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Abstract 
 

 
 
This thesis deals with industrial buying behaviour and electronic data interchange in the 
automotive industry. The automotive industry is in the forefront of implementing information 
technologies such as electronic exchanges that are partly changing the industrial buying 
behaviour. Thus, in order to not lag behind, marketers need to understand the buying 
behaviour of organisations since this is a key to success when formulating marketing 
strategies. The aim of this thesis is to provide a better understanding of the supplier selection 
criteria, the dimensions and roles in the buying centre for different buyclasses and the 
advantages and disadvantages of electronic data interchange within the automotive industry.  
 
In order to achieve the purpose of this research, a multiple case study of the Swedish heavy 
truck manufacturers Scania and Volvo Truck Corporation was conducted. The main source of 
empirical evidence consists of one personal interview performed at each company.  
 
This study’s findings indicate that quality, delivery and communication system are the most 
important supplier selection criteria and that less people get involved in a straight rebuy 
compared to a modified rebuy. Consequently, some roles in the buying centre vanish in a 
straight rebuy situation. Moreover, the study shows that the two companies implemented their 
electronic data interchange systems with the intention to improve the communication with 
their suppliers and that they more or less perceive the same advantages and disadvantages of 
their systems. 



 

Sammanfattning 
 

 
 
Den här uppsatsen behandlar industriellt inköpsbeteende och electronic data interchange inom 
bilindustrin. Bilindustrin ligger i bräschen när det gäller implementering av 
informationsteknologier som till exempel elektroniska utbyten som delvis förändrar det 
industriella inköpsbeteendet. För att inte hamna på efterkälken måste marknadsförare förstå 
organisationers inköpsbeteende eftersom detta är en nyckel till framgång vid formulerandet av 
marknadsföringsstrategier. Syftet med denna uppsats är att uppnå en ökad förståelse av 
leverantörsvalskriterier, dimensioner och roller i the buying centre i olika köpsituationer samt 
fördelar och nackdelar med electronic data interchange i bilindustrin.  
 
För att uppnå detta syfte genomfördes två fallstudier av de svenska lastbilstillverkarna Scania 
och Volvo Truck Corporation. Huvudkällan till empirisk data utgjordes av en personlig 
intervju vid vardera företag. 
 
Studiens resultat indikerar att kvalitet, leveransprecision och kommunikationssystem är de 
viktigaste leverantörsvalskriterier och att ett mindre antal personer blir inblandade i ett 
straight rebuy än i ett modified rebuy. Vidare visar studien att de båda företagen 
implementerade sina electronic data interchange-system med avsikt att förbättra 
kommunikationen med leverantörer och att de mer eller mindre upplever samma fördelar och 
nackdelar med systemen.  
 



 

Table of Contents 
 

 
 

1. Introduction and Problem Discussion ................................................................................1 
1.1 Background of the Study...............................................................................................1 

1.1.1 Industrial Buying Behaviour ..............................................................................1 
1.1.2 Electronic Data Interchange ..............................................................................3 

1.2 Problem Discussion.......................................................................................................3 
1.3 Demarcations ................................................................................................................4 
1.4 Disposition of the Study................................................................................................5 

2. Overview of Literature.........................................................................................................6 
2.1 The Buying Process ......................................................................................................6 

2.1.1 Buyphases ...........................................................................................................7 
2.1.2 Evaluation of Proposals and Selection of Suppliers ..........................................8 

2.2 Buyclasses...................................................................................................................10 
2.3 The Buying Centre ......................................................................................................11 

2.3.1 Dimensions of the Buying Centre .....................................................................11 
2.3.2 Roles in the Buying Centre ...............................................................................12 

2.4 Other Factors Affecting the Buying Process and the Buying Centre .........................13 
2.4.1 Environmental Influences .................................................................................13 
2.4.2 Electronic Data Interchange ............................................................................14 
2.4.3 EDI Implementation .........................................................................................15 
2.4.4 Advantages and Disadvantages of an EDI system ...........................................15 

2.5 Frame of Reference.....................................................................................................17 
2.5.1 Emerged Frame of Reference ...........................................................................19 

3. Research Methodology .......................................................................................................20 
3.1 Research Philosophy...................................................................................................20 
3.2 Research Purpose ........................................................................................................20 
3.3 Research Approach .....................................................................................................21 

3.3.1 Qualitative and Quantitative Approach ...........................................................21 
3.4 Research Strategy........................................................................................................22 

3.4.1 Design of the Case Study ..................................................................................23 
3.5 Data Collection Methods ............................................................................................23 
3.6 Sample Selection.........................................................................................................24 
3.7 Analysis Method .........................................................................................................25 
3.8 Quality Criteria for Research ......................................................................................26 

4. Case Study Evidence ..........................................................................................................27 
4.1 Case One: Scania ........................................................................................................27 

4.1.1 Scania’s Supplier Selection Criteria ................................................................28 
4.1.2 Buyclasses, Dimensions and Roles at Scania...................................................29 
4.1.3 Advantages and Disadvantages with EDI at Scania ........................................30 

4.2 Case Two: Volvo Truck Corporation..........................................................................30 
4.2.1 Volvo’s Supplier Selection Criteria..................................................................31 
4.2.2 Buyclasses, Dimensions and Roles at Volvo ....................................................32 
4.2.3 Advantages and Disadvantages with EDI at Volvo..........................................33 



 

5. Analysis................................................................................................................................35 
5.1 Within-case Analysis: Scania......................................................................................35 

5.1.1 Supplier Selection Criteria at Scania ...............................................................35 
5.1.2 Buyclasses, Dimensions and Roles at Scania...................................................36 
5.1.3 Advantages and Disadvantages of an EDI system ...........................................38 
5.1.4 Summary of Within-case Analysis: Scania .......................................................39 

5.2 Within-case Analysis: Volvo ......................................................................................40 
5.2.1 Supplier Selection Criteria at Volvo.................................................................40 
5.2.2 Buyclasses, Dimensions and Roles at Volvo ....................................................41 
5.2.3 Advantages and Disadvantages of an EDI system ...........................................43 
5.2.4 Summary of Within-case Analysis: Volvo.........................................................44 

5.3 Cross-case Analysis ....................................................................................................44 
5.3.1 Selection Criteria..............................................................................................44 
5.3.2 Buyclasses, Dimensions and Roles at Scania and Volvo..................................45 
5.3.3 Advantages Disadvantages of an EDI system ..................................................48 

6. Conclusions and Recommendations..................................................................................49 
6.1 Overall Conclusions....................................................................................................49 
6.2 Recommendations.......................................................................................................50 

6.2.1 Recommendations for Management .................................................................50 
6.2.2 Directions for Future Research........................................................................51 

 

List of References....................................................................................................................53 
 
Appendices 
Appendix One:  Dickson's Vendor Selection Criteria 

Appendix Two:  Interview Guide 

Appendix Three:  Scania - Geographical Sourcing Areas 

Appendix Four:  Volvo - Core Values 



 

List of Figures 
 

Figure 2.1: This Study’s Emerged Frame of Reference......................................................19 

Figure 3.1: An Outline of Chapter Three.............................................................................20 

Figure 5.1: Summary of Within-case Analysis: Scania.......................................................39 

Figure 5.2: Summary of Within-case Analysis: Volvo ........................................................44 
 
 
 
 
 

List of Tables 
 

Table 1.1: Disposition of the Study .........................................................................................5 

Table 2.1: The Buygrid Analytic Framework for Industrial Buying Situations ................7 

Table 2.2: Extract of Dickson’s Vendor Selection Criteria ..................................................8 

Table 2.3: Vendor Attributes...................................................................................................9 

Table 2.4: Distinguishing Characteristics of Buying Situations.........................................11 

Table 2.5: Selection of Models for this Study’s Conceptual Framework. .........................17 

Table 2.6: EDI Advantages and Disadvantages used for this study ..................................18 

Table 3.1: Relevant Situations for Different Research Strategies......................................22 

Table 5.1: Within-case Analysis – Selection Criteria at Scania .........................................35 

Table 5.2: Within-case Analysis – Advantages and Disadvantages Perceived by Scania 38 

Table 5.3: Within-case Analysis – Selection Criteria at Volvo...........................................40 

Table 5.4: Within-case Analysis – Advantages and Disadvantages Perceived by Volvo .43 

Table 5.5: Cross-case Analysis – Selection Criteria for Scania and Volvo .......................45 

Table 5.6: Cross-case Analysis – Dimension of the Buying Centre....................................46 

Table 5.7: Cross-case Analysis – Roles in the Buying Centre ............................................47 

Table 5.8: Cross-case Analysis – Advantages and Disadvantages of an EDI system .......48 
 
 
 



Introduction and Problem Discussion 

- 1 - 

1. Introduction and Problem Discussion 
his first chapter gives a brief introduction to industrial buying behaviour (hereafter IBB) 
and electronic data interchange (hereafter EDI). The research purpose will be introduced 

as well as the research questions. Demarcations and a disposition of the study are included in 
the end of the chapter.  
 

1.1 Background of the Study 
An extensive knowledge about the buying behaviour of organisations is of great importance 
since this is a key factor of success when formulating marketing strategies (Baptista and 
Forsberg, 1997). What is more, emerging technologies are changing the traditional means of 
doing businesses (Ratnasingam, 2000). Consequently, we propose to investigate the IBB in an 
industry where the embrace of new technologies is flourishing. According to Rassameethes, 
Kurokawa and LeBlanc, (2000) the automotive industry is at the very forefront of electronic 
exchanges. Moreover, as stated by Gadde and Håkansson (1994) and Reck and Long (1988) 
the purchases of components represent a large percentage of the total cost of a vehicle and 
have a crucial importance for its quality and performance features. As a result, we find it 
interesting to investigate how organisations in a particular industry (automotive industry) 
purchase a product type (components) making use of electronic means. 
 

1.1.1 Industrial Buying Behaviour 
According to Webster and Wind (1972a) industrial buying usually involves a large number of 
people in the decision-making process. Individual and organisational goals are inter-linked 
and highly complex. More precisely Webster and Wind (1972b, p.1) define industrial buying 
as "[…] a complex process of decision-making and communication, which takes place over 
time, involving several organisational members and relationships with other firms and 
institutions”. Three conceptual models published by Robinson, Faris and Wind (1967), Sheth 
(1973) and Webster and Wind (1972) have had a significant impact in the field of IBB. These 
conceptual models laid the foundation for the study of IBB (Johnston and Lewin, 1996). 
Moreover, these models also encouraged a significant research within the area, and the 
knowledge base is by now quite large (Wilson, 1996). Wind and Thomas (1980) categorised 
academic studies in the field of IBB into three major areas: the buying centre, the buying 
process and the factors affecting the organisational buying centre and the buying process. 
                                                                                                                                                               
The two most reviewed concepts within the field of IBB are the buying centre and the buying 
process (Robinson et al., 1967; Banville and Dornoff, 1973; Woodside and Vyas, 1983; 
Johnston and Lewin, 1996). Probably the most popular area of research in IBB has been the 
understanding of the buying process also known as the decision-making process (Sheth, 
1996).  
 
The buying process can be described by eight fundamental buyphases, which are posited to 
comprise a standard buying process within an industrial firm. The different phases can be 
summarised as: 1) anticipation or recognition of a problem, 2) determination of the 
characteristics and quantities of the needed item, 3) description of the characteristics 
quantities of the needed item, 4) search for and qualification of potential sources, 5) 
acquisition and analysis of proposals, 6) evaluation of proposals and selection of suppliers, 7) 
selection of an order routine and 8) performance feedback and evaluation. (Robinson et al., 
1967) 

T 
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Furthermore, Weber, Current and Benton (1991, p.2) state that; “The selection of competent 
suppliers has long been regarded as one of the most important functions to be performed by a 
purchasing department”. This is due to the increased co-operation between business buyers 
and sellers that has led to the reduction in the number of suppliers for many firms (Swift and 
Gruben, 2000). Hence, Swift and Gruben (2000, p.502) state, “With fewer suppliers being 
considered, the task of supplier selection becomes increasingly more important”. This issue is 
magnified since the buyer has fewer alternatives when a supplier cannot adequately perform 
its function (ibid.). Consequently, the buyer dependency on each individual supplier in terms 
of reliability and credibility increases (ibid.). Notably, the selection criteria for suppliers 
extend beyond just these two supplier attributes (ibid.). For this reason, the firms' supplier 
selection criteria are critical elements for marketers to understand (ibid.). 
 
The eight buyphases can be combined with three different buying situations1 (Robinson et al., 
1967). In a new task buying situation, the buyer has little or no relevant past buying 
experience and therefore needs extensive information about new alternatives to solve the 
problem (Webster and Wind, 1972b). In a modified rebuy situation the buying alternatives are 
known but changed, consequently the buyer needs some additional information and may also 
consider new sources of supply (ibid.). In a straight rebuy no new information is required and 
the purchase is handled on a routine basis (ibid.). The impact of the buying situation has for 
long been recognised as fundamental in IBB studies (Robinson et al., 1967; Webster and 
Wind, 1972b). 
 
The buying centre includes all members of an organisation who are involved in a purchase of 
a particular product (Robinson et al., 1967). Wind and Thomas (1980) have identified three 
major aspects of the buying centre. The first aspect, composition of the buying centre, refers 
amongst other to the size, the hierarchical levels represented, and the functional areas 
involved (ibid.). Johnston and Bonoma (1981) hypothesised that five dimensions of the 
buying centre could be specified and measured, namely: 1) vertical involvement, 2) lateral 
involvement, 3) extensivity, 4) connectedness and 5) centrality. The second aspect, influence 
in the buying centre, relates to the persons who are most influential in the buying process 
(Wind and Thomas, 1980). The third and last aspect, roles in the buying centre, involves the 
identification of different roles played by the buying centre members (ibid.). In identifying 
this set of roles a marketing manager can develop a better understanding of IBB (Bonoma, 
1982).  
 
With a better understanding of the customer’s buying process and buying centre, the industrial 
marketer can develop a marketing strategy in relation to the customer’s buying profile 
(Robinson et al., 1967). However, to make the marketing strategy more effective, the 
industrial marketer also needs to understand the determinants of the buyer’s decisions (ibid.). 
These determinants can be grouped into four categories: environmental, organisational, social 
and individual influences (Webster and Wind, 1972b). The environmental influence 
information technology (hereafter IT) is according to Walton and Gupta (1999) of great 
importance. The authors state that all firms must consider the impact of ITs as a change agent. 
Particularly in a time of increased focus on supplier selection, ITs which have stretched 
traditional organisational boundaries to automate and integrate buyer and seller functions, are 
critical (ibid.). Consequently, apart from research in the field of the buying process and the 
buying centre, there has emerged an additional stream of research worth noting (Sheth, 1996). 

                                                 
1 Buying situation is also commonly referred to as “buyclass” in IBB literature. These two concepts are hereafter 
used interchangeable. 
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This stream of research has focused on the use of IT tools such as quick response and EDI 
systems (ibid.).   
 

1.1.2 Electronic Data Interchange 
Significant attention is currently directed toward business-to-business (hereafter B2B) 
electronic commerce (Warkentin, Bapna and Sugumaran, 2001). B2B electronic commerce is 
projected to exceed 1 trillion US$ in annual revenues by the year 2003 (Mougayar, 2000). 
Therefore, for a corporate procurement officer to lag behind while competitors adapt 
electronic procurement practices could jeopardise the very existence of the company 
(Warkentin et al., 2001).  
 
Electronic commerce has developed from early EDI applications in the truck industry in the 
beginning of the 1970s and has since then spread to almost all industries and business sectors 
(Pawar and Driva, 2000). Angeles  (2000, p. 45) describes EDI as involving “[…] computer-
to-computer exchange of business documents in a standard, machine-processable format 
between and among interorganizational trading partners”. Numerous electronic exchanges 
that connect buyers and suppliers in real-time are having a significant impact on IBB 
(Warkentin et al., 2001). These exchanges enable buyers to leverage their purchasing power 
to gain influence (ibid.). The improved information and knowledge availability leads to more 
efficiency in markets and benefits all participants (ibid.). The reason for EDI’s popularity is 
the ability to facilitate Just-In-Time (hereafter JIT) practices that are widely used especially in 
the automotive industry (Rassameethes et al., 2000). 
 

1.2 Problem Discussion 
We have in the previous sections stated the importance of understanding IBB in order to 
formulate an efficient marketing strategy. However, as technology has developed, new means 
of doing business have become available. This evolution has partly changed the business 
climate in which purchases are increasingly being made by the use of EDI systems 
(Warkentin et al., 2001). The issue of understanding the impact that EDI exerts on IBB is 
bound to become crucial in the near future to the marketing manager (ibid.).  
 
As the buying process was identified as one of the major conceptual areas in IBB, we find it 
to be highly relevant for this study (Johnston and Lewin, 1996; Sheth, 1996; Wilson, 1996). 
What is more, as Weber et al. (1991) consider the selection of suppliers to be the most 
important part of the buying process we would like to focus on the supplier selection criteria. 
This is since the selection criteria are at the core of the selection of suppliers (Kiser, Rao and 
Rao, 1975). Hence, we find it fascinating to examine the supplier selection criteria as an 
element of the entire buying process.  
 
