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specification of what is sough is then changed. The other way in which 
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occurs. This disconfirmation can lead to the removal of a supplier from 
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Metoden som användes var en kvalitativ intervju med 

upphandlingschefen på Norrbottens Läns Landstings upphandlingsenhet. 

Den kvalitativa data som inhämtades analyserades genom användandet 

av en referensram som skapades före intervjun. 

Resultaten från denna studie visar att kundnöjdhet påverkar det 

organisatoriska inköpsbeteendet av offentliga sjukhus som gör inköp via 

offentlig upphandling. Resultaten visar att kundnöjdhet påverkar 

inköpsbeteendet på två sätt. Det första är att kundnöjdhet påverkar 

inköpsbeteendet via användarnas subjektiva uppfattning om 

kundnöjdhet. Om användarna är missnöjda blir konsekvensen tydlig i 

nästa offentliga upphandlingsprocess, då specifikationen av vad som 

eftersöks har ändrats. Det andra sättet som kundnöjdhet kan påverka 

inköpsbeteendet på är genom specifikationen själv. Den här typen av 

kundnöjdhet är mer direkt, om leverantörer inte lever upp till vad som 

specificeras så betyder detta att de inte lever upp till förväntningarna. Om 

leverantören inte lever upp till dessa förväntningar kan detta i sin tur få 

konsekvensen att kontraktet bryts, samt att leverantören kan uteslutas från 

framtida kontrakt. Detta är dock beroende av hur konflikten har 

dokumenterats. 
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1. Introduction 
This chapter will give you an introduction on the thesis area of customer satisfaction. A study 

area of interest will be presented in the problem discussion, after which the purpose of the 

study, and the research problem is presented. This introduction will also present the research 

questions developed in order to answer the formulated research problem. 

1.1 Background 
The area of interest in this thesis initially comes from observations made of a supplier selling 

medical equipment. This supplier wanted to focus more on customer satisfaction, however 

observations made showed a lack of understanding concerning how this focus on customer 

satisfaction would impact their business performance. 

This observation has crucial impact on the thesis, and the thesis area. What the observation 

highlights is practitioners’ lack of knowledge concerning how customer satisfaction actually 

impacts business performance. What we must acknowledge from this is: 

- A supplier interest in customer satisfaction 

- A lack of knowledge concerning the business impacts of customer satisfaction focus 

- Their customers being predominantly public organizations 

The general area connected to this observation is customer satisfaction literature, and literature 

concerning the understanding of organizational buying behavior.  

In literature loyal and satisfied customers are said to be revenue-generating assets, however 

they are not without cost to acquire, retain, and develop. Focusing on customer satisfaction 

means aligning the firm’s processes, resources, performance measures, and organizational 

structure for treating the customer as an asset. Achieving high customer satisfaction has shown 

to be related to superior economic returns, however this is not always the case. (Anderson E. 

W., 1994) 

It’s also important to know what customer satisfaction is and could be described as a function 

of perceived quality and disconfirmation (Anderson E. W., 1993), (Eggert, 2002), (Ulaga, 

2001). The understanding of satisfaction will be further developed in the literature chapter, and 

definitions of how customer satisfaction is used will be made in the frame of reference. 

The other general area of interest necessary for understanding the observation is organizational 

buying behavior. 

Organizational buying behavior gives an understanding of buying behavior in a business to 

business setting. This setting is contextually different than the business to customer setting, 

both the behavior, and behavioral influences are different. In the business to business setting 

things like profit, costs, and budgets are differences compared to the business to customer 

setting, and these basic differences makes for a different buying behavior than the business to 

customer buying behavior. (Webster, 1972) 

When it comes to public organizations and their purchases, these public purchases are 

conducted through public procurement. Public procurement is a sourcing mode which is 

regulated by both specific laws and regulations (Arlbjørn, 2012). 
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There have been a previous lack of studies conducted concerning factors affecting public 

procurement purchases. Public procurement is a very complicated function of government. 

Public procurement requires interdisciplinary skills and knowledge, which includes economics, 

political science, public administration, accounting, marketing, law, operations research, 

engineering, and architecture, just to mention a few areas. It is however impossible to integrate 

all of these interdisciplinary skills in public procurement practitioners and students. This means 

that practitioners in public procurement are not expected to be experts in all of these areas. So 

the fact that public procurement handles all these areas means that public procurement 

professionals needs to be able to effectively communicate with the professionals involved in 

procurement projects. It is also pointed out that it is extremely difficult to achieve meaningful 

communication across these disciplines. (Thai, 2001) 

1.2 Problem discussion 
The customer satisfaction focus can become a problem. If you consider both the apparent lack 

of supplier knowledge concerning the business effects connected to customer satisfaction 

shown in the observation, and Anderson’s, (1994) notion that there are cases where customer 

satisfaction does not lead to increased business performance. 

Studies have also shown that organizations often focus on satisfaction as an end goal on the 

faulty assumption that high levels of satisfaction leads to loyal customers. Literature shows that 

attitudinal loyalty and satisfaction are highly associated, yet different constructs that’s not 

always connected. What this means is that satisfaction does not always lead to loyalty, and it 

does thus not always impact the purchasing decision. (Bennet, 2004) 

What we know is thus that a focus on customer satisfaction could impact business performance, 

however it is situational, and not always the case. With the conclusion that different purchasing 

situations are being affected differently by satisfaction it becomes important to understand how 

the situation we’re in would be impacted by satisfaction. 

To do this we must highlight the situational characteristics. Luckily we already have the 

necessary information to do this. The situation we’re dealing with is a business to business 

situation. It is a situation concerning public organizational purchases, and it is specific to 

purchases of goods for public hospitals.  

Another area to address is whose satisfaction we’re dealing with. For this thesis we define 

whose satisfaction we’re dealing with as the satisfaction of the users of the goods purchased. 

Meaning that the satisfaction is defined as the doctors and nurses customer satisfaction. 

With our situation clearly presented, and the definition of whose satisfaction we consider three 

concerns needs straightening out. 

 Why would we conduct this research on public procurement, could it not be illogical 

due to restricting laws and regulations? 

 Specific goods are not defined, can purchasing of different goods have different impact 

from customer satisfaction? 

 If the user perceives satisfaction, what does this means for satisfactions possibility to 

impact buying behavior? 

When it comes to public procurement the author Caldwell, (2005) conducted research 

concerning public procurement’s role for creating competitive markets. In Caldwell’s, (2005) 
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concluding remarks he states that research needs to be conducted concerning how public 

procurement works at market level. In doing that he also remarks that it is especially needed to 

identify supplier incentives at market level.  

 “Therefore future research suggested by this paper includes exploring how public 

procurement can function at market level. Specifically this paper identified a need for 

research on supplier incentives at market level” 

(Caldwell, 2005) 

To address the second emerged concern, when we’re dealing with goods there may be a 

difference of purchasing behavior depending on goods purchased, and the situation which it is 

purchased in. Literature by Robinson, (1967) shows that different buyclasses exists. The author 

classifies the buyclasses as: new task, modified rebuy, and straight rebuy. The differences 

between the buyclasses is concerned with the extensiveness in which they conduct activities in 

the buying process. (Robinson, 1967)  

With regards to the third emerged concern, organizational buying behavior literature concerned 

with members of an organization which is involved in the buying process is called buying center 

literature (Johnston, 1981). This literature includes roles of buying center members, these roles 

describe what different members in a buying center does in the buying communication 

(Webster, 1972). Understanding how the buying center for public procurement works thus 

becomes a vital part in understanding how customer satisfaction can influence purchasing 

decisions. 

As a summary, satisfaction research may be needed because its effect varies depending on the 

situation, and unless satisfaction is clearly understood in the considered situation, research 

needs to be expanded to understand this situation. Currently the public procurement area needs 

research concerning incentives at market level, conducting research of the effect satisfaction 

has on public procurement buying behavior would address this. In order to do this, it is 

necessary to consider the effect of various goods, as well as finding out how the public 

procurement buying center works. 

1.3 Research purpose 
The purpose of this thesis is to be able to understand how a supplier’s customer satisfaction 

focus would impact their business if their customers are public organizations conducting public 

procurement for hospitals. 

The first research question is connected to the problem brought up previously of understanding 

how customer satisfaction influences the buying decision if the satisfaction is perceived by the 

user. The purpose with this research question is to create and understanding of how the users 

satisfaction can influence the purchasing decision. In order to do this it is necessary to create 

and understanding of the buying center, and how customer satisfaction plays a role in the buying 

centers decision-making. This means creating an understanding of the buying center and all the 

roles involved in the buying communication with the purpose of creating an understanding of 

how the user’s satisfaction can influence the buying decision. The purpose of this research 

question is thus essentially to find out how customer satisfaction can influence buying decisions 

in this organizational type. With that in mind the research question has been formulated as: 

“How can customer satisfaction influence the buying decision in public procurement” 
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The second research questions purpose is to address the issue brought up in the problem 

discussion concerning if it could be illogical for customer satisfaction to influence in public 

procurement. To address this the second research question aims to look directly at the buying 

decision and by looking at how the buying decision is influenced by satisfaction, using the 

perceived quality and disconfirmation aspect of satisfaction. The aim of this research question 

is to find out how customer satisfaction does influence the buying decisions. In order to do this 

the second research question has been specified as: 

 “How does customer satisfaction influence the buying decision in public procurement” 

The third research question will seek to address the issue brought up in the problem discussion 

concerning if customer satisfaction impacts the purchasing of different goods differently. The 

purpose is thus to see if different goods or purchasing situations gets impacted differently by 

customer satisfaction. In order to do this, this research question will look at satisfactions 

influence on choices concerning different purchasing situations. This research question has 

been specified as: 

“How can the influences of satisfaction on the buying decision approaches be described” 
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2. Literature review 
This literature review chapter presents literature necessary for creating understanding of the 

research purpose specified in the previous chapter. In order to do this three main literary areas 

are brought to light. These three literary areas are organizational buying behavior, public 

procurement and customer satisfaction. 

2.1 Organizational buying behavior 
The early parts of organizational buying behavior stems from the wider business-to-business 

research field. Classics that could be considered the foundation of the organizational buying 

behavior field are Robinson, (1967) and Webster, (1972). (Backhaus, 2011) 

The conceptual models by Robinson, (1967), Webster, (1972) but also Sheth (1973) 

significantly influenced the initial academic interest in the organizational buying behavior area. 

Through the concepts of the BUYGRID framework, the concept of the buying center, the 

behavioral aspects of organizational buying behavior, the joint vs. autonomous decision 

making, and theories of conflict resolution influenced future research streams in organizational 

buying behavior. (Shet, 1996) 

The reason why organizational buying behavior literature emerged is simple yet important to 

point out. Industrial and institutional marketers were often urged to base their strategies on 

buying behavior. The issue in the 1970s and earlier was that the existing literature was 

exclusively emphasized on consumers buying behavior and not industrial buyers. With that said 

the consumer buying behavior had little relevance for the industrial market. Several important 

differences were pointed out concerning the purchasing processes between the industrial market 

and the consumer market. The industrial buying takes place in a different context, the industrial 

buying takes place in a more formal context where things such as budget, cost, and profit 

influences the decision-making. On top of that the organizational buying usually involves more 

people, and it is usually influenced by complex interactions between individuals’ personal goals 

and organizational goals. Because of these reasons an understanding of organizational buying 

behavior was motivated, wherein an understanding of organizational buying behavior could be 

useful for identifying key factors that influences market response. (Webster, 1972) 

In his research Webster, (1972) found four areas where organizational buying behavior could 

be influenced. These areas were environmental influences, organizational influences, buying 

center influences, and the influence of the individual participant in the purchasing process. The 

author Wind (1980) added two areas where organizational buying behavior could be influenced, 

these areas were inter-organizational influences, and the buying situation. See figure 2:1 below 

for the organizational buying behavior areas.  
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Environmental influences are both subtle and difficult to identify and measure. The influences 

from the environment influences the buying process by providing information and by 

constraining opportunities. The environmental influences to buying behavior include physical, 

technological, economical, political, cultural, and legal factors. (Webster, 1972) 

Organizational influences are factors that cause individual decision-makers to act according to 

the organization’s interests. These influences may cause individuals to make decisions which 

are different than how they would act if they were functioning either alone or in a different 

organization. The organizational influences to organizational buying behavior influences 

through the organization’s goals and it’s constrained by its financial, technological, and human 

resources. (Webster, 1972) 

The buying center is a subset of organizational actors. The buying center consists of five roles, 

these are: users, influencers, deciders, buyers, and gatekeepers. People operate as part of a 

whole organization, the behavior of buying center members is a reflection of others influencing 

them, the buying task at hand, technology available, and the organizational structure. These 

interactions lead to unique buying behavior, because of this it becomes important for a seller to 

understand the purchasing organizations buying center.  (Webster, 1972) 

The influence of the individual becomes influential to buying behavior because it is the 

individual as an individual or member of a group defines and analyzes the buying situations 

before decisions are made to act. Individuals can be motivated by complex combinations of 

personal and organizational objectives as well as organizational constraints, and the influence 

of other buying center members in their decision-making. (Webster, 1972)  

Inter-organizational influences are influences to organizational buying behavior related to 

inter-organizational relationships. This relationship between buyer and seller is much more 

complex than a simple dyadic relationship between a seller and buyer. It is related to choices 

concerning possible loyalty, the purchasing function and structure, as well as the formality of a 

Figure 2:1 – Organizational buying behavior areas, emerged from (Webster, 1972), and (Wind, 1980)  
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purchasing process. The inter-organizational influences is basically any and all influences 

between a supplier organization and a purchasing organization (Wind, 1980) 

The buying situation is influencing the organizational buying behavior. The complexity of 

organizational buying processes may vary from product/industry but also in different buying 

situations, these situations being classified as either straight rebuy, modified rebuy, or new task. 

