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Abstract

The competitive and multifaceted setting of today’s marketplace require that new 
services should be well analysed and designed before they have a chance to successfully 
break and enter into a new market. Unfortunately there are numerous difficulties 
regarding both marketing as well as the linkage between marketing and internal 
operations. This thesis focuses on this link in the context of logistics services 
particularly centred at the German metal processing industry. Three research questions 
were asked. (1) Seen from a view concerning logistics services, what are appropriate 
variables for segmenting a new market, in this case the German metal processing 
industry? (2) How can evaluation of market segments be conducted recognising a 
company’s specific profile (in this case SKF Logistics Services)? (3) What are order-
winners and qualifiers criteria for the identified segments and how can they be used in 
decisions regarding allocation of company resources and market entry?

The objective of this thesis was to form a theoretic framework for assessing a new 
market for logistics services. SKF Logistics Services commenced the work and 
determined the scope. Yet a framework, which can be used on any market in context of 
logistics services was developed. However, the framework was tested recognizing the 
specific profile of SKF Logistics Services.

Several research methods were combined to answer the research questions. A literature 
review was conducted in order to lay ground for the theoretical framework. Secondary 
data was purchased from the Verband der Vereine Creditreform and segmentation was 
carried out with the aim of finding companies, which SKF Logistics Services was 
particularly well suited to serve. Further work in form of a survey questioning 
companies about their logistics structure was then performed. The survey findings were 
followed up with interviews intended at supporting the findings. The research methods 
and data, which have been used, were part of a triangulation aimed at increasing the
trustworthiness of the work.

The analysis of the situation showed that a nested segmentation approach first selecting 
sub-industries, followed by total revenue and geographic scope (Germany) was well 
suited. When segments were evaluated it was asked where SKF Logistics Services was 
most capable of optimally using resources and as a result succeed. This has in this thesis 
mainly been done in two ways. First, it has been assessed which criteria segments must 
fulfil in order to be of interest for SKF Logistics Services. Secondly, segments fulfilling 
these criteria have been selected. 

Order-winners and qualifiers have then been sought so that the current and future 
markets could be effectively served by SKF Logistics Services’ internal operations. 
With help from an importance-performance matrix improvement needs has then been 
analysed in order to find where resources should be allocated. It is found that SKF 
Logistics Service should work with improvements regarding transparency of costs, 
contact and communication with customers as well as increasing flexibility for 
customers’ needs.
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1 Introduction
The European market for logistics services is approximated to have a yearly turnover of 
almost 600 billion euros of which the German market constitutes circa 150 billion 
euros. This number is made up from all transportation, warehousing, monitoring, goods 
handling and value adding services provided in one year. A closer look reveals that 40 
percent comes from transportations, one fourth from warehousing and handling and the 
rest from order processing, virtual monitoring and supply chain management (Klaus 
2003; Korschinsky, 2004). According to Koch (2001), Klaus (2003) and Korschinsky 
(2004) the demand for logistics services is expected to increase moderately in phase 
with the struggling German economy. The growth is mainly because of demand in the 
industrial and retailing markets. Korschinsky (2004) argues that the enlargement of the 
European Union has led to a boost in trade and exchange of logistics services between 
east and west. This in combination with the fact that goods are transported longer is a 
trend, which is expected to hold and perhaps even intensify. New distribution channels 
are under development and companies already doing business in these markets have a 
head start. Because of the expansion Germany is now in the middle of the EU; a 
valuable position according to Korschinsky (2004) and Hahn-Woernle (2005). 
Nevertheless, the competition is fierce and local service providers have sometimes 
advantages because of lower wages as well as lower environmental and transportation 
taxes. According to Baumgarten (2003) and Korschinsky (2004), roughly 45 percent of 
the total logistics services market share in Germany is outsourced to external providers. 
Korschinsky (2004) even indicates that in some areas this number is even higher, for 
example is 70 percent of the total market for transportation services outsourced. In 
addition several authors (Koch, 2001; Korschinsky, 2004; Wildemann, 2005) state that 
at the moment there is nothing, which indicates a change in the outsourcing trend. In 
fact Klaus (2003) and Korschinsky (2004) point out that in other countries such as Great 
Britain and Netherlands the outsourcing quote is even higher. However an already harsh
competition is likely to intensify. This in turn is of course a treat against the overall 
profitability.

The strongest boost is seen for complex packages of logistics services tailored after 
specific customer’s requirements, also known as contract logistics (Kock, 2001; Klaus 
2003; Baumgarten, 2003; Korschinsky, 2004). This type of logistics services are 
predicted to grow with up to 15 percent yearly. The main reason is that several 
manufacturing companies do not longer see these activities as part of their core 
competencies. Consequently they chose to outsource, and from these outsourcing trends 
cannot only larger logistics service providers benefit. Providers of more moderate size 
can sometimes contribute with particular flexibility and competence (Klaus 2003; 
Korschinsky, 2004). However, customers sometimes require access to global networks 
and distribution channels, which is often difficult for the smallest providers to fulfil 
(Baumgarten, 2003; Klaus, 2003; Korschinsky, 2004). In Germany the contract logistics 
market has an estimated turnover of 60 billion euros annually, of which two thirds come 
from industrial markets. Only 20-25 percent of this market is supposed to be outsourced 
and the same figure for the industrial sector is about 15 percent (Klaus, 2003; 
Korschinsky, 2004). Klaus (2003) estimates that 5,2 billion euros of the industrial sector 
are constituted by the metal processing industry and according to Klaus (2003) as well 
as Wildemann (2005) it is likely that increasing complexity of logistics within this 
market will result in more outsourcing. Furthermore Korschinsky (2004) stresses that 
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the more a service provider can take over in form of value added services, the more 
likely it is to become profitable. This is mainly because the more complex a service is, 
the weaker is the competition. In these cases the service provider has got to compete 
with quality and added value. Accordingly, when a fit between a customer and a service 
provider occurs, there is a potential gain for both parties. However, several researchers 
(Hill, 1995; Barry et al, 1995; Simmonds, 1999) argue that it is not easy to establish 
such a fit. In fact Simmons (1999) suggests that the competitive and complex 
environment of today’s marketplace demands that new services should be well 
analysed, researched, designed and developed for them to have a chance to successfully 
break and enter into a new market. Unfortunately there are several obstacles concerning 
both marketing as well as the link between marketing and internal operations. This in 
turn complicates the analytical phase of market assessment and entry.

1.1 Problem area development and research questions
Murphy and Daley (1994) suggest that marketing is a natural field for interdisciplinary 
study with logistics. There are several examples of how marketing and logistics interact 
in terms of the marketing mix. They stress that the theoretical base of market 
segmentation is fairly easy to transfer to logistics. That is, segmentation is a 
compromise between customisation and mass marketing. With respect to logistics, it 
would normally be too costly and unpractical to design a separate logistics system for 
each customer. Alternatively a logistics services provider may apply one logistics 
system to all customers, which might be cost saving, but it is unlikely to meet all 
customers’ needs. A handfull of researchers (Murphy and Daley, 1994; Backhaus, 1995; 
Dibb, 1998; Jobber, 2001; Becker, 2002; Dibb et al, 2002) view the concept of market 
segmentation as a strategic management tool for resource allocation, which aims to 
improve customer satisfaction and organization profitability. Jobber (2001) states that it 
is important to meet customers’ needs and therefore different product and service 
offerings must be made to various customer groups, which typically constitute a market. 
Segmentation is useful when managers want an overview of a new market and the 
diverse existing customer groups. According to Dibb and Simkin (1997), much research 
has underlined the benefits presented by implementing a segmented analysis of the 
market. Dibb and Wensley (2002) suggest that market segmentation benefits are not 
limited only to marketing. In the field of operations strategy it has been indicated by 
Berry, Hill, Klompmaker (1995) and Hill (2000) that closer awareness of customer 
requests can help in developing more effective design of operating systems. However, 
Dibb and Simkin (1997) also stipulate that despite the usefulness of segmentation, 
management teams repeatedly come across practical problems. A highly debated and 
central issue is the development of a segmentation base or model. This is the first step in 
Kotler’s (1996) segmentation process and it aims at grouping customers with similar 
characteristics. Dibb and Wensley (2002) state that the academic literature regarding 
this problem is substantial, but nevertheless managers are still often struggling. This 
leads to the first research question:

Seen from a view concerning logistics services, what are appropriate variables for 
segmenting a new market, in this case the German metal processing industry?

The next step in the basic process of market segmentation is targeting. This step entails 
identification of the segments on which company resources are to be focused (Berry, 
Hill and Klompmaker, 1995; Kotler, 1996). Doyle (1995) and Berry et al (1995) argue 
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that to accomplish this, managers are demanded to classify the comparative 
attractiveness of the company on several target markets. This means that the company 
must strategically chose in which segments it wishes to compete. Dibb and Simkin 
(1998) state that an outlook on the management literature reveals several fields, which 
give assistance, such as organisational behaviour, managerial economics, finance 
theory, corporate strategy and marketing. However, according to several researchers 
(Doyle, 1995; Francisco, 1996; Dibb and Simkin, 1998) there is little consistency in the 
guidance offered by the literature, despite the strategic importance of these targeting 
decisions. Unfortunately a direct consequence is that managers receive little practical 
help and guidance in this process concerning which issues they should focus on. 
Therefore the next research question is:

How can evaluation of market segments be conducted recognising a company’s specific 
profile (in this case SKF Logistics Services)?

There is often a need to increase the understanding of the identified segments, especially 
if the first segmentation stage was conducted on a general basis. Segmenting the 
identified segments further can then be a possibility. Therefore segmentation is often 
used in multiple stages (Dibb and Simkin, 1997; Dibb, 1998; Jobber, 2001; Goller, 
Hogg and Stavros, 2002). This is particularly useful in large markets and is often 
conducted on a macro- and micro-basis originally proposed by Wind and Cardoza 
(1974). More specifically, macro-variables are used in the first process-stage, which 
results in macro-segments. In the following process-stage, only those macro segments 
that are regarded as interesting for the business are segmented further using micro-
segmentation variables. This approach can be used in more than two stages and is then 
called nested (Murphy and Daley, 1994; Dibb and Simkin, 1997; Dibb, 1998; Goller, 
Hogg and Stavros, 2002). According to Murphy and Daley (1994), the first stage is 
often done on a demographic basis. Further stages can for example be based on 
operating, purchasing, situational and personal variables. Barry, Hill and Klompmaker 
(1995) suggest that segmentation can be used for technical specifications regarding 
operations functions as well. Hill (1995; 1997; 2000) points out that when customer 
needs are known, business operations must be linked with them. For this purpose he has 
developed a concept of order-winners and qualifiers, which establishes such a 
connection. The concept is based on the assumption of a need for strategic difference. 
That is, different customers have different needs and companies have to meet these 
needs. Berry, Hill and Klompmaker (1995) as well as Hill (1995; 1997; 2000) argue that 
to be able to do this without wasting company resources, order-winners and qualifiers 
criteria must be found. Order qualifiers are criteria, which a company must meet up to 
in order to be considered as a possible supplier by a customer. Furthermore, order 
winners are criteria, which win orders on the market against competitors. Different 
qualifiers are of varied importance, some qualifiers may cause a company to lose an 
order and most likely also latent future orders. Hill (1995) describes that at the same 
time as business operations has to provide qualifying criteria to that level required to 
meet the customers’ demands, it has to provide the order winning criteria superior to 
those of its competitors. This leads to the final research question, which aim is 
increasing the understanding of the identified segments and at the same time linking 
their demands with business operations and corporate strategy:

What are order-winners and qualifiers criteria for the identified segments and how can 
they be used in decisions regarding allocation of company resources and market entry?
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1.2 Scope
This thesis focuses on distribution logistics. That is, the process of bringing the finished 
product to the customer. Other types of logistics such as sourcing and production 
logistics, see Figure 2, are not included in the work. However, they are being defined 
and mentioned to give the reader a view of the differences and what these fields 
comprise.

It is beyond the scope of this paper to perform and/or consider a competitive analysis. 
This is perhaps of particular importance in the segmentation evaluation process and 
market entry consideration. Furthermore research from several different fields of the 
management literature, such as organisational behaviour, managerial economics, 
finance theory, corporate strategy and marketing can be of value when evaluating 
market attractiveness. However, to undertake such a broad view would not be viable. 
Therefore this thesis focuses on the contributions from marketing theory and portfolio 
management. That is, segments will only be evaluated using the framework presented in 
the theory chapter of this thesis.

1.2.1 The German metal processing industry
Companies targeted in the data collection for this thesis are German companies engaged 
in finishing processes involving metals or components of metals. The processes in the 
refinement can be mechanical, physical, or chemical in nature. The assembling of metal 
component parts and manufactured products are also part of this group. Furthermore, 
companies working with mechanical engineering and machine construction, which 
products mainly are made up from metals, are also targeted.

1.2.2 Logistics definitions
Below follows definitions of central concepts. These terms will be used throughout the 
thesis, but they are primarily of importance regarding the survey and the interviews, 
making sure that all respondents have the same view of the terms.

Logistics - Integrated planning, control and monitoring of all internal and external 
business flows of goods and information. Logistics provide customer- and process-
orientated solutions for departments, companies, corporate groups, networks and 
virtual organisations (Baumgarten, 2003)

Contract logistics - Contractual takeover of complex logistical demands by an external 
services provider through customized solutions for customers

Distribution logistics - Planning, controlling and monitoring the movement of goods 
and information from the producer to the customer

Information system (I/S) - Managing the flow of data in an organization in a systematic, 
structured way to assist in planning, implementing, and controlling

Operations management - The management of systems or processes that create goods 
and/or provide services

Production logistics - Planning, controlling and monitoring the movement of goods and 
information through the production process
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Sourcing logistics - Planning, controlling and monitoring the movement of goods and 
information from a supplier to the buying company

Transport management - Planning, controlling and monitoring the movement of goods 
from one place to another

Warehousing - Planning, controlling and monitoring the storing of goods
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2 Methodology
Below follows a description of how the work with this thesis was conducted. Made 
choices are explained and arguments for these are presented. Problems that occurred 
during the work and their influences are discussed, as well as how used data affected 
the work.

2.1 Research objective
The objective of this thesis was to develop a framework for assessing a new market for 
logistics services. SKF Logistics Services initiated the work and decided upon the 
scope. Naturally this directed towards some general and some specific issues and 
questions, which were of particular interest for SKF Logistics Services. Therefore the 
research choices made in this thesis were derived from this perspective. This did not 
mean that generalisations and predictions were not attempted. However, such attempts 
were made from a standpoint, which origin was influenced by SKF Logistics Services. 
Yet, the objective was to develop a framework, which can be used in other markets 
where the demand for logistics services is to be analysed. However in this thesis the 
framework was tested with gathered data interesting for SKF Logistics Services and the 
specific profile of SKF Logistics Services was used to analyse this data. It could be 
argued that the objective was double-ended. On the one hand a generalizable framework 
for assessing a new market was developed and on the other hand SKF Logistics 
Services was supplied with information and guidance concerning a potential market.

2.2 Research approach
The study conducted in this thesis aimed at presenting a framework based on existing 
theories. That is, selected parts of existing theories have been combined so that they 
form a framework, which can be used for assessing a new market. The approach can be 
seen as mainly deductive utilizing an analytical perspective. According to Saunders, 
Lewis and Thornhill (2000) deductive reasoning works from the more general to the 
more specific. In a deductive argument, the premises are intended to provide support for 
the conclusion. 

An empirical collection of data with specific interest to a company in a specific situation 
was gathered and used to test the framework. That is, the framework was tested in a 
specific context recognizing a company’s specific profile, in this case SKF Loistics 
Services.  Secondary data laid ground for segmentation. The segmentation was then 
followed up with a data collection conducted as a survey. The survey was in form of a 
brief questionnaire, which was further supported with interviews. The choice of a brief 
questionnaire was more or less undisputed due to two reasons. First, the large size of the 
targeted group made other options unrealistic. Second, the widely spread geographical 
locations of the respondents further motivated this choice. To limit the responding 
group was not an option because of possible heterogeneity within the group and 
restrictions regarding the thesis. For more information regarding the questionnaire, see 
chapter 2.3.3. Saunders, Lewis and Thornhill (2000) argue that surveys are good for 
gathering information when the problem is somewhat structured. An advantage is 
flexibility so that many different categories of information in different circumstances 
can be gathered. It is also the fastest and cheapest way to obtain large amounts of data. 
Both these aspects were needed in the work with this thesis. Consequently, the thesis 
mainly uses a quantitative approach to meet the research objectives. However 
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qualitative elements also exists. The interviews conducted are such examples. They 
were carried out to validate the survey and expand its findings. An aim of the mixed use 
of qualitative and quantitative primary data is to combine the advantages of both 
approaches. Saunders, Lewis and Thornhill (2000) state that a quantitative approach 
usually aims at explaining or proving something. In contrast, a qualitative approach 
usually aims at understanding a scenario and putting it into a broader context. A 
quantitative approach is characterised by objective and systematic studies involving 
surveys and data analysis, which are important parts of this thesis. Such an approach has 
two main advantages: (1) it results in an objective measure of the possibility that the 
conclusions drawn are correct, in addition, (2) it is often easier to implement and 
requires less resources than qualitative approaches.

The gathered information was then stepwise analysed with help from the presented 
framework and other analytical tools. For more information see chapter 2.5. Finally 
generalizations and conclusions were drawn.

2.3 Research method
Several research methods were combined to answer the research questions and meet the 
research objective. Below are explanations of how each of these methods was used.

2.3.1 Literature review
Initially, possible relevant theories for the problem were discussed with my tutor at 
Luleå University of Technology. Thereafter I performed a broad review of the academic 
literature to get an understanding of the three main theory fields, which constitute the 
base of my theoretical framework. These fields are logistics services, industrial 
segmentation and order-winners and qualifiers. The literature has been found in one of 
the following libraries: the library of Luleå University of Technology, the library of 
Otto-Friedrich-Universität Bamberg, the library of Berufsakademie Mosbach, or the 
library of Universität Mannheim using their respective library catalogues Lucia, OPAC, 
WebPac and OPAC. The search words, which were used, are combinations and 
flections of the following words: manufacturing, strategy, operations, marketing, 
segment, segmentation, logistics, service, outsourcing and Terry Hill. German words 
and their flections were also used: logistisch, Dienstleistung, Trend, Logistik, 
Deutschland, metallverarbeitend and Industrie. Even early on, it was known which main 
theory fields that would be used as ground for the thesis. This was helpful in the search 
of literature and after an examination of the table of content and some quick reading, it 
was often easy to tell if a particular book was of interest. The search for academic 
articles was made in the online databases Emerald, EBSCO and Helecon. Search words 
alone or in combinations not including flections were: market, marketing, segment, 
segmentation, order, winner, qualifier, logistics, service, industrial, evaluation, target, 
new, manufacturing, strategy, entry, problem, performance, importance, matrix, Slack 
and Terry Hill. The searches often resulted in several hits and in these cases relevant 
articles were sought by reading through abstracts. Furthermore, references from 
academic articles were often used as guides in the pursuit of further readings. That is, by 
scanning through some of the references from the articles read, it was possible to find 
more information of interest. In these cases, references that were found of interest when 
reading the article, or references frequently made from other articles to a specific source 
were followed up. In some rare cases, mainly concerning references in the methodology 
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chapter, the author’s own knowledge about literature has led to useful sources of 
information.

