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Abstract  
During the past three decades vast advances in IT and computing have been made, which 

places a lot of pressure on the marketers. Cloud computing are now a widely used concept 

and are said to have servitized the whole IT-industry. A cloud-based solution that have 

received lot of attention recently are Software-as-a-service (SaaS). A SaaS can take several 

shapes and ranges from simple automations to more complex systems applications. SaaS are 

increasingly being used in order to make the daily operations and the business itself more 

efficient. Even though SaaS are more commonly used, there are no extensive literature on 

how to conduct the marketing effort for such a solution. 

The purpose of this research is to explore the marketing process of cloud-based services more 
in-depth; get a good sense of which factors that are interesting while purchasing a SaaS, but 
also which factors are interesting while choosing a supplier. The study is of an exploratory 
character have a qualitative inductive approach. In order to explore the subject area, eleven 
in-depth expert interviews have been conducted.  

The result provided valuable insights regarding the marketing process of SaaS, but also on how 
the relationship between the customer and supplier together with the service itself are 
affecting the marketing effort. The most important findings are considered to be:  
 
Core aspects of supplier relationship: Trust and Personal relationship, Understanding of the 

business and willingness to change, Communication along with Quality and Total cost of 
service. 

Core factors of SaaS: Saving of resources, Scalability, Daily operations are outsourced, High 
reliability and availability of the system along with Security 

This gives valuable clues to what the potential customer values. Meaning, what the supplier 
company should focus on in order to create an effective marketing and in the end create 
extensive value for the customer. Tough, if the security requirements are not meet the rest of 
the service is of little importance. Security can be considered the foundation for value creation 
in this context. 

In the future, there are many aspects that could be profitable to investigate further in the 
scope of marketing for cloud-based solutions such as SaaS. The first aspect that should be 
investigated are an exploration of specific marketing approaches for SaaS or other Cloud 
based services. But also, how such a marketing effort could be constructed in the future. The 
second aspect are how trust is affected by servitization and digitalization. But also, how to 
build trust in a more intangible and digital world. By focusing on these aspects many 
businesses can receive valuable clues on how to create extensive customer value through 
providing cloud-based solutions.  
 

Keywords: “Marketing”, “Marketing strategies”, “Servitization”, “Information technology”, 
“B2B”, "Business-to-business market", “Cloud computing”, “Software-as-a-service”, “SaaS”, 
“Service intangibility”, “Service marketing”, “Relationship”, “Relationship marketing”, 
“Transactional marketing”, “Value”, “Value creation” 
  



 
 

Sammanfattning  

Under de tre senaste decennierna har stora framsteg inom IT och computing åstadkommits. 
Detta ställer stora krav på marknadsförare, att följa med i utveckling och att anpassa sina 
marknadsföringsmetoder. Cloud computing är numera ett koncept som används i stor 
utsträckning och sägs ha förändrat hela IT-industrin. En molnbaserad lösning som fått mycket 
uppmärksamhet är Software-as-a-service (SaaS). SaaS används flitigt inom de flesta industrier 
för att effektivisera både den dagliga verksamheten men även företaget i sig. Även om SaaS 
används i allt större utsträckning, finns det ingen omfattande litteratur om hur man ska 
genomföra marknadsföringen för en sådan tjänst.  
 
Syftet med forskningen är därför att utforska marknadsföringsprocessen för molnbaserade 
tjänster mer på djupet för att få insikt i vilka faktorer som värderas när en SaaS inhandlas. 
Detta ämnar även att ge insikt i vilka aspekter som är intressanta när en leverantör väljs ut. 
Studien är explorativ och har ett kvalitativt induktivt tillvägagångssätt. För att utforska 
ämnesområdet har elva djupexpertintervjuer genomförts. 
 
Resultaten gav värdefulla insikter om marknadsföringsprocess av en SaaS, men också om hur 
förhållandet mellan kunden och leverantören tillsammans med själva tjänsten påverkar 
marknadsföringen. De viktigaste resultaten anses vara: 
 

Kärnaspekter i leverantörsrelationer: Förtroende och personlig relation, Förståelse av 
verksamheten och villighet att förändras, Kommunikation samt Kvalitet och Totalkostnad för 

tjänsten. 
Kärnfaktorer av SaaS: Spara resurser, skalbarhet, dagliga drift outsourcas, hög tillförlitlighet 

och tillgänglighet av systemet samt säkerhet 
 

Detta ger värdefulla ledtrådar till vad en potentiell kund värderar, vilket ger indikationer på 
vad leverantörsföretaget bör fokusera på för att skapa en effektiv marknadsföring för att 
slutligen skapa värde för kunden. Det bör dock påpekas att om säkerhetskraven inte är 
uppfyllda, är resten av tjänsten av liten betydelse. Säkerhet bör därför betraktas som grunden 
för värdeskapande i detta sammanhang. 
 
I framtiden finns det många aspekter som kan vara lönsamma att undersöka ytterligare inom 
ramen för marknadsföring av molnbaserade lösningar som SaaS. Den första aspekten som bör 
undersökas är specifika marknadsföringsmetoder för SaaS eller andra molnbaserade tjänster. 
Men också hur en sådan marknadsföring kan byggas i framtiden. Den andra aspekten är hur 
förtroende påverkas av servitization och digitalisering. Men också hur man bygger tillit i en 
mer immateriell och digital värld. Genom att fokusera på dessa aspekter kan många företag 
få värdefulla ledtrådar om hur man kan skapa omfattande kundvärde genom att tillhandahålla 
molnbaserade lösningar. 
  



 
 

List of abbreviations and concepts 
Transactional marketing – Are often considered to be the traditional view of marketing. The core within this 
view are the marketing mix and its different aspects. This marketing strategy is centred around sales promotion 
with the focus of attracting new customers. This strategy is usually short-term oriented with an ephemeral 
relationship between the customer and the company, where the contact with each customer is held at a 
minimum. 
 
Relationship marketing – An interactive process that proceeds in compliance with predetermined goals for the 
participants. The focus is on the customer and the different stages of the relationship. Relationship marketing 
aims to create strong relationships with mutual benefits with a long-term focus. 
 
Dominant logic – Shared ideas or mental maps that are used in order to define the core of the business operation.  
 
Goods dominant logic – Within this type of dominant logic the value is determined by the producer and often 
imbedded into goods. The object of economic exchange is to create and deliver goods to be sold. The purpose 
of customer interaction is to create transactions.  
 
Service dominant logic – Within this type of dominant logic the value is perceived and determined by the 
customer, the supplier can only make value propositions. Customers are active participant in relational 
exchanges and co-production of value. The core is to learn from the previous performance in order to serve 
customers better and improve the value offer. 
 
Customer dominant logic – The core of this perspective is the customers importance for business. Within this 
logic the focus is placed on how customers are engaging with the providers. With attention to how customers 
are using service in their processes.  
 
Intangibility – Intangibility are the one of the four characteristics that separate products from services. The 
intangibility suggests that the service is to be experienced and also that physical ownership is not possible. The 
aspect intangibility makes it challenging to fully define the service as well as makes it hard to control the quality 
of the output. Intangibility are also one of two elements that are affecting the marketing effort.  
 
Servitization – The concept of servitization suggests that value of a core offer can be increased through adding 
services. The core of the concept is to shift the focus from offering only tangible products to instead provide 
combined, more intangible, product-service offers. The offers ranges from a service with tangible goods, to a 
product offer with services as add-ons. Sometimes the service itself are replacing the main product.  
 
Cloud computing – Is a way of remotely making use of a network of servers hosted trough a cloud, accessed 
through internet. This can be used to store, manage or to process data, through a cloud rather than through a 
computer or a more local server.  
 
Infrastructure as a Service (IaaS) – The service is an instant computing infrastructure often delivered remotely 
through the Internet. An IaaS can provide storage devices, servers or virtual computers.  
 
Platform as a Service (PaaS) – The service offers a computing platform, allowing customers to manage 
applications without maintaining an own infrastructure. In order to make use this kind of service network 
clusters, other recourses such as databases, operating systems, Web servers, and other software are needed.  
 
Software-as-a-service (SaaS) – The service is a web-based alternative to previous locally run applications, which 
allows for using the software-services across a cloud without installing the software into a local device. This kind 
of service offers a wide range of application, from productivity applications such as word processing services or 
spreadsheets to more to complete programs.  
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1. Introduction 

In the following section, a brief background to the subjects of the thesis is presented along with the 
problem discussion. In the problem discussion the research gap is identified and discussed after which 
the research question is presented. The section is finished of with a disposition that briefly presents the 
structure of the rest of the report.    

1.1 Background 

Marketing is a complex concept with several important factors, with both tangible and more 
intangible aspects. This is supported by Tyrväinen and Selin (2011), who express that there 
are a wide range of ways to construct the marketing effort for an organisation. The great 
variation makes it difficult to view marketing from a purely scientific perspective. In many 
occasions the marketers are responsible for the overall business climate, since they have the 
possibility to influence the customers opinion and view of the company (Grönroos, 1990). 
Shostack (1977) suggests that marketers are used to thinking in terms of products and are not 
as accustomed to the concept of services. It is further stated that when marketers attempt to 
market a service, they are utilising their product knowledge and tries to represent the service 
in abstraction. Which often not is enough to create a successful marketing. There are a wide 
range of marketing approaches (Tyrväinen & Selin, 2011), regarding both whom the marketing 
is targeting (Vargo & Lusch, 2011) but also what kind of offer that is to be marketed. It is 
further stated that there are big differences between marketing an offer for the business-to-
customer (B2C) market and to market the same offer to the business-to-business (B2B) 
market. Tyrväinen and Selin (2011) present two main approaches to B2B marketing, 
transactional marketing and relationship marketing. The relationship marketing is more 
subjective in its appearance and therefore gives leeway for interpretation, while the 
transactional are more focused around objective aspects (Tyrväinen & Selin, 2011). 

The distinction between products and services are significant, in both characteristics but also 
in how they are marketed and sold. Shostack (1977) stresses the challenge in distinguishing 
where the product ends and where the services start within an offer. It is further suggested 
that combinations of product and services are common. Combined offers can be challenging 
since there are limited methods of how to market product and service combinations. Laroche, 
McDougall, Bergeron and Yang (2004) express that two of the more central elements that 
effects the marketing effort are intangibility and perceived risk. It is further expressed that 
both elements have an impact on the company’s marketing strategy, but also on the 
consumers decision-making process. Intangibility are considered the main factor that separate 
products from services (Bebko, 2000; Laroche et al., 2004), and this characteristic have a vast 
impact on a consumer’s evaluation of the performance of a product or a service (Laroche et 
al., 2004). If the product or service that is to be marketed have an emphasis of intangibility, 
the marketer should move away from the traditional product marketing (Shostack, 1977).  