(Wind, 1980) 

In this thesis the literary areas of organizational buying behavior which will be further 

developed in this literature chapter depends on the research purpose and research questions 

developed. The areas where further understanding of organizational buying behavior is 

necessary is the buying center, and the buying situation. The buying center literature needs 

further development in order to create the necessary understanding of how an influence such as 

customer satisfaction can act to influence in the buying center. The buying situation needs to 

be further developed to create an understanding of how different situations may influence the 

purchasing decisions. 

2.1.1 Buying center 

The buying center is a subset of organizational actors (Webster, 1972). The concept of buying 

center refers to all those members of an organization that becomes involved in the buying 

process for a product or service (Johnston, 1981).  

To understand the buying decision process of buying centers it is important to identify three 

classes of variables. Firstly the different roles in the buying center must be identified. Secondly 

variables related to interaction between buying center members as well as between buying 

center members and vendors/salesmen must be identified. Third, and lastly, the dimensions of 

the functioning of the buying center group must be considered. (Webster, 1972) 

Buying centers have been defined by Webster, (1972) as having five roles, these are: users, 

influencers, deciders, buyers, and gatekeepers. A sixth role was later added to the definition of 

buying center roles, this was the role of initiator (Bonoma, 1982). When it comes to the roles 

in a buying center several individuals can occupy the same role, and one individual may hold 

several buying center roles (Webster, 1972). The buying center roles can be defined as: 

 Initiator is the person who first recognizes that a company problem can solved or 

avoided by acquiring a product or service, and initiates this problem-solving. 

 Users are those members of an organization who actually uses the purchased products 

or service. 

 Influencers are those who influence the decision process either directly or indirectly. 

Influencers can provide information and criteria for evaluation and possible alternatives. 

 Deciders are those with the authority to choose among alternative buying actions. 

 Buyers are those with authority and responsibility for contracting suppliers. 

 Gatekeepers control the flow of information into the buying center. 

While the major buying roles remains the same over all purchases, the participants can and do 

change over purchase types and categories. An understanding of how the participants involved 

in purchases change and what influences this change has been developed. The author Johnston, 

(1981) presents insight into this area through five dimensions of relationships between 
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participants in the buying center, and an understanding of how these dimensions are influenced. 

The five dimensions found by Johnston, (1981) are: 

 Vercial involvement: Expresses how many levels of organizational hierarchy is involved 

in the buying centers communications. (e.g. Ownership, top management, policy level 

management, upper level operating management, lower level operating management, 

and production).  

 Lateral involvement: Is the degree of involvement of different departments and 

divisions in the buying communications. It can also be explained as the number of 

separate departments, divisions, or functional areas of an organization involved in the 

purchase decision. 

 Extensivity: Is concerned with the number of individuals in the buying center that is 

involved in the buying communication network.  

 Connectedness: Expresses the degree which the members of the buying center is liked 

to each other in direct communication concerning a purchase. 

 Centrality: Is the centrality of a purchasing manager in the buying communication 

network, expressed as the sum of sent and received purchase communications. 

Research concerning how these dimensions of relationship between buying center members are 

influenced shows that the subjective variables of impressions of purchase novelty, complexity, 

and importance were powerful determinants of vertical involvement, lateral involvement, 

extensivity, and connectedness within the purchasing organization. (Johnston, 1981) 

Findings also show that the centrality of the purchasing manager is important. Purchasing 

managers seeking to increase their influence should consider putting themselves in the center 

of the communications network as a viable strategy. For a supplier-firm the centrality of the 

purchasing manager contacted should work as an indicator whether to contact other members 

of the buying center (when the purchasing managers’ centrality is low), or just the purchasing 

manager (when his centrality is high). Determining the decision process within the purchasing 

organization can thus have an impact for the supplier organization. (Johnston, 1981) 

2.1.2 Buying situation 

The second area of interest for this thesis concerning organizational buying behavior is the 

buying situation. The influence of the buying situation is an influence that varies from product 

to industry and the situation itself (Wind, 1980). To fully understand the buying situation both 

the buying process and specific characteristics of the industry is brought up in this part of the 

literature review. 

2.1.2.1 Buying process 

One of the classical models concerning the buying process within the scope of the buying 

situation area of organizational buying behavior is the model describing the different buy 

classes and buy phases of a purchase. This model is called the BUYGRID framework.  

(Robinson, 1967) 

The BUYGRID framework compares three buyclasses, or buying situations with eight 

buyphases, which is essentially stages of buying. The eight buyphases are expressions of the 

progression of activities that a buyer goes through as a sequence of activities leading up to the 

purchase. In the BUYGRID framework the eight stages of activities the buyer goes through is 
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compared to three types of buying situations identified. These three situations are referred to as 

buyclasses. (Zinszer, 1997) 

The three buyclasses in the BUYGRID framework are: new task, modified rebuy, and straight 

rebuy. The managerial implications for the different buyclasses are different, and they range 

from routine purchase situation, to the exceptional purchase. (Zinszer, 1997) 

 Straight rebuy: When the purchase department reorders on a routine basis. Choice is 

made from suppliers that has been approved, weight is given to past buying satisfaction. 

 Modified rebuy: A situation where the purchaser wants to modify or confirm product 

specifications, this can be related to price or other terms of the purchase. This purchase 

may expand the number of buying center participants within the firm. 

 New task: When a purchaser is buying a product or service initially. This purchase 

presents a significantly higher element of risk. The greater the cost and risk perceived, 

the larger the number of decision participants, the greater the information need, and the 

greater the information seeking. 

How the tasks are relate to the buyphases can be seen in the table below (Zinszer, 1997): 

Table 2:1 – BUYGRID framework, (Zinszer, 1997) 

 

Buyphases 

Buyclasses 

New task Modified rebuy Straight rebuy 

1. Problem recognition Yes Maybe No 

2. General need description Yes Maybe No 

3. Product specification Yes Yes Yes 

4. Supplier search Yes Maybe No 

5. Proposal solicitation Yes Maybe No 

6. Supplier selection Yes Maybe No 

7. Order-routine 

specification 

Yes Maybe No 

8. Performance review Yes Yes Yes 

 

The BUYGRID framework has been used by several researchers, and the three buyclasses have 

remained reasonably unchanged. The eight buyphases have however been compared with other 

descriptors. The eight buyphases have been broken down into three dimensions (Zinszer, 1997), 

these dimensions are: 

1. “Information needs – how much information the prospect must gather to make a good 

decision; 

2. newness of the task – how unfamiliar the purchase situation is to the prospect; and 
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3. consideration of alternatives – the seriousness with which the prospect considers all-

possible alternatives” (Zinszer, 1997) 

The buyclasses in the BUYGRID framework relates to the three dimensions in the following 

way: 

1.  “New task: high levels of all three factors 

2. Modified rebuy: moderate amount of the three factors 

3. Straight rebuy: low on all three-dimensions” (Zinszer, 1997) 

Webster, (1990, referred to in Zinszer, 1997) introduces the measure of involvement, which is 

similar to the dimension of seriousness or purchase risk. Cardozo, (1980, referred to in Zinszer, 

1997) describes the buyclass characteristics in the context of level of uncertainty. The author 

Wind, (1980, referred to in Zinszer, 1997) describes the classifications in the context of problem 

solving. (Zinszer, 1997) 

The author Zinszer, (1997) proposes the classification of the buyclasses as the following: 

 “New task: extensive problem solving 

 Modified rebuy: limited problem solving 

 Straight rebuy: routinized response behavior.” (Zinszer, 1997) 

What these formulations suggests is that the buyers have different information needs, levels of 

risk, and propensities to search for new suppliers. This in turn means that different decision 

processes are followed in different situations. (Zinszer, 1997) 

2.1.2.2 The buying activities and situational variables in a healthcare setting 

Research connected to the BUYGRID framework and the buyclasses have been conducted by 

the author Moon, (2002). The author Moon, (2002) have looked at the buying activities and 

situational variables affecting the buying behavior of buyers and users conducting purchases in 

the healthcare industry. The research showed that four underlying buying activities are useful 

criteria for classifying the buying decision approach of buyers and users in the healthcare 

industry. These activities were (Moon, 2002): 

1. Search for information 

2. Use of analysis techniques 

3. Proactive focusing 

4. Procedural control 

Moon’s, (2002) findings from analyzing the buying behavior of buyers and users shows partial 

support of the buyclass classifications made by Robinson, (1967). The three buying decision 

approaches used by the users when conducting purchases corresponded well to all of the three 

buyclass classifications (new task, modified rebuy, and straight rebuy). For the professional 

buyers conducting purchases only two approaches were found, these approaches corresponded 

to the buying decision approaches of new task, and modified rebuy. The author Moon, (2002) 

points towards the lack of a clear distinction between modified rebuy, and straight rebuy which 

makes it hard to distinguish between these two buyclasses. The author also points towards most 

predictions generated by the buyclasses corresponding to the distinction of either a new task or 

a routine task. (Moon, 2002) 
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Moon, (2002) also analyzed how four situational variables corresponded to different buying 

approach specifically in the healthcare industry. The situational variables analyzed were (Moon, 

2002): 

1. Purchase importance 

2. Task uncertainty 

3. Extensiveness of choice set 

4. Perceived buyer power 

The findings showed that task certainty, and extensiveness of choice set was significantly 

different for the different buying decision approaches for buyers conducting purchases. The 

task certainty variable was the most important situational variable for explaining the use of a 

particular decision approach. The perceived buyer power, and purchase importance were 

variables found not influential for the choice of buying approach of purchasers in the healthcare 

industry. (Moon, 2002) 

Moon, (2002) found that purchase importance applies across the different approaches relatively 

equal. What is suggested is that this could be hospital industry purchase specific, where all 

items purchased are considered essential for providing quality medical care. (Moon, 2002) 

2.2 Public procurement 
The second general literature area of this thesis is the public procurement area. In order to 

describe the buying behavior in this thesis a good understanding of the context in which the 

buying behavior is going to be looked at is necessary. The setting which this thesis sets out to 

explore thus needs to be understood. The focal point of this part of the literature review is 

gaining a better understanding of the public procurement area. 

Public procurement literature points out that public procurement previously have been a 

neglected literary area. This is even though governmental entities and public procurement 

practitioners have worked on improving public procurement practices. (Thai, 2001) 

Given the background that public procurement previously had been a neglected area of literary 

research, the author Thai, (2001) set out to identify common elements of public procurement 

knowledge. His findings shows that public procurement is an extremely complicated function 

of government. Public procurement as a practice requires interdisciplinary skills and knowledge 

including economics, accounting, marketing, law, political science, public administration, 

operations research, engineering, and architecture. Practitioners and students are not expected 

to become experts in all of these areas through public procurement training. An important task 

for public procurement professionals is thus to be able to effectively communicate with those 

involved in public procurement projects. The author highlights however that it is extremely 

difficult to achieve meaningful communication across these disciplines. (Thai, 2001) 

Findings also shows that public procurement is a nested structure of systems within systems, 

with rules within rules, and organizational structures within structures. The multiple sources 

and levels of structures in public procurement systems becomes a particular problem for those 

interested in public procurement. If you study public procurement at the macro level you will 

eventually imping on the everyday decisions of citizens. If you study public procurement on 

the micro level you will eventually get impacted by macro level rules and regulations. A final 

finding by Thai, (2001) is that public procurement is not a clerical function as the traditional 

perception would suggest. (Thai, 2001) 
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Public procurement is a sourcing mode that is subject to specific laws and regulations. For a 

state in the European Union the tender directives from 2004 are influencing public procurement. 

The European Union tender directives from 2004 states (Arlbjørn, 2012): 

“The award of contracts concluded in the Member States on behalf of the State, regional or 

local authorities and other bodies governed by public law entities is subject to the respect of 

the principles of the Treaty and in particular to the principle of freedom of movement of goods, 

the principle of freedom of establishment and the principle of freedom to provide services and 

to the principles deriving therefrom, such as the principle of equal treatment, the principle of 

non-discrimination, the principle of mutual recognition, the principle of proportionality and 

the principle of transparency” (Arlbjørn, 2012) 

2.2.1 Public procurement in relation to private purchasing 

The author Arlbjørn, (2012) has conducted further investigation of the public procurement 

purchasing process with regards to the differences between public procurement and private 

purchasing. In his research the author compares private purchasing and public procurement.  

