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Abstract 

The purpose of this study is to develop the packaging function at a manufacturing company in 

order to increase customer satisfaction and thereby increase the firm’s competitiveness. This 

is an exploratory case study conducted at Scania Engines, a large manufacturer of industrial-, 

marine- and power generation engines. The empirical findings in this study are gathered 

through questionnaires and interviews with customers and distributors of Scania as well as 
with key personnel within the organization. 

The result of this study shows that Scania need to get out of the traditional view of packaging 

as solely a means of protecting the product during transport. It is important to see packaging 

as a function that can add value to the customer instead of viewing it only as a cost center.  

Furthermore, it showed that the customer’s demands regarding packaging mainly have to do 

with information and communication, promotion of the package, apportionment and 
environmentally designed delivery pallets. 

Keywords: Packaging, Industrial packaging, Competitiveness, Packaging Logistics   
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1 Introduction 

This chapter provides a background and a problem discussion to help understand why this 

study has been conducted. A research problem is then formulated and divided into three 

research questions that this study aims to answer and will be presented in our conclusions in 

chapter 7. 

1.1 Background 

In every situation, among any sort of crowd, one will stand out from the rest. Even if they all 

share the same conditions, prerequisites and qualifications someone will have, better than the 

others, figured out a way to better facilitate these conditions, prerequisites and qualifications. 

The very same goes for organizations. Some organizations distinguish themselves from its 

competitors in the way that they show better performance as they have a better ability to 

deploy their talents more effectively than others. In order to gain competitiveness it is 
important to understand how these companies achieve success.  

Firm competitiveness can be defined as “a capability of a !rm to sustainably ful!ll its double 

purpose: meeting customer requirements at pro!t. This capability is realized through offering 

on the market goods and services which customers value higher than those offered by 

competitors” (Chikán, 2008). Hence, customer satisfaction becomes an important factor in 
order to gain competitiveness.  

The globalization of markets and the increasing economic integration in Europe continuously 

opens up a range of opportunities and challenges. Trade and investment enhancing policies of 

governments, widening of telecommunication and transportation technologies as well as 

firms’ market expansion strategies makes for a rapid expansion of international business 

(Akhter & Beno, 2011). Although the concept of customer satisfaction in customer-oriented 

management is far from being newly discovered, the importance of the concept continuously 

grows (Kearney, 1994). The relationship between customer satisfaction and financial growth 

is evident as high customer satisfaction leads to increased and accelerated volumes of cash 

flows as well as reducing the risks associated with those cash flows (Gruca & Rego, 2005). 

Loveman (1998) also show evidence indicating that customer satisfaction has a positive 

correlation with overall revenues. Increased cash flow could be associated with a satisfied 

customer’s lowered price sensitivity and thus is willing to pay more (Homburg, Koschate, & 

Hoyer, 2005) while increased revenues also could be associated with increased share of wallet 

from satisfied customers (Cooil, Keiningham, Aksoy, & Hsu, 2007). Tracking customer needs 

and desires, as well as their satisfaction, therefore becomes important in order for a firm to 

direct corporate resources to develop a customized product and/or service to enhance 
competitiveness (Chu, 2002). 

The integration of national markets forces players on the business arena to face many game-

changing rules and reconsider what contributes to their competitive advantage (Baird & 

Gonzalez-Wertz, 2011). Researchers suggest that the packaging of the product also plays an 

important role in achieving a competitive advantage. By listening to customers and learning 
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from them, the packaging of products could even help changing the perception of the product 
and help create new market positions (ibid).  

2 Problem discussion 

From a managerial viewpoint, packaging aims to fulfill a number of functions. Traditionally 

packaging can be considered to facilitate logistical functions, marketing functions as well as 

that the packaging provides convenient handling and storing of the product (Rundh, 2005). 

Packaging and logistics are however very closely related in the way that they operate parallel 

to each other throughout the supply chain (Garcia-Arca & Prado Prado, 2008). Therefor they 

both have become important players in creating competitive advantages as they contribute to 
costs’ reductions and services improvements by correct management (ibid).  

Packaging can be divided into two categories, industrial- and consumer packaging, where the 

latter has been dominated in research (Chan, Chan, & Choy, 2006).  Despite the importance of 

packaging in any industry its’ anonymity in research is prominent (Rundh, 2005). The 

attempts to acknowledge the role of industrial packaging in improving the operations within 

and between firms often fail because of the traditional way of viewing industrial packaging 

where it is considered as merely a means of protecting a product during transport and storage 

(Garcia-Arca & Prado Prado, 2008). Industrial packaging will in this research only be referred 

to as packaging from now on.  Packaging can be defined as “the interaction and relation 

between the logistics and the packaging system that improve “add-on” values to the whole 

supply chain from raw material producer to end-user, and the disposal of the empty package, 

e.g. by re-use, materials recycling, incineration or landfill” (Chan, Chan, & Choy, 2006).  

Hellström & Nilsson (2011) argue that “packaging represents one of the most important 

vehicles for communicating the brand message directly to the target customer”. Furthermore, 

the importance of minimizing the environmental impact becomes an ever-increasing factor for 

businesses to consider. The lengthening of distribution chains, new materials and 

technologies, environmentalism, regulations and the obligations of corporate responsibility 

are all factors that are forcing businesses to continuously search for competitive advantages 

where packaging plays an important role (Vernuccio & Cozzolino, 2010). Still, packaging is 

considered an activity associated with only costs instead of a component that adds value all 

along the manufacturing and distribution processes (Chan, Chan, & Choy, 2006).  

By seeing packaging as an important function within the organization that keeps adding value 

throughout the supply chain and evidently creates a competitive advantage by achieving a 

higher degree of customer satisfaction, it is important to understand what the customers are 
demanding not only from the product but also from the packaging.  
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2.1 Research problem 

How can the packaging function be developed for a manufacturing company in order to 

increase customer satisfaction and thereby strengthen competitiveness? 

This project will result in a description of how customers of a manufacturing company prefer 

the packaging of purchased products. These preferences will be analyzed and compared to 

relevant theories in order to develop the packaging more suitable to the customer and thereby 

increase customer satisfaction and firm competitiveness. To handle the research problem it is 
broken down into several questions that this project intends to answer. 

2.1.1 Research questions 

RQ1: How can the current packaging function be described for a manufacturing company?  

The packaging function will be described as a situation analysis describing how packaging is 
handled in a manufacturing company. 

RQ2: For a manufacturing company, what are the customers’ specific needs in terms of 
packaging? 

The question will be answered through interviews and questionnaires and thereby provide a 
list of customer needs regarding packaging. 

RQ3: What needs should a manufacturing company focus on in order to maximize customer 
satisfaction and firm competitiveness? 

The last research question will be answered based on (1) what needs that are shared by most 

of the customers, (2) our judgment on how important it is to satisfy the needs and (3) what 

relevant theories describe to be the most important factors when maximizing customer 

satisfaction and firm competitiveness. The next section will describe the firm that this case 
study will use as study object to analyze upon which conclusions will be made.  
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2.2 Case study object 

Scania is one of the leading manufacturers of heavy trucks, buses as well as industrial-, 

marine- and power generation engines. Scania also provides and sells a wide range of service 

related products and financial services. The corporate group has over 35 000 employees and 

conducts business in over 100 countries. Any future references to Scania in the report will 

refer to Scania Engines, which is our object of analysis. Scania’s long-term campaign as 

engine-provider in the industrial-, marine and power generation (engine generator set) 

segment has recently paid off and established them as an important supplier of engines to 

manufacturers of machines in the different segments throughout the world. Scania 

manufactures diesel engines in the 9- to 16-liter swept volume range. The largest segment, in 

sales volume, is the power generation segment that constitutes of roughly 60 percent. 

Deliveries for industrial applications maintain a volume of about 25 percent while the marine 

segment collects the remaining 15 percent. The largest clients are found within the industrial 
segment. In 2010 Scania delivered 6526 engines.  

Scania is a supplier of engines to its clients who are either distributors of Scania engines or 

clients with production of their own. As Scania wishes to stay a major supplier of engines and 

increase their competitiveness it is important for Scania to be aware of their clients’ needs and 

wants. The customers are mainly larger OEM’s (original Equipment Manufacturers) that have 

their own production plants, line- or station based, with their own logistic needs. Since Scania 

has limited knowledge about the needs and wants of their clients and how they wish their 

packaging function to be developed in order to optimize its clients deliveries and 

manufacturing and thereby making Scania an attractive supplier, there is a clear indigence of 
information.   
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2.3 Delimitations 

As seen in figure 1.4.1 this study will only focus on the external logistics and not the internal 
process of actually manufacturing the engine. 

 

  

2.4  

 

 

 

 

 

 

 

 

 

Figure 1.4.1: Supply chain 

This figure shows what is included in the study and what is not (marked red). The focus is on 

the customers’ needs regarding packaging. The PM-box is the package with all the parts 

belonging to the engine that are not possible to pre-assemble prior to shipping. This research 

will not incorporate any calculations on revenues or costs connected to an improvement of the 

packaging function. Furthermore, any legal and/or judicial aspects regarding the 

recommendations are disregarded. Consequences for separate packing of PM-boxes are also 

disregarded as well as transport optimization and contracting. Forecasting and delivery 

planning will also be excluded from the research upon wishes from Scania. 

2.4 Chapter summary 

The purpose of this study is to develop the packaging function at Scania to better meet their 

customers’ needs and thereby increase Scania’s competitiveness. How this research will be 

conducted is presented in chapter 3.  
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3 Methodology 

This chapter describes how the research will be conducted and approached to give answers to 

the research questions formulated in chapter 1. Areas such as purpose, approach, strategy, 

sample selection, data collection methods and method problems will be described in this 

chapter. A framework showing the structure of the report will first be presented. 

3.1 Framework 

To get a clear understanding on how this research is conducted the following tables are 

presented as a framework for this study. It shows for each research question the activities 
involved and how the research questions will be answered and presented in this report.  

Table 3-1. Framework for RQ1 

RQ 1 Activities Presentation  

How can the current packaging 

setup be described for a 

manufacturing company? 

Interviews with key 

personnel and 

observations at case study 
object.  

A situation analysis on 

how packaging is 

handled at the case 

study object will be 
presented. 

As seen in the table above this research question will be answered by interviewing key 

personnel at the case study object to get an understanding on how they are handling 

packaging. Before the packaging setup can be improved it is important to know the current 

situation. Observation will also be used to develop our own judgment and perspective of how 

things are done related to packaging. The empirical findings will be presented in chapter 5 

and analyzed in chapter 6. The next table shows the corresponding procedure for research 
question 2. 

Table 3-2. Framework for RQ2 

RQ 2 Activities Presentation  

For a manufacturing 

company, what are the 

customers’ specific needs in 
terms of packaging? 

Semi- structured interviews 

with customers and 
distributors of Scania.  

A summary of the most 

presented customer needs 
will be given  

Once a situation analysis has been done and RQ1 is handled, the customer needs have to be 

voiced in order to make an improvement. A summary will be given in chapter 5 showing the 
most presented customer needs in order to answer RQ2.  
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Table 3-3 shows how RQ3 will be answered and presented in this report. 

Table 3-3. Framework for RQ3 

RQ 3 Activities Presentation  

What needs should a 

manufacturing company focus 

on in order to maximize 

customer satisfaction and firm 
competitiveness? 

Analyze by comparing the 

result from research 

question 1 and 2 with 

relevant theories to build 
conclusions 

Conclusions on what 

needs a manufacturing 

company should focus on 
based on the analysis.  

The empirical results gathered in research question 1 and 2 will be analyzed and compared 

with relevant theory related to packaging in chapter 6. Conclusions on what needs that a 

manufacturing company should focus on in order to increase customer satisfaction and firm 

competitiveness will then be presented in chapter 7 together with RQ1 and RQ2. To 
summarize and clarify the tables above figure 3-1 is presented below. 

 

 

 

Figure 3-1. Framework summary 

 

The findings to research question 1 and 2 will be presented in chapter 5. In order to answer 

the last research question the empirical findings must be analyzed (chapter 6) and compared 

with theory related to packaging. The answer to research question is then presented in chapter 
7. 
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3.2 Research purpose 

Research purpose is mainly divided in to three categories; exploratory, descriptive and 

explanatory. What purpose to choose depends on how the research questions are formulated. 

There can however be more than one purpose and it might also change over time (Saunders, 
Lewis, & Thornhill, 2007).  

Exploratory research is usually conducted when the answers to the questions why and how is 

sought. The idea is to examine what the relevant variables are. To create new understanding, 

this is a good purpose, especially when the problem is new and unexplored. This means that a 

project with an exploratory purpose often has a very broad perspective in the beginning, 

tapering more the closer to the goal it gets. Sometimes new insight develops and the project 

takes a new direction, and it is important to be flexible to be able meet this new path. 

When the purpose of a research is to describe something, for example a person or situation, in 

other words trying to answer the questions what and who, one should use a descriptive 

purpose. What to be described are characteristics or functions of the specific phenomenon. 

Sometimes the purpose of the research is to find relationships between different variables, to 

identify the cause and effect between different variables. Statistical methods are mainly used 
in order to identify these relationships (Saunders, Lewis, & Thornhill, 2007). 

Based on the three categories above, this study will have an exploratory research purpose 

since the study is about getting new understanding of customer needs regarding the packaging 
function. The next step in the process is to determine the research approach. 

3.3 Research approach 

To determine the approach to the study, two choices need to be made (Saunders, Lewis, & 

Thornhill, 2007). The first choice is to investigate whether methodological approach should 

be inductive or deductive and the second choice is to investigate whether data collection 
should be qualitative or quantitative?" 

3.3.1 Inductive versus deductive 

An inductive approach is used when the researcher collects the data needed for the research 

and develops a theory based on this collected data. A deductive approach is when the 

researcher first develops a proposition of a model from existing theory and then tests the 

proposition in “real life” and, if necessary, modifies the proposed model (Saunders, Lewis, & 

Thornhill, 2007). 

In this research study the approach will be deductive, which means that the authors will based 

their research on existing theory and then test it in real life (Saunders, Lewis, & Thornhill, 

2007). In this research existing theory essentially concerning customer satisfaction, firm 
competitiveness and packaging will be used. 
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3.3.2 Qualitative versus quantitative 

This study will mainly use in-depth interviews to gather empirical data in order to ascertain 

customer needs. The meaning with in-depth interviews is to get a deep understanding of what 

the customers want and why they want it. Furthermore, the sample size is small which also 
indicates that this study will use a qualitative research approach.  

3.4 Research strategy 

There are three aspects to take into account when deciding on what strategy to use: (a) the 

type of research question, (b) extent of control over behavioral events and (c) extent of focus 

on contemporary events (Yin, 2009). Table 3.3 below illustrates the five most common 
research strategies; experiment, survey, archival analysis, history and case study. 

Table 3.3 Relevant situations for different strategies 

Strategy Form of research 

question (a) 

Requires control 

over behavioral 

events? (b) 

Focuses on 

contemporary 

events? (c) 

Experiment How, why Yes Yes 

Survey Who, what, where, 

how many, how 

much 

No Yes 

Archival analysis Who, what, where, 

how many, how 

much 

No Yes / No 

History How, why No No 

Case study How, why No Yes 

Source: Yin (2009) 

By looking at what kind of research questions that are raised in the study, it becomes easier to 

sort out strategies that do not help to answer them. The study addresses two questions that 

deals with the questions "what" and one dealing with the question “how”. Furthermore, the 

study did not have any control over behavior that may arise, and this leads to elimination of 

the experimentation strategy. Finally, the study will only deal with activities that occur in the 

present and therefore the strategy handling history is not useful. Since the result from the 

study will be based on findings from a case study object, a case study strategy will be used. It 

is the most appropriate strategy when handling the question “how”, when behavioral events 

cannot be controlled, and examining contemporary events. 

As mentioned earlier in chapter 2.2 this study will focus on a case concerning packaging at 

Scania Engines who is interested in developing the packaging setup to better meet the 

customer needs and become more competitive in the industry. An appropriate sample 
collection for an exploratory case study will be discussed in the following section. 
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3.5 Sample selection  

Due to the fact that the authors will selectively choose what elements that are going to be 

interviewed and respondents to a questionnaire, a non-probability sample selection will be 

used. The authors will interview and send questionnaires to customers that are perceived 

willing and to have expertise and knowledge within the area study. Scania’s customers are 

situated all over the world and for convenient purposes the elements that are chosen for 

interviews are situated in Europe. This means that the study will use a mix of convenience 

sampling and judgment sampling and apart from this, a snowball sampling method will be 
used at Scania to get further information.  

3.6 Data collection methods 

The two main categories of data are primary and secondary. Primary data are collected from 

interviews, questionnaires and observations to solve the problem under investigation, while 

secondary data have been collected for other purposes and doesn’t necessarily provide facts of 

relevance for the current investigation (Saunders, Lewis, & Thornhill, 2007). When doing 

case studies there are six main sources of evidence when collecting data; documentation, 

archival records, interviews, direct observations, participant-observations and physical 

artifacts (Yin, 2009). According to (Yin, 2009) none of the methods are superior to the others 

and it is best to use a combination of them since they all have different strengths and 
weaknesses and, therefore, complement each other.  