When it comes to the buying situation, evidence indicates that the buyclasses influence both 
the composition and size of the buying centre (Dholakia and Johnson, 1993). As a matter of 
fact, we consider Dholakia and Johnson’s (1993) findings about how buyclasses affect the 
buying centre to be so stimulating that it requires some further investigation. 
 
Since the buying centre also was identified as another major conceptual area in the field of 
IBB, we cannot exclude it from our research (Johnston and Lewin, 1996; Sheth, 1996; 
Wilson, 1996). Furthermore, as Johnston and Bonoma declare that the buying centre 
dimensions effectively can be used to describe IBB, we realise its importance and relevance 
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also for this study. In addition, as indicated by Bonoma (1982) a key to a better understanding 
of IBB is also the identification of the roles in the buying centre. Consequently, we find it 
pertinent to perform an investigation of the dimensions and roles in the buying centre.  
 
Moreover, the automotive industry is one of the most interesting sectors that are earnestly 
implementing EDI to maximise its full potential (Robson, 1994). Furthermore, the automotive 
industry is today one of the leaders in the use of EDI technologies (Kilbane, 2000; 
Rassameethes et al., 2000). In this industry, the use of EDI applications is also rapidly 
increasing (Rassameethes et al., 2000). According to Fredholm (1995) the advantages of 
engaging in EDI systems include for example decreasing costs, enhancement of data quality, 
time efficiency and a more rational use of capital. Nevertheless, the same author equally 
confirms drawbacks with such a system, namely the high costs associated with its installation 
and a general lack of technical knowledge required for the implementation process. 
 
Finally, as concluded by Baptista and Forsberg (1997) a broad knowledge about the buying 
behaviour of organisations is of great value since this is a key factor of success when 
engaging in industrial marketing. Therefore we choose to adapt a buyer’s perspective on 
industrial buying behaviour when accomplishing this study. In view of the above-mentioned 
areas of interest for this study, our research purpose can be formulated as: 
 

Within the automotive industry, gain a better understanding of the supplier 
selection criteria, the dimensions and roles in the buying centre for different 
buyclasses and the advantages and disadvantages of EDI. 

 
In order to achieve this purpose we want to address the following research questions: 

 
• How can the supplier selection criteria for buying components in the automotive 

industry be described? 
 

• How can the dimensions and roles in the buying centre be described in the different 
buyclasses when buying components in the automotive industry? 

 
• Why (with regard to advantages and disadvantages) do buying companies in the 

automotive industry utilise EDI systems? 
  

1.3 Demarcations 
We have chosen to look at one part of the automotive industry, namely the truck industry 
since it according to Pawar and Driva (2000) was the first industry that implemented EDI. 
More precisely, we focus on the heavy truck industry in Sweden due to its size and to our 
financially limited travel budget. Sweden is the world’s second largest heavy truck producer 
next after Germany (Fellman, 1999). 
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1.4 Disposition of the Study 
An outline of this study is presented below in table 1.1. 
 
Table 1.1: Disposition of the Study 

Chapter two 

Builds on this introductory chapter, providing a literature review of the relevant 
previous studies, mainly consisting of different suggested models and different 
theories of industrial buying behaviour. This chapter’s ending provides the 
conceptual framework of the study. 

Chapter three 
Discusses the selected research methods: sample selection process, data collection 
procedure, and the pattern of presentation of gathered data. 

Chapter four Deals with the presentation of collected data. 

Chapter five 
Provides a comparison between the findings and the emerged frame of reference 
(model) of the study. 

Chapter six Includes the summary, conclusions, and suggestions for future research. 
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2. Overview of Literature 
n this chapter we review earlier studies in our research purpose area. The aim of this 
chapter is to provide the relevant literature in the field of IBB and EDI, as well as a frame 

of reference. First we introduce the buying process and the supplier selection criteria. Then 
we describe the buyclasses. In the subsequent section we review the dimensions and the roles 
in the buying centre. Finally we investigate advantages and disadvantages of an EDI system. 
The chapter ends with a summary in which we conceptualise our research questions, relating 
them to previously written literature.  
 

2.1 The Buying Process 
In the following sections we review studies that are related to the buying process. The 
emphasis is set on the buygrid framework elaborated by Robinson et al. (1967) due to the 
acceptance of the model; it is also commonly referred to in IBB literature (Moriarty, 1983; 
Ghingold, 1986).   
 
Buying is not an event, buying can be seen as a process where separate steps, stages and/or 
phases can be identified. “From the time at which a need arises for a product or service, to the 
purchase decision and its subsequent evaluation, a complex myriad of activities can take 
place” (Wind and Thomas, 1980, p. 242). 
 
Cyert, Simon and Throw (1956) are seen as the pioneers who attempted to understand the 
sequential nature of the buying process. They performed a qualitative approach were they 
documented an originally unprogrammed decision process. Cyert et al. (1956) described the 
decision-making as three processes: 1) common processes, 2) communication processes and 
3) problem-solving processes. 
 
Webster (1965) developed a four-elements model to describe the buying process: “1) problem 
recognition, 2) organisational assignment of buyer responsibility, 3) search procedures for 
identifying product offerings and establishing selection criteria, 4) choice procedures for 
evaluating and selecting among alternatives” (quoted from Johnston, 1981, p. 42).    
 
Two years later, Robinson et al. (1967) introduced the buygrid framework. Haas (1995, p. 
174) states: ”Of all the models of organizational buying behavior that have been developed, 
the buygrid has been the most enduring”. The buygrid framework provides a frame of 
reference where the purchasing situations are designed to be general enough to apply to all 
purchases (Robinson et al., 1967). The framework for analysis of industrial buying situations 
combines eight buyphases with three types of buying situations (buyclasses) and is presented 
in table 2.1.  

I 
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Table 2.1: The Buygrid Analytic Framework for Industrial Buying Situations 
Buyclasses

Buyphases 
New  
task 

Modified 
rebuy 

Straight 
rebuy 

1. Anticipation or recognition of a problem (need) and a general solution    

2. Determination of characteristics and quantity of needed item    

3. Description of characteristics and quantity of needed item    

4. Search for and qualification of potential sources    

5. Acquisition and analysis of proposals    

6. Evaluation of proposals and selection of supplier(s)    

7. Selection of an order routine    

8. Performance feedback and evaluation    

 
Notes: 
1.  The most complex buying situations occur in the upper left portion of the buygrid matrix, when the largest 

number of decision makers and buying influences are involved. Thus, a new task in its initial phase of 
problem recognition generally represents the greatest difficulty for management. 

 
2.  Clearly, a new task may entail policy questions and special studies, whereas a modified rebuy may be more 

routine, and a straight rebuy essentially automatic. 
 
3.  As buyphases are completed, moving from phase 1 through phase 8, the process of “creeping commitment” 

occurs, and there is diminishing likelihood of new vendors gaining access to the buying situation.  
 

Source: Robinson et al., 1967, p. 14 

2.1.1  Buyphases 
This section provides a summarised description of the eight buy phases in the buygrid 
framework by Robinson et al. (1967).  
 

• Phase one consists of two parts, the recognition of a problem and awareness that the 
solution may take the form of filling the need with a purchase. 

• In phase two the decision makers that are involved must in a specific way determine 
how the problem is to be solved. The buying influences seek answers to questions 
such as: “What application requirements must be met? What type of goods and 
services should be considered? In what quantities?”  

• The third phase is in the beginning an extension of the previous phase. The phase 
entails a translation of the need into a solution, which can be communicated to others. 

• Phase four is related to the qualification of suppliers. The criteria for qualifying 
suppliers varies with the buying organisation, the buying situation and the influences 
involved. The alternative sources are at this stage screened and evaluated.  

• Phase five may in standardised procurements just involve checking a catalogue or 
telephoning the supplier in order to obtain information about prices and deliveries. In 
more complex situations the interaction may involve a series of counter-proposals and 
new offers with activities extending over many months.  

• In phase six the offers from potential vendors are weighted and analysed. During this 
phase the supplier is selected when the buying organisation approves a proposal and 
rejects the others. 

• Phase seven begins when an order is given to a vendor. However, the procurement is 
not completed until the item actually is delivered and accepted for use. The order 
routine involves internal and external activities.  

• Phase eight includes questions such as how well the product solved the problem and 
how well the vendor performed. The feedback is of high importance if future 
procurement problems are to be handled more effectively. (ibid.)  
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2.1.2 Evaluation of Proposals and Selection of Suppliers 
The aim of buyphase number six in the buygrid framework is to determine the optimal 
supplier who offers the best all-around package of a product (Gregory, 1986). The vendor 
selection has long been recognised as important and has been a central focus for much of the 
industrial marketing research over the past three decades (Patton, 1996). “The selection of 
component suppliers has long been regarded as one of the most important functions to be 
performed by a purchasing department” (Weber et al., 1991, p. 2).  
 
Choice Criteria 
In the following section we review studies focused on the choice criteria when selecting 
suppliers. 
 
When the decision of purchasing a product is taken, the members of the buying centre 
establish a set of evaluation criteria that can be used when comparing potential suppliers 
(Gregory, 1986).  
 
Dickson (1966) performed a study based on a questionnaire that was sent out to 273 
purchasing agents and managers in the United States and Canada. In this study Dickson 
distinguished 23 selection criteria2, the top ten criteria were ranked as presented in table 2.2 
provided below. 
 
Table 2.2: Extract of Dickson’s Vendor Selection Criteria 

Rank Factor 
Mean 
Rating 

Evaluation 

1 Quality 3.508 Extreme importance 

2 Delivery 3.417  

3 Performance history 2.998  

4 Warranties and claim policies 2.849  

5 Production facilities and capacity 2.775 Considerable importance 

6 Price 2.758  

7 Technical capability 2.545  

8 Financial position 2.514  

9 Procedural compliance 2.488  

10 Communication system 2.426  

Source: Adapted from Dickson, (1966, p. 38) 
 
Kiser et al. (1975) investigated the perceptual differences and similarities in vendor attributes, 
as perceived by the non-purchasing executives between standard and special buying 
situations. They used a list of 65 vendor attributes grouped under six broad categories: 
 

1. convenience-related attributes 
2. economic-financial attributes  
3. calibre-capability attributes 
4. image-dependability attributes 
5. intercorporate relations attributes 
6. service-related attributes  

 

                                                 
2 For the full list of all the 23 criteria see Appendix One 
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The study found similar perceptions of vendor attributes in both standard and special product 
buying situations. For both product buying situations, the most important attributes where: 
 

1. image-dependability attributes  
2. calibre-capability attributes 
3. convenience-related attributes 

 
Dempsey (1978) conducted a study with respondents consisting of purchasing managers from 
the electronics manufacturing industry and the electric utilities industry. Two buying tasks 
were used in the study: new-task capital equipment purchase and modified-rebuy-component 
material purchase. The purchasing managers were asked to rate the importance of the twenty 
performance attributes and the fifteen information sources in connection with the assigned 
problem (Dempsey 1978, p. 258). A scale was used which ranged in degree of importance 
from “of no importance” with value 1 to “of extreme importance” with a value of 7. The top 
five criteria were as illustrated in table 2.3.  
 
Table 2.3: Vendor Attributes 

 
Capital equipment / 

New task purchasing problem 
Component material / 

Modified rebuy problem 

Variables Electric utilities 
Electronics 

manufacturers 
Electric utilities 

Electronics 
manufacturers 

Delivery capability 6.16 6.34 6.43 6.63 

Quality 6.04 6.22 6.24 6.31 

Price 5.52 5.75 5.76 5.92 

Repair service 6.16 6.02 5.63 4.82 

Technical capability 5.83 6.34 5.24 4.99 

Source: Adapted from Dempsey (1978, p. 259) 
 
The conclusion of the study was that the type of buying task affected the importance of some 
vendor attributes. The relative importance of some vendor attributes was also affected by the 
type of organisation in which the buyers were employed (ibid.). 
 
Weber et al. (1991) reviewed, annotated and classified 74 purchasing articles published since 
1966. They compared Dickson’s (1966) selection criteria with the criteria used in these 
articles. The study found that twenty-two of the 23 criteria ranked in the Dickson study were 
addressed in at least one of the articles, forty-seven of the articles discussed more than one 
criteria. The JIT philosophy has however changed the importance of the criteria. Thirteen of 
the articles reviewed were specifically related to JIT manufacturing. Thirteen of the articles 
addressed the criteria of quality and delivery, eight of them mentioned net price and six of 
them mentioned production facilities and capacity. These were ranked 1, 2, 5 and 6 in the 
Dickson study. It is worth noting that the geographical location was addressed in seven 
articles and ranked twentieth on the Dickson list. 
 
Deng and Wortzel (1995) conducted a study of the supplier selection criteria used by US 
importers in three merchandise categories. In all categories, the most important criteria were 
price and product quality, followed by on time delivery. The geographical location of the 
seller and the brand name was of little importance in the supplier selection decision.  
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Patton (1996) concluded that vendor selection decisions tend to vary considerably according 
to the specific situation in which the decision must be made. 
 

2.2 Buyclasses  
The buying situation has long been recognised as vital in IBB (Robinson et al., 1967; Webster 
and Wind, 1972a). The eight buyphases described previously in the buygrid framework can be 
combined with three basic buyclasses: 1) new task, 2) modified rebuy and 3) straight rebuy. 
 
A study of 636 NAPM3 members that looked at purchases ranging from ball bearings to buses 
and from pipe hangers to pulp additives found that 18 percent were new task situations, 49 
percent were modified rebuys and 33 percent were straight rebuys (Bunn, 1993). The 
buyclasses in Robinson et al. (1967) can be described as follows: 
 
New Task 
The new task refers to requirements or problems that have not arisen before.  An internal 
stimulus or an environmental factor may trigger the recognition of a requirement or a problem 
(ibid.). This type of buying situation requires extensive information and extensive evaluation 
of alternatives (Dholakia and Johnson, 1993).  New tasks occur infrequently but are of high 
importance because the purchase sets a pattern for the more routine purchases that will follow 
(Robinson et al., 1967). Industrial buyers regard new tasks as important and associate them 
with high risk (Dholakia and Johnson, 1993). New task is the most complex buyclass because 
of the large number of decision makers and buying influences that are involved (Mawson and 
Fearne, 1999).   
 
Straight Rebuy 
The straight rebuy situation is the most common in industrial purchasing (Robinson et al., 
1967). “The straight rebuy purchases describe the buying situation where the purchasing 
department reorders on a routine basis” (Zinszer, 1996, p. 588). Most of the purchases are 
made on a routine basis no further information requirements and little effort in general 
(Dholakia and Johnson, 1993). In this buyclass a “list” of acceptable suppliers exists, 
suppliers not on the list are not considered (ibid.). In a straight rebuy there may occur some 
variations from time to time in the quantity, physical or chemical properties, delivery time, 
method of shipment or the price, so long as these changes does not entail a re-evaluation of 
the purchasing alternatives nor cause any changes in the procurement process and patterns 
(Robinson et al., 1967, p. 29). 
 
Modified Rebuy 
“The modified rebuy involves a somewhat familiar purchase with some new information 
requirements and some further evaluation of alternatives” (Dholakia and Johnson, 1993, p. 
284). The purchase can be an “upgraded straight rebuy” or a previously new task that has 
become more regular (Anderson, Chu and Weitz, 1987). The modified rebuy does not 
necessarily infer that the buyer will change either the item purchased or its source (Robinson 
et al., 1967). The result may be that the buyer purchases the same item from the same source. 
The distinctive element is the re-evaluation of alternatives, often of new ones (ibid.).  
 

                                                 
3 National Association of Purchasing Management, Inc.  
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Every buying situation can be characterised according to three factors: 1) newness of the 
problem, 2) information requirements and 3) considerations of new alternatives (Robinson et 
al., 1967). Table 2.4 shows how these characterising features influence each basic type of 
buying situation. 
 
Table 2.4: Distinguishing Characteristics of Buying Situations 
Type of Buying 
Situation (Buyclass) 

Newness of the 
Problem 

Information 
Requirements 

Consideration of New 
Alternatives 

New task High Maximum Important 

Modified rebuy Medium Moderate Limited 

Straight rebuy Low Minimal None 

Source: Robinson et al., 1967, p. 25 
 
Even though the buygrid framework is the most widely accepted model within the research 
area of the buying process, it is not without criticism. The criticism is primarily focused on 
the handling of the buyclasses. Choffray and Lilien (1978) and Johnston (1981) state that the 
buygrid oversimplifies a complex phenomenon, overstates the role of newness in the process 
and neglects important issues such as the importance of the acquisition. Bellizzi and McVey 
(1983) concluded that the buyclasses might be useful when explaining the general importance 
of a purchasing decision; they should not be used to infer other buyer behaviour concepts such 
as the influence on purchases. Another study by Ghingold (1986) found that the buygrid better 
represents the purchases of some products than it does for others. As for example it was 
concluded that the process was quite representative for an informational process system but 
less representative for the purchase of replacement office furniture. There exist some criticism 
towards the buygrid, but the framework is still useful for the understanding of the buying 
process (Haas, 1995).    
 