The process of moving a company from its traditional product focus to instead offer solutions 
that integrate products and services in order to fulfil the customers’ needs are called 
servitization (Baines, Lightfoot, Benedettini & Kay 2009). Servitization are used as a long-term 
strategy in order for companies to differentiate themselves and to keep their competitive 
advantages (Ahamed et al., 2013; Baines et al., 2009). It is easier to effectively create value 

https://www.emeraldinsight.com/author/Baines%2C+TS
https://www.emeraldinsight.com/author/Lightfoot%2C+HW
https://www.emeraldinsight.com/author/Benedettini%2C+O
https://www.emeraldinsight.com/author/Kay%2C+JM
https://www.emeraldinsight.com/author/Baines%2C+TS
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through selling product-service systems instead of a pure product (Ahamed et al., 2013). 
Sultan (2014) expresses that Cloud computing have servitized the IT-industry, and it 
represents a new branch of servitization. Cloud computing have several advantages entailing 
favourable outcomes for a company. Benlian and Hess (2011) suggests that cloud computing 
provides an effective utilization of resources, long-term financial security and stability. A 
cloud-based IT-solution that have received a lot of attention recently are Software-as-a-
service (SaaS) and is increasingly used by companies for sourcing business application software 
(Loukis, Janssen & Mintchev, 2019). A SaaS can take several shapes and ranges from simple 
automations to more complex system applications (Loukis et al., 2019). SaaS is often less 
economically challenging and less technical limited compared to previous similar offers 
(Benlian & Hess, 2011). In the view of the supplier the core of cloud computing is the sharing 
of resources (Zhang, Zhang, Chen & Huo, 2010). While sharing resources, founds can be saved 
and economies of scale can more easily be reached (Benlian & Hess, 2011; Zhang et al., 2010). 

 

1.2 Problem discussion 
Companies that previously focused on products are now breaking the pattern and instead 
improves their offers by integrating products and services (Shelton, 2009; Baines et al., 2009). 
Shelton (2009) highlights that industry leaders are increasingly offering combined solutions. A 
successful marketing of these types of solutions can result in a more extensive customer value 
and also improve brand performance. During the past three decades vast advances in IT and 
computing have been made (Kim, 2009) and the IT-industry are in the forefront of servitization 
(Vandermerwe & Rada, 1988). The industry’s main focus is to improve their software-offers 
instead of the previous focus on simpler hardware (ibid). SaaS is a way of providing users with 
advanced software services, that doesn’t have the economic challenges or the same technical 
limitations as other similar solutions (Benlian & Hess, 2011). Vaquero, Rodero-Merino, 
Caceres and Lindner (2008) suggest that SaaS is one of the most common forms of cloud 
services. Despite SaaS increasingly popularity, leaders or the decision makers at the 
purchasing company are not always sure on how they can benefit from adopting and using 
such a service (Loukis et al., 2019). The problem is both due to lack of technical knowledge but 
also due to the intangibility characteristics of a SaaS solution. Balco et al. (2017) highlights that 
two of the main challenges with the marketing and sales of a cloud solution are the aspects of 
security and reliability of the system. Decision makers often refrain themselves from adopting 
cloud-based solutions due to uncertainties regarding security or due to lack of trust in the 
reliability of cloud computing (Balco et al., 2017; Burrell, 2009). Many uncertainties arise from 
the fact that all the responsibility for the information is handed over to the service providers 
who in turn determine and manage all operation of the services (Burrell, 2009).  

The emergence of these new types of offers along with the increasing complexity of services 
and different IT-based services, place a lot of pressure on marketers. Kotler and Keller (2016) 
expresses that without the marketer’s ability to create an adequate demand for the 
companies offers, other department within the company are of less importance. The authors 
suggest that the financial success of the organisation often relies on the marketer’s ability to 
derive the demand. Shostack (1977) highlights the urgency to find new approaches to service 
marketing. It is expressed that marketers are lacking appropriate methods of service 
marketing that fulfils current and future needs but also that are in line with previous 
experiences. There is a vast gap in the literature regarding the sales and marketing process of 

https://www.emeraldinsight.com/author/Baines%2C+TS
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cloud-based solutions especially when it comes to SaaS. Earlier studies within the area is 
scarce and the scope is often narrow, it is not comprehensive enough to base a marketing 
process upon. 

With this as a foundation and the challenges that this entails the following research question 
been developed:  

How are the marketing processes of Software-as-a-service effected by servitization? 

The vast gap in the literature regarding the sales and marketing process of SaaS and other 
cloud-based solutions makes it hard for marketers to construct an efficient marketing process. 
The purpose of this thesis is thus to develop an understanding of how the marketing process 
of a SaaS can be conducted but also how it is affected by servitization. The study is conducted 
with the interest of the supplier in mind; thus, the customers view along with their opinion 
are the ones considered most valuable. The purpose of this study is to explore the marketing 
process of cloud-based services more in-dept, get a good sense of which factors that are 
interesting while purchasing a SaaS, but also which factors are interesting while choosing a 
supplier. While increasing the knowledge about these areas, it would be easier for the supplier 
to describe the service more comprehensively in order to create an effective marketing.   

In order to reach these advantages a new marketing approach for digital services are 
important because it creates the prerequisites for an effective marketing in the future. In 
order to stay competitive, cloud computing and SaaS are areas that needs increased attention. 
It is also important to investigate how various levels of intangibility affects the marketing.  

  

1.3 Disposition  
In the thesis there are 7 sections, each of which fulfils different, but each important, purposes. 
Next section will present a review of the literature and are finished off by presenting a 
theoretical framework that conclude the literature and provides the base for the research. 
The third section presents the methodology and the research design which provides a clear 
view of how the research will be conducted. Followed by the fourth section presents the most 
significant empirical findings together with an analysis of those. The fifth and also final section 
will contain an answer to the research question, the conclusions drawn in this section provides 
the foundations for the discussion about theoretical and practical contribution. The closing of 
this section contains suggestions for further research. After the sections on the research a 
reference list along with the appendix is presented.  
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2 Literature review 
The literature presented in this section are forming the basis of the study. The literature review is focused around 
marketing and different marketing approaches in the Business-to-business market. Other subjects that are 
reviewed are the distinction between products and services, dominant logics within marketing, servitization along 
with information technology. The literature in this section are viewed as a knowledge base with the purpose to 
deepen the knowledge spectrum within this subject. This is of utmost importance in order to fulfil the purpose of 
this master thesis. 

  
In order to describe the surroundings in which the research is conducted, but also to give some 
context to all the literature presented below the conceptual map of the research are 
presented in figure 1.  

In order to understand the factors affecting the marketing process, the business climate first 
needs to be understood. Which customers that the company targets, sets the tone for how 
the marketing are to be constructed. In the thesis the primary focus is the manufacturing and 
service providing industries that are targeting other business, meaning the Business-to-
Business (B2B) marketing. In B2B marketing, there are two main approaches; Transactional 
marketing and relationship marketing. The purpose of the research is to develop an 
understanding of how the marketing process of a SaaS can be conducted but also how it is 
affected by servitization. With intangible offers such as services, relationship marketing is 
often used and can be considered appropriate. Within this marketing strategy, trust and 
personal relationships are of great importance. The foundation for the business climate is the 
dominant logic. The dominant logic can be explained as a foundation of the business climate 
and also the core of business operation. The thesis is exploring the concept of digital services 
and how companies through offering services can create value for their customers, so service 
dominant logic are used. The intangibility of an offer is a great challenge and often even a 
concern both for the customers but also for the suppliers. The concept of servitization help 
companies deal with the intangibility aspects of an offer and to create value for the customer.  
The concept of servitization implies that value of the core offer can be increased by adding 
services and sometimes even replaces the product itself.  
 

Figure 1: Conceptual map of the research 
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2.1 Marketing  
In the current business climate, almost every company are using marketing in some way in 
order to reach their customers (Šonková & Grabowska, 2015). According to Edgett and 
Parkinson (1993), the nature of the company affects the way that the marketing is organized.  
The authors states that companies that offers services are compared to companies that offers 
only products, often less marketing oriented. It is further expressed that companies with an 
emphasis on service offers are usually not willing to spend as much money on marketing and 
their marketing function are less structured. Tough, a major advantage for companies with a 
majority of service-offers is that they are less sensitive to environmental and market 
fluctuations (Edgett & Parkinson, 1993).  
 
Kotler and Keller (2016) defines marketing as a function and process within an organisation 
that is profitable for the firm but also for the stakeholders. The authors further state that 
except for being profitable for the company, the main purpose of marketing is to create, 
communicate and to deliver value to their customers. Šonková and Grabowska (2015) 
expresses that through an effective utilisation of marketing the company’s financial results 
generated from sales can be significantly improved. The authors state that marketing also is a 
big part in the creation of a brand along with the effort to generate brand awareness. An 
urgency to fully understand the importance of marketing is further expressed. Marketers are 
considered to have an increased knowledge of how to use marketing as a tool in order to 
create the desired results (Šonková & Grabowska, 2015).  
 
Laroche et al. (2004) suggest that two of the most central concepts that are said to influence 
the approach of marketing along with the marketing strategy but also the consumers decision 
process, is considered to be intangibility along with perceived risk. The authors state that 
intangibility is hard to fully define but can be seen as one of the major traits that separates 
services from products. It is further expressed that intangibility also affects the customers’ 
ability to judge the quality of a product or a service. Laroche et al. (2004) suggest that one of 
the main factors that is said to increase customers perceived risk are the aspect of intangibility. 
According to Buttle and Maklan (2015), the perceived risk can take several forms and 
highlights financial, social performance, physical along with the psychological risk. The authors 
emphasise that high amounts of perceived risk can be an uncomfortable experience for the 
customer. It is also stated that through developing a strong relationship with the customer, 
the sense of perceived risk can be contained and reduced. Kotler and Keller (2016) suggests 
that the level of perceived risk varies with factors such as attribute uncertainty and the 
amount of money at stake amongst others. The authors emphasise on the importance to first 
understand the factors that might give raise to the customer’s perception of risk. Only when 
these factors are fully laid out and understood, the marketers can work in order to reduce it 
(Kotler & Keller, 2016).  
 
There are many ways of constructing the marketing effort of an organisation. Tyrväinen and 
Selin (2011) highlights transactional marketing and relationship marketing as the two main 
approaches. The core characteristics of the different approaches are laid out in table 1. 
Different marketing strategies are suitable for different companies; thus, it is hard to specify 
which strategy that is most successful (Šonková & Grabowska, 2015). There are advantages 
and challenges with both strategies (ibid).  
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Transactional marketing  

The transactional marketing is sometimes also referred to as the traditional view of marketing 
(Grönroos, 1990; Tyrväinen & Selin, 2011). Grönroos (1990) describes that in the traditional 
view the marketers are specialists within their area and also the ones that have the possibility 
to impact the customers buying behaviour. The author further adds that the traditional view 
also comprises that marketing is viewed as an intermediate function and employees from 
other department have no specialist-knowledge within the field of marketing. It is highlighted 
that the core within this view are considered to be the marketing mix which is said to 
permeate the whole marketing effort (Grönroos, 1990; Kotler, 1986). According to Šonková 
and Grabowska (2015), transactional marketing was the dominant marketing strategy during 
the 20th century. The authors describe that this strategy is centred around sales promotion 
with a great focus on attracting new customers. It is further expressed that this strategy is 
short-term oriented and with an ephemeral relationship between the customer and the 
company, where the contact with each customer is held at a minimum. This strategy doesn’t 
usually provide a high commitment to the brand (Šonková & Grabowska, 2015). In table 1, the 
characteristics of transactional marketing are presented as a comparison with relationship 
marketing. The B2B market is highly competitive, and companies are in an increasing rate 
noticing that transactional marketing is perhaps not enough in order to compete successfully 
(Šonková & Grabowska, 2015). 
 

Relationship marketing  

In the relationship marketing Grönroos (1997) describes the approach as an interactive 
process that proceeds in compliance with predetermined goals for the participants. The 
author states that the object of this process is to build, maintain and develop deeper 
relationships with their customers. According to Šonková and Grabowska (2015), the aim of 
relationship marketing is to create strong relationships with mutual benefits with a long-term 
focus. Within this strategy, all the company’s relationships are to be taken into account not 
only the one between the relationships to the customer (ibid). While providing intangibility 
offers such as services, the importance of a strong relationship is prominent (Šonková & 
Grabowska, 2015).  
 
Establish, retain and enhancement of a relationship are considered to be the different stages 
within the customer relationship life cycle (Grönroos, 1990). The marketing effort differs 
between these different stages and are dependent on how far the development of the 
relationship have proceeded (ibid). It is challenging for leading firms to stay competitive and 
keep their position in the market (Porter & Ketels, 2003). But through providing the customers 
with extended offers, often including additional services, the customer life cycle can be 
extended (Vandermerwe & Rada, 1988). Grönroos (1990) express that in the providers point 
of view the first step is to establish a relationship, and within this stage the customers receive 
a set of promises. The retaining of a relationship is considered the second stages and depends 
on the fulfilment of these promises. Šonková and Grabowska (2015) suggests that the cost to 
retain customers are often lower than for attracting new ones, thus relationship marketing 
can be considered beneficial from an economic perspective. El-Ansary (2005) highlights that 
the past and current customer behaviour tells a lot about the possible behaviour for the 
future. It is further expressed that while focusing on customer retention, the customers 
behaviour is an important factor in order to predict future possibilities. Grönroos (1990) 
defines the final stage as the enhancing of the relationship. It is further expressed that in order 
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for a relationship to be developed and enhanced, it is important that the previous promises 
are fulfilled before the vendor can add additional promises.   
 
Šonková and Grabowska (2015) states that it is imperative to view each relationship 
individually. The authors further highlight the importance to consider that all customers are 
not interested in long-term relationships and therefore not appreciates when companies tries 
to accomplish this. Company managers must consider and analyse whether relationship 
marketing strategy suits them but also which customers to target with this strategy (Šonková 
& Grabowska, 2015). Grönroos (1990) stresses the fact that the customers too often are views 
as numbers on a chart, report or likewise. This is risky, since it can affect the customers 
interaction with the company in a not favourable way. It is further expressed that customer 
relationships are not to be taken for granted. The author expresses that it takes a lot of work 
to develop and to retain a favourable relationship, this relationship has to be earned. Within 
the sales process the seller forms a relationship with every customer and the relationship can 
take different forms but are all important (Grönroos, 1990).  
 

Transactional marketing or relationship marketing?  

Edgett and Parkinson (1993) stresses the importance of separating the marketing of a service 
from the marketing of products. This is reinforced by Grönroos (1990) who argues that while 
marketing services, other aspect then only those presented in the marketing mix are 
prominent. This tells us that the traditional view of marketing not always is representative 
while marketing services. Grönroos (1990) states that marketing instead should be focused 
around the relationship with customers, no matter the scope of the relationship. Šonková and 
Grabowska (2015) adds that the intangibility aspect of a service, increases the urgency to 
create strong relationships. The authors express that the attributes of a service make it harder 
to sell and to effectively market, in comparison to products. It is further stated that through 
the development of close relationships with customers, trust is often developed. This in turn 
will make it easier to convince customers regarding the quality of the service and thereby 
often facilitate a purchase (Šonková & Grabowska, 2015).  
 
Grönroos (1990) expresses that while analysing a customer relationship, the relationships life 
cycle must be taken into account. It is further expressed that within service marketing but also 
from an industrial marketing point of view, the marketing mix do not hold all the answers. All 
activities along with the resources needed at the different stages in the customer relationship 
are not covered by the marketing mix (Grönroos, 1990). Šonková and Grabowska (2015) states 
that the marketing mix comprises four Ps; product, price, place and promotion. All the four Ps 
are important in different aspects of marketing (ibid). Grönroos (1990) expresses that while 
marketing a service, the marketing mix often is considered too simple but also too narrow in 
scope to be fully effective. Šonková and Grabowska (2015) expresses that a fifth P was added 
to the marketing mix that represents people. The authors state that the addition of people can 
be viewed as an indicator for the urgency to transition from transactional approach to instead 
adopt relationship marketing.  
 
There are several vital differences between transactional marketing and relationship 
marketing, this can be viewed in table 1. Šonková and Grabowska (2015) highlights the 
communication to the customers as one of the most important. It is further expressed that in 
the transactional approach adopts a wider view and communicates to the whole target group 
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while in the relationship approach the communication instead targets the individual and thus 
communicates with each customer separately. This simplifies the effort to reach different 
target markets. Through utilising personalized marketing content, the relationship marketing 
is considered an effective marketing (Šonková & Grabowska, 2015).  
 

Table 1: The main differences between transactional marketing and relationship marketing   
Adopted from: El-Ansary (2005) 

Area of focus  Transactional marketing Relationship marketing 

Customer emphasis  Attracting new customers  Retaining customers  

Time scale Short-term Long-term 

Sales goals  Single sale  Multiple sales  

Customer commitment  Limited  High level  
 

Definition of success  
 

Making a sale 
Customer loyalty, 

recommendation, repeat 
purchase 

Quality Production concern Every employee’s concern  

 

While providing services, Sultan (2014) stresses the importance of establishing a close and 
stable relationship with the customers. The relationships can help settle uncertainties resulted 
from the characteristics of a service (Šonková & Grabowska, 2015). Grönroos (1990) adds that 
the short-term relationships generally are more expensive to develop. This since the vendors 
spends a lot of money to create an interest for the firm to the potential customers but also in 
order to gain acceptance of the firm’s promises. After spending this much time and effort, the 
short-term relationship can be over after a transaction has taken place (Grönroos, 1990). 
Through increasing customer retention, a more long-term view is adapted and thus the 
company can reduce their marketing cost (Buttle & Maklan, 2015). Grönroos (1990) states 
that the main focus of the organisation should thereby be to develop long-term relationships 
but with a great emphasis on retaining the relationship. With this said, the author expresses 
that the short-term relationship still is to be valued but should not consume too much of the 
company’s resources. Through collecting data about customers, the marketing strategy can 
be customized to suit specific individuals which makes it easier to enhance the relationships 
(Šonková & Grabowska, 2015). It is further expressed that long-term relationships can lead to 
a lower marketing cost for each customer, since they often make continues purchases. The 
cost-to-serve existing customers are an additional advantage with long-term relationship, 
since this cost tend to decrease over time (Buttle & Maklan, 2015). Edgett and Parkinson 
(1993) suggests that by creating a favourable impression, a long-term relationship can be 
maintained, and additional purchasing are to be expected. The long-term scope of customer 
relationship is crucial for a profitable marketing process (Grönroos, 1990). When the 
relationship grows and preferably deepens, Buttle and Maklan (2015) expresses that the trust 
between the parties are likely to grow even stronger. According to Grönroos (1990), trust is 
one of the most important aspect of long-term relationships.  It is further expressed that for 
a profitable relationship to take place, the customer has to trust both the company itself and 
also the different parts of the sales process. When a mutual trust has been developed between 
the parties, both sides are more motivated to make investments in the reciprocal relationship 
(Buttle & Maklan, 2015). According to Grönroos (1990), it is therefore important to put a lot 
of effort on maintaining and strengthen the trust in the relationship. It is further stated that 
this will have a positive long-term effect of the relationship. Šonková and Grabowska (2015) 
expresses that in order to ensure long-term profitability of this relationship it is imperative to 
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keep the customers loyal to the company. It is further stated that the relationship should be 
mutually permeated by trust and commitment in order to increase the chances for 
profitability. The authors express that the confidence in the relationship should be so strong 
that the customers have a clear view of the long-term benefits that the relationship provides. 
But also, that it is better to stay with an existing partnership if mutual advantages are reached 
since the long-term relationship will keep bringing advantages (Šonková & Grabowska, 2015). 
Companies can have different motives for wanting to build strong relationships, though Buttle 
and Maklan (2015) state that the most fundamental reason usually is economic. 
 
It is common for companies to still use a transactional marketing approach and this can gain 
favourable results, though it is hard to increase the efficiency using this strategy (Šonková & 
Grabowska, 2015). If the companies instead develop and adopt relationship marketing 
strategies, there are considerable advantages to be gained (ibid). This is supported by El-
Ansary (2005) who adds that while adopting a relationship approach in the marketing for the 
B2B market, the performance of the whole supply chain can be improved.  It is apparent that 
the purpose of marketing is no longer only about developing, selling and delivering products; 
But rather to focus on a mutual beneficial relationship with customers in a long-term 
perspective (Šonková & Grabowska, 2015).  
 
In order to provide an effective marketing, it is important to have an understanding of the 
customer (Heinonen & Strandvik, 2015) but it is equally important to have a deep 
understanding of the value offered by the company (Woodruff, 1997). Kotler and Keller (2016) 
states that without the marketing function abilities to create an adequate demand of products 
or services, other department within the company are less important. It is suggested that the 
financial success of the organisation often relies on the marketer’s ability to derive this 
demand. Though, the authors emphasise on that the selling, is not the most imperative part 
of the marketing function. Kotler and Keller (2016) states that the aim of marketing is to create 
a steady demand of customers who are eager to purchase. In order to derive a demand, it is 
important to have an effective marketing strategy. Thus, the first step is to define the value 
proposition for the customer, i.e. what is offered to the customer.  
 