In this case study the main source of primary data will be collected through semi-structured 

interviews with customers and distributors meaning open discussions regarding specific topics 

related to packaging. This type of interviews are chosen to receive similar information from 

the interviewees but at the same time attract information of a more qualitative nature that 

specific question cannot produce. Due to the limited time a questionnaire will also be sent to 

the customers and distributors that are unable to be interviewed as a complementary to the 

findings. This research is directed towards the customers; hence all the questions in the 

interview and questionnaire are aimed directly towards the customers. However, the 

distributors will also provide important input on their perception of their customers’ needs and 

requirements. Since the information provided by distributors is their perception of the 

customers’ needs rather than facts, this information will act as support to the findings given 

from direct customers. The interviews and questionnaires will be used to answer research 

question 2 and 3. 

Furthermore, to be able to answer research question 1 direct observations and unstructured 

interviews will be used. Direct observations of factory work are used to get an understanding 

of the product that is delivered to the customer and to gain further knowledge of the 
packaging setup at Scania, unstructured interviews with sales managers will be conducted.  

3.7 Method problems 

It is important to try to maintain high quality of the research conclusion and to constantly 

work on reducing the risk of getting the answer wrong. It is therefore important to have two 
concepts in mind, namely validity and reliability (Saunders, Lewis, & Thornhill, 2007) 
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3.7.1 Reliability 

Reliability means that repeated measurements should give the same results, thus stability. 

Continuity is therefore sought in the measurements that are made to get as good research 

reliability as possible (Saunders, Lewis, & Thornhill, 2007). According to (Robson, 2002) 

there are four threats to reliability. The first concerns subject or participant error, and will 

need to be taken into consideration in this study. It is important to perform the interviews at a 

neutral time to reduce the risk that the interviewee is in a positive or negative mood. This will 

be avoided by letting the interviewee decide when and what time they see an interview could 

fit in their schedule. By letting them decide the time and place of meeting based on their 

schedule, chances are the interviewees are less stressed and may provide more accurate 
answers.  

The second threat described by Robson is subject or participant bias and this threat is also 

present in this study. The customers may be reluctant to reveal or present information that 

could be regarded as offensive for Scania. It is important to inform the interviewee that the 

information Scania receives could benefit them self in the long run and that the information 

given by that person will in no way be considered as offensive or discourteous.  When doing 

observations, the two other threats, observer error and observer bias, is not likely to occur. In 
other words that will be no threat in this study. 

3.7.2 Validity 

The definition of validity is the extent to which a measure instrument measures what it intends 

to measure (Edward G. Carmines, 1979). It is important that the response generated in the 

conclusion of the research answers the research questions that are formulated in chapter 1. 

There are two types of validity, external and internal. Internal validity concerns whether the 

responses really answer what they were meant to, while external validity refers to how the 

solution can be applied to similar cases in the future. External validity is thus a measure of to 
what extent the answer can be generalized when confronted with similar situations. 

To ensure that we measure what we intended to measure, the research questions, the interview 

guide and the questionnaire will be checked by both a supervisor at Scania and one at Luleå 

University of Technology. It is important that the questions in the interview guide and the 

questionnaire are aligned with and will answer to the research questions. To maintain validity 

throughout the interviews we will send out the questions prior to the visit and inform them 

that in order for us to retrieve as much information as possible they will have to prepare 

answers to them. Furthermore, it is important to highlight to the customer the fact that the 

study is developed for them, and that the result of the study depends on the quality of their 

own answers. In other words, their satisfaction will increase along with the quality of the 

information they present to us. The authors will during the study continuously look back at 

the research questions to ensure that they are connected and relevant to theories and empirical 

findings. The next section will give an overview of the theories that are used in this research 
to present the conclusions. 
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4 Theoretical overview 

In this chapter theory related to packaging will be presented to get an overview of what 

factors that are important and to be able to answer the research questions. This chapter 

includes general theory on packaging, important factors and how it can increase customer 
satisfaction and firm competitiveness. 

4.1 Packaging 

To get a clear understanding of the external capability of packaging and its importance, the 

following section provides a definition and an explanation of its components. The concept of 

packaging can mainly be divided in to two categories; consumer packaging and industrial 

packaging (Chan, Chan, & Choy, 2006). Traditionally, consumer packaging has been used as 

an important sales and promotional tool to attract customers whereas industrial packaging 

solely has been a means of protecting the goods during transportation (ibid). This general 

view of packaging implies that the focus has been on satisfying demands from a market and 

sales perspective rather than on the logistic and manufacturing processes. Furthermore, many 

companies see packaging mainly as a center for incurring great costs, thus focusing only on 

minimizing these costs. By excluding manufacturing and logistic processes the customers will 

experience low handling efficiency, recycle- or re-use problems etc. Many of the existing 

packaging designs are not suitable for manufacturing and logistic processes simply because 
the focus has not been on creating efficiency for the customer (ibid).  

To include the logistic and manufacturing aspect, packaging may be defined as “the 

interaction and relation between the logistics and the packaging system that improve “add-

on” values to the whole supply chain from raw material producer to end-user, and the 

disposal of the empty package, e.g. by re-use, materials recycling, incineration or landfill” 

(Chan, Chan, & Choy, 2006). The article states that there is an increased tendency to see 

packaging as a part of a larger integrated system involving the logistics and manufacturing 
aspects and can be an important tool in creating a competitive advantage (ibid). 

According to García-Arca & Prado (2008) there are three functions in packaging that a 
company should focus on: 

The marketing function contribute to add value to the customer in terms of packaging by 

focusing on making it more attractive and ease the unpacking at the customer end (design, 
amounts, appearance, dosages etc.)   

The flow function is used to facilitate purchases, distribution and production. This function 
facilitates and “directs” the logistics from the manufacturer to the customer. 

The environmental function is used to make it easier for the customer to dispose the empty 
package. 

The first two functions are similar and sometimes overlap but to distinguish the two from each 

other it can be said that the marketing function is the presentation of the packaged product to 

the customer and the flow function entails everything connected to the distribution of the 
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product until it reaches the customer. The above three functions have become very important 

and a key factor for companies to achieve competitive advantages, as their correct 

management reduces costs and improves customer service (García-Arca & Prado, 2008). 

Similar functions are also identified by Chan, Chan & Choy (2006) although they have further 

divided them in to seven different, more specific functions that can each be categorized into 

the three functions given by García-Arca & Prado (2008). The functions in packaging can be 
seen in the table 4-1 as a combination of the two theories. 

Table 4-1. Functions in packaging 

Flow Marketing Environmental 

Protection Apportionment (amount, 
size) 

Disposal 

Volume & weight efficiency Promotion  

Information and 

communication 

Convenience (handle ability)  

 

These functions represent categories that customer demands derive from and can create 

satisfaction. Demands from customers within the flow category can entail demands such as 

protection, volume & weight efficiency as well as information and communication. 

Apportionment, promotion and convenience are demands that have to do with the marketing 

of the package and the environmental demands are satisfied to ease the disposal of the 

package. To further describe these in detail and how it might lead to increased customer 

satisfaction and firm competitiveness, sections of flow-, marketing- and environmental 

demands are presented below. 

4.1.1 Flow demands  

These types of demands can entail functions like protection, labeling of goods and volume. 

The latter is especially important for the customer when storing the goods since the size of the 

product has a big impact on warehousing costs. Protecting the product during transport has 

been the main focus in industrial packaging but it is important to continue to emphasize 

protection while moving and broadening the perspective of packaging to a more consumer-

oriented approach (Chan, Chan, & Choy, 2006). Improper protection of the product might 

result in damage that leads to product claims and dissatisfaction at the customer. Since claims, 

and especially international claims, takes about three to six months they incur great costs both 

for the customer and the distributing firm (ibid). In addition, incorrect and badly 

communicated labeling will also incur administration costs for the customer when handling 

mislabeled products. For example if a customer receives an engine labeled with wrong 

specifics and/or incorrect order reference number it takes time to figure out what order the 
shipment belongs to and therefore creates administration costs as well as dissatisfaction.  
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Flow demands have a lot to do with information and communication demands. External 

information and communication flow relate to the information and communication between 

firms, including information sharing, electronic data interchange and inter-firm planning 

systems and has been proven to be critical in achieving a competitive advantage (Closs & 

Savitskie, 2003). One of the many benefits with inter-firm sharing of information is increased 
flexibility (Closs & Savitskie, 2003) (Jagersma, 2011) (Lai, Zhao, & Wang, 2006). 

For a corporation to achieve long-term competitiveness, managing information efficiently is 

vital (Jagersma, 2011). Also, in order for the corporation to keep adding value to its customers 

the communication of information is a critical tool (ibid). Gathering information about 

downstream customers in the supply chain is extremely important in order to meet customer 

demands, as well as providing the downstream customers with information to be able to 

establish effective relationships (Hillebrand & Biemans, 2011) (Closs & Savitskie, 2003). 

Firms must be organic and not have a high level of formalization to obtain efficient horizontal 

and vertical communication within and between firms. Rules associated with formalization in 

firms can restrict the logistics flexibility (Daugherty, Chen, & Ferrin, 2011).  

There is a widespread lack of conformity between the parties involved in the system that the 

packaging is supposed to facilitate. The poor conformity could be caused by i.e. different 

demands on the packaging by the different involved parties. Thus, additional costs and delays 

are often associated with these conformities. Insufficient flow of information is one of the 

main reasons for the lack of conformity, which in turn leads to the overlooking of some 

important value-adding features that packaging can offer, which ultimately can lead to 
missing out on competitive advantages (Chan, Chan, & Choy, 2006).  

Information and communication must be integrated in the business strategy (Rollins, 

Pekkarinen, & Mehtala, 2011). Jagersma (2011) suggests that tailoring information and 

communication logistics so that it fits the customers’ needs is crucial. This also means that 

companies must understand how and where the information and communication logistics 

identifies with the corporate strategy (ibid). Since improving the communication channels is 

first and foremost to add value to a firm’s customers it is vital that they be involved in the 

project so that the firm can gather knowledge of what value the customers are looking for 

(Sok & O'Cass, 2011) (Lai, Zhao, & Wang, 2006). Integrating the customers also has an 

impact on the overall firm performance by enabling more effective operations (Closs & 

Savitskie, 2003). A way to effectively identify customer needs and demands is to collect, 

share and analyze information as it allows the manufacturer to quickly anticipate fluctuations 

in demand and thereby be able to proactively respond to these changes (ibid). There is a clear 

connection between competitive advantage and how a firm’s core strategy supports 
information and communication (Jagersma, 2011).  
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To properly facilitate information flow in inter-firm relationships an electronic data 
interchange system (EDI) is a powerful tool. 

EDI SYSTEM 

The use of an EDI system facilitates timely, accurate and frequent information exchange. In 

order to reap the benefits of an EDI system to the full extent the sharing of information 

between partners must be collaborative. Some of the benefits are buyer-supplier trust, 

cooperation, coordination, interdependence and commitment. Furthermore, the use of an EDI 

system is positively related to reduced conflict and an increased amount of reciprocal 

investments. Also, cross-functional information sharing in buyer-supplier relationships is 

directly related to the strength of the relationship (Keah, Vijay, Chin-Chun, & Keong, 2010). 

EDI system usage is consistent with cost reduction not only in broad terms but also in more 

specific such as freight, inventory and information handling. If time is money, then EDI also 

reduces costs in the way that it reduces the time it takes to make a purchase request, the 

timeliness and accuracy of supplier deliveries, customer responsiveness, as well as broader 

measures of time-based competition (Manabe, Fujisue, & Kurokawa, 2005). Moreover, EDI 

usage facilitates ease of data entry and reduces data errors. Other benefits are improvements 

in production processes, higher product quality and growth in sales and market share (Keah, 
Vijay, Chin-Chun, & Keong, 2010). 

4.1.2 Marketing demands  

Marketing demands should not only be met in consumer packaging. Adding value by 

designing boxes so that they do not have to be unpacked by personnel for stocking on the 

shelves or for use in an assembly line can create important competitive advantages. 

Apportionment is a critical factor in packaging but is often overlooked by manufacturers. This 

function is essential as it transforms the output from industrial production to a, by the 

customer, manageable and desirable size. Convenience is another function of packaging that 

could create competitive advantages. The packaging must be made so that it facilitates the 

ease of use for the customer. In business-to-business environment where a manufacturer sends 

products to another manufacturers assembly it is important that the purchased products are 

easily transported and adopted into the purchasers assembly. Together, apportionment and 

convenience go hand in hand with promotion of the packaging, which is another important 

function in the marketing demands. By making the package look attractive and that much 

thought have been put in to making the package, it enhances the perceived value of the 
product inside. (Robertson, 1990) 

4.1.3 Environmental demands  

Finally, there are environmental demands caused by the “green” focus that is inflicting the 

companies throughout the world. It is important for the customer to be able to dispose of the 

product in an environmentally friendly way. Roughly 30 % of all solid waste is accounted for 

by packaging and as people are becoming more aware of the environmental impact of 

industries the demands are rising on creating and providing environmentally friendly 

packaging solutions (Barber, 2010). Strategies for eliminating waste does not necessarily 
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prevent pollution, but they do however make it much more easy to dispose of waste at 

landfills and incinerators. The success of these strategies, that includes landfills, recycling 

facilities and composting, depend on the consumers sorting the waste themselves. Therefor it 

is crucial that the packaging material is made easy for the customer to reuse or recycle or in 

other ways dispose of in an environmentally friendly way (Buelow, Lewis, & Sonneveld, 

2009). As packaging waste goes, recycling has proven to be the most environmentally 

friendly way of recovering resources, when compared to many other alternatives such as 
landfills and waste to energy (ibid). 

As the business environment continually becomes more competitive, corporate social 

responsibility is not only “the right thing to do” but also a way of creating competitive 

advantages. Corporate social responsibility (CSR) is viewed as a high-profile subject with 

strategic importance and as many as 90 % of the Fortune 500 companies have clear and 

explicit CSR initiatives and directives. There is a direct link between CSR and customer 

satisfaction. There are studies that prove that clear statements about green focus and CSR 

generates several positive customer-related outcomes, such as consumer product responses, 

customer-company identification, and most importantly customers’ product attitude (Luo & 
Bhattacharya, 2006). 

4.2 The effect of deliveries on customer satisfaction 

This section aims to clarify how higher customer satisfaction regarding deliveries may lead to 

increased competitiveness. Firm competitiveness is in this research defined as: “a capability 

of a !rm to sustainably ful!ll its double purpose: meeting customer requirements at pro!t. 

This capability is realized through offering on the market goods and services which customers 

value higher than those offered by competitors” 

In an article by Pace & Stephan (1996) it is stated that, “to be competitive, every product and 

service is customized to each individual client or customer and produced in the most skillful 

manner”. So with this said, meeting customer demands in terms of deliveries will not only 
lead to higher customer satisfaction, but also increase a firm’s competitiveness. 

Furthermore, to become a competitive firm, it is not enough to provide an outstanding product 

(Sharma, Grewal, & Levy, 1995). Since the major companies in a market all strive to increase 

market share, the product performance becomes similar. Product characteristics can also 

easily be copied in many situations. What a business can do to become more competitive is to 

put more effort in their logistic service and the way that they deliver the product because 

logistic performance cannot easily be copied and can therefore be successfully used to 
develop a sustainable competitive advantage.  

In order to establish long-term relationships between buyers and suppliers customer 

satisfaction is perceived as the key driver. This is derived from the fact that it is positively 

related to customer loyalty and customer profitability. By not only giving the customer what 

they ask and expect, but also exceed their expectations by giving them something they were 

unaware of that they needed, so called attractive quality in the Kano model, one can achieve 
customer loyalty and thereby competitive advantages (Helgesen, 2007).   
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4.3 Chapter summary 

The way a product is delivered to a customer has a high impact on customer satisfaction. The 

concept of packaging can mainly be divided in to two categories; consumer packaging and 

industrial packaging (Chan, Chan, & Choy, 2006). Traditionally, consumer packaging has 

been used as an important sales and promotional tool to attract customers whereas industrial 

packaging solely has been a means of protecting the goods during transportation. However, it 

has been proven that in industrial packaging it is clearly about more than just protecting the 

product and if managed and conducted properly, packaging is an effective way of creating 

competitive advantages. The table below summarizes the six functions described by Chan, 

Chan & Choy (2006) divided in to the flow-, marketing-, and environmental demands 
mentioned by García-Arca & Jesús (2008). 

Table 4-2. Packaging functions and their characteristics. Adapted from (Chan, Chan, & Choy 2006, s.1090) 

and remade by authors of this study. 

 Functions Characteristics 
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1. Apportionment 

(amount, size) 

It is apt to be overlooked but is essential for consumer by reducing the output 

from industrial production to a manageable size. As the scale of production has 

increased, it also needs to !nd effective methods for apportioning the product 

into the desirable size and amount. If we could not determine the right amount 

and size of the product in the package, it would tie up our capitals and cause the 

product to be unsalable. 

2. Promotion 

 

Although cartons are thought primarily to be protective, they may also contain 

features with a sales orientation. Especially those products are sold in a larger 

box or case. Some boxes are designed so that they do not have to be unpacked by 

the stock clerk for stocking on the shelves or at the assembly line. 

3. Convenience 

(handle ability) 

Packaging plays an important role in allowing the handling process in a 

convenience way. If the packages are de!cient in convenience (handle ability) 

function, it will cause workload disorders and product damage due to insuf!cient 

instruction for correct handling and the rejection of a product by customer. 