When it comes to public procurement it is shown that public procurement uses tendering, 

however it is also shown that tendering is not the sole sourcing mode. The tendering process is 

a very straightforward process where the public sector has to specify in advance what he or she 

wants. For this process important aspects are price, payment, reliability, delivery on time, and 

identical quality over time. (Arlbjørn, 2012)  

The author highlights that it can be difficult to specify the requirements beforehand for more 

complicated products. With that in mind the author highlights that the public sector also uses 

other modes of purchasing called public-private-innovation (PPI). When PPI is conducted the 

idea is to use all available information within the involved organizations and to learn from each 

other. The author concludes that there are differences between private purchasing and public 

procurement, however the research points towards less significant differences possibly existing 

in the future. (Arlbjørn, 2012) 

2.2.2 The purchase function 

The author Shet, (1996) states that there have been fundamental philosophical shifts in business-

to-business. One of these shifts are changes to the procurement function. Industry restructuring 

through mergers, acquisitions, and alliances have shifted the procurement function from a 

tactical, decentralized administrative function, to a centralized strategic function. Sourcing is 

now not only conducted from domestic sources, but from global sources. (Shet, 1996) 

The shift where the purchasing function have gone from a tactical orientation towards a strategic 

orientation is something that has happened to the public procurement function as well. The role 

of public procurers have shifted from conducting routine tactical functions to a focus on front 

end planning. The author Matthews, (2005) brings forward some specific tasks related to the 

evolution of the purchasing function from a tactical function to a function with strategic nature. 

(Matthews, 2005) 
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Table 2:2 Specific tasks related to the evolvement of purchasing, (Matthews, 2005) 

 

A public purchaser’s role can be divided into four different activities. These four activities or 

phases of public procurement (or public purchasing as the author refers to it) are: planning, 

formalization, implementation, and evaluation. The public purchasing process activities are 

visualized in figure 2:2 below (Matthews, 2005): 

 

The procurement planning process calls for early involvement of public procurers. This early 

involvement is to enable that alternative requesting users can be explored. The agenda in this 

step of the procurement process may be to create specifications, make purchase estimates, 

decide on make or buy decisions, and to take outsourcing decisions. The purchasers’ role is 

most often to offer input and advice based on past experience. (Matthews, 2005) 

 

Specific tasks related to the evolvement of purchasing 

Tactical (historical) Strategic (leading) 

Purchase order issuance Supplier alliances 

Vendor file maintenance Cost management 

Excess inventory Global sourcing 

Order tracking Lifecycle costing 

Unit cost focus Procurement planning 

Local vendors Spend management 

Figure 2:2 - Public purchasing process, (Matthews, 2005) 
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The formalization, and implementation process means adapting the procurement plan for a 

formal solicitation, either through an invitation for bids, or request for proposals. These 

processes are in many ways uniform and consistent throughout governmental functions. These 

processes does not have much room for innovation, instead they are more like missions where 

the public procurers’ role simply is to carry out the mission according to specifications. 

(Matthews, 2005) 

The last step, the evaluation step of the public purchasing process serves to evaluate the 

effectiveness of the process just conducted. The evaluation step is conducted as an improvement 

tool for future procurement processes. (Matthews, 2005) 

2.2.3 Non-compliance 

An interesting aspect to the laws and regulations of public procurement is that literature have 

found that non-compliance to laws and regulations does exist. (Gelderman, 2006) 

What this essentially means is that an in-depth knowledge of laws and regulations may not 

necessarily be needed for conducting research on the public procurement buying behavior. The 

behavior may be influenced by laws and regulations, however the behavior itself should be 

subject to look at directly.  

2.3 Satisfaction 
Satisfaction has gained an important role in marketing literature, and have become a widely 

accepted construct. Satisfaction is also considered a strong predictor for behavioral variables 

such as repurchase intentions, word-of-mouth, and loyalty. (Eggert, 2002) 

In order to get a better understanding of customer satisfaction it is important to first specify 

what satisfaction is. Satisfaction can, and is most often specified as a function of perceived 

quality and disconfirmation (Anderson E. W., 1993). The authors Eggert, (2002), and Ulaga, 

(2001) points out that customer satisfaction literature is mainly influenced by the 

disconfirmation paradigm, wherein a customer’s feeling of satisfaction is a result of a 

comparison process between perceived performance, and one or more comparison standards, 

e.g., expectations (Eggert, 2002), (Ulaga, 2001). 

While most scholars agrees on the disconfirmation paradigm, the nature of satisfaction remains 

ambiguous. Looking at it in one way satisfaction clearly arises from the cognitive process of 

comparing perceived performance against a comparison standard. Looking at it the other way, 

the feeling of satisfaction represents an affective state of mind. With the majority of research 

on the subject the assessment is that satisfactions fundamental nature of an affective construct 

is the better fit. The purchasing managers’ satisfaction with a supplier is thus an affective state 

of mind resulting from all relevant aspects of the business relationship. (Eggert, 2002) 

The following chapters of satisfaction related literature has been divided into two sections, the 

first being the relational research satisfaction initially was rooted in, and the behavioral impacts 

satisfaction had in this research. The second is concerned with how customer satisfaction 

impacts business performance, and how the construct of customer satisfaction looks like. 

2.3.1 Relational research 

There have been some fundamental philosophical shifts in business-to-business and 

organizational buying behavior research since the area first became a research subject in the 

1960s, 1970s. One of these shifts is the shift brought up previously, a shift from an 
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administrative tactical focus, towards a strategic focus (Shet, 1996). The other is the 

fundamental philosophical shift in business-to-business from a transactional focus, towards a 

relational focus (Shet, 1996). The author Backhaus, (2011) highlights that this shift in focus 

from a transactional to a relational focus has been the trend in research for the past 20 years.  

With the trends of business-to-business research moving towards relational research one area 

researched is the aspect of trust in relationships. The aspect of trust, and its impact in buyer-

seller relationships have been studied. What the findings show is that trust of a sales person, 

and trust of a supplier firm is not related to the current supplier choices (and thus not connected 

to repeat purchase). These research findings instead suggests that the aspects of price and 

reliability of delivery actually makes the sale. The author Doney, (1997) concludes that these 

findings could reflect the fact that professional buyers are trained to focus on objective evidence 

of product superiority, rather than subjective focus or consideration of trust. (Doney, 1997) 

Trust has further been studied as a variable in connection to satisfaction, in a buyer-seller 

relationship setting. The research focused on trust and satisfaction as variables affecting the 

enhancement, and continuity of a relationship. The research also focused on four specific 

factors that were hypothesized to influence trust or satisfaction, these were: competence, 

communication, commitment, and conflict handling. (Selnes, 1998) 

The findings from this study shows that satisfaction does impact the continuity of a relationship, 

whether it be a close relationship or a relationship at arm’s length. The fact that the findings 

points towards the continuity of the relationship not requiring a close relationship is shown from 

the fact that trust is not a necessary factor for relationship continuity. Furthermore both trust 

and satisfaction has shown to have an impact on the customers’ willingness to enhance the 

scope of the relationship. Satisfied customers are thus more likely to both continue the 

relationship and enhance the relationship. Of the hypothesized factors impacting trust or 

satisfaction, communication, commitment, and conflict handling, showed an impact on either 

trust or satisfaction. (Selnes, 1998) 

 The communication aspect, with emphasis on honest and true communication with the 

customer showed an impact on both trust, and satisfaction.  

 Commitment and conflict handling showed impact on satisfaction.  

These findings can be seen in figure 2:3 below (Selnes, 1998): 

Figure 2:3 – Satisfaction, trust, enhancement, & continuity, (Selnes, 1998) 
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The aspect of Competence is suggested to operate through communication, the correlation 

between the two was found to be high, and thus competence might only be important in the 

sense of improving the communication with the buyer. (Selnes, 1998) 

What is shown in this research is that satisfaction itself is related to repeat purchases in a 

business-to-business setting, this is by influencing the continuity of buyer-seller relationships. 

Simultaneously satisfaction enhances the scope of the relationship, and affects trust, which in 

itself can enhance the scope of the relationship even further. (Selnes, 1998) 

2.3.2 Customer satisfaction 

When it comes to customer satisfaction research have found that satisfaction and quality has a 

positive effect on business performance, and that it promotes an increase in profitability. 

Findings show that firms achieving high customer satisfaction enjoy superior economic returns. 

What research findings also show is that increases in customer satisfaction primarily affect the 

future purchasing behavior, which means the customers repeat purchasing behavior. (Anderson 

E. W., 1994) 

More recent research was conducted on the relationship between customer satisfaction and 

market share. This research was conducted because widespread assumptions was that a positive 

relationship between the two existed. Meanwhile limited literature either showed a negative or 

non-significant relationship between satisfaction and market share. What the research could 

show was that a relationship between satisfaction and market share existed. This relationship 

however was not positive as widespread assumptions had believed, instead the relationship was 

negative. (Rego, 2013) 

The author Rego, (2013) found for that the reason for this negative relationship was that 

customer satisfaction generally was not predictive of a firms market share, however the market 

share was a strong negative predictor of the firms future customer satisfaction. A key cause of 

the negative market share-future customer satisfaction relationship was because of greater 

customer heterogeneity that comes with increased market share. The research also found that a 

firms’ customer satisfaction potentially could predict future market share, if and when it is 

benchmarked against its nearest rivals and customer switching costs are low. (Rego, 2013)  

Customer satisfaction and customer perceived value are complementary constructs with strong 

interactions between one another. Although the strong interaction and complementary nature 

of the constructs they can be conceptualized as separate constructs. (Eggert, 2002) 

This relation between customer satisfaction and market share could further be described through 

the general construct of customer satisfaction. Customer satisfaction is a construct with post-

purchase perspective, it is an affective construct, with tactical orientation, it is concerned with 

the present customers, and with current supplier’s offerings (Eggert, 2002). As found by Rego, 

(2013), and through the understanding of the customer satisfaction construct from Eggert, 

(2002) we should now be able to see that customer satisfaction cannot and should not affect 

market share, because it is a post-purchase perspective, and it does not affect potential future 

customers. The satisfaction construct is shown in the table below (Eggert, 2002): 
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Satisfaction is as mentioned previously considered an affective construct, because satisfaction 

arises from the feeling of being satisfied, which results from all relevant aspects of the business 

relationship. (Eggert, 2002) 

Due to the fact that most satisfaction models are rooted in the disconfirmation paradigm, 

satisfaction itself becomes a construct with a post-purchase perspective. (Eggert, 2002)  

The satisfaction construct is characterized more by routine tactical purchase orientation, than a 

strategic orientation. (Eggert, 2002) 

The construct of satisfaction is concerned with present market offerings as perceived by the 

present customers. (Eggert, 2002), (Ulaga, 2001) 

The final defining characteristic of satisfaction is that it is concerned with a supplier’s market 

offering, not a comparison between supplier offerings. (Eggert, 2002)   

The effect customer satisfaction have on behavior has been shown on several occasions, Selnes, 

(1998) showed that satisfaction affects trust in a relationship, continuity of a relationship, and 

enhancement of a relationship. Anderson, (1994) showed that satisfaction in connection to 

quality has an effect of business performance.  

Another dimension to the effect of customer satisfaction was found by Eggert, (2002), showing 

customer satisfactions effect on behavioral intentions. This scope is different than the ones 

presented by Selnes, (1998), and Anderson, (1994) in the sense that it is concerned with 

intentions, and not with the behavior itself.  

Eggert, (2002) showed that customer satisfaction had a significant impact on three behavioral 

intentions tested. These were repurchase intentions, search for alternatives, and word-of-

mouth. Eggert’s, (2002) model is shown in figure 2:4 below: 

Satisfaction Customer perceived value 

Affective construct Cognitive construct 

Post-purchase perspective Pre-/post-purchase perspective 

Tactical orientation Strategic orientation 

Present customers Present and potential customers 

Supplier’s offerings Suppliers’ and competitors’ offerings 

Table 2:3 – Satisfaction construct, (Eggert, 2002) 
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What Eggert, (2002) found was that customer satisfaction had a positive correlation to both 

repurchase intentions and the behavioral intention of word-of-mouth. The findings also showed 

a negative impact to the search for alternative suppliers. (Eggert, 2002) 

  

Figure 2:4 – Customer satisfaction effects, (Eggert, 2002) 
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3. Frame of reference 
In this chapter the frame of reference for answering the formulated research questions is 

constructed and presented. Models will be presented and used to understand and develop 

knowledge concerning the research purpose of this thesis. 

The problem discussion and research questions presented in the first chapter is the foundation 

for the creation of the frame of reference. The purpose of this study is as mentioned previously 

to see how customer satisfaction affects the buying decisions of hospitals in public procurement. 

The frame of reference is then formulated to cover different theoretical issues within the scope 

of this research problem, through the specific research questions. The aim is then to combine 

the research questions and their respective frame of references, and for them together to answer 

the research problem 

Organizational buying behavior as shown in the literature has six general areas. Four defined 

and found by Webster, (1972), and two more that were later added by Wind, (1980). However 

with the research purpose being how satisfaction influences the buying decision several of the 

organizational buying behavior areas will not be used because the effect of customer 

satisfaction in turn does not influence these particular areas of organizational buying behavior. 

For instance environmental influences:  The legal aspect of the environment is of influence for 

public procurement since public procurement is subject to specific laws and regulations for how 

purchases can and should be conducted. However satisfaction does not have an influence on 

the environment, thus satisfaction cannot influence the buying decision through environmental 

factors. 

The areas of organizational buying behavior that will be used for creating the frame of 

references, in one manner or the other are: inter-organizational influences, the buying center, 

and the buying situation.  

Inter-organizational influences: Is concerned with the relationship between seller and buyer, 

and how this relationship influences the buying behavior. Customer satisfaction as a construct 

is rooted in the relational area. Customer satisfaction itself being a measure of the satisfaction 

a customer has with all the aspects of a relationship with their supplier. As such customer 

satisfaction is related to the organizational buying behavior of inter-organizational influences.  

The Buying center literature tells us that buying decisions gets influences by the buying center. 