Selected parts/articles from several issues of industry magazines and reports, both 
academic and non-academic, was read to get a better view of logistics services and the 
German metal processing industry. Some articles of particular interest are presented in 
the references of this thesis. Articles were also found on the Internet using the search 
engine, Google, and some of the following words and their German flections: logistisch, 
Dienstleistung, Trend, Logistik, Deutschland, metallverarbeitend and Industrie. The 
industry magazines which were read are LOG., Evolution (SKF’s magazine), Logistik 
inside and Cargotime. To decide if a particular article/report was of interest the 
introduction/summary was usually read and a decision was made. These readings 
together with the academic articles, which were read have not only been important as 
references, they have also increased the author’s general knowledge of logistics and the 
German metal processing industry. This has been most crucial for this thesis, for 
example in the creation of the survey, in the identification of potential segmentation 
variables, in the evaluation of segments and in the identification of potential order-
winners and qualifiers.

2.3.2 Secondary data
The secondary data used in this thesis was purchased by SKF from the Verband der 
Vereine Creditreform. Data from individual companies in the German metal processing 
industry was limited to concern branches of industry, main company activities, total 
revenue, company address, company telephone number and the contact to a person in an 
upper management position. This data laid ground and in turn limited possibilities for 
segmentation.

2.3.3 Survey
A total of 453 companies remained after the segmentation. This was considered to be an 
acceptable research population and a brief survey in form of a questionnaire was sent 
out. The questionnaire was sent with a short letter explaining the purpose and objective. 
It also contained information regarding privacy and evaluation. The questionnaire was 
developed in parallel with informal dialogues with SKF employees, as well as 
comprehensive reviews of articles found in academic journals and industry sector 
magazines. Furthermore the questionnaire was compared with several other similar 
questionnaires covering logistics services related subjects. Finally SKF’s advertisement 
department assisted in the design and layout. A goal was to keep the questionnaire 
short, but relevant and accurate. This resulted in 22 questions, which a pre-test 
confirmed as acceptable. Zikmund (1994) states that when creating questionnaires it is 
important to have in mind that the respondents must be able to understand and answer 
the questions. It might be seen as self-evident, but all to often questions are not clear 
and easy to understand, so that selected persons are not able or willing to answer them. 
For this questionnaire closed response alternatives were chosen because they are more 
likely to be answered. Another advantage is that structured questions are easier to 
quantify, however also more difficult to construct. The wording and formulation of 
questions were carefully considered, because this could have pronounced effect on the 
result. It is also important to note that an author unaware of possible responses to 
questions cannot use closed questions. Therefore the author needs profound knowledge 
of the investigated subject.
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After creation of the questionnaire several persons with relevant knowledge reviewed it 
in a pre-test. Their opinions were then taken into consideration. It was originally 
planned to send out the questionnaire in two intervals. Telephone calls were then to be 
carried out as follow-ups and reminders. Furthermore, the telephone calls aimed at 
determining if the questionnaire was handed over to managers in the logistics 
departments. The arrangement with two intervals was due to holidays in southern 
Germany and a more manageable workload concerning the follow-up telephone calls. 
Initially the questionnaires were sent out to managers in all of the companies in the first 
interval. This was also the plan for the second interval. However, due to experiences 
gained during the follow-up telephone calls for the first interval, some changes were 
made. A smaller test interval was sent out in order to see if a better answer ratio could 
be accomplished if the questionnaires were sent out un-personally addressed to logistics 
departments. This proved to bee successful and was therefore used for the last interval. 

To give companies an incentive and thus hopefully attain a higher response quote, 
participating companies were offered a detailed report of the survey’s result after 
evaluation. The idea was to carry out the study as a benchmarking opportunity for 
participating companies. Logistics figures and future trends were assumed to be of 
interest to most companies. However, companies could also choose to participate 
anonymously. The goal of the survey was to identify the logistics structure and the 
demand for logistics services. Furthermore, outsourcing trends and customer 
requirements within the identified segments was sought. The questionnaire covered the 
aspects of products and shipment structure, warehousing and distribution structure, 
logistical trends and customers’ criteria. That is, these questions were developed to give 
an overview over these aspects, so that the market as well as the customers’ order-
winners and qualifiers criteria could be understood. The obtained information has then 
been used for analysis and management recommendations.

2.3.4 Interviews
The interviews were conducted after the completion of the survey. This was done so 
that the survey findings could be used as material for questions. The goal of the 
interviews was basically the same as for the survey. They were carried out in order to 
support each other and combine findings from quantitative and qualitative data. 
However, the interviews were particularly aimed at increasing the understanding for 
order-winner and qualifier criteria within the market. Especially important was an 
understanding of the relative importance of different criteria.

The persons interviewed have been chosen so that heterogeneous characteristics in the 
targeted group were covered. Environmental factors and surrounding conditions are 
relatively similar for the different sub-industries. Characteristics such as maturity of 
businesses and segment growth are also similar. Therefore it was considered as 
particularly interesting to see if differences not previously detected could be found. It 
was also the aim of the interviews to identify such characteristics.

In order to find heterogeneous aspects it was concluded that growth could be an 
interesting factor. The complete targeted group consists of mature branches of 
industries. Therefore if a segment or company growing faster than the average could be 
found, they might have a different view due to less cost pressure. Statistics figures 
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regarding the economic situation in different segments were acquired through the 
VDMA website. This showed that the highest growth figures could be found in the sub-
industries conveyor techniques and fluidics. Consequently, two companies from these 
sub-industries, Bosch Rexroth (fluidics) along with Demag Cranes and Components 
(conveyor techniques), were contacted. Appointments were then booked and 
representatives were interviewed. In order to get contradicting information to compare 
with, a slower growing segment (machine construction) was selected for the third 
interview. Because of simplicity SKF was chosen to represent this segment.

The interviews were of partly structured character. That is, questions were prepared in 
advance, but if interesting or unclear answers were given, they could be followed up. 
After that the first five questions in the interview guide had been asked, results from the 
survey (Table 11, Table 12, Table 13 and Table 14) was shown. The concept of order-
winners and qualifiers was then described and the remaining questions followed.

2.3.5 Triangulation
An important aspect regarding the trustworthiness of this thesis is triangulation. The 
underlying sources used in the research work have therefore been treated under account 
of this principle. If different sources show congruence this strengthens the results 
(Saunders, Lewis and Thornhill, 2000).

The work with this thesis has been based on a two-dimensional triangulation in order to 
support the result and increase the validity as well as the reliability. The first dimension 
concerns data and the second methodology. Data has been gathered in the form of 
primary and secondary data. Primary data comes from the survey and the interviews. 
The secondary data has been acquired through review of other German studies 
concerning logistics service markets. Information from these sources has then been 
measured and weighed against each other in different comparisons. Therefore different 
perspectives were merged and the analysis of the thesis has been supported. That is, 
internal views from SKF, external views from potential customers and researchers in the 
field of logistics were combined. The resemblance of these sources has then been 
analysed. Thus, the outcome and conclusions were therefore based on a broader ground, 
which was an aim all along the work process. This is also something Hill (2000) 
underlines as important when working with order-winner and qualifiers.

A second dimension aiming to further widen the applied perspective is that the thesis is 
founded on qualitative and quantitative data, in combination with existing literature. 
Qualitative data was gathered through interviews and quantitative with help from the 
survey. A comprehensive literature review was also carried out. This approach can be 
seen as a triangulation based on different methodologies in order to gain benefits not 
available only using a single approach. That is, the joint advantages associated with 
different kinds of data and methodologies have been sought. An enhanced 
trustworthiness is expected due to the various methodologies and sources used. This 
two-dimensional triangulation was also done in order to lay ground for the validity and 
reliability of the thesis, see chapter 2.6.2 and 2.6.3.

2.4 Research process
It should be said that the different phases of the research process have not been isolated 
from each other. Moreover, the phases have not been performed in strict chronological 
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order. On the contrary, phases have been overlapping and dependent on each other. The 
description below gives an overview of these phases, but it can only be seen as a general 
guide. However a more detailed description is hardly possible due to the author’s 
limited memory and time. It can also be questioned how meaningful this would be.

The process started with a discussion of relevant literature and possible methodology 
with the tutor. A short and broad literature review was conducted so that a problem in 
the form of research questions could be formulated. Shortly after an introduction phase 
at SKF Logistics Services in Schweinfurt, Germany, started. This period can be seen as 
a getting-to-know-the-company-phase. Several different operations inside the company 
were explained, regarding their role and connection to the surrounding value chain. 
Simultaneously a comprehensive literature review was performed. Standpoints and 
views from several researchers were combined and put together in a logical sequence.
Appropriate theories were gathered for the creation of a framework, which was to be 
used for the assessment of a new market. In parallel, secondary data was sought in the 
SKF corporate group, by the VDMA (Verband Deutscher Maschinen- und Anlagenbau 
- German Engineering Federation), by the IG Metall (Industrie Gewerkschaft Metall), 
by the Verband der Vereine Creditreform and by Vogel Industrie Medien Verlag 
Würzburg. Furthermore, a questionnaire was created and reviewed. From the secondary 
data acquired a two-stage segmentation was then carried out. The market was first split 
into sub-industry sectors, then sectors of particular interest was further segmented using 
zip codes and total revenue figures. The choice of segmentation model and variables 
was limited because of the available secondary data. All companies with a yearly 
revenue between € 50 million and € five billion were then sent a questionnaire. The goal 
of the survey was to reveal the structure of logistics and the demand of services within 
identified segments. Furthermore outsourcing trends and customers’ requirements for 
demanded services was sought. That is, questions were created with the aim of giving 
insight into these aspects, so that the market and the customers’ order-winners and 
qualifiers criteria could be identified. Three interviews were then carried out. The 
interviews were especially aiming at increasing the knowledge of order-winners and 
qualifiers. Particularly important was to receive insight into the relative importance 
between different order-winners. The obtained information has then, recognizing a 
company’s specific profile, been used for analysis and management recommendations. 
Conclusions concerning resource allocation and customer targeting was then finally 
drawn.

2.5 Research analysis
The segmentation was performed with the Marcus-DVD from the Verband der Vereine 
Creditreform. That is, the DVD provides segmentation possibilities for its stored 
secondary data, which was used. Branches of industry were organized according to the 
SIC UK code and the selected sub-industries are presented in Table 3. The industries 
were selected so that they should fit the targeted group defined in chapter 1.2.1. This
selection was then segmented using the variables of total revenue and geographic 
location as base. Criteria were a geographic location within Germany and a total 
revenue between 50 million and five billion euros. After the segmentation remaining 
companies were then sorted into sub-industries according to VDMA’s (Verband 
Deutscher Maschinen- und Anlagenbau - German Engineering Federation) 
classification. This was done in order to attain a grouping of companies suitable for 
German conditions.
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An MS Access database was designed and used for the storage of survey answers. In the 
analysis of the survey answers the data was exported to MS Excel. Simple calculations 
and statistical figures as mean and median values were then computed.

2.6 Research problems
A problem with the segmentation was that the English organisation of sub-industry, in 
this case the SIC UK code, is quite different to the German classification. Therefore 
problems arose, for example in the design of the questionnaire. The targeted group 
defined had to be divided in appropriate German sub-industries. A problem is that the 
SIC UK code is general and unspecific, focusing on products and used materials. On the 
other hand the German classification is more detailed, focusing on functions and not 
materials. It cannot be completely ruled out that mistakes have not been made in the 
translation process, or that a better translation could not have been found. The 
classification issue has caused some problems in the selection of target group. Namely, 
the selection of companies, which were sent a questionnaire, was not in absolute 
resemblance with the defined targeted group. However this was mainly due to poor 
quality of the secondary data and not because of incorrect translation.

The available secondary data was a limitation for two reasons. First, the segmentation 
could due to this fact only be conducted in selected sub-industries of the German metal 
processing industry using the variables total revenue, geographical location and 
company activities. With more comprehensive secondary data, perhaps more interesting 
companies better fulfilling the selection criteria could have been targeted in the survey. 
This in turn could have resulted in more effective use of available resources and 
therefore a better study. Secondly, the addresses caused problems, because of 
inaccuracy. Several mails could not be delivered and were returned as undeliverable. In 
addition, numerous companies were not active in the specified sub-industry and were 
therefore not part of the defined targeted group (see chapter 1.2.1). This in turn was due 
to two reasons. First, the selection of sub-industries (see chapter 4.1) was made to 
broad. That is, some sub-industries were assumed to be part of the targeted group, but 
this proved to be partly wrong during the follow-up telephone calls. Further, the 
information received from the Deutsche Creditreform was repeatedly inaccurate, which 
was also affirmed during the follow-up telephone calls.

Moreover, limited secondary data in form of addresses forced the survey to be sent out 
to a manager in the upper management level and not necessarily to a logistics manager, 
which probably decreased the response quote. This fact my also have influenced the 
quality of the answers if a logistics expert did not get consulted in the answering 
process. As previously mentioned (see chapter 2.3.3), due to experiences gained half 
way into the work with the survey, changes were made regarding how letters were 
addressed. Unfortunately, this meant that the letters could not be personally addressed 
to somebody, but only generally to the logistics management of companies. This in turn 
complicated the work with the follow-up telephone calls, when an obvious contact 
person was missing. In several cases intended persons did not receive the letters and an 
extra e-mail with the questionnaire had to be sent.

Work with brief questionnaires always poses some problems. First of all people often 
hold an intuitive unwillingness to respond and it cannot be excluded that respondent 
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might respond dishonestly. Unfortunately, this is of particular importance in Germany 
where respondents are known for being unwilling to respond. Other problems with 
questionnaires are that the questions might be misinterpreted, interesting facts might be 
overlooked because of poorly designed questions, or answers might be misunderstood 
in the evaluation work. In the questionnaire for this thesis closed response alternatives 
were used and some questions were of indirect character. That is, due to risk of 
designing questions of a too complex and time consuming character, questions 
unsuitable for benchmarking objectives and questions concerning too sensitive 
information, some questions needed to be constructed so that they only indirect, or in 
combination with answers from other questions fulfilled, the research objectives. Even 
though this fact has been carefully considered and questions have been designed to deal 
with this matter, this may still be a potential weakness.

Last but not least there was a minor problem with the theory. The weighting system 
associated with Slack’s (1994) importance-performance matrix is not completely 
unambiguous to the weighting system, which Hill (2000) uses for his order-winners and 
qualifiers. At a first glance this might seem peculiar because Slack’s matrix is based on 
Hill’s concept. However, when Slack wrote his article back in 1994, the systems were 
probably in line with each other. The problem is that since then, Hill has further 
developed his concept of order-winners and qualifiers. Therefore when using these 
models in this theses the weightings must be adjusted to each other. Hill’s weighting 
system has in this case served as a base. That is, information gathered from the 
interviews has been slightly adjusted in order to fit into Slack’s concept.

2.6.1 None responses
A total of 453 companies were sent a questionnaire, of which 37 letters came back as 
undeliverable. Furthermore, 79 companies answered that they were not part of the 
targeted group, because they saw their operations or activities as different from those 
specified in the survey. These companies were then asked to closer describe what kind 
of operations they were conducting and in 69 cases they were certainly right in their 
opinion that they were not part of the targeted group. That is, these companies would 
not have been sent a questionnaire if more accurate information about their operations 
would have been available. This means that 347 companies, which were part of the 
targeted group, received a questionnaire. From these companies 42 (n = 42) participated 
and returned the questionnaire, which gives a response quote of 12 percent.

Some questions in the questionnaire were probably too complicated or sensitive to be 
answered by all companies. Yet, the findings from questionnaires were, if correctly 
answered, always used in the analysis, even if all questions were not answered. The 
number of answers for a particular result presented in chapter 4 are displayed as n = 
number of answers. Questions concerning the shipment volume and size, error ratio, 
delivery times, turnover rate and the disposition of the logistics costs got fewer 
responses than the other questions. This was sometimes due to lack of knowledge on 
these figures and sometimes due to the fact that the companies were unwilling to share 
these figures with none-internal people. The lowest answer ratio were 32 (n = 32) 
answers for the questions concerning shipment time and the disposition of logistics 
costs. Both these questions probably received fewer responses because of lack of 
knowledge. Questions regarding error ratio and turnover rate might have received fewer 
answers because of the sensitivity these questions might possess. The problem of 
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sensitivity raises an interesting question; “Did some companies choose not to answer 
because of a number of sensible questions that were being asked”? However it falls 
outside of the scope of this thesis to answer this question.

As a result of gained experiences during the work with the survey, it can be concluded 
that the selection of sub-industries was made to broad. Secondly, the sorting out of 
companies with products not matching those of the targeted group was done too loose. 
However, the number of companies falling outside of the target group was mainly a 
consequence of imprecise secondary data.

A mistake regarding the survey was to not take into consideration that some companies 
have their logistics completely outsourced. As the survey was designed it more or less 
required that companies had some form of management over their logistics activities. It 
is difficult to say what this has meant in form of decrease in responses, but it is clear 
that a figure describing the number of companies with all logistics activities outsourced 
cannot be presented. It is unlikely that these companies or their external providers 
would have answered the complete questionnaire. This is due to two reasons, first it 
would be difficult for an external service provider to answer the questions regarding just 
one of their clients. Secondly, external service providers have little to gain from a 
benchmark study. On the contrary, they might have a lot to loose if the results would 
turn out poor.

It is problematic to tell or analyse which companies that did chose to not answer the 
questionnaire. Conversely it is easier to attempt to show similarity between those that 
did chose to participate and the targeted group. A comparison of the answering group 
and the targeted group is conducted in chapter 5.2.1. Similarities between the targeted 
and answering group are analysed to support the results. In the following chapter a 
discussion of other studies in Germany and their results are presented. The aim is to 
validate this particular survey and its outcome. To further support the results from this 
thesis a description of the two-dimensional triangulation, which the thesis is based on, 
can be found in chapter 2.3.5. The congruence from several sources is discussed and 
how this can bear up the trustworthiness.

2.6.2 Validity
Validity concerns how well a method or tool actually measures what it is supposed to 
measure (Saunders, Lewis and Thornhill, 2000). To increase the validity the 
questionnaires and the questions were developed in close connection to existing 
literature regarding questionnaires and logistics. All questions and their logical order 
were several times revised. After completion of the questionnaire several persons with 
profound logistical knowledge or knowledge in other relevant fields reviewed it in a 
pre-test. Among them were Ingo Elste (VDMA representative for the field of 
transportation logistics), Dietmar Polzin (professor in the field of distribution logistics), 
Gerhard Schneeweis (director of marketing and sales, CWE), Miebach Jung (logistics 
consultant), Otto Wieber (manager for SKF Logistics Services in Schweinfurt) and 
Barbara Faltus (manager of innovation projects). Their opinions were then taken into 
consideration, which resulted in redesign of referred aspects. Finally SKF’s 
advertisement department looked over the design, layout and wording of individual 
questions as well as for the complete questionnaire. To increase the response quote of 
the survey a reminding telephone call followed the survey. Furthermore three interviews 
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were made to support the survey and its results. The combined result was then 
compared with other similar studies in Germany. Several primary and secondary 
sources were reviewed in order to increase the validity.