4. Protection A fundamental function of packaging is to protect the product from outside 

environment, e.g. water, moisture, vapor, shock, vibration, compressive forces 

etc. and damage while transporting and handling. The basic question that must be 

answered is the degree of product protection desired. The determination depends 

on the value and fragility of the product, and its economic justi!cation for nearly 

absolute protection 

5. Volume & Weight 

efficiency 

This function of packaging is so obvious that many parties may overlook it, but it 

is the basic function of packaging. With the exception of large, discrete products, 

all other products must be contained before they can be moved from one place to 

another. If the volume and weight relation is not designed in an ef!cient way, 

there is poor utilization of the distribution chain 

 6. Communication 

(information flow) 

The information "ow characteristic is not only important in the consumer 

package, but also in the warehouse and distribution package. There are great 

costs for handling of incorrect goods, product damaged due to incorrect handling 

and reclamation of the secondary and tertiary package. And when international 
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By looking at the above table it can be said that protection and promotion has been widely 

used in packaging for a long time. However, many companies have failed to include the 

remaining ones in their packaging design. They are very important factors in creating value to 

the customers. To summarize this section, a company can create additional value to the 

customer by satisfying flow-, marketing- and environmental demands as well as focusing on 
the seven functions in packaging.  

To become more competitive a firm should put more effort into their logistic service and the 

way that they deliver the product because logistic performance cannot easily be copied and 

can therefore be successfully used to develop a sustainable competitive advantage. By not 

only giving the customer what they ask and expect, but also exceed their expectations by 

giving them something they were unaware of that they needed one can achieve customer 
loyalty and thereby competitive advantages. 

  

trade is involved, the use of unambiguous and readily understood symbols or 

coding are imperative and could improve the ef!ciency and effective of "ow of 

goods along the whole supply chain 

E

n

v 

7. Disposal Due to the ever-increasing need to become more environment-friendly companies 

have put higher demands on disposals. By offering packages that can easily be 

recycled, re-used, incinerated or disposed at a landfill companies can create 

additional value to the customer. 
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5 Findings 

This chapter will help undertake research question (RQ) 1 and 2 by presenting the empirical 

data gathered from interviews with Scania, their customers and distributors as well as from 

questionnaires. The packaging function will first be presented to help answer RQ1 on how the 

current packaging setup can be described. Later, the empirical data gathered to answer the 

second RQ on what the customers needs are, is presented. Figure 5-1 below gives an overview 

of chapter 5 and shows how the findings will be presented and how the RQs are connected to 

the chapters.  

 

 

Figure 5-1. Findings overview 

The findings from the customer interviews will be presented qualitatively as they were 

gathered from semi-structured interviews. The questionnaire findings from customers and 

distributors will be presented separate from each other and also provide a more quantitative 

view of their needs due to the quantitative nature of the questionnaire. The three sections, 5.2, 

5.3 and 5.4, will at the end of the chapter be summarized in a table combining the results from 

each section (5.5) to help undertake research question 2. Furthermore, this chapter contains 
some industry specific terms that are summarized in appendix 1. 
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5.1 The packaging function 

To provide insight into the current packaging setup and to answer the first research question, 

interviews with key personnel were conducted at Scania. The authors of the study also got a 

tour in the production facilities to observe how the product is packed and delivered. The 
information gathered is categorized into the flow-, marketing-, and environmental function. 

Flow function 

- Protection 

- Volume and weight efficiency 

- Information and communication 

 

As mentioned earlier in the report the product consists of an engine and usually one so called 

PM-box with the belonging components. If the customer orders an engine with SCR-system 

or any other extra part, one box is added for each part. Hence, a standard order is an engine 

mounted on a steel pallet with plastic wrapped around and a PM-box consisting of cardboard. 

This means that nothing protects the engine from damages during transport since the plastic 

material is rather thin and will not protect the engine from hard pressure or impact with other 

obstacles. The steel pallet is considered stable and reliable which is important due to the 

heave weight of the engines. One problem with the steel pallet regarding protection is that the 

steel does not create satisfying friction against the floor during transport that can cause the 

engines to be moved around and bump in to each other. In short, the protection entails thin 
plastic around the engine and cardboard around the components.  

Regarding volume and weight efficiency the engine cannot be stacked due to the uneven and 

sensitive surface on top although they take minimum space when placed next to each other 

due to the thin plastic. There seems to be no standardized way of transporting the PM-boxes 

along with the engine. Sometimes they are transported alongside the engine but other times 

the PM-box is stacked on top of the engine inside the thin plastic material covering the entire 
product.  

Concerning information and communication the Key Account Managers (KAM) at Scania 

Engines are responsible for different customers in different geographic locations and 

segments. These are the primary communicators to the customers and are responsible for 

taking care of everyday issues. When a customer makes a purchase order the information 

takes one of two ways, either through a distributor of Scania or directly to Scania. The 

purchase orders are received via mail at Scania facilities. According to KAM’s the OEMs and 

distributors receive two confirmations when making orders, first a preliminary and then a 

second definite confirmation, also via mail. When a delivery error has been made, the 

customers can make claims through a system called FRAS. The product is shipped with an 

assembly instruction on how to mount the different components as well as packing list 

consisting of order part numbers. When a new customer is added to the customer base 3D-

figures of the engine is sent to the customer with exact information and measures to plan their 

own assembly. This is only sent in the beginning of a relationship as well as when an update 
is made or a new model is manufactured.  
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Marketing function 

- Apportionment 

- Promotion 

- Convenience (handle ability) 

 

The PM-box is not apportioned in any way. Most of the components are put in a cardboard 

box all together, although some components are put in a plastic bag or a smaller box. There 

are no standardized ways of packing the components due to the many different options the 

customer can choose from. This also means that the same customer can receive a similar order 

packed and presented in a different way. Depending on what options that are chosen, different 
parts are included in the PM-box. 

Little emphasis has been put on the promotion of the product. No focus has been put on sales 

orientation to make the packaging more attractive. Furthermore, the randomized order makes 

it more difficult to see if correct parts are to be delivered in the PM-box. To make it more 

convenient and to improve handle ability for the customer the steel pallet is used to lift the 

heavy engine with a truck. The PM-box can mostly be lifted by hand but when a lot of options 
has been chosen, extra parts are needed and the PM-box gets bigger and heavier.  

Environmental function 

Little focus has been put on making environment friendly packaging. Especially the steel 

pallets that the engine is mounted on are hard to dispose of in an environmentally friendly 

way. These pallets are currently welded and manufactured at Scania facilities and apart from 

the environmental function, they cost a lot to manufacture. It has been mentioned by Scania to 

change the pallets to wooden pallets but nothing has yet been done. Why they still have them 

is because they are stable and reliable and can handle the heavy weight of the engines. The 

cardboard boxes on the other hand can be seen as more environmentally friendly and can be 
disposed of by incineration.   

A description of the packaging function has now been given. It shows that there are great 

opportunities for development within each of the functions.  The result described in the flow-, 

marketing, and environment function will be used to answer RQ1. The next sections in 
chapter 5 will present findings from customers and distributors in order to answer RQ2.  

5.2 Interview findings 

The empirical data presented below is gathered through semi-structured interviews with eight 

customers from different segments as well as three distributors representing customers in all 
segments. The separate interviews can be found in appendix 2. 

5.2.1 Marketing demands 

First of all, most customers express a need for more pre-assembly. “The more Scania can do 

in their production, the more value is added to us” is a quote from one of the interviews. One 



 22 

customer states a need to have third-party components sent to Scania’s facilities and have 
them assembled there prior to delivery. 

As mentioned before, the engine is currently delivered on a steel pallet along with one or a 

few PM-boxes that includes parts. One PM-box is standard shipment but if the customer 

requires bigger parts like a radiator or an SCR-system to be included, one box is added for 
each big part.  

In this topic the PM-boxes is the main focus for most customers. A lot of customers have 

opinions and demands regarding the packaging of these boxes. The boxes are currently 

delivered with all the parts in a randomized order that makes the customers waste valuable 

time in finding the wanted part during assembly. About 50 % of the interviewed customers 

would like Scania to focus more on the promotion of these boxes. These customers would like 

to have the parts presented clearly in a standardized order to get a better overview of the parts 

and to speed up the assembly process. One customer also states the need to have the PM-box 

divided in to several smaller boxes containing parts of their choice and that can easily be 

picked out and sent to different locations on the assembly line. This apportionment would 

enhance the efficiency at the customer assembly line. Scania had before this project started 

some thoughts of the customers’ demands, especially regarding apportionment. The 

customers was therefore asked if there was a need for either kit- or batch (see appendix 1 for 

definitions) deliveries or any other set of demands regarding how the product should be 

apportioned. It turned out to be a great need for an option to choose exactly what parts that 

comes in the PM-box. Due to the standardized production at Scania, they are delivering a pre-

determined set of parts even if the customer does not need all of them. One customer explains 

that they are throwing away as much as 40% of the parts in the box. About 63% of the 

interviewed customers have the need to choose exactly what parts to be included in the PM-

box. This creates confusion for the customer and takes time and energy to dispose of the parts, 

apart from creating unnecessary costs for Scania.   

The findings show that there are only two of the eight interviewed customers that have a need 

for batch deliveries to create their own stock of parts. Regarding kit deliveries there is none of 

the interviewed customers that has a need for this. However, one customer would like the PM-

box to be sent up front in order to make necessary preparations and fit into their production 
line.  

Since the size and weight of the PM-box might vary depending on the specified options that 

the customer makes, there is a need to put the non-lift able boxes on a pallet and use a truck to 

lift the box instead. This would improve the handle ability of the boxes. At the same time 

there are customers that has assigned spaces in their warehouse for Scania deliveries and they 
need the boxes to come in the same size to plan and fit this assigned space.   
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5.2.2 Flow demands 

Damaged deliveries during transport have been another big subject during most interviews. 

Although this need of better protection seems to be most critical during transportation of 

marine engines due to more complex and fragile parts mounted on the engine. Some 

customers stock engines to be more flexible to their customers and therefor they have a need 

to know the minimum conditions for storing in terms of humidity, temperature etc. One 
customer states that one of their other suppliers use a chemical spray to extend storage time. 

Regarding information and communication, about half of the interviewed customers and 

distributors exclaim a direct need for an EDI system that better integrates the different 

departments within Scania. One distributor says that the system should help minimize invoice 

problems as well as errors occurring with manual transmissions. Further, the system should 

allow integration between all departments and allows him to everything from specifying 

orders, placing orders, receive order confirmation, track orders, access stock levels, receive 

notifications on updated article numbers, etc. Basically he wishes a system that allows the 

user to follow the whole process. Another distributor thinks that there are too many 

adaptations that have to be made which leaves great room for errors. Also, some customers 

say that the systems are not user friendly and that the FRAS system is complicated and hard to 
use and that it can take up to four months to get compensated for missing parts.  

More than 60 % of all interviewees say that the availability of staff and personnel at Scania 

works very well and that there is always someone to get a hold of or reach. However, one 

customer would like to have a secondary contact person when the Key Account Manager 
(KAM) is out of office or unreachable.  

One customer specifically mentions an appreciation for the two confirmation reports sent out 

by Scania, one preliminary report and one definite. This, he says, is very accurate and it is 
exemplary to the industry. However, some other customers state the contrary. 

Three customers would like the response time to be faster regarding queries sent to the KAM. 

Also, one customer states that the response time of changing faulty production must be much 

quicker. The customer says that if they report faults in received products it takes Scania too 
long to correct it and meanwhile the customer is till receiving faulty products. 

Half of the customers complain about the part numbers on the packing list not matching 

article numbers at SPC (see Appendix 1 for explanation) and the order book. Also, half of the 

customers want Scania to improve on notifying about updates on article numbers since they 

are left unaware that some article numbers are outdated. Another customer would like to have 

a barcode system on the packing list that uses the same standard as theirs so that they do not 

have to manually type in what parts they have received. There are also complaints from one 

customer about the packing list that at times comes written in Swedish and not translated to 
neither English nor their native language. 

In the marine segment, the customers want better assembly instructions due to the higher level 

of customization. There have been complaints from a customer who has received engines with 

old engine plates. He means that this usually happens when an engine has been upgraded. One 
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customer extends a wish to have his own part number on the engine plate. Most customers 

have a reference number to an order of a specified engine, however one customer claims not 

to have use of this system and would like to change it so that when placing an order they 

simply have to send their reference number to Scania and state quantity. One customer wants 
Scania to improve on giving notifications on updates and changes in design. 

Every customer has experienced delivery errors. Three customers complain about the 

administration costs associated with delivery errors. Even though parts are missing in the 

delivery, Scania still has them specified on the invoice, which makes a customer pay for items 

that have not been received by the customer. A total number of five customers say that there 

simply are too many delivery errors happening to be at an acceptable level. Two customers 

would like the boxes to be weighed at different check points instead of being photographed 

before delivered. This would help to find out where the errors occur. Two distributors 

mention a need for estimation on when delayed deliveries are expected so that customer can 

be informed and facilitate their production planning. This regards to one customer as well, 

who wants better notification and ETA on delayed deliveries to help adjust their production. 

One customer claims to have received engines with incorrect installment of the ECU and also 

say that Scania tests the engines before the ECU is installed and therefor are not tested 

properly. One customer says that sometimes the ECU does not match the serial number on the 

engine. To correct this, the customer needs to go through SPC to get a correct one. 

Furthermore, one customer expresses a dissatisfaction with having to go through the 

distributor and using the FRAS system to make a parts claim and that making a parts claim is 
way too complicated. 

5.2.3 Environmental demands 

Another important subject that was mentioned in every single interview is the steel pallet that 

the engine is mounted on. These pallets are non-recyclable and Scania does not want them to 

be shipped back to Scania’s production for re-use. This means that all customers dispose 

them, which is not environmentally friendly and therefore not appreciated by about 25% of 

the customers. These customers suggest wooden pallets instead, which a lot of their other 

suppliers can offer them. About 50% of the customers does not have a problem with throwing 

them away and think that they only should be changed if costs can be lowered. The remaining 

25% prefers steel pallets but states that they would accept wooden pallets if they can be 

manufactured in the same solid and reliable way. One distributor says that most of their 

customers prefer wooden pallets and also mention the fact that wooden pallets are not being 
moved around as much during transport, hence less risk of damaging the delivery. 

Thereby the relevant findings from the interviews are given. It is clear that little focus has 

been put on each of the three functions; flow, marketing and environmental. The next chapter 

will show the findings that derive from the questionnaires. 
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5.3 Questionnaire findings from customers 

The questionnaire presented in appendix 3 was sent to 19 customers and the response rate was 

63%. This section will present the most relevant data received from the customers through the 
questionnaire, the rest of the information provided is shown appendix 4. 

5.3.1 Flow demands 

This section provides information on the customers flow demands. Figure 5-2 below shows 

the share of customers that are either satisfied or not with the way Scania confirms orders and 

provides details on when the order will arrive.  

 

Figure 5-2. Satisfaction on order confirmation and arrival notification 

This means that 89% of Scania’s customers’ that responded to this question are satisfied with 

the way Scania confirms orders and provides information on time of arrival. The one 
customer that is not satisfied said that sometimes orders arrive later than promised.  

The current ordering system is email based and all information regarding the customers’ 

orders is transferred by email. The customers were asked to answer whether they would prefer 

a more electronic way of communicating orders (for example an EDI-system). The result is 
shown in figure 5-3. 

 

Figure 5-3. Need for an electronic based ordering system 

HIJ!

,,J!

!"#$%&"'#$()*()*(+,-+*
'().$+/"#$()*"),*"++$0"1*

)(#$.$'"#$()*

=5?)(D)91!

K#$!(5?)(D)91!

;LJ!
//J!

,,J!

2--,*&(+*")*-1-'#+()$'*3"%-,*
(+,-+$)4*%5%#-/*

M9(!

K#!

N#$O?!P$#C!



 26 

Half of the respondents feel that the current e-mail based ordering system should be changed 

to a more electronic way of communicating orders. One customer is unsure whether they have 
a need for this and three customers are satisfied with the current ordering system.  

Delivery specifications and instructions 

This section aims to investigate how Scania is handling the specifications and instructions that 

are sent along with the engine and the customers’ needs regarding this. A delivery includes a 

packing list containing information about type of engine and what parts that is included in the 

PM-box. In addition, assembly instructions are provided to the customers to specify how to 

assemble the parts to the engine. To find out if there is a need to improve these specifications 
and instructions the customer is asked if the packing list is sufficient.  

 

Figure 5-4. Sufficient packing list 

As seen in figure 5-4 almost three quarters of the customers from the questionnaire are 

satisfied with the packing list. One customer says that the customer order number is not 

included on the packing list and therefore makes it hard for them to find out what order the 

delivery belongs to. The packing list is further investigated by asking if Scania makes it easy 
for the customers to check that they receive the correct parts, shown in figure 5-5. 

 

Figure 5-5. Checking of received items 
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Five out of nine respondents agreed that the packing list is sufficient in the way that the 

customers can check that they received the items that they actually order. Some customers 
respond No and say that the purchase order and invoice list are not in the same order.  

Regarding the assembly instructions the following question is asked to the customer: Do you 

find the assembly instructions for our scope of supply to be sufficient? The results are shown 
in figure 5-6. 

 

Figure 5-6. Sufficient assembly instructions 

Only one customer responded No to this question and the remaining eight respondents believe 

that the assembly instructions are satisfying and sufficient.  However, some customers have 

well-established routines and do not use the assembly instructions at all and therefore it 

cannot be said that the customers that answered yes actually think that they are sufficient. 

They might have answered yes only because no complaints have been received from the 
assembly line because they do not use the instructions at all. 
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Delivery errors 

This next section aims to investigate how Scania is handling delivery errors when they occur 

and the customers’ needs regarding this. Figure 5-7 shows the customers’ response on 

whether they feel that the process of getting their concerns resolved is managed properly by 
Scania when there are missing parts in a delivery. 