In order for us to determine how customer satisfaction can, and does influence buying decisions 

it is vitally important to determine if customer satisfaction information and influences is part of 

the buying communication. 

Lastly Buying situation literature shows us that different purchasing situations can influence 

the buying behavior. That different purchasing situations warrants different purchasing 

approaches and processes. This is interesting to look at because satisfaction literature shows 

that customer satisfaction have an impact on both search for alternatives and repurchase 

behavior, which are similar to the buying situations Rebuy, Information search, and Analysis 

techniques. It would thus be interesting to see if satisfaction impacts the buying situation. 

In order to solve the general research problem of how customer satisfaction influences buying 

decisions in public procurement three areas, three research questions, and three frame of 

references are used in this thesis. 
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The first research questions aims to see how customer satisfaction can influence. This will be 

done by creating a frame of reference designed for gaining an understanding of how the 

influence structure and the information structure affecting the buying decision looks like in the 

buying center.  

The second research question will aim more directly at the buying decision, looking at what 

information is used for the buying decision in order to determine what customer satisfactions 

role is in the making of buying decisions. 

The third research question aims to develop an understanding of the purchasing situation, and 

the impact customer satisfaction has on different purchasing situations and purchasing 

activities.  

3.1 Organization - Buying center – RQ 1 
The underlying reason for this frame of reference is to gain an understanding of how customer 

satisfaction “can” influence the buying decision. This is something necessary because 

satisfaction have been defined as the end users’ satisfaction, and in order for us to see if this 

satisfaction influences we must gain an understanding of how the buying center looks like. We 

must learn what departments influence buying decisions, and in which way they influence. If 

we learn this it will be easier to understand how customer satisfaction can influence the buying 

decision. 

This frame of reference should thus be designed to gain an understanding of how information 

moves within the buying center, whose part of the buying center, what roles exist within the 

buying center, and where these roles exist within the buying center. With that in mind the 

research question have been formulated:  

“How can customer satisfaction influence the buying decision in public procurement” 

In order to construct the frame of reference for this research question Johnston, (1981)s’ concept 

definition of lateral involvement will be used to find out which departments/divisions are 

involved in the buying communication in between the purchasers and the users. However we 

should look at not only who’s involved, but their degree of involvement based on the three 

factors found by Johnston, (1981) that influence the degree of lateral involvement, these factors 

being: Purchase novelty, complexity, and importance. 

In order to fully understand of how customer satisfaction “can” influence buying decisions in 

public procurement it is also necessary to find out the buying center roles defined by Webster, 

(1972). This shall give further insight into the different departments’ roles and involvement in 

the buying communication. 

Together the lateral involvement from Johnston, (1981), the factors testing for degree of 

involvement, and the roles in the buying center from Webster, (1972), and (Bonoma, 1982) will 

give a comprehensive picture of how customer satisfaction can influence buying decisions. 

Johnston’s, (1981) lateral involvement will give an overview of who’s involved in the buying 

center communication. The degree of involvement will give insight and explanation what 

influences their involvement. Webster’s, (1972) roles will give the final explanation into 

whether or not the defined users (hospital staff) can influence buying behavior, through the 

understanding of their role, and the other roles in the buying center. 

The frame of reference for the first research question is presented below: 
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Table 3:1 – Frame of reference research question one 

Concept Conceptualization Measure Used Reference 

Lateral involvement 

in buying center 

Departments/divisions 

involved in the buying 

communication.(Between 

the Users, and the 

Purchasers) 

Identification of 

departments involved in 

the buying communication 

(Johnston, 1981) 

Degree of involvement, 

based on Purchase novelty, 

Complexity, and 

Importance. 

Identification of degree of 

involvement based on 

Purchase novelty, 

Complexity, and 

Importance. 

Buying center roles Initiators Identification of buying 

center roles in found 

departments/divisions 

(Webster, 1972) 

Influencers 

Users 

Deciders 

Buyers 

Gatekeepers 

 

3.2 The effect of satisfaction – RQ 2 
This second frame of reference will aim directly at gaining an understanding of the impact 

customer satisfaction has on the buying decision. The frame of reference will create the 

necessary structure for figuring out how satisfaction influences the buying decision for hospitals 

in public procurement.  

This is based on two main things. Firstly just because customer satisfaction could impact buying 

decisions does not mean that it does, this needs to be found out. Secondly in order to test what 

the effect of customer satisfaction is on buying decisions a clear definition of customer 

satisfaction is necessary in the frame of reference. This must then be tested against what 

criterions buying decisions are based upon. To do this a frame of reference for the second 

research question must be created, the second research question is:  

“How does customer satisfaction influence the buying decision in public procurement” 

In order to figure out how customer satisfaction influences buying decision, a clear definition 

of satisfaction to use and test is necessary in order to evaluate that it is in-fact customer 

satisfaction that influences.  

For this Eggert’s, (2002) classification of satisfaction as a measure of perceived quality and 

disconfirmation will be used. This definition of satisfaction is as a post-purchase concept, it is 

an affective construct, with tactical orientation, that focuses on a current supplier offering.  
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Eggert’s, (2002) model found that satisfaction affected three areas of post-purchase behavior 

which were repurchase, search for alternatives and word-of-mouth. For this thesis however the 

satisfaction effect tested will be directly on the buying behavior, its effect on buying behavior 

will not discriminate for pre- or post-purchase behavior, however it will be evaluated based on 

the definition of customer satisfaction, and thus the hypothesis will be that customer satisfaction 

can only affect the buying behavior in a post-purchase sense.  

Selnes, (1998) satisfaction model where the factors commitment, communication, and conflict 

handling were determined to influence satisfaction will also be part of the frame of reference. 

It will be part in the sense that the three factors found influencing buying behavior will be tested 

with regards to their effect on buying behavior. 

The frame of reference for the second research question is presented below: 

Table 3:2 – Frame of reference research question two 

Concept Conceptualization Measure Used Reference 

Customer satisfaction 

defining characteristics 

Perceived quality and 

Disconfirmation. 

Affective construct, Post-

purchase perspective, 

Tactical orientation, Present 

customers, Supplier’s 

offerings. 

Data collected will be 

evaluated using the 

defining characteristics 

of customer satisfaction 

highlighted in the 

conceptualization. 

(Eggert, 2002) 

Customer satisfaction 

influences 

Using the influencers of 

satisfaction: 

Communication, 

Commitment, and Conflict 

handling to access if these 

areas influence buying 

decisions 

Assessing whether 

communication, 

commitment, and 

conflict handling, is used 

for purchasing decisions 

 

(Selnes, 1998) 

 

3.3 Purchase situation – RQ 3 
This third frame of reference will relate customer satisfaction to the buying process, and the 

buying situation. This frame of reference will aim at showing how customer satisfaction 

influences the choices related to the buying approach and buying process.  

The frame of reference must connect both the customer satisfaction literature to literature more 

concerned with the buying decision approach and buying situations. By creating a frame of 

reference that incorporates this connection the effect satisfaction has for the choice of buying 

approach will be both revealed and understood in the context of public procurement. In order 

to do this the following research question is used: 

 “How can the influences of satisfaction on the buying decision approaches be described” 
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In order to create the frame of reference for this research question it is necessary to use the 

connection between two research areas and connect the two in a meaningful fashion for 

knowledge generation.  

The frame of reference used will have the general structure of the buying decision approach 

model by Moon, (2002). The reason Moon’s (2002) model is used instead of a more general 

model like the original BUYGRID model constructed by Robinson, (1967) or buying process 

models presented from Zinszer, (1997) is because Moon’s model is specifically constructed 

through research of purchases in the healthcare industry. The second reason for using the 

literature by Moon, (2002) is because of the connect-ability to Eggert’s, (2002) research 

concerning customer satisfaction. 

The literature by Moon, (2002) of interest for this frame of reference reveals that the buying 

decision approach consists of New task, and Rebuy situation for hospital purchases. The 

research also reveals a connection between the extensiveness of the buying activities and the 

buying decision approaches. This will be connected to Eggert’s, (2002) literature concerning 

customer satisfaction, which shows that customer satisfaction has a positive effect on 

Repurchase intentions, as well as a negative effect on the Search for alternatives.  

The frame of reference will test how customer satisfaction influences the choices related to the 

buying approach by combining the two models. The Repurchase effect of satisfaction that 

Eggert, (2002) found is proposed to influence the buying decision approach towards a Rebuy 

situation, this is one of the effects that will be tested. The Search for alternatives effect will be 

tested against the buying activities Search for information, and Use of analysis technique 

brought forwards by Moon, (2002). The created frame of reference model can be seen in figure 

3:1 below. 

 

Figure 3:1 – Satisfaction effect on buying activities/decision approach – Frame of reference model, research question 3. 

What this frame of reference will do is to determine how customer satisfaction influences 

buying decisions through the understanding of customer satisfactions influence on the buying 

activities Search for information, Use of analysis techniques, and the influence on the buying 

decision approaches New task, or Rebuy situation. 

The frame of reference for the third research question is presented below: 
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Table 3:3 – Frame of reference research question three 

Concept Conceptualization Measure Used Reference 

Buying approach 

 

Using the buying activities: 

search for information, and use 

of analysis technique. Together 

with the buying approaches: 

rebuy or new task. As an 

analysis frame. 

 

 

Description of the 

influence satisfaction has 

on the buying activities 

Measure satisfactions 

influence on repurchase 

intentions (buying 

approach), and search 

 

 

(Moon, 2002) 

Customer 

satisfaction effects 

Using the effects of customer 

satisfaction: repurchase 

intentions, and the negative 

effect search for alternatives to 

determine if customer 

satisfaction influences the 

buying activities/approach. 

(Selnes, 1998) 
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4 Method 
In this chapter all the aspects of how this thesis has been conducted will be presented. The 

method chapter will present all the choices made concerning research purpose, research 

approach, research strategy, sample selection, data collection, and data analysis. 

4.1 Research purpose 
With our understanding of the problem area and the established research problem and research 

questions we can now start formulating the research design. Starting with the type of research 

purpose we have. There are three types of research purposes for business students, these are 

(Saunders, 2009): 

 Exploratory 

 Descriptive 

 Explanatory 

These three research purposes are all different in nature. The exploratory research purpose seeks 

to find out what variables are relevant. This research purpose is particularly useful if you wish 

to clarify your understanding of a problem. It is also useful if you are unsure of the precise 

nature of the problem. Time spent conducting exploratory research may show that the research 

itself is not worth pursuing. Exploratory research is often conducted in one of three ways, either 

through a search of the literature, or through interviewing experts in the subject, or by 

conducting focus group interviews. The exploratory research purpose should be flexible, you 

must be willing to change direction when data appears and new insight occurs to you. The focus 

of exploratory research should start of broad and progressively become narrower as the research 

progresses. (Saunders, 2009) 

The descriptive research purpose should be conducted to understand relevant variables, to 

portray accurate profiles of people, events or situations. To conduct descriptive research it is 

necessary to have a clear picture of the phenomena you wish to collect data of prior to the data 

collection. (Saunders, 2009). 

The explanatory research is conducted to establish causal relationships between sets of 

variables. In explanatory research the emphasis is to study a situation or a problem in order to 

explain the relationship between variables. (Saunders, 2009) 

In this research we have an understanding of the relevant variables of organizational buying 

behavior and customer satisfaction. The general areas of organizational buying behavior and 

customer satisfaction have been previously explored. What this thesis seeks to do is to further 

develop our understanding of these areas by focusing on descriptive research. 

The descriptive research purpose conducted to further develop our understanding of these areas 

will be done so through expanding current knowledge, by expanding them to exploring a setting 

where previous academic knowledge is lacking. What this essentially means is that further 

understanding will be created through expanding theories by exploring the public procurement 

setting. 

4.2 Research approach 
For this thesis two research approaches have been considered. These are the inductive approach, 

and the deductive approach. (Saunders, 2009) 
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The inductive approach is an approach that first studies reality then develops a theory. The 

deductive approach instead develops an understanding, creates a frame of reference from 

previous knowledge, existing theories are then tested in order to create further developed 

theories. (Saunders, 2009) 

In this thesis the deductive approach is used. Existing theories is used to create a frame of 

reference which is then tested to create further understanding and more developed theories. 

4.3 Research Strategy 
As is true for most of the method chapter, the research strategy chosen is influenced and guided 

by the developed research questions, and research objectives. (Saunders, 2009). 

The most important thing with the research strategy is to use a research strategy that is suitable 

for the research, for the formulated research questions, and the objectives of the research. The 

choice of research strategy is also influenced by the extent of existing knowledge, time 

available, and resources available. (Saunders, 2009)  

An important aspect to research strategies are that they should not be thought of as mutually 

exclusive. If it is necessary for the research questions and the general objectives of the research, 

a combination of different research strategies could be adopted. (Saunders, 2009) 

For this thesis the research strategies looked at were: experiment, survey, case study, action 

research, grounded theory, ethnography, and archival research.  

Through examining the different natures of the research strategies the most fitting research 

strategy, and the research strategy chosen was the case study strategy. The case study strategy 

was chosen based on the objectives of this research and the research questions developed. The 

case study strategy was chosen for this thesis because we can easily define what case we need, 

which is a public procurement case for hospitals.  

The case study strategy is similar to survey strategy in that it is undertaken within a context. 

What distinguishes the case study from the survey is the ability to gain richer understanding of 

the context, this rich understanding is limited for the survey strategy (Saunders, 2009). The rich 

understanding of the context is something sought after in this thesis which is why the case study 

strategy was chosen over the survey strategy. 

