
When it comes to the 7p’s and characteristics of service marketing (Jobber, 2004) the price is 
obviously one factor that is involved in the evaluation process because of the cost savings.  
Since the information search amongst the users is so limited the internal marketing is an 
important factor in the evaluation of alternatives so that makes the promotion P a part of the 
process. The fact that the processes when setting up a distance meeting and a physical 
meeting are next to identical at the county council of Uppsala indicates that the process P is 
also involved in the evaluation process because of the influence of the PEOU. 
 
6.2.5 Evaluation process 

The model for decision making that is used in the county council of Uppsala is, according to 
the end user, a compensatory additive rule. 
 
 
6.2.6 The DMU 
At the parts of the county council that lacks policies regarding the use of distance meetings 
there is generally only the user and the other participants in the meeting that are present in the 
DMU (Bonoma, 1982). The initiating user acts as the decider and purchaser and the other 
participants as influencers. In the case of a policy the management acts as an influencer in the 
DMU. The top of the organization acts as a gatekeeper since most of the information 
regarding new ways to solve the need for a meeting is pushed from the top of the organization 
and down.  
 

6.3 Dalarna 

Since Dalarna is representing a low user of distance meetings the low usage rate of their 
equipment is not surprising. 
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6.3.1 Decision making process 

The users in the county council of Dalarna do not appear to actively look at new ways to 
handle a meeting. This indicates that the information search in the customer decision model 
(Solomon, 2004) is reduced to a minimum. The only information that reaches the users is 
information that is pushed to them. All the other steps of the customer decision making model 
seem to be present.  
 
6.3.2 Need definition 

The meeting needs that are present in Dalarna today are to communicate, spread information, 
educate, cooperate and start/maintain relationships. This indicates that there is one addition to 
the needs mentioned by Bäck et al.  
 
6.3.3 Factors influencing in which set distance meetings end up 

There are mainly three options that the users in the county council of Dalarna have to choose 
between when all of the participants are not located at the same geographical place: distance 
meetings, a physical meeting and to cancel the meeting. 
 
There is one of the meetings that is never held using distance technology, and that is the care 
planning. The reason is that the municipally of the patient is involved in the care planning and 
they are not present on Sjunet so it is complicated to connect the distance meeting equipments 
with each other.  
 
6.3.4 Factors influencing the outcome of the evaluation 

There is no distance meeting policy available at present for the whole county council of 
Dalarna, except the policy regarding the use of public transportation instead of a rental car. 
The IT-departments have the right to set up local policies for the use of distance meetings. 
According to the decision maker he was unaware of any policy in place at any hospital 
regarding the use of distance meetings. A total lack of pressure from the top of the 
organization would according to the TAM (Malhotra et al, 1999) not influence the user’s 
attitude towards usage. The county council of Dalarna also lacks education amongst the users 
of distance meetings. This is likely to reduce the perceived ease of use and therefore reduce 
the chance that the user will have a positive behavioral intention. The fact that the county 
council of Dalarna does not have any scheduling system for the distance meetings further 
reduces the number of users that will use the technology since it becomes even more difficult 
to set up a distance meeting. The decision maker also mentioned that it is rare that there is a 
technician available for the distance meetings and this is one other thing that lowers the 
PEOU. The only thing that has a positive effect on the PEOU is the written instructions that 
are available in the meeting rooms.  
 
As mentioned earlier the price is one of the factors that are included in the evaluation of 
alternatives. The promotion is another of the 7p’s and characteristics of service marketing 
(Jobber, 2004) that is present in the evaluation because of the importance of internal 
marketing. The process is also likely to have an effect on the outcome of the evaluation. If the 
process is simple then it increases the PEOU in the TAM (Malhotra et al, 1999). 
 
6.3.5 Evaluation process 

According to the decision maker and the end user the decision making rule that is used when 
deciding how the meeting is to take place is a weighted additive rule with the addition of the 
cutoff for the care planning. 
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6.3.6 The DMU 

As the county council of Dalarna does not have any county spanning policies that directly 
handle the use of distance meetings, so it is only the user and the other participants that are 
present in the DMU (Bonoma, 1982). The user that initiates the meeting is the initiator and in 
most cases also the decider and purchaser. The other users are most often influencers.  
 