 

Figure 5-7. Properly managed process for resolving missing parts 

The figure shows that 78 % of the customers are satisfied with how Scania is handling 

missing parts and try to make up for it. No further comments are given by the remaining 22 % 

who are dissatisfied with the process of getting their concerns resolved when there are 
missing parts in a delivery.  

 

Figure 5-8. Properly managed process for resolving order delays 

This figure shows that 70 % are satisfied with how Scania is resolving order delays. The two 

customers that represent the 30 % in this matter say that no information has been given about 

the delays. There is a need to know if an order will be delayed as soon as possible so that the 
customer can take appropriate actions.  
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5.3.2 Marketing demands 

In this topic we asked the customers if they had a need for kit deliveries, batch deliveries, if 

their other suppliers could offer them any of the two and if they had any other needs regarding 

marketing demands. The result from this is presented below. 

 

Figure 5-9. Need for kit- and batch deliveries  

The figures presented above shows that only 17 % of respondents to this question (10 

customers) are interested in either kit- or batch deliveries. Regarding kit deliveries, two 

customers express a need. One of them describes a need to have the radiator delivered 

separate from the engine. Two other customers have a need for batch deliveries to keep a low 

stock of some parts. As seen in appendix 4 there are some of Scania’s competitors that can 

offer them kit- and batch deliveries. Furthermore, most the customers rated Scania as better 

(33 %) and average (42 %) regarding the marketing demands. None of the respondents 
mentioned any other needs in this topic.  

In addition the customer was asked to describe if there is anything else in terms of marketing 

demands that Scania should focus on. One customer suggested that Scania should focus on 

having more parts pre-assembled to add more value to the customer, as “large number of 

boxes and parts hurts our productivity and greater internal movement of raw materials”. One 

customer states that they only use some of the parts in the PM-box and therefore has a need to 

choose exactly what parts that is to be delivered. Another customer says that the radiator and 

the intercooler need to be better protected to reduce damages to these parts.  

5.4 Questionnaire findings from distributors 

The questionnaire presented in appendix 3 was sent to 13 distributors and the response rate 

was 92 %. Distributors as recipients of the questionnaire were asked to answer from their 

customers’ point of view, based on demands and opinions given to the distributors from their 

customers. Therefor the information provided from the questionnaires is not first hand, which 

must be taken into consideration. The complete answers from the distributors can be seen in 

appendix 5. 
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5.4.1 Flow demands 

The picture below shows the customers’ perceived interest by the distributors in 

implementing an electronic information system that would help facilitate communicating 

orders, deliveries and delays between the customer and Scania. 

 

Figure 5-10. Need for an electronic based ordering system 

Only one distributor, which constitutes 9 % of the distributors, is unsure of whether an 

electronic information system would be appreciated. The rest say that their customers would 

benefit from such a system. 45,5 % of the distributors say that there is a need for a system that 

allows tracking orders as well as updating customers on delays. Notification on delays must 
be sent out before the order is scheduled to go out.  

 

Figure 5-11. Satisfaction on order confirmation and arrival 

The figure above aims to provide insight in the satisfaction on order confirmation and arrival 

notification. It shows that 36 % of the distributors think that their customers are not satisfied 

with Scania’s order confirmations and arrival notifications. 
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Delivery specifications and instructions 

 

 

 

 

 

 

 

Distributors in four different locations (40 %) all say that the packing list is insufficient and 

does not provide enough information. Two of them say that the part numbers should be better 

listed and that the parts should be better labeled. Another says that it is not appreciated when 

the packing list comes written in Swedish, while a second claims not to have a packing list at 
all. 

25 % of the distributors say that checking that what has been ordered is what is being received 

is difficult. A distributor says that checking that all items ordered are received is difficult as 

price codes and descriptions do not equal part numbers. Another would also like the parts to 

be better packed in the box as they often arrive in a mess with heavy items being on top of 
light ones which makes checking the received items more difficult. 

The picture below represents the amount of distributors who thinks that the provided 
assembly instructions are insufficient. 

 

Figure 5-13. Sufficient assembly instructions 

There is only one distributor claiming the assembly instructions to be insufficient. They want 

all the parts with the same part number combined on the packing list. Another distributor 
wants a complete packing list describing the components delivered in the box.  
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Delivery errors 

100 % of the distributors are under the notion that their customers think that Scania is doing 

all they can in resolving orders with missing components. However, if an order is delayed 40 

% think that their customers feel that Scania is not doing enough to correct the problem. See 

chart below. 

 

Figure 5-14. Properly managed process for resolving order delays 

One distributor says they get no information if deliveries are postponed, while another wants 

one single email for multiple delayed orders instead of each engine getting its own 

notification of delay. A third distributor says that there is an inconsequent behavior in the 

notifications and that sometimes the notification of delay arrives after the promised delivery 

date. One of them wants to have the same processes for informing the market about deliveries 
in both production plants. 
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5.4.2 Marketing demands 

This section provides information on the various marketing demands deriving from 

distributors. Figure 5-15 shows their perception on whether they believe that their customers 

are in need of either kit- or batch deliveries. 

 

Figure 5-15. Need for kit- and batch deliveries 

The figures above show that 73 % of the distributors are under the impression that their 

customers have no need for kit deliveries. One of them would be the only distributor claiming 

to have customers in need of kit deliveries. Respectively, 73 % of all distributors say that their 

customers have no interest in batch deliveries. However, one distributor claims that batch 

deliveries could help them in keeping a small stock of engines for their larger customers. In 
total only 18 % of the distributors claim to have customers wanting batch deliveries. 

One distributor does not like the fact that Scania sometimes sends more than one box since it 

is not convenient for transporting and storing. Another would like the engine itself to be sent 

in a box. A third claims to have problems with water and rain ruining the cardboard boxes and 
that the weight is crushing boxes that are being stacked. 
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5.5 Summary findings 

The packaging function, seen in chapter 5.1, is rather simple in the sense that focus has not 

been put on all the three functions, flow-, marketing, and environmental function. This means 

that there is room for development within each of the functions and that an important 

competitive advantage can be made. The packaging function will be analyzed furthermore in 
the next chapter in order to answer the first research question.   

To summarize the findings from the interviews and questionnaires gathered from the 

customers the figure below is presented. The findings gathered from the distributors is 

excluded from the figure since the needs presented by them is not collected first-hand from 

customers and also because of the fact that the opinion of one distributor is collected from 

many customers. Therefor, the specific customer needs that derive from the distributors will 

act as support in the analysis rather than empirical facts. Furthermore, to be able to summarize 

findings from both interview and questionnaires the table only shows needs that respondents 

were able to present in both of the data collection methods. The interviews were able to 

retrieve information that the questionnaire could not which will be discussed more later on.  

The information provided by the 20 customers through the interviews and questionnaire has 

been combined and categorized into ten different needs as seen in figure 5-16. The needs that 
are presented in the figure are described in appendix 1. 

 

    

Figure 5-16. Findings summary chart 

There is a relatively low need for kit deliveries; only two customers have presented a need for 

this. Four customers want to keep a stock of some parts and therefore have a need for batch 

deliveries. Six customers want to be able to select exactly what parts that are delivered in the 

PM-box to avoid throwing parts away and four customers describe a need to have more parts 

pre-assembled to add value to the customer. Only one customer wants the PM-pack to be pre-

delivered in order to suit their production better and four customers ask to divide the PM-box 

into several packages in order to send them to different working stations in their production 
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facilities. 35 % of the customers describe the packing list as insufficient and needs to be 

improved and only one customer ask for better assembly instructions. The two categories that 

have the highest rate are order confirmation, notification and tracking ability and EDI. Order 

C.N.T has to do with information and communication of the delivery process from Scania to 

the customer. In summary, it is hard to find one category that really distinguish itself from the 

rest but it can be seen that the four categories that has the highest rate are selected parts, 

packing list, order C.N.T and EDI. Note that this summary table only shows the needs that at 

least one customer has mentioned in both the interview and the questionnaire and it also 

excludes the needs that derive from distributors. Other needs that have been presented only 

during interviews or from the distributors have to do with protecting the goods during 

delivery, presentation of the delivery and to change the delivery pallets. This will be 

discussed further in the next chapter where the findings will be analyzed by combining theory 
with the empirical findings to be able to answer the research questions.  
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6 Analysis 

This chapter aims to investigate and analyze the findings in chapter five by comparing it with 

relevant theory presented in chapter 4. This analysis will serve as a base for drawing 

conclusions and being able to answer the research questions in the next chapter. It becomes 

obvious when looking at figure 6.1 that needs and wants from interviewed customers are 
much more prominent than needs and wants from customers who received a survey.  

 

Figure 6-1 Needs from visits and survey 

 

One reason to explain this phenomenon could be that the survey recipients did not put as 

much effort and thought into providing detailed answers as the interviewed customers did, or 

because of the fact that the response rate, 63 %, can be considered to be very low. This must 

be taken into consideration when conducting this analysis and therefor data gathered from 

interviews is given more weight as it is considered more valid and providing a more 
qualitative base of information on which to draw conclusions. 

6.1 Situation analysis of the packaging function 

This section will analyze the packaging function at Scania Engines and discuss what theory 

says will increase customer satisfaction and firm competitiveness. When looking at the 

description of the packaging function at Scania presented in the previous chapter the general 

conclusion is that little focus has been put on the each of the three categories; flow-, 
marketing- and environmental demands which is described below. 

6.1.1 Flow demands 

According to theories there are mainly three demands within the flow category that a 

company should focus on in order to maximize customer satisfaction and firm 

competitiveness; protection, volume and weight efficiency and information and 

communication (Chan, Chan, & Choy, 2006). The only protection the product has from 

damages is a thin plastic material wrapped around the engine and a cardboard box covering 
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the parts. This may seem very light protected when taking into account the value of the 

product. Chan, Chan & Choy (2006) say that a firm should try to balance the focus on 

protection according to the value of the product. It can be said that little focus has been put on 

protecting the product, which is supported by customers stating complaints about damaged 
deliveries.  

Volume and weight efficiency has also been somewhat overlooked. The products cannot be 

stacked and there seems to be no standardized way of transporting the PM-box. Focusing on 

satisfying demands in this category can reduce costs and increase efficiency and thereby add 
value to the customer (Garcia-Arca & Prado Prado, 2008).  

Communication is a critical tool for a corporation to keep adding value to its customers and it 

is important to manage the information efficiently to create long-term competitiveness 

(Jagersma, 2011). Much of the communication flow is handled by the KAM responsible for 

the customer. This means that the quality of the information provided by Scania depends 

much on the level of service that the specific KAM is providing. This may in turn depend on 

the experience that the KAM has, for example a person with twenty years of experience 

within Scania Engines probably has a better understanding of the customers needs than a 
newly recruited. 

Confirmations are sent twice, first a preliminary report and then a definite report when more 

investigations have been made at Scania’s production. When customers make claims, a 

system called FRAS is used. Furthermore, a lot of information, including purchases, is shared 

through email. Scania could enhance the flow of information to its customers by using an 
EDI-system that integrates the customer into the same system.   

6.1.2 Marketing demands 

Packaging needs to create value to the customer in order to increase their satisfaction and firm 

competitiveness (Chan, Chan, & Choy, 2006). Satisfying marketing demands can be done by 
focusing on apportionment, promotion and convenience.  

Regarding apportionment nothing has been done by Scania to add value to the customer. The 

parts are packed in the PM-box altogether and there are no standardized way of packing these 

parts. This means that the same customer can receive the same order but packed and presented 

in a different way at different times. The promotion of the product should not only be 

emphasized in consumer packaging (Robertson, 1990). Scania could add value to the 

customer by focusing more on sales orientation to make the packaging more attractive. This is 

something that could exceed the customer’s expectations and according to the Kano model 

gain customer loyalty and firm competitiveness (Helgesen, 2007). Value can also be added to 

the customer by making assembly more efficient through standardized packing with a good 

overview of the parts inside the PM-box (Chan, Chan, & Choy, 2006). In this case, the 

personnel at the assembly line would not have to unpack the box to get the correct parts. 

Furthermore, the randomized order makes it more difficult to see if correct parts are delivered 
in the PM-box.  
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To make it more convenient and to improve handle ability for the customer the steel pallet is 

used to lift the heavy engine with a truck. The PM-box can mostly be lifted by hand but when 

a lot of options has been chosen, extra parts are needed and the PM-box gets bigger and 

heavier. Since the engine have to be lifted by truck there are no concerns regarding the 

ergonomics. However, when the PM-box gets bigger and heavier it could create workload 

disorders that in turn create dissatisfaction and rejection by customers (Chan, Chan, & Choy, 
2006). 

6.1.3 Environmental demands 

The steel pallet that Scania is using is not very environment friendly and cannot be disposed 

of in an environment friendly way. Furthermore, they cost a lot of money to manufacture for 

every engine since they are not taking them back from the customer. Companies today are 

focusing more and more on CSR and on being “green” to project a good image. There is a 

clear connection between CSR, customer satisfaction and firm competitiveness. This means 

that Scania can increase customer satisfaction and create a competitive advantage by 
manufacturing more environment friendly delivery pallets.  

A situation analysis regarding packaging has now been given. The result described in the 

flow-, marketing, and environment function will be used to answer RQ1. The next section in 

chapter 6 will analyze the findings from customers and distributors in order to answer RQ2 
and RQ3.  

6.2 Identified needs 

This sections aims to analyze the identified needs in order to provide answers RQ2 and RQ3. 

This means that from the empirically identified needs, draw conclusions on which needs that 

are important and why and with theoretical support create a basis for giving 
recommendations. 

The identified needs have been categorized according to the three different types of demands 

found in the theoretical chapter. This aims to provide a better oversight and derivation of the 

identified needs. The three categories are marketing demands, flow demands and 
environmental demands. 

6.2.1 Flow demands 

The most expressed needs from the customers regarding flow demands are derived from the 

information and communication function. These were either needs in improving the packing 

list, improving the assembly instructions, improving order confirmation, notification and 

tracking or the need of an EDI-system. Therefor the answers from interviews and survey on 

the topic of flow demands have been categorized according to these types of needs. Order 

confirmation, notification and tracking will from now on be labeled order C.N.T. 
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Figure 6-2. Flow needs 

This chart represent all the customers needs, distributed from the categories in the 

questionnaire regarding the flow function and shows that assembly instructions are not as 

important to improve as the other categories for customers. Order C.N.T is the most expressed 

need followed by implementing an EDI and improving the packing list, with a 5 % drop 

between each. It is obvious that the most apparent needs are related to the information and 
communication function.  

Regarding the information and communication function, Closs & Savitskie (2003) say that 

electronic data interchange and inter-firm planning systems are critical in achieving a 

competitive advantage. The need for both is apparent for Scania, distributors of Scania 

engines and customers of Scania. Both an EDI-system and improving the Order C.N.T would 

help provide the customers with information, which is important to be able to establish 

effective relationships (Hillebrand & Biemans, 2011) (Closs & Savitskie, 2003). The fact that 

there are distributors saying that an EDI-system would help solve invoice problems, remove 

administrative work as well as errors connected to manual transmissions of information 

supports this notion. Further, the system should allow integration between all departments and 

allow everything from specifying orders, placing orders, receive order confirmation, receive 

order notification, track orders, access stock levels and receive notifications on updated article 
numbers. 

Efficient communication between Scania and customers becomes a critical factor to establish 

satisfaction among the customers (Hillebrand & Biemans, 2011). Since the customers have an 

expressed need for better order confirmation, notification and tracking, a system that allows 

tailoring of logistics information and communication so that it fits the customers’ needs is 

crucial and apparent (Jagersma, 2011). By sharing this type of information between Scania 

and its’ customers it would also help facilitating anticipating fluctuations in demand and 

thereby being able to proactively respond to these changes (Closs & Savitskie, 2003). There 

has been obvious dissatisfaction among customers and distributors regarding insufficient 

information regarding delivery errors. Furthermore, an EDI-system that integrates all 
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departments and customers would also reduce the use of the many different and non-user 

friendly systems that exist today and help reduce data errors. Systems integration and 

administrative innovation influences information sharing, which is facilitated by the use of an 

EDI-system (Choon, Kannan, Hsu, & Keong, 2010). There have been clear observations of 

positive relationships between EDI use and buyer-supplier cooperation, supplier perceptions 
of mutual understanding and cooperation, and supplier coordination (ibid).  

To summarize, the need for improving the order C.N.T and the need for an EDI-system are 

the most critical ones, followed by improving the packing list. It is important to remember 

that an EDI-system would directly help improving the order C.N.T. as well as the packing list. 

Also, the surveys showed that only 25 % of the distributors, which in this case represent many 

customers each, say that Scania does better in communication than the competition. This 
shows there is definitely a need for improvement. 

One customer claims to have problems with water and rain ruining the cardboard boxes and 

that the weight is crushing boxes that are being stacked. Since the product is fragile and of 

high value it is important to protect the product accordingly. Damaged deliveries increase 

costs and create dissatisfaction down the value chain. The protection function is considered to 

be a must-have need by the customers and by reducing the amount of damaged deliveries due 

to water damages and stacked boxes; Scania can eliminate the risk of customer dissatisfaction. 

6.2.2 Marketing Demands 

The chart below shows the needs that are derived from the marketing function.  