For conducting this case study four case study strategies, within two separate dimensions have 

been considered. These are (Saunders, 2009): 

 Single case versus multiple case 

 Holistic case versus embedded case 

Single case study is a strategy that can be used when the single case represents a critical case, 

an extreme case, or a unique case. The single case study can also be used because it is typical 

or because it provides you with an opportunity to analyze a phenomena few have considered or 

studied before. (Saunders, 2009). 

The reason for using the multiple case study strategy is instead to establish whether the findings 

of an initial case occurs in other cases as well. It is thus used to be able to make generalizations 

from the findings. (Saunders, 2009) 
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The upside to conducting multiple case study is that the findings are more generalizable. 

However, an aspect to the multiple case study is that there are previous research findings 

showing something that is not yet generalized. This is not the case here. Another aspect for 

choosing the multiple case strategy is that the research nature is to generalize previous findings, 

this equally is not the case here. 

This research focus is instead on testing the organizational buying behavior literature in a new 

setting, to see what the behavioral influence is. The main objective is thus to analyze a 

phenomena in a setting that is lacking in previous academic research. This is why the single 

case study strategy has been chosen for this thesis. 

The second dimension to the case study strategy is holistic vs. embedded case. What this is 

concerned with is the unit of analysis. The holistic case study treats the whole case as one (one 

holistic case), while in the embedded case there exists logical sub-units within the organization. 

(Saunders, 2009).  

In this research the organization will be treated as a whole, a single holistic case. The purchase 

behavior will thus be studied as a whole for the entirety of the public procurement for the 

hospitals. 

4.3.1 Case study selection 

When conducting a single case study an important aspect is defining the actual case (Saunders, 

2009). For this thesis, the case we are interested in understanding is a case that conducts public 

procurement for hospitals. The case chosen in order for this thesis to create the necessary 

understanding is Norrbotten County Council. The case of Norrbotten County Council has 

purchasing responsibilities for all hospitals in Norrbotten County. 

4.4 Sample selection 
In some occasions it is possible to collect and analyze data from every case or group member 

in the population, this is termed census. However this can be impractical, and when it is a 

sample should be considered. There are several reasons for choosing a sample instead of going 

for census. (Saunders, 2009) 

Four reasons for choosing a sample instead of gaining census are (Saunders, 2009): 

 Impracticality 

 Budget constraints 

 Time constraints 

 Results needed quickly 

For this research the main reason behind the sample selection is that it would be impractical to 

survey the entirety of the population. To gain the necessary qualitative descriptive data it would 

be impractical to gain census from everyone that potentially could influence buying behavior. 

Census would be too time consuming, and the data would not be descriptive and qualitative 

enough. What this essentially means that census is thus not gained in this thesis, a sample is 

thus chosen. 

There are two types of sample techniques available, probability/representative sampling, and 

judgmental/non-probability sampling. (Saunders, 2009) 
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The different between the two types are that probability sampling is a statistical representation 

of the entire population. Non-probability sampling on the other hand is not chosen on the basis 

of being statistically representative. (Saunders, 2009) 

The non-probability sample is used in this thesis. The sample chosen for this study was done so 

through purposive sampling, which means finding an interview subject who would be able to 

answer the research questions for this thesis. 

4.4.1 The sample 

With the sample population being public procurement for hospitals, the sample collected for 

this study was not collected on the basis of being representative of all hospitals conducting 

public procurement. The necessity of the study however dictates that the sample chosen would 

need to be able to describe how public procurement for hospital works in the case chosen. The 

sample is thus not a representation of the population, however the sample chosen is 

representative of the case chosen. 

To ensure that the sample chosen would give representative information careful consideration 

was put to the sample selection process. For that purpose a pilot study was conducted. 

This pilot study consisted of phone calls both to the closest larger hospital in Norrbotten, and 

to the procurement unit in Norrbotten County. 

The initial contact made was to Sunderbyn hospital. Sunderbyn hospital is one of the five larger 

hospitals in Norrbotten County. The communication with the hospital consisted of descriptions 

of the research needs, what purpose the thesis had, and the type of information I would need to 

generate for my study. In this communication it was revealed that the hospitals themselves 

could not supply me with the necessary information concerning public procurement buying 

decisions and their influences. From Sunderbyn hospital I was referred an assistant at 

Norrbotten County Council Procurement unit who were in a better position to help me find the 

sample needed.  

The communication with the assistant at Norrbotten County Council Procurement unit 

consisted of similar description of my research, and the type of information I needed. The 

communication revealed that one person would be the right person for me to talk to, and that 

one other person might be able to help. The person I was referred to first was knowledgeable 

concerning all my areas of interests, and she had a good oversight of the entire public 

procurement process.  

I was able to reach the person recommended to me first in the phone conversation. She and her 

organization had an interest in generating more knowledge concerning my thesis area and she 

was willing to participate in my research. In my initial the phone conversation with her I again 

brought up the areas of my thesis, what type of data I would need, and what the type of 

understanding would be created from the thesis. All of these areas were areas which she had a 

great deal of insight, and areas she had a great deal of understanding of.  

To further ensure that I would be able to gain the necessary information needed to conduct my 

thesis the decision was made to send a written communication where I would specify more 

precisely what areas I would need insight into. If she at that point felt that she would not be able 

to answer all areas of my research she would bring additional competence from the 

organization. 
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With the description of the considerations taken when choosing the sample it should be said 

that the sample for this thesis was the procurement manager for Norrbotten County Council 

Procurement unit, Victoria Arenbro-Forsberg. She was chosen as the sample because all the 

judgements made revealed that she would possess the best ability to help me generate the 

necessary information to conduct this thesis. 

4.5 Data collection 
The data collection used in this thesis was through interview. Interviews can help gather reliable 

and valid data relevant to the proposed research (Saunders, 2009). 

The research term interview is actually a more general term used for several types of interviews. 

This is important because the type of interview chosen should be consistent with research 

objective, research questions, the general purpose of the research, and the research strategy 

chosen. (Saunders, 2009) 

The interview types are structured interviews, semi-structured interviews, and in-

depth/unstructured interviews (Saunders, 2009). These interview types are thus considered 

based on their fit for this research. 

The structured interview type is used to collect quantifiable data. Structured interviews are 

standardized and follows predetermined questionnaires. Both the semi-structured, and the 

unstructured interview are non-standardized interviews. The difference between the two is their 

degree of structure. (Saunders, 2009) 

The semi-structured interview is conducted using a list of questions and themes that the 

researcher intends to cover. The order in which the questions are covered may vary.  The semi-

structured interview gives more freedom to explore emerging areas related to the interview 

questions during the interview than a structured interview. (Saunders, 2009) 

The unstructured interview is the interview type that allows the most freedom. Unstructured 

interviews are informal, and they allow you to explore a general area of interest in-depth. 

Unstructured interviews uses no predetermined list of questions. The unstructured interview 

does however require you to have a clear idea about the aspects which you want to explore. 

(Saunders, 2009) 

The standardized interviews are generally used to gather data, this data consequently becomes 

subject to quantitative analysis. The non-standardized interviews (semi-structured, and un-

structured interviews) are also used to gather data, however this data is analyzed qualitatively. 

(Saunders, 2009) 

In this thesis the non-standardized interview was conducted. The interview was conducted using 

a semi-structured interview. This means that questions, and the areas to be brought up during 

the interview was specified beforehand. However the interview itself was not conducted using 

a specific order, instead the interview followed the path the interview subject was taking when 

the questions were presented. 

An interview guide was constructed using existing literature brought up in the frame of 

reference for the respective research questions. For the first research question the interview 

guide first sought to find the departments involved in the buying communication, for this 

Johnston’s, (1981) finding of lateral buying center involvement was used. The interview guide 

then included Johnston’s, (1981) factors for degree of involvement: 
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 Purchase invelty 

 Purchase complexity 

 Purchase importance 

The interview guide for the first research question also used the buying center roles defined by 

Webster, (1972) together with the initiator role added by Bonoma, (1982). 

For the second research question the interview guide used the defining characteristic of 

customer satisfaction brought up by Eggert, (2002) as perceived quality and disconfirmation. 

To do this questions were developed concerning disconfirmations influenced on future 

purchases. The interview guide used questions concerning how expectations are expressed and 

how disconfirmation to expressed expectations are handled. The interview guide also included 

Selnes, (1998) factors found affecting customer satisfaction.  

For the third research question the interview guide adapted Moon’s, (2002) interview guide, by 

only including interview guide questions that related to the frame of reference created. In doing 

this the interview guide used the parts of Moon’s (2002) interview guide that corresponded to 

search for information and use of analysis techniques.  

The interview conducted took place at one time during a sit-down of two hours and fifteen 

minutes, the interview was recorded (and transcribed at a later time). During that time one hour 

and fifteen minutes was spent discussing the interview questions presented for this thesis. The 

interview questions can be seen in Appendix 1. The other one hour was spent conducting a 

parallel interview concerning what influence customer perceived value has on buying decisions.   

4.6 Data analysis 
The data collection process and the following data interpretation is where the probability of 

logic leaps and false assumptions is at its highest (Saunders, 2009).  

With that in mind this part of the method will describe how data analysis for qualitative data 

can be conducted, together with the presentation of the choices made in this research. 

Qualitative data refers to non-numeric data. Qualitative data ranges from open ended responses 

to complex transcripts of in-depth interviews. In this research we are concerned with data 

analysis of an in-depth interview. For this data to be useful it must be analyzed so that it can be 

understood. To minimize the risk for logic leaps and false assumptions qualitative data analysis 

methods are examined, evaluated and picked in accordance to appropriateness. (Saunders, 

2009) 

Firstly the nature of the qualitative data collected has implications for the analysis. Qualitative 

data is associated with ambiguity and elastic concepts that is hard to quantify in a meaningful 

way. Qualitative data is also characterized by its richness and the fullness of the data. This is 

based on the opportunity to explore a subject in as real a manner as possible. What this means 

for the analysis is that the data will probably need to be condensed (summarized), grouped 

(categorized) or restructured to support a meaningful analysis. The way in which qualitative 

data is likely to be analyzed is through the creation of a conceptual framework. (Saunders, 2009) 

For this research analysis of the data the data was condensed (summarized), and grouped into 

categories that helped the analysis of the data. In this research the frame of reference was also 

used for the analysis of the data, and for the understanding of the data. 
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The choice to use a deductive research approach shaped and influenced how data was analyzed. 

The use of existing theories shaped the approach, which consequently influenced how the data 

analysis process was conducted. (Saunders, 2009) 

4.7 Reliability 
Reliability refers to the extent in which repeated data collection would yield consistent findings. 

(Saunders, 2009) 

Saunders, (2009) highlights four threats to reliability, these threats are: 

 Subject or participation error – This is for instance if you are studying something that 

varies depending on the time the subjects participate 

 Subject or participant bias – This is if a subject is biased towards saying what they 

believe you or someone else might want them to say 

 Observer error – Means that an observer’s way of asking something might influence 

the responses. For instance of the same question is asked by different people, or by using 

a different tone of voice 

 Observer bias – Means that the observers interpretation of the data might be biased 

which would influence what he interprets the data as 

The interview subject was interested in finding out more about her organization. The interview 

subject was also in an organizational position where further understanding of their purchasing 

process could be highly interesting. Furthermore she was not in a position where she needed 

the data to show something in particular to strengthen her internal position. Therefore the 

reasoning is that interviewee bias does not exist in the data of this thesis.  

There is also no reason to believe that subject or participant error should influence the 

reliability. This is because information presented in the phone conversations previous to the 

interview were consistent to the more detailed information gained at the interview itself. 

The reasoning is also that no interviewer bias exists. This is because the significance of these 

thesis findings are significant in itself no matter what is found in this thesis. The correctness of 

the thesis is thus more valuable to the researcher than any particular finding, which is why no 

interviewer bias exist. 

The last risk to reliability, the observer error should be considered minimized because of the 

length and the extensiveness in which the interview was conducted. Because of the ability to 

conduct an extensive interview the ability to gain in-depth information and clarity for all 

important areas concerning the study was possible. In doing this it was possible to avoid making 

any wrong interpretations in connection to the data gathering process. 

4.8 Validity 
The aspect of validity is whether or not findings are what they appear to be. Validity is also 

concerned with minimizing the risks of logic leaps of false assumption. (Saunders, 2009) 

Saunders, (2009) highlights six threats to validity, these are: 

 History - Events that may influence the data 

 Testing - If the subjects believe your findings may disadvantage them, this may 

influence the data collected 
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 Instrumentation - Subjects receiving directions between measures that influence the 

results. 

 Mortality - Participants dropping out of the study 

 Maturation - Events happening during the test period that influences the behavior as the 

study progress 

 Ambiguity about causal direction - The cause and effect relationship being hard to 

determine 

In this thesis instrumentation, mortality, and maturation are avoided altogether. The data 

collected was done so in one qualitative interview.  

The largest validity risk in this study is ambiguity about causal directions occurring, which 

would lead to logic leap of false assumption. The risk of this is however minimized in three 

steps, firstly the data analyzed is summarized, the data is then categorized, and lastly the data 

is analyzed using the frame of reference created. In doing these three steps the risks to validity 

is minimized. 
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5. Empirical data 
In this chapter the data acquired from the interview is presented. This chapter summarizes the 

transcribed data from the interview, and categorizes the data into areas relevant for this thesis 

purpose. This chapter will not yet use the frame of reference for analyzing the data, or make 

any conclusions, these things can be seen in the subsequent chapters. 