The purpose of the research is to develop an understanding of how the marketing process of 
a SaaS can be conducted but also how it is affected by servitization. With intangible offers 
such as services, relationship marketing is often used and can be considered appropriate. A 
relationship marketing approach is adopted in this research and creates the context of the 
marketing setting. Within this marketing strategy, trust and personal relationships are of great 
importance. In order to further explore this subject, the specifics of business logic need to be 
investigated in order to increase the understanding of business operations.    

 

2.2 Dominant Logic 
Vargo and Lusch (2004) suggest that in the traditional view of marketing the primarily unit of 
exchange are considered to be goods. The authors mention two different concepts; goods-
dominant (G-D) logic and service-dominant (S-D) logic. Sultan (2014) explains that concept of 
a dominant logic refers to “the shared mental maps which groups of managers use and 
develop as part of their core business operations” (p. 376). In figure 2, the distinguishing traits 
of G-D logic and S-D logic are shown.  
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Figure 2:  Distinguish the Logic of the Goods- and Service-Centred Views.  
Collected from: Vargo and Lusch (2004, p.7)  

 

2.2.1 Goods-dominant logic and service-dominant logic 

Within the traditional view of marketing G-D are the permeating view. Vargo and Lusch (2004) 
expresses that a manufacturing perspective often are adopted within the G-D logic, with the 
aim to maximize manufacturing efficiency. To succeed with this endeavour, the authors 
suggests that the producer and consumer are to be viewed as separated parties. Vargo and 
Lusch (2004), defines the goal of marketing to be customer responsiveness. Thereby, through 
adopting this goods-dominant perspective the authors explain that the manufacturing 
efficiency comes at the expense of marketing efficiency and effectiveness. If a service-centred 
view of marketing is adopted, Vargo and Lusch (2004) expresses that the manufacturing 
process instead are viewed as a continuous process.  It is suggested that within this view the 
customer themselves are a big part of the process and involved in the production of value. It 
is further expressed that this holds even for tangible goods where the production is not 
considered to end with the manufacturing process. Goods are in this context viewed as 
appliances that provide services for, but also in cooperation with the customer (ibid). Vargo 
and Lusch (2004) expresses that the customers have to be integrated in this process in order 
to use the service, this includes learn to use, maintain, repair but also to adapt the appliance 
to its unique needs for. Meaning, while using a product the customer continues the marketing, 
consumption, value-creation and delivery processes. Vargo and Lusch (2004), express that 
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within the more service-centred view marketing are considered to be a continuous series of 
social and economic processes. Within this view the authors state that it is important to always 
strive to increase the value propositions in order to exceed the competitors. Vargo and Lusch 
(2004) expresses that this service-centred view of marketing defines marketing as a 
continuous learning process. This since the companies always can improve further, both in 
regards of serving customers but also when it comes to increasing the financial performance. 
The Service-centred view of marketing is customer-centric, which implies collaborating with 
and learning from the customers (Vargo & Lusch, 2004). Within the service-centred dominant 
logic value is defined by, and also co-created with, the consumer instead of a part of the 
output as in goods-dominant logic (ibid). Vargo and Lusch (2004) concludes the core of service-
dominant logic as; Value results from acquiring specialized competences, such as knowledge 
and skills, or services Value is perceived and determined by the customer; organisations can 
only make value propositions. Customers are active participant in relational exchanges and 
coproduction of value. 
 
The customer is considered a key stakeholder in most business practices (Heinonen & 
Strandvik, 2015). Woodruff (1997) suggests that the largest competitive advantage 
presumably is to be more customers oriented. This is an important aspect since organisations 
increasingly are competing to offer superior customer value. Vargo and Lusch (2004) 
expresses that companies thanks to the feedback in terms of financial performance, are aware 
of how their value propositions stands compared to competitors. Within this Service-centred 
view of marketing, the authors therefore suggest that the core is not simply to maximize the 
financial performance but rather to learn from their performance in order to serve customers 
better and improve value offer.  
 

2.2.2 Customer-dominant logic 

Heinonen and Strandvik (2015) suggests a new logic, Customer-dominant (C-D) logic. This view 
is according to the authors a more recent perspective on both business in general but also on 
the marketing function. The core of this logic is said to be the customers importance for 
business. Heinonen and Strandvik (2015) states that this view embodies the shift of 
perspective, from the previous; how suppliers includes customer in their processes to instead 
place the focus on how customers are engaging with the providers. Meaning, instead of 
previously viewing how firms can provide services to customers in the view of the provider, 
this C-D logic now instead are focusing on how customers are using services in their processes.  
Heinonen and Strandvik (2015) suggests that the customer often has a wide range of offers to 
choose from before making a purchase. The authors therefore express that in a marketing 
point of view, it is imperative to understand how customers choose between different 
providers. It is further stated that in order to improve business performance, it is of the utmost 
importance to understand customer’s needs and expectations. Heinonen and Strandvik (2015) 
suggests that providers and customers previously used different approaches in business 
practice, which in turn could result in inconsistencies between the parties. This will make it 
difficult to prioritize the most profitable aspects of the business (ibid). Heinonen and Strandvik 
(2015) expresses that the main distinguishing factor that separates C-D logic from other forms 
of business logics, are that the C-D logic does not accentuate in the interaction between 
provider and customer. The authors further state that it instead focuses on the customer itself 
and how they are using services within their processes.  
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Within the scope of C-D logic, Heinonen and Strandvik (2015) highlights that the separation of 
products and services are not that important, instead both are viewed as a basis for value 
creation. Woodruff (1997) highlights that value creation is an important factor in order to 
success in business and organisations competes to offer superior customer value. Thus, the 
discussion of dominant logic is important from a marketing point of view.   
 
The foundation for business climate is considered to be dominant logic. The dominant logic 
can be explained as; Shared ideas or mental maps that are used to define the core of the 
business operation (Sultan, 2014). The thesis is exploring the concept of digital services and 
how companies through offering services can create value for their customers. In this context, 
the S-D logic are considered more suitable. Primarily since in S-D logic companies creates value 
propositions of specialized competences or services, the final value is co-produced with the 
customer who also determines the value of the offer (Vargo & Lusch, 2004). C-D logic are at 
first considered a more appropriate approach since it adapts a more customer-perspective 
focus. C-D logic place the main focus on how customers are using service in their processes 
(Heinonen & Strandvik, 2015). To conclude the core of the logics, CD logic have a focus on the 
customer while in SD logic the core is in the interaction between the parties. Despite the many 
advantages with C-D logic, the “how customer are using the service” are not the main 
contributor to answering the research question, it is considered more important to distinguish 
how firms can provide services to customers in order to create value. In the scope of this 
research, service dominant logic are used as the predominated core of business operations.  
 
Servitization are the process of increasing the value of an offer by adding services or by offer 
combined solutions (Vandermerwe & Rada, 1988). The concept of servitization are said to 
have change how value is created and used to increase the customer offer (Baines et al., 2009). 
Vandermerwe and Rada (1988) suggests that the concept have changed the competitive 
climate, and at the same time made services an important part of business stratigics. Already 
in the 1980’s Vandermerwe and Rada (1988) state that a new trend took off throughout most 
industries. It is further expressed that this trend has a strong customer focus and changed how 
companies are viewing their customer offers. By increasing the value within a product-offer 
by adding services, many companies hoped for an increase in competitive advantage (ibid). 
Vandermerwe and Rada (1988) further suggest that this trend is a powerful part of the total 
market strategy and often give rise to new types of relationships between a company and its 
customers. The term servitization, thus dates more than 30 years back but are to this day more 
important than ever. 
 

2.3 Product or service 
After sections 2.1 and 2.2 an increased understanding of; which customers the company are 
targeting is defined, companies’ core of business operation is laid out together with how the 
value creation are taking place. When you have come this far, it is time to specify the customer 
offer that are to provide the customer value. This is an extension of the conceptual map of the 
research and creates context to value creation through servitization. When the business 
setting in which the research is conducted is laid out, companies have to consider if they are 
offering products, services or combined offers. Lately vast advances have been made within 
IT, which places a lot of pressure on the marketers. Cloud computing are now a big part of 
many industries and are said to have servitized the whole IT-industry. A cloud-based solution 
that have received lot of attention recently are Software-as-a-service (SaaS). 
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 SaaS are a wide expression but can be described as a service that delivers applications through 
internet via a cloud service. Figure 3 shows an overview of this. Some of the most well-known 
services within this category are Microsoft Office Live, Google Apps amongst others.  

 
It can sometimes be hard to distinguishes where the product ends and where the services 
start within an offer (Shostack, 1977). Commonly there are very few products or services that 
could be categorized as pure with no trace of the other, instead entities are often formed 
which can be considered a combination of the two (ibid).   
 
Edgett and Parkinson (1993) suggest four main aspects that distinguishes products from 
services; Perishability, inseparability and intangibility along with heterogeneity. It is stated 
that a service can be considered perishable since it is consumed at the moment it is produced 
and thereby cannot be stored. The authors further describe the differences in the life cycles 
of products and services. The life cycle of products or goods are commonly; production, 
purchasing and then consumption. Services have a slightly different cycle; first the service are 
sold, then produced and finally consumed. Edgett and Parkinson (1993) express that this trait 
of inseparability in services leads to several challenges within the marketing process. Since the 
service often is produced and consumed at the same time the customer is often involved in 
the production of the service (Edgett & Parkinson, 1993). This according to the authors entail 
several managerial challenges as managing supply and demand of the service, but also ensure 
that high quality is developed and maintained throughout the delivery process. It is further 
expressed that the high degree of customer involvement also creates the important 
advantage of immediate but also a continuous feedback which helps the provider to control 
the quality of the service. A challenge with this simultaneous production and consumption are 
that customers have no chance to experience the service before the purchase (ibid). This puts 
a lot of pressure on the marketers since they have to bring forth the service successfully and 
just, in order to trigger a purchase without getting the customers expectation exaggerate 
(Edgett & Parkinson, 1993). The aspect of intangibility of a service suggests that it is 
experienced and also that physical ownership is not possible according to Edgett and 
Parkinson (1993). The authors state that this trait is challenging for service organisations, since 
it is harder to control the quality of the output. It is further expressed that with tangible 
products it is easier to keep the quality at a constant level. Within the aspect of heterogeneity, 
Edgett and Parkinson (1993) highlights that services have a high variability and are therefore 
difficult to fully standardise. Vandermerwe and Rada (1988) expresses that services are an 
increasingly important part of the strategics of business and are an important part of the 
global world economics. 
 