 

 

Figure 6-3. Marketing needs 

It is evident that the needs that derive from the apportionment function, like correct parts in 

the PM-box, are the most apparent needs. Batch deliveries, more pre-assembly and divide 

PM-box are needs that are shared by 20% of all customers. The need to have kit deliveries or 

the PM-box pre-delivered is not very important for most customers. As stated before, the 
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needs that derive from distributors are not presented in the above figure. 73 % of the 

distributors claim that their customers are not interested in either kit- nor batch deliveries, 

which supports the data presented in this table. In addition, one distributor says that more pre-

assembly would reduce complaints about missing parts since they are under the impression 

that customers sometimes unknowingly lose parts in their own production and then turn to 

Scania to claim them. It would also be a lot more environmentally friendly since most 

customers dispose of the unusable parts. As mentioned in the findings chapter, one customer 

disposes roughly 40 % of the parts in the PM-box. The most clearly expressed needs, 

including correct parts all refer to the apportionment function. It is evident that the output 

from Scania is not properly transformed into a manageable or desirable size. Having the right 

amount of parts, as desired by the customer, in the package is also important in order to not tie 

up unnecessary capital for both parties.  

One customer does not like the fact that Scania sometimes sends more than one box since it is 

not convenient for transporting and storing. Especially the latter one is important for 

customers. Two customers have presented a need during interviews to have the PM-boxes 

sent in one standardized size to facilitate warehousing since they often have specific assigned 

spaces. This refers to both the volume/weight function and the convenience function. Having 

the volume and weight relation consistent and designed in an ef!cient way is important to 
facilitate utilization of the distribution chain (Chan, Chan, & Choy, 2006).  

As stated before, marketing functions and their characteristics are important to find effective 

methods for apportioning the product into the desirable size and amount as well as to consider 

the volume and weight (Robertson, 1990). If Scania cannot deliver the right amount of parts 

and boxes in preferred sizes they will tie up capital and risk loosing customers to companies 

that can. In conclusion to marketing functions and the above statements, it is most critical to 

focus on apportioning the product and deliver it in a consistent and preferred size in order to 

satisfy the specific customer needs. 

Another important function in packaging is promotion and goes under the marketing demands 

whereby the focus is on adding values to the customer by making the product more attractive. 

This need was not present in the questionnaire but was apparent in 50% of the interviews. 

These customers would like to have the parts presented clearly in a standardized order to get a 

better overview of the parts and to speed up the assembly process. Theory on promotion 

coincides with this and says that a company can add value to the customer by designing the 

box so that the personnel at the assembly line must not unpack it, and that this is especially 

important when delivering large boxes as in Scania’s case (Robertson, 1990). By putting more 

effort on sales orientation regarding packaging, Scania can increase customer satisfaction and 

gain a competitive advantage. The fact that the need was not apparent in the questionnaire and 

only in 50 % of the interviews, could relate to the notion that the customers are not aware that 

they have a need for better promotion of the PM-box. However, should Scania act and 

improve the promotion function, Scania might achieve what is called attractive quality by 

exceeding the customers’ expectations and thereby facilitating customer loyalty, which 
creates competitive advantages (Helgesen, 2007).  
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6.2.3 Environmental demands 

A topic that was mentioned in all of the conducted interviews is the pallets that the engine is 

mounted on during delivery. This steel pallet is non-recyclable and therefor not very 

environment-friendly. According to the disposal function it is important for the customer to 

be able to dispose the product in an environmental way due to the “green” focus that is 

becoming more and more apparent in firms (Buelow, Lewis, & Sonneveld, 2009). However, 

according to this research only 25 % of the interviewed customers stated a need to change the 

steel pallets to wooden pallets in order to become more environment-friendly. About 50 % say 

that the pallets should be changed as an incentive to lower the cost. The remaining 25 % is 

ambivalent about changing the pallets but are more concerned about the wooden pallets 

ability to sufficiently withstand and hold the heavy engine. One distributor says that most of 

their customers prefer wooden pallets and also mention the fact that wooden pallets are not 

being moved around as much during transport, hence less risk of damaging the delivery. If 

Scania can manufacture a wooden pallet that is, solid and reliable, environment-friendly and 

can make the cost go down for the customer, they will satisfy 100 % of the interviewed 

customers. Competitors also use wooden pallets and the interviewed customers that have 

experience with these say that they are very satisfied the wooden pallets. Furthermore, this 

function has a clear connection to corporate social responsibility (CSR). CSR is not only “the 

right thing to do” but also a way of creating competitive advantages. CSR is viewed as a high-

profile subject with strategic importance as there is a direct link between CSR and customer 

satisfaction. There are studies that prove that clear statements about green focus and CSR 

generates several positive customer-related outcomes, such as consumer product responses, 

customer-company identification, and most importantly customers’ product attitude (Luo & 

Bhattacharya, 2006). Lastly, as packaging waste goes, recycling has proven to be the most 
environmentally friendly way of recovering resources. 

6.3 Summary of analysis 

It feels as if Scania is stuck in the traditional view of industrial packaging where it is seen 

solely as a means of protecting the product during transport. Even so, Scania have had 
complaints about protection as well. 

Scania needs to get out of the traditional view of packaging and focus on all of the six 

functions in packaging. However, the need that is shared by most customers is having the 

correct parts in the PM-box, which means that customers feel that they do not get the proper 

parts delivered at the moment. They either get too many or too few parts, and occasionally the 

wrong parts. Beside from this particular need, the most prominent ones come from the flow 

function. It is clear that an improvement regarding information and communication flows is 

much needed and would help give Scania higher customer satisfaction and would also 
facilitate the possibilities of creating competitive advantages (Jagersma, 2011). 
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7 Conclusions 

In this chapter the authors will present the conclusions that this study has led to. The answers 

to the research questions are based on the analysis given in the previous chapter. The answers 
are presented under each RQ.   

RQ1: How can the current packaging function be described for a manufacturing company? 

A thorough analysis of the packaging function is given in the previous chapter. To describe 

the current packaging function in short it can be said that Scania still has the traditional view 

of packaging where it is solely a means of protecting the product during transport. It is viewed 

as a cost center inflicting heavy costs and therefor effort has not been put on all of the 

functions in packaging. This means that there is great room for improvement and important 

competitive advantages can be made by satisfying demands within the flow-, marketing-, and 

the environmental function. Regarding the flow function little focus has been put on 

protection and volume and weight efficiency. Furthermore, there is much that can be 

improved in the marketing function and the environmental function is almost completely 
unseen.  

RQ2: For a manufacturing company, what are the customers’ specific needs in terms of 
packaging? 

By taking theories regarding packaging into account as well as the information presented by 

customers during interviews and from distributors the following needs are presented. It is a 

summary of all needs discussed in the analysis where they are sorted according to what 
packaging function they belong to. 

The research has shown that customers of Scania have packaging needs in all three types of 

demands, flow-, marketing- and environmental demands. The presented needs below aim to 

answer RQ2 by showing what needs have been stated by customers during interviews and 
answers from the surveys. 

Marketing function 

- Apportionment 

o Kit 

o Batch 

o Correct parts 

o Divide PM-box 

 

- Promotion 

o Standardize and make more attractive 

 

- Convenience (handle ability) 

o More pre-assembly 

o Pre-delivery of PM-box 
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Flow function 

- Protection 

o Better covering of the engine 

 

- Volume and weight efficiency 

o Allow stacking 

 

- Information and communication 

o Improve packing list 

o Improve assembly instructions 

o Improve order C.N.T 

o Implement EDI-system 

 

By stating the above list of needs, RQ2 has been answered. 

RQ3: What needs should a manufacturing company focus on in order to maximize customer 
satisfaction and firm competitiveness? 

Combined with what theory says about packaging as well as the authors’ own judgment the 

most critical needs have been selected. The ranking will act as a foundation of what needs that 

are most critical to focus on in order to increase customer satisfaction and firm 

competitiveness. The needs are presented below according to degree of priority. Priority is 

based on the statistical needs gathered from interviews and surveys, but also on what theory 

suggests and the perceived importance by authors, whom after all, posses a clear oversight of 

customers’ claimed needs, distributors’ impressions of their customers’ needs and the 
theoretical aspects. 

1. Implementation of EDI-system 

It is evident that there is a need for an EDI-system in order for Scania to become more 

competitive by increasing customer satisfaction. The interviews and questionnaires showed 

that information and communication is the most apparent need and that the flow function 

clearly has the largest portion of expressed wants. If arguing that an EDI-system would not 

only accommodate and facilitate order confirmation, notification and tracking but also 

improve the packing list by keeping customers updated on changes in parts numbers, the total 

representation of the expressed need for an EDI would be 70 %. Therefor, an EDI-system is 

by far the most critical need to focus on, as it would lead to the largest number of satisfied 

customers and ultimately creating competitive advantages as it facilitates the flow of 
information and communication. 

2. Deliver correct parts in PM-box 

Having the right amount of parts as desired by the customer in the package is important so 

that the customers do not have to waste unnecessary capital on parts that they do not need and 

goes directly to disposal. It is a shocking fact that customers have to pay for, and then dispose 

of components and parts that they have no use for. The apportionment function has received 
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substantial weight because of this problem. As the theoretical chapter states, the 

apportionment function is often overlooked by manufacturers but is however important as it 

transforms output from industrial production to a manageable and desirable size and 

facilitates ease of use for the customer which leads to higher satisfaction. 

3. Promotion of PM-box 

Customers would like to have the parts presented clearly in a standardized order to get a better 

overview of the parts and to speed up the assembly process. Scania should view the PM-box 

as a product in itself and put more effort on sales orientation regarding packaging, as it will 
increase customer satisfaction and help Scania gain a competitive advantage. 

4. Environmentally friendly mounting pallets 

The steel pallet is non-recyclable and therefor not very environment-friendly. According to 

the disposal function it is important for the customer to be able to dispose the product in an 

environmental way due to the “green” focus that is becoming more and more apparent in 

firms. Scania should manufacture a wooden pallet that is solid and reliable, environment-

friendly and can make the cost go down for the customer. By doing so Scania will satisfy 

100% of the interviewed customers. CSR is proven to create competitive advantages and is 

viewed as a high-profile subject with strategic importance as there is a direct link between 

CSR and customer satisfaction. Furthermore, recycling has proven to be the most 
environmentally friendly way of recovering resources. 

With this said, the authors have answer the three research questions. The next chapter will 

present a discussion on difficulties concerning the work related to the thesis and also 
suggestions on how to conduct further research. 
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8 Discussion 

Because of the time constraint many customers could not be interviewed and was sent a 

questionnaire instead. The data gathered from the questionnaire was lacking qualitative 

answers from the respondents compared to what was found during interviews. In addition, 

discussions during interviews made it possible for respondents to present other needs that 

recipients of the questionnaire could not.   This made it hard to merge and analyze the two 

data collection methods together. However, the findings from the questionnaire did coincide 

with the findings from the interview, which supports the validity of the questionnaire. 

Regarding priority number 3 in the third research question about promotion of the PM-box, 

further research should be made on how to standardize and present the parts to satisfy as 

many customers as possible. What many customers asked for is to get a good overview of the 

parts when opening the box that would facilitate assembly and give notification of any 
missing parts.  

Scania should conduct further research and investigate any possible similarities in needs 

between different segments and/or other variables such as purchase volume, production type 

(line assembly /stationary assembly) and geographical location. This means that the 

population of investigated customers must be equally distributed among the different 

segments or other variables in order to get validated statistical data and to be able detect 

trends and similarities between the different variables. What the findings did show is that 

customers that have had a long relationship with Scania have very few needs and are satisfied 

with almost everything. Customers that have Scania as their only supplier of engines for a 

longer period of time have adapted to Scania’s way of delivering engines. The more recent 

generated customers that have had other suppliers before and an already set process for 

purchasing engines, wants Scania to meet their already set needs. It is therefore important to 
be alert and respond to individual needs if Scania wants to attract new customers. 
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Appendix 1 Industry Specific Terms 

Delivery types 

Batch    

-Larger quantity than one of a specific component 

Kit  

-By customer selected components delivered at other time or place than the main 

delivery 

Selected parts  

-The option for the customer to chose exactly what components to be delivered in the 

PM-box 

More pre-assembly 

-More of the components that would otherwise be delivered in the PM-box are 

preassembled to the engine 

Pre-delivery of PM 

-The PM-box is delivered prior to the engine delivery 

Divide PM-box 

-The components in the PM-box are divided and portioned into smaller boxes in the 

PM-box 

 

Other industry specific terms 

 

DC9   -Scania 9-litre engine 

DC12   -Scania 12-litre engine 

DC13   -Scania 13-litre engine 

DC16   -Scania 16-litre engine 

ECU   -Electronic control unit, controls the electrical system on the engine 

Engine plate  -A metal plate mounted on the engine that states the engine serial 

number 

FRAS   -Electronic failure reporting system 

S-order  -Special order, customer requesting non-standard optional components 

on engine 



SAP system  -Inventory Management Software system 

SCR   -Selective Catalyst Reduction, converts nitrogen oxides into diatomic 

nitrogen and water. 

SPC   -Scania Parts Center, warehouse in Belgium for spare parts 

 



Appendix 2 Interviews 

Visit: Company A 

Date: 2011-09-28 

Contact person: X, Strategic Purchasing Manager 

Company A are a part of the corporate group X. The division stands for roughly 5 % 

of the corporate groups total sales revenue with about 150 employees. They are a 

manufacturer of productivity enhancing lifting solutions directed towards process 

industries, shipyards and harbors.  

A meeting was held with X, strategic purchasing manager at company A and this is a 

summary of his answers to our questions. 

1  Marketing demands 

X expresses a great need for a customized kit, where only selected parts are to be sent 

with the engine in the PM-box. The current situation forces them to throw away about 

40 % of all components in the PM-box since they have no use for it. They wish to 

save costs and cut down on the environmental impact by creating a customized kit 

where they select the parts to come with the engine. 

Batch deliveries of specific components could be very useful when delivery errors 

occur and components are missing in the PM-box, or if they break during assembly. 

Batch deliveries of certain components would then serve as a small spare parts stock 

to be used when needed in order for the production to not be put on hold. 

2  Flow demands 

Company A are very satisfied with how the exchange of communication with Scania 

is being handled. X points out his satisfaction with the advice notifications, one 

preliminary and one definitive, which they receive from Scania that lets them know 

the order has been received and that is it being processed. This is a service that is 

unique to Scania and helps Company A to facilitate and manage their own production. 

X states that the notices are very accurate and that this service is exemplary to the 

industry. 

Company A produces their own list with delivery performance from their suppliers 

and another list specifying delayed orders. Company A wishes to receive feedback on 

this list from Scania, where Scania can specify an ETA on orders as well as the cause 

of any possible or future delays. This will facilitate the communication with Scania as 

well as helping Company A to adjust and manage their production to the delays.  

Furthermore, they are satisfied with the current ordering system, as long as they are 

receiving information about delays in time. 



In October of 2012 Company A are implementing the SAP system and wishes to 

know any potential this could have in improving the intercommunication between 

Scania and Company A. 

2.1 Delivery specifications and instructions 

Company A experience two distinctly different degrees of quality between deliveries 

from Scania Södertälje and SPC. Scania Södertälje has sufficient specifications 

included. Although, if something should be missing in the PM-box, there could be a 

problem with finding the correct part numbers since Scania Södertälje often update 

the part numbers without Company A knowing it and also because Company A label 

Scania’s parts with their own part numbers. 

There is however a completely different scenario when deliveries from SPC. Most 

times, a delivery from SPC does not include a packing list. This makes it extremely 

difficult for Company A to know if they even ordered what they receive, or vice 

versa. As the situation is today, Company A are having discussions about not letting 

anything in to their premises that does not come with a proper packing list. Also, all 

components that come from SPC are just thrown in to a box, without labeling or 

specification. This makes it difficult for the person who unpacks the box to know 

what type of components that is in the box. SPC is receiving heavy critique on this 

part.  

Company A wishes that Scania could produce a system, that when placing an order on 

an outdated part, a warning in the system shows up that says that the part number on 

the specific part has been changed and then also specifies the new part number. This 

also requires that the system state in what ways the new part is backwards compatible.  

Another way to approach this problem would be that Scania has registered Company 

A’s own part numbers, so that when Company A place an order to Scania with 

Company A own part numbers, Scania can then translate them into their own. This 

way, Scania never has to send the updated part numbers to Company A.  

2.2 Delivery errors 

Company A are satisfied with how delivery errors are being handled and say that 

most times they are resolved quickly. However, they do extend a wish that they could 

occur less often.  

3  Environmental demands 

X states that the delivery methods are roughly the same as with other suppliers. 

However, one major difference that all other suppliers are doing is delivering the 

engine on a wooden pallet, making Scania the only supplier that delivers engines on a 

steel pallet. This, says X, is not environmental thinking since we are forced to dispose 

of them in an environmental non-friendly way. He says they have offered to batch the 



pallets together and return them to Scania so that Scania can reuse them. However, 

Scania has turned down this offer.  

4  Lead-time 

Over the years company A have been very satisfied with Scania’s lead-times. Lead-

times from Scania used to be around 5-6 weeks but recently lead-times can be up to 8-

10 weeks, which causes problems for company A.  

5  General 

X points out that the customers of Company A have a high appreciation for Scania. 

He says that he personally is satisfied with Scania showing a high understanding for 

Company A’ way of doing business and responds well to their wishes. Lately 

however, Scania’s prices have gone up which is naturally not in Scania’s favor with 

Company A.  

In the future, Company A might have a higher need for preassembly and also 

mentions a potential need for sending third-party components to Scania’s facilities 

and have them assembled there.  