2.6.3 Reliability
Reliability concerns the requirement of producing similar results in similar settings 
(Saunders, Lewis and Thornhill, 2000). To increase the reliability in this study the 
questionnaire was compared or benchmarked with several other similar questionnaires 
covering logistics services related subjects. Furthermore, several questions were asked 
concerning the same subject, for example logistics trends and distribution structure. 
This made it possible to compare answers with each other, in this study and with others, 
in order to check if they made sense. In addition, several research methods and different 
form of sources have been used in the work with this thesis. Qualitative and quantitative 
primary data has been combined with literature from dissimilar research fields. Due to 
the wide range of methods used, consistency can be better affirmed.
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3 Theoretical framework
The content of this chapter originates from the problem described in chapter 1. This 
chapter will be laying a foundation for the continued work regarding this thesis. Here 
characteristics of logistics services, the concept of segmentation, the idea of order-
winners and qualifiers, as well as entry strategies will be presented.

3.1 Introduction
The framework introduced in this chapter is applicable on all markets for logistics 
services. A display of the logic path can be seen in Figure 1 and the analysis of the 
gathered empirical data follows this path. In this thesis the data is gathered on a specific 
market, namely in the German metal processing industry, and the analysis are conducted 
recognizing a company’s specific profile, in this case SKF Logistics Services.

Figure 1 Frame of reference with critical questions

A closer look at Figure 1 together with the research questions reveals which theory or 
theoretical concept that is primarily used to answer each question.

1. Seen from a view concerning logistics services, what are appropriate variables for 
segmenting a new market, in this case the German metal processing industry?

2. How can evaluation of market segments be conducted recognising a company’s 
specific profile (in this case SKF Logistics Services)?

3a and b. What are order-winners and qualifiers criteria for the identified segments and 
how can they be used in decisions regarding allocation of company resources and 
market entry?
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3.2 Logistics services
Several researchers (Murphy and Daley, 1994; Berry, Hill and Klompmaker, 1995; 
Steinmüller, 1997; Jobber, 2001; Goller, Hogg and Kalaftis, 2002) recognize the 
importance of having insight into a market before beginning the process of analysing 
and then at a later stage doing business within the market. Some important aspects to be 
aware of are basic industry information, buying behaviour, required services and their 
characteristics (Murphy and Daley, 1994; Berry, Hill and Klompmaker, 1995; Johnston 
and Lewin, 1996; Hill, 2000; Jobber, 2001), as well as industry-structure and trends 
(Pfohl, 2004a). This knowledge is needed before the market can be segmented (Murphy 
and Daley, 1994; Jobber, 2001; Goller, Hogg and Kalaftis, 2002; Dibb and Wensley, 
2002), and before order-winners and qualifiers can be found (Berry, Hill and 
Klompmaker, 1995; Hill, 2000). Without this basic knowledge a market analysis would 
not be viable, or even misleading. Below follows a description of the referred subjects, 
which will serve as a basis for understanding the logistics market and conducting the 
market assessment using the proposed framework.

3.2.1 Basic tasks and features of logistics
Logistics can be defined as integrated planning, control and monitoring of all internal 
and external business flows of goods and information (Baumgarten, 2003). The role of 
logistics stretches over the entire value chain, from supplier to customer. Goods and 
information of satisfying quality must be available at the right time, at the right amount 
and at the right place (Bloech and Ihde, 1997). This implies that the assignment of 
logistics in a company is to minimize costs and maximize the internal service level for 
required goods and information. Simultaneously, buffer stocks and waiting times should 
be kept at a minimum and none value-adding activities should be avoided and reduced. 
Therefore, warehousing, transportation, handling, distribution, commissioning, 
packaging and order processing are basic activities in most logistics flows (Klaus and 
Krieger, 1998). The combined tasks of logistics are illustrated in Figure 2. These 
assignments derive from customer’s requirements along with product and value chain 
characteristics (Bloech and Ihde, 1997).

Figure 2 Logistics management (Bloech and Ihde, 1997)
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3.2.2 The nature of logistics services, outsourcing and buying 
behaviour

Klaus and Krieger (1998) points out that logistics services are special in nature and they 
have characteristics, which separates them from tangible products. A misconception is 
that services must be immaterial and none value adding. As an action a service is just as 
immaterial as an action in a production process. The result from a service can however 
be just as material as the result from a production process, but in contradiction to the 
production process the result must not be material. Moreover, services are most often 
value adding, for example logistics services can be value adding in the way that they 
reduce costs for the buyer, or lead to better service and higher customer loyalty for the 
buyer’s customers.

Bloech and Ihde (1997) state that logistics services usually deals with systems 
containing flows of objects or information, which origins from decisions made by other 
functional operations. According to Bloech, Ihde (1997), Klaus, Krieger (1998) and 
Pfohl (2004b) logistics generally has an integrating function in organisations. That is, 
logistics interfaces between functions within a company. Logistics are seldom viewed 
as an upper management issue, but rather as a management tool for linking company 
activities together with each other as well as with customers and suppliers. Therefore, a 
number of researcher (Steinmüller, 1997; Pfohl, 1997, 2004a; Klaus and Krieger, 1998; 
Dieler, Jansen, Reising, 2002) stresses that depending on the importance of the link, 
logistics can be viewed as a core competence or as none vital support for other 
functions. As a consequence, companies that see parts of their logistics as none core 
competence may choose to outsource these activities. A step, which in fact many 
companies chose to take, as previously indicated in chapter 1 of this thesis. Companies, 
which decide to outsource often do so with some of the following anticipations (BvDP, 
2004):

1. Reduced costs (anticipated by 54,3 percent of all respondents) 
2. Increased flexibility (48,0 percent) 
3. Increased process effectiveness (46,5 percent) 
4. Better service (40,9 percent) 
5. Achieve best practice (40,1 percent) 
6. Increased transparency of costs (39,4 percent) 
7. Risk transfer to the service provider (27,1 percent) 
8. Lower capital costs (22,7 percent) 
9. Upgrading IT solutions (19,7 percent) 
10. New products/services offerings (14,5 percent)

More specific, not previously mentioned above and only concerning logistics services 
companies often hope that outsourcing will result in short delivery times (Engelke, 
1997; Risse, Zadek, 2004; Pfohl, 2004a), higher service level (Bloech, Ihde, 1997; 
Engelke, 1997; Risse, Zadek, 2004; Pfohl, 2004a), better quality for example regarding 
damage, errors and accessibility (Engelke, 1997; Bloech, Ihde, 1997), better market 
coverage (Engelke, 1997; Risse, Zadek, 2004) and better delivery accuracy (Engelke, 
1997; Pfohl, 2004a). These anticipations are what drive the progress of outsourcing on 
the market (BvDP, 2004) and could therefore be potential candidates for order-winners 
and qualifiers criteria (Hill, 2000). 

Klaus and Krieger (1998), Klaus (2003) and Korschinky (2004) states that in recent 
years customers’ needs for logistics services have come to vary greatly. Different 
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segments have different needs and Klaus (2003) argues that companies can sometimes 
avoid competition through establishment in small niches. However there is a danger that 
the more specific the needs are, the less likely they are to be outsourced. In small niches 
advantages in form of economies of scale can seldom be made and the real specialist is 
often the contractor itself. On the other hand Klaus and Krieger (1998) argue that many 
companies does not use the premises and knowledge they possess in order to lower 
logistics costs. This view is underlined by research from Fill and Visser (2000). They 
stress that companies often do not make thoroughly considered outsourcing decisions 
based on strategy, costs and internal organisation. Conversely, Klaus and Krieger 
(1998) as well as Fill and Visser (2000) indicate that companies see to vague arguments 
as flexibility, entrepreneurship and less sorrow. 

Johnston and Lewin (1996) argue that in order to succeed in business-to-business 
markets, selling firms must hold insight of customer firms’ outsourcing decision and 
buying behaviour processes. Decisions concerning outsourcing and industrial buying 
behaviour are important and problematic for companies (Han, Wilson and Shirish, 
1993; Fill and Visser, 2000). Bienstock (2002) argues that the special nature of logistics 
services makes it particularly difficult for buyers. One problem is lack of information. 
That is, customers have no first hand information on the service they will be brought 
until they experience the service after purchase and use. More information is needed for 
less tangible services and if the risk is high. Therefore, it is suggested that relationship 
marketing and close customer contact often is successful when companies chose to 
purchase logistics services. This implicates that customers can be segmented regarding 
their information requirements. In addition, characteristics of the buyer-supplier 
relationship could be potential order winning and qualifying criteria. Han, Wilson and 
Shirish (1993) point out that a close long-term buyer-supplier relationship may allow 
the partners to exploit certain advantages that would not otherwise be possible. For 
example (1) enhanced performance - the interaction between buyers and suppliers is 
smoother in long-term relationships, (2) purchasing cost reduction - savings for example 
in form of less evaluation of offerings and (3) increased technical cooperation - access 
to partners technology. However, there can be substantial problems as well, mainly in 
form of over dependence. 

A couple of researchers (McWilliams, Naumann and Scott, 1992; Johnston and Lewin, 
1996) indicate that insight into customer firms’ outsourcing decision and buying 
behaviour processes is problematic to attain. Johnston and Lewin (1996) have in a 
summarizing article identified influencing factors on industrial buying behaviour from 
165 other academic articles. The number of factors is vast and to consider them all are 
in practice impossible. The level of risk associated with a purchase is related to most of 
the identified factors as well as the amount of information buyers seek. Therefore, 
several researchers (Han, Wilson and Shirish, 1993; Henthorne, LaTour and Williams, 
1993; Johnston and Lewin, 1996) also threats the level of risk associated with a 
purchase as central and comprehensive. This in turn have several implications. 
McWilliams, Naumann and Scott (1992) argue that information about the decision 
making group is particularly important for relationship building firms. Furthermore, 
McWilliams, Naumann and Scott (1992) and Venkatesh, Kohli and Zaltman (1995) 
stipulate that it is important that the most influential persons in a decision-making group 
are identified, usually among three to five. Henthorne, LaTour and Williams (1993) also 
indicate that selling firms need to be aware of what kind of information that best 
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influences targeted members of the decision-making group. This knowledge can then be 
used to tailor marketing efforts and segmenting customers.

Even though outsourcing and buying decisions are problematic and therefore often 
oversimplified by companies, Dieler, Jansen, Reising (2002), Pfohl (2004a) and BvDP 
(2004) mean that far from all are based on indistinct arguments and many companies are 
successful in their decisions. A reason for this might be because of strategically 
considered decisions concerning core competences and internal costs (Klaus and 
Krieger, 1998; Dieler, Jansen, Reising, 2002). Korschinky (2004) denote that services 
concerning transport management, for example distribution and sourcing logistics, are 
the most commonly outsourced. Other frequently outsourced services are according to 
Baumgarten (2003) and Klaus (2003) warehousing and information systems. Logistics 
activities, which are more closely bound to business systems and processes, for example 
production logistics are more rarely outsourced (Klaus and Krieger, 1998).

3.2.3 Logistics and segmentation
Market segmentation is an important tool often used at an early stage when assessing 
markets. Underlying requirements for market segmentation are available when basic 
characteristics of a market are understood, as described above (Murphy and Daley, 
1994; Hill, 2000; Jobber, 2001). As previously pointed out Fuller, O’Connor and 
Rawlinson (1993) as well as Murphy and Daley (1994) advocate that marketing is a 
field with close connections to logistics and segmentation can be useful. In the case of 
logistics, it is often too expensive and unsuitable to create a separate logistics system for 
each customer. On the other hand if only one logistics system is available for all 
customers this system is unlikely to meet all customers’ needs. Additionally, when a 
market has been segmented resources can be focused on determining order-winners and 
qualifiers in interesting segments and not for the entire market. When this is done a 
good foundation for tailoring a logistics services provider’s services for serving a new 
market exists (Fuller, O’Connor, Rawlinson, 1993; Murphy and Daley, 1994; Berry, 
Hill and Klompmaker, 1995; Hill, 2000; Martin and Peck, 2004).

3.3 Industrial segmentation
The fundamental justifications for segmenting markets are well recognized. In fact 
segmentation can be seen as a key instrument for organisations conducting marketing 
and strategic planning (Backhaus, 1995; Becker, 2002; Dibb and Wensley, 2002). Yet, 
the rationale is base on the assumption that customers have heterogeneous preferences 
and buying behaviour (Assael and Roscoe, 1976; Becker, 2002; Dibb and Wensley, 
2002). Goller, Hogg and Kalaftis (2002) argue that business markets appear to satisfy 
this condition for two reasons. First, the divers usefulness often associated with 
industrial products implicates that customers can belong to broad number of industries. 
Second, within an industry the application for a product frequently differ significantly. 
However, according to Dibb and Wensley (2002) the heterogeneity cannot always be 
assumed, which in these cases often result in problems with the market segmentation, a 
fact that Goller, Hogg and Kalaftis (2002) also recognizes. In principle, Dibb and 
Wensley (2002) state that the procedure of market segmentation is independent of the 
customer and/or service. The goal with market segmentation, which most researchers 
recognize (Murphy and Daley, 1994; Backhaus, 1995; Dibb, 1998; Jobber, 2001; 
Becker, 2002; Dibb et al, 2002) is that the process will engender a number of segments 
with internal homogeneous characteristics and maximal external heterogeneity. The 
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main advantage with market segmentation is that an organisation can focus its resources 
on customer groups, which it is particularly well suited to serve. That is, the variation in 
customer needs is balanced with the limits of available resources. For most businesses it 
is unrealistic to satisfy the entire marketplace and by focusing on particular segments 
the impact of limited resources can be increased.

Attaining the possible advantages of segmentation demands that accurate customer 
segments are identified and appropriate marketing planes are put into practice. The 
segmentation must also be cost effective. That is, the commercial benefits must be 
higher than the cost of the segmentation process, which uneasily is measured (Dibb and 
Wensley, 2002). In fact, there is little quantifiable confirmation about the influence of 
segmentation on business performance (Dibb, 1998). Anyway, in most cases market 
segmentation really is a good idea (Murphy and Daley, 1994; Backhaus, 1995; Dibb, 
1998; Jobber, 2000; Becker, 2002). However, there is a great danger in overestimating 
the power of segmentation, it shall not be viewed as a panacea for management and 
marketing (Hoek, Gendall and Esslemont, 1996; Dibb, 1998).

3.3.1 The segmentation process
Murphy and Daley (1994), Berry, Hill and Klompmaker (1995), Jobber (2001), Goller, 
Hogg and Kalaftis (2002), Dibb and Wensley (2002) argue that the first step of the 
segmentation stage is to understand the market as described in chapter 3.2 and then 
selecting a segmentation model. Second, using the model and some base variables the 
customers are grouped into segments, see Figure 3. Jobber (2001) states that in doing so 
creativity may prove to be of great importance. A company, which finds a new way to 
effectively segment a market, can get an advantage over competitors in serving the 
market. 

Hoek, Gendall and Esslemont (1996) points out that market segmentation is not a 
trouble-free process and it is important for managers to be aware of potential hazards. 
Goller, Hogg and Kalaftis (2002) highlight a frequent problem with industrial 
segmentation, namely the problem of generalisability. There is little evidence 
suggesting there is one segmentation model, which always work. A second problem 
with industrial market segmentation is according to Dibb and Wensley (2002) the 
complexity of buying decisions, described in chapter 3.2.2. Researchers engaged in 
industrial segmentation have tried to deal with these difficulties by developing 
segmentation models, which are easy to use. Unfortunately this has led to practical 
problems and marketers often uses product-related rather than needs-based 
segmentation variables. 

Nonetheless, Dibb (1998) state that a powerful statistical segmentation tool and the skill 
to use it can never compensate if the quality of the data is poor to begin with. Besides, it 
is often that the academic segmentation debate operates from a position of utopia, where 
theoretical principles are over emphasized and practical function is underestimated. 
While the academic seeks to identify, statistically confirm and test the existence of 
different methods, for the practitioner the actual validation of a specific segmentation 
solution is the marketing program and future sales. Companies using simple 
segmentation models and bases are often aware of the shortcomings, but even though 
resources exists there are a number of practical problems, which limits the possibility of 
implementing more advanced segmentation schemes. This is something Hoek, Gendall 
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and Esslemont (1996) as well as Dibb and Simkin (1997) recognize and they argue that 
the advantages with advanced segmentation schemes can be difficult to attain, or falls 
short of the necessary work effort.

Figure 3 The process of market segmentation (Jobber, 2001)

Market segmentation concerning logistics services is uncommon in the literature, but 
because of the close relatedness Murphy and Daley (1994) suggest that it is appropriate 
to adopt techniques from industrial marketing segmentation to address the shortcoming. 
In fact they claim that a nested approach is appropriate for logistical segmentation. 
According to Goller, Hogg and Kalaftis (2002) there are primarily three types of 
segmentation models, a one-stage model, a two-stage model or a multi-stage model. 
What Murphy and Daley (1994) calls a nested approach is simply another name for a 
multi-stage model originally presented by Bonoma and Shapiro (1983), which in turn 
build on work from Wind and Cardoza (1974). In a multi-stage model one move from 
outer nests holding more wide-ranging possible segmentation bases, to the inner nests 
with more detailed subtle ones. According to Fuller, O’Connor and Rawlinson (1993) it 
is crucial for companies to conduct logistical segmentation of customer. They claim that 
it could prove to become a valuable competitive advantage if a company’s logistics 
services could be tailored after the customers. 

Several researchers (Murphy and Daley, 1994; Backhaus, 1995; Dibb, 1998; Jobber, 
2001; Becker, 2002; Dibb et al, 2002) agree that the selection of the basis for 
segmentation is crucial for achieving an unambiguous depiction of the nature of the 
market. Unfortunately as Goller, Hogg and Kalaftis (2002) recognizes, there exists a 
considerable degree of variation in recommendations regarding how to choose 
segmentation bases. For example some researchers recommend specific bases, while 
others give advice regarding explicit stages or the sequence in which different types of 
bases should be applied. Nevertheless, Kalaftis and Tsogas (1998) state that the use of 
segmentation bases is industry specific and to be able to select relevant basis variables 
considerable industry knowledge is essential. Murphy and Daley (1994) stress that in 
nested segmentation models typical variables in industrial segmentation such as 
industry sector, company size, total revenue, buying centre characteristics and 
geographic location are often used in the first-stage. Moreover, they argue that in the 
inner layers dedicated to more specific segmentation bases variables for logistical 
segmentation are well suited. Fuller, O’Connor and Rawlinson (1993) give implications 
regarding base variables for logistical segmentation, see Table 1. Berry, Hill and 
Klompmaker, 1995 argue that companies often fail to segment markets from a view 
concerning operational functions. The result is that these functions are asked to support 
the widely different requirements of a company’s markets with the same pre-conditions.
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Table 1 Segmentation variables for logistics markets

Order characteristics Service characteristics
 Order urgency
 Order size
 Order type (independent service, 

complete system of services)
 Order frequency
 Order handling procedure

 Preferred mode of transportation
 Shipment size
 Time in transit 
 Accuracy of delivery timing
 Destination location characteristics

Product characteristics Demand characteristics
 Item type 
 Item value 
 Item size

 Extent of demand 
 Demand variability
 Demand patterns 
 Cost of lacking orders

Product handling characteristics
 Product preparation 
 Packaging procedure

The analysis phase, if successful, results in the identification of industry segments, 
which should undergo an evaluation in the next phase of the segmentation process 
(Berry, Hill and Klompmaker, 1995; Kotler, 1996). This process aims at determining 
the attractiveness of the identified segments.

3.3.2 Evaluation of segments
Companies must not only decide upon the attractiveness of identified segments. They 
must also decide in which of the identified segments they wish to compete. This is a 
strategic choice of importance (Berry, Hill and Klompmaker, 1995; Dibb and Simkin, 
1998). Yet according to Goller, Hogg and Kalaftis (2002) the number and nature of the 
criteria, which are recommended for evaluation, seems to be author-specific. One of the 
more comprehensive studies of this issue comes from Hlavacek and Reddy’s (1986) 
research in industrial markets. They have created a scheme, which Dibb (1996) has 
further developed. The identified segments are analysed regarding their qualification. 
This is a process where the operational significance of the identified segments is 
considered, that is how easily segments can be characterised, measured, targeted and 
served. Then the attractiveness of the remaining segments is assessed and a decision of 
which segments to serve is made. This scheme is similar to the most commonly cited 
guidance Kotler’s (1996) criteria of measurability (so that segment size and potential 
can be measured), accessibility (so that customer in the segment can be reached and 
served), substantiality (in order that segments are sizeable enough to be profitable), 
actionability (allow marketers to develop effective programs to serve the segment) and 
stability (so that resources can be safely invested). According to Dibb and Simkin 
(1998) these criteria are central, because the selection of segmentation variables must 
consider the cost of identifying and serving the segments. Measures for market 
attractiveness and criteria for determining target market priorities are found in many 
fields of management literature. Selected part from a summarizing framework taken 
from Dibb (1998) can be found in Table 2.
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Table 2 Framework of segment attractiveness criteria

Market factors: Economical and technological factors:
 Size of segments
 Segment growth rate
 Stage of industry evolution
 Predictability
 Price elasticity and sensitivity
 Cyclicality of demand

 Barriers to entry
 Barriers to exit
 Bargaining power of customers
 Level of technology utilisation
 Investment required
 Margins available

Market position: Economic and technological position:
 Rate of change of market share
 Unique and valued products

 Relative cost position
 Capacity utilisation

Capability profile: Environmental factors:
 Technological position
 Management strength and depth
 Marketing strength
 Forward and backward integration

 Exposure to economic fluctuation
 Exposure to political and legal factors
 Degree of regulation
 Social acceptability and physical 

environmental impact

3.3.3 Segmentation’s link to order-winners and qualifiers
It is not unusual that derived segments cannot be targeted directly with new services. A 
greater understanding of the segments is needed. Segments must be profiled with 
customer/firm characteristics to satisfy the accessibility criteria for efficient market 
segmentation (Dibb and Wensley, 2002). As previously pointed out, market 
segmentation can be of use in other fields than marketing and strategic planning (Dibb 
and Wensley, 2002). In fact, Berry, Hill and Klompmaker (1995) argue that 
segmentation should not only be conducted regarding customers, but regarding 
operating functions as well. Berry et al (1995) and Hill (1995; 1997; 2000) state that it 
is important to understand markets and he has developed theory for linking customers’ 
demand with business operations and strategy. Understanding order-winners and 
qualifiers criteria in targeted segments is vital for companies and by doing so business 
operations can be optimally designed. This in turn assures that customers’ needs are 
met.

3.4 Order-winners and qualifiers
As previously mentioned, a successful segmentation identifies a company’s targeted 
segments (Kotler, 1996; Dibb and Simkin, 1998). Resources for further analysis can 
then be focused on these segments. The product and customer interface is part of the 
marketing function’s responsibility. This interface is fundamental to strategic decision 
and a key perspective is segmentation (Berry, Hill and Klompmaker, 1995). Most 
companies serve more than one market or segment and naturally there are different 
preferences, which needs to be met. Nevertheless many companies fail to see and meet 
the need for strategic difference in operations. They expect that their operating functions 
should be able to cope with different preferences without adapting functions and 
processes to meet them. This is unrealistic and consequently functions need to be 
adjusted to meet the requirements of a company’s current and future markets (Berry et 
al, 1995; Hill, 1995; 1997; 2000), a fact, which is in line with Martin and Peck’s (2004) 
idea of demand driven supply chains. This however is according to Nigel, Nikala (1996) 
and Hill (2000) not an easy task, but a first step is to realize that current and future 
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markets are the essence of strategy and provide the agenda on which to base functional 
and strategic responses. Hill (2000) has developed the concept of order-winners and 
qualifiers to deal with these problems. This concept is similar to Martin and Peck’s 
(2004) ideas. The goal is to establish a link between marketing and business operations 
as well as getting a common platform within the company for understanding the market. 
According to Berry, Hill, Klompmaker (1995) and Hill (1995; 1997; 2000) companies 
can effectively allocate resources when order-winners and qualifiers are found. That is, 
qualifiers can be supported up to the required levels and the remaining resources can be 
used to support the most appropriate order-winners. By effectively managing and 
focusing business operations on aspects, which wins orders relative to competitors a 
company can get the most benefit from limited resources. Hill (2000) argues that it 
takes time and effort for companies to understand their markets, but one essential aspect 
of management is hard work. Seeking to clarify order-winners and qualifiers is not an 
exception and it will require information gathering from several sources.

3.4.1 Seeking to identify order-winners and qualifiers
According to Berry et al (1995), Hill (2000), Bienstock (2002) as well as Martin and 
Peck (2004) one such source and probably the most important is the customer. Yet, Hill 
(2000) argues that only checking with customers what they believe they require can 
result in a misleading view of reality. Customers place orders on suppliers in one 
business function and make demands on suppliers in another. Moreover, customers 
often fail to distinguish the importance between different order criteria. They view it as 
safer to ask for everything at the highest level. This is often due to the fact that 
customers are unlikely to acknowledge that the business they offer to a supplier is 
anything but advantageous. Hill (2000) and Bienstock (2002) state that those involved 
in agreeing on contracts repeatedly do not know the critical dimensions of the contracts 
being considered. Therefore Hill (2000) argues that seeking the customers’ opinion may 
only be part of assessing a market. Another part could be to analyse the real demand on 
a supplier, namely its orders. Tracing the volumes, lead times, margins and other 
relevant aspects of orders can give hints when evaluating order-winners and qualifiers. 

Consequently, Hill (1997; 2000) stresses that it is of importance to involve internal 
perspectives when seeking order-winners and qualifiers. Internal corporate functions, 
which are involved in the promotion of products, or that interface with the marketplace 
hold valuable insights into customer desires. All to often companies limits this 
knowledge to the marketing function. Within this context, Berry et al (1995), Hill 
(1997; 2000), Krajewski and Ritzman (2002) argue that companies often fail to consider 
customers and markets in terms of what they embody from alternative functions 
perspectives. Consequently companies have only focused on customers’ actual or 
perceived needs and not on how these needs influences or should influence the 
company. Thus, companies often miss the aspect of how their business functions in the 
best possible way can serve customers. As support Nigel and Nikala (1996) suggest that 
it is desirable with cross-functional information channels and cooperation within 
companies. Furthermore, Hill (2000) and Bienstock (2002) state that it is important to 
have a close and continuous contact with customers. Several researchers (Han, Wilson 
and Shirish, 1993; Gaither, 1996; Hill, 2000; Bienstock, 2002; Krajewski and Ritzman, 
2002) argue that working with customers is vital to maintain and grow sales. Naturally, 
communicating with customers is a key element in this process. According to Hill 
(1995; 1997; 2000), Nigel and Nikala (1996) it is important that not only the marketing 
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function is active in this process. On contrary, Hill (1995; 1997; 2000) argues that other 
functions should be involved and the dialogue should be ongoing and frequent. 
Otherwise, there is an obvious risk that information is lost and absent functions 
develops activities, which are not in line with the market. Hill (2000) stresses that the 
purpose of this contact is to underline actual demands made by customers, to discuss 
improvements in customer support and to develop customer relationships.

3.4.2 Common order-winners and qualifiers and their characteristics
When working with order-winners and qualifiers it is important for managers to be 
aware of their basic characteristics. If these are not recognized the entire concept might 
be distorted. Order-winners and qualifiers are both market and time unambiguous. For 
example orders for products, often even within the same market segment, are won in 
different ways. Consequently, the criteria relating to a market will need diverse levels of 
attention and will change over time. To note these variations, a company must weight 
each criterion for the current and two future periods. A period must reflect the nature of 
the market and therefore they may vary significantly. Moreover, when distinguishing 
order-winner and qualifiers, companies must identify the level of importance for 
individual criteria in each market. To do this, they can weight order-winners by 
assigning a total of 100 points. For qualifiers a difference between a qualifier and an 
order-losing sensitive qualifier should be noted. That is, a qualifier is a criterion, which 
can cause a business to lose customers’ orders quickly. In most cases, there are
differences between the criteria needed to keep existing customers and those needed to 
gain new customers (Hill, 2000).

Obviously, there are a wide range of possible criteria, which have the potential of being 
order-winning or qualifying. All of them cannot be discussed in detail here, but some 
taken from Hill (2000) are presented below. These criteria are also inline with what 
Johnston and Lewin, (1996) identifies as most commonly used selection criteria in 
company buying centres.

Price - First it is important to understand the difference between being price competitive 
(a qualifier) and competing on price (an order-winner). If a customer scans the market 
checking that the price is within an acceptable range, price is a qualifier, but if the 
customer seeks the lowest possible price, then price is an order-winner. In many 
markets price is an order-winning criterion. In these cases the service must be provided 
to the lowest possible price, thus creating a profit margin, which upholds the business 
investments involved and creates opportunities for the future. Underlining areas of 
significant costs often gives guidance to the sections where attention should be centred.

Cost reduction - Several companies do not focus their efforts on the area of greatest 
cost. Although selecting and reducing the right costs is important. If a company knows 
where to put effort and where to consolidate it has an edge over those who not.

Delivery reliability - On-time delivery is often an order-qualifier and in most cases an 
order-losing sensitive qualifier. This means that companies must have control over 
capacity, scheduling, inventory, lead-time and more.
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Delivery speed - A company can win orders if it can deliver more quickly than 
competitors or if it can meet a delivery date, which only some or none of the 
competitors can.

Quality conformance - The importance of quality has been known for a long time. 
Depending on how quality is defined it is an order-winner or qualifier in almost all 
markets. In addition it is a dimension, which quickly changes and yesterday’s order-
winning level is today’s qualifying level.

Increase in demand - In some markets it is important for companies to be able to cope 
with increase in demand, this can than have an order-winning effect. Demand 
fluctuations may have varying causes, but the more unpredictable it is, the more likely it 
is to be a order-winner.

Service range - The adaptableness of the offered services and possibility to meet 
specific customer needs can be an order-winner or qualifier. That is, if a customer 
require highly customized service solutions and a company can meet them it is qualified 
as supplier, or if a company can meet specific customers’ needs better than its 
competitors it is likely to win orders.

3.4.3 Market changes and company adaptation
After segmentation and when order-winners and qualifiers are identified a company has 
a good understanding of the market (Berry, Hill and Klompmaker, 1995; Hill, 1995; 
1997; 2000; Dibb and Wensley, 2002). Although, good market understanding is crucial 
for market entry, Simmonds (1999) argues that it might not be enough. To be able to 
compete in a market, a company must adapt its services over time. As Hill (2000) 
suggests, services must be customized to suit customer needs and internal operations
must effectively support these requests. That is, if the market changes so must the 
internal operations. Slack’s (1994) improvement priority model described in the 
following chapter aims at helping companies to change and adapt to surrounding 
conditions.

3.5 Market entry strategies
Simmons (1999) warns that when firms expand outside a single market, problems grow 
rapidly. A badly designed step into a new market can hit a company hard, financially 
and competitively. It is important for a company to adapt itself when a market changes, 
otherwise an entry will only be temporary. Porter (1998) argue that in order to be 
successful a company must chose its strategic position and decide upon company 
objectives along with goals. When formulating strategy, Hill (2000) proposes a five-step 
plan:

1. Define company objectives.
2. Determine marketing strategies to meet these objectives.
3. Analyse how different services win orders against competitors on the market.
4. Establish appropriate operations processes to support the company’s 

competitiveness.
5. Provide the required infrastructure for the needed operations.

A company’s competitiveness then depends on the company’s ability to define suitable 
corporate objectives based on market knowledge, and the company’s ability to use its 
resources to support order winners. To support the competitiveness Martin and Peck 
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(2004) argue that an external logistics services provider must present solutions for 
customers’ logistics management (see Figure 2), or part of customers’ logistics 
management, which give customers higher value for their money, than what they 
themselves and the competitors are able to manage. In other words, customers’ order 
winning and qualifying criteria must be better met than what the customers themselves 
and competitors are able to accomplish. 

In order to effectively support order-winners and qualifiers over time, Slack (1994) has 
developed an improvement priority model based on Martilla and James’ (1977) 
importance-performance matrix. The aim of Slack’s (1994) model is to establish a 
connection between "importance", "performance" and "priority" between 
improvements. That is, critical success factors such as order-winners and qualifiers are 
linked to how well a company manages to fulfil them. Subsequently, priorities for 
improvements are derived from the customer importance and the perceived company 
performance, so that success factors can be better supported by internal operations. 
First, order-winners and qualifiers are identified. Second, the relative customer 
importance for these factors is sought. A nine-point scale is proposed for quantifying 
importance and performance.

A nine-point importance scale
For this service does each performance objective meet the following?:

 order-winning objectives;
1. provide a crucial advantage with customers - they are the main thrust of 

competitiveness;
2. provide an important advantage with most customers - they are always 

considered by customers;
3. provide a useful advantage with most customers - they are usually 

considered by customers;
 qualifying objectives:

4. need to be at least up to good industry standard;
5. need to be around the median industry standard;
6. need to be within close range of the rest of the industry;

 less important objectives:
7. do not usually come into customers’ considerations, but could become 

more important in the future;
8. very rarely come into customers’ considerations;
9. never come into consideration by customers and are never likely to do so.
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A nine-point performance scale
In this market sector, or for this service group, is our achieved performance in each of 
the performance objectives:

 better than competitors:
1. consistently considerably better than our nearest competitor;
2. consistently clearly better than our nearest competitor;
3. marginally better than our nearest competitor;

 the same as competitors:
4. often marginally better than most competitors;
5. about the same as most competitors;
6. often within striking distance of the main competitors;

 worse than competitors:
7. usually marginally worse than most competitors;
8. usually worse than most competitors;
9. consistently worse than most competitors?

The result can then be displayed in a diagram similar to the one in Figure 4. The 
diagram is divided into four zones, which normally should be differently treated.

Figure 4 Importance-Performance Matrix Zoning (Slack, 1994)

The "appropriate" zone - In the medium term companies should strive to hold or move 
their performance up to this zone. Competitive factors, which fall in this area, can be 
considered satisfactory in the short-to-medium term. In the longer term, however, most 
companies should aim for pushing their performance towards the upper boundary of the 
zone.

The" improve" zone - Any competitive factor in this zone is a candidate for 
improvement. Those lying just below the bound or in the bottom left corner, where 
performance is low but it matters less, are likely to be viewed as non-urgent cases.
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The "urgent action" zone - All factors in this zone are aspects of operations performance 
where achievement is so low that business is probably being lost directly as a result. 
Therefore, the short-term objective must be instant improvement.

The "excess?" zone - The question mark is important. Competitive factors in this zone 
are better than normally justified. This does not inevitably mean that resources are 
falsely distributed, but it may do. It is rational to verify if resources can be better used 
for more needy factors, anything that falls into the "urgent action" zone, for example.

In conclusion, Simmons (1999) states that companies must think analytically and 
clearly before each step in a market entry process. Furthermore they must think in 
longer terms and plan ahead as far as they possibly can. In turn Martin and Peck (2004) 
argue that corporate strategy should direct the logistics management so that company 
operations fulfil customers’ requirements. Hill’s (2000) order-winners and qualifiers 
concept functions as a link between marketing and operations. It is a vital part of 
corporate strategy, which focuses company resources on customer requirements. Slacks’ 
(1994) model builds on this concept and provides managers with a tool that over time 
further connects customers, strategy and operations with each other. These ideas 
together tailor company operations to serve markets, which Martin and Peck (2004) 
view as essential for logistics services.

3.6 Emerging frame of reference
The theoretical framework of this thesis has mainly been constructed from theories from 
three different theory fields. The first part is an explanation of logistics services and the 
logistics market. Here tasks and characteristics of logistics as well as buying behaviour 
and outsourcing on the logistics market are investigated. The second part is industrial 
segmentation. Segmentation is a strategic marketing tool aiming to group customers 
with similar needs, so that segments show internal homogeneous characteristics and 
external heterogeneity from each other. In doing so resources can be focused on 
segments where a company is most likely to succeed. The third part is order-winners 
and qualifiers along with entry strategies. These parts are mainly based on work from 
Terry Hill and Nigel Slack, both belonging to the field of research on manufacturing 
strategies.

Selected parts of these three theory fields are in this thesis put together in order to build 
a framework for analysing the demand of logistics services in a market. The first part 
concerning logistics services is needed in order to increase the general understanding of 
this market. This then lays ground for the segmentation and identification of order-
winners and qualifiers. Without this knowledge, continued work would not be possible 
and as several researchers (Fuller, O’Connor and Rawlinson, 1993; Murphy and Daley, 
1994) point out that segmentation is often useful in logistics markets. This establishes a 
natural link, which is then extended to order-winners and qualifiers. Berry, Hill and 
Klompmaker (1995) as well as Hill (2000) argue that it is often advantageous to 
conduct segmentation before order-winners and qualifiers are sought. Again this implies 
a natural link. Furthermore order-winners and qualifiers are closely related to entry 
strategies. The importance-performance model is based on the identification of order-
winners and qualifiers, and as previously mentioned they both belong to the research 
field of manufacturing strategies. As a consequence the tree theory fields overlap each 
other naturally, although they at a first glance may appear misplaced.
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4 Empirical results
This chapter contains the results from the collection of primary data and the processing 
of secondary data. The results from the segmentation, as well as the outcome of the 
survey and the interviews are presented.