Product or service 

Technology 

Cloud computing 

Software-as-a-

service 

Figure 3: Customer offer specification model  
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The distinction between products and services are significant, in both their characteristics but 
also in how they are marketed and sold. Shostack (1977) suggests a new structural definition, 
a holistic view that propounds combinations of different both tangible and intangibles 
elements. These elements are linked together and creates the whole entity, which are either 
tangible dominant or intangible dominant. This view is called the molecular model and is 
created by Shostack (1977), the model is a useful tool to manage and visualize these combined 
marketing entities. The model shows the marketing entities that consists of different 
intangible or tangible elements, but without reducing the individual importance of either 
characteristic. Shostack (1977) highlights the model’s importance and usefulness for 
marketers. The author expresses that the dominance can lead to a clearer picture of the 
entities, making it easier to prioritise and to choose which approach that may be used in the 
marketing effort. By changing one element within this entity, the whole entity itself could be 
compromised, it is therefore important to manage all the different elements within these 
entities (Shostack, 1977).  
 

This type of marketing entities or bundles are an extensive offer, se figure 4, consisting of 
different types of combination according to Vandermerwe and Rada (1988). The authors 
further express that bundled offers can be both standardized but also have a big emphasis on 
customization, the construct of each individual bundle can vary and are dependent on the 
external circumstances. Vandermerwe and Rada (1988) suggest that these combined offers or 
bundles have a strong customer focus, which enhances the possibility to increase the value of 
the core product offer. It is further stated that the bundles can be of different compositions 
but consists to some extent of goods and services along with knowledge, support and self-
service. Baines et al. (2009) express that there are several important advantages with these 
new combined offers. Amongst others it is suggested that these offers have an extended life 
cycle, are more tangible and often offer competitive advantages towards other low-cost 
producers. Baines et al. (2009) also state that customer centricity is one of the key success 
factors within servitization and is important to value customers’ needs though the whole 
buying process. 
 
 The molecular model in figure 4 above, shows some overlap of tangibility and intangibility as 
the entities approach the middle. Edgett and Parkinson (1993) expresses that this overlap 
fades and evanesce as goods and services respectively returns to its end of the continuum. 
The model thus shows different degrees of intangibility and illustrates that not all services are 
absolutely intangible (Shostack, 1977; Edgett & Parkinson, 1993). It is though highlighted by 
Edgett and Parkinson (1993), that every service has some degree of intangibility. It is the 

Figure 4: Scale of Market Entities 
Collected from: Shostack (1977, p.77) 
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dominance of core within an offer that suggests which approach of marketing that are most 
suitable (Shostack, 1977). If an offer is emphasised on aspects of intangibility the challenge of 
marketing is increased. Shostack (1977) highlights that if the product or service that is to be 
marketed have an emphasis of intangibility the marketer should move away from the 
traditional product marketing.  
 

2.3.1 The challenge of intangibility  

Intangibility is considered one of the traits that separates services from products according to 
Laroche et al. (2004). The authors further state that intangibility is considered one of the major 
concepts that influence the approach of marketing. To some extent, all services are said to 
consists of intangible elements (Shostack, 1977). Since a service cannot be stored and thereby 
have to be consumed at the moment it is produced, physical ownership is not possible (Edgett 
& Parkinson, 1993). Laroche et al. (2004) suggest that the intangibility aspect of a services is 
challenging for organisations in several ways. The authors state that intangibility makes it hard 
to control the quality of the output but at the same time the trait makes it harder for the 
customer to judge the specific quality of the service. This, according to the authors, makes it 
is challenging for the consumer to measure the monetary value of the service transaction. 
When customers know the price of the service, they often create preconception about the 
perceived quality but also the expected satisfaction (Laroche et al., 2004). The danger with 
this is that the customers often do not have tangible aspects of the service that they can 
compare with other similar services which can result in high expectations that cannot be meet 
(Edgett and Parkinson, 1993).  
 
The fact that services has an emphasis on intangibility makes them harder to market. Thereby 
through increasing the tangibility within the service offers, great benefits can be achieved. 
This can be done in several way, the two suggested by Edgett and Parkinson (1993) are an 
effective use of marketing by advertising or by managing the physical surrounding where the 
service are produced and consumed. The authors state that the advertising can include both 
cues, image but also brand development and brand awareness. An industry that have done 
this in an excellent manner are the fast-food industry, companies such as McDonalds, Max, 
Burger King amongst others.  
 
Edgett and Parkinson (1993) expresses that consumers can have a hard time evaluating the 
quality of a service, both before the purchase but also after the consumption. Thus, by 
providing constant offers, meaning that the majority of the offers are constant and does not 
change over time, the customers endeavour for quality will be eased. The authors suggest that 
by controlling the tangible aspects of the service, the impact of the heterogeneity can be 
reduced. An example of this approach within the food industry mentioned by Edgett and 
Parkinson (1993), are to offer standardized menus but also to keep the ordering procedure 
constant. This will help the customer to feel more comfortable but also to reduce the 
perceived risk. High amounts of perceived risk are uncomfortable for the customer (Buttle & 
Maklan, 2015), and it is therefore preferable to keep the amount of risk low. Standardized 
menus also ensure uniform and easy access for consumers, as well as make sure that the 
quality is maintained (Edgett & Parkinson, 1993). 
 
To summarize, the marketing approach are considered to be dependent on several factors. 
But the most imperative aspects to reflect upon are; What kind of business are conducted, 
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what is the customer offer and who are the customer. First when these aspects are laid out 
the marketing effort has all the prerequisites for success. In an attempt to define which 
marketing approach that is appropriate for a specific company, the dominant business logic 
can be investigated.  
 

2.4 Servitization  
The concept of servitization brought to attention by Vandermerwe and Rada (1988), who are 
said to have coined the expression (Baines et al., 2009). Baines et al. (2009) express that the 
term servitization are a well acknowledge term, that are understood as “the process of 
creating value by adding services to products. “(p.547). The concept of servitization suggests 
that value of the core offer, often a physical product, can be increased by adding services 
(Sultan, 2014). Ahamed, Kamoshida and Inohara (2013), adds that the core of Servitization is 
to shift the focus from offering only products to now instead provide combined product-
service offers. The authors further express that servitization ranges from a service with 
tangible goods to a product offer with services as add-ons. This is reinforced by Sultan (2014), 
who adds that sometimes the service itself are replacing the main product.  
 
Baines et al. (2009) suggests that there are several drivers for servitization. The three main 
drivers that is brought to attention are strategic, financial and marketing drivers. Strategic 
drivers include, for instance, competitive advantages along with competitive opportunities, 
profit margins and revenue stream counts. As financial drivers and regarding marketing drivers 
product differentiation and especially customer relationships are highlighted. This view is 
reinforced by Oliva and Kallenberg (2003), that expresses that the adaptation of servitization 
often are a response to increasingly complex customer demands or financial challenges.   
 
Manufacturing companies are using servitization as a long-term business strategy in order to 
differentiate themselves and to stay competitive (Ahamed et al. 2013; Baines et al., 2009).  
Ahamed et al. (2013) suggest that companies are now able to create value more effectively 
with their offers, by shifting focus from products to instead sell product-service systems. This 
shift is not easy to succeed with but through having a well designed and constructed service, 
the prerequisites for success are created (Ahamed et al., 2013). Organisations need a change 
in company structure, and it is important that they have a sense of which success factors that 
are crucial for the implementation to have a chance to succeed with servitization (ibid).   
 
Vandermerwe and Rada (1988) suggests that servitization have developed though three 
stages. In the first stage, companies clearly define whether they were a product-company or 
a service company. The second stage were characterized by advanced technology and 
companies were offering both products and services. In the third and last stage services are 
dominating, and companies are now offering bundles consisting of a mix of goods, services 
together with knowledge, support and self-service. The majority of early adopting companies 
of servitization, are mostly larger firms that supplies high-value capital equipment (Baines et 
al., 2009). Some of these early adopters are considered to be ABB and Rolls-Royce amongst 
others (ibid). These companies are exceptional examples of manufacturing firms that have 
taken their production one step further, and now are providing their customers with tailored 
solutions.  
 

https://www.emeraldinsight.com/author/Baines%2C+TS
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To fully understand servitization it is first important to understand the components, products 
and services that together are combined to an advantageously offer. Vandermerwe and Rada 
(1988) express a strong but complex relationship between products and services. Products are 
often easy to understand, they are tangible and can be categorized together with other 
products that share the same characteristics (Baines et al., 2009). But when it comes to 
services it is challenging since the term are more contentious, services are also often vaguely 
defined and frequently described by characteristic traits that they do not possess (ibid). Bebko 
(2000) expresses that services in general have an emphasis on intangibility and often lack 
physical attributes. This is said to affect the characteristics of the service itself. Meanwhile 
Vandermerwe and Rada (1988) states that “services are performed and not produced” (p.315), 
which additionally distinguishes products from services. Services have evolved from a being a 
single service to instead be used as a strategy from a sales point of view as new market 
opportunities (Baines et al., 2009; Vandermerwe & Rada,1988). Services are also used as a 
way of differentiating as well as used to extend product life cycles (ibid). This shift in focus 
have changed the way services are marketed along with how they are produced (Baines et al., 
2009).  
 
Customers have an increased interest in the services around the product, then on the product 
itself (Vandermerwe & Rada, 1988). While considering an offer the services surrounding the 
product makes a big difference for the customer (ibid). Companies that previously used to 
focus on products are therefore breaking the pattern and tries to improve their offers by 
adding and integrating services within their product offers (Shelton, 2009; Baines et al., 2009). 
A way of doing this is to offer the customer service packages to their product offer. Sultan 
(2014) suggests that it is common for companies to provided annual service contracts for 
product offers which can include maintenance, repair and spare parts. It is further expressed 
that this type of offers is often viewed as affordable and attractive in the customers point of 
view. Vandermerwe and Rada (1988) suggest that through extending the offer to include more 
than the product itself it is easier to keep the customers from looking to the competitors. 
Through offering services early in the customers decisions process, the company have an 
opportunity to create a strong relationship with the customers (Vandermerwe & Rada, 1988). 
A strong relationship in turn, gives the company opportunities to influence certain decisions 
but also to maintain customer loyalty (ibid). Vandermerwe and Rada (1988) suggests that 
banking is a good example of an industry that have extended their offer with services, and 
thereby also prolonged their interaction with the customer. The authors further state that 
some banks now offer estate agency-services to protect their mortgage business. When the 
bank is offering this service, the customers don’t have to go looking elsewhere and can instead 
do all their errands at the same place (Vandermerwe & Rada, 1988). This method are still used 
today in the banking industry and some examples of banks in Sweden that offers the service 
of estate agency are Swedbank (https://www.fastighetsbyran.com/sv/sverige/) and 
Länsförsäkringar (https://www.Lansfast.se/tjanster/) amongst others. In recent years most of 
the banking errands can be conducted though internet.  
 