 

Visit: Company B 

Date: 2011-10-05 

Contact person: X, Purchasing manager and member of the board and Y, purchasing 

manager. 

Company B manufactures potato- and carrot harvesters as main products, which are 

being sold on worldwide markets. They produce roughly around 200 machines per 

year, which gives a turnover of around 27 M euros. 80 employees work at the two 

plants. Being an international player their export is 75 %.  

A meeting was held with Y, purchasing manager and X, purchasing manager and 

member of the board. 

1  Marketing demands 

Company B wishes to have the PM-boxes delivered upfront. Furthermore, they wish 

the boxes to be packed the same way every time and not to have the components 

packed in a random order upon every delivery. If the PM-box is light enough to lift by 

hand Company B wants the components to be packed in a cardboard box. However, if 

the PM-box is not lift able by hand, they want the box mounted on a pallet. 

Competitor 5, their previous supplier, had packing options where customer could 

choose whether to have the components packed in a cardboard box or a wooden box, 

to help secure freights by air or sea. This would be an attractive option for Company 

B. Competitor 5 also sprayed the delivered packages with chemicals to help extend 

the storage time so that no oxidation occurs. This could help Company B as they 

stock engines according to their prognoses and assemble upon orders.  

Since Company B stock engines before their products are being sold, they need the 

central units (ECU’s) to be reprogrammable so that they can offer customers 

customizable output on the engines. Today, in order to do this they need to buy new 

software from SPC. Flexible programming of the ECU would also mean that they 

need new labels to put on the engines that matches the different programmed effects. 

Currently, Scania delivers to Company B a customized pipe belonging to the engine 

since the dimensions of the pipe does not match the specifications of their third party 

products. Company B wants this pipe to be delivered in the PM-box and not 

separately. 

2  Flow demands 

Company B could have an interest in the implementation of an EDI, if Scania takes 

the lead and shows initiative. Another subject that comes up on the communicative 

level is that they sometimes find it hard to locate the right contact person for a 

specific task or question.  



X wants to know the minimum conditions for stocking (temp, humidity, etc.) since 

they are rebuilding their warehouse. They plan do have minimum heating that only 

answers to the minimum specifications.  

2.1 Delivery specifications and instructions 

The packing list is insufficient. It lacks translation into their language, which is 

important since they are a manufacturer and in turn need to provide packing lists to 

their customers. Company B has a barcode system for their packing lists that enables 

them to scan the parts on the list, which reduces the need for manually typing in 

numbers in the system. Company B wishes Scania’s packing lists to be made 

compatible with their barcode scanning system so that they can cross-reference the 

order. 

Furthermore, Company B wishes to have a unique reference number at Scania that 

contains their customized orders, which in turn has their own specific reference 

number. This would mean that when placing an order, Company B only has to send 

the reference number and state quantity. When Scania receives that order they’ll know 

what is included under that specific reference number. 

The part numbers on the packing list does not match the reference numbers from 

Scania Parts, which makes it very hard to track down specific components or to check 

if a received order contains the corrects items. Also, they claim not to be sufficiently 

notified when updates on part numbers occur at Scania. 

2.2 Delivery errors 

Company B has had some substantial delivery errors occur. They have had a lot of 

delivery errors with DC12. Apart from the pipes that were sent with the wrong 

dimensions, there have been situations where dipsticks have been placed on the wrong 

side and turbos that were oxidized, (perhaps water came in to the turbos). Another 

substantial problem happened with 3D models received from Scania that did not 

match the real engine. When Company B designed their product according to these 

blue prints, third party components where not compatible or could not be mounted 

since the prints were wrong, causing major problems. Lately a few packages sent 

from Scania have arrived damaged. Company B however, are not entirely sure where 

the damaging occurred.  

Company B says that Scania usually are willing and good at correcting any errors that 

occur, but that they should focus on preventing delivery errors instead of improving 

how errors are handled.  

3  Environmental demands 

Their previous supplier, Competitor 5, mounted the engines on a reusable steel frame 

but Company B are not sure if they prefer a wooden frame or the current steel frame.  



4  Lead-time 

They want Scania to return to their promised lead-times of 6 weeks. Their previous 

supplier Competitor 5 had lead-times of 6 weeks.  

5  General 

X states that there is a need for so called “exchange engines”, or emergency engine. 

This means that if an engine breaks down for an end customer, a call can be made to 

Scania that initiates a fast delivery and within five working days an engine can be 

delivered to replace the broken one. Competitor 5 can do precisely that, and can 

deliver an exchange engine in five working days. Today Company B has to take an 

engine from their own stock to replace a broken one.  

X says that in the truck industry Scania is well known, but in the engines industry 

they still have a lot of work to do. They are convinced Scania have good engines and 

view Scania is an underdog, which is to Company B’s liking as this is how they 

position themselves.  

Company B has a need for certain service guarantees, specifically regarding their 

software keys. Right now they hope that Scania can live up to the service level 

worldwide that has been promised.  

They have chosen Scania because of the reliability and durability of their engines. 

They did however start on a bad level, but its getting smoother. Scania stands out in 

the way that they are a family. They are good at building up a good lifespan of their 

family. They put great efforts into building, expanding and developing the family. 

This is unique and beautiful. Scania is good at keeping the expertise within the 

company as well as creating career opportunities. It is a company with a good future 

philosophy, which is one major reason to why they were chosen by Company B. 

Another thing that adds to their uniqueness is that they have a fair price and has 

service locations worldwide. 

 

 



Visit: Company C, distributor 

Contact person: X 

Date: 2011-10-05 

This is a summary of a semi-structured interview with X regarding customers of 

Company C. 

1  Marketing demands 

X states that many customers have exclaimed a need for the pre-delivery of certain 

components since many of them do various amounts of pre-production before 

assembling the engine into their products. He says that he knows for a fact that 

Company B wishes to receive flanges in prior to the engine delivery.  

As of right now, flexibility is limited in the system. It costs more to remove 

something from an order, for example paint on engine or parts in PM-box. For some 

customers, X has the distributor to throw out selected parts from the PM-box before 

sending it to customers 

2  Flow demands 

Regarding communication, X says that the customers are pretty clear on whom to 

communicate with for certain areas or tasks. X has worked hard to establish local 

connections and service points for the customers to increase the service and minimize 

the number of channels the customers have to move through. According to X the 

customer however always want to speak to the CEO and that he has to work hard to 

convince the customers that there are clear advantages in having local service points.  

2.1 Delivery specifications 

X has been complaining about the packing list for 15 years. The part numbers on the 

packing list does not match a parts list. The packing list is the main issue regarding 

deliveries.  

2.2 Delivery errors 

Scania has their own version of “emergency engine”, a so-called Vehicle Off-road 

procedure. However, it takes two weeks from internal order until it reaches end 

customer. The problem is that the engine has to be ordered through SPC, based on the 

faulty engine number. Then the order goes to Södertälje who needs to create a parts 

number. Then the order goes back to Scania Parts and a price is negotiated. When a 

price has been settled with customer, the engine is sent. In other words, information 

has to move back and forth in very inefficient way. X says that Volvo has a stock of 

engines in Sweden.  

He says that one explanation to why delivery errors occur is because of the ordering 

process. The customer emails an order to a distributor who then fills in the order 



specifications in an excel sheet. This sheet however has no control, so anything can be 

edited. The sheet is then sent to Södertälje who then translates the order to their 

system. Since there are so many steps without control there is plenty of space for 

human errors to occur. X says that he wishes to integrate Södertälje’s internal 

configuration system with the distributor’s system so that there is one less 

communicative way where errors can happen.  

3  General 

Scania merit a lot from the brand image that has been built up from the trucks. He 

says Scania is unique in having a low total cost of ownership. Brand image goes a 

long way and that Scania has good reputation among customers. The main focus 

however, should lie on improving the packing list and minimizing delivery errors.  

X also thinks that everything should be more integrated between the departments. He 

uses the ordering as an example. There are too many different systems within Scania, 

and too many adaptations that have to be made so there is much room for errors. 

 



Visit: Company D 

Date: 2011-10-11 

Contact person: X, Strategic Purchaser and Y, manager of deliveries 

Company D is a manufacturer of armored modular vehicles (AMV). Their production 

varies from anything between zero and hundred vehicles per year. Scania is currently 

their only supplier of engines and they are very satisfied the situation. Company D is 

well taken care of and has some tailor made deliveries already. For example, they 

only have three reference order numbers when purchasing engines. Each reference 

number stands for a complete setup with engine type and specified components. 

1  Marketing demands 

They were satisfied with everything about how the engine and components are packed 

and delivered.  

They do however send some parts from the PM-box to third parties for modification 

but X claims that the current packaging setup is sufficient and satisfying, mostly 

because the third party has to spend more money buying the components directly 

from Scania instead having Company D deliver them.  

Furthermore, there are some components in the box that are not needed and Company 

D throws them away, which they state as “not a huge problem”.  

All in all, they want the delivery as it currently is, with everything delivered all at 

once, in one package. 

2  Flow demands 

They are sometimes having trouble getting in contact with Scania because their 

contact is out traveling a lot. There is a need for a secondary contact person who is 

always available at Scania and that can confirm orders and give status updates etc. 

There is no need to change the mail ordering system. It is very easy since they only 

have three different reference numbers to use. 

2.1 Delivery specifications and instructions 

They have received a delivery without any paperwork at two occasions, which of 

course is not acceptable. They are satisfied with the packing list, especially since they 

have three customized reference orders, which they use.  

Company D do not know when Scania is changing the part numbers, this creates 

confusion. They want to know when Scania is changing these. 



2.2 Delivery errors 

Missing components does not happen very often. When it does happen it is easy for 

Company D to log in to the FRAS-system and order new components, although it is 

not user-friendly. During changes in Scania’s production, for example during new 

engine introductions, delivery errors usually occur which is not appreciated. Company 

D requires smoother transitions. 

Delayed orders do not happen very often. When they do, Company D reports to the 

factory and can check delivery status 

3  Environmental demands 

The steel frame that the engine is mounted on is easy to handle and doesn’t tear very 

easily (water damages etc.) so Susanna says they would like to keep it. 

4  Lead-time 

There is no need for improvement as long as the lead-time does not exceed 10 weeks. 

Their production line is relatively slow and therefore they are not too demanding 

regarding lead-time. However they do mention the latest situation regarding Scania’s 

delivery problems.  

5  General 

What makes Scania unique is that they always deliver within the agreed time, except 

as of lately. 

 



Visit: Company E 

Date: 2011-10-18 

Contact person: X, Purchasing leader 

Company E acquired another company in 2009 and today they have 120 employees at 

the site where they manufacture dump trucks. Company E have used Scania engines 

since the foundation of the company in the 70’s. They make two different models of 

dump trucks, a 30-ton as well as a 40-ton, which are highly customizable. Their 

biggest competitors are Volvo, Caterpillar and Komatsu. Their competitive advantage 

lies in the sole use of Scania engines as well as their focus on quality. 

A meeting was held with X, purchasing leader at Company E and this is a summary of 

his answers to our questions regarding Scania’s packaging function. 

1  Marketing demands 

Company E uses all the parts in the PM-box and has no need for either kit or batch 

deliveries. X says that he appreciates the way the packaging is being handled as they 

very rarely experience any damaged deliveries.  

2  Flow demands 

X is very satisfied with how the communication works and states that there is nothing 

that he wishes to improve or change, there is always someone at Scania to turn to. If 

he has a problem with something, he turns to the account manager and thinks this is 

the best way to handle problems.  

2.1 Delivery specifications and instructions 

At Company E they make no thorough checking that what they ordered is received. 

Whoever unpacks the PM-box takes a quick look to see if everything looks right, 

however the packing list is disregarded so they have no comments on this.  

Technicians from Company E and Scania have developed the assembly instructions 

and the people at Company E state that they work very well.  

The overall impression of specifications and instructions is that Scania performs well 

on this point.  

2.2 Delivery errors 

Delivery errors occur sometimes. X says that Scania’s performance in managing the 

problem varies. The most frequently occurring problem is that the serial number of 

the ECU does not match the serial number of the engine. To get a correct ECU unit 

they need to contact Scania Parts, which is not to X’s liking.  



The recent problems with delayed deliveries must stop, as it is causing problems for 

Company E. X says that Scania needs to get better at deliver upon promised dates.  

3  Lead-time 

Company E can at best deliver a product in 1-2 weeks. This requires stocking engines 

in Oslo (about 10 engines) as well as a few at the production site. Scania has asked 

them to agree on a lead-time of up to 12 weeks, which X says in completely 

unacceptable.  

4  General 

X thinks that it is the long and established relationship with Scania that makes Scania 

unique. Any “child diseases” that another supplier of engines would bring are long 

gone in the relationship with Scania.  Furthermore he is convinced Scania has very 

good products and says that Scania is very good at what they do. Another thing he 

points out is that the use of Scania’s products eliminates any doubts from customers 

as well as authorities.  

However, he thinks Scania really needs to focus on their flexibility, as Scania is way 

too standardized and systematized. He gives an example; one of Company E’s 

machines uses an engine with diverging effect, which means that the software needs 

to be reprogrammed. This is a 5-minute operation, and still it takes Scania three 

weeks to get it sorted out since Company E needs to place an order at SPC in Belgium 

instead of doing it them selves. He says it is very difficult to make Scania bypass a 

standard. 

They have no problems with the steel pallet, but if a wooden pallet would mean 

reduced costs then he definitely would prefer this. 

He also complains over having to turn to SPC in Belgium to make a parts claim, 

which causes him a lot of wasted time and extra paper work. The bureaucracy is way 

too complicated for such a small problem. 



Visit: Company F 

Date: 2011-10-25 

Contact person: X, Director of Operations 

Company F started 8 years ago and is a manufacturer of genset engines. The smallest 

machine they manufacture produce about 10 KW and the largest about 3000 KW, 

hence the machines vary a lot in size and output. There are about 70 people working 

at the company and the factory is about 7000 square meters. The huge factory is due 

to a need for a big stock, which in turn is the result from customers demanding fast 

reactions and flexibility. They order 3 times per year through Scania Great Britain. 

Their competitive advantage is that they are flexible and can provide short lead-times. 

Because they are a smaller company than the competitors they can more accurately 

meet specific customer needs. 

A meeting was held with X at the Company F manufacturing site. 

1  Marketing demands 

They want all their orders to be delivered at the same time and not divided in to 

several deliveries, which is the current situation. They would like container delivery 

(which Competitor 1 can offer them) since they have got a dock and the resources 

needed to unload the engines from the container. 

There is no need for batch or kit deliveries  

Since the PM-boxes are so small there is no demand on how they should be packed 

and delivered. They are currently using almost every component in the PM-box. 

It seems as if the pallets are sometimes packed on top of each other, which can create 

damages to the engine.  

2  Flow demands 

Sometimes Company F notice changes in the design that has not been communicated 

from Scania. This is not acceptable. Better communication when changes are being 

made. 

Purchase order goes through SGB and this works fine. However, the communication 

on when the deliveries will occur is lacking and not sufficient. Sometimes engines 

just show up on their doorstep without notification. They do not want deliveries on 

Fridays. Notification two days prior to delivery is preferred. 

They would like a preliminary confirmation, a definite confirmation and a notification 

two days prior to delivery. 

They are satisfied with the communication in general and feel that there is always 

someone available to answer but they would like the response to come sooner. 



2.1 Delivery specifications and instructions 

The packing list is sufficient. There is no need to have the same part numbers as their 

own. There is no need for assembly instructions except when changes have been 

made that demands new assembly methods. 

2.2 Delivery errors 

When engines are being upgraded from one model to the next, Scania often fails to 

deliver on time. Better preparation during model upgrades to prevent delays. 

Sometimes the ECU is installed incorrectly. As far as Company F knows this is not 

tested at Scania. When this happens they have to take an ECU from another engine 

and send that to the customer. They wish Scania to test the engines with the ECU 

installed to better ensure correct installation. 

They have got a great relationship with local dealers and they are happy with their 

responsiveness regarding delivery errors. 

3  Lead-time 

Because of their large stock, the lead-time is not critical. Although what Company F 

wants is to order the same type of engine, which they can change the output on. This 

would result in a smaller stock for Company F since they only need to warehouse one 

type of engine. What Company F need is access and permission to tweak the software 

of the engine so that they can change the output. 

The need for an emergency engine to use when their customer needs an engine fast 

(for example in less than a week) is not present. They can pick a new engine from 

their own stock. 

4  General 

Scania is in general trustworthy and they often stick to the delivery schedule. This is 

not the case with Competitor 14. They are happy with the packaging. The steel frame 

is more of a cost-saving matter and would only prefer wooden pallets if the total cost 

is lowered. The only need regarding packaging is to have the radiator attached, if so it 

would be great to have the their own design of the frame. 

  



Visit: Company G 

Date: 2011-10-25 

Contact person: X, Tactical buyer and Y, Freight and Logistics Manager 

Company G manufactures stone crushers and sells to customers worldwide. The 

meeting was held together with X and Y at their site. 

1  Marketing demands 

No need for kit or batch deliveries so far. They want everything connected to the 

engine delivered at the same time to make it less confusing.  

2  Flow demands 

Scania tries to make up for their errors and take the costs, although the interviewees 

feel that Scania is not doing quite enough. Even though Scania sends a new part for 

free, the costs involved in the process of getting the problem resolved is left upon 

Company G. This type of cost is obviously not at all appreciated. 

Sometimes Scania sends parts in the box that surprisingly are not there when 

Company G receives it. To find out where the problem arises, Scania could weigh the 

box instead of taking photos.   