5.1 Data  
The data acquired in this thesis is as previously mentioned data from an in depth interview with 

the Procurement manager for Norrbotten County Council Procurement unit. The data is 

concerned with public procurement purchases for hospitals in Norrbotten County.  

The procurement unit for Norrbotten County facilitates purchases each year for an estimate of 

3.6 billion Swedish Kr. The procurement unit handles purchases conducted for the entirety of 

Norrbotten County, and to do this the procurement unit have divided the procurement into 23 

areas. Three out of these 23 areas are hospital specific purchases, two of them are hospital 

specific goods, and one is concerned with hospital services.  

The process is very centralized. Products purchased by many different units and departments 

are sought to be standardized in as large extent as possible by the public procurement process. 

What this means is that all units and departments should have the same quality products 

purchased at the same price. 

5.1.1 Organizational aspects to satisfaction 

All purchases or procurement processes conducted are based off a need from the users at the 

hospitals. The units and the users are however not tasked with the responsibility for the 

procurement process. Thus when a procurement contract starts to run out it is the procurement 

unit that contacts the departments and says a new contract is needed.  

To conduct a public procurement process the procurement unit needs the departments involved 

to let them know they have the time for this procurement task, and then they need 

representatives appointed to specify what the hospitals need. 

5.1.1.1 The reference group 

In any public procurement contract that is done, it is necessary to form a reference group from 

hospitals with hospital competence. The public procurement unit needs the competence from 

the hospital personnel using the products, because they themselves lack knowledge of what is 

needed from the products. Because the public procurement unit cannot contact all the hospital 

users, reference groups that provide the public procurers with specifications and information 

are key to the public procurement process of hospitals. 

Finding the right representatives are highly important because they are tasked with defining 

what a product is needed for, what their properties should be, and how supplier offerings should 

be evaluated. In the public procurement process it is never the public procurers from the 

procurement unit that defines what products are sought after. The specification of what is 

needed from a product and what is expected are always brought to the public procurers from 

reference groups. Thus the specifications made in tendering offers always comes from 

representatives from hospital users. 
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The representatives in the reference group is often supposed to represent the entire county. 

Because of that there is a need to acquire representative personnel from several departments 

that uses the particular products. To acquire the right representatives it is important to look at 

who the large purchasers are. Then effort to find representatives are put on these largest 

purchasers. The public procurement unit often searches the higher management layers in the 

hospital organization to find people who can decide who the right representatives should be. 

The public procurement unit lets the decision of who’s part of the reference group be decided 

by health care personnel.  

The group that communicates with the public procurers is a central group of representatives. 

This group has the general task to pass along their hospital staffs requests, wishes, and demands 

for the products to be purchased.  

The central representative group is in turn part of representative groups at their hospital. These 

local hospital groups have the general task to collect necessary information to make sure that 

they know what their hospital staff wants from a product. They’re then tasked with passing this 

information along to the central representative group.  

Lastly we have the large group of the hospital staff, the personnel who uses the products. This 

is the group whose wishes and demands all public procurement contracts are supposed to be 

representative off.  

The reference groups’ general task is to carry information back and forth. The public procurers 

are experts when it comes to the legal aspects and the purchase itself and they help facilitate the 

whole process. While in turn the hospital staff are the personnel who knows what products they 

need. The reference groups both centrally and at the hospitals should simply be facilitators of 

their users’ wishes, and the public procurers should give insight into what specifications might 

mean in the end.  

How the reference groups actually work is however varied and unstandardized, some feel secure 

in knowing what their colleagues want, and subsequently makes all the specifications 

themselves. While others get feedback from their colleagues on what to bring to the 

procurement group.  

5.1.1.3 Organizational roles 

The role of the hospital staff is as the user, however that is not the only role the hospital staff 

has in the public procurement. All public procurement purchases are initiated because a need 

occurs from the hospitals and their staff. This is however not the only way that purchases are 

initiated. The public procurement unit can also initiate a purchase when an existing contract is 

about to run out. In these cases the public procurement unit will identify who the users of the 

product is and then seek contact with them. If something totally new is needed by the hospitals 

then the procurement unit is contacted by the hospital, with them saying what their situation is 

and what needs they have. No procurement processes is started unless the hospital and their 

staff got time to conduct the public procurement process, meaning that the departments involved 

always give the go-ahead. 

When it comes to influences on decisions these comes from the users (hospital staff). They 

make it known what they are after in a product, this dictates what is going to be purchased. The 

users also decides how the winner is going to be chosen among those that pass all required 

specifications, this is done through the user representatives. 
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The users can either choose that alternative supplier offerings should be evaluated based on 

lowest price or a weighted combination of price and quality. In both approaches the decision is 

conducted mathematically, either through lowest price entirely, or through the predetermined 

weight of quality and price. Before this mathematical evaluation the perception of quality is 

evaluated by the reference group. 

5.1.2 Satisfaction specific 

In public procurement the expected quality or what is expected from a purchase is specified in 

detail in tendering offers. These offers specifies what is needed, what parameters of a product 

is sought after, and how supplier offerings will be evaluated in the end. Disconfirmation to this 

is if a supplier does not live up to specifications. This may either mean that the quality is not up 

to standard, or that the pricing is off.  

Because of the legislation public procurers are forced to be very specific in the purchasing 

process, both through specifications, and how offerings are going to be evaluate. This can cause 

problems because it can sometime place seemingly unreasonable demand on the hospital staff 

who has to not only be able to place these demands but also understand the public procurement 

process. 

Difficulties concerning creating satisfaction is brought up both due to lack of measurement 

during the contract lifetime, but issues are also brought up concerning pleasing many separate 

wishes at once. 

5.1.2.1 Disconfirmation 

If a need is failed to be brought up in the procurement process out of mistake, and a contract is 

made, then this is something which can be complemented. However if a supplier is chosen and 

the users are displeased with the supplier for reasons that does not break specifications then 

these reasons cannot affect the public procurement contract, meaning that the users will have 

to live with the contract. If instead it is shown that a contract is not upheld by the supplier then 

this can lead to supplier changes. However it is not as simple as removing the supplier, because 

a contract have been made with them there is need for a lot of proof to both remove them as a 

supplier during a contract, and to exclude them from future procurement processes. 

Because of the focus on the work before the procurement contract and the lack of follow up, 

the use of actual disconfirmation for decision-making is lackluster and sporadic. So to better 

incorporate disconfirmation to perceived quality the organization focuses a lot right now on 

creating a better dialogue with the departments further towards the users of the products. This 

is to get better at using the disconfirmation of quality/satisfaction for future procurement 

contracts, so that the same potential mistakes aren’t made again.  

Because of the lack of resources the procurers focuses mostly on just conducting the next 

procurement process time and time again. However they do see it as a very important aspect to 

be able to see if specifications are not met. If specifications are not met, and this disconfirmation 

can be proven then the supplier can be removed from its current contract, but also from future 

contracts. The most important areas to collect information about is delivery discrepancies and 

sub-standard quality of the products. 

5.1.2.1.1 The process, living with the product, and follow-ups 

Norrbotten County Council acknowledges that they have been focusing a lot on the moment of 

purchase traditionally, and thus the legal aspect of the purchase. While aspects such as living 
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with the contract have been somewhat neglected. They have been making organizational 

changes to counteract this, to widen their scope and try and see how their users actually use the 

products and whether or not the users feel that the products are any good. 

For this purpose of bringing the public procurement contract better to light they have recruited 

strategists to work much broader. These strategists are then supposed to watch the entire 

procurement process, from the occurrence of a need, to the contract, and how the users live with 

the contract during the contract duration. This is to see if purchased items are the right items, 

and to decrease the possibility of items that the users are displeased with gets purchased once 

more in the next procurement contract. 

It is brought up that the insight into living with the contract have been a classically neglected 

area. A lot of focus is put on the work previous to the contract to make sure that everything is 

correct legally. Then a contract is made, and the contract is not reviewed until the next 

procurement process, thus there have been very little follow-up concerning how the contract 

was actually perceived by the hospital staff who used the products in the contract. With that the 

risk have been that the same mistakes are made once again this next time. 

How the hospital staff lives with the contract during the contract duration is brought up as 

important, however as mentioned the follow-up is currently non-standardized and lacking. A 

reason for the lack of emphasis put on following up how the organization lives with the contract 

is lack of resources to do so, and the absence of natural ways of communication. To combat the 

last problem they’ve started to add follow-up procedures after a contract is made. These 

procedures states how long it should take before a follow-up meeting should take place between 

the procurer and a reference group. 

5.1.2.2 Pleasing several hospitals and departments at once – centrality issues 

One of the problems brought up is the difficult task to please many wishes. Simply gaining 

acceptance for the central process of purchasing can be a task itself. Many hospitals have their 

own wishes and demands concerning the products, and the hospitals often don’t want the same 

products as another. 

This causes a problem both because of legal aspects with the tendering process where specific 

suppliers cannot be asked for. But also because purchases are sought to be standardized so that 

the same quality products can be found in all hospitals in Norrbotten County. 

This however becomes a complex issue. From the procurers’ side standardization is a way to 

ensure that the patients get the same possible treatment wherever they go in Norrbotten County. 

So in that sense it’s a patient safety issue. The other side is that it is hard for the procurers to 

know when the hospital staff are just biased towards a brand they’ve always used, and when 

changing this brand might actually cause patient safety issues. Therefore the hospital staff is 

often given much say in the matter. 

In these cases it’s highly important for the procurers at the procurement unit to be able to contact 

a hospital professional who can let them know if something should or should not warrant 

concern for patient safety issues. 

These issues can however result in the need to contact the managers for the entire hospital 

division to sort matters.  
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5.1.2.3 Continuous improvements from the supplier side 

Continuous improvements from the supplier side is also an area which can be problematic for 

public procurement. In public procurement there is no way to negotiate with a supplier, in fact 

it is illegal. However the purchasing patterns during a contract period may reflect slight product 

changes from a supplier side, changes which makes users prefer one contracted product over 

the other.  

Based on the problematic aspect of incorporating continuous improvements in public 

procurement dialogues have been had with suppliers who may think a little differently, who 

wants to focus on this. The legislation is a bit rigid when it comes to adjustments and product 

development, therefore the public procurement unit are currently looking into ways of 

implement more adaptive public procurement contracts. Currently two procurement projects 

are conducted to enable a more adaptive contract which is not as rigid, these contracts 

incorporates adjustments and product development. For the continuation of this the healthcare 

personnel must be willing to be part and work for the success of this more adaptive way of 

public procurement. These contracts are thus to take part and develop the product range, not 

just monitor so that the quality isn’t bad. However this is a very new way of trying to conduct 

public procurement. 

Another aspect brought up is finalizing a contract with a wholesaler which delivers products 

from many different product suppliers. If a wholesaler gets contracted the possibility to have a 

dialogue during the contract period increases, if the hospitals wishes to switch to a different 

brand during the period then this becomes less problematic. 

The aspects of working towards incorporating continuous improvements are not currently fully 

implemented. 

5.1.2.2. Work to create satisfaction 

A project is currently being conducted called Effective purchasing, which is concerned with 

improving the purchasing process to be able to give the customers the right products, at the 

right time, for the right price. In this project it is important to figure out how to reach the 

customers so that they feel that they are taken care of.  

Currently there are no standardized way of this follow-up. Every procurement deal is slightly 

different in this aspect. Some procurement deals that currently exist has very good 

communication between the healthcare providers and the public purchasers, but this is only in 

specific procurement deals. There are no standardized ways of communication. 

There are current procurement processes for municipalities and the county where the process is 

still being worked on so that everyone purchases from the same supplier. This is so that one 

procurement contract would cover all the product needs of this product-type in the county and 

the municipalities in the county. In this deal all supplier contact is made by the public purchaser, 

and for this the public purchaser needs to gain information from the reference group concerning 

what their needs and wants are. 

5.1.3 The situation 

Today there are current products purchased which is not being handled through public 

procurement, these purchases are found in analysis of the economical system. It can reveal that 

purchases which the departments think are small an insignificant actually are quite substantial 

for the entire county. They call these purchases wild purchases. So in this sense there are new 
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areas still being discover where public procurement still is absent even though it shouldn’t be, 

however most items that is purchased are part of framework agreements. There are however 

other types of new needs to conduct public procurement, such as new treatment methods, and 

new technology, these types of equipment still need to go through public procurement processes 

as well. 

When it comes to the purchase situation the impact of customer satisfaction is pointed out as 

limited. This is because legally a competitive tendering is necessary when conducting public 

procurement. if the organization is displeased with something to the degree that they don’t want 

to purchase any more of it, the only way for the organization is to stop purchasing that product, 

if the organization continues to purchase it a public procurement process is necessary.  

As long as the organization purchases something and the value of this exceeds a certain amount 

a competitive tendering has to happen. So the organization which is going to purchase and use 

products doesn’t really have a choice in the matter, they cannot do this tendering process by 

themselves and because of that they have to follow the procurement contracts that is made by 

the county.  

5.1.3.1 Rebuy situation 

The same approach is not used for all purchases. The amount of information can vary from 

purchase to purchase. In some cases the reference group is gathered, the previous product 

contract is chosen, and it’s simply decided to do the same exact thing again. What can influence 

so that this does not happen is if it has been revealed that the personnel using the products are 

very displeased with the products, then this can warrant more information search, and more 

information is gathered to try and fix this dissatisfaction.  