It is hard for leading firms to stay competitive and they are constantly under pressure to 
develop and innovate in order to keep their position in the market (Porter & Ketels, 2003). 
Through providing the customers with extended offers, often including additional services, 
Vandermerwe and Rada (1988) suggests that the customer life cycle is extended. Ahamed et 
al. (2013) states that the competitive environment within the industrial markets makes it 

https://www.emeraldinsight.com/author/Baines%2C+TS
https://www.emeraldinsight.com/author/Baines%2C+TS
https://www.lansfast.se/tjanster/
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necessary for companies to distinguish themselves in order to increase their possibilities. From 
selling only products, it is hard to gain competitive advantages and to receive enough profit 
(Porter & Ketels, 2003). Many leading firms are therefore using servitization as a core strategy 
in order to increase their competitive advantages (Ahamed et al., 2013). In order for 
companies to have a chance at success it is important to adopt a service-oriented strategy and 
to actively work to implement this strategy within the whole company, from the business 
strategy and management philosophy down to the daily activities (ibid). This challenge give 
raise to new innovative methods, moving up the value chain to offer a greater basis of services 
(Porter & Ketels, 2003). It is common for manufacturing companies to offer both products and 
services, but not as common to use services to its full extent (Ahamed et al., 2013). Through 
using services as core of their competitive strategy, companies have much to gain in terms of 
competitive advantages (ibid).  
 
Vandermerwe and Rada (1988) express the adaptation of servitization have changed the 
competitive climate, and services are of increasing importance in strategics of business. The 
adaptation of servitization have change the way value are created and added to the customer 
offers (Baines et al., 2009). In order to create and deliver extensive customer value, it is 
imperative to have an increased understanding of how value can be created and what 
customers are expecting besides form the offer itself.  
 

2.5 The concept of value and value creation  
Value creation is an important factor in order to succeed in business and in the competition 
for organisations to offer superior customer value (Woodruff, 1997). The discussion of 
dominant logic, the core and drivers of the business, is important from a marketing point of 
view. Walter, Ritter and Gemünden (2001) suggests that the main purpose for a supplier-
customer relationship is to work together in order to create a mutual value. Relationships of 
this collaborative character are increasingly important for both the supplier and the customer 
(Ulaga, 2003; Walter et al., 2001). Ulaga (2003) suggests that while considering such a 
relationship, both parties have different choices to make. The supplier side needs to work hard 
to differentiate themselves and chose what type of customers to target (ibid). While the 
customers in turn have to decide whether to terminate a low-value relationship, maintain and 
develop valued relations or whether to invest further and enter a new supplier relationship 
(Ulaga, 2003). 
 
Eggert, Ulaga and Schultz (2016) suggests that While comparing the top-suppliers their core 
offer is often quite similar. In order to be successful, suppliers have to find new methods in 
order differentiate themselves (Eggert et al., 2016). The suppliers need to be more customer 
oriented and offer a superior customer value to be able to compete in the future (Woodruff, 
1997). Eggert et al. (2016) express that the suppliers potential to create value within the 
customer’s operations are increasing and becomes more important as the relationship 
progresses through the different stages of the life cycle. It is further suggested that customers 
usually need a close relationship with personal interaction in the beginning of a supplier 
relationship, while the relationship are maturing the need of close contact often decreases. 
Personal interaction is in the view of the customer one of the main driving factors in the value 
creation process (ibid). Eggert et al. (2016) describes that the value creation process within 
business relationships can be considered dynamic and dependent of several factors.  
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Ulaga (2003) suggests that it is hard to measure the amount of value creation in a relationship, 
which makes it increasingly important to understand how organisations create and deliver 
value in these relationships. There are eight dimensions of value creation, this in the 
relationship between manufacturer– supplier (Ulaga, 2003). The dimensions are; Product 
quality, Delivery, Time-to-market, Direct product cost (Price), Service support, Supplier Know-
how, Personal interaction along with process costs. The eight dimensions along with a brief 
description of each dimension are presented in table 2.  
 

Table 2: Relationship value drivers. 
Adopted from Ulaga (2003). 

Product quality Delivery Time-to-market Direct product 
cost (Price) 

Product 
performance 

On-time delivery Design tasks Price above, 
below, at 

competition 

Product 
reliability 

Delivery 
flexibility 

Prototype 
development 

Annual price 
decreases 

Product 
consistency 

Accuracy of 
delivery 

Product testing and 
validation 

Cost reduction 
programs 

Service support Supplier Know-
how 

Personal 
interaction 

Process Costs 

Product-related 
services 

Knowledge of 
supply market 

Communication Inventory 
management 

Customer 
information 

Improvement of 
existing products 

Problemsolving Order-handling 

Outsourcing of 
activities 

Development of 
new products 

Mutual goals Incoming 
inspections 

   Manufacturing 

 

The value creation drivers are in different ways affecting the relationship (Ulaga, 2003). If 
instead of looking at the value creation within a relationship, the focus should be placed at 
the value creation process of an offer. A customer offer can consist of both tangible and 
intangible elements (Shostack, 1977). If the tangible aspects are in the form of goods, then it 
is considered to be encapsulated with knowledge (Vargo & Lusch, 2004). This knowledge 
offers value potential for the customer but is not itself embedded with value and thus the 
customer has to be a part of the value creation process (ibid). Vargo and Lusch (2004) state 
that when the customer understands the value potential within the offer, the offer itself can 
be customized to fit the customer’s specific needs through co-production. It is further 
suggested that the company thus cannot alone create the value without the customers help, 
merely make value propositions more compelling than those of competitors. The customer 
becomes a part of the entire value and service chain and are viewed as a co-producer of value 
rather than a target for marketing (Vargo & Lusch, 2004). Within relationship marketing, many 
companies are including the customer in the development process and products are created 
as a cooperation of parties (Šonková & Grabowska, 2015).  
 

2.5.1 Customisation and standardisation 

The production of a service cannot be fully standardized according to Grönroos (1990), in 
contrast to the production of goods that often takes place in an assembly line. It is further 
expressed that this has to do with the characteristics of a service but also the human impact 
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of the buyer-seller interface. The customers are often a big part in the delivery of a service 
and also impacts the possibilities of standardisation (Grönroos, 1990). Edgett and Parkinson 
(1993) highlights variability of services as a difficulty while trying to standardize an offer. While 
considered combined product-service offers, Vandermerwe and Rada (1988) suggests that 
these offers can be standardized but also have a big emphasis on customization, depending 
on the external circumstances. Providing standardized offers, helps the customer to feel more 
comfortable but also to reduces the perceived risk (Edgett & Parkinson, 1993). Standardized 
offers ensure uniform and easy access for consumers, as well as maintains a constant quality 
of the offer (ibid).  
 
The offers a company provides along with the dominant logic they are applying are affecting 
the core of business operation. Many leading industries have experienced an apparent shift in 
their core business and technology have taken a prominent role (Vandermerwe & Rada, 1988). 
In today’s internet-fueled environment the marketing climate are constantly changing, which 
places an immense pressure on the marketers (Kotler & Keller, 2016). The marketplace of 
today is fundamentally different from a few decades ago (ibid). Kotler and Keller (2016) 
suggest that technology plays a big part in this transition and have changed the management 
of marketing.  
 

2.6 Information technology  
The IT- and computer-industry are a good example of industries that have moved from 
product focus to be more service driven (Vandermerwe & Rada, 1988). These industries 
amongst others, are now putting a lot of their effort on software instead of the previous focus 
on hardware (ibid). Kim (2009) express that during the past three decades vast advances in IT 
and computing have been made. It is further suggested that some of the advances that have 
made this possible are the prevalence of access to the Internet, an increasing network of 
servers and storage in data centres, along with advanced and scalable software infrastructure 
for both the web but also to implement within the data centres. The ever-increasing global 
competition along with the recent developments in technology are the main drivers for an 
increase of the applying of relationship marketing. The marketing strategy have a long-term 
focus and are centred around the relationship with the aim to retain customers through a 
trustful relationship and providing quality customer service. (Šonková & Grabowska, 2015) 
 
The advances in technology makes it easier for marketers to target and customize their 
marketing to the specific customers (Šonková & Grabowska, 2015). Technology makes it easier 
to deliver information and to communicate with the customers, but it is also easier to 
customize offers to fit the individual customer (Vandermerwe & Rada, 1988). Vast amounts of 
information are available on almost every subject to every company as well as for the 
customers, it is important to keep up with the changes in the competitive environment and to 
find new innovative ways for companies to position themselves on the market (Kotler & Keller, 
2016; Vandermerwe & Rada, 1988). Technology have made it possible for customers to be 
more informed, they know their options and are keen to bargain (Vandermerwe & Rada, 
1988). This increases the urgency to stay competitive. Customers are becoming more critical 
and difficult to please, they want to receive everything in a faster pace but also with an 
increased convenience (Vandermerwe & Rada, 1988). Together with this, the customers are 
in an increased pace demanding a higher degree of customisation and “The more information 
customers get, the more customization they want.” (Vandermerwe & Rada, 1988, p.318). 
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Vandermerwe and Rada (1988) suggests that companies that today puts a lot of effort to fully 
understand the customer and their challenges, are the companies that will succeed in the 
future. Thus, it is important to adopt to the new business surroundings and embrace the 
changes that digitalization brings. Through developing the service offers along with being able 
to customize the offers to fulfil specific customer’s need, the companies will have an upper 
hand in increasing their competitive advantage but also when it comes to advantages within 
customer relationships (Vandermerwe & Rada, 1988). Previously for example, while ill a visit 
at the doctor’s office were needed in order to receive a diagnosis along with the appropriate 
medicine. Now instead the same can be achieved through medical diagnostic technology 
(Vandermerwe & Rada, 1988). A good example of this customer-centric development is the 
web-based Swedish medical application Kry. This application allows the patient to have their 
doctor-visit through their phone instead of physically going to the doctor’s office 
(https://www.kry.se/). Other examples of similar web-based services are Doktor24 
(https://www.doktor24.se), Min Doktor (https://www.mindoktor.se) and medico 
(https://www.medicoo.se). These solutions are though mainly targeting the B2C market, 
which is the opposite compared to the B2B focus for this research.  
 
For the future, Vandermerwe and Rada (1988) emphasises on the importance for companies 
to reflect on what type of business they want to advance into. Companies struggle to be better 
than their competitors at many fronts, managers are engaged and puts a lot of effort to solving 
their customers problems (Vandermerwe & Rada, 1988). It is no longer enough for companies 
to only improve their current offers; they instead need to create new solutions (ibid). Cloud 
computing are often categorized as an innovation said to have servitized the IT-industry in an 
unforeseen way (Sultan, 2014). During the past three decades vast advances in IT and 
computing have been made, which allows for today’s widespread use of cloud computing 
(Kim, 2009). 
 