2.3 The Buying Centre 
There is an extensive agreement that industrial buying involves multiple participants (Wind 
and Thomas, 1980). Cyert et al. (1956) were the first to emphasise the multipersonal 
involvement in industrial buying. The term “buying centre” was first used by Robinson et al. 
(1967, p. 101), they defined the buying centre as “The individuals who are related directly to 
the purchasing process, whether users, buying influences, decision makers, or actual 
purchasers […]”.      

2.3.1 Dimensions of the Buying Centre 
Even though the concept of buying centre is widely accepted (Spekman and Stern, 1979), 
little is known about the dimensions of the buying centre (Wind and Thomas, 1980). Wind 
and Thomas (1980) found that the dimensions of the buying centre vary by organisation, even 
within an organisation and by buying situation.   
 
Grönhaug (1975) came to the conclusion that the size of the buying centre was influenced by 
perceived product importance, degree of routine in the purchase and the resources available to 
carry out the purchase.  
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Wind (1978) conducted an empirical study including 171 manufacturing companies regarding 
the purchase of a scientific and technical information system. The findings concerning the 
composition of the buying centre are presented underneath: 

 
• The multiperson nature of the purchasing decision was clearly evident. 
• The responsibility for the buying decision is shared among two or more positions, 

which increases the complexity of the process.   
• The findings showed a low involvement by the research librarian and a high 

involvement of the purchasing agent. 
• Differences were found due to company size. As the size of the organisation increases 

from small (0-99 employees) to medium sized or large (100-999 and over 1000 
employees respectively), the responsibility shifts down in the organisation. 

 
Johnston and Bonoma (1981) hypothesised that five dimensions of the buying centre could be 
specified and measured: 
 

• Vertical involvement refers to the number of the organisation’s authority hierarchy 
exerting influence and communications within the buying centre. They defined six 
levels of authority: Ownership (board of directors), Top management (CEO, President, 
Executive, Vice President), Policy level management (functional vice presidents, 
general managers), Upper level operating management (directors, managers), Lower 
level operating management (supervisors, product managers) and Production work / 
clerical employees. 

• Lateral involvement represents the number of separate departments, divisions, or firm 
functional areas involved in the purchase decision. 

• Extensivity is characterised by the total number of individuals involved in the buying 
communication network. 

• Connectedness corresponds to the degree to which the members of the buying centre 
are linked with each other by direct communications concerning the purchase. 

• Centrality denotes the degree of centralisation of the purchasing manager in the 
buying communication network.  

 

2.3.2 Roles in the Buying Centre 
Webster and Wind (1972a) came to the conclusion that only a subset of the organisational 
actors are involved in a buying situation. Further, they proposed five roles performed by 
buying centre members: 
 

• Users are those in the organisation who use the purchased product. 
• Buyers are those with formal responsibility and authority for contracting with 

suppliers. 
• Influencers symbolises those who influence the decision process by providing 

information and criteria for evaluating alternative buying actions. 
• Deciders refer to those with authority who choose among alternative buying actions  
• Gatekeepers designate those who control the flow of information into the buying 

centre.  
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Several individuals may have the same role, e.g. there may be several influencers. Also, one 
individual may occupy more than one role, e.g. the purchasing agent can be both buyer and 
gatekeeper. (ibid.) 
 
Wind (1978) found that the importance of the different organisational roles varies by the 
buyphase and the size of the organisation is an important factor. 
  
Bonoma (1982) added one role (initiator) to the five roles described by Webster and Wind 
(1972a), which gave this set of six roles: 
 

• initiator 
• decider 
• influencers 
• purchaser 
• gatekeeper 
• users 

 
The initiator of the purchasing process recognises that a company problem can be solved by 
the purchase of a product (ibid.). 
 
Möller (1993) performed a study of two product cases of different complexities and 
distinguished three groups of the decision-making unit4 (DMU) participants: 
 

• Executors: those who carry through the processes and are the execution specialists. 
• Determinators: potential users and existing users who also decide what to do. 
• Gatekeeper: this role is found to be played by more or less all categories involved. 

 

2.4 Other Factors Affecting the Buying Process and the Buying Centre  
An early attempt to classify the factors affecting the buying process and the buying centre was 
made by Webster and Wind (1972b) who found four classes of variables influencing the 
buying process and the buying centre, namely: individual, social, organisational and 
environmental factors. 
 
A more recent tentative to bring clarity into the area was made by Wind and Thomas (1980) 
who identified two set of factors influencing the buying process and the composition of the 
buying centre. These are 1) the different buyclasses and 2) idiosyncratic personal, 
interpersonal, organisational and environmental conditions.  
 
As the first set of factors already have been revised in the section about the buying process, 
we will here concentrate on the second set of factors, as they are extremely important 
determinants of IBB (Wind and Thomas, 1980). More precisely and in accordance with our 
research questions, we will concentrate only on the environmental influences. 
 

2.4.1 Environmental Influences 
According to Wind and Thomas (1980) the environmental influences are difficult to assess 
and problematic to measure. They influence the buying process by providing information but 
                                                 
4 The decision-making unit refers to the same concept as the buying centre 
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also constraints and opportunities. These influences include physical (geographic, climate, 
and/or ecological), technological, economic, political, legal, and cultural factors. The units 
exerting this influence consists of various organisations such as business firms (e.g. suppliers, 
competitors, and customers) trade unions, trade associations, and professional groups. (ibid.) 
 
Environmental factors determine values and norms in buyer-seller interaction as well as 
between competitors. They also influence the flow of information entering an organisation. It 
is considered crucial to understand the impact of technological change in order to make 
appropriate strategic decisions. Therefore, due to the importance of studying environmental 
factors, overlooking them can become very dangerous. (ibid.)  
 
An example of technological change is the development of telecommunications that during 
the late 1950s brought electronic computers and transistors (Pawar and Driva, 2000). In the 
1960s the first modems were launched and the first data network (telex and packet switching) 
came online in the 1970s (ibid.). EDI, as stated in the first chapter, was introduced in the 
heavy truck industry in the early 1970s (ibid.). As this study’s focus is determined by selected 
research questions, we will investigate no other environmental influence than EDI. 
 

2.4.2 Electronic Data Interchange 
EDI enables the electronic exchange of structured business documents and engineering data 
between trading partners using standard messages (ODETTE International, 2001b). It is used, 
for example, between manufacturers, wholesalers, distributors, retailers, shippers, consignees, 
carriers, banks, insurers and government agencies (ibid.). The standardisation brings 
compatibility between software applications and makes the presentation of messages (e.g. 
price and serial numbers) homogenous regardless of who is the issuer (Lundgren and Nilsson, 
1991). 
 
There are according to Pawar and Driva (2000) three basic components that need to be 
established before EDI can occur: 
 

1) Standards defining the techniques for structuring data in electronic messages in order 
to enable the computers on both sides to understand the transactions.  

2) Translation software translating messages between transmissions into internal or local 
formats. 

3) Communication infrastructure enabling the flow of information between trading 
partners. This occurs most commonly by using value added networks (VANs).  

 
Note: A VAN is a privately owned network that provides a specific service that is not readily 

available on public networks, for a fee. A value added Network's customers typically 
purchase leased lines that connect them to the network. (Howe, 1998) 

 
There are different standardised forms of EDI that are designed to meet the needs of specific 
industries (Lundgren and Nilsson, 1991). One such standard was developed by the 
Organisation for Data Exchange by Tele Transmission in Europe (ODETTE) and is called 
ODETTE File Transfer Protocol (OFTP), which has become widely adopted within the 
automotive industry (ODETTE International, 2001a). OFTP was initially designed for 
manufacturing companies with a great flow of goods and having a multitude of dispersed 
suppliers (Lundgren and Nilsson, 1991).  
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Other industries and commercial sectors have also developed standards for Electronic Data 
Interchange, but these are not compatible with ODETTE standards. Therefore a logical step 
for global EDI enabled companies is to ensure that a common language and set of messages 
exists between all users. The migration towards a universal EDI standard has already begun. 
This standard, developed under the auspices of the United Nations, is known as EDIFACT. 
(ODETTE International, 2001a) 
 
In a study conducted by Pawar and Driva (2000) regarding the communication infrastructure, 
the majority of the respondents (63 per cent) use VANs to transmit EDI messages. Their 
findings indicated that the choice of using VANs occurred because of the relatively secure 
environment provided, the reduced costs available from VAN services and a greater flexibility 
(ibid.). Furthermore, over 75 per cent of the respondents were satisfied with their VAN 
services.  
 

2.4.3 EDI Implementation  
There are two categories of companies that implement EDI systems. Companies belonging to 
the first category are forced to adapt to requirements about EDI implementation from their 
customers. This if frequently occurring in the automotive industry where manufacturers use 
their great power when negotiating with suppliers. The second category of companies 
considers EDI being a tool for achieving competitive edge by reaching new customers and 
decreasing costs. (Fredholm, 1995)  
 
In the study conducted by Pawar and Driva (2000) the primary reason for implementing an 
EDI system was “customer pressure” (64 percent of respondents). The reduction of paper 
handling costs was the second largest (41 percent of respondents). There was also found some 
reservations about adopting EDI, namely concerns about security and confidentiality (63 
percent of respondents). Another perceived problem is the trading partners were not ready.  
 
Pawar and Driva (2000) also mention the lack of standardisation as a probable reason for why 
some organisations tend only to link to a handful of carefully selected trading partners that 
share the same standards. 
 
However, recently criticism towards EDI systems has arisen. As stated in an article from The 
Economist (1997) EDI networks are described as typically being set up as a hub with spokes, 
with a big buyer at the hub and its suppliers at the spokes. The suppliers cannot communicate 
among themselves, and changes must be made from the hub. As the Internet replaces much of 
this limited network with ubiquitous links, companies will be able to interact more freely, 
forming virtual trading communities and moving easily between them. The article concludes 
that if EDI cannot become as flexible as the Internet itself, it will not keep its place in the 
electronic commerce in the future.  
 

2.4.4 Advantages and Disadvantages of an EDI system 
In a study, Johnson, Allen and Crum (1992) surveyed known users of EDI in the heavy truck 
industry. Key reasons for implementing EDI included:  
 

• meet a customer requirement 
• improve customer service 
• gain competitive advantage 



Overview of Literature 

- 16 - 

Millen (1992) also surveyed known EDI users in the heavy truck industry. He found the most 
important EDI benefits to be: 
 

• make the firm more competitive 
• aid in achieving strategic goals 
• provide more timely information 
• reduce information processing costs  

 
According to Fredholm (1995) there are two types of advantages (i.e. direct and strategic), 
with the use of EDI. The direct advantages include: 
 

• Decreasing costs: with the “paperless” office, companies can rationalise the order 
processing and invoicing. When using EDI, the information transfer and data input is 
automated. Once the information is in the system, it can be retrieved in order to avoid 
re-entering of data. 

• Increased quality of data: as the automation increases at the expense of manual work, 
the risk of errors diminishes. This benefit is by many users considered to be the 
greatest direct advantage, as it results in decreasing costs and more satisfied 
customers.  

• Time efficiency: as the administrative processes can be minimised, companies can be 
tied closer to each other. The fairly quick transfer of information results in a more 
efficient distribution and shorter lead-times. EDI enables companies to implement new 
business strategies as for example JIT delivery. 

• Better planning: the information can continuously be updated due to the high degree 
of automation. Orders can be sent immediately when a need is identified, which 
provides the supplier with information at an early stage. A supplier can therefore 
better plan its activities regarding for example purchasing or ordering.  

• More extensive information sharing: EDI enables companies to insert additional 
information, which can facilitate planning, and feedback, or even make buyers aware 
of a product’s advantages and thereby get a better deal.  

• Rationalisation of capital: the stock flow can be optimised, resulting in decreased 
stocks both for the supplier and buyer. EDI is a requirement for companies that want 
to implement a just-in-time delivery system. Many users consider this to be a key 
argument for EDI.  

• The strategic advantages include for example the possibility to eliminate work tasks 
that do not add any value. Moreover, EDI can tie suppliers and buyers closer together 
and open for possibilities to find new business partners. (Fredholm, 1995) 

 
Fredholm (1995) also lists the following disadvantages with EDI: 
 

• EDI is expensive: adapting a company’s existing system in order to make it EDI 
compatible as well as buying EDI software often require heavy investments.  

• Lacking knowledge: many companies have poor knowledge about EDI. 
• Few EDI-enabled companies: as the number of companies using EDI is limited there 

is a trend of waiting until key customers have implemented an EDI system.  
• Specialisation: work tasks are becoming more specialised and may result in 

requirements of extra competence for the people who operate the EDI system. 
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RQ1 

2.5 Frame of Reference 
In this section we present selected theoretical variables, related to each research question. We 
consider the selected variables being crucial in answering these questions. We have also tried 
to provide a conceptualisation of the theoretical variables. The selected theory for the first 
research question treats supplier selection criteria. The second set of theories chosen for 
research question number two deals with the different buyclasses as well as the dimensions 
and the roles in buying centre. For the third research question the variable chosen investigates 
the advantages and disadvantages of an EDI system. This reasoning is summarised in table 
2.5 in order to provide an overview of this study’s conceptual framework. 
 
Table 2.5: Selection of Models for this Study’s Conceptual Framework.  

Research 
Question 

Theoretical Area 
Described 

Selection of Models/Concepts and References in the Second Chapter 

# 1 Supplier Selection 

Supplier Selection Criteria: quality, delivery, performance history, warranties 
and claim policies, production facilities and capacity, price, technical 
capability, financial position, procedural compliance and communication 
system                                                                                        (Dickson, 1966)
Buyclasses: new task, modified rebuy and straight rebuy  
                                                                                        (Robinson et al., 1967)
Dimensions of the Buying Centre: vertical involvement, lateral involvement 
and extensivity                                                    (Johnston and Bonoma, 1981) 

# 2 Buying Centre 

Roles in the Buying Centre: initiator, decider, influencers, purchaser, 
gatekeeper and users                                                                 (Bonoma, 1982) 

# 3 EDI 

Advantages: decreasing costs, increased quality of data, time efficiency, 
better planning, more extensive information sharing, rationalisation of capital, 
elimination of work tasks, possibility to find new business partners 
Disadvantages: EDI is expensive, lacking knowledge, few EDI-enabled 
companies, specialisation                                                       (Fredholm, 1995) 

 
 
 

 
 

The first research question stated was: “How can the supplier selection criteria 
for buying components in the automotive industry be described?” We have 
chosen to use Dickson’s (1966) study for the investigation of our first research 

question. However, we will only investigate the criteria stated below as they were ranked 
highest and of greatest importance: 
 

1. quality 
2. delivery 
3. performance history 
4. warranties and claim policies 
5. production facilities and capacity 

6. price 
7. technical capability  
8. financial position  
9. procedural compliance  
10. communication system 
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RQ2 

RQ3 

The second research question stated was: “How can the dimensions and roles in 
the buying centre be described in the different buyclasses when buying 
components in the automotive industry?” In order to answer this question we 

use a combination of three different theoretical variables; the first comprises the buyclasses, 
the second includes the dimensions of the buying centre and the third covers the roles in the 
buying centre. 
 
The buying situation has long been recognised as important in IBB (Robinson et al., 1967; 
Webster and Wind, 1972b). Evidence indicates that the buyclass influences both the 
composition and size of the buying centre (Dholakia and Johnson, 1993). Therefore we think 
it is important to include the buyclasses cited below that were developed by Robinson et al. 
(1967) while answering this question: 
 

• new task 
• modified rebuy  
• straight rebuy 

 
Furthermore, Johnston and Bonoma (1981) hypothesised that five dimensions of the buying 
centre could be specified and measured. With regard to time restraints we will only study 
three dimensions of the buying centre provided below: 
 

• vertical involvement 
• lateral involvement 
• extensivity 

 
For the investigation of the roles in the buying centre, we chose to use the roles described by 
Bonoma (1982) since his study is the most comprehensive. The roles are: 
 

• initiator 
• decider 
• influencers 

• purchaser 
• gatekeeper 
• users 

 
 

 
 

The third research question stated was: “Why (with regard to advantages and 
disadvantages) do buying companies in the automotive industry utilise EDI 
systems?” With the intention of answering this final question we have chosen to 

use the advantages and disadvantages stated by Fredholm (1995). Fredholms study gives a 
detailed and consistent list of both advantages and disadvantages, which are summarised in 
table 2.6 below. 
 
Table 2.6: EDI Advantages and Disadvantages used for this study 

Advantages Disadvantages 
Decreasing costs 
Increased quality of data  
Time efficiency  
Better planning 

More extensive information sharing  
Rationalisation of capital  
Elimination of work tasks  
Possibility to find new business partners 

EDI is expensive  
Lacking knowledge 
Few EDI-enabled companies  
Specialisation 

Source: Summarised from Fredholm (1995) 
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2.5.1 Emerged Frame of Reference 
In accordance with the considerations from the previous section where each research question 
is paired with theoretical variables, we present the emerged frame of reference in figure 2.1.  
A brief explanation is provided: 
 

• The first concern relates to the supplier selection criteria in a company buying 
components in the Swedish heavy truck industry. 