This revelation of dissatisfaction can warrant the need to look at the specifications to try and 

determine how they can be made better to make the users satisfied in the end. Actually having 

good follow-ups are crucial for the same mistake not to happen again and again. An important 

aspect is thus to find out how it has been for the users to live with the contract.  

With low customer satisfaction there is more information search before a new public 

procurement contracts is made. The only times that customer satisfaction and complaints can 

influence the public procurement process is before the process, when the demanded 

specifications are made. After contracts have been made, and the users are living with the 

products, they can only influence the next procurement process.  

The greatest risks for customer satisfaction loss and a bad deal is if the work after a contract, 

and in the beginning phase of the next contract, is lacking. This is also the areas where 

Norrbotten County procurement unit is currently trying to improve at. By their own account 

they are good at the legal aspects, but their focus has been too much on operative aspects of 

procurement contracts. They have therefore added resources to shed light to the whole process.  
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6. Analysis 
In this chapter an analysis of the empirical data presented in the previous chapter will be 

conducted. In order to conduct this analysis the frame of references created for the three 

research questions created in chapter three will be used. This means that all three research 

questions will be analyzed using the qualitative data from chapter five, and the structure from 

the frame of references created in chapter three. 

In order to determine how customer satisfaction influences buying decisions for hospitals in 

public procurement this analysis will use the three research questions and frame of references 

specified in chapter one and three.  

The first part of the analysis will be concerned with how the structure of the organization looks 

like, and with that how customer satisfaction could influence purchasing decisions. 

The second part of the analysis will be analyzing how the actual concept of customer 

satisfaction influences buying decisions. 

The third part of this analysis will be concerned with how satisfaction can influence the 

approach to a public procurement decision. 

6.1 Organization - Buying center - RQ 1 
To understand how the buying center can influence the buying decision the analysis will look 

at two specific aspects defined in the frame of reference, these are: 

 Who is involved in the buying communication 

o Does purchase novelty, complexity, or importance influence who’s involved 

 What are the roles of those involved in the buying communication 

o Roles: Initiators, influencers, users, deciders, buyers, gatekeepers 

When analyzing the buying communications lateral involvement we see that four 

departments/groups are involved. These groups are found in-between the pre-defined users 

(hospital staff that perceives satisfaction) and the public procurers that facilitates the purchase. 

The four general departments found in the buying communication for the public procurement 

process were: 

 Public procurers (Public procurement unit) 

 Hospital representatives/reference group (Centrally) 

 Hospital representatives/reference group (Locally, at hospitals) 

 Hospital staff (at hospitals) 

The degree of the groups’ involvement were found not to vary depending on purchase novelty, 

complexity, or importance. This can be explained for two reasons, the first is because all hospital 

purchases are considered important purchases because they can influence patient care. The 

second reason for it is because of the public procurement process itself. The public procurers 

who manage the public procurement process has the legal and economic competence required, 

however they do not have the competence required to specify what products are sought after. 

Because of this the public procurement process always need to involve representatives which 

can specify what the organization needs and wants. 
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What instead influences the degree of involvement are the subjective feeling of a need to 

involve the users by their representatives. When a new procurement process is due the hospitals 

involved in the public procurement purchase is contacted by the public procurement unit, these 

hospitals then chooses who should represent their users in these purchases. The subjective part 

that dictates the degree of involvement comes from the representatives. There are no specific 

procedure in which the representatives are supposed contact the users they represent and collect 

their needs and wants. Instead the representatives are free to represent them as they see fit. This 

thus influences the degree in which the users are actually part of the public procurement process. 

The roles of the departments part of the buying communication also varies. The hospital staff 

has the role of user because they are the ones using the products purchased, this was defined 

early on in the thesis. They also have the role of initiators for purchases, because they are the 

ones that perceives a need for specific products, and products are purchased based on that need. 

The hospital staff is also influencers in the purchases, they provide the basis for the 

specifications of what the organization wants and how supplier offerings should be evaluated. 

The reference groups, both at the hospitals and centrally should act as information bridges. 

They are however influencers of a sort, either directly or indirectly, because they carry forward 

their users’ specified influences, however there is no standardized process for which this is 

done. These representatives can believe that they carry forward their users’ needs and wants, 

however there is no procedure saying that they actually have to check with the users they 

represent. They are thus influencers because they carry forward a subjective interpretation of 

what the users wants. 

The public procurers at the procurement unit serves as buyers, because they have the authority 

and responsibility to contract suppliers. They are also gatekeepers because they handle supplier 

communication, and controls the flow of information from suppliers to the reference groups. 

The last role of the public procurers is as initiators, they are initiators because they contact the 

hospitals when new public procurement processes needs to be conducted. They do not however 

choose if this initiation will lead to a procurement process, this is ultimately up to the hospitals 

who need the products, if they do not have the time, the process will not be conducted. 

6.2 The effect of satisfaction - RQ 2 
The analysis of the data reveals that customer satisfaction as a specification of perceived quality 

and disconfirmation is used in the public procurement process. The most apparent way 

perceived quality present itself in the case of public procurement for hospitals is through the 

tender specifications. The perception with the specification is that all specified characteristics 

of the purchase will be upheld by the supplier. The perceived quality is thus that everything will 

be according to specification, and disconfirmation in this case occurs when the winning supplier 

fails to live up to one or more specified characteristics. 

If a supplier fails to live up to specifications, meaning that disconfirmation occurs, it may lead 

to the supplier being removed from a current contract, or from future contracts. For a supplier 

to be removed from current or future contracts there is however a need for clear documentation 

of the conflict with the supplier, and their breach of contract. This type of disconfirmation can 

occur either through the quality standard being lower than specified, which is perceived and 

disconfirmed by the users. The other way that specification disconfirmation can occur is if the 

supplier does not follow the prices specified in the contract, this is instead found by the public 

procurement unit while analyzing purchase history.  
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Any type of disconfirmation concerning the users being unhappy that isn’t about the 

specifications cannot influence a current contract, it cannot remove a supplier, nor can it 

disclose a supplier from future contracts. If users are unhappy with a contract they can however 

change their specified needs and wants for the next procurement process. This is also the second 

type of customer satisfaction influence on the buying decision that occurs. This is also the 

reason why the specification and disconfirmation to specification is a customer satisfaction 

influence. Because the specification is a representation of what the user’s wants failure to live 

up to specification becomes directly connected to the user’s customer satisfaction. 

The second way that customer satisfaction influences the buying decision process is thus 

through the perception of the users. The users’ perceived quality is the quality they perceive 

their representatives and the procurement unit are purchasing for them. The disconfirmation is 

the products they actually receive if these products are below expectation. If the users are 

unhappy with the products they can influence the coming procurement process by changing 

their specification of their future need.  

If we look at the two different sources of satisfaction that influences the buying decision we 

can see that there are slight differences to the two. Both of their defining characteristics are as 

post-purchase perspective, looking at present customers, and the current supplier’s offerings. 

If we however look at the defining characteristic of customer satisfaction as an affective 

construct we can see that there are differences. The satisfaction through specification is not an 

affective construct, it is rather a cognitive construct that measures if a supplier lives up to 

specification or not, with no subjective feelings about it involved. The users’ perception of 

satisfaction is however corresponding well to it being an affective construct.  

What can thus be said is that customer satisfaction as a construct influences the buying decisions 

in two ways. Both of these customer satisfaction influences corresponds well with defining 

characteristics of customer satisfaction. 

Another area found which does influence the result of the public procurement process is the 

representatives’ perception of quality. Their perception of quality is concerned with what they 

perceive the specifications they contribute with to the public procurement process will result in 

as a product. The influence this have on the public procurement process is however only 

unintentional influence. It is rooted in the fact that the representatives are not procurement 

professionals, and their understanding of the process might be limited. If the perception of 

quality is wrong this may result in the wrong products being purchased, however it is not 

connected directly to customer satisfaction because the perception of disconfirmation never 

occur. To minimize the potential damage of purchasing using wrong specifications or not fully 

understanding the procurement process, the procurement unit helps the representatives by 

making projections of what they are currently specifying to buy. 

6.3 Purchase situation – RQ 3 
The different buying approaches are always similar for public procurement. Because of legal 

aspects tendering is always necessary. This means that the process of making specifications of 

what is needed, and how the suppliers offerings are going to be evaluated must be specified 

before a tender offering is presented. 
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The method of search for information and use of analysis techniques are always the same in the 

public procurement process. After a tender offer is presented the best supplier is mathematically 

calculated according to the specifications presented. 

When analyzing it more deeply however there are evidence that satisfaction, or the lack of 

presented dissatisfaction can lead to a decrease in pre-study information search. This means 

that satisfaction can influence the approach of the procurement process to be either of a rebuy 

approach or an approach using new specifications. 

In the case of public procurement what this means is that if no dissatisfaction has been presented 

the next procurement process may be conducted using the same specification. In this case the 

procurement process is in-fact conducting a rebuy using the specifications from a previous 

procurement process. The difference when this is conducted in the public procurement process 

is however that it is a rebuy process, not a straight rebuy of the same product. This is because 

the organization conducting public procurement cannot choose specific suppliers. In the public 

procurement process the organization instead specifies which needs they need fulfilled through 

their specifications, by being pleased they may choose the same specifications, this will again 

net the supplier that best fulfills these specified needs, which may or may not be the same 

supplier. If the users instead have presented dissatisfaction new specifications will be made, 

and the procurement process will conduct a process with new specified needs and wants. 
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7. Conclusion 
In this chapter the conclusions that can be made from the analyzed research questions will be 

presented. The understanding created from all three research questions will then be presented 

more clearly and in combination with each other to answer the research problem. Lastly this 

chapter will discuss what these findings means, what the managerial implications of these 

findings are, and what future research should focus on based on these research findings.  

7.1 Knowledge generated from the analysis 
Research question one: 

“How can customer satisfaction influence the buying decision in public procurement” 

The first research question reveals that there are four department/groups part of the buying 

communication for public procurement hospital purchases. These groups are: 

 Public procurers (Public procurement unit) 

 Hospital representatives/reference group (Centrally) 

 Hospital representatives/reference group (Locally, at hospitals) 

 Hospital staff (at hospitals) 

The different groups’ degree of involvement in the procurement process does not get depend 

upon the factors purchase novelty, complexity, or importance. The degree of involvement 

instead depends on subjective factors by the hospital representatives. The hospital 

representatives are chosen by the hospitals themselves, and they themselves decide how much 

they need to involve the users. Some representatives may choose to get feedback from the users 

they represent, while others may feel secure in knowing what their users want, and thus skips 

the step of checking with their users. This process is not standardized county wide, and it varies 

from different hospitals and different representatives.  

The general influencing role on buying decisions can be found in the users. It is the users’ 

satisfaction the organization seeks to address with purchases and it is these users and their point 

of view the procurement process seeks to satisfy. However since the hospital representatives 

represent these users they themselves influences the purchase through their subjective 

interpretation of what their users wants.  

If the process of representation is carried out correctly the hospital representatives will carry 

out the wishes and wants of their users, and in that way the public procurement process can get 

influenced directly by the customer satisfaction of the users. 

Research question two: 

“How does customer satisfaction influence the buying decision in public procurement” 

The agenda of this research question is simply to see if information influencing the buying 

decision is actually what should be considered customer satisfaction influences. 

Customer satisfaction was found to influence the buying decisions in two separate ways both 

connected to the user’s perception of satisfaction. The perceived quality influence to this were: 

 The users perception of what their representatives will purchase for them 

 The tender specification 
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The disconfirmation to the perceived quality were: 

 The users disconfirmation concerning what their representatives and the procurement 

unit has actually purchased 

 Supplier failure to uphold specification 

It was shown that a failure to uphold specification could lead to the loss of a procurement 

contract, and disregard from any further procurement contracts. This was however based on 

clear documentation of the breaches of contract. This is also where the aspect of conflict plays 

in. The way a conflict influences customer satisfaction and the buying decisions is if there 

emerges a clearly documented conflict where the supplier breaches its contract obligations. 

The other way customer satisfaction influences the buying decision is if the users perceives that 

the products purchased isn’t good enough. This perception can be brought to the next 

procurement process of this product, and influence future public procurement decisions. 

Research question three: 

“How can the influences of satisfaction on the buying decision approaches be described” 

The third research question showed that public procurement for hospital equipment was always 

conducted in the same way in the process itself of looking at suppliers and evaluating supplier 

offerings. This approach was always conducted similarly and according to specification. 

The buying approach did however differ in the precluding parts to the public procurement 

process. If no dissatisfaction had been shown during the previous contract duration the next 

procurement process may be conducted using the same specification of sought need fulfillment. 

This would then be a rebuy of sorts, where the organization decides to rebuy the same product 

qualities as they decided to buy the last time. If this was not the case, the representatives would 

sit down with the procurement unit and specify what they seek in the upcoming procurement 

process. This would correspond to the new specification approach in the public procurement 

process. 

7.1.1 Understanding how customer satisfaction influences the buying decision 

What we should take with us from the research questions are that customer satisfaction can 

influence the buying decisions in public procurement for public hospitals. It does so in two 

ways, either through the specification and disconfirmation to specification or through the users’ 

perception of what they should receive and disconfirmation to that. It was also found that 

customer satisfaction could influence the approach to the public procurement process. 