Company G wants higher communication and traceability regarding the delivery of 

the engine. They want a red flag as soon as Scania finds out that they cannot deliver. 

This has not worked properly. At one occasion, SGB contacted Company G one day 

ahead, saying that they cannot deliver. This makes it impossible to adjust the 

production in time.  

All communicative interaction and responsiveness is really good. Scania always 

answer and responds. 

2.2 Delivery specifications and instructions 

Scania needs to make sure that the license number on the plate is accurate and 

corresponds to engine specifications and serial number. Is has happened that Scania 

sends old plates when they have upgraded an engine. 

Regarding SPC: Company G want their own part number on the packing list and on 

the different parts to facilitate traceability on the aftermarket. 

2.3 Delivery errors 

If something is missing they contact SGB and this is working smoothly so far. Scania 

almost delivers complete boxes to 100%. They are very satisfied with this. 

Unfortunately due to lack of time and busy schedules, the interview was forced to end 

earlier than expected and therefor no general questions could be asked. However, the 



interviewees felt that they had the chance to say everything they felt was important to 

say. 

3 Lead-time  

They are sending a weekly forecast to SGB, which is not met lately. The ideal lead-

time is 6 weeks and Scania needs to go back to the lead-time that was actually 

promised. 



Visit: Company H 

Date: 2011-10-27 

Contact person: X, Director of logistics and Y, senior purchaser 

Company H is a highly specialized supplier of gensets, emergency gensets, diesel 

engines and diesel engine applications. Their customers are both in the maritime 

sector and industrial customers and they service all the applications after installation. 

A meeting was held with Y, senior purchaser and X, director of logistics. This is a 

summary of their answers to our questions regarding Scania’s packaging function. 

1  Marketing demands 

As of today, they receive PM-boxes in various sizes. This makes the storing of the 

PM-boxes in their own warehouse difficult. X expresses a need for the boxes to be in 

one size so that they can be stacked in their warehouse.  

X also says that many of the parts that are included in the PM-box are not used and 

therefor are thrown away. He wants to be able to pick what parts that are to be 

included in the box upon delivery.  

2  Flow demands 

X thinks the number of communication channels is too many, and that they are wide 

spread depending on what needs to be communicated. For example, a warranty 

complaint is pushed through FRAS, which is complicated and not at all user friendly. 

He wishes to see the number of communication channels to decrease and that they be 

more user friendly. He says that an integrated electronic system that incorporates 

Scania’s different divisions and their distributors and customers would be greatly 

appreciated and would highly facilitate the communication. 

X says that sometimes it takes way too long to get an answer to a question or a query. 

But that the people at Scania that he deals with are very sympathetic to any problems. 

However, time is of the essence and quick answers are important.  

X has some issues with the parts claim system. It takes too long to get compensated 

on missing parts. Company H fronts the money for missing parts and orders them 

from Scania Parts. All in all it takes about four months to be compensated for missing 

parts and it involves way too much paperwork. He expresses a great need for this 

system to be smoother.  

2.1 Delivery specifications and instructions 

The packing list is definitely sufficient and they have no problems at all with it. At 

times it happens that a part is specified on the packing list but is missing from the 

box, which is discovered when the assembly of the engine has started since they do 

not check the boxes and its contents directly upon delivery.  



The assembly instructions are not used and so therefor they have nothing to comment 

about them. 

2.2 Delivery errors 

Company H very seldom experience delivery errors from Scania and put great 

emphasis on this. If an error occurs they are very content with how Scania handles it 

and express gratitude that a delivery error is taken seriously and quickly redeemed.  

3  Environmental demands 

The steel pallet on which the engines come mounted is solid and reliable and they 

would like to have engines mounted on steel pallets in the future. They can however 

consider sending the pallets back to Scania so that they can be reused. 

4  Lead-time 

X thinks lead-times from Scania are satisfying. However, he does have a problem 

with S-orders, which are only valid for three months. He wants the S-order to be 

standing for a year or more so that they can claim engines until they have received 

every engine that was originally ordered. 

5  General 

In general, they are very satisfied with the packaging of engines and PM-boxes from 

Scania. X has great appreciation for the long relationship with Scania, which he feels 

that Scania facilitates well as they are a good cooperator. 

However, he says that Scania needs to learn to be a little more flexible. Especially 

when it comes to negotiation in special projects. Company H feel that they cannot get 

certain discounts within special projects, which they can get with Competitor 11 who 

can be very flexible in these types of situations.  

Overall X thinks Scania is very service minded and despite being a large organization 

he can always get in touch with the right people.  



Visit Company I 

Date: 2011-10-31 

Contact person: X, Commodity Manager 

Company I is a manufacturer of dump trucks. They are currently making about 20% 

of the components in-house, the rest is outsourced and then assembled at Company I. 

A meeting was setup with X to find out their needs regarding the logistic setup, which 

is presented below. 

1  Marketing demands 

The current setup provides Company I with two to three PM-boxes. There are lots of 

parts that are not needed in the PM-boxes. These are currently put aside for now while 

figuring out if they can use them for any other purposes. 

They are glad that Scania sends all the needed parts along with the engine. Previous 

suppliers did not send a complete set of parts, which made Company I buy these from 

third parties.  

They would like as much of the parts pre-assembled as possible to create more value 

for Company I. They would like the parts in the PM-boxes to be selectable so that the 

PM-boxes can be tailored to fit their needs. 

There is a need to have the parts in the box arranged and presented in a more 

accessible manner instead of having all the parts in a pile without any order. It makes 

it easier for Company I to see if all the components are delivered and the assembly 

process is also easier to maneuver.  

Furthermore, they extend wishes to divide the PM-box in to several boxes. X gives an 

example of wanting four smaller boxes inside the bigger one. These smaller boxes 

will be sent to and used at different locations in the production process. However, X 

wants the larger PM-box containing the smaller boxes to be delivered at the same 

time as the engine. 

Company G have been in contact with SGB and they are prepared to keep specific 

parts in stock. Company I might want to keep some of these parts in stock as well, or 

at least nearby. Ideally Company I would like for Scania to keep a stock of engines 

close by their facilities from which they can call off engines. This would help make 

their kanban-system more lean. A need for a vendor-managed inventory to keep 

specific parts in stock is present. 

2  Flow demands 

X states that he is very content with the communication between them and Scania. 

There is always someone who answers and if he or she does not know the answer, he 

or she helps to pass the query forward to the right person who can answer. X is also 



under the impression that there seems to be a well functioning flow of information 

within Scania, which makes everyone within Scania updated and knowledgeable. 

Some form of EDI system is definitely a useful tool to improve the communication 

and there is definitely an interest for such a system in the future if it involves being 

able to track and monitor orders, track part numbers and communicate with 

distributors as well as manufacturing.  

2.1 Delivery specifications and instructions 

Ideally Scania should have Company I’s parts and reference numbers on the packing 

list. X says that translating and having different types of numbers is a hassle and also 

causes problems when Scania updates their numbers without Company I knowing it 

since traceability becomes a huge problem. He says that he wishes to be notified of 

any updates on the packing list itself. 

He also adds that having their own part number on the engine plate would be useful to 

them. 

X claims that they are using the assembly instructions to some extent, but not quite 

sure what is used and what is not used. However no complaints have been made about 

the assembly instructions. 

2.2 Delivery errors 

X feels that Scania is doing a good job in managing delivery errors when they occur 

and feels that Scania takes errors seriously and therefor tries hard to make up for it. 

He says that Scania GB could be making the error frequency go up, but says that is 

not a really big issue since errors normally do not occur very often. He also suggests 

that the communication between the parties could be the cause of errors. Therefor he 

thinks a more electronic communication system would be beneficial for all parties 

3  Environmental demands 

They are throwing away the steel frame but have no problems with doing this. A 

wooden frame would however be preferred as long as it does not increase the total 

cost.  

4  Lead time 

There is a need to get the lead-time down to 6 weeks. Although Scania is doing a 

great job regarding lead-times compared to other competitors. 

However, if Scania could keep a stock for Company I close by their facilities then 

lead-times would not be a problem. 



5  General 

X has complaints about the time it takes to correct problems that occur within the 

manufacturing. If there is something that Company I wants changed on the engine 

from manufacturing, it takes too long for Scania to fix it, 2-3 weeks. Meanwhile, 

Scania still manufacture and deliver engines with the problem still existing. He means 

that Scania is too slow in changing a routine or process and should be more flexible. 

X puts high emphasis on a vendor-managed inventory so that they can make greater 

use of their kanban-system. Furthermore a higher degree of pre-assembly is sought 

after. Company I wants to build a long and lasting relationship with Scania. 

 



Visit: Company J, Distributor  

Date: 2011-11-04 

Contact person: X and Y 

Company J acts as a distributor for Scania engines. They have many smaller 

customers with higher demands on customization and flexibility. 

1  Marketing demands 

X states there is a great need for kit deliveries so that the customer’s production can 

be more lean and smooth. He says many of his customers have various degrees of pre-

assembly which calls for a need for both batch and kit deliveries. He says the need is 

most apparent in the industrial and marine segments and less demanding in the genset 

segment. Competitor 11 is one supplier that can offer this. 

He would also like a better presentation of the parts in the PM-box, and not have them 

randomly thrown in. 

2  Flow demands 

One of Company J’s customers purchases about 40 engines per year with a high level 

of customization and options. Company J needs to order some application parts from 

SPC, since they are not able to combine them with the ordering of the engine, it 

usually means problems and complications. Since SPC is not reliable in deliveries 

Company J needs to place an order on all the application parts to SPC two weeks 

prior to ordering from Scania Södertälje. This causes a lot of extra paper- and 

administrative work. 

X also has very strong negative opinions about the way missing parts or parts that are 

out of stock are handled. If parts are out of stock at SPC they still send whatever parts 

in the order that are in stock. They then send each missing part separately as they 

come in stock. This means one invoice per part received and thereby piling up 

paperwork. 

Today X needs to place orders manually by filling out an excel sheet which leaves a 

large room for errors. He exclaims a great need for an EDI system to minimize 

invoice problems as well as errors occurring with manual transmissions. He also 

wishes to have a system that allows integration between all departments and that 

allows him to do everything from specifying orders, placing orders, receive order 

confirmations, track orders, access stock levels, receive notifications on updated part 

numbers, etc. Basically he wishes a system that allows the user to follow the whole 

process. 



2.1 Specifications and instructions 

X has no opinions about the specifications, but have strong opinions about the lack of 

sufficient assembly instructions. Since many of his customers, mostly in the marine 

segment, have a high degree of customization and use many third party components a 

need for clear instructions is apparent. 

2.2 Delivery errors 

When they occur, they are reported through FRAS. He has large issues with 

incomplete deliveries but still has to pay for the missing components as they are 

specified on the invoice. Basically, he makes full payment on incomplete deliveries. 

He does not want to pay for something until it has been delivered. 

This also causes a lot of extra paper- and administrative work. 

3  Environmental demands 

Many of the customers have negative opinions about the non-returnable steel pallets. 

These are mostly larger customers and OEMs who purchase higher volumes. They 

would like to see that the pallets be returnable.  

4  Leadtime 

Lead-times are a huge problem at the moment. 4-6 weeks is acceptable. If Scania 

could provide stable lead-times below 6 weeks he says they could knock out all the 

competition, as this would be a highly desirable competitive advantage. This also 

works the other way around, where Scania could loose high portions of market shares 

if lead-times go up. 

The need for being able to guarantee stable lead-times to customers is vital. An 

inventory of marine gear boxes close by their facility would help X shorten his lead-

times extensively. He says the availability of certain components is a major 

bottleneck.  

Since many of his customers are not large OEMs but smaller ones, they are not as 

brand loyal and have no switching costs it is vital to deliver as promised. 

This, along with having a well functioning service market is what is most vital for the 

customers. That is, to offer added value.  

5  General  

He puts great emphasis on a new system that integrates departments and minimizes 

the use of so many different communication channels. 

He adds that Scania today is too stiff and needs to be more flexible, especially 

regarding deliveries and also increase the scope of components that can be sent from 



Scania with the engine delivery. He does not wish to have to place separate orders 

from SPC.  

6  Conclusions 

Since Company J mostly have smaller customers and only three bigger OEMs it is not 

correct to include all the information provided during this interview in the analysis. In 

addition, X also presents Company J’s own needs that might not have anything to do 

with, or be aligned with, the customer’s needs. However, X provides some very 

important input on their customer’s needs that coincides with what we have witnessed 

during our previous interviews. 

 



Visit: Company K 

Contact person: X and Y 

Date: 2011-11-10 

This is a summary of a semi-structured interview with the above persons regarding 

customers of Company K.  

1  Market demands 

The only customer that has a need for kit- and batch deliveries is Company I. No one 

else has a need for this in UK. 

Ideally, the less parts in the kit-box the better it is for the general customer. There is a 

need for more pre-assembly. A lot of customers complains about missing parts, but 

Company K thinks that more pre-assembly would reduce this problem cause often it 

is the customers that is loosing the parts without knowing it.  

2  Flow demands 

In order to reduce transportation costs, Company K suggests that the kit-boxes should 

be stacked on top of the engine to save space during delivery. This requires the kit-

box to be strapped or thoroughly tied to the engine to prevent it from falling off. As it 

is now, the kit-boxes are being tossed around during transport.  

Regarding the steel pallets, there has to be at least one more bar attached at the bottom 

of the pallet so that when the fork of the truck gets the correct leverage when lifting 

the engines. On several occasions the fork of the truck does not reach all the 

perpendicular bars that have caused the engine to tip forward when lifting. The last 

year at least six engines have been damaged due to this problem. 

2.1 Delivery specifications 

There are issues with packing list but mainly on Company I deliveries. Sometimes 

part numbers stated on the parts does not correspond with the part numbers on the 

packing list. Company K says that this probably is a consequence of updated packing 

list without updated part numbers marked on each part, or vice versa. The customer 

needs both the marked part number on the parts and the packing list to coincide with 

each other. 

Once again, the more pre-assembly the fewer mistakes can be made on the packing 

list. 

2.2 Delivery errors 

To weigh the engine is a good idea to decrease the problem of investigating missing 

parts and who should be responsible. According to Company K no one has ever 

mentioned that they can’t follow the assembly instructions in the EMS booklet. There 



have been some occasions but that has only happened when the customer has not 

looked at the assembly instructions. There is no need for better assembly instructions 

according to Company K. 

Environmental demands 

Most customers prefer wooden pallets. These pallets are also more unlikely to be 

moved around during transport due to more friction. Especially marine engines 

demands better and safer transportation to prevent damages caused during transport 

due to pallets being moved around. 

 



Appendix 3. Questionnaire 

The questionnaire presented below is in its original form and the topics have not been 

categorized into the different packaging functions (flow, marketing and 

environmental) that exist in the report. 

1 Introduction 

This survey is made for you, as a customer of Scania, to increase your satisfaction 

regarding deliveries of Scania engines. We would like to increase our awareness of 

future customer needs. In order to do this, Scania would like you to answer some 

questions concerning packaging, lead-time, delivery errors, delivery specifications 

and instructions and communication. Our goal is to make Scania a more reliable, 

flexible and service minded provider of engines. 

 

1. How would you rate your overall satisfaction with Scania regarding 

deliveries? Think in terms of packaging, lead-time, delivery errors and 

communication. 

 

Very satisfied ! 

Somewhat satisfied ! 

Neutral ! 

Somewhat dissatisfied ! 

Very dissatisfied ! 

2 Packaging 

The current delivery consists of an engine and a box with customer selected 

components that are not pre-assembled and other belonging components. The 

questions below refer to how, when and in what quantity you would prefer to have the 

components delivered. Main delivery refers to the delivery of the engine itself and not 

the components. 

 

2. Regarding packaging, are you interested in separate kit deliveries*? (If so, 

please specify what components and how many weeks prior to or after main 

delivery, as well as how a kit delivery would benefit your organization) 
 

* Different type of components (of your choice) in one package delivered at 

different time and/or place than the main order 



3. Are you interested in separate batch deliveries* (If so, please specify what 

type of components, quantity of each part and how many weeks prior to or 

after delivery. Also describe how a batch delivery would benefit your 

organization)  

 

* Same type of components (of your choice) but delivered in preferred 

quantities at a different time and/or place than the main order.  

4. To gain a better understanding on how you prefer to deal with suppliers and so 

that we can improve, please state the name of each supplier and then mark the 

services that they can offer you. 

 

Supplier Kit deliveries Batch deliveries Split deliveries* 

    

    

    

    

 

*An order divided into different packages delivered at different times and/or 

places 

5. How would you rate your satisfaction with Scania compared to your other 

suppliers regarding the packaging? 

 

Very satisfied ! 

Somewhat satisfied ! 

Neutral ! 

Somewhat dissatisfied ! 

Very dissatisfied ! 

6. Please describe if there is anything, apart from above, that Scania can do in 

terms of “packaging” to become a better supplier of engines. 

TEXTBOX 

3 Lead-time 

7. How would you rate your satisfaction with Scania compared to your other 

suppliers regarding the lead-time? 

 

Very satisfied ! 



Somewhat satisfied ! 

Neutral ! 

Somewhat dissatisfied ! 

Very dissatisfied ! 

8. Please describe if there is anything that Scania can do in terms of “lead time” 

to become a better supplier of engines. 

4 Delivery specifications and instructions 

9. Do you find the packing list included upon delivery to be sufficient? If not, 

please specify 

 

10. Does Scania make it easy for you to check that you received the correct items 

upon delivery? If not, please specify. 
 