 
• Secondly, we study the three dimensions and the roles in the buying centre for 

different buyclasses in a company buying components in the Swedish heavy truck 
industry. 

 
• At last we investigate why (with regard to advantages and disadvantages) buying 

companies in the Swedish heavy truck industry implement an EDI system. 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1: This Study’s Emerged Frame of Reference 

EDI system [][][][][]
  

Advantages 
• decreasing costs 
• increased quality of data  
• time efficiency  
• better planning 
• more extensive information sharing  
• rationalisation of capital  
• elimination of work tasks  
• possibility to find new business partners

 
Disadvantages 

• EDI is expensive  
• lacking knowledge 
• few EDI-enabled companies  
• specialisation 
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3. Research Methodology 
he emerged frame of reference presented in the previous chapter was tested in two 
personal interviews, for the identification of necessary information. The results of these 

are presented in chapters four and five. 
 
The aim of this chapter is to discuss and to provide justifications for the selected research 
instruments. This research methodology gave us guidelines for how we should gather needed 
information for our research and how to process it. This increased the possibility to receive 
appropriate answers to our research questions and also to make valuable conclusions. A 
schematic overview of this chapter is presented in figure 3.1 below. The research philosophy 
is the first topic discussed followed by the research purpose, approach and strategy. Then we 
review the data collection, sample selection, analysis method and finally the quality criteria 
for research. 
 
 
 
 
 
 
 
 
 
 
 

Figure 3.1: An Outline of Chapter Three 

 

3.1 Research Philosophy 
According to Andersson (1979) there are two diametrically opposed research philosophies, 
positivism and hermeneutics. In the tradition of positivism, researchers move from collecting 
and analysing empirical data in order to create new general theory (Wigblad, 1997). In the 
tradition of hermeneutics, true theories explaining reality is impossible to formulate 
(Hellenius, 1990). On the other hand interpreting and understanding become more important 
(ibid.). The research philosophy of this thesis is mainly positivistic but also somewhat 
influenced by the hermeneutics. This is since 1) we have collected and analysed data in order 
to contribute to theory, 2) but also because of that our research purpose is to gain 
understanding. 
 

3.2 Research Purpose 
According to Reynolds (1971) research can be distinctive as exploratory, descriptive or 
explanatory studies.  
 
Exploratory research is designed to allow an investigator to observe some phenomenon, with 
the aim being to develop suggestive ideas (ibid.). The research should be as flexible as 
possible and conducted in such a way as to provide guidance for procedures to be employed 
during the next stage (ibid.). 
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The objective of descriptive research is to develop careful descriptions of patterns that were 
suspended in the exploratory research. The purpose may be to develop inter-subjective 
descriptions or “empirical generalisations”. Once such generalisation begins to emerge, they 
are thus worth explaining, which of course leads to theory development. (ibid.) 
 
In explanatory research the aim is to develop explicit theory that can be used to explain the 
empirical generalisations that evolved from the descriptive research. This provides a cycle of 
theory construction, testing and reformulation before going back to step one, exploratory 
research. (ibid.) 
 
With regard to the preceding discussion about the research purpose, we conclude that since 
we want to acquire knowledge of the research area, our study is to some extent of exploratory 
nature. Nevertheless, since the overall purpose of the study is to gain understanding by 
describing the area of study in theory as well as in reality, we consider the study to be mainly 
descriptive. Furthermore, as conclusions are drawn in the attempt to answer the research 
questions, one (even if marginally) part of the study is explanatory. 
 

3.3 Research Approach 
The choice of research approach is mainly based on the problem definition, and on the type of 
data that is collected during the research process.  
 

3.3.1 Qualitative and Quantitative Approach 
Holme and Solvang (1997) state that whether to use quantitative or qualitative method is a 
question of what method is most suitable for the area of research. 
 
In qualitative research, emphasis is given to description and discovery based on data in the 
form of words, rather than numbers (Yin, 1994). Furthermore, the data cannot easily be 
transformed into numerical values (ibid.). The method is used when trying to create an in-
depth analysis of a particular process of a single case study or a limited number of companies 
(Gummerson, 1998).  
 
A quantitative approach is signified by that all variables are measured by statistical methods, 
since the information mostly is transformed into numerical data. The method is used when 
trying to create an overview and, on the basis of this, come up with general conclusions. The 
goal is to describe and explain, not to understand the problem. (Holme and Solvang, 1997)  
 
A qualitative approach was chosen for this study due to the nature of the research purpose. 
We wanted to discover and describe our research questions in the form of words. Therefore 
we did not conduct a numerical research that would have been the case for a quantitative 
study. A qualitative approach also made it possible to gain a deeper understanding of the 
research area. 
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3.4 Research Strategy 
According to Yin (1994) there are several research strategies available when conducting 
qualitative research, namely by using experiments, surveys, analysis of archival information 
histories, and/or case studies. Each research strategy has its advantages and drawbacks 
depending on:  
 

1) the type of research question being posed 
2) the extent of control an investigator has over actual behavioural events 
3) the degree of focus on contemporary versus historical phenomena 

 
The boundaries between the strategies are not always clear and sharp, and they often overlap 
each other (ibid.). In table 4.1 the different research strategies are matched with the three 
conditions influencing the choice of research strategy. 
 
Table 3.1: Relevant Situations for Different Research Strategies 

Research
Condition

Research Strategy 

Form of Research 
Question 

Requires Control over 
Behavioural Events 

Focus on 
Contemporary Events

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: COSMOS Corporation in Yin (1994, p. 6) 
 
Regarding the first condition, form of question, our research questions (how) and (why) 
indicate that probably the most suitable research strategy is to conduct an experiment, history 
or a case study. This first condition therefore eliminates to some extent the research strategies 
survey, and archival analysis.  
 
Concerning the second condition, control requirement the research strategy experiment, can 
be eradicated since we have no possibility to control the behavioural events related to our 
research purpose. Consequently only the research strategies history, and case study persist.  
 
When it comes to the third condition, focus on a contemporary event or history we can 
eliminate history since we are not focusing on studying a historical phenomena but instead a 
contemporary event.  
 
Considering all the above-mentioned arguments, we chose to conduct a case study. Our 
decision is supported by Yin (1994, p. 9) stating that a case study has a distinct advantage 
when “[...] a how or why question is being asked about a contemporary set of events over 
which the investigator has little or no control.”  
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3.4.1 Design of the Case Study 
When choosing case study as the research strategy, its structure needs to be designed. There 
are according to Yin (1994) two different ways of tackling this, 1) by conducting a single-case 
study or 2) to carry out a multiple-case study.  
 
A single-case study is according to Yin (1994) most favourable in the following situations: 

1) the case represents a critical case in testing a well-formulated theory 
2) the case represents an unique or extreme situation 
3) the case is of revelatory nature and researchers have had no previous access to 

observing and analysing the phenomena 
 
The evidence from multiple-case studies is regarded as being more compelling and robust, but 
they are also more expensive and time-consuming to perform. When the multiple-case studies 
strategy is chosen, replication logic instead of sampling logic should be used, (i.e. the case 
selection should be performed in order to produce similar or contrasting results). (ibid.)  
 
We chose to conduct a multiple case study as our research purpose not includes a critical case, 
furthermore, it is not an unique or extreme situation, nor is it of revelatory nature. Instead we 
strive for more compelling and robust evidence. 
 

3.5 Data Collection Methods 
There are two different methods to use when collecting data namely, secondary or primary 
data research. Secondary data is collected by other organisations for other purposes or it may 
be collected by the organisation itself for another purpose. Primary data is collected by the 
organisation itself for a particular purpose. (Holme and Solvang, 1997) 
 
There are different ways to collect the necessary data for a case study, which provides the 
essential basis for a study, and the data-collection is highly influenced by the methodology 
chosen (Holme and Solvang, 1997). Data for case studies can come from six different 
sources: documentation, archival records, interviews, direct observation, participant-
observation, and physical artefacts (Yin, 1994). All sources have their strengths and 
weaknesses and many sources compliment the others (ibid.). Using multiple sources of data is 
also advantageous as it increases the validity of the research (ibid.).  
 
Documentation such as letters, articles, books and administrative documents can be very 
useful as a complement to other sources of evidence (Yin, 1994). This very source of 
evidence is stable, unobtrusive, exact and has a broad coverage regarding the span of time. 
Nevertheless, documentation also incorporates some disadvantages (e.g. biased selectivity if 
the collection is incomplete or the possibility of low retrievability). Even though we are aware 
of these drawbacks, we chose to use documentation as the source of secondary data as the 
advantages cited above are salient. The documentation examined included the companies’ 
websites as well as brochures, annual reports and media articles. We also consulted the 
website of the interest group ODETTE International5.  
 
Interviewing is the technique researchers conducting case studies tend to rely most upon (Yin, 
1994; Marshall and Rossman, 1999). This study is no exception and therefore interviewing is 

                                                 
5 http://www.odette.org 
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the investigation’s main source of primary data. There are according to Yin (1994) several 
ways of interviewing: 
 

• In an open-ended interview the respondent is not asked any structured questions. The 
respondent is given the opportunity to freely express his/her opinion.  

• In a focused interview the respondent is interviewed for a short space of time but is 
still allowed to express freely his/her opinion. However, the conversation is somewhat 
limited to a for each question relevant topic area.  

• In a structured interview the respondent answers structured questions in the form of a 
survey.  

 
For this study, two face-to-face focused interviews were conducted by the use of a semi-
structured interview guide (see Appendix Two) based on the study’s emerged frame of 
reference. While doing so we were able to focus directly on the case study’s topic and retrieve 
thereto related causal inferences without which this study would have been impossible to 
complete. These benefits were considered of greater importance than the negative aspects of 
this source of evidence, which are the risk of bias due to poorly, constructed questionnaires, 
response bias or inaccuracies due to poor recall. In order to avoid bias due to a poorly 
constructed questionnaire we consulted our supervisor who is very experienced when it comes 
to elaborating questionnaires as well as in the field of IBB before performing the two 
interviews. We tried to minimise the response bias by introducing and explaining concepts 
unfamiliar to the respondent.  
 
Direct observation is according to Potter (1996) together with interviewing overlapping since 
the insights gained from interviewing are difficult to distinguish from those gained from direct 
observations. The strengths of this method incorporate real time insights and coverage of 
contextual events. However, there is a risk of selectivity and reflexivity when performing 
observations and the time consuming and cost aggregating nature of this method may be seen 
as weaknesses. Yet, as the two interviews incorporated visits to the corporate facilities of the 
two companies, even if very limited, direct observation was used as a source of evidence. 
 
We did not use any archival records due to problems with accessibility as the two companies 
are careful in providing confidential information that can be used by others. Furthermore we 
relinquished conducting participant observations since this was not considered possible for 
this study due to limitations of time and resources. Finally physical artefacts were rejected as 
we found no reasonable means to investigate that were relevant for our study. 
 

3.6 Sample Selection 
In this section we explain how we carried out the selection of the cases. Miles and Huberman 
(1994) argues that sampling in qualitative research involves two actions:  
 
Boundary setting: This helped us to define aspects of our case that were manageable to study. 
Given the limits of time and means we decided to focus on the heavy truck industry as EDI 
applications were introduced in this very industry. We decided to study only Swedish truck 
manufacturers as Sweden is the world’s second largest heavy truck producing country after 
Germany (Fellman, 1999). Time and financial constraints also influenced our choice, thus the 
geographical proximity was decisive. After the industry and market selection, we identified 
two large Swedish truck manufacturers (i.e. Volvo Truck Corporation and Scania) among the 
world’s four greatest truck manufacturers as potential case studies.  
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Creation of a frame: This action enabled us to uncover, confirm and qualify the fundamentals 
of our study. Since we were determined to conduct a multiple-case study providing more 
robust and compelling results, we had to select cases by using the replication logic, in 
accordance with Yin (1994). Hence, we anticipated a multiple-case study comprising Scania 
and Volvo Truck Corporation to produce somewhat similar results. This assumption was 
based on the similarity of the two companies’ target market, both operating mainly in the 
heavy truck segment (i.e. above 16 tonnes6) and sharing the corporate values of quality, safety 
and environmental friendliness.  
 
The initial contact with the two companies was taken via telephone. We presented the scope 
of study to the purchasing director of respective company who connected us with one 
manager at each company, knowledgeable in the particular field of research of our study, with 
whom we conducted the interviews. For the study of Scania we interviewed the Purchasing 
Development Manager in the Department of Advanced Purchasing in Södertälje on the 2nd of 
May 2001. For the study of Volvo Truck Corporation, we interviewed the Director of the 
Department of Operational Support in Gothenburg on the 7th of May 2001. 
 

3.7 Analysis Method 
The way researchers deal with collected data is decisive for the quality of the research. The 
real challenge in qualitative studies involves the process of using the data collected rather than 
the process of collecting the data itself (Wolcott, 1994). 
 
In a qualitative study like ours, any structuring and organisation of information was 
impossible prior to the completion of the data collection. Moreover, as stated by Johansson-
Lindfors (1993) the collected data needed to be converted into some interpretative form 
before it could be analysed. 
 
After the data was collected, we structured it according to the selected theories. We decided to 
follow Holme and Solvang’s (1991) recommendation to perform a systematic analysis, 
beginning with a within-case analysis followed by a cross-case analysis. In the within-case 
analysis, we aimed at reducing data. This enabled us to sharpen, sort, focus, discard and 
organise data in a more efficient manner. Furthermore, a comparison with our frame of 
reference was conducted to the two cases separately.  
 
For the cross-case analysis, we compared the reduced data of the two within-case analyses, 
displaying it in an organised and compressed way in order to find out whether the cases 
support or contradict the frame of reference. Miles and Huberman (1994) state that good 
displays are tools aiding to perform a valid qualitative analysis. 
 
Conclusion drawing was the third and final stage of the data analysis. This was performed by 
noting regularities, patterns, explanations, possible configurations, causal flows and 
propositions. However, we tried to draw such conclusions lightly, while maintaining both 
openness and a degree of scepticism. 
 

                                                 
6 More than 90 per cent of the Volvo Truck Corporation’s production and the entire Scania truck production fall 
into this category. 
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3.8 Quality Criteria for Research 
Due to the fact that a research design is supposed to represent a logical set of statements, it is 
important to study its quality. Therefore, according to Yin (1994) four different test criteria 
for evaluating the quality of the research design have been developed. According to Yin (1994 
p. 33, with reference to Kidder and Judd, 1986) these criteria are: 
 
Construct validity that concerns the establishment of correct operational measures for the 
concepts being studied. In order to increase the construct validity we followed Yin’s (1994) 
tactics for improving the quality of the research. Multiple sources of evidence (i.e. 
documentation, interviewing and observation) were used in accordance with the principle of 
triangulation. We also did our best to establish a chain of evidence throughout the entire 
report. Furthermore, we made key informants review the study report allowing for feedback 
and comments. We also tried to be as objective as possible while collecting data. We 
additionally consider the two respondents’ great interest and co-operation in our study, 
contributing to the credibility of this study. 
 
Internal validity relates to the establishment of a causal relationship whereby certain 
conditions are shown to lead to other conditions, as distinguished from fake relationships 
(applies for explanatory studies only, not for descriptive or exploratory studies). The purpose 
of our study is mainly descriptive and exploratory, thus the internal validity will be neglected 
in this study. 
 
External validity establishes the domain to which a study’s findings can be generalised. We 
are aware of that this study alone does not offer a good basis for generalisations. Nevertheless, 
case studies do not rely on statistical but on analytical generalisations (Yin, 1994). We 
therefore try to infer a specific set of results to some broader theory and not to other case 
studies. In designing our research we used the replication logic as proposed by Yin (1994) 
when selecting suitable cases. 
 
Reliability demonstrates to which extent the operations of a study, such as the data collection 
procedures, can be repeated with the same results. Even though one cannot exactly repeat a 
qualitative study as stated by Johansson-Lindfors (1993), we have tried to improve the 
reliability by carefully describing the steps being followed. Both a protocol and a record were 
kept. We tried to make as many steps as operational as possible and we conducted the 
research as if someone were always looking over our shoulders. We had also in advance also 
read about the companies, and we taped the interviews to reduce the errors and bias. As the 
interviews were carried out in Swedish, we translated the English questionnaire to Swedish. 
This might have affected the reliability in a negative manner.  
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4. Case Study Evidence 
he empirical evidence presented in this chapter concerns the two case studies of Swedish 
heavy truck manufacturers. We present data related to their supplier selection criteria, the 

dimensions and roles in the buying centre in different buyclasses as well as the advantages 
and disadvantages of EDI systems perceived by the two companies. The first case relates to 
Scania and the second case to Volvo Truck Corporation. 
 