Customer satisfaction may lead to a rebuy process, and dissatisfaction to a process with new 

specifications.  

There are five general steps in the process for customer satisfaction to create an influence on 

buying behavior. These steps are: 

 Perception of quality 

 Living with the product 

 Confirmation/Disconfirmation 

 Communication 

 Consequence 
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For the first case when customer satisfaction based on the product specifications create an 

influence on buying behavior the process looks as presented in figure 7:1 below. 

The specification used for conducting public procurement is used as the perception of quality. 

After that the disconfirmation comes from living with the product. Areas assessed is if the 

suppliers live up to the specified quality of the product, this is an aspect that the users perceive 

as potential disconfirmation. The other aspect is whether or not the supplier organization is 

using the correct specified price during the contract duration, these are issues that the 

procurement unit can look at.  

When it comes to the disconfirmation influence it is important to note that the users 

disconfirmation has no clear specified way of being communicated, which may lead to their 

disconfirmation not being seen. The procurement unit’s findings of suppliers organizations 

correct pricing is however more of an issue of finding where mistakes or conflicts actually 

occur. If these types of disconfirmations occur where a contracted supplier does not live up to 

their contract obligations they may be removed from their contract and disregarded from future 

procurement contracts, this is however based upon having clear documentation of the conflict. 

The second way in which customer satisfaction influences the buying decisions in public 

procurement is when a contract isn’t broken, but the users’ perception is that disconfirmation 

to their expectations exists. How this customer satisfaction acts to influence buying decisions 

are shown in figure 7:2 below. 

 

Figure 7:2 – The customer satisfaction influence on buying behavior through the users’ perception of satisfaction  

The users’ customer satisfaction direct influence on public procurement buying decisions for 

hospitals starts with their perception of quality. Their perception of quality is in this case their 

wishes and wants, what they perceive the supplier should offer them, together with their 

perception of what the representatives and the procurement unit will purchase for them. This 

Figure 7:1 – The customer satisfaction influence on buying behavior through specification and disconfirmation to specification 
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perception is then tested when the users are living with the products. If the users are unhappy 

with the products and the issues are not that the products supplied falls outside of the current 

specification, then it falls under this type of influence that customer satisfaction has on buying 

decisions.  

If the products are not to the standard the users perceive they would be/should be, meaning that 

disconfirmation exists, then their representatives should bring this information to the next 

procurement process. The consequence of this disconfirmation becomes new specifications 

made to address these areas of dissatisfaction. If the users perception of what they should 

receive is confirmed the organization may go through with the public procurement process 

using previous specification, this would be a type of rebuy process. It was however shown that 

satisfaction would not automatically lead to this rebuy process, however it could.  

An issue that emerged concerning customer satisfaction influence on buying behavior was the 

unstandardized approach of assessing disconfirmation or confirmation. The representatives 

were chosen by the hospitals, the manner in which these representatives chose to represent was 

then varied based on their assessment. The issue becomes clear, and it is highlighted that 

sometimes dissatisfaction may not reach the procurement process altogether. This can both lead 

to a rebuy using old specifications, or a purchase using specifications that don’t consider the 

users wishes and wants.  

It is also important to note that both of these cases where customer satisfaction influences 

buying decisions are connected to one another. In figure 7:3 below their connection to one 

another is shown. 

The second type of customer satisfaction revealed is actually the initial part to customer 

satisfactions influence on buying behavior. If the users’ perception of quality is not met, 

meaning that disconfirmation occurs then the consequence is shown in the upcoming 

specification made. The specification made is in turn the initial perception of quality for the 

other type of customer satisfaction that influences buying behavior. If specification is not met 

it means that disconfirmation occurs. The consequence to this disconfirmation can be supplier 

removal, and the suppliers could be disregarded from future contracts, both of these does 

however depend on the severity of the conflict. 

7.2 Discussion and theoretical implications 
The most interesting aspect in the findings is that customer satisfaction can be said to influence 

the buying behavior in public procurement for public hospitals. The other interesting theoretical 

implication is the fact that customer satisfaction is shown to influence the buying decisions in 

two specific ways. Both through the users’ subjective assessment of the supplied products, and 

through the specification fulfillment.  

Figure 7:3 – The influence customer satisfaction has on buying behavior 
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There are however aspects to the process itself that shows that the influence customer 

satisfaction has on public procurement buying decisions are varied. Customer satisfaction 

cannot and will not always influence the public procurement process for public hospitals. This 

can partly be explained by the complexity of the public procurement system. Public procurers 

who manage the procurement process does not have the necessary competency to assess what 

the users need, therefore they need expertise from the hospitals to specify this need. In doing 

this the representatives from the hospitals and for the users are brought into the procurement 

process to represent their users. However the process in which they collect the information, or 

assess what their users need are unspecified. The representatives may conduct this process in 

the manner they feel necessary. Which means that the extent in which they represent their users 

and not themselves may vary as well.   

The current influence customer satisfaction has on the public procurement process for hospitals 

is thus dependent on choices made by individual representatives. There are two things to 

consider when it comes to this. The first is that the hospitals chose the representatives to 

represent them and their users, this should indicate that they trust that these people will do a 

good job representing them and their users. The next thing to consider is that chosen 

representatives that don’t fully know what their users wants are free to get necessary input from 

the users they represent.  

How the public procurement organization can assess their users’ true customer satisfaction is 

difficult to bring an answer to in this thesis. How well the representatives are currently 

representing their users and their customer satisfaction is another area that is hard to determine 

in this thesis with this thesis focus. What this essentially means is that this thesis found areas 

which needs further studying. These are areas which potentially could have a large impact on 

understanding the users’ actual customer satisfaction impact on buying behavior.  

What should however be highlighted is the clear finding that customer satisfaction can influence 

the buying decisions in public procurement. The other important theoretical finding is the two 

ways in which customer satisfaction was found to influence public procurement buying 

decisions. These being: 

 Dissatisfied users influencing future specification 

 Disconfirmation to specification influencing removal or disregard of supplier 

This thesis does paint a telling picture of how customer satisfaction influences buying decisions 

in public procurement for hospitals. At the same time it is revealed that more research is needed 

to fully understand to which extent the true customer satisfaction of the users, and not the 

representatives’ perception of the users’ satisfaction, actually influences the buying decisions. 

To understand the extent in which customer satisfaction influences the buying decisions further 

studies needs to be conducted with the purpose of finding out how well representatives actually 

represent their users. 

7.2.1 Limitations 

This study was conducted by looking at the influence customer satisfaction has on public 

procurement buying decisions for hospitals in Norrbotten County alone. This means that the 

findings cannot be generalized for public procurement of hospitals outside of Norrbotten 

County. Furthermore this study only assesses the purchase of products for hospitals and not 

services such as temporary personnel or other potential services. 



48 
 

7.3 Managerial implications 
For Norrbotten County and their procurement unit focus should be placed on minimizing the 

risks that dissatisfaction gets unnoticed in the procurement processes. Looking at ways of 

ensuring that representatives actually represent their users’ wishes and wants for a procurement 

process should be a crucial aspect in ensuring that high customer satisfaction is achieved. The 

current process where hospitals chose their representatives and the non-standardized way in 

which representatives represent their users may need to be looked at. The research suggests that 

the current risk when striving for customer satisfaction comes from misrepresentation and not 

actually knowing what the users wants. 

For suppliers selling towards public hospitals through public procurement important 

implications are that a customer satisfaction focus may lead to benefits. If the public 

organization is pleased with the supplier’s products they may use the same specification, and 

seek the same benefit for the next procurement process of this product. Simultaneously it is 

important for suppliers to note that the failure to meet specifications and contractual obligations 

can result in consequences. It also important to note the influence the users has on the 

procurement process, simply fulfilling the contract is only half the influence customer 

satisfaction has. By gaining an understanding of what the users actually feel about the products 

a supplier may stay ahead of the curve by creating products that correspond well to the 

suppliers’ next procurement specification. Therefore effort should be spent on constantly 

learning and adapting to the users’ needs.   

7.4 Further research suggestions 
This thesis have found two general areas in which more research will be recommended. The 

first of the further research suggestions are to find out to what extent the users’ customer 

satisfaction actually ends up influencing the buying decisions in public procurement for 

hospitals. This was a problem area found in this thesis. It was revealed that customer satisfaction 

had an influence on buying behavior, simultaneously it was found that the extent of this 

influence depends on factors outside of this research scope. Issues were revealed concerning 

lack of knowledge, and no standard procedure for how representatives represent their users. 

What this essentially means is that the extent in which the users actual customer satisfaction 

influences the public procurement buying decisions are somewhat unclear, and further research 

is suggested to address this.  

The other area for recommended further research is to look at more cases of public procurement 

for hospitals with the goal of trying and generalize these findings that showed how customer 

satisfaction influences the public procurement buying decisions for hospitals. 
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Appendix 

Appendix 1 – Interview guide:  
Explain that I’m not there to do any form of assessment, there are no right or wrongs, what I’m 

after is a good representation of the reality of public procurement for hospitals.  

Before the interview: 

 Purpose of the thesis and the interview 

o To see how customer satisfaction influences purchasing behavior 

 Hospital purchases 

 Interview will be recorded – Only I will have access to the recording 

o Purpose to not miss anything important that was said 

 Remind once more – if any information is sensitive or confidential it can still be brought 

forward and then censored in the published thesis. 

 Start the recording 

Soft start to confirm some information from previous telephone conversation: 

- Who are you? 

- What is your role in the organization? 

- My impression from the telephone conversation is that you have a central role in the 

purchasing process, that you have a good understanding of the basis on which 

purchasing decisions are taken and the reasons behind these. 

o Is this a correct impression or have I misinterpreted something? 

RQ1: 

Departments involved – degree of involvement: 

 What departments are involved in the buying communication (lateral involvement - 

from the users, to the purchasers) 

o How does Purchase novelty influence the departments/divisions degree of 

involvement in the buying communication? 

o How does product Complexity influence the departments/divisions degree of 

involvement in the buying communication 

o How does product Importance influence the departments/divisions degree of 

involvement in the buying communication 

Different roles in the buying center (several people or departments can hold the same role, 

and a person or department can hold several roles): 

Finding the – Initiator(s) 

 Where in the organization is a problem first recognized that can be solved or avoided 

by acquiring a product or service? 

o Where is this first action of problem solving initiated? 

Finding the – User(s) – ALREADY DEFINED (hospital staff) 

 Defined as hospital staff 

Finding the – Influencer(s) 
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 Who influences the decision process either directly or indirectly through providing 

information and criteria for evaluation and possible alternatives? 

Finding the – Decider(s) 

 Who are those with authority to choose among alternative buying actions? 

Finding the – Buyer(s) 

 Who are those with the responsibility to contract the suppliers? 

Finding the – Gatekeeper(s) 

 Who controls the flow of information from suppliers into the organization? 

 

RQ2: 

Customer satisfaction 

 What do you perceive as customer satisfaction? 

o Product related/specification or service related aspects 

How is the users’ satisfaction influencing purchasing decisions 

 Repeat purchases? 

 Search for alternatives? 

 What aspects of satisfaction is measured? 

 Perceived quality & disconfirmation: 

o How do you express your perceived quality in your purchasing decisions? 

o How does disconfirmation to perceived quality affect purchase decisions? 

 How does it affect repeat purchases? 

 How does it affect search for alternatives? 

In what way is customer satisfaction measured and how is the end users’ opinions about the 

products purchased collected? 

 How do you measure the difference between perceived quality and the real 

experienced quality (how is disconfirmation measured)? 

 

Communication: 

 How is supplier communication considered when making buying decisions? 

o Trustworthiness of information 

o Communication if delivery problems occur 

o Communication if quality problems occur 

o Supplier promise fulfillment 

o Perceived quality of communication & disconfirmation 

 Can the communication aspect be connected to the end user? 

Commitment: 
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 How is supplier commitment considered when making buying decisions?  

o Adjustments made to meet organizational needs 

o Tailor-made products for organizational needs 

o Perceived commitment & disconfirmation 

 Can/is this commitment connected in some way with the end user? 

Conflict handling: 

 How is supplier conflict handling considered making buying decisions? 

o Solves disputes before they cause relational problems 

o Effort to make sure no problem arise in the relationship 

o Ability to openly discuss solutions for problems 

o Perceived conflict handling abilities & disconfirmation 

 

RQ3: 

Customer satisfaction and buying approach: 

 How does satisfaction influence the active choice of buying decision approach (new 

task/rebuy)? 

o Repeat purchase 

o Search for alternatives 

Customer satisfaction: 

In a purchasing situation, if existing customer satisfaction exist (low or high): 

 How does customer satisfaction influence the search for information? 

o Information concerning product offering 

 Breath/width in information search 

 Quantity of information gathered 

o The use of multiple information sources 

 Doctors/engineering staff at other hospitals 

 Buyers at other hospitals 

 Others from your hospitals 

 Medical journal/publications 

 (Scope/Depth of suppliers evaluated) 

 How does customer satisfaction influence the analysis techniques used for supplier 

offerings? 

o Is multiple types of analysis of product offerings used? 

 Price analysis 

 Value analysis 

 Price comparison across other hospitals 

 Buy or lease analysis 

 Life cycle analysis 

Buying approach: 

 How is the search for information influenced by the buying approach (new 

task/rebuy)? 
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o The amount of information 

 How is analysis technique influenced by the buying approach (new task/rebuy)? 

o The amount of analysis 

 