11. Do you find the assembly instructions for our scope of supply to be sufficient? 

If not, please specify. 

 

 

12. How would you rate your satisfaction with Scania compared to your other 

suppliers regarding delivery specifications and instructions?  

 
Very satisfied ! 

Somewhat satisfied ! 

Neutral ! 

Somewhat dissatisfied ! 

Very dissatisfied ! 

13. Please describe if there is anything, apart from above, that Scania can do in 

terms of “delivery specifications and instructions” to become a better supplier 

of engines 



5 Delivery errors 

14. If there are missing components in your order, is the process for getting your 

concerns resolved managed properly by Scania? If not, please describe how 

they can improve. 

 

15. If your order is delayed, do you feel that Scania is doing enough to correct the 

problem according to your wishes? If not, please describe how they can 

improve.  

 

 

16. How would you rate your satisfaction with Scania compared to your other 

suppliers regarding delivery errors?  

 

Very satisfied ! 

Somewhat satisfied ! 

Neutral ! 

Somewhat dissatisfied ! 

Very dissatisfied ! 

17. Please describe if there is anything, apart from above, that Scania can do in 

terms of “delivery errors” to become a better supplier of engines. 

6 Communication 

18. Are you satisfied with the current ordering system? (Choosing your preferred 

articles and placing the order) If not, please describe how it can be improved. 

 

19. How would you describe an EDI-system* when purchasing Scania engines? 

(Instead of the current e-mail based system) 

 

 

Important ! 

Neutral ! 

Not important ! 

*Electronic Data Interchange, used to transfer electronic documents or 

business data between two computer systems 

20. How would you rate your satisfaction with Scania compared to your other 

suppliers regarding communication? 

Very satisfied ! 

Somewhat satisfied ! 



Neutral ! 

Somewhat dissatisfied ! 

Very dissatisfied ! 

21. Please describe if there is anything, apart from above, that Scania can do in 

terms of “communication” to become a better supplier of engines? 

 

7 General 

22. What does Scania do that makes us unique, and stand out from competitors? 

 

23. Is there an unaddressed need that Scania should focus on?  

 

24. Would you like to take part of the result from this survey? 

Yes  

No  

 

Thank you for taking the time to complete this survey. 

 



Appendix 4 Questionnaire findings 

from customers 

The questionnaire was sent to 19 customers and the response rate was 63%. This 

section will present all the data received from the customers through the 

questionnaire. 

1 Market demands 

In this topic we asked the customers if they had a need for kit deliveries, batch 

deliveries, if their other suppliers could offer them any of the two and if they had any 

other market demands. The results from this topic are presented below. 

 

Figure 1-1. Demands on kit- and batch deliveries 

The figures presented above shows that only 17% of respondents to this question are 

interested in either kit- or batch deliveries. Regarding kit deliveries, Company A and 

Company G expressed a need. Company A describes a need to have the radiator 

delivered separate from the engine. Company G and Company L have a need for 

batch deliveries to keep a low stock of some parts.  
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To get a better understanding of Scania’s competitors, the table below shows what the 

customers’ other suppliers can offer them in terms of kit- and batch deliveries. 

Table 1-1. Service from other suppliers 

  Kit deliveries Batch deliveries 

Competitor 1 X X 

Competitor 2 - - 

Competitor 3 X X 

Competitor 4 - - 

Competitor 5 - - 

Competitor 6 - - 

Competitor 7 X X 

Competitor 8 - X 

Competitor 9 X - 

Competitor 10 X X 

Competitor 11 - X 

Competitor 12 - - 

Competitor 13 - - 

 

The table above shows that some of Scania’s customers can offer kit- or batch 

deliveries. However, since some of the customers might not be interested in any of 

these needs, they might not know whether or not their suppliers can offer this. Hence, 

the boxes marked with (-) do not say for certain that this supplier does not offer this 

service. This table merely shows that there are some of Scania’s competitors that can 

offer kit- and/or batch deliveries.  

  



To get further information on Scania’s rating compared to competitors the customers 

were asked to rate Scania in terms of packaging compared to their other suppliers 

(Figure 1-2). 

  

Figure 1-2. Rating in terms of market demands 

The above figure shows that none of the respondents to this question rated Scania as 

much worse or much better. A significant amount (50%) rated Scania as average in 

terms of market demands and 10% answered better and worse respectively. Company 

D answered worse due to many missing and incorrect parts delivered.  

In addition the customer was asked to describe if there is anything else in terms of 

market demands that Scania should focus on. One customer suggested that Scania 

should focus on having more parts pre-assembled to add more value to the customer, 

as “large number of boxes and parts hurts our productivity and greater internal 

movement of raw materials”. Company A states that they only use some of the parts 

in the PM-box and therefore has a need to choose exactly what parts that is to be 

delivered. Company E says that the radiator and the intercooler need to be better 

protected to reduce damages to these parts.  
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2 Lead-time 

To find out if Scania can gain competitive advantage by lowering the lead-time, the 

customers were asked to rate Scania compared to their other suppliers in terms of 

lead-times (figure 2.1).   

 

Figure 2-1. Rating in terms of lead-time 

As seen in the above table, half of the respondents to this question rated Scania as 

having average lead-times and almost a third state that Scania have better lead-times. 

None of the respondents is under the impression that Scania is below average when it 

comes to lead-times and one customer even rates Scania has having much better lead-

times than their other suppliers. Company A mentions in response to this question that 

one type of Scania’s engines (DC-16) has much longer lead-time than the other types. 

Company D says that Scania’s lead-time often depends on their production volume at 

the time, meaning longer lead-times when production volume is high. Company E, 

who claims that Scania has a problem with supplying the DC-16 engine to their 

customers, further supports this statement. They feel that the delivery time is too long 

due to importation and state a need to have a buffer at their distributor to better supply 

their OEM customers. 
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3 Flow demands 

This section provides information on how well Scania communicates and informs the 

customer regarding deliveries. Figure 3-1 below shows the share of customers that are 

satisfied or not with the way Scania confirms orders and provides details on when the 

order will arrive.  

 

Figure 3-1. Satisfaction on order confirmation and arrival notification 

This means that 89% of Scania’s customers’ that responded to this question are 

satisfied with the way Scania confirms orders and provides information on time of 

arrival. The one customer that is not satisfied said that sometimes orders arrive later 

than promised.  

The current ordering system is email based and all information regarding the 

customers’ orders is transferred by email. The customers’ were asked to answer 

whether they would prefer a more electronic way of communicating orders (for 

example an EDI-system). The result is shown in figure 3-2 

 

Figure 3-2. Need for an electronic based ordering system 

Half of the respondents feel that the current e-mail based ordering system should be 

changed to a more electronic way of communicating orders. One customer is unsure 

whether they have a need for this and three customers are satisfied with the current 
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ordering system. To compare Scania with their competitors the respondents were 

asked to rate their satisfaction with Scania in terms of flow demands (Figure 3-3).  

 

Figure 3-3. Rating in terms of flow demands 

None of the customers participating in this survey rates Scania below average. One 

customer rates Scania as much better than its’ other suppliers, two as better and the 

rest of the respondents rates Scania as average in terms of communication. Company 

K says in response to this question that they need better confirmation that the order 

has been received as well as a confirmation regarding the delivery date. The 

information provided in this figure does not say anything about how many other 

suppliers they are dealing with. The next section aims to investigate how Scania is 

handling the specifications and instructions that are sent along with the engine and the 

customers’ needs regarding this.  

3.1 Delivery specifications and instructions 

A delivery includes a packing list containing information about type of engine and 

what parts that is included in the PM-box. In addition, assembly instructions are 

provided to the customers to specify how to assemble the parts to the engine. To find 

out if there is a need to improve these specifications and instructions the customer is 

asked if the packing list is sufficient.  
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Figure 3-4. Sufficient packing list 

As seen in figure 3-4 almost three quarters of the customers from the questionnaire 

are satisfied with the packing list. One of the three respondents that answered “No” 

was Company G. They say that the customer order number is not included in the 

packing list and therefore makes it hard for them to find out what order the delivery 

belongs to. The packing list is further investigated by asking if Scania makes it easy 

for the customers to check that they receive the correct parts, shown in figure 3-5. 

 

Figure 3-5. Checking of received items 

Five out of nine respondents agreed that the packing list is sufficient in the way that 

the customers can check that they received the items that they actually order. 

Company J’s response is No and say that the purchase order and invoice list are not in 

the same order.  
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Regarding the assembly instructions the following question is asked to the customer: 

Do you find the assembly instructions for our scope of supply to be sufficient? The 

results are shown in figure 3-6. 

 

Figure 3-6. Sufficient assembly instructions 

Only Company D responded No to this question and the remaining eight respondents 

believe that the assembly instructions are satisfying and sufficient.  However, some 

customers have well-established routines and do not use the assembly instructions at 

all and therefore it cannot be said that the customers that answered yes actually think 

that they are sufficient. They might have answered yes only because no complaints 

have been received from the assembly line because they do not use the instructions at 

all. 

To get an overall view of how customers rate Scania in terms of delivery 

specifications and instructions the following figure is presented (Figure 3-7).  

 

Figure 3-7. Rating in terms of delivery specifications and instructions 

25#$

!2#$

7<48"-"&0#$,**&2:';$"0*#)<-#"30*$

&'($

)*$

H#$

5"#$

41#$

H#$

H#$

/,#"01$"0$#&)2*$34$%&'"(&);$*=&-"8"-,#"30*$
,0%$"0*#)<-#"30*$

6789$:'..';$

<'..';$

=>';?@'$

A*;('$

6789$0*;('$

B8?,C?$C($*7;$*,DE$

(7FFDC';$*G$',@C,'($



None of the respondents rates Scania as much worse. Company D however think that 

Scania is performing worse than their other suppliers regarding delivery specifications 

and instructions, and describes a need to have the packing list sent to them prior to 

delivery.  The eight remaining respondents rate Scania at least above average. 

Company E has Scania as their only supplier of engines but says that they have no 

problems at all regarding delivery specifications and instructions.  

3.2 Delivery errors 

This next section aims to investigate how Scania is handling delivery errors when 

they occur and the customers’ needs regarding this. Figure 3-8 shows the customers’ 

response on whether they feel that the process of getting their concerns resolved are 

managed properly by Scania when there are missing parts in a delivery. 

 

Figure 3-8. Properly managed process for resolving missing parts 

The figure shows that 78% of the customers are satisfied with how Scania is handling 

missing parts and try to make up for it. No further comments are given by the 

remaining 22% who are dissatisfied with the process of getting their concerns 

resolved when there are missing parts in a delivery.  
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Figure 3-9 shows the customers response to how Scania has handling order delays. 

 

Figure 3-9. Properly managed process for resolving order delays 

This figure shows that 70% are satisfied with how Scania is handling order delays. 

The two customers that represent the 30% in this matter say that no information has 

been given about the delays. There is a need to know if an order will be delayed as 

soon as possible for the customer to take appropriate actions. Figure 3-10 below 

shows the overall perception of how Scania is handling delivery errors compared to 

their other suppliers.  

 

Figure 3-10. Rating in terms of delivery errors 

Most of the customers (50%) rates Scania as better than average and almost a third of 

the customers as average. Company D states that Scania is worse than their other 

suppliers when it comes to delivery errors and says that it mostly has to do with lack 

of information when delivery delays occur. Furthermore, Company D ask that Scania 

add a checking process before shipping the packages to reduce delivery errors and see 

that everything is in order. 
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4 General 

To find out what makes Scania stand out from competitors, the customers are asked to 

describe what makes Scania unique. The answers can be divided into the categories 

shown in figure 4-1. 

 

Figure 4-1. What makes Scania unique? 

80 % of the customers describe Scania as a very relationship-oriented company with 

comments like “they take care of the customers day by day very closely” and “Scania 

always tries to find a solution when a mistake occurs”.  Comments that derive from 

Other say that Scania is unique in having low service cost and a good reputation. The 

customer is further asked if there is an unaddressed need that Scania should focus on 

and one customer exclaims that it is important that new marine engines should meet 

all test cycles for emission regulation in one engine type. 
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Appendix 5 Questionnaire findings 

from distributors 

The questionnaire presented in appendix 3 was sent to 13 distributors and the 

response rate was 92 %. Distributors as recipients of the questionnaire were asked to 

answer from their customers’ point of view, based on demands and opinions given to 

the distributors from their customers. Therefor the information provided from the 

questionnaires is not first hand, which must be taken into consideration.  

1 Market demands 

 

Figure 1-1-1 Demands on kit- and batch deliveries 

 

The figures above show that 73 % of the distributors are under the impression that 

their customers have no need for kit deliveries. Distributor J would be the only 

distributor claiming to have customers in need of kit deliveries. Respectively, 73 % of 

all distributors say that their customers have no interest in batch deliveries. However, 

Distributor D claims that batch deliveries could help them in keeping a small stock of 

engines for their larger customers. In total only 18 % of the distributors, Distributor D 

and Distributor H, claim to have customers wanting batch deliveries. 

Distributor C does not like the fact that Scania sometimes sends more than one box 

since it is not convenient for transporting and storing. Distributor I would like the 

engine itself to be sent in a box. Distributor A claims to have problems with water and 

rain ruining the cardboard boxes and that the weight is crushing boxes that are being 

stacked. 

2 Lead-time 

Distributor F, Distributor J and Distributor C are under the impression that Scania’s 

lead-times are neither better nor worse than the competition. Distributor I, Distributor 

H and Distributor A say that Scania is better than competition. 
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Distributor B suggests that in order for Scania to become a better supplier of engines 

Scania should increase production while keeping the delivery times as short as 

possible. A solution could be to keep a stock of engines in close to their facilities for 

distribution in the Asian Pacific region. Distributor E says that their customers 

appreciate the promised lead-time of eight weeks, but that of course anything shorter 

than that would be to their satisfaction. Distributor C says that in the power generation 

segment the OEMs have a short view about market demand, so shorter lead-times 

would be well appreciated. Distributor C claims that their OEMs would like to have 

four weeks between placing and receiving the order. Distributor D and Distributor A 

say that they need to be notified on any delays before the date the order is supposed to 

go out. Furthermore Distributor A says there is a need for regularly updates on current 

lead-times to customers. 

3 Flow demands 

The picture below shows the customers’ interest as perceived by the distributors in 

implementing an electronic information system that would help facilitate 

communicating orders, deliveries and delays between the customer and Scania. 

 

Figure 3-1 Need for an electronic based ordering system 

 

Only Distributor I, which constitutes 9 % of the distributors, is unsure of whether an 

electronic information system would be appreciated. The rest say that their customers 

would benefit from such a system. 45,5 % of the distributors say that there is a need 

for a system that allows tracking orders as well as updating customers on delays. 

Notification on delays must be sent out before the order is supposed to go out.  
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Figure 3-2. Satisfaction on order confirmation and arrival notification 

 

The picture above aims to provide insight in the satisfaction on order confirmation 

and arrival notification. It shows that 36 % of the distributors think that their 

customers are not satisfied with Scania’s order confirmations and arrival notifications. 

3.1 Delivery specifications and instructions 

 

 

 

 

 

 

 

 

Distributors B, G, E and C (40 %) all say that the packing list is insufficient and does 

not provide enough information. Both Distributor B and E say that the part numbers 

should be better listed and that the parts should be better labeled. Distributor G says 

that it is not appreciated when the packing list comes written in Swedish, while 

Distributor C claims not to have a packing list at all. 

25 % of the distributors say that checking that what has been ordered is what is being 

received is difficult. Distributor E says that checking that all items ordered are 

received is difficult as price codes and descriptions do not equal part numbers. 

Distributor B would also like the parts to be better packed in the box as they often 
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Figure 3-3. Sufficient packing list and checking of received items 



arrive in a mess with heavy items being on top of light ones which makes checking 

the received items more difficult. 

The picture below represents the amount of distributors who thinks that the provided 

assembly instructions are insufficient. 

 

Figure 3-4. Sufficient assembly instructions 

Distributor I is the only distributor claiming the assembly instructions to be 

insufficient. Distributor I wants all the parts with the same part number combined on 

the packing list. Distributor C wants a complete packing list describing the 

components delivered on the box.  

3.2 Delivery errors 

100 % of the distributors are under the notion that their customers think that Scania is 

doing all they can in resolving orders with missing components. However, if an order 

is delayed 40 % think that their customers feel that Scania is not doing enough to 

correct the problem. See picture below. 

 

Figure 3-5. Properly managed process for resolving order delays 

Distributor D says they get no information if deliveries are postponed, while 

Distributor K wants one single email for multiple delayed orders instead of each 
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engine getting its own notification of delay. Distributor I says that there is an 

inconsequent behavior in the notifications and that sometimes the notification of delay 

arrives after the promised delivery date. Distributor C wants to have the same 

processes for informing the market about deliveries in both production plants. 

 

4 General 

When asked what makes Scania unique as a supplier of engines most of the answers 

could be derived from either Scania’s product quality or Scania’s relationship to their 

customers. See picture below. 

 

Figure 4-1. What makes Scania unique? 

 

Other answers not able to categorize into either one of product quality or customer 

relationship could be derived from Scania Engines’ association with Scania trucks, 

availability of spare parts and low fuel consumption. 

Answers to what else Scania should focus on in becoming a better supplier of engines 

included Distributor I’s wish in better transparency in Scania’s communication with 

sub-suppliers. Distributor A would like to see Cassim, a tool for creating offers, 

updated to an excel-based system. 
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