The presentation of the case study evidence is organised around the theoretical variables 
selected in the frame of reference. These theoretical variables are: 
 

• supplier selection criteria 
• buyclasses, dimensions and roles in the buying centre 
• advantages and disadvantages of an EDI system 

 

4.1 Case One: Scania 
Scania were founded in 1891 and have three business areas: 1) buses and coaches, 2) trucks 
and 3) industrial and marine engines. Scania concentrate their resources in the heavy transport 
segment but industrial and marine engines is still an important business area. Scania employ 
in total nearly 27 000 people and operate in Europe, Latin America, Asia, Africa and 
Australia. Scania is the world’s fourth largest manufacturer of heavy trucks (i.e. above 16 
tonnes). Scania sold 31 101 trucks during the year 2000, an increase with 12 percent as 
compared to the previous year 1999. Scania’s business segment of trucks accounted for an 
annual turnover of 31 000 million SEK in the year 2000, and the total turnover (including 
buses, engines and other products) was 47 000 million SEK, an increase with 500 million 
SEK since 1999. 
 
At Scania there are approximately 120 professionals working with purchasing tasks in 
Södertälje. The respondent for our interview at Scania holds the title as Purchasing 
Development Manager (hereafter PDM) at the department of Advanced Purchasing in 
Södertälje. He joined Scania in 1984 and started his career as constructor. After eleven years 
at the construction department he moved on to the purchasing department where he worked as 
group-purchasing manager. The respondent started his current position in August year 2000 
and works more specifically as internal consultant at Scania. The Department of Advanced 
Purchasing is confined tasks from other departments within the organisation and transforms 
these various tasks into project purchases.  
 
The purchase of components represents roughly 1/3 of the annual turnover. Around 70 
percent of the components are purchased abroad (see Appendix Three). The purchase of new 
components is likely to occur when a new project is started. “Project purchases” refers to the 
acquisition of new components for which the company have some prior experience. The 
project generates “impulses” regarding the need for a component which in turn are transmitted 
to the purchasing department. The purchasing department makes inquiries to potential 
suppliers that can deliver the component. Tenders are then received at the purchasing 
department and are later sent to the construction department. In some cases environmental and 
safety tests of the component are required which are either performed by Scania or by the 
supplier itself. If the tests are successful, the supplier is selected. 
 

T 
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4.1.1 Scania’s Supplier Selection Criteria    
Procurement 2000 is Scania’s purchasing philosophy for the future, including a supplier 
selection process. The suppliers that Scania contract are selected from a list of qualified 
suppliers (for the relevant product segment). The qualified suppliers are evaluated every year 
in order to ensure that the suppliers can attain the demands from Scania, the parameters 
evaluated are usually logistics and quality. The PDM explains that new suppliers are found at 
special events such as trade fairs. When searching for new suppliers the basic demands from 
Scania must be fulfilled, they look at the commercial and technical potential. The suppliers 
are then evaluated at a Global Procurement Council (hereafter GPC) meeting. The GPC 
consists of people from the purchasing division, production division and the construction 
division, who determine the qualified supplier list in consensus. If a supplier does not meet 
the demands at a later stage, a new GPC meeting is held and the supplier might be dismissed.    
 
A potential supplier that does not meet up with the basic demands is not to be considered at 
all. The basic demands include requirements of that the suppliers should be ISO 9000 and/or 
QS 9000 as well as ISO 14001 certified. Other basic demands are delivery reliability and EDI 
capability. A prerequisite for the consideration of suppliers is that they exist on the qualified 
supplier list for the relevant product segment. The PDM affirms that environmental 
friendliness (ISO 14001) of components and the suppliers’ production procedures is the most 
important criterion when choosing a supplier. The environmental awareness of a supplier is 
evaluated in the three areas: management, manufacturing process and product. Furthermore, 
Scania presumes that its component suppliers are, or will become ISO 14001-certified. 
 
Another criterion that the respondent states to be of very high importance is safety. Safety 
affects both the end user of the truck and the assembler that put together the truck. Safety and 
environmental awareness of the supplier are two criteria that cannot be neglected under any 
circumstances. Quality is another basic demand as it is a major part of Scania’s brand image. 
It is therefore of high importance that the supplier provides components of high quality. All 
components are quality tested before they are put into production. In order to avoid big stocks 
of components, Scania’s suppliers must be able to meet the demands of flexibility and be able 
to attain the delivery reliability required. This is essential since Scania have a customer order 
controlled production, which allows the customer to change the product features close to the 
final assembly. A fast and safe exchange of information between Scania and the supplier is 
therefore a necessity and Scania require their suppliers to be EDI compatible. Even though an 
EDI system is a basic demand when selecting potential suppliers, the PDM asserts that a few 
smaller suppliers are without any system due to the high costs of its implementation. When 
Scania evaluate the supplier regarding the price criterion, it is the total production cost of a 
truck that is estimated. The respondent also adds that the price depends on the quantity of the 
delivery.  
 
Furthermore, the PDM reveals the importance of the after market commitment as a criterion 
when selecting suppliers. This is since Scania guarantee up to 15 years of service for some 
trucks. The supplier must therefore be able to provide spare parts during this period of time. 
Global production (geographical location) is another criteria stated by the respondent. The 
importance of global production varies depending on the product. In some cases it is a 
necessity for the supplier to support Scania with locally produced parts. Moreover, the 
respondent states that the importance of global production varies with the complexity of the 
component. A very complex component requires global coverage whereas a standardised item 
is less dependent of the geographical location. Apart from these criteria, Scania consider 
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warranties and claim policies as well as financial position of the company to be of average 
importance. 
 

4.1.2 Buyclasses, Dimensions and Roles at Scania 
Buyclass Practices 
Scania apply two groups of purchases, (i.e. repetitive and project purchases). The repetitive 
purchase involves the procurement of components that have been purchased before. The 
project purchases relate to the procurement of new components that require some additional 
information or adjustments. The respondent declares that Scania always have new projects 
going on, however, the proportion of project purchases is inferior to the repetitive purchases. 
The amount of completely new purchases is very low (less than one percent) at Scania and the 
PDM is unable to provide any details regarding this type of purchase. However, Scania 
deploy a module system containing several components grouped together. These components 
are purchased in a set and are also compatible with other truck models.  
 
Dimension of the Buying Centre 
The number of individuals involved in a purchase depends on the buying situation and the 
type of component. The PDM discloses that irrespective of the buying situation there is 
always a purchasing officer responsible for the purchase. However, he is not actively involved 
in all separate purchases.  
 
Project Purchase 
The number of departments involved is highly dependent of the type of component being 
purchased. The respondent states that purchasing managers are involved in heavy purchases 
and technical directors may also be involved in some purchases. Production managers are 
involved to a certain extent and take the responsibility of the component when the factory 
workers put it into production. Additionally, the material planner is allowed to share his 
opinion about which component to purchase.  
 
When it comes to the departments participating in a project purchase, the respondent discloses 
that the purchasing department and the material-planning department are always involved. 
The quality department is also involved when a quality test of the component is required. The 
construction and the after sales department are involved in some project purchases. In a 
project purchase the number of individuals involved varies between eight and twelve. 
 
Repetitive Purchases 
The respondent reveals that it is very uncommon that upper level managers are involved in 
repetitive purchases and the individuals involved are usually non-executive white-collars. The 
number of departments participating in repetitive purchases is reduced. The departments 
involved in purchases of this type are the purchasing and the material-planning department 
together with the production department and the sales department.  In a repetitive purchase the 
number of individuals getting involved varies between two and four. 
 
Allocation of Roles in Scania’s Buying Centre 
Project Purchase 
The person initiating a purchase of a new component depends on the motive to why a new 
component is being purchased. If the component is part of a new project, the initiator is likely 
to be the construction manager. However, if the reason is an issue of customer preferences, 
the initiator is more likely to be a sales manager. The project manager who acts as the 
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purchasing manager for the component makes the decision. The persons influencing the 
project purchase are all the persons involved from the purchasing, material-planning, quality, 
construction and after sales department. The purchasing officer is the one who controls the 
majority of the information in purchases related to this buyclass. The component is finally 
being used by the Production Unit (hereafter PRU).  
 
Repetitive Purchase 
In a repetitive purchasing situation the sales department is the first to recognise the need of a 
component, the purchase is thereby initiated by a salesperson. The material-planner is taking 
the decision to buy a component as well as conducting the actual purchase. There is no 
individual influencing the purchases in this type of buying situation. The contractual order is 
issued once every year, consequently only an electronic impulse initiated by the material-
planner with delivery instructions is sent to the suppliers. Apart from this impulse there is 
very little information transferred between buyer and seller regarding the purchase, and the 
PDM is unable to identify any person controlling its flow. The users of the purchased 
component are the blue-collars in the PRU. 
 

4.1.3 Advantages and Disadvantages with EDI at Scania 
Scania implemented their first EDI system in the middle of the 1980s, the system was of 
ODETTE standard. The main reason for the implementation of the EDI system was to 
improve the communication with suppliers. Scania is today using an upgraded version of 
ODETTE. Scania has however decided to implement an EDIFACT standard. An Internet-
based EDI system is also under development, which will be used with suppliers that cannot 
afford to implement a traditional EDI system. Scania do not have an EDI connection with all 
their smaller suppliers. However, the PDM believes that all of Scania’s suppliers must have 
an EDI connection with Scania in the future.  
 
The PDM comments upon various advantages of EDI. These include decreasing costs as the 
rationalised treatment of invoices allow for elimination of work tasks and a more efficient use 
of the company’s capital. Furthermore, EDI brings an increased quality of data transmission, 
better planning of the ordering as well as time efficiency. Furthermore, it has contributed to 
rationalisations of Scania’s capital. The disadvantages incorporate according to the respondent 
the high cost for Scania’s suppliers that want to implement an EDI system. Consequently a 
limited number of potential suppliers are considered when selecting the vendor. Furthermore, 
Scania have not encountered any problems regarding the recruitment of EDI-skilled people 
for the administration of the system. 
 

4.2 Case Two: Volvo Truck Corporation 
Founded in 1927, Volvo started manufacturing trucks in 1928. Volvo Truck Division was 
formed in 1969 and is the basis of what today is know as Volvo Truck Corporation (hereafter 
Volvo), the world’s third largest manufacturer of heavy trucks with sales in more than 100 
countries throughout the world. More than 90 percent of the company’s production is 
accounted for by heavy trucks (i.e. above 16 tonnes). Several series exist meeting various 
needs of different markets. The number of employees at the end of 1999 was more than 24 
000. The number of trucks delivered during the year 2000 was 81 830 and the turnover of    
62 196 million SEK. The turnover indicates a decrease of 1 percent as compared to 1999. The 
company have several times won the prestigious “Truck of the Year” award. In 1999 Volvo 
launched a take-over attempt of Scania but the European Commission put down the deal. 
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The Division of Global Purchasing is responsible for the purchases at Volvo and employs 
about 700 people. The Department of Operational Support assists the Global Purchasing 
Division with the development of processes and methods for purchasing as well as supporting 
product project managers with purchasing expertise knowledge. The department also 
participates in the procurement of prototypes. The respondent for the interview at Volvo 
works at the Division of Global Purchasing as Purchasing Director for the Department of 
Operational Support (hereafter PD) in Gothenburg. He reports to the manager of Global 
Operational Support and the Global Purchasing Director. He has been active in the purchasing 
division during the last 15 years. Prior to joining the Division of Global Purchasing, he 
worked for a couple of years in the logistics division. Once a year, negotiations take place 
with supplier where prices and terms are agreed. The purchasing of components represents 
approximately 40-50 percent of the annual turnover. 
 

4.2.1 Volvo’s Supplier Selection Criteria 
When selecting suppliers the company has established a list of general requirements. These 
requirements comprise aspects such as quality and precision in the delivery of products. The 
majority of suppliers have worked with Volvo for a long period of time. In a situation where 
there is a need to buy a product not previously purchased, the existing “old” suppliers, 
included in the list of qualified suppliers, are given the first priority to supply the needed item. 
The qualified suppliers are evaluated on a regular basis. Additionally and in case of old 
suppliers’ incapability of providing the product to a competitive price, search for new 
potential suppliers is carried out. In the case of selecting new suppliers with which the 
company has no prior experience, a supplier evaluation model is followed in order to 
determine whether or not a specific company is a suitable supplier. The evaluation is 
conducted during two days by a cross-functional team led by a person from the purchasing 
department. The PD adds that these new suppliers not have been identified by coincidence but 
because of for example competitive pricing.  
 
There are according to the respondent two groups of criteria, one of extremely high priority 
and another of secondary priority. The group of criteria that is most important when selecting 
suppliers incorporates price, quality and precision in the delivery as well as EDI capabilities. 
Volvo allow for no kind of compromise regarding these criteria and  suppliers being unable to 
fulfil any of these three criteria, is no longer considered at all. The second most important 
criteria, comprise performance history, geographical location, warranties and claim policies as 
well as spare parts. Furthermore, the PD inserts that the financial position of the supplier is of 
average importance when evaluating suppliers. 
 
Among the criteria in the first group, the price criterion is important from a competitive 
perspective allowing Volvo to keep profit margins. The PD states that this year the price 
consideration is the most crucial criteria. Moreover, quality is important due to customers’ 
expectations, reflected in the Volvo image. Quality is even one of the core values within the 
company. Delivery is an important factor because of the very short lead-times. Any stoppage 
in the supply of components will lead to production disturbances and efficiency losses. 
Moreover, the EDI capability is regarded as an extremely important requirement. 
 
In the second group, the performance history is also important when selecting component 
supplier as the company strives for long-term relationships with its suppliers. Furthermore, if 
the company once decide to remove an existing supplier from its list of qualified suppliers 
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there needs to be a significant advantage before any “re-listing” of a supplier may occur. The 
localisation of the suppliers’ production facilities is important for large-sized components as 
the transportation costs somewhat depend on its size. A second situation in which the 
localisation of the suppliers is important involves components that are highly influenced by, 
and vary with the truck model. The way a supplier handles warranties and claim policies are 
of importance as well as the commitment of providing spare parts for a long period of time 
and its financial position. The environmental friendliness and safety in the context of supplier 
selection are not evaluated to be determinant factors even though these variables are stated as 
core values at the company’s website (see Appendix Four).  
 

4.2.2 Buyclasses, Dimensions and Roles at Volvo 
Buyclass Practices 
Volvo make a clear distinction between two different processes when purchasing components. 
The first process incorporates the purchase of new components (which is called project 
purchase) and the second refers to the purchase of to existing identical components (which 
they call continuous purchase). A new component being purchased is according to the PD 
considered as a development of a component that has previously been purchased.  This is 
since Volvo when launching a new truck model, seldom “re-invents the wheel”. 
Consequently, there are only slight modifications regarding the components in a new truck 
model. As a result, the purchase of completely new components for which Volvo have no 
prior experience, is such an insignificant part of all purchases that the PD is unable to provide 
any specific information hereupon. The proportion of new components compared to the total 
of components being purchased varies with the number of new projects undertaken by the 
company. The PD estimates that the number of project purchases is fairly low whereas the 
proportion of continuous purchases is very high since there are no new projects at Volvo this 
year. 
 
Dimension of Volvo’s Buying Centre 
The persons involved in the procurement of components vary with the type of purchase being 
performed.  
 
Project Purchase 
The company do not have any separate advanced purchasing department. The person who 
normally is in charge of the procurement of a specific component will be responsible for 
project purchases of similar components. In more complex situations there may also be an 
experienced procurement officer involved in the purchase. All purchasing decisions are taken 
by the Global Sourcing Committee, which operates on the global commodity levels, (i.e. cabs, 
chassis, electricity, and vehicle dynamics). The procurement officer is responsible for 
addressing and presenting purchasing proposals. The committee meets every 14 days. For 
larger decisions, the issue is confined to the Panel Committee, guided by the director of the 
purchasing division. Additionally, the delivery-inspector is together with the factory workers 
receiving the components. When purchasing new product details, apart from the procurement 
officer, one or two persons from the following departments generally get involved: product 
development, product design, quality, logistics, (spare) parts and production. Approximately 
between seven and eleven people are involved in a project purchase at Volvo. 
 
Continuous Purchase 
For more repetitive purchases contractual orders are concluded with suppliers and prices are 
generally negotiated on a yearly basis. When a truck is sold, impulses are sent to the factory 
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that breaks the impulse into smaller pieces, which ends up by forming a delivery schedule. In 
this situation the procurement officer is rarely involved in any form and the process is instead 
administered by the delivery-inspector. The delivery schedule is updated every night for the 
most frequently used components and two days per week for less frequent components. 
Between two and three people participate in a continuous purchase. 
 
Allocation of Roles in Volvo’s Buying Centre 
Project Purchase 
The person initiating a purchase of a new product varies with the underlying reason to why a 
new component is being purchased. If the component is part of a new project or contributes to 
rationalisations, the initiator is likely to be the group planner. However, if the reason is an 
issue of market demand, the initiator is more likely to be a sales manager. The responsible 
procurement officer takes the decision after consulting with the Global Sourcing Committee 
or the Panel Committee described previously. When it comes to the people influencing the 
purchase of components, the PD discloses that the engineers in the Product Development 
Department are most influential in purchases of components where technical specifications 
are predominant. In purchases where price is the most important factor, the procurement 
officer exerts the major influence. The procurement officer who is also controlling the 
majority of information issues the order. However, there are in some cases direct contact 
between the supplier and the engineers in the Product Development Department. In these 
situations, the engineers are supposed to keep the responsible procurement officer updated 
about how the purchase is proceeding. The factory workers assembling the truck use the 
component. 
 
Continuous Purchase 
In a continuous purchase situation it is the salesperson selling a truck that initiates the 
procurement. The decision to buy the required components is taken by the delivery-inspector. 
No individual is exerting influence on the acquisition. The “order” which is more like a 
delivery impulse, is issued by the delivery-inspector. The only information communicated 
between Volvo and the supplier is the instructions for the delivery. The factory workers again 
use the components. 
 

4.2.3 Advantages and Disadvantages with EDI at Volvo 
Volvo implemented its first EDI system in the middle/end of the 1980s. The chosen standard 
was ODETTE as this was the most widely accepted standard. Today the company is step by 
step converting its ODETTE system in order to make it harmonising with EDIFACT. The 
infrastructure deployed is the telephone network. However, currently the company is 
undertaking development activities of a Web-EDI system. This system is set up for small 
component suppliers that have difficulties in investing in traditional EDI systems. This group 
of suppliers is very insignificant, representing less than 5 percent of all the suppliers of 
production material components.  
 
The advantages of the company’s EDI system are according to the PD cost savings (EDI has 
facilitated the receiving of invoices), enhanced quality of data (e.g. more structured data), 
time efficiency (e.g. suppliers often integrate the EDI system with their own master 
production schedule systems) as well as a better planning of the company’s resources. 
Moreover, the EDI system has increased the frequency of messages sent between Volvo and 
its suppliers and the inventory has been reduced. 
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The drawbacks of EDI are among others the high costs associated with the implementation. 
This is a disadvantage as smaller suppliers often have scarce resources and therefore may 
chose not to establish any EDI connection. One measure undertaken in order to tackle this 
problem is the development of the Web-EDI enabling a less expensive digital communication 
similar to the EDI system. Another problem associated with the EDI system is the difficulty in 
recruiting staffs that keep the system running. The respondent also states that EDI is a general 
requirement when selecting suppliers and that most companies supplying components to the 
heavy truck industry are equipped with a functioning EDI system. Apart from the delivery 
schedule, the EDI system is used for sharing blueprints, sending orders etc. In the future, 
Volvo are planning to convert completely to the EDIFACT standard. 
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5. Analysis 
n this chapter we start comparing the empirical findings with the frame of reference 
(within-case analysis) provided in chapter two. In the second part of the chapter we 

compare the two cases with each other (cross-case analysis). In the within-case analysis there 
are tables showing comparisons between the empirical findings and corresponding theory. In 
the cross-case analysis the comparative tables illustrate the two cases. 
 
In situations throughout the entire analysis where there is a match between the variables 
compared, the cell is shaded in grey. In occurrence of data retrieved in one case, having no 
equivalence in the other case or in theory, not applicable (hereafter N/A) is displayed. 
 

5.1 Within-case Analysis: Scania 
 
In the following section we analyse the first research question, which was stated as: “How can 
the supplier selection criteria for buying components in the automotive industry be 
described?”  

5.1.1 Supplier Selection Criteria at Scania 
The most important criteria when selecting suppliers is environmental friendliness of the 
components and the suppliers’ production process. Another criterion of extreme importance is 
the safety. Three other criteria of extreme importance are quality, delivery and 
communication system. Apart from three criteria, (i.e. environmental friendliness, safety and 
spare parts) Dickson’s study reflects Scania’s selection criteria. Nevertheless, there are some 
irregularities concerning the priority some criteria are given. In table 5.1 Scania’s selection 
criteria are presented and also compared with the ranking stated by Dickson (1966).  
 
Table 5.1: Within-case Analysis – Selection Criteria at Scania 

Scania’s Evaluation Criteria Dickson’s (1966)  Evaluation 
Extreme Importance Environmental friendliness N/A 
Extreme Importance Safety N/A 
Extreme Importance Quality Extreme importance 
Extreme Importance Delivery Extreme importance 
Extreme Importance Communication system Considerable importance 
Considerable Importance Price Considerable importance 
Considerable Importance Spare parts N/A 
Considerable Importance Geographical location Average importance 
Average Importance Warranties and claim policies Extreme importance 
Average Importance Financial position Considerable importance 

 
Environmental friendliness and safety are the criteria of highest priority to Scania. These two 
criteria are however not included in Dickson’s study. It is interesting to notice the importance 
Scania address these criteria and we believe this may be due to an increased environmental 
awareness among various stakeholder or interest groups and escalating safety concerns. 
Dickson’s study was conducted in 1966 and as the environmental debate were not very 
widespread, the manufacturing industry suffered from little pressure regarding pollution 
restrictions. Quality and delivery are by both Scania and Dickson’s study evaluated to be of 
extreme importance, which is not very surprising as this has been a tendency for a long time 
in industrial buying. Scania assess the communication system criterion as extremely 
important, whereas Dickson’s research judged the criterion only to be of considerable 

I 
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importance. This may occur since Dickson conducted his study before the invention of EDI, 
today the production process has changed and now require a fast and reliable communication 
between the buyer and seller. Another cause for the significance of efficient communications 
might be the importance of quickly response to changing orders from customers. In 
accordance with Dickson’s findings, Scania estimate the price criterion to be considerably 
important and emphasise that the total cost of producing the truck is taken into account. This 
requires a long-term strategy for the purchase of components. Spare parts are not included in 
Dickson’s study but regarded as of considerable importance by Scania. This is an interesting 
issue and may depend on the industry chosen as the turnover of spare parts in the heavy truck 
industry is huge. The geographical location is by Scania evaluated to be of considerable 
importance given certain components. This criterion is assessed to be of average importance 
in Dickson’s study. The reason may be related to issues such as JIT in response to shorter lead 
times or an attempt to decrease transportation costs. The warranties and claim policies as well 
as the financial position are by Scania evaluated to be of average importance but in Dickson’s 
study the former is given extreme importance and the latter considerable importance. Among 
the top ten criteria found by Dickson there were four criteria not mentioned by Scania. These 
included performance history, production facilities, technical capability, and procedural 
compliance. These criteria are probably considered but do not exert a major influence on the 
decision. 
 
As Scania’s evaluation of selection criteria simply match with three of the top ten criteria 
proposed by Dickson we question his study as a good description of the supplier selection 
criteria for this case.  
 

5.1.2 Buyclasses, Dimensions and Roles at Scania 
In this very section we provide a within-case analysis related to the second research question, 
which was stated as: “How can the dimensions and roles in the buying centre be described in 
the different buyclasses when buying components in the automotive industry?” 
 
Buyclass Practices 
We identified Scania to categorise purchases into two main groups of purchasing processes, 
(i.e. project purchase and repetitive purchase) hence, we can only apply two buyclasses 
proposed by Robinson et al. (1967). The project purchase conducted by Scania corresponds to 
the buyclass “modified rebuy” since they both relate to a purchase based on some previous 
experience. The “repetitive purchase” refers to the straight rebuy situation in theory. More 
precisely, we consider a straight rebuy to start once the customer has given a specified order 
of a truck (with all the features stated). We will in the analysis of the straight rebuy not 
include the negotiations that take place before the annual contractual agreement is signed. We 
found a “new task” buying situation at Scania to be irrelevant to study, this is since it 
represents less than one percent of the purchases of components. An analysis of this buyclass 
would not be meaningful and is therefore not included in our analysis about the dimensions 
of, and the roles in the buying centre. 
 
Dimensions of the Buying Centre 
Referring to the dimensions chosen for this study, we present the following analysis. 
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Vertical involvement 
The hierarchical levels involved in a modified rebuy (project purchase) situation at Scania are:  
 

• policy level management (e.g. purchasing manager and sales manager)  
• upper level operating management (e.g. technical directors and purchasing officer) 
• lower level operating management (e.g. production manager and material planner) 
• production workers 

 
In a straight rebuy situation the hierarchical levels include the upper level operating 
management (purchasing officer), lower level operating management (material planner) and 
production workers. Ownership and top management are not involved in the purchase of 
components for any of the two buyclasses. 
 
Lateral involvement 
The number of departments involved in a modified rebuy situation is six and they are: 
 

• purchasing department 
• material-planning department 
• quality department 
• construction department 
• production department 
• after sales department 

 
In a straight rebuy situation the number of departments is reduced to incorporate only the four 
cited below: 
 

• sales department 
• purchasing department 
• material planning 
• production department 

 
Extensivity 
The number of people involved in a modified rebuy purchase varies between eight and 
twelve, for a straight rebuy the same figure is two to four. 
 
We find the three dimensions described by Johnston and Bonoma (1981) to be of significant 
help when describing the different dimensions of Scania’s buying centre as it enabled us to 
measure the qualitative information. We suppose the difference in the number of hierarchical 
levels, lateral involvement and extensivity between a modified and a straight rebuy to depend 
on the fact that straight rebuys are conducted on a routine basis with less decisions to make. 
Furthermore, we estimate that the EDI system reduces the need for hierarchical levels, 
departments and individuals to participate, as parts of the procurement is automated 
electronically. Another concern worthwhile noting is that once a new component (modified 
rebuy) has been tested and put into production, there is no need for capability testing etc. 
when buying the component on a repetitive basis. 
 
Roles in the Buying Centre 
Referring to the roles in the buying centre cited by Bonoma (1982) we present the following 
analysis. 
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Modified rebuy 
The initiator in a modified rebuy situation is either a construction manager or a sales 
manager. The project manager (purchasing manager for the specific component) is the 
decider. The influencers are all the project-members (i.e. people from the following 
departments: purchasing, material-planning, quality, construction and after sales). The 
purchasing officer is purchaser and gatekeeper in this type of purchase. Finally, the 
production workers use the component. 
 
Straight rebuy 
In a straight rebuy the initiator is the salesperson and the material-planner acts as decider. 
However, nobody exerts any influence on the purchase. The material-planner also acts as 
purchaser, activating the order which is sent electronically. The gatekeeper role is in such a 
situation vanished. The users of the component are the production workers. A topic worth 
noting is the role of Scania’s material-planner who is a small influencer in a project purchase 
but given a more dominant role as decider and purchaser in a repetitive purchase. 
Furthermore, the gatekeeper and influencer roles in a straight rebuy disappear. Possible 
explanations for this are 1) since the purchase is made on a routine basis, there is no need for 
the exchange of information, 2) there are no opportunities to influence the purchase since a 
contractual agreement already has been signed about price and conditions for payment and 3) 
the EDI eliminates work tasks that were previously occupied by professionals.  
 
The theory about roles in the buying centre proposed by Bonoma (1982) is very useful in a 
modified rebuy situation when identifying the persons active in the purchasing of components 
at Scania. However, there are some difficulties in the identification of roles in a straight rebuy 
situation. This is since two roles, by the company are intentionally made redundant or 
eliminated.  
 

5.1.3 Advantages and Disadvantages of an EDI system 
This section provides an analysis of the third research question, which was stated as: “Why 
(with regard to advantages and disadvantages) do buying companies in the automotive 
industry utilise EDI systems?” 
 
Referring to the advantages and disadvantages of an EDI system described by Fredholm 
(1995) we present whether or not Fredholm’s findings are perceived or not, by Scania. 
 
Table 5.2: Within-case Analysis – Advantages and Disadvantages Perceived by Scania 
Advantages Perceived Not perceived 
decreasing costs X  
increased quality of data X  
time efficiency X  
better planning  X  
more extensive information sharing  X 
rationalisation of capital X  
elimination of work tasks X  
possibility to find new business partners  X 
 

Disadvantages   
EDI is expensive X  
Lacking knowledge  X 
few EDI-enabled companies  X 
Specialisation  X 
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We find Fredholm’s (1995) study to not be very representative for the perceived advantages 
and disadvantages of an EDI system by Scania. Scania have so far not increased the amount 
of information shared with their suppliers even though the frequency of messages transferred 
has increased. Neither have Scania experienced the use of the EDI system as a mean of 
finding new business partners. On the contrary, we believe that Scania’s potential suppliers 
are more likely to see EDI as a possibility to find new business partners. Scania have so far 
not faced any problems with lacking knowledge about EDI. When needed, they have without 
problem recruited skilled people. Furthermore, as near all suppliers in the automotive industry 
are EDI compatible, Scania do not agree on the low EDI penetration. EDI has neither brought 
more complicated work tasks. 
 

5.1.4 Summary of Within-case Analysis: Scania 
In figure 5.1 a summary is provided for the within-case analysis of Scania. The supplier 
selection criteria of extreme importance are displayed. The dimensions and roles in the buying 
centre are specified for two different buyclasses and finally the advantages and disadvantages 
of an EDI system are presented. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.1: Summary of Within-case Analysis: Scania 

 

EDI system [][][][][]
  

Advantages 
• decreasing costs 
• increased quality of data  
• time efficiency  
• better planning 
• rationalisation of capital  
• elimination of work tasks  

 
Disadvantages 

• EDI is expensive  
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 • environmental friendliness  
• safety 
• quality 
• delivery 
• communication system 

BC Dimensions 
• vertical involvement: 4 levels 
• lateral involvement: 6 departments 
• extensivity: 8-12 individuals 

BC Roles 
• initiator: sales/construct. manager 
• decider: project manager 
• influencers: project members 
• purchaser: purchasing officer 
• gatekeeper: purchasing officer 
• users: production workers

BC Dimensions 
• vertical involvement: 3 levels 
• lateral involvement: 4 departments 
• extensivity: 2-4 individuals 

BC Roles 
• initiator: salesperson 
• decider: material-planner 
• purchaser: material-planner 
• users: production workers 

modified 
rebuy 

straight 
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5.2 Within-case Analysis: Volvo 
 
In the following section we analyse the first research question, which was stated as: “How can 
the supplier selection criteria for buying components in the automotive industry be 
described?” 

5.2.1 Supplier Selection Criteria at Volvo 
The most important criterion when selecting suppliers is for Volvo the price. Quality and 
precision in the delivery (delivery) as well as EDI capability (communication system) are also 
extremely important criteria when selecting suppliers. Other less important criteria include the 
performance history, warranties and claim policies, spare parts, as well as environmental 
friendliness and safety. The localisation of the suppliers’ production facilities are in some 
situations of relatively high importance. These situations include supplying of large-sized and 
by truck model varying components. 
 
We identify most of these criteria among Dickson’s (1996) selection criteria apart from the 
spare part, environmental friendliness and the safety criteria. However, there are some 
differences regarding the priority certain criteria are given. In table 5.3 provided below 
Volvo’s selection criteria are presented and also compared with the ranking stated by Dickson 
(1966).  
 
Table 5.3: Within-case Analysis – Selection Criteria at Volvo 

Volvo’s Evaluation Criteria Dickson’s (1966) Evaluation 
Extreme importance (top priority) Price Considerable importance 
Extreme importance Quality Extreme importance 
Extreme importance Delivery Extreme importance 
Extreme importance Communication system Considerable importance 
Considerable importance Performance history Extreme importance 
Considerable importance Warranties and claim policies Extreme importance 
Considerable importance Spare parts N/A 
Considerable importance Geographical location Average importance 
Average importance Financial position Considerable importance 
Average importance Environmental friendliness N/A 
Average importance Safety N/A 

 
As visualised in table 5.3 price is given top priority by Volvo while Dickson’s study ranks the 
price criterion only as being of considerable importance. The focus on price is a result of the 
competitive pressure and decreasing sales. The quality and delivery criteria are ranked as 
being of extreme importance both in theory and by Volvo. Volvo looks upon the 
communication system as extremely important whereas Dickson’s study addresses this 
criteria no more than considerable importance. We believe the reasons for this to be same as 
for Scania, (i.e. EDI implementation, changes in the production process and quick response). 
When it comes to the performance history as well as warranties and claim policies, Volvo 
evaluated the criteria to be of considerable importance while Dickson judged them to be of 
extreme importance. This might be the fact because of that certain criteria inevitable must be 
prioritised higher than others if to find any supplier at all. Spare parts are not included in 
Dickson’s study but considered to be of considerable importance by Volvo. We would here 
like to refer to the reasoning about the high turnover of spare parts within the truck industry. 
The geographical location is in some cases regarded as of considerable importance by Volvo, 
whereas Dickson’s study simply gives it average importance. Here as well we would like to 
refer to the analysis of Scania, (i.e. JIT and transportation costs). The financial position 
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together with environmental friendliness and safety are given average importance by Volvo, 
financial position is evaluated as considerable important by Dickson’s research and the two 
latter are not applicable in the study.   
 