6.4 Västmanland 

The county council of Västmanland has 20 distance meeting equipments with a degree of 
usage that indicates that they belong to the group of light users of distance meetings. 
 
6.4.1 Decision making process 

When it comes to finding new alternatives to satisfy the need for a meeting the users in the 
county council of Västmanland does not seem to put in that much of an effort. The 
information that they consider is the information handed to them from further up in the 
organization. This indicates that the information search in the customer decision making 
model (Solomon, 2004) is barely present and all the other steps are clearly present.  
 
6.4.2 Need definition 

The different needs that are fulfilled through meetings in the county council of Västmanland 
according to the decision maker are information distribution, education, project coordination, 
consultation and relationship maintenance. All of the needs mentioned by Bäck et al are 
present and consultation and education are added.  
 
6.4.3 Factors influencing in which set distance meetings end up 

The three different solutions to the meeting that users are looking at when facing a meeting 
involving different geographic locations are, distance meetings, travel to a physical meeting 
or cancel the meeting. 
 
There is a policy in the county council of Västmanland that states that care planning should 
primarily be held via distance meetings. Although this is policy is only followed 10% of the 
time according to the end user. Additionally there is one type of meeting that is never held as 
a distance meeting, that is the department meetings and this is because the feeling of being 
present at the meeting is deemed as too low.  
 
6.4.4 Factors influencing the outcome of the evaluation 

There is a policy at present in the county council of Västmanland that states that the care 
planning should primarily be handled via distance meetings when the participants in the 
meeting are geographically dispersed. This policy will according to Malhotra et al (1999) 
affect the users’ psychological attachment in the direction towards compliance. Most of the 
users in the county council of Västmanland lack education of how to use the equipments, only 
a few at each hospital have received the education. A technician is required to handle the 
connections, otherwise the users have to rely on a written guide. This is likely to affect the 
PEOU negatively in the TAM (Malhotra et al, 1999). Another factor that lowers the PEOU 
even further is that it is far more complex to schedule a distance meeting than it is to schedule 
a physical meeting. 
 
The factors that have been mentioned by the decision maker and the end user as having an 
effect on the outcome of the evaluation of alternatives are the time savings, the costs and the 
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ability to create connections between the participants. All of these factors fall under the 
category of ‘more is better’ in the Kano model (Jobber, 2004). 
 
Because of the lack of effort put into the information search by the users the promotion is one 
of the 7p’s and characteristics of service marketing (Jobber, 2004) that has an effect on the 
outcome of the evaluation of alternatives. The price is another P that has an influence since 
the cost savings have been mentioned by both the decision maker and the end user. As 
mentioned before the process is also involved in the outcome because of its effect on the users 
PEOU. 
 
6.4.5 Evaluation process 

The decision maker claims that there is a compensatory additive rule that is applied when 
determining if the meeting is to be held with distance technology or not, with exceptions for 
care planning and department meetings where a cutoff is applied. 
 
When looking in to the county council of Västmanland and how the different users look on 
the perceived costs and benefits with using distance meetings it seems that the users with an 
education of how to use the equipment finds the costs and benefits quite equal. The users that 
do not have the education seem to perceive the costs as bigger than the benefits.  
 
6.4.6 The DMU 

In the case of a care planning where the policy is present it acts as a influencer in the DMU 
(Bonoma, 1982), it is still up to the user to determine if it is to be followed or not. In other 
cases it is only the user and the other participants in the meeting that is present in the DMU 
(Bonoma, 1982). The initiator of the meeting is also usually the decider and purchaser, the 
other participants act as influencers. 
 

6.5 Cross case analysis 
To ease the comparisons between the cases that have been analysed above, a cross case 
analysis will be provided. To get a good overview of the different cases and how they 
compare to the others, a table containing a summary of the within case analysis is presented in 
table 1. 
 
When comparing the usage of distance technology it is likely that the heavy users belong to 
an earlier group than the light users in the diffusion of innovation process (Jobber, 2004), 
product and technology life cycles (Jobber, 2004). 
 
Looking at the decision making process (Solomon, 2004) it is very similar in all cases, all 
steps are included but with a limited information search. 
 
When it comes to the needs that the different cases have stated the heavy users has mentioned 
more needs than the light users. 
 
The heavy users always places the distance meeting alternative in the known and considered 
set in the Solomon’s decision process. The light users have meetings that end up in the known 
and rejected set based on policies. 
 
When looking at the evaluation variables all of the county councils have policies in place in 
one way or another, no one sees the environment as a variable that has any effect on the 
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outcome, all of the promotion of alternatives is internal and they all se a benefit in cost 
savings when using distance meetings. The differences that exist are that the heavy users have 
an easy process for setting up meetings, well educated users and a support that is easy to get 
in touch with. The light users on the other hand have complex processes, a less educated staff 
and a support that is less available. 
 
All except one county council uses some sort of cut offs and all cases uses some sort of 
additive evaluation method. 
 
The DMU has the same setup in all of the four cases where the only thing that influences the 
users in their decisions is policies and the opinions of the other participants in the meeting. 
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Västerbotten Uppsala Dalarna Västmanland

Decision process

Problem definition Yes Yes Yes Yes
Information search Limited Limited Limited Limited
Evaluation of 
alternatives

Yes Yes Yes Yes

Product choice Yes Yes Yes Yes
Outcome Yes Yes Yes Yes
Meeting needs

Information Yes Yes Yes Yes
Relationships Yes Yes Yes Yes
Communication Yes Yes Yes No
Reporting Yes Yes No No
Follow-up Yes Yes No No
Education Yes Yes Yes Yes
Guidance / 
discussions / 
cooperation

Yes Yes Yes No

Intervews Yes No No No
Brainstorming Yes No No No

Administration Yes Yes No
Yes, project 
coordination

Set for distance 

meetings

Known and rejected
No known 
meetings

No known 
meetings

Care planning
Department 
meetings

Known and 
considered

All known 
meetings

All known 
meetings

Most meetings Most meetings

Unknown
No known 
meetings

No known 
meetings

No known 
meetings

No known 
meetings

Evaluation factors

Policies

Only local. 
Policy regarding 
the use of rental 
cars is present

Only local

Only local. 
Policy regarding 
public 
transportation 
present

Policy for care 
planning

Environment As a bonus No No No

Education Well educated
Volontary, most 
users educated

Only written 
guide

A few users 
educated, most 
uneducated

Support High availability High availability Low availability Low availability

Price Cost savings Cost savings Cost savings Cost savings
Promotion Internal Internal Internal Internal
Process Easy Easy Complex Complex

Evaluation method

Lexiographic No No No No

Elimination-by-
aspects

One cutoff, new 
members in the 
group

No
One cutoff, care 
planning

One cutoff, 
department 
meetings

Conjunctive No No No No
Additive No Yes No Yes
Weighted additive Yes No Yes No
The DMU

Initiator User User User User
Decider User User User User

Influencers
Participants, 
local policies

Participants, 
locakl policies

Participants, 
local policies

Participants, 
policy for care 
planing

Purchaser User User User User
Gatekeeper Management Management Management Management  
Table 1. Cross case analysis  
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7 Findings 
After analysing each case individually and then comparing the different cases, it has provided 
a picture of how the county councils have tried to increase the use of distance meetings. To 
get one step closer to an answer to the research problem the heavy users will be compared 
with the light users with regards to the research questions. 
 

7.1 RQ 1: How can the decision process be characterized? 

As table 1 show all of the cases have the problem definition, evaluation of alternatives, 
product choice and an outcome. They all also have a very limited information search. So in 
this aspect there is nothing that differs between the heavy users and the light users.  
 

7.2 RQ 2: How is the need for a meeting defined? 

There is a wide range of meeting needs amongst the cases. The county council of 
Västerbotten is the county council with the most needs stated, second is Uppsala. These are 
the two heavy users, while the two light users have a slightly smaller range of meeting needs. 
None of the light users have a need for reporting or follow-ups. 
 

7.3 RQ 3: How can the factors influencing whether distance 
meetings are an alternative or not be characterized? 

The light users have special cases where distance meetings end up in the known and rejected 
set, because of policies. This is not the case for the heavy users as they always evaluate the 
option of using distance meetings instead of a physical meeting. 
 