4.1 Segmentation
Branches of industry for the segmentation were organized according to the SIC UK 
code and in Table 3 are the sub-industries selected in the first segmentation step:

Table 3 Selection of companies

Code Activity Number of 
companies

272 Manufacture of tubes 276
281 Manufacture of structural metal products 3125
2821 Manufacture of tanks, reservoirs and containers of metal 227
284 Forging, pressing, stamping and roll forming of metal; 

powder metallurgy
729

285 Treatment and coating of metals; general mechanical 
engineering

9114

286 Manufacture of cutlery, tools and general hardware 2947
287 Manufacture of other fabricated metal products 2901
291 Manufacture of machinery for the production and use of 

mechanical power, except aircraft, vehicle and cycle engines
2544

292 Manufacture of other general purpose machinery 2940
2942 Manufacture of metalworking tools 945
2943 Manufacture of other machine tools not elsewhere classified 725
295 Manufacture of other special purpose machinery 5002

In total 31475

The selection contained 31475 companies. A new segmentation step was then 
conducted using the variables of total revenue and geographic location. All companies 
in Germany whit total revenue between 50 million and five billion euros were then 
selected, a total of 497 companies remained.

4.1.1 Segmentation evaluation
The main activities of these companies were then compared with the targeted group 
defined in chapter 1.2.1. Companies in sub-segments, which activities were suspected to 
fall outside of the target group were closer examined. Forty-nine companies were 
excluded due to lack of similarity with the targeted group. These companies were 
mainly engaged in simple transformation and forming of metals. That is, their products 
or activities were too different from those defined or situated on a level too primary in 
the surrounding value system. The forty-nine companies all belong to one of the 
following sub-industries manufacturing of springs, chains, bolts, screws, rings, pipes, 
boxes, rivets, closures, hand workshop tools and forging of dies. Two of the from the 
beginning selected sub-industries, namely manufacture of tubes (272) and manufacture 
of tanks, reservoirs and containers of metal (2821) were then completely eliminated 
from the segmentation. 
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Remaining were 453 companies, Table 4 presents an overview of the geographic 
location and total revenue of these companies.

Table 4 Segmentation of companies

(Numbers relate to number 
of companies)

Total revenue (million EUR)
(Unknown values are estimated to exceed 50 million euros)

Bundesland (State) 50-100 100-500 500-1000 1000-5000 N/A In total
Baden-Württemberg 52 47 4 9 15 127
Bayern 45 17 2 4 10 78
Berlin 1 2 0 0 1 4
Brandenburg 1 0 0 0 0 1
Bremen 2 1 0 0 0 3
Hamburg 5 2 2 1 0 10
Hessen 13 8 0 2 7 30
Mecklenburg-Vorpommern 0 0 0 0 0 0
Niedersachsen 7 10 10 0 4 31
Nordrhein-Westfahlen 55 41 0 3 22 121
Rheinland-Pfalz 4 5 0 1 1 11
Saarland 2 2 1 0 1 6
Sachsen 3 1 0 0 0 4
Sachsen-Anhalt 1 1 1 0 2 5
Schleswig-Holstein 8 6 0 0 2 16
Thüringen 4 1 0 0 1 6
In total 203 144 20 20 66 453
Percentage (%) 45 32 4 4 15 100

These companies were than sorted in accordance with the VDMA industry 
classification. This was needed to get a base suitable for continued work under German 
conditions. An outline can be seen in Table 5.

Table 5 Companies sorted in accordance with the industry classification from VDMA (n = 42)

Branch of industry Number Percentage
Conveyor technique 16 3,5
Compressors 11 2,4
Drive engineering 13 2,9
Engines 16 3,5
Fluidics 48 10,6
Machine construction 202 44,6
Mountings and fittings 72 15,9
Pumps and systems 11 2,4
Precision tools 64 14,1
Total 453 100

4.2 Survey
A total of 453 companies were sent a questionnaire, 37 letters came back as 
undeliverable. Additionally, 79 companies replied that they were not part of the targeted 
group. From these companies 69 were judged to be right in their opinion. This implies 
that 347 companies, which were part of the targeted group, received a questionnaire. 
From these companies 42 (n = 42) sent the questionnaire back, which gives a response 
quote of 12 percent. For more information see chapter 2.6.1.
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4.2.1 Logistics structure
The total revenues of the answering companies are displayed in Table 6. On average the 
logistics costs constituted 4,6 percent of total costs for the responding companies. The 
median value is four percent, but the variation is nevertheless fairly large.

Table 6 Respondents’ revenues (n = 41)

Total revenue (million EUR)
50-100 100-500 500-1000 1000-5000 In total

Number of companies 19 8 9 5 41
Percentage (%) 46 20 22 12 100

How the logistics costs are put together varies considerably among different companies. 
Companies often have either high transportation costs and low warehousing plus 
inventory costs, or conversely. This mainly depends on the produced products, but it is 
also a management issue. In Table 7 is a presentation of how the logistics costs on 
average are put together for the companies answering the questionnaire. 

Table 7 Disposition of logistics costs (n = 32)

Type of cost (values in % of total logistics costs)
Warehousing Transportation Inventory Express 

delivery
Error 

handling
Administration Total

21 41 17 8 2 11 100

The cost of error handling was on average two percent of total logistics costs and most 
companies believed that their errors were mainly due to pick and counting errors in the 
warehouse, Table 8 presents a complete overview. Generally companies had low costs 
due to errors. Therefore a few companies with relatively high error costs underpin most 
of the figure above. The average error ratio was four ppt (parts per thousand), but the 
variation was large, with a median of 1,6 ppt. This is also shown by the maximum 
figure of 27 ppt and the minimum of 0,002 ppt. Surprisingly it does not seem to exist a 
relationship between error handling costs and the number of made errors.

Table 8 Error origins (n = 42)

Error type and estimated importance on a 5 point scale (1 important  5 unimportant)
Lager (pick and 
count errors)

Transportation 
damage

Distribution (delays 
and wrong delivery)

Communication (IT 
interfaces and data quality)

2,7 3,2 2,9 3,1

All the companies were global players. Almost 80 percent of the respondents view 
Europe, Asia and North America as home markets. In addition over 40 percent consider 
South and Middle America, Africa and the Middle East as home markets. For 
companies with geographically widely spread markets logistics grows important. This 
seems to be underlined in this survey, 21 percent of the respondents view logistics as 
very important and another 48 percent see it as important. The remaining 31 percent 
state that the logistic has a moderate, but significant importance. Furthermore, 36 
percent says that the importance of logistics has strongly increased in the last three years 
and another 43 percent says that the importance of logistics has fairly increased. The 
companies also see themselves as relatively good logistics players, 35 percent believe 
they are better than the average and only five percent believe that they are worse.



40

The average service level for spare parts and for products, which are not produced to 
orders, was 76 percent, with a median of 85 percent. The fluctuation was high, with a 
maximum figure of 100 percent and a minimum figure of ten percent. Normally the 
service level would be closely related to the shipment time. This is also the case and a 
high service level implicates faster shipments. On average 46 percent of all shipment in 
Germany was delivered within 24 hours. The same figure for Europe was 24 percent 
and world wide seven percent. Table 9 give a more comprehensive overview of the 
average shipment times.

Table 9 Shipment times (n = 32)

Shipment time in Germany
< 24 hours 24 - 48 hours 48 - 78 hours > 72 hours

Average 46 25 5 24
Median 45 14 0 0,5

Shipment time in Europe
< 24 hours 24 - 48 hours 48 - 78 hours > 72 hours

Average 24 30 16 30
Median 8 25 5 0

Shipment time worldwide
< 24 hours 24 - 48 hours 48 - 78 hours > 72 hours

Average 7 22 17 54
Median 0 10 5 50

Most companies, 74 percent, have their transportation outsourced. It is also fairly 
common that some part of or some processes in the warehouse are outsourced. 
Otherwise most activities and processes are internal matters, see Table 10.

Table 10 Outsourcing of logistics activities (n = 42)

Extent (in %) to which companies tend to outsource different logistics activities
Transport disposition Inventory management Customs handling

7 5 26
Value adding services Transportation Order processing

5 74 5
Management of back shipments Shipping and receiving of goods

5 19
Some part of or process in the warehouse Warehousing completely outsourced

48 12

57 percent of the answering companies say that reducing costs would be a goal if they 
were to outsource more activities. Another goal recognized by 36 percent is to release 
locked up capital resources. Closely followed by improved usage of equipment, space 
and stocks of inventory, 33 percent. 



41

Moreover the desire to concentrate on core business activities and avoidance of 
investments, receive 31 percent respectively 29 percent compliance. For more 
information see Table 11.

Table 11 Reasons for outsourcing further logistics operations (n = 42)

Reason Percentage figure

Reduction of costs 57

Release of locked up capital resources 36

Improved usage of equipment, space and stocks of inventory 33

Concentration on core business activities 31

Avoidance of investments 29

Increased accuracy of shipments 29

Alteration of fixed costs into variable costs 26

Reduction of total shipment time 21

Relocation of risks to the service provider 17

Increasing the transparency of costs 17

Reducing time of internal flows and order handling 14

Increasing the market coverage and contact 14

Modernization of IT resources 12

Increased flexibility for demand changes 10

Increasing adaptiveness of internal processes 7

Reduction of cash-to-cash time-cycle 5

However, outsourcing can have its drawbacks. Not less than 74 percent argue that they 
see it as a risk to become too dependent on an external logistics provider. Furthermore, 
50 percent are worried that an external provider does not share the same interests in a 
business relation. Equally important is the danger of potential quality problems. 
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Another problem is that companies are afraid of losing core competencies if they
outsource logistics operations. This fact is recognized by 48 percent of the answering 
companies, see Table 12.

Table 12 Disadvantages with outsourcing (n = 42)

Disadvantage Percentage figure

Dependence on external logistics provider 74

An external provider might have different interests 50

Potential quality problems 50

Loss of core competence 48

Retroactive insourcing is problematic 38

High switching costs 31

Increasing costs 24

Nonrecurring improvement 21

Lack of adequate service providers 19

Complex management of external service providers 19

The most important aspect concerning relationships with external logistics providers, 
which the responding companies point out is continuity. 76 percent of the responding 
companies say that they favour long-term relationships with their external providers. A 
well working contact and smooth communication is also highly valuable, according to 
71 percent. In addition, 60 percent indicate the importance of an external provider that is 
willing to constantly lower costs over time. A detailed overview is given in Table 13.

Table 13 Important characteristics of business relationships (n = 42)

Nature of relationship Percentage figure

Long-term relationship 76

Well working contact and smooth communication 71

Willing to constantly lower costs 60

Clear transparency of costs 52

Comprehensive range of offered services 36

Common goals 36

Proactive quality management 36

Personal contact 19

Short-term relationship 2

There are five trends, which are especially important according to the survey result. It is 
no surprise that costs are important and the pressure of lowering costs is something 
companies see as a great challenge. This is confirmed by 62 percent of the respondents. 
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Moreover, 50 percent wants to reduce the internal time of order handling. This goal is 
closely followed by the desire to improve external business relations, underlined by 48 
percent. In addition, 43 percent highlight the always-occurring task of optimising stocks 
of inventory and used surface. The complete list follows in Table 14.

Table 14 Challenges for the next five yers (n = 42)

Challenge Percentage figure

Lowering costs 62

Reducing time of internal flows and order handling 50

Improving external business relations 48

Optimising stocks of inventory and used surface 43

Coping with increased volumes 40

Coping with more complex delivery time 33

Increasing the quality of deliveries 26

Coping with longer transportation routes 19

Increasing process transparency 19

Increasing cost transparency 19

Optimising the world wide warehousing structure 17

Increasing the degree of automation 12

Implementing RFID in the supply chain 10

Assessment and optimising the degree of outsourcing 5

Reducing the cash-to-cash cycle-time 2

4.3 Interviews
The results from the interviews highly correspond with those from the survey. Some 
new findings are presented below together with aspects, which has been further 
highlighted in the interviews.

For smaller companies not relying on economies of scale in their distribution channels, 
increasing shipment accuracy and reducing shipment time can sometimes turn into 
order-winners. However, this is only if the price for the service is competitive. 
Furthermore, it is seen as a challenge for the future to improve the distribution net in 
relatively new and remote markets. At the moment Asia cannot be served as well as 
Europe, but expectations are gradually building with a growing economy. A problem 
here is a severe lack of infrastructure in some areas. When the distribution net grows 
larger it is called fore more effective management of supply chains and digitalisation of 
business processes.

The interviews also underline that customers must be treated individually and internal 
flows must be adapted in order to accomplish this. Customers must be offered tailored 
services meeting their needs. If an external service provider can match its own 



44

performance-price ratio with the customer’s demand, a stable ground for cooperation is 
present. To be able to accomplish this, it is important to understand the customer’s 
business and products, which is greatly underlined by all respondents. It is also being 
highlighted that flexibility regarding special customers’ requests can become a 
competitive advantage. At the moment however it is more of a request, but as the 
complexity of customer’s needs are increasing, the flexibility grows more important.

Trends often thought of in association with the globalisation are expected to intensify. 
An increasing frequency of shipments, as well as higher volumes and longer 
transportation routes, are predicted. The complexity of delivery times and the cost 
pressure will increase. There is a difference in how costs are being treated. One 
company almost admits that costs are their number one priority. The other two clearly 
argue that a certain level of quality and reliability is required before costs are being 
discussed. In order to cope with costs and trends driven by the globalisation, internal 
flows and the supporting administration will receive more attention. However, it is 
highlighted that lowering the total logistics costs are hardly possible. Reasons are 
increasing energy prices and the trends mentioned above. The tasks and duties of 
logistics are predicted to become more strategically important and companies will pay 
more attention to these aspects. A great challenge is also to cope with environmental 
questions. Their impact on the business will grow.

One company argues that it wants to improve the controlling of its logistics activities 
and increase the use of reusable packages for their products. The same company also 
calls for more awareness and security concerning transportations. That is, because of 
illegal activities such as smuggling and terrorism in combination with responsibility for 
shipments, they see a need for calculated risk management. An example is that, on 
average, about five percent of what is loaded in a shipment to China disappears.

Important reasons for further outsourcing are lowering costs and turning fixed costs into 
variable. Hence, the cost pressure is definitely being confirmed. One company is partly 
admitting that a low price sometimes is preferred over a high performance. The short-
term thinking is here over-emphasized from the upper management. Further reasons for 
outsourcing are concentration on core competencies and transition to more flexible 
labour. More flexible labour and all-embracing process optimisation are also mentioned 
as aspects with cost reduction potential. It is argued that outsourcing is basically 
conducted if an external provider can verify a low cost and operative excellence. Of 
course trust and over time reliability is here important. Outsourcing can sometimes also 
be conducted if there is a need for implementation of know-how, which internal 
resources cannot accomplish.

Potential quality problems are seen as reasons for why not to outsource. Other negative 
aspects associated with outsourcing are the loss of core competencies and over-
dependability on an external service provider. All respondents mentioned these last two 
negative thoughts as particularly worrying. In-house advantages regarding everyday 
management and change readiness were also mentioned as reasons to why more 
outsourcing are not made. Concerning the survey results, a small surprise was expressed 
with regard to the high number of companies, which preferred long-term relationships 
with their service providers. In order to overcome the obstacles associated with 
outsourcing, trust, fairness and proactive reacting must be established. Harder features 
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of relationships such as concrete goals, never-ending optimisation and tangible 
performance measurements were also mentioned as important.

A high resemblance between the survey results and the interviews can be noted. The 
respondents argue that the most important characteristics of the targeted group are most 
likely covered. Yet, differences between sub-industries are probably present, because of 
the different products, which are produced in different sub-industries. The importance 
of treating different customers in regard of their specific needs is reoccurring and 
greatly underlined by all respondents.
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5 Analysis
In this chapter the empirical results are compared and analysed with help from the 
theoretical framework developed in chapter 3. The result from the segmentation is 
discussed and how this influenced the continued work. Order-winners and qualifiers are 
identified with help from the theoretical framework and the primary data collected. As a 
next step these are examined using Slack’s (1994) importance-performance model.

5.1 Segmentation
The segmentation conducted in this thesis was limited because of available secondary 
data. It is therefore based on a rather simple nested basis conducted in two stages. First 
concerning sub-industries and then total revenue. This of course gives certain 
advantages and disadvantages. The primary advantage was simplicity and because of 
the limitation of variables to choose from, several problems usually related to 
segmentation have been avoided. For example problems concerning assumed 
heterogeneity and complex buying decisions does not need to be analysed in detail. Of 
course the identified segments may be influenced by these factors. Yet, since there were 
no realistic alternatives concerning segmentation variables, just one decision had to be 
made. Namely, is it better to conduct segmentation or not?

Fuller, O’Connor and Rawlinson (1993) recommend segmentation in logistics markets 
and they give guidance on how it can be conducted. The largest disadvantage with the 
conducted segmentation in this thesis is probably that variables particularly suited for 
segmentation in logistics markets could not be used. Neither could need-based variables 
be used, something that several researchers, for example Dibb and Wensley (2002), 
recommend.

The main advantage with segmentation should in its key part be reached. That is, a 
group of companies, which SKF Logistics Services is particularly well suited to serve 
fulfilling the defined criteria, is found. The segmentation established a ground for 
continued work, in which resources could be focused. Due to the relative simpleness of 
the segmentation and the fact that no primary data had to be sought, the segmentation 
has most likely been cost effective. This can be argued because, as previously pointed 
out, the main advantage with segmentation has been reached only using relatively small 
resources. It can also be argued that the achieved result is less valuable, than what 
would have been the case if a logistics or needs-based variable could have been used in 
an additional stage. However it is then uncertain if the segmentation would still be cost 
effective. Altogether researchers, such as Dibb (1998), arguing that the academic 
research debate underestimates practical function and overemphasizes theoretical
principles, would in this case be right. This is said because a simple segmentation 
scheme where practical problems limited potential possibilities has been used. 

5.1.1 Evaluation of segments
To decide in which segments to compete is an important issue of strategic character 
(Berry, Hill and Klompmaker, 1995). In this segmentation, this has in part already been 
done during the segmentation when sub-industries were selected. An evaluation of 
segments has been made regarding Dibb’s (1998) framework and criteria interesting for 
SKF Logistics Services. That is, companies should have products suitable for the 
operations of SKF Logistics Services. In doing so the accessibility and actionability of 
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the segments has been assessed. Due to the segmentation variable total revenue it is 
likely that the other two criteria, measurability and stability, also are satisfied. In other 
words most of the factors in Table 2 have been directly or indirectly considered. For 
example the predictability, product attractiveness, technological position, entry barriers, 
level of technology utilisation, investments required, relative cost position, capacity 
utilisation and environmental factors have been in detail or somewhat considered (see 
chapter 3.3.2 and Table 2, for an explanation of used terms). The level of investments 
required and capacity utilisation should have been considered because of the active 
choice of targeted group. The predictability, relative cost position and the environmental 
factors should have been indirectly considered in the selection of total revenue as a 
segmentation variable. Moreover, the product attractiveness, technological position, 
entry barriers, technology utilisation and relative cost position should to some extent be 
assured due to SKF’s and the author’s general market knowledge, as well as the 
structural similarities, which SKF has with the companies in the targeted group. 
Therefore Dibb’s (1998) framework has been considered and a good ground for the 
survey should have been laid.