Among the top ten criteria found by Dickson there were two, not at all mentioned by Volvo. 
These  included technical capability and procedural compliance, which were stated as of 
considerable importance. Volvo probably considers these criteria but they do not exert a 
major influence on the decision. As Volvo’s assessment of selection criteria only match with 
two of the top ten criteria proposed by Dickson, we again question his study as a good 
description of the supplier selection criteria for this case.  
 

5.2.2 Buyclasses, Dimensions and Roles at Volvo 
This section provides a within-case analysis related to the second research question, which 
was stated as: “How can the dimensions and roles in the buying centre be described in the 
different buyclasses when buying components in the automotive industry?” 
 
Buyclass Practices 
We identified Volvo applying mainly two different purchasing processes, (i.e. project 
purchase and continuous purchase). Therefore we can only pertain two buyclasses proposed 
by Robinson et al. (1967). The project purchase conducted by Volvo corresponds to the 
buyclass “modified rebuy” since they both relates to a purchase based on some previous 
experience. The “continuous purchase” refers to the straight rebuy situation in theory. We 
consider a straight rebuy to start when a specified order of a truck is received (with all the 
features stated). We will in the analysis of the straight rebuy not include the negotiations that 
take place before the annual contractual agreement is signed with Volvo’s suppliers. We 
found irrelevant to study a “new task” buying situation at Volvo, due to the fact that it 
represents a minimal percentage of all the purchases of components. An analysis of this 
buyclass would not be evocative and is therefore not included in our analysis about the 
dimensions of, and the roles in the buying centre. 
 
Dimensions of the  Buying Centre 
Referring to the dimensions of the buying centre hypothesised by Johnston and Bonoma 
(1981) we present the following analysis. 
 
Vertical involvement 
The hierarchical levels involved in a modified rebuy (project purchase) situation at Volvo are:  
 

• policy level management (e.g. panel committee - purchasing director)  
• upper level operating management (e.g. procurement officer)  
• lower level operating management (e.g. production manager and delivery-inspector) 
• production workers 

 
In a straight rebuy (repetitive purchase) situation the hierarchical levels are much less, 
including no more than lower level operating management (delivery-inspector/controller) and 
production workers. Ownership and top management are not at all involved in the purchase of 
components. 
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Lateral involvement 
The number of departments involved in a modified rebuy situation is seven and the concerned 
departments are listed below: 
 

• purchasing department 
• product development department 
• product design department 
• quality department 
• logistics department 
• spare parts department 
• production department 

 
In a straight rebuy situation the number of departments is reduced to incorporate only three, 
namely: 
 

• Sales department 
• Material planning department 
• Production department 

 
Extensivity 
The number of people involved in a modified rebuy purchase is between seven and eleven and 
for a straight rebuy the same figure is two to three. 
 
We find the three dimensions described by Johnston and Bonoma (1981) to be of significant 
help when describing the different dimensions for the case of Volvo too. We suppose that the 
difference in the number of hierarchical levels, lateral involvement and extensivity between a 
modified and a straight rebuy, depend on the same variables as for Scania (i.e. routine-based 
purchases, impact of EDI and less testing). 
 
Roles in the Buying Centre 
Referring to the roles in the buying centre described by Bonoma (1982) we present the 
following analysis for Volvo. 
 
Modified Rebuy 
The initiator in a modified rebuy situation is either a group planner or a sales manager. The 
procurement officer is the decider and the influencers are the product development engineers 
and the procurement officer. The procurement officer is also purchaser and gatekeeper. The 
users of the component are the factory workers. 
 
Straight Rebuy 
In a straight rebuy the initiator is a salesperson. The delivery-inspector acts as decider and 
apparently nobody exerts any influence. The delivery-inspector is the purchaser who also 
activates the order, which is sent electronically. The gatekeeper role in this type of buying 
situation is vanished since there is no information to handle except the delivery instructions. 
The users of the component are the factory workers. 
 
Volvo’s key actor in a project purchase is the procurement officer. However, his role as a key 
person in a continuous purchase is replaced by the delivery-inspector. Regarding the 
disappearance of the influencer and gatekeeper role follow the same reasoning as for Scania 
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(i.e. routine based purchases, contractual agreements already signed and EDI eliminates work 
tasks).  
 
The theory about roles in the buying centre proposed by Bonoma (1982) is very useful in a 
modified rebuy situation when identifying the persons active in the purchasing of components 
at Volvo. However, there are some difficulties in the identification of individuals in a straight 
rebuy situation here as for Scania, (i.e. since several roles are made redundant or eliminated). 
 

5.2.3 Advantages and Disadvantages of an EDI system 
This section provides an analysis of the third research question, which was stated as: “Why 
(with regard to advantages and disadvantages) do buying companies in the automotive 
industry utilise EDI systems?” 
 
Referring to the advantages and disadvantages of an EDI system described by Fredholm 
(1995) we present in table 5.4 whether or not Volvo perceive Fredholm’s findings. 
 
Table 5.4: Within-case Analysis – Advantages and Disadvantages Perceived by Volvo 
Advantages Perceived Not perceived 
decreasing costs X  
increased quality of data X  
time efficiency X  
better planning  X  
more extensive information sharing X  
rationalisation of capital X  
elimination of work tasks X  
possibility to find new business partners  X 
 

Disadvantages   
EDI is expensive X  
lacking knowledge X  
few EDI-enabled companies  X 
Specialisation  X 

 
We find Fredholm’s (1995) study to be quite representative for the perceived advantages and 
disadvantages of an EDI system by Volvo. The EDI system has brought cost reductions, 
enhanced the quality of data and improved the time efficiency. It has also provided Volvo a 
better planning and allowed for more extensive information sharing with suppliers as well as 
rationalised the use of capital and eliminated some work tasks. However, Volvo have not 
experienced the use of the EDI system as a means of finding new business partners and it see 
the high costs as a disadvantage of EDI. Volvo have faced difficulties with lacking knowledge 
about EDI and problem with finding adequate persons. Furthermore, a majority of the 
suppliers in the truck industry are EDI compatible thus, Volvo do not agree on the low EDI 
penetration. EDI has neither brought more complicated work tasks. 
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5.2.4 Summary of Within-case Analysis: Volvo 
In figure 5.2 a summary is provided for the within-case analysis of Volvo. The supplier 
selection criteria of extreme importance are displayed. The dimensions and roles in the buying 
centre are specified for two different buyclasses and finally the advantages and disadvantages 
of an EDI system are presented. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.2: Summary of Within-case Analysis: Volvo 

5.3 Cross-case Analysis 
In this section a cross-case analysis is presented in order to identify similarities and 
differences between the two cases. The first theoretical variable to be analysed is the supplier 
selection criteria, thereafter dimensions and roles in the buying centre and finally the 
advantages and disadvantages of an EDI system are compared within the cases. 
 

5.3.1 Selection Criteria 
In table 5.5 Scania’s and Volvo’s evaluation of the supplier selection criteria are presented 
and compared.  
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• increased quality of data  
• time efficiency  
• better planning 
• more extensive information sharing  
• rationalisation of capital  
• elimination of work tasks  
 

 
Disadvantages 

• EDI is expensive  
• lacking knowledge 
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BC Dimensions 
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• lateral involvement: 3 departments 
• extensivity: 2-3 individuals 
 
BC Roles 
• initiator: salesperson 
• decider: delivery-inspector 
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Table 5.5: Cross-case Analysis – Selection Criteria for Scania and Volvo 
Scania’s Evaluation Selection Criteria Volvo’s Evaluation 

Extreme importance Environmental friendliness Average importance 
Extreme importance Safety Average importance 
Extreme importance Quality Extreme importance 
Extreme importance Delivery Extreme importance 
Extreme importance Communication system Extreme importance 
Considerable importance Price Extreme importance (top priority) 
Considerable importance Spare parts Considerable importance 
Considerable importance Geographical location Considerable importance 
Average importance Warranties and claim policies Considerable importance 
Average importance Financial position Average importance 
N/A Performance history Considerable importance 
 
The environmental friendliness and safety criteria are by Scania stated to be of extreme 
importance whereas Volvo state them to be of average importance. The criteria of quality, 
delivery and communication system are by both cases given extreme importance. The price 
criterion is by Scania assessed to be of considerable importance but considered extremely 
important by Volvo. Both Scania and Volvo state spare parts and geographical location as of 
considerable importance. Warranties and claim policies are prioritised to be of average 
importance for Scania and of considerable importance for Volvo. The financial position is by 
both companies considered to be of average importance. At Scania the performance history is 
not mentioned as a criterion, however Volvo addresses this issue considerable important. 
 
The most remarkable difference between the cases is Scania’s environmental and safety 
concerns. Even though Volvo clearly communicate the environmental friendliness and safety 
of their trucks, they do not pay the same attention when it comes to evaluating the 
environmental concern of the suppliers’ production process and components as long as the 
truck itself meets the minimal criteria for what is accepted as environmental friendly. Volvo 
seem to consider safety only for the finished goods (i.e. a safe truck to drive) while Scania 
incorporates their factory workers in the safety concerns (i.e. the components should also be 
safe to assemble). A third interesting difference is the price criterion that is substantially 
higher ranked by Volvo than by Scania. There may be several reasons for this. One might be 
that Volvo is under pressure from shareholders to improve profits margins. Another possible 
explanation is decreasing sales of Volvo. A final remark to be made is that Scania to 100 
percent operate in the heavy truck segment, which also is the most profitable one. However, 
Volvo operate (even if very limited) in lighter truck segments that are less profitable.  
 

5.3.2 Buyclasses, Dimensions and Roles at Scania and Volvo 
Buyclass Practices 
Scania and Volvo have grouped their purchases in a similar way (i.e. project purchase and 
repetitive/continuous purchase). However, Scania run new projects on a continuous basis 
whereas Volvo this year have no new projects. Consequently, the amount of modified rebuys 
is more elevated at Scania than at Volvo. The extra resources that are required for running 
new projects may cause this since a project purchase involves more departments and 
individuals as compared to a straight rebuy. However, if a project proves to be successful it 
may generate an improved product, which further may increase the sales.  Another reason for 
why Volvo chose not to start any new projects might be conditional on the fact that the 
company do not have any such need. 
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Dimensions of the Buying Centre 
In table 5.6 provided below we compare the vertical and lateral involvement as well as the 
extensivity of the buying centre for the two cases.  
 
Table 5.6: Cross-case Analysis – Dimension of the Buying Centre  

Scania Dimensions of the BC Volvo 

1. Policy level 1. Policy level 
2. Upper level 2. Upper level 
3. Lower level 3. Lower level 
4. Production workers 

Vertical involvement in a modified 
rebuy 

4. Production workers 

1. Upper level N/A 
2. Lower level 1. Lower level 
3. Production workers 

Vertical involvement in a straight 
rebuy 

2. Production workers 
 

1. Purchasing department 1. Purchasing department 
2. Material-planning department 2. Logistics 
3. Construction department 3. Product development department 
4. Quality department 4. Quality department 
5. After sales department 5. Spare parts department 
6. Production department 6. Production department 
N/A 

Lateral involvement in a modified 
rebuy 

7. Product design department 

1. Sales department 1. Sales department 
2. Production department 2. Material planning department 
3. Material planning 3. Production department 
4. Purchasing department 

Lateral involvement in a straight 
rebuy 

N/A 
 

8-12 Extensivity in a modified rebuy 7-11 

2-4 Extensivity in a straight rebuy 2-3 

 
The number of hierarchical levels (four) in a modified rebuy situation is the same for the two 
organisations. However, in a straight rebuy situation, Scania outdo Volvo with one level 
(three against two). Regarding the lateral involvement in a modified rebuy, Scania incorporate 
six different departments where the corresponding number for Volvo is seven. In a straight 
rebuy situation, the departments are by Scania reduced to four and by Volvo to three. When it 
comes to extensivity, the number of people participating in a modified rebuy is at Scania 
between eight and twelve persons. This figure for Volvo is between seven and eleven. The 
extensivity in a straight rebuy is for Scania between two and four, whereas for Volvo only two 
to three individuals get involved. 
 
Following the discussion from the within-case analysis about the decreasing number of levels, 
departments and individuals getting involved in a straight rebuy as compared to a modified 
rebuy, the similarities of the dimensions of the buying centre between the two cases are 
salient. We believe this to occur due the organisational structure likeness of the two 
companies. Even though Volvo have no department called “advance purchasing” like Scania, 
the department of ”operational support” performs similar functions. Hence, departments are 
given different names although they exert equal functions. Moreover, we presume that the 
process of buying components is conducted in an industry-wide standardised manner. Both 
the companies are active members of the EDI interest organisation ODETTE, where among 
other, truck manufacturers collaborate in finding optimal solutions for the purchase of 
components.  
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Roles in the Buying Centre 
In table 5.7 we make a comparison of the identified roles within the two organisations’ buying 
centre. 
 
Table 5.7: Cross-case Analysis – Roles in the Buying Centre 

Scania – project purchase Roles in the BC - modified rebuy Volvo – project purchase 
Sales manager Sales manager 
Construction manager 

Initiator 
Group planner 

Project manager (purchasing 
manager) 

Decider 
Procurement officer 

Project members from: 
- purchasing 
- material-planning 
- quality 
- construction 

Influencers 

Procurement officer 
Product development engineers 

Purchasing officer Purchaser Procurement officer 
Purchasing officer Gatekeeper Procurement officer 
Production workers Users Factory workers 
 

Scania – repetitive purchase Roles in the BC - straight rebuy Volvo – continuous purchase 
Salesperson Initiator Salesperson 
Material-planner Decider Delivery-inspector 
N/A Influencer N/A 
Material-planner Purchaser Delivery-inspector 
N/A Gatekeeper N/A 
Production workers Users Factory workers 

 
Modified Rebuy 
The initiator in a modified rebuy is for Scania a sales manager or a construction manager. The 
sales manager is also initiator at Volvo but here the second initiator is a group planner. 
Scania’s project manager is decider, whereas the procurement officer has the same role at 
Volvo. The influencers at Scania are all the members of a project and at Volvo, the main 
influencers are the procurement officer and the product development engineers. Regarding the 
purchaser, gatekeeper and users, the roles are distributed equally for the two cases. 
 
Straight Rebuy 
The initiator in a straight rebuy is for both companies a salesperson. The decider and 
purchaser are acted by the material-planner (Scania) and the delivery-inspector (Volvo). No 
influencer or gatekeeper is involved and the production and factory workers are the users of 
the components. These roles are identical for the two cases in the straight rebuy situation.  
 
In a modified rebuy situation, the roles are allocated in a very similar manner for the two 
organisations. Nevertheless, there is one main difference identified concerning the influencers 
in a modified rebuy. It seems that Scania try to capture influences from more people and 
departments than Volvo when buying components. Different organisational cultures might be 
a reason for this variation. Another reason might be that Scania while engaging in a project 
purchase, actively strive for creative ideas and alternative views in the process of buying 
components.  In addition, there is a slight dissimilarity regarding one of the initiators for the 
two companies. We presume that Scania’s construction manager is more technically 
knowledgeable than his counterpart, the group planner of Volvo. However, they both react on 
the need for modifications and thus, initiating the purchasing process. 
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5.3.3 Advantages Disadvantages of an EDI system 
In table 5.8 we make a comparison of the advantages and disadvantages perceived by the two 
organisations with reference to their EDI system. 
 
Table 5.8: Cross-case Analysis – Advantages and Disadvantages of an EDI system 

Scania Volvo 
Perceived Not perceived 

Advantages of EDI 
Perceived Not perceived 

X  decreasing costs X  
X  increased quality of data X  
X  time efficiency X  
X  better planning  X  
 X more extensive information sharing X  

X  rationalisation of capital X  
X  elimination of work tasks X  
 X possibility of new business partners  X 

  Disadvantages of EDI   
X  EDI is expensive X  
 X lacking knowledge X  
 X few EDI-enabled companies  X 
 X specialisation  X 

 
Decreasing costs, increased quality of data and time efficiency are perceived by both 
companies as advantages. Scania do not consider more extensive information sharing as 
advantage, although this is the case for Volvo. Both companies consider rationalisation of 
capital and elimination of work task a result of implementing an EDI system. Neither do the 
two cases see the possibility of finding new business partners by the use of EDI. When it 
comes to the disadvantages, Scania and Volvo reckon EDI as expensive and Volvo have 
encountered problems with the recruitment of qualified EDI administrators. At Scania no such 
problem exist. None of the organisations are of the opinion that there are few EDI-enabled 
companies, nor that work tasks have been considerably specialised as a consequence of the 
EDI implementation. 
 
It is interesting to study the resemblance of the perceptions revealed by the two cases. As both 
companies as revealed earlier are members of ODETTE, it is obvious that the systems are run 
in a very similar manner. However, Scania have not applied a more extensive information 
sharing with its suppliers, which in fact is the case for Volvo. This might be explained if 
Scania have no need for a more extensive sharing. The second miss-match regarding the lack 
of qualified system administrators, the geographical variable might be decisive. The closeness 
to the capital might attract EDI skilled people to Scania.   
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6. Conclusions and Recommendations 
n this last chapter we address the overall conclusions of this study, the recommendations 
for management as well as some suggestions for future research. It is essential to consider 

the conclusions of this study as the outcome of the investigation of the two case studies, 
Scania and Volvo. The conclusions should be assessed in relation to the research methods 
used.  
 