7.4 RQ 4: How can the factors influencing the evaluation of 
alternatives be described? 

When looking at the factor of policies and the environmental factor one can not say that there 
is any difference between the heavy and light users. There is one of the heavy and one of the 
light users that have a policy that indirectly influences the usage of distance meetings. One of 
the light users has a policy that directly affects the usage of distance meetings. In the case of 
the environmental factor there is only one of the heavy users that see it as a bonus that 
distance meetings have a positive influence on the environment.  
 
When it comes to the level of education amongst the users one can see that the heavy users 
spend more time educating their users than the county councils with light usage. There is also 
a difference in the availability of support and the complexity of the process of setting up a 
distance meeting compared to a physical meeting. The high users have a process that is very 
similar to the one for setting up a physical meeting and a high level of availability of support. 
The light users on the other hand have a support that is limited and complex processes for 
setting up a distance meeting.  
 
The price and promotion effect on the outcome of the evaluation is the same amongst all of 
the county councils. The cost savings is the focus for all of them and the only influence 
promotion has is the internal promotion of new alternatives to physical meetings. 
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7.5 RQ 5: How can the evaluation process be defined? 

There is no clear difference between the heavy and light users when looking at what decision 
model they use. All but one county council uses cut offs. All cases use additive rules, one of 
each uses an additive compensatory rule, the others use a weighted additive compensatory 
rule. 
 

7.6 RQ 6: How can the DMU be characterized? 

The DMU looks the same in all of the county councils. The user that initiates the meeting 
holds most of the roles in the DMU, decider, purchaser, and initiator. The other participants 
act as influencers as do the policies, if there is one in place. The management acts as the 
gatekeeper, seeing as they control the information that is distributed within the organization, 
in all of the cases.  
 

8 Conclusions 
As the research questions have been answered and cross case analyses have been made, the 
situations in which the county councils are today have been described. The differences 
between the county councils have been presented for each RQ. To give an overview of the 
differences between the cases, the differences found will be summarized in this section.  
 
As the research questions have shown there is no difference between the groups when it 
comes to the decision making process, evaluation process and the DMU. 
 
Where there are differences between the usage groups are in the need definition, factors that 
influence the evaluation of alternatives and the sets that distance meetings end up in. 
 
The heavy users have stated more needs for meetings in general and that combined with the 
fact that they always evaluate if distance meetings are the best way of solving the meeting 
need indicates that they will use distance technology more often than the light users. The light 
users have stated fewer needs for meetings and they also have cases when distance meetings 
are excluded as an alternative by default.  
 
Amongst the factors that influence the evaluation of alternatives there are differences in the 
aspect of education, availability of support and the ease of setting up a distance meeting. The 
education and availability of the support amongst the heavy users will according to the TAM 
(Malhotra et al, 1999) have a positive effect on the users’ attitude towards usage. The light 
users that lack education and have difficulty to get support will have a negative effect on the 
attitude towards using distance meetings. This indicates that the heavy users have a positive 
attitude towards using distance meetings and similarly as the light users have a more negative 
attitude.  
 
The fact that the heavy users have an easy process for setting up a distance meeting while the 
light users have a complex process further separates the groups in the usage of distance 
meetings. A user that already has a negative attitude towards using distance meetings is not 
likely to put in an extra effort to get through a complex process to set up a meeting over 
distance technology.  
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9 Discussion 
Based upon the knowledge gained from the interviews and analysis done throughout the 
course of this thesis there are lessons to be learned from a management point of view as well 
as implications for some of the theories. This thesis has not covered all the areas of research 
when it comes to determine why distance meetings are used as they are today, there will be 
suggestions to further research at the end of this section.  
 

9.1 Implication for theory 

The different steps in the customer decision model (Solomon, 2004) were barely gone through 
by the users, this is likely to be because of the low amount of money involved in the decision. 
One thing that was found and worth notice is the very limited effort the users put into the 
information search. This can have implications for companies that try to market new ways to 
solve a meeting need. They have to convince the top of the organization in order for them to 
push the information down to the users.  
 
The fact that the top of the organization acts as a gatekeeper and thereby control the different 
options that the users end up choosing between could have an effect on the TAM as well. 
Malhotra et al claims that policies and other measures taken by the management will drive the 
users’ psychological attachment towards compliance which in the model is seen as negative. 
In the case of distance meetings where there seems to be prejudices present regarding the 
quality of the communication I think that a policy or other actions by the management can act 
as a positive influence as that is a way to prove the prejudice to be wrong and thereby create a 
more positive attitude towards usage.  
 