5.2 Discussion of survey results
The survey result shows that expenditures for logistics are different between companies 
in the targeted group. Most companies are concentrated around four to five percent, but 
some extremes exist. An explanation might be the different products that are being 
produced (Klaus, 2003), but it is also a question of how companies define distribution 
logistics and what activities they include. A clear priority issue between how much that 
is spent on warehousing and inventory in respective to transportation can be seen. It is a 
question of what is being produced and what the customers require regarding delivery 
of these products. The sum of administration and error handling is relatively constant, 
but the sums of inventory plus warehousing, as well as transportation and express 
deliveries varies in respect to each other. This is interesting because as Hill (2000) 
argues, the potential of cost reduction is often best where costs are highest. Hence, the 
varying logistics structure of the answering companies implies that an external service 
provider has got to focus effort individually in regard of the customer.

It is not easy to draw conclusions from the results regarding errors. The error handling 
cost does not seem to have a connection to the number of made errors. It is also difficult 
to point out one specific reason to why errors occur. This seems to be company specific. 
Again this would indicate that an external logistics provider must have overall 
knowledge and readiness to tailor services for different customers.

The targeted group consists of companies conducting businesses all around the world. 
The nature of these businesses show that delivery times are important and they should 
be as short as possible. Yet, it is even more important that they are accurate, a fact 
which is underlined by the BVL (2005) in the study "Trends und Strategien in der 
Logistik". Mistakes concerning accuracy cannot be made. It is very costly and bad for 
business (Krajewski and Ritzman, 2002). However, there are only limited possibilities 
for companies to compete with each other over these dimensions. The premises are in 
many regards the same for everybody and faster deliveries are tightly connected to a 
higher price. A high service level along with fast transportation always costs and it is 
only to some extent advantageous with economies of scale. Several trends are 
suggesting that it will get harder for companies to fulfil delivery reliability and time 
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requests in the future. Increased volumes and international shipments in combination 
with more complex delivery time requirements, longer transportation routes and a desire 
to increase the quality of deliveries will unquestionably require more resources.

Most companies have transportation services outsourced and at times some warehouse 
processes. Otherwise most activities are internally handled. Korschinsky (2004) 
estimates that about 15 percent of all logistics activities in this market are outsourced. 
Researchers such as Wildemann (2005) and Klaus (2003) predict that the outsourcing 
trend in this industry will increase. Lowering costs appears to be the primary goal of the 
companies in the survey, a fact that is being confirmed by other sources, se Table 15
where the outsourcing reasons from the BvDP (2004) is compared to those from the 
survey result.

Table 15 Comparison of outsourcing expectations (n = 42)

Reason BvDP (2004) 
rank order

Survey result 
rank order

Reduction of costs 1 1

Release of locked up capital resources 8 2

Improved usage of equipment, space and stocks of inventory 2 3

Concentration on core business activities 4

Avoidance of investments 5

Increased accuracy of shipments 4 6

Alteration of fixed costs into variable costs 7

Reduction of total shipment time 8

Relocation of risks to the service provider 7 9

Increasing the transparency of costs 6 10

Reducing time of internal flows and order handling 11

Increasing the market coverage and contact 12

Modernization of IT resources 9 13

Increased flexibility for demand changes 3 14

Increasing adaptiveness of internal processes 15

Reduction of cash-to-cash time-cycle 16

Accordingly, lower costs are something companies expect to achieve when they 
outsource logistics activities, also an outcome of the study "Trends und Strategien in der 
Logistik" conducted by the BVL (2005). Moreover, relationship characteristics seem to 
be of great importance and most companies prefer long relationships with their service 
providers. This creates an interesting situation, in which it is being wanted that costs 
should be gradually lowered over time. A situation arises where a service provider able 
and willing to meet these conditions have a great advantage over others. The importance 
of relationships is indirectly implied already in Table 11, but in Table 12 it becomes 
increasingly clear that relationship marketing is important. This is further confirmed in 
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Table 14, where 48 percent argue that they want to improve their external business 
relationships.

It is desirable for an external service provider to neutralize the negative consequences 
associated with outsourcing. Bienstock (2002) suggests that negative aspects with 
outsourcing can be handled with relationship marketing. Furthermore Han, Wilson and 
Shirish’s (1993) argument regarding long-term buyer-supplier relationships develops 
into a central ingredient in order to achieve a continuous cost lowering. The contractor 
and service provider have got to cooperate to fulfil this goal. The arguments of 
McWilliams, Naumann and Scott (1992) are also becoming clear, the understanding of 
buying behaviour can be advantageous, which is often the case when services are being 
sold. Transparency of costs is an important aspect in association with outsourcing and 
relationships. This is a requirement of contractors, which they not only need for control 
and measurement, but also for decision-making. The better a business relationship 
works, the less is the need for control through transparency of costs. However, it is still 
a requirement needed for measuring effectiveness and making sound decisions. 
Therefore it is wondrous that only 47 percent of all companies are able to in detail break 
down and describe their logistics costs, as argued in the BVL (2005) study "Trends und 
Strategien in der Logistik".

The survey results show that companies chose to outsource in order to improve usage of 
equipment, warehouse space and optimise stocks of inventory. These are standard issues 
in logistics and it is no wonder that they occur here. The BVL (2005) comes to the same 
conclusion in their study "Trends und Strategien in der Logistik". This can be both 
comforting and troublesome for external service providers. They should be experts in 
this field, but then again it is not easy to improve something, which everybody is 
already trying to improve. The same applies to the goal of reducing the time of internal 
flows and order handling. It is interesting to note that this is predicted to become a 
higher priority in the future than today.

There is always a question about credibility of studies. This thesis and survey is no 
exception. A response quote of 12 percent is in it self not enough to make statistically 
confirmed generalisations to the total targeted group. Therefore some comparisons with 
other studies regarding related topics, as well as further arguments in support of the 
study are presented below.

5.2.1 Trustworthiness of the survey
The response quote of 12 percent or 42 answers is from a statistical view not completely 
resolute. However as a response quote concerning logistics figures and trends in 
Germany it is not bad. This statement is not scientifically based, but underlined by 
several persons, among them Dietmar W. Polzin, professor in logistics at the 
Berufsakademie in Mosbach. He confirms 12 percent as good regarding a logistics 
study in Germany, not only good in a comparison with other students, but with 
professionals as well. A guess according to Polzin would be that the average lays 
around four to five percent. Doctor Klaus-Peter Jung, a consultant in the field of 
logistics, also underlines 12 percent as good. Ingo Elste, VDMA representant in the 
field of transportation logistics, and Sebastian Herr, doctor in logistics at the University 
of Nürnberg/Erlangen, gives further acknowledgment on the matter. Part of an 
explanation might be the large number of studies, which people in Germany receive 
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regarding logistics. The manager of business development and sales at SKF Logistics 
Services in Schweinfurt receives a couple of questionnaires on this subject every month. 
Furthermore, the manager of transportation as well as the general manager receive about 
the same amount of studies pro month. The logistics manager of Bosch Rexroth in Lohr 
underlines that this is normal.

A closer look at this particular study and a comparison between the answering 
companies and the targeted group reveal similarities, which could imply some ground 
for generalisations, see Table 16.

Table 16 Distribution of answering companies in comparison to the targeted group (n = 42)

Branch of industry Answers (in %) Target group (in %)
Conveyor technique 2,4 3,5
Compressors 2,3 2,4
Drive engineering 2,3 2,9
Engines 2,3 3,5
Fluidics 11,6 10,6
Machine construction 53,5 44,6
Mountings and fittings 9,3 15,9
Pumps and systems 7,0 2,4
Precision tools 9,3 14,2
Total 100 100

Machine constructing companies together with those producing pumps and systems are 
somewhat overrepresented. One the other hand, are companies producing precision 
tools as well as mountings and fittings underrepresented. Yet, in general most figures 
come close to their targets. 

Large companies are somewhat overrepresented in the survey results. For more 
information see Table 17. The answering group is a bit too small for comparing the 
distribution over different Bundesländer (States), but an attempt reveals a similar 
distribution. However, Bayern is to some extent overrepresented and Baden-
Württemberg slightly underrepresented. Nonetheless it is doubtful if the geographic 
location of a company influences the logistics structure in such a way that the results of 
this survey cannot be generalised.

Table 17 Comparison of total revenue (n = 41)

Total Revenue figures after segmentation (million EUR)
(Unknown values are estimated to exceed 50 million euros)

50-100 100-500 500-1000 1000-5000 Unknown In total
Percent of companies 45 32 4 4 15 100

Total Revenue figures from answering companies (million EUR)
Percent of companies 45 19 21 12 2 100

From the survey results it can be concluded that the logistics costs constituted 4,6 
percent of total costs for the responding companies. This can be compared with Klaus’ 
(2003) figure of 4,8 percent for the German metal processing industry. The survey result 
also indicates that 74 percent of the all transportation services are outsourced compared 
to the figure of 70 percent, which Klaus (2003) and Korschinsky (2004) recognizes. A 
closer look at the structure of the logistics costs reveals more similarities in a 
comparison. However the reader should note the difference in scope between the two 
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studies, which makes the comparison somewhat askew, see Table 18. Yet, as a general 
view it can still be value full to get similarity confirmed.

Table 18 Comparison of logistics costs disposition (n = 32)

Type of cost (in % of total logistics costs), from survey results
Warehousing Inventory Transportation Administration Total

21 17 49 13 100
Type of cost (in % of total logistics costs), Klaus’ (2003) figure for the German Industry
Warehousing Inventory Transportation Administration Total

25 22 42 11 100

As a last example a glance at Table 15 can again be made. This is not done to show 
similarity or dissimilarity, but to widen the base from which conclusions can be drawn. 
It should be noticed that the targeted groups were different, as well as the available 
alternatives and the number of alternatives. In addition the BvFP study was conducted 
earlier than this thesis. Nevertheless some resemblance can be noted. The only clear 
difference is in the importance of locked up capital resources and flexibility for demand 
changes.

Overall in these comparisons, were the survey results are compared to other studies, a 
high correspondence can be noticed. The correspondence between the more specific 
figures presented, could suggest that the demographic figures, which in some cases 
somewhat differs from those of the targeted group, does not impact the survey result in 
such a way, that it cannot be generalised. On contrary, the relatively good resemblance 
between the survey result and figures from other studies strengthens the survey results.

5.3 Interviews
The interview results mainly underline the result from the survey. Yet, some new 
findings are revealed. First the importance of flexibility was from the survey not fully 
understood. Secondly the importance of understanding a customer’s business and 
products was not completely shown.

It is from the interviews clear that a company, which chooses to outsource logistics 
operations, expect that the external provider should understand its business. This is a 
requirement of qualifying characteristics. It does not mean that the external provider 
must be an expert in the corresponding field, but the provider needs to have a basic 
understanding in order to fulfil its duties. Several researchers directly and indirectly 
point out this fact in different cases (Murphy and Daley, 1994; Berry, Hill and 
Klompmaker, 1995; Johnston and Lewin, 1996; Hill, 2000; Jobber, 2001).

An interesting finding is that the order-qualifying criteria, as presented in chapter 5.4, 
can for small companies sometimes have an order-winning character. Yet, this is only 
the case, if the price and overall solution is attractive. Smaller companies can sometimes 
not achieve the same lead times and accuracy because of limited resources. If an 
external logistics services provider can offer them extensive system solutions with great 
performance to a competitive price, this has potential of winning orders among these 
companies. This is especially the case on new and emerging markets, where distribution 
channels can be severely lacking. Such solutions aimed at the right customers might be 
successful because of their relatively uncommonness on the market. However, in such a 
situation relationship building and trust are important. Experience and reputation are in 
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these situations also of great value. The fact that extensive service offerings and 
package solutions can be successful is nothing new (Klaus, 2003), and as previously 
noted, Bienstock (2002) underlines the importance of relationships in these situations. 

Flexibility is another important factor, which sometimes is of order-winning character, 
also noted by Hill (2000). If a customer’s demanded services can be met without 
exceptions it is an advantage. It is not unusual that an external provider tries to convince 
the customer to change their requirements, because it would fit the provider’s internal 
structure better. This is driven by cost considerations, but it is seldom a popular and 
winning concept. On contrary, it is against the foundations of the theoretic framework 
upon which this thesis is based on. It is basically better to fulfil the customer’s needs 
and charge a higher price because the wishes were complex.

It is clear that trends towards an increasing amount of shipments in combination with 
higher volumes and longer transportation routes are anticipated. Furthermore, the 
complexity of delivery times and the cost pressure will increase because of an increased 
importance of logistics activities. This is in line with the survey results and the studies 
from BVL (2005) "Trends und Strategien in der Logistik" as well as Klaus (2003). 
Because of these trends and rising energy prices it is put forward that lowering the total 
logistics costs are unrealistic. Yet the cost pressure is going to increase. As a matter of 
fact one respondent quietly complained about sometimes feeling that the upper-
management saw costs as more important than quality. Although all companies said that 
cost pressure was very important a difference could be noted. It was clear that two 
companies saw other aspects than costs as more important, at least up to a certain level. 
Another great challenge in direct connection to the trends of globalisation is the 
environmental problems, which occurs with increased transportation. In order to cope 
with these aspects and make the logistics organisations more streamlined, it is likely 
that internal flows and the supporting administration will receive more attention. The 
responsibilities of logistics are also becoming more strategically central.

The results from the survey and the interviews as well as their corresponding section in 
the analysis chapter lays ground for the identification of order-winners and qualifiers. 
Below follows a presentation based on all secondary and primary data, which has been 
gathered and analysed during the work with this thesis.

5.4 Order-winners and qualifiers
Because no need-based segmentation variables could be used in the segmentation, the 
identification of order-winners and qualifiers grows more important. Without these the 
understanding of customer needs will be severely lacking and tailoring of logistics 
services and internal operational functions supporting these services will be impossible.

A problem is that the survey result alone is barley comprehensive enough for 
identifying specific order-winners and qualifiers for all sub-industries. Extensive 
strategic difference in operations aiming to serve different sub-industries can as a result 
hardly be achieved. A goal with Hill’s (2000) concept is in part consequently lost and 
the complete targeted group has to be treated as homogenous, even though this has not 
been proved. The interview results underline this fact. Nevertheless, the interviews also 
confirm that the important characteristics of the targeted group are probably covered in 
the survey results. It is therefore interesting to note that the most emphasised comment 
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from the interviews is that all customers must be treated individually. As a consequence 
it can be argued that a more comprehensive view of different sub-industries would 
perhaps not be enough in order to serve the customers. Then again it cannot be ignored 
that the more survey answers present the better it is for the credibility.

The identification of order-winners and qualifiers are being conducted in support of 
several sources and the two-dimensional triangulation described in chapter 2.3.5. That 
is, the analysis work in this chapter is based on information gathered from the survey, 
the interviews, other similar German studies and appropriate literature. Therefore 
different perspectives are being merged and internal views from SKF, external views 
from potential customers and researchers in the field of logistics are combined. The use 
of several sources is something Hill (2000) underlines as important. Moreover, there are 
factors pointing in a supporting direction for treating the whole targeted group as 
relatively homogenous. Environmental factors and surrounding conditions should be 
quite similar for the different sub-industries. In general they are all mature businesses 
with limited growth. Even though the products at first occur diverse they all have a 
similar base and characteristics regarding logistics services, which could imply 
homogenous features.

5.4.1 Qualifiers
Global distribution channels - A logistics services provider wishing to be successful in 
the defined target group has got to be globally active, with existing and efficient 
distribution channels in all parts of the world. This is an order losing sensitive qualifier.

Understanding the customer’s business and products - A certain level of understanding, 
concerning a customer’s business and products is required in order for an external firm 
to qualify as potential provider. The interviews indicate that this is needed in order to be 
able to offer a customer a tailored solution. It is also being indicated that this is an order 
losing sensitive qualifier.

Flexibility - Giving the customers what they want is a cliché in marketing. Nevertheless 
it is important. Sometimes even order winning important, depending on what the 
customer asks for and if competitors can provide the same solutions. It is an order 
winner if the offered services can be tailored to a perfect match with individual 
customer’ requirements. That is, if the customer wishes to get his products delivered on 
green pallets with red dots on he should get it. Of course, this probably costs more but 
many customers are willing to pay a little extra if their needs are fulfilled.

Delivery time - I is important to keep in mind that seven percent of all world wide 
shipments are delivered within 24 hours and 22 percent are delivered within two days. If 
the market is narrowed to Europe or Germany the percent of shipment delivered within 
24 hours are 24 respective to 46. Furthermore a clear majority of all shipment are 
delivered within two days, see Table 9. These are requirements, not wishes, and if they 
cannot be fulfilled a company cannot compete in this market. To be able to meet these 
requirements companies must have a high service level for their world wide 
warehousing structure, which the average figure of 77 percent indicates. Besides, 21 
percent of the answering companies imply that reducing the shipment time is desirable, 
which suggests that reducing the total shipment time have potential of turning into an 
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order winner. However, this is at the moment not the case. Therefore, the shipment time 
is today only an order-winner in combination with other criteria such as cost.

Transparency of costs - It is a requirement from customers that a service provider 
should present an easily understandable display of how costs are put together. 
Customers want to know what they are paying for and how the external provider is 
managing the outsourced activities. In doing so, a clear display of costs is an obligation. 
If this is not accomplished a central control function of the external service provider is 
lost. Something that Bienstock (2002) argues is important. Otherwise a contractor 
becomes difficulties in managing their service providers and a severe risk of 
opportunistic behaviour appears. The survey results and the BVL (2005) study "Trends 
und Strategien in der Logistik" show that accomplishing a high transparency of costs is 
troublesome for some companies. The survey results indicate that 17 percent views this 
as an important reason to outsource. Moreover, 52 percent specify it as important in a 
business relationship and 19 percent even sees it as a goal for the future. Another 
advantage according to Hill (2000) is that if it is clear were costs arise, it can more 
easily be determined were cost reductions and further improvements are needed.

Delivery reliability - High delivery reliability is preconditioned. Shipments must arrive 
on time and free from errors (Bloech and Ihde, 1997). Substantial costs arises and 
customers are easily lost if a high trustworthiness is not met. It is interesting to note that 
33 percent respective to 26 percent indicates that coping with more complex delivery 
requirements and increasing quality of shipments will increase in importance. Therefore 
more effort will probably be needed to meet this qualifier over the next five years. This 
cannot be ignored because of the order losing sensitivity of this qualifier.