2.6.1 Cloud computing and its services  

Cloud computing are considered an increasingly popular concept, although the definition is 
not all that clear (Kim, 2009). Balco, Law and Drahošová (2017), highlights that the future of 
technology lies in cloud computing and the strategic but also the operational advantage from 
the early adopters are already visible and viable. In many occasions utility computing or a SaaS 
amongst others, are often mistakenly used while describing cloud computing (Kim, 2009). 
Zhang, Zhang, Chen & Huo (2010) highlights the difficulty to form a distinct definition of cloud 
computing. But the authors share some light over the situation and state that computing can 
be viewed as a “virtual pool of computing resources. It provides computing resources in the 
pool for users through internet” (p.94). This statement is supported by Kim (2009), who adds 
that the term cloud in cloud computing can have a few different meanings but can be used in 
order to describe data centres available to many users over the Internet. The provider of a 
cloud service usually has a number of data centres hosting vast amounts of servers in order to 
provide the different services (Sultan, 2014). In order to use the cloud service, the customer 
and user gains access through the cloud by using Internet (ibid). Sultan (2014) states that 
usually the location of the data centres is not a concern, but to some companies the location 
of the servers is of great importance. The author further expresses that due to legal reasons, 
organisations based in countries that are members of the European Union are obliged to 
maintain user’s personal data within specific geographical regions. 
  

https://www.kry.se/
https://www.kry.se/
https://www.kry.se/
https://www./
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There are several major advantages with cloud computing compared to similar systems, both 
in the view of the supplier but also for the customer (Knorr & Gruman, 2008). The main 
advantages along with the benefits provided are presented in table 3 in the view of the 
supplier, and in table 4 the same are presented in the view of the customer. The core of Cloud 
computing for a vendor is according to Zhang, Zhang, Chen and Huo (2010) the sharing of 
resources in order to achieve coherence and economies of scale. The authors further state 
that this principal of sharing, allow customers to use the resources in the specific ways needed 
but also to access computer and storage system according to the requirement. Knorr and 
Gruman (2008) express that cloud computing is viewed as a way for customers to utilities 
resources without any major new investments. It is further expressed that this allows for an 
increased capacity or to an increased number of capabilities of the system without investing 
in new software, educating the staff further or without increasing the current infrastructure. 
In order for companies to be able to adopt to this new technology, Balco et al. (2017) state 
that it is crucial that the management first fully grasps the impact of cloud computing services 
in different marketing regions. It is further expressed that if the awareness of cloud technology 
already is high amongst potential customers, the process of establish a strong customer base 
is eased.  
 

Table 3: The advantages with cloud computing from a supplier perspective.  

Supplier perspective 

Advantage Benefit  

Sharing of resources (Zhang et al., 2010).  Easier to reach economies of scale  

Subscription or as pay-per-use service (Knorr & 
Gruman, 2008). 

Long-term financial security and stability  

Low cost alternative compared to similar solutions 
(Knorr & Gruman, 2008). 

Saving resources  

 

A cloud-based service can be accessed in several ways where one of the more usual one is via 
a subscription or as pay-per-use service (Knorr & Gruman, 2008; Kim, 2009). Knorr and 
Gruman (2008) highlight this as one of the important advantages both for the customer but 
also for the vendor. For the vendor this provides a long-term financial security along with 
stability and for the customer this provides an easy payment plan with a comparatively low 
risk. Kim (2009) adds that the customer is more likely to save resources since they only are 
paying for the computing resources and services they actually are using. Knorr and Gruman 
(2008) suggests that cloud computing often is in the form of a single application that is 
accessed through a browser via multitenant architecture. This makes it easier for the vendors 
to reach economies of scale. For the vendors the main advantage with cloud computing are a 
reduced cost in comparison to other conventional hosting alternatives (ibid). In the customers 
point of view, the advantage is mainly a decreased financial risk, since they do not have to 
invest in servers or different licensing contracts (Knorr & Gruman, 2008; Zhang et al., 2010). 
Cloud computing, according to Zhang et al. (2010), allows for secure and dependable data 
storage over the internet that is maintained by the vendors making it possible for customer to 
use the service but without conducting system maintenance. Kim (2009) suggests that since 
the vendor often owns and manage the data centres along with the resources needed, the 
customer do not need to make an as large of a commitment. This implies that the user does 
not need to make large investments, they only need to access the cloud to be able to use the 
service (ibid). One of the main advantages are the customers’ options to access the cloud, 
since in theory can be accessed at anytime from anywhere (Kim, 2009).  In table 3 the main 
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advantages along with the benefits provided are presented in the view of the supplier, and in 
table 4 the same are presented but in the view of the customer. 
 

Table 4: The advantages with cloud computing from a customer perspective. 

Customer perspective 

Advantage Benefit 

Subscription or as pay-per-use service (Knorr & Gruman, 
2008).  

Saving resources  
Decreased financial risk 

No need to invest in servers or different licensing contracts 
(Knorr & Gruman, 2008; Zhang et al., 2010). 

Saving resources  
Decreased financial risk 

Secure and dependable data storage over the internet that 
is maintained by the vendors (Zhang et al., 2010).  

Reliable information storage  

Cloud solution owned and maintained by the vendors 
(Zhang et al., 2010; Kim, 2009) 

Saving resources  
Decreased financial risk 

Many options to access the cloud, in theory the cloud can 
be accessed at anytime from anywhere (Kim, 2009). 

Easy access to information stored in the cloud 

Easy to increase capacity or capabilities of the system 
without investing in new software, educating the staff 
further or without increasing the current infrastructure 
(Knorr and Gruman, 2008).  

Saving resources  
Decreased financial risk 

Benlian and Hess (2011) suggest that the concept of cloud computing is complex and hard to 
fully define. It is further described that cloud computing are built upon five different layers, all 
dependent of each other. In figure 5, the different layers are visible together with the order 
of the layers.  

Benlian and Hess (2011) describe the layers as follows: On the top of the stack are cloud 
software applications positioned, and this includes for example SaaS. Right below, the cloud 
software environment is positioned. This is also referred to as the platform layer. At the third 
layer there are the cloud software infrastructure which includes components for the operation 
and management of IT environments such as different computational resources and 
communications along with different types of storage. Then there are the software kernel and 
the bottom are comprised of hardware.  Benlian and Hess (2011) states that all the 
underlaying components of each layer are not visible for the users. It is further expressed that 
the layers represent different degrees of abstraction that conceal these components. This in 
turn, makes it easier for the user to access the functions within each layer without being 
distracted (Benlian & Hess, 2011).   

 

SaaS

Platform

Infrastructure 

Software kernel

Hardware 
Figure 5: Pyramid of Cloud computing.  

Adopted from the text in Benlian and Hess (2011). 
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There are many variants of cloud computing but the three most common defined by Sultan 
(2014) are Infrastructure as a Service (IaaS), Platform as a Service (PaaS) and Software as a 
Service (SaaS). The author furtherer explains the concepts;  

- IaaS: This service is often delivered remotely through the Internet as a complete 

computer infrastructure. This can include storage devices, servers or virtual 

computers.  A few of the most well-known vendors of this kind of offer are Amazon’ 

s EC2 and GoGrid’s Cloud Servers.    

 

- PaaS: This kind of service are categorized as the traditional computing model but 

are thanks to technology developments provided remotely through a cloud. In 

order to be able to provide this service network clusters; databases, operating 

systems, Web servers, and other software are needed. PaaS are considered a more 

resource heavy service.  A few of the most well-known vendors of this kind of offer 

are Amazon Web Services (AWS), Google’ s App Engine along with Microsoft’ s 

Azure.  

 

- SaaS: This variant of service delivers applications through internet via the cloud. 

One of the main advantages with this service are that instead of installing and 

maintaining software, the desired application can instead be accessed on-demand 

through internet. This kind of service offers a wide range of application, from 

productivity applications such as word processing services or spreadsheets to more 

to complete programs. A few of the most well-known services within this category 

are Microsoft Office Live, Google Apps, Yahoo mail along with Salesforec.com.  

SaaS are according to Vaquero, Rodero-Merino, Caceres and Lindner (2008), considered one 
of the most common forms of cloud service. The authors state that SaaS are a web-based 
alternative to previous locally run applications, which is best understood as a way using 
software-services across the network without installing the software into a local device. 
 

Software-as-a-service  

It can sometimes be hard to fully understand the concept of SaaS, but Vaquero et al. (2008) 
suggests that the online version of the office application such as a word processor are a good 
example. A SaaS can be outsourced as variant of on-demand offer, as the vendors software 
applications does not need to be physically present at the location of the customer (Benlian & 
Hess, 2011; Tyrväinen & Selin, 2011). This kind of offer is often operated by the vendor and 
usually consumed via a Web browser as the main user interface (ibid). It is also common for 
software companies to develop customized services to some extent for single customer, either 
for internal usage like an in-house service or as an externally sold professional services 
(Tyrväinen & Selin, 2011). SaaS can be viewed as a software delivery model where through the 
utilising the principals of cloud-hosting, software solution or applications along with other 
types of data can be delivered to customers (Balco et al., 2017). SaaS can have several shapes; 
it can be more simpler automations but also in a more complex form, such as customer 
relationship management applications or for example resource planning tools (Loukis, Janssen 
& Mintchev, 2019). It is further stated that compared to more traditional software models, 
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the SaaS model requires less technical work at the user-level but instead more work on the 
business-level (ibid).  
 
Benlian and Hess (2011) suggest that SaaS emerged as a response to shortcomings of its 
predecessor application service provisioning (ASP) model. The authors state that SaaS is a way 
of providing users with advanced software services, that doesn’t have the economic 
challenges or the same technical limitations as the previous model. Benlian and Hess (2011) 
expresses that early versions of ASP models were based on single-tenant architecture which 
was costly for the vendors. Single-tenant architecture creates a low degree of economies of 
scale since the vendors are not able to, in an efficient way, share the application code and IT-
infrastructure between their different customers (ibid). Benlian and Hess (2011) highlights 
that SaaS have the advantage of multi-tenant architecture. For a potential customer, the 
multi-tenant architecture offers great implications in terms of both the estimation of risk but 
also of the possible opportunities (ibid). The authors bring forth three main advantages with 
multi-tenant architecture instead of the previous single-tenant architecture. The first 
advantage are the sharing of applications and IT-infrastructure across customers within the 
SaaS model instead of when it previously was dedicated to a single customer. Secondly, the 
customisation options for the customers of the main functionality and data structures are 
limited which increases the utility.  And finally, this new architecture prolonged the interaction 
with the customer since the interfaces are not usually backward compatible, this implies that 
the customer often needs to upgrade the software. This gives the vendor increased control 
and they can be more secure while planning for the software developments for the future 
(Benlian & Hess, 2011). In table 5 the main advantages along with the benefits provided are 
presented in the view of the supplier, and in table 6 the same are presented but in the view 
of the customer. In table 7 the main disadvantage along with the specific challenge are 
presented in the view of the customer, this since the research are in the interest of the supplier 
and thus the customers opinion is the one that are highly valued.  
 