Looking at the 7p’s and characteristics of service marketing (Jobber, 2004) there is a factor 
that I think has to be included in the mix in the future, which is the environmental factor. 
During the last couple of months the meeting industry has experienced that the customers are 
starting to ask about the environmental factors increasingly often. If the environmental debate 
that has been growing lately keeps on growing then I think that companies have to show that 
they are thinking about the effects that their products have on the environment in order to be 
successful.  
 

9.2 Implications for management 

As mentioned above I think that a policy can be a good way to start the use of distance 
meetings in an organization because of the prejudices that could be present. It should not be a 
policy with punishment as a result if it is not followed. Another way to increase the use of 
distance meetings can be to offer a reward if the technology is used. The companies in the 
distance meeting industry often get the information that it is a reward to be sent on a journey 
from users that do not use the technology, therefore that reward has to be present when using 
distance meetings as well.  
 
The big differences in education, support and complexity in the process between the high and 
light users indicates that it is vital to the successful deployment of distance meetings in an 
organization to train the users well. The support should also be available to the users 
whenever they run into trouble.  
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It is also important to include the reservation of the distance meeting rooms into the 
reservation system used to book ordinary meeting rooms in the organization. If this is done 
then the user will feel comfortable to make the reservation even if they are a bit 
uncomfortable to use the new technology. If there is a new system to book a distance meeting 
room then the user is likely to feel uncomfortable using the booking system as well and 
thereby the user is less likely to give the new technology a chance.  
 
Seeing as the top of the organization often makes the decision of buying distance meeting 
equipment and as the research has showed they are also the gatekeeper in the DMU, it is 
crucial that the management put effort into the internal marketing. If the management does 
not tell the users that the equipment is available and the benefits of using it is unlikely that the 
users will find out themselves.  
 
When trying to deploy distance meetings in an organization it is important to make sure that 
there are several equipments available throughout the organization. If there are too few 
endpoints available there is a risk of running into the same problem that first owners of 
telephones most likely had, who are they going to call? 
 

9.3 Further research 

This research has been focused on the mind of the decider of the usage of distance meetings, 
the end user, but in order to be able to use a system someone has to buy it first. To gain 
complete knowledge of how to deploy distance meetings in an organization a similar study to 
this one has to be made, focusing on the buying process of the systems. There is a need to 
know what the buyers focus on when it comes to characteristics and features of the systems. 
Once the knowledge of how the buyers think is gained it can be compared to the need of the 
end users. For a successful implementation of distance meetings in a company the buyers 
focus has to match with the end users needs. 
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    Appendix 1 – Interview guide 
• Determine what kinds of meetings that are present in the organization 
• What the purpose of those meetings are.  

• Determine what solutions that are considered for each meeting. 
• Why is/Why is not distance meetings considered as a solution? 
• What are the perceived benefits and costs?  

 

Examples of benefits/costs 

Compare to the different sets in Solomon’s model.  
What different variables are valued and how? 
7 P’s 
Environment 
Perceived risk or benefit 
Psychological attachment 
PEOU 
PU 
Previous experiences 

 
 
• Determine the steps of the decision making process  
Are all of the steps in the decision making process present? 
Is there a need recognition? 
Is there an information search? 
Is there an evaluation of the alternatives? 
Is an outcome reached? 
Are there any policies involved? 
Are there weighted evaluations involved? 
Are cut offs applied? 
Are compensatory rules used? 
What happens if two products perform equally in the evaluation? 
 
• Who participates in the decision making process 
How many departments are involved? 
How many levels of management are involved? 
How many persons are involved? 
Which of the roles initiator, decider, influencer, purchaser, user and gatekeeper are 
present? 
Are there vetos involved? 
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Appendix 2 - Respondents 
 
Västerbotten  

Management Thomas Molén 
Average user Ann-Katrin Högdahl 
Uppsala   
Management Ulf Nylund 
Average user Christina Åberg 
Dalarna   
Management Åke Pettersson 
Average user Ulf Bond 
Västmanland 

Management Maziar Gharaei 
Average user Kay Hamberg 
 