Ability to handle demand fluctuations - It can be troublesome for companies to handle 
unexpected demand fluctuations. Most companies have limited capacity in their 
distribution channels. When the capacity limit is reached a company cannot accept more 
orders or it will get problems with the delivery reliability, alternatively the delivery time 
increases. Problems with delivery reliability can be devastating for future business and 
an increased delivery time can be unacceptable for demanding customers. This in turn 
might cause customers to consult competitors (Hill, 2000). However the distribution 
logistics is seldom a bottleneck. On the contrary, an external logistics services provider 
is expected to cope with these changes. It is interesting to note that the combination of 
higher volumes, more complex delivery times and longer transportation routes, which 
40 respective to 33 and 19 percent of the answering companies are anticipating, might 
change this fact. Therefore this qualifier has potential of turning into an order winner.

5.4.2 Winners
Reduction of costs - External logistics services providers able and willing to 
continuously reduce costs, have a great advantage. This cannot only improve the own 
margins, but is also highly valued by the customers. It is also a key component for being 
able to offer competitive prices. The survey result shows that 57 percent expects lower 
costs if they would outsource logistics activities. Specifically, the survey result shows
that 36 percent of the answering companies specify release of locked up capital as an 
outsourcing reason. Gaither (1996) argues that there are several ways of releasing 
locked up capital resources, but it normally results in lower costs. It is often done with 
some form of process reformation or reduction of inventory holdings. In doing so 
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resources becomes available for other purposes. Hill (2000) points out that the potential 
for reducing costs are often most promising where costs are greatest. According to the 
survey results transportation (41 percent), warehousing (21 percent) and inventory 
holdings (17 percent) constitute the greatest part of logistics costs. This however varies 
widely between companies and generalisations can hardly be made. An individual 
analysis must be made for different customers.

Flexibility - Depending on what the customer asks for, flexibility can in some cases be 
an order winner.

Relationship characteristics - Companies outsourcing logistics activities or hiring 
external logistics providers find it important with long-term cooperation, something that 
not less than 74 percent point out. Another in these terms important factor is good 
communication and assistance, which 71 percent recognizes. It is important that the 
service provider is available for contact and listens to its client’s opinions. Han, Wilson 
and Shirish (1993) indicate that deciding on joint goals and working towards them 
together is vital for a successful relationship. The interview and survey results show that 
the importance of relationship characteristics should not be underestimated as an order 
winner. Factors such as proactive quality management and personal contact can be the 
difference between a satisfied and disappointed customer. According to Bienstock 
(2002) and Korschinsky (2004) it is often desirable for both customers and service 
providers with assorted forms of services. This gives a better relation and often a higher 
margin for the provider. In many cases it is even required that the service provider 
should be able to offer a wide range of services. The form of the cooperation and the 
relationship characteristics is therefore important for both parts and if opportunistic 
behaviour can be avoided goals are often naturally shared.

Improved usage of equipment, space and stocks of inventory - Classical logistics’ 
objectives as optimal use of equipment, warehouse space and stocks of inventory are 
always important. If these targets can be improved an important order winner is met. 
However it can be difficult for an external service provider to convince a potential 
customer of latent capabilities. Sometimes this can be the real challenge and not the 
actual implementation of the improvement programs.

Reducing time of internal flows and order handling - Administration and complex 
processes are often time consuming. If activities concerning order handling can be 
improved costs can be reduced and payments can be received earlier. This is a goal, 
which 14 percent of the companies view as an outsourcing reason and 50 percent 
believes that it is an issue, which is getting more importance in the future. An 
explanation to the difference between these two figures might be the fact that a 
reduction of total shipment time is always desired. Yet, at the moment it is difficult to 
see how this can be done reducing the time of transportation. Therefore companies 
slowly turn their attention to internal processes.

5.4.3 Time and weighting
Hill (2000) points out that order-winners and qualifiers are market and time 
unambiguous. As previously concluded, the information collected in this thesis is not 
comprehensive enough to present order-winners and qualifiers in sub-industries of the 
targeted group. Yet there are implications indicating that order-winners and qualifiers 
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probably are relatively similar within the targeted group. However the weightings might 
differ. Qualifiers are seldom being weighted because they are requirements and must be 
fulfilled. It is mainly just interesting to know if their characteristics change. That is, do 
they turn into winners or do they lose their importance as time passes by. The relative 
significance of different order winners is however more interesting to be familiar with. 
In Table 19 is a presentation of the weightings derived from the interviews. The 
weighting has been done so that the sum equals 100. That is, the interview respondents 
have distributed 100 points to give a relative importance to the order-winners, see 
chapter 8.3 for more information.

Table 19 Weightings of order-winners

Order-winners Weight 
(flexibility 
included)

Weight 
(flexibility 

not included)

Relationship characteristics 28 39

Reduction of costs 27 36

Flexibility 27 0

Improved usage of equipment, space and stocks of inventory 10 14

Reducing time of internal flows and order handling 8 11

It is important to note that flexibility is in most cases an order-qualifier, but if the 
customer has special request it can turn into an order winner. In these cases it is often an 
important order-winner. As can be seen relationship characteristics receives a high 
importance, but this order-winner consists of several parts. Therefore its parts are 
treated separately. The survey covered several of them and they are given weights in 
Table 20.

Table 20 Weightings of relationship characteristics

Relationship characteristics (order winning) Weight

Well working contact and smooth communication 27

Willing to constantly lower costs 20

Comprehensive range of offered services 4

Common goals 32

Proactive quality management 17

Personal contact

Unfortunately not all of the respondents wanted to rearrange the weightings to how they 
believed it would look like in five years. Nevertheless they gave several general 
implications of what they thought would be likely to happen. The importance of costs 
and flexibility is believed to increase. Attention is believed to turn to areas were costs 
are high, or where attention previously has not been focused, for example 
administration. The importance of cost transparency and proactive handling is also 
predicted to rise. It is also being confirmed that the accuracy of shipments is an order 
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loosing sensitive qualifier. None of the respondents were able to see, or willing to try to 
predict, if any new order-winners or qualifiers would emerge in the next five years. A 
prediction of the order-winners’ weighting in five years is presented in Table 21.

Table 21 Order-winners’ weighting in five years

Order-winners Weight 
(flexibility 
included)

Weight 
(flexibility not 

included)

Relationship characteristics 23 39

Reduction of costs 27 39

Flexibility 37 0

Improved usage of equipment, space and stocks of inventory 5 9

Reducing time of internal flows and order handling 8 13

Even though an understanding for the identified order-winners and qualifiers is 
acquired. Companies often miss the aspect of determining how their different operations 
in the best possible way can support these criterions and serve customers. In the case of 
logistics it must be assessed how different activities such as administration, 
warehousing, transportation, and error handling etcetera best serve customers.
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5.5 Entry strategies
When the order-winners and qualifiers as well as the weighting for the order-winners 
are determined another objective emerges. Resources must then be focused so that 
maximal benefit is being reached. That is, qualifiers must be supported up to a sufficient 
level and remaining resources should be concentrated on appropriate order winners. Yet 
in order to do so a company must judge its internal performance relative to its 
competitors. This has been done for SKF Logistics Services and the result is shown in 
Table 22. Note that concerning the performance a value of one is best and nine is worst.

Table 22 SKF Logistics Services’ performance

Order-qualifiers Performance

Global distribution channels 3

Delivery reliability 1

Delivery time 2

Ability to handle demand fluctuations 2

Clear transparency of costs 7

Flexibility 8

Understanding the customer’s business and products 4

Order-winners Performance

Relationship characteristics 7

Reduction of costs 3

Improved usage of equipment, space and stocks of inventory 5

Reducing time of internal flows and order handling 6

Relationship characteristics (order-winning) Performance

Well working contact and smooth communication 5

Willing to constantly lower costs 4

Comprehensive range of offered services 4

Common goals 4

Proactive quality management 2

Personal contact 8

The performance figures and their, from chapter 5.4.3 adjusted importance are displayed 
in Figure 5. Note that as a compromise, the flexibility is drawn into the figure to be on 
the verge between order-winner and qualifier.
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Figure 5 Importance-performance matrix of order-winners and qualifiers

An importance performance matrix for the relationship characteristics are also made and 
presented in Figure 6. Note that for the relationship characteristics the importance scale 
is modified to only concern order-winners.
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Figure 6 Importance-performance matrix of relationship characteristics

A look at the importance-performance matrix in Figure 5 reveals that SKF Logistics 
Services are fulfilling the qualifiers criteria well, but with two exceptions. First, SKF 
Logistics Services has got be more flexible regarding customer needs. As previously 
mentioned, it is important that customers get their needs fulfilled and that internal flows 
are adapted after them. If the customer has complicated wishes, which are problematic 
to fulfil, the customer might be charged extra. Costs versus fulfilment might be 
discussed with customers, but customers should never feel that they are being talked 
into something not originally wanted. Such situations are never good. Secondly, SKF 
Logistics Services has got to improve the cost transparency for customers. Cost 
transparency is not only important for customers as a control instrument. It is also 
important for measuring performance and if a customer cannot measure the 
performance of their services providers they could hardly be satisfied. A worst-case 
scenario is where an external services provider does a great job, but the customer is 
unsatisfied because they do not know about it. The best way of showing a customer that 
a service is well performed, is to present hard evidence, which clearly shows for 
example cost reductions or shorter lead times.

When it comes to the order-winners, SKF Logistics Services can get better at reducing 
time of internal flows and order handling, as well as improving the usage of equipment, 
space and stocks of inventory. However, it is much more important to improve 
relationships aspects. In particular Figure 6 shows that the contact and communication 
with customers could improve. The willingness to constantly lower costs is also 
something, which can be improved. On the other hand, this is perhaps something that 
more or less every external provider can get better at. Furthermore, if the relationships 
with customers and the contact to them get better, this enables close cooperation, which 
is needed in order to achieve continuous costs reductions. Some customers might expect 
that if they outsource logistics activities they can lean back and expect continuous cost 
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reductions for a long time ahead. This however is unrealistic and requires collaboration 
in order to be accomplished.

At the moment SKF Logistics Services’ most important strength is the overall 
knowledge enabling cost reductions. This is in combination with the delivery time and 
the delivery accuracy a powerful advantage. Priority should therefore be given to 
improvements regarding transparency of costs, contact and communication with 
customers as well as increased flexibility for customers’ needs. If this is done a good 
ground for becoming successful as a logistics service provider in the German metal 
processing industry is laid. Yet it is important to keep in mind that balance between 
price and performance is necessary. Improvements cannot result in increased cost, or 
profit margins will fall.

In the long term SKF Logistics Services can get better at reducing time of internal flows 
and order handling. Especially since this is something, which several sources point out 
as increasingly essential. The improvement of used equipment, space and stocks of 
inventory is in many ways a specification of how companies want to reduce costs. SKF 
Logistics Services can see this as a hint of where they can get better as compared to 
competitors. SKF Logistics Services is already relatively good at reducing costs, but 
due to other aspects than improving usage of equipment, space and stocks of inventory.
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6 Conclusions
In this chapter conclusions from the thesis will be drawn and discussed. The research 
questions from chapter 1.1 will be examined and recommendations based on the 
conclusions will be given.

Seen from a view concerning logistics services, what are appropriate variables for 
segmenting a new market, in this case the German metal processing industry?

Several researchers, among them Dibb and Wensley (2002) argue that the use of needs-
based segmentation variables is commonly desirable. Specifically for logistics, Murphy 
and Daley (1994) state that a nested segmentation approach is often advantageous. A 
nested approach has been used in this thesis. First interesting sub-industries of a market 
were selected and then companies were sorted in accordance with the variables of total 
revenue, as well as geographic location. This might be a simple segmentation scheme, 
but practical problems limited possibilities. According to Dibb (1998) a fact, which the 
academic literature most often fails to recognize. When a decision about a segmentation 
scheme is about to be made an important question is if the scheme is cost effective. This 
is often hard to judge, but in the case of this thesis, this is true. Why is that? If 
segmentation had not been made, a lot more letters with questionnaires would have had 
to be sent out. It might be a simple argument, but it proves that money has been saved 
because of the segmentation.

Furthermore at this point it is also being argued that the main objective of segmentation 
has been attained. That is, a group of companies, which a specific company is 
particularly well suited to serve fulfilling a set of previously defined criteria, was found. 
In this case a ground was formed from which resources on further work could be 
concentrated. Therefore a rational segmentation scheme with a set of proper variables 
has been used.

How can evaluation of market segments be conducted recognising a company’s specific 
profile (in this case SKF Logistics Services)?

First it is important to recognize that a decision regarding in which segments a company 
should compete is an important issue of strategic character (Berry, Hill and 
Klompmaker, 1995). A company herewith decides on which markets it chooses to be 
active. In this segmentation it has in part already been done because of the selected 
segmentation variables. A detailed description of the evaluation process and its logic 
can be found in chapter 5.1.1. Therefore at this point only a summary and a couple of 
additionally explaining arguments will be presented.

When evaluating segments a company should look at where it is most likely to be able 
to optimally use its resources and as a result succeed. This has in this thesis been done 
because of two main reasons. First, it has been assessed which criteria segments must 
fulfil in order to be of interest for SKF Logistics Services. Secondly, segments fulfilling 
these criteria have been selected. Consequently most of Dibb’s (1998) framework from 
chapter 3.3.2 should directly and indirectly have been considered, see chapter 5.1.1. 
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Furthermore, it is argued that because of the comprehensiveness and the many different 
academic theory fields, which Dibb’s (1998) segmentation evaluation framework 
covers, it is considered as a solid model for evaluation of segments. Thus a good ground 
for further work was laid.

What are order-winners and qualifiers criteria for the identified segments and how can 
they be used in decisions regarding allocation of company resources and market entry?

Order-winners and qualifiers are used to determine how a company’s current and future 
markets can best be served by a company’s operations. That is, they help companies to 
focus resources (Hill, 2000). Slack’s (1994) importance-performance matrix further 
help companies with these assignments and subsequently provides assistance in market 
entry situations.

In this thesis order-winners and qualifiers has been found with help from a survey, 
interviews, existing logistics studies and relevant literature. The results and analysis has 
step-wise been presented in the thesis. Information regarding the individual importance 
for order-winners and qualifiers as well as SKF Logistics Services’ performance in 
supporting these has been gathered through interviews.

The identified order-winners and qualifiers can be found in chapter 5.4. With help from 
the theory in chapter 3.5, internal performance and improvement needs has then been 
analysed in order to find where resources should be allocated, see chapter 5.5. It is 
found that SKF Logistics Service should work with improvements regarding 
transparency of costs, contact and communication with customers, as well as increasing 
flexibility for satisfying customers’ needs.

6.1 Recommendations
Some recommendations concerning the most important arguments from chapter 5.5 are 
given here. These recommendations are based on the work conducted, but the reader 
should be aware that the nature and implementation falls outside of the scope of the 
research questions and therefore this thesis.

It is a question of business controlling to provide transparency of costs. SKF Logistics 
Services should look into different ways of improving the economic insight and 
controlling of service activities provided for customers. It might be desirable if 
customers could be presented figures of what they are paying for and how much. 
However, this has got to be put in relation to something in order to be of real value. If 
origins of costs as well as performance figures can be shown a good ground is 
established. Nonetheless it is also a question how much that is interesting for the service 
provider to present. It is an advantage if a customer can be shown that everything is 
going well. Yet this is an order-qualifier and it might be uninteresting for the service 
provider to give the customer more information than they require. Partly because of the 
work it requires and partly because of the opportunities the information gives to the 
contractor.

The contact and the communication that is established with customers are important. It 
is not only important because of social aspects, but because of business relationships in 
general. For instance, without a well working contact and communication it is 
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unrealistic to expect that costs can be gradually lowered over time. It has been revealed 
that SKF Logistics Services can improve their customer contacts. There are several 
ways to accomplish such an improvement and depending on the difficulties this poses, 
different measures can be taken. It is recommended to first ask the customers about their 
opinion on the matter and what they see as desirable. Of course the employees 
responsible for external business contacts must then be informed about the findings. 
Depending on what is found out, appropriate actions must follow. A further step could 
be to educate employees on the matter or to benchmark forward other companies. If the 
criticism concerns the everyday communication, perhaps other industries such as call-
centres or hotels could serve as models. On the other hand, if the criticism concerns 
knowledge-related aspects, other measures must be taken.

When it comes to flexibility for customers’ needs this is sometimes connected to a good 
relationship and well working communication. However, it is basically a question of 
understanding the customer and what they want. This should then be followed by a 
jointly founded solution. Alternatively finding an own solution for how internal 
operations can support customer needs. This argumentation has been an important basis 
of the thesis and it has been said that customers can be talked to, but never argued with.

It is important to remember that performance must be balanced with price. When 
improvement measures and programs are implemented this cannot result in a substantial 
increase in price, or it is unclear if they will prove effective. Last but not least, when the 
proposed improvements are made and their success is assured, it is only a question of 
marketing and sales skills to sell the offered services.
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7.8 Survey
43 questionnaire answers from companies in the German metal processing industry
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8 Appendix

8.1 Cover letter of the questionnaire
Schweinfurt, 15.12.2005

Tel.: 09721 / 56-3430
Fax: 09721 / 566-3086
e-mail: karl.wastroem@skf.com

Logistische Trends in der Deutsche metallverarbeitende Industrie

die Logistik unterliegt in Zeiten der Globalisierung einem bisher nie da gewesenen 
Wandel. Wir stellen uns die Frage, wie wir uns darauf einstellen müssen.

Um Antworten auf diese Frage zu bekommen unterstützen wir in Kooperation mit 
dem VDMA eine Benchmark-Studie im Rahmen einer Diplomarbeit (technische 
Universität Lueå, Schweden).

Ihre Meinung ist uns wichtig! Bitte nehmen Sie sich 15 Minuten Zeit um den 
beigefügten Fragebogen zu beantworten. Selbstverständlich werden Ihre Angaben 
durch den Diplomanden streng vertraulich und auf Wunsch anonym behandelt. Sie 
erhalten natürlich eine individualisierte Auswertung und kleines Dankeschön.

Bitte senden Sie uns den Fragebogen bis zum 30.09.2005 zurück. Wir freuen uns 
auf die Zusammenarbeit mit Ihnen! 

Mit freundlichen Grüßen aus Schweinfurt

ppa. Gerhard Schneeweis ppa. Otto Wieber
Mitglied der Geschäftsleitung General Manager 
SKF GmbH SKF Logistics Services

mailto:wastroem@skf.com
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English translation
It should be noted that the author has done the translation and it is not an exact 
translation done by a professional.

Logistics Trends in the metal processing industry

logistics are in times of the globalisation under a continuous form of change. We 
therefore ask how we should adapt ourselves. 

In order to become an answer we cooperate with the VDMA and support a 
benchmark study in form of a thesis work conducted at Luleå University of 
technology (Sweden).

Your opinion is important for us. Please give us 15 minutes of your time and answer 
the enclosed questionnaire. Your answers will of course be treated confidentially 
and if wished completely anonymous. Self evidently you will receive an individual 
report and a small thankyou.

Please return the questionnaire before 30.09.2005. We are pleased of the 
supporting cooperation you give us. 