6.1 Overall Conclusions 
The selected theoretical variables were very helpful in providing structure to our research. 
However, some of these variables (i.e. Dickson, 1966 and Bonoma, 1982) to some extent 
failed to adequately reflect more modern industrial buying behaviour. This is probably caused 
by the fact that the heavy truck industry in Sweden really is in the forefront of integrating EDI 
applications. Therefore we conclude that Warkentin et al. (2001) made a good remark when 
stating that electronic exchanges connecting buyers and sellers are having a significant impact 
on IBB. Consequently, it is not very surprising to find some of the variables investigated to be 
slightly “out of date”. In the following section we attempt to present our main findings in 
relation to the research questions stated in chapter one. 
 
We would like to remind the reader of the first research question which was stated as follows: 
 

• How can the supplier selection criteria for buying components in the automotive 
industry be described? 

  
This question brought up some interesting issues about supplier selection criteria in the 
Swedish heavy truck industry. The first finding of this study is that the most important 
supplier selection criteria shared by both companies are quality, delivery and communication 
system. What is more, we are quite surprised about the fact that Volvo do not evaluate 
environmental friendliness and safety as extremely important criteria when selecting suppliers 
of components, as Scania would not under any circumstances compromise on these criteria. 
The environmental regulations are increasingly sharpened and we believe Volvo may 
encounter problems with various pressure groups. There is also a risk that Volvo’s “duplicity” 
may harm the brand image, as environmental concern is stated as one of the core values. 
Therefore, the second finding we would like to address is that the supplier selection criteria 
applied by a Swedish truck manufacturer do not necessarily have to be convergent with the 
company’s corporate values.   
 
What is more, the price criterion so highly prioritised by Volvo is a clear attempt of the 
company to lower its production costs. If the focus on price results in cheaper components, 
there is no doubt about that Volvo rapidly will increase its profit margins as Gadde and 
Håkansson (1994) describe components to represent a large percentage of the total cost of a 
vehicle. We can therefore assume that a Swedish truck manufacturer under financial pressure 
address the price criterion as a dominant variable. 
 
The second research question was formulated in the following manner: 
 

• How can the dimensions and roles in the buying centre be described in the different 
buyclasses when buying components in the automotive industry? 

 

I 
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There is a clash with the theory about buyclasses formulated by Robinson et al. (1967) as 
purchases in the Swedish truck industry are divided into two groups (i.e. modified and straight 
rebuy) and not three as suggested in theory. We believe the absence of new task purchases to 
depend on the fact that not much have revolutionised the basic components in a truck since its 
invention. Furthermore, since Volvo this year clearly state that no new projects are 
undertaken, we believe this to make part of the firm’s strategy of increasing profit margins 
given that project purchases require more resources. We found that the two buyclasses stated 
above are representative for how truck manufacturers in Sweden categorise their purchases.  
 
The dimensions and roles in the buying centre represent nearly a perfect match between the 
cases. We found less vertical and lateral involvement as well as less individuals to participate 
in a straight rebuy situation than in a modified rebuy. Moreover, we identified a reduction of 
the roles in the buying centre (i.e. the influencer and gatekeeper roles are eliminated) in a 
straight rebuy situation. We believe this match occurs because of a shared interest to find the 
most efficient solution for buying components. While doing so, both companies can gain 
competitive edge, resulting in improved and less expensive trucks to the benefit of their 
customers. Information about the procedure of buying components is not considered as 
strategic or confidential and therefore we assume both companies to have access to the same 
amount of information of how to buy efficiently. 
 
The last question raised was: 
 

• Why (with regard to advantages and disadvantages) do buying companies in the 
automotive industry utilise EDI systems? 

  
Regarding the investigation of advantages and disadvantages of an EDI system, we mainly 
found the underlying reason for implementing EDI to be an improvement of the 
communication with suppliers. This is not very surprising since we already have found that 
the communication system is among the most important supplier selection criteria for both the 
cases. Furthermore, both companies more or less perceive the same advantages (e.g. 
decreasing costs, increased data quality, time efficiency, better planning, rationalisation of 
capital and elimination of work tasks). In addition, both cases do also share the opinion that 
the high cost associated with EDI is a disadvantage. An evidence for this is that the both cases 
are developing a cheaper solution (i.e. Web-EDI) for their smallest suppliers. 
 
Most probably the two cases, through their active membership in ODETTE, have access to 
similar versions of the OFTP, hence enabling approximately the same functions. This is in our 
opinion the reason for why both Scania and Volvo perceive approximately the same 
advantages and disadvantages of an EDI system. 
 

6.2 Recommendations 
In this section we present some recommendations for managers both in the perspective of 
buyer as well as of sellers. We also provide some suggestions for future research. 

6.2.1 Recommendations for Management 
In this section we provide managerial recommendations for buyers and sellers of components 
in the Swedish heavy truck industry based on this study’s findings. First out are the 
recommendations for buyers. 
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Recommendations for Buyers: 
 

• Our first recommendation for management is to ensure that the supplier selection 
criteria reflect the company’s core values. 

 
• Moreover, we would like to give a warning to managers that prioritise the price 

criterion higher than safety, as it is dangerous to make trade-offs on security issues.  
 

• The initiative taken for implementing Web-EDI with smaller suppliers is a good one 
but it needs to be taken further. There are significant advantages of augmenting the 
number of potential suppliers and thereby find new business partners, an effect that 
traditional EDI has failed to bring. 

 
• We would recommend an increase in the number of influencers in a modified rebuy 

situation in order to grasp ideas from additional departments. Furthermore, we believe 
that influences from lower levels in the hierarchy could generate fresh ideas and some 
alternative thinking in the process of buying components. 

 
Recommendations for Sellers: 
 

• In order to be successful in gaining businesses in the heavy truck industry, an EDI 
system is mandatory. If running on the ODETTE standard, be ready to convert to the 
EDIFACT standard. 

 
• It is important to carefully identify the buyer’s selection criteria and position the 

product in accordance to these criteria.  
 

• Try to identify the different roles in the buying centre and be aware of that each of 
these roles has different functions. It is essential to provide the right message to the 
right person at the right time. 

 

6.2.2 Directions for Future Research 
We have in this study aimed for a better understanding of the industrial buying behaviour of 
Swedish heavy truck manufacturers. The past research about IBB were reviewed and used for 
the formulation of the research questions. These questions were then used for exploring and 
describing the supplier selection, the roles and certain dimensions of the buying centre as well 
as the advantages and disadvantages of EDI systems. This study will hopefully increase the 
knowledge base and contribute to the theory. 
  
This research has provided further insights and new angles in an area that has been 
investigated for several decades. However, there is still a vast amount of issues to explore, to 
describe and to explain. Some suggestions are presented below. 
 
We would find it interesting to investigate the relationship to which extent the core values of a 
company are reflected in the choice of suppliers. The extent to which principles are followed 
more practically will of course be difficult to measure but extremely exciting from a moral 
perspective. 
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Another interesting issue worth studying is the development of Web-EDI, and how it affects 
the industrial buying behaviour. 
 
Finally we think the theory about roles in the buying centre needs to be investigated more 
thoroughly. Maybe there are more roles so far unknown to discover as new emerging 
technologies are changing the traditional means of doing business. 
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Appendix One 

 
 
 
Dickson’s Vendor Selection Criteria 
 

Rank Factor 
Mean 
Rating 

Evaluation 

1 Quality 3.508 Extreme importance 

2 Delivery 3.417  

3 Performance history 2.998  

4 Warranties and claim policies 2.849  

5 Production facilities and capacity 2.775 Considerable importance 

6 Price 2.758  

7 Technical capability 2.545  

8 Financial position 2.514  

9 Procedural compliance 2.488  

10 Communication system 2.426  

11 Reputation and position in industry 2.412  

12 Desire for business 2.256  

13 Management and organisation 2.216  

14 Operating controls 2.211  

15 Repair service 2.187 Average importance 

16 Attitude 2.120  

17 Impression 2.054  

18 Packaging ability 2.009  

19 Labour relations record 2.003  

20 Geographical location 1.872  

21 Amount of past business 1.597  

22 Training aids 1.537  

23 Reciprocal arrangements 0.610 Slight importance 

Source: Adapted from Dickson, (1966, p. 38)  
 



 

 

Appendix Two 
 

 
 
Interview Guide 
 
1. Introductory questions about the respondent and the organisation/Introducerande 

frågor om respondenten och om organisationen: 
a) Could you please tell us about your position and department in the company./Kan ni vänligen berätta om er 

position och avdelning inom företaget. 
b) For how long have you worked for the company?/Under hur lång tid har ni arbetat för företaget? 
c) What are your functions in the company?/Vad är er funktion inom företaget? 
d) How many people are there within your organisation?/Hur många anställda finns det inom er organisation? 
e) How many departments are there within your organisation?/Hur många avdelningar finns det inom 

företaget? 
f) How do your company generally buy components?/Hur köper ni generellt sett era komponenter? 
g) What is your total budget for the purchase of components?/Hur stor del av er budget går till inköp av 

komponenter? 
 
2. Supplier Selection Criteria / Kriterier vid val av leverantör: 
a) How do your company go about when selecting suppliers of components?/Hur går ert företag tillväga vid 

val av komponentleverantörer? 
b) What are the selection criteria for your company when selecting suppliers of components?/Vilka kriterier 

har ni när ni väljer komponentleverantörer? 
c) How would you rank the following criteria?/Hur skulle ni rangordna följande kriterier? 

Importance 
Selection criteria 

extreme considerable average slight None  
Quality      
Delivery      
Performance history      
Warranties & claim policies      
Production facilities/ capacity      
Price      
Technical capability      
Financial position      
Procedural compliance      
Communication system      
Other criteria:      
      

Grad av viktighet 
Kriterium 

extrem Avsevärd medel obetydlig ingen  
Kvalitet      
Leverans      
Prestanda historik      
Garantier och reklamationspolicy      
Produktionslokaler/kapacitet      
Pris      
Teknisk kapacitet      
Finansiell position      
Byråkratiskt tillmötesgående      
Kommunikation system      
Ytterligare kriterier:      
      
d) Could you please motivate your ranking./Kan ni vänligen motivera rangordningen. 



 

 

3. This set of questions deals with the purchase of components based on previous 
purchases of similar components but which differ in aspects such as quality, price, 
supplier etc./Följande frågor rör köp av komponenter baserat på tidigare köp av 
liknande komponenter men som skiljer i aspekter såsom kvalitet, pris, leverantör 
etc.  

a) How many people are generally participating when purchasing a component?/Hur många personer deltar 
normalt vid inköp av komponenter? 

b) How many different departments are generally involved when purchasing a component?/ Hur många olika 
avdelningar är vanligtvis inblandade vid inköp av komponenter? 

c) What are the function(s) of these departments involved?/Vad är de olika funktionerna för dessa avdelningar? 
d) Which authorities within the organisation are generally involved when purchasing a component?/Vilka 

nivåer inom företaget är normalt inblandade vid köp av komponenter? 
e) Who is involved in the purchase? Which functions do they exert and to which department do they 

belong?/Vem är inblandad vid inköpet? Vilka funktioner har de och vilken avdelning tillhör de? 
Who: Position/title Department 
... initiates the purchase   
... takes the decition to buy   
... has the major influence   
... issues the order   
... handles most of the information regarding the purchase   
... uses the components   
Vem: Position/titel Avdelning 
… initierar köpet   
... tar beslut om att köpa   
... har störst inflytande   
... vem skriver ordern   
... har hand om merparten av informationsflödet rörande inköp   
... använder komponenten   
f) How great is the proportion of these components (components based on a previous purchase of similar 

components) compared to the total purchase of components?/Hur stor är proportionen av dessa komponenter 
(baserade på tidigare köp av liknande komponenter) jämfört med det totala inköpet av komponenter? 

 
4. This set of questions deals with the purchase of components that have never been 

purchased before./Dessa frågor berör inköp av aldrig tidigare inköpta komponenter: 
a) How many people are participating when purchasing a totally new component never previously purchased 

by your organisation?/Ungefär hur många personer deltar vid inköp av aldrig tidigare inköpta komponenter? 
b) In such a situation, how many departments are involved?/Hur många avdelningar är involverade vid inköp 

som kan härledas till denna situation? 
c) What are the function(s) of these departments involved?/Vad är de olika funktionerna för dessa avdelningar? 
d) Which authorities within the organisation are generally involved when purchasing a totally new 

component?/Vilka nivåer inom företaget är normalt inblandade vid köp av komponenter? 
e) Who is involved in the purchase? Which functions do they exert and to which department do they 

belong?/Vem är inblandad vid inköpet? Vilka funktioner har de och vilken avdelning tillhör de? 
Who: Position/title Department 
... initiates the purchase   
... takes the decition to buy   
... has the major influence   
... issues the order   
... handles most of the information regarding the purchase   
... uses the components   
Vem: Position/titel Avdelning 
… initierar köpet   
... tar beslut om att köpa   
... har störst inflytande   
... vem skriver ordern   
... har hand om merparten av informationsflödet rörande inköp   
... använder komponenten   
f) How great is the proportion of these components (never purchased before) compared to the total purchase of 

components?/Hur stor är proportionen av dessa komponenter (aldrig inköpta förr) jämfört med det totala 
inköpet av komponenter? 



 

 

5. This set of questions deals with the purchase of components purchased as a pure 
replacement with the same brand and the same supplier./Dessa frågor berör inköp 
av exakt likadana komponenter som har köpts tidigare av samma leverantör: 

a) How many people are participating when purchasing a component identical with previously purchased 
components?/Hur många personer deltar vanligtvis vid denna typ av inköp? 

b) In such a situation, how many departments are involved?/Hur många avdelningar är involverade vid 
ovannämnd inköpssituation? 

c) What are the function(s) of these departments involved?/Vad är de olika funktionerna för dessa avdelningar? 
d) Which authorities within the organisation are generally involved when purchasing such a replacement 

component?/Vilka nivåer inom organisationen är normalt sett inblandade vid denna situation? 
e) Who is involved in the purchase? Which functions do they exert and to which department do they 

belong?/Vem är inblandad vid inköp av identiska komponenter inköpta förr? Vilka funktioner har de och 
vilken avdelning tillhör de? 

Who: Position/title Department 
... initiates the purchase   
... takes the decition to buy   
... has the major influence   
... issues the order   
... handles most of the information regarding the purchase   
... uses the components   
Vem: Position/titel Avdelning 
… initierar köpet   
... tar beslut om att köpa   
... har störst inflytande   
... vem skriver ordern   
... har hand om merparten av informationsflödet rörande inköp   
... använder komponenten   
f) How great is the proportion of these components (components purchased as a pure replacement) compared 

to the total purchase of components?/Hur stor är proportionen av dessa identiska komponenter jämfört med 
det totala inköpet av komponenter? 

 

6. This section deals with the advantages and disadvantages of an EDI system/Följande 
frågar berör fördelar och nackdelar med ett EDI-system: 

a) When did your company implement your first EDI system?/När implementerande ni ert första EDI-system? 
b) What kind of EDI system did you implement?/Vilken sorts EDI-system var det? 
c) Why did you implement an EDI system (what was the purpose/functions of the system)?/Varför valde ni att 

implementera EDI (vad var syftet/funktionen med systemet)? 
d) What kind of EDI system are you currently running?/Vad för sorts EDI-system använder ni i dagsläget? 
e) What infrastructure do you use? Why?/Vilken sorts infrastruktur använder ni och varför?  
f) Are you connected to all your component suppliers through the EDI system?/Är ni sammankopplade med 

alla era komponentleverantörer genom EDI-systemet? 
g) If yes. Is an EDI connection a criterion for the selection of component suppliers?/Om så är fallet, är EDI-

sammankoppling ett kriterium vid val av leverantörer? 
h) Please tell us about the advantages of buying components through an EDI system./Vänligen berätta om 

fördelarna med att köpa komponenter via EDI. 
i) Are there any disadvantages of buying components through an EDI system?/Finns det några nackdelar med 

att köpa komponenter via EDI? 
j) Which of these advantages are most important?/Vilka av dessa fördelar är viktigast? 
k) Which of these disadvantages are most important?/Vilka av nackdelarna väger tyngst? 
l) What are the future plans for your EDI system (e.g. will you change the infrastructure, convert to an Internet 

based EDI system, will you expand the usage area of the sytem?)/Vilka framtidsplaner har ni för ert EDI-
system, (t ex kommer ni att förändra infrastruktur, byta till ett Internetbaserat EDI-system och/eller utöka 
EDI-systemets användningsområde?) 
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Scania – Geographical Sourcing Areas 
 

 
 
Source: http://www.scania.com/procurement/geographical.htm, [Accessed 2001-05-21] 
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Volvo – Core Values 
 

 
 
Source: http://www.volvo.com/frameset.asp?url=http:/www.volvo.com/home/portal.asp, 
[Accessed 2001-05-21] 