Table 5: The advantages with software-as-a-service from a supplier perspective. 

Supplier perspective 

Advantage Benefit 

Large customer base (Tyrväinen & Selin, 2011). Easier to reach economies of scale  
Long-term financial security and stability 

Less economical challenging or technical limited 
(Benlian & Hess, 2011). 

Saving resources  
Decreased financial risk 

The customer often outsources the operational 
aspects of SaaS and are instead paying to use the 
service via subscription or as a pay-per-use service 
(Tyrväinen & Selin, 2011).  

Long-term financial security and stability 

Multi-tenant architecture (Benlian & Hess, 2011).  Easier to reach economies of scale 

Sharing of applications and IT-infrastructure across 
customers (Benlian & Hess, 2011).  

Effective utilization of resources  

Multi-tenant architecture prolongs the interactions 
with customers, this since interfaces not usually are 
backward compatible (Benlian & Hess, 2011).  

Long-term financial security and stability  

Increased control and more security while planning 
for the software developments for the future (Benlian 
& Hess, 2011). 

Long-term financial security and stability  
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Benlian and Hess (2011) express that an additional advantage with this multi-tenant 
architecture is to increases the opportunity for the vendors to achieve economies of scale. The 
authors further suggest that it is mainly thanks to the efficiency of multi-tenant architecture 
which implies that the company do not have to increasingly extend the size of their data 
centres. Multi-tenant architecture can also affect the vendor in forms of cost efficiency, 
system performance and availability but also in terms of privacy and data security (Benlian & 
Hess, 2011). This is considered to affect the customer in terms of risk assessment but also 
regarding possible opportunities (ibid).  
 

Table 6: The advantages with software-as-a-service from a customer perspective. 

Customer perspective 

Advantage Benefit 

The entry cost to use SaaS are low in comparison to 
other similar services (Tyrväinen & Selin, 2011). 

Saving resources  
Decreased financial risk 

Pay-as-you-go pricing (Tyrväinen & Selin, 2011). Saving resources  
Decreased financial risk 

The software often needs to be upgraded (Benlian & 
Hess, 2011) 

Always upgraded software, performance advantages  

 
Table 7: Disadvantages with software-as-a-service from a customer perspective 

Customer perspective 

Disadvantage Challenge  

Multi-tenant architecture (Benlian & Hess, 2011). Limits the customisation options of the main 
functionality and data structures. 

The software often needs to be upgraded (Benlian & 
Hess, 2011).  

Cloud be time-consuming or hard to work with  

 

Tyrväinen and Selin (2011) highlights several advantages that SaaS brings, both for the 
customers but also for the vendor. For the vendor, the authors express that SaaS can be seen 
as a software delivery and deployment model but also as a general business model. This view 
of SaaS is considered to have a low transaction cost but with a large customer base (ibid). 
Tyrväinen and Selin (2011) suggests that the customer often outsources the operational 
aspects of SaaS and instead are paying to use the service. The authors express that the 
adoption and usages of SaaS are attractive to customers, mainly since the entry cost to use 
the service are considered to be low compared to other similar services. It is further stated 
that the pay-as-you-go pricing are also a factor that are attractive in the eye of the customer. 
From the customers point of view, SaaS are often seen as the vendors IT back-end 
management activities (Tyrväinen & Selin, 2011). 
 

2.6.2 Servitization and cloud computing 

When the concepts of cloud computing and servitization are laid out, then connection 
between the two can be investigated (Sultan, 2014). It is further expressed that cloud 
computing are considered to represent a new branch of servitization, where a previously 
physical product instead is transformed into a service (ibid). Sultan (2014) suggests that cloud 
computing is said to have, in an unforeseen way, servitized the IT-industry. This new 
servitization model have been embraced by an increasing number of organisations mostly due 
to the many advantages; such as flexible cost structure, scalability, and efficiency (ibid). Cloud 
computing are categorized as a disruptive innovation, and thus both the service providers 
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along with the customers need to change their view of the company’s IT products and 
infrastructures (Sultan, 2014). As a disruptive innovation, Cloud computing entailed vast 
changes in the business environment (ibid).  
 
Sultan (2014) highlights the importance of distinguishing the concept of service-dominant 
logic from the cloud computing service model. This since service-dominant logic in contrast to 
the service model derived from cloud computing does not consider services as an alternative 
form of product. Thus, by utilising the concept of Cloud computing service model, software 
and hardware products that previously were sold and delivered in person can now instead be 
efficiently sold and delivered remotely by providing those products as services (Sultan, 2014). 
 

2.6.3 Marketing and sales process of cloud-based solutions   

A challenge presented with the marketing and sales of SaaS are that leaders or the decision 
makers at the purchasing company are not always sure on how they can benefit from adopting 
a SaaS solution (Loukis et al., 2019). Burrell (2009) suggests that the inherent disinclination at 
corporate level about the adoption of SaaS can be derived from several factors. It is further 
suggested that many of the uncertainties arise from the fact that all the responsibility is 
handed over to the service providers who in turn determine and manage all functional and 
operational standards for the services. This is supported by Balco et al. (2017), who suggest 
that the two biggest challenges with the marketing and sales of a cloud solution are the 
aspects of security and reliability of the system. Decision makers often refrain themselves 
from adapting cloud-based solutions due to uncertainties regarding security or due to lack of 
trusty in the reliability of cloud computing (Balco et al., 2017; Burrell, 2009). It is added by 
Burrell (2009) that decision makers at higher corporate level also questions that while 
integrating a cloud-based solution the responsibility for integration combability, data access 
security, reliability and performance of the system are handed over to the provider.   
 
Balco et al. (2017) highlights that factors that plays a significant role in the assessment to 
adopt cloud services, or any other new technology, are; politics along with international 
stability, alone or in combination with local privacy protection laws. The integration of a cloud-
based solution can thus create doubts for a company placed in a country that are members of 
the EU, since many of these services are still being hosted from North America (Burrell, 2009). 
For example, Sweden as a member of the European Union are due to legal reasons obliged to 
maintain customers personal data within specific geographical regions (Sultan, 2014). Through 
buying and introducing a SaaS, organisation fear the additional charge and disruption of their 
daily businesses (Burrell, 2009). Though, the success of customers that have implemented 
SaaS are starting to change the business climate and calm previous concerns, most clients who 
have been using a SaaS are now receiving vast financial benefits (ibid).   
 
Tyrväinen and Selin (2011) expresses that SaaS can be considered to have a low transaction 
cost with many customers. It is further expressed that a SaaS often is consumed via a Web 
browser as the main user interface and can be viewed as an on-demand service. The authors 
state that customers often outsources the operational aspects of a SaaS and are instead 
paying to use SaaS as an on-demand service. Tyrväinen and Selin (2011) expresses that the 
adoption and usages of SaaS often are viewed as an attractive alternative for customers, 
mainly since the entry cost are considered low compared to other similar services. It is further 
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stated that the pay-as-you-go pricing also is a factor that are attractive in the eye of the 
customer. 
 
Burrell (2009) suggests that many organisations are aware of benefits of externally hosted 
application like SaaS and Cloud computing, but there are some concerns that needs to be 
closely controlled. The uncertainties mentioned are conflicts with existing compliance 
guidelines for infrastructure, security and environmental management. Thus, the author 
stresses the importance of allowing the customers time to analyse the associated risks and to 
balance them by the potential benefits. Burrell (2009) expresses that customers that uses SaaS 
for the first time tend to compare the software to more traditional approaches or earlier 
infrastructure related projects even so, they tend to be pleasantly surprised by the speed to 
market, performance and system quality. Even the most discerning stakeholders tend to be 
persuaded by the systems short delivery time within difficult environments (ibid).  
 
The architecture of a SaaS varies to suit the specific company it is sold to, different business 
models need different approaches and the application delivery is also customized to the 
specific company (Burrell, 2009). This suggests that in order to gain new customers different 
approaches are needed (ibid). The SaaS architecture are described by Burrell (2009) to be 
advantageous in many ways and are considered to overcomes many of the previous problems 
with similar systems. One of these problems highlighted by the author are the time constraint, 
the production of hardware takes time which delays the delivery and integration of the 
system. This implies that the customers have to wait to see tangible return on their investment 
(Burrell, 2009). With a SaaS, this time is shortened and the customer benefits greatly from a 
rapid delivery (ibid). 

Since SaaS are separated from traditional software the focus of marketing and sales have to 
be altered (Benlian & Hess, 2011). The change of focus from traditional packaged software to 
instead offer a SaaS, is not an easy transition (Tyrväinen & Selin, 2011). This transition will 
create new challenges both for the marketing and sales department of the vendor company 
(ibid). Tyrväinen and Selin (2011) suggest that while it is cost efficient to provide a SaaS, in 
order to keep SaaS profitable for the vendors the costs of marketing along with sales are set 
to be a challenge.  
 

2.7 Frame of reference  
The literature summed and presented in the literature review forms the knowledge base for 
this thesis. The different subject areas presented contributes to the foundation in their own 
way, and some aspects have been borrowed in order to create the line of thought of which 
the study are built upon. The line of though resulted in a frame of reference for the study, se 
figure 6, which concludes the literature. This also provides a basis for the interview 
questionnaire, se Appendix A.  
 
The framework presented are constructed to fit the B2B market, whether or not it is applicable 
in the B2C market as well are not covered in this thesis. The outline of the framework is 
primary adapted from the view of Benlian and Hess (2011) on cloud computing along with 
their description of the dependence between the layers of cloud computing.  
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Pure hardware and software can be considered tangible and easy to grasp. These types of 
offers are often standardized. Though some parts of the hardware or software systems can be 
changed and replaced, the different alternative are often predetermined and not in a wide 
extent customized. Data centres consists of both hardware and software, that together forms 
a combined system. This is supported by Kim, (2009) that suggests that hardware and software 
are considered the foundations of a data center. Sultan (2014) adds that the data centres often 
hosts vast amounts of servers in order to provide the services offers. The hardware and 
software offers can later be expanded in order to provide other IT-based solutions, such as 
IaaS, PaaS along with SaaS. While pure hardware and software are considered more tangible, 
the cloud-based solutions are regarded more intangible. When offering service, the effect of 
intangibility is unenviably going to be a challenge. Intangibility are the major trait separating 
services from products (Laroche et al., 2004). The concept of intangibility is also said to be one 
of the major influencing factors in the approach of marketing (ibid). Thus, the concept of 
intangibility cannot be overlooked. The intangibility aspect makes it hard to control the quality 
of the output but at the same time the trait makes it harder for the customer to judge the 
specific quality of the service (Laroche et al., 2004). This is challenging, since it makes it more 
difficult for the consumer to measure the monetary value of the service transaction (ibid). If 
the customer has difficulty to see the value an intangible service can offer, it