Best regards from Schweinfurt

ppa. Gerhard Schneeweis ppa. Otto Wieber
Mamber of the management board General Manager 
SKF GmbH SKF Logistics Services
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8.2 Questionnaire

Logistische Trends in der Deutsche metallverarbeitende Industrie

Ziel dieser Benchmark-Studie ist es einen Überblick über die Situation und Trends in der 
Logistik in einer der wichtigsten Geschäftsfelder, der Deutsche metallverarbeitende 
Industrie, zu bekommen. Diese Erkenntnisse sollen dazu dienen die weitere strategische 
Entwicklung der Logistik zu unterstützen.

Die Benchmark-Studie wird im Rahmen einer Diplomarbeit zum Abschluss meines 
Studiums (Wirtschaftsingenieur) durchgeführt. Die Durchführung der Studie wird 
begleitet durch die Technische Universität in Lueå (Schweden) und dem betreuenden 
Unternehmen, der SKF GmbH (SKF Logistics Services). Weitere Unterstützung 
bekomme ich durch dem VDMA, den Vogel Industrie Medien Verlag (Maschinenmarkt) 
und dem Steinbeis-Transferzentrum Logistik & Marketingmanagement, 
Stuttgart/Eberbach.
                       
Für die Beantwortung benötigen Sie ca. 15 Minuten. Ihre Angaben werden 
selbstverständlich streng vertraulich sowie auf Wunsch komplett anonym behandelt. 

Bitte schicken Sie den Fragebogen bis 30. September 2005 an uns zurück. Alle 
Teilnehmer erhalten eine Auswertung der Ergebnisse, sowie können kostenlos an einer 
Ergebnispräsentation im Januar 2005 teilnehmen.

Allgemeine Fragen zum Unternehmen
1. Zu welcher Branche (nach VDMA) gehört Ihr Unternehmen 
(Mehrfachnennung möglich)?

Antriebstechnik Maschinenbau

Fluidtechnik Fördertechnik

Armaturen Kompressoren 

Motoren Präzisionswerkzeuge 

Pumpen + System

Sonstiges (bitte nennen):

2. Wo liegen Ihre Zielmärkte?

Europa (EU/EFTA) Übriges Osteuropa (inklusiv Russland)

Nordamerika (NAFTA) Mittel- und Südamerika

Afrika + Naheosten Asien/Süd Pazifik (ESAP)

3. Wie hoch ist Ihr jährlicher Umsatz?

unter 50 Mio. EUR 500 - 1000 Mio. EUR

50 - 100 Mio. EUR 1000 - 2000 Mio. EUR

100 - 250 Mio. EUR 2000 - 5000 Mio. EUR

250 - 500 Mio. EUR 5000 Mio. EUR und mehr

Allgemeine Fragen zur Logistik
4. Wie hoch sind Ihre jährlichen Logistikkosten? in % von 
Umsatz
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5. Wie setzen sich Ihre Logistikkosten zusammen (in %)?

Lagerkosten Allgemeiner Transport

Bestandkosten Expresslieferungen

Fehlerbehandlung Administration

Sonstiges (bitte nennen):

6. Wie viele Mitarbeiter sind in der Distributionslogistik beschäftigt?

Insgesamt Mitarbeiter, davon:
Administration 

Lager

Fahrpersonal

7. Wie hoch ist Ihr Versandvolumen p.a.?

(in Tonnen)    (Anzahl Sendungen)

8. Wie viele Artikel haben Sie insgesamt auf Lager? (ggf. Schätzung)

Fertigteile Ersatzteile

9. Wie schätzen Sie die Effizienz (Preis/Leistung) Ihrer Distributionslogistik 
ein?

Überdurchschnittlich Durchschnittlich Unterdurchschnittlich

10. Wie hoch ist die Umschlagsgeschwindigkeit Ihres Lagerbestands p.a.?

Fertigwaren Lager               Ersatzteillager

11. Welche Lieferzeiten haben Sie heute (pro Region / ab Auftragseingang)?

Lieferzeit in Deutschland 
(Anteil in %)

in Europa
(Anteil in %)

Weltweit
(Anteil in %)

< 24 Stunden

24 - 48 Stunden

48 - 72 Stunden

> 72 Stunden

12. Wie viele eigene Zentral-/Regionallager hat Ihr Unternehmen?

Region Anzahl Zentrallager Anzahl 
Regionallager

Europa (EU/EFTA)

Übriges Osteuropa (ink. Russland)

Nordamerika (NAFTA)

Mittel- und Südamerika

Asien/Süd Pazifik (ESAP)

Afrika + Naher Osten
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13. Wie hoch ist die Fehlerquote Ihrer ausgelieferten Sendungen in parts per 
tausend (ppt)?

14. Wo sehen Sie die hauptsächlichen Fehlerquellen? (1 wichtig  5 unwichtig)

1 2 3 4 5

Lager (Greiffehler, Zählfehler)

Beschädigung beim Transport

Distribution (Falschlieferung/Verspätung)

Kommunikation (Datenqualität/IT Schnittstellen)

Sonstiges (bitte nennen):

15. Wie hoch ist Ihre durchschnittliche Warenverfügbarkeit 

(bei Auftragseingang in %)? %

16. Welche logistischen Tätigkeiten hat Ihr Unternehmen bereits heute an 
externe Dienstleister vergeben?

Lager (teilweise) Bestandsmanagement

Lager (komplett) Mehrwertdienstleistungen

Transportdurchführung Waren Ein-/Ausgangshandling

Retourenmanagement Auftragsabwicklung

Transportdisposition Zollabwicklung

Sonstiges (bitte nennen):

Fragen zu Trends und Entwicklungen in der Logistik
17. Für die Geschäftsführung Ihres Unternehmens ist die Bedeutung der 
Distributionslogistik heute...

sehr hoch hoch mittel niedrig sehr niedrig

18. Für die Geschäftsführung Ihres Unternehmens ist die Bedeutung der 
Distributionslogistik in den letzten 3 Jahren...
stark gestiegen leicht gestiegen gleich geblieben leicht gesunken stark gesunken
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19. Welche Gründe könnten Sie bewegen, (zusätzliche) externe Dienstleister 
für Ihre Logistikaufgaben einzusetzen? (Nennen Sie bitte die vier wichtigsten)

Verringerung der Kapitalbindung Vermeidung von Investitionen 

Verkürzung der Gesamtlieferzeit Variabilisierung der Kosten 

Service für Kunden verbessern 
(Genauere Lieferungen)

Bessere geographische Deckung 
bekommen (Marktnähe)

Prozessanpassungsfähigkeit verbessern Konzentration auf Kernkompetenzen 

Modernisierung IT (Scaning, RFID etc.) Optimierung der Cash-to-Cash Zyklus

Kostentransparenz erlangen Beschleunigung der internen Abläufe

Kostensenkungen erzielen Risikoverlagerung auf externen 
Dienstleister

Kapazitätsflexibilität
(Equipment, Fläche, Bestände) erhöhen

Planungsanpassungsfähigkeit verbessern 
(Reaktion auf Mengenvarianz)

Sonstiges (bitte nennen):

20. Welche Nachteile verbinden Sie mit Outsourcing von Logistiktätigkeiten? 
(Nennen Sie bitte die vier wichtigsten)

Verlust von Kernkompetenz Nachträgliches Insourcing schwierig

Mangel an Dienstleisterangeboten Potentielle Qualitätsmangel

Unterschiedliche Ziele und Interessen Höhere Kosten 

 Abhängigkeit vom Logistikdienstleister Nur einmalige Verbesserung

Hohe Transaktionskosten 
(z.B. Umzug / IT)

Komplexes Management von 
Logistikdienstleister 

Sonstiges (bitte nennen):

21. Was ist Ihnen an einer Geschäftsverbindung mit einem externen 
Logistikdienstleister wichtig? (Nennen Sie bitte die vier wichtigsten)

Langfristige Zusammenarbeit (> 1 Jahr) Umfassendes Dienstleistungsangebot

Kurzfristige Zusammenarbeit (< 1 Jahr) Hohe Preis/Kosten-Transparenz 

Persönliche Beziehung Proaktives Qualitätsmanagement

Bereitschaft zu ständiger 
Kostenoptimierung 

Gut funktionierende 
Kooperation/Kommunikation

Gemeinsame Ziele vereinbaren

Sonstiges (bitte nennen):
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22. Wo sehen Sie die Herausforderungen und Ziele für Ihre Logistik in den 
nächsten fünf Jahren? (Nennen Sie bitte die vier wichtigsten)

Längere Transportwege Cash-to-Cash Zyklus reduzieren

Verbesserung der Zusammenarbeit mit 
Lieferanten

Reduzierung von Beständen/genutzten 
Flächen

Volumenanstieg Optimierung der Lagerstruktur (weltweit)

Gesamtkosten reduzieren Erhöhung des Automatisierungsgrades

Beschleunigung der internen Abläufe Erhöhung der Prozesstransparenz

Einführung RFID in der Logistikkette Erhöhung der Kostentransparenz

Lieferqualität verbessern Komplexere Lieferzeit Anforderungen

Bewertung und Optimierung des 
Outsourcinggrades

Sonstiges (bitte nennen):

Vielen Dank für die Beantwortung der Fragen!

Kleben Sie hier Ihre Visitenkarte auf, damit 
wir Ihnen die detaillierte Auswertung 

zusenden können.

Name Ihres Unternehmens:

Ihre Position im Unternehmen:

Adresse:

Bitte senden Sie den ausgefüllten 
Fragebogen bis zum

30. September

an uns zurück

Bei Rückfragen wenden Sie sich bitte 
an 
Karl Wastroem
Telefon: +49 9721 56 - 3430
Mail: karl.wastroem@skf.com

Rücksendung
 per Fax an +49 9721 566 3086
 per Post: verwenden Sie bitte den 

beigefügten Brief

Meine Angaben sollen,

nur für interne Verwendung benutzt werden.

komplett anonym behandelt werden.

Ich möchte gern,

eine individuelle Auswertung bekommen.

an einer Ergebnispräsentation teilnehmen.

mailto:wastroem@skf.com
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English translation
It should be noted that the author has done the translation and it is not an exact 
translation done by a professional.

Logistics Trends in the metal processing industry

The goal of this benchmark-study is to become an overview of the logistics structure 
and trends in one of Germany’s most important industries, namely the metal processing 
industry. This information should then provide guidelines for future development of 
logistics strategies.

The benchmark-study is part of my master’s thesis in industrial engineering and 
management. Luleå University of technology and SKF GmbH (SKF Logistics Services) 
assists me in my work. Further support is received from the VDMA, the Vogel Industrie 
Medien Verlag (Maschinenmarkt) and the Steinbeis-Transferzentrum Logistik & 
Marketingmanagement, Stuttgart/Eberbach.
                       
The answering takes about 15 minutes. Your information is of course confidentially 
treated and not passed on to third parties. If requested also completely anonymously 
handled.

Please send the questionnaire back before X. X 2005. All participants receive an 
individual report and are invited for a presentation in January 2005.

General questions about your company
1. To what industry does your company belong? (Multiple answers are 
allowed)?

Conveyor technique Machine construction

Compressors Mountings and fittings

Drive engineering Pumps and systems

Engines Präzisionswerkzeuge 

Fluidics Precision tools

Others:

2. Where do you have your targeted markets?

Europe (EU/EFTA) East Europe and Russia

North America (NAFTA) Middle and South America

Africa + Middle East Asia / South Pacific (ESAP)

3. What is your total revenue (a year)?

below 50 Mio. EUR 500 - 1000 Mio. EUR

50 - 100 Mio. EUR 1000 - 2000 Mio. EUR

100 - 250 Mio. EUR 2000 - 5000 Mio. EUR

250 - 500 Mio. EUR 5000 Mio. EUR or more

General questions about logistics
4. How high are your yearly logistics costs? in % of total 
costs
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5. How are your logistics costs put together (in %)?

Warehousing Transportation

Inventory costs Express deliveries

Error handling Administration

Others:

6. How many employees do you have?

In total   Pro area:
Administration 

Warehousing

Transport

7. How large is your yearly shipment volume?

(in tons)    (number of shipments)

8. How many products do you have in store? (please estimate)

Finished goods Spare parts

9. How well do you think your company conducts distribution logistics 
(price/performance)?

Better than average Average Worse than average

10. What is the turnover rate of your inventory holdings? 

Total revenue (in selling prices) / Average inventory holdings (in selling 
prices) 

Finished goods Spare parts

11. What are your shipment times (from that an order is received / pro 
Region)?

Shipment time in Germany 
(Share in %)

in Europe
(Share in %)

Worldwide
(Share in %)

< 24 Hours

24 - 48 Hours

48 - 72 Hours

> 72 Hours

12. How many central/regional warehouses do you have?

Region Number of central 
Warehouses

Number of regional 
Warehouses

Europe (EU/EFTA)

East Europe and Russia

North America (NAFTA)

Middle and South America

Asia/South Pacific (ESAP)

Africa + Middle East
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13. What is the error quotient for your shipments in parts per thousand (ppt)?

14. Where do you see the main reasons for errors? (1 important  5 not 
important)

1 2 3 4 5

Warehouse (Pick and count errors)

Transportation damages

Distribution (Wrong deliveries/Delays)

Communication (Data quality/IT Interfaces)

Others:

15. What is your average service level? 

(From that an order is received in %)? %

16. Which logistics activities do you have outsourced?

Warehouse (in part) Inventory management

Warehouse (complete) Value adding services

Transportation Shipping and receiving of goods

Return deliveries Order processing

Transport disposition Customs handling

Others:

Questions regarding logistics trends
17. How important is distribution logistics for the upper management of your 
company...

Very high High Middle Low Very low

18. How has the upper management’s view regarding the importance of the 
distribution logistics changed in the last three years...

Strongly 
increased

Moderately 
increased

Unchanged Moderately 
decreased

Strongly 
Increased
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19. What would be reasons if you would outsource more logistics activities? 
(Please choose four)

Reduction of costs Relocation of risks to the service provider

Release of locked up capital resources Increasing the transparency of costs

Improved usage of equipment, space 
and stocks of inventory

Increasing adaptiveness of internal 
processes

Concentration on core business activities Reducing internal time of order handling

Avoidance of investments Modernization of IT resources

Increased accuracy of shipments Increased flexibility for demand changes

Alteration of fixed costs into variable 
costs

Increasing the market coverage and 
contact

Reduction of total shipment time Reduction of cash-to-cash time-cycle

Others:

20. What disadvantages do you see with outsourcing? (Please choose four)

Dependence on external provider High switching costs

Retroactive insourcing is problematic Increasing costs

Potential quality problems Nonrecurring improvement

Loss of core competence Lack of adequate service providers

An external provider might have 
different interests

Complex management of external service 
providers

Others:

21. What do you find important in a relation with an external logistics services 
provider? (Please choose four)

Long-term relationship Common goals

Well working contact and smooth 
communication

Proactive quality management

Willing to constantly lower costs Personal contact

Clear transparency of costs Short-term relationship

Comprehensive range of offered services Common goals

Others:

22. Where do you see the most important challenges for your logistics in the 
coming five years? (Please choose four)

Lowering costs Increasing process transparency

Reducing internal time of order handling Increasing cost transparency

Improving external business relations Increasing the degree of automation

Optimising stocks of inventory and used 
surface

Optimising the world wide warehousing 
structure

Coping with increased volumes Implementing RFID in the supply chain

Coping with more complex delivery time Reducing the cash-to-cash cycle-time

Increasing the quality of deliveries

Coping with longer transportation routes

Assessing and optimising the degree of 
outsourcing

Others:
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Thank you, for answering the questions!

Please past your business car here, so that 
we can send you an individual report.

Company name:

Your position:

Address:

Please send the questionnaire back 
before

X. X 2005

Please contact Karl Wastroem for any 
further questions
Telefon: +49 9721 56 - 3430
Mail: karl.wastroem@skf.com

Please return with
 Fax +49 9721 566 3086
 Post: please use the enclosed 

envelope

I want my entries to be

used for internal processing.

complete anonymous.

I would like

an individual report.

to attend at a presentation.

8.3 Interview guide

Fragen zu einigen Ergebnissen der Studie Logistische Trends 
in der deutschen metallverarbeitenden Industrie

1. Wo sehen Sie heute die größte Herausforderungen für die Logistik in der 
metallverarbeitenden Industrie?

2. Wo sehen Sie die größte Herausforderungen für die Logistik in der 
metallverarbeitenden Industrie in den nächsten fünf Jahren?

3. Welche Gründe könnten Sie bewegen, (zusätzliche) externe Dienstleister für 
Ihre Logistikaufgaben einzusetzen?

4. Welche Nachteile verbinden Sie mit dem Outsourcing von logistischen
Tätigkeiten?

5. Was ist Ihnen an einer Geschäftsverbindung mit einem externen 
Logistikdienstleister wichtig?

6. Was wären für Sie grundsätzliche Voraussetzungen (Order-qualifiers), die ein 
Logistikdienstleister erfüllen muss, um erfolgreich in der metallverarbeitenden Industrie 
zu sein?

mailto:wastroem@skf.com
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7. Was glauben Sie, dass die wichtigsten Kriterien (Order-winners) für die Vergabe 
von Logistikdienstleistungen in der metallverarbeitenden Industrie sind?

8. Verteilen Sie bitte 100 Punkten, um die wichtigsten Kriterien (von Frage 7) 
Prioritäten zu geben?

9. Verteilen Sie bitte 100 Punkten, um die wichtigsten weichen Kriterien (von den 
Ergebnissen der Befragung) Prioritäten zu geben?

10. Wie glauben Sie, dass die Prioritäten (die Punktenverteilung) in den nächsten 
fünf Jahren verändern werden?

11. Was halten Sie von der Bedeutung des Preises von logistischen 
Dienstleistungen?

12. Sind Sie von den Ergebnissen überascht? Falls ja, was ist überraschend?

13. Glauben Sie das die Order-winners und Qualifiers sich viel unterscheiden 
zwischen verschiedene Unterbranschen in der metallverarbeitenden Industrie?

14. Wo glauben Sie, dass die potential für Kostensenkungen am besten ist (heute 
und in den nächsten fünf Jahren)?

English translation
It should be noted that the author has done the translation and it is not an exact 
translation done by a professional.

1. Where do you see the most important challenges for the logistics in the German 
metal processing industry?

2. Where do you see the most important challenges for the logistics in the German 
metal processing industry in the coming five years?

3. What would be reasons if you would outsource more logistics activities?

4. What disadvantages do you see with outsourcing?

5. What do you find important in a relation with an external logistics services 
provider?

6. What do you think are order-qualifiers an external logistics services provider 
must fulfil in order to be successful in the German metal processing industry?

7. What do you think are order-winners regarding purchase of logistics services in 
the German metal processing industry?

8. Please distribute 100 points in order to give weight to the order-winners (from 
question 7)?
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9. Please distribute 100 points in order to give weight to the relationship 
characteristics (from the survey results)?

10. How do you think that the weithing (from question 8 and 9) will change in the 
next five years?

11. How important is the price when you are about to by logistics services? 

12. Is there something about the survey results, which surprises you?

13. Do you think that order-winners and qualifiers are different in different sub-
industries of the German metal processing industry?

14. Where do you see the greatest potential for cost reductions (today and in the 
next five years)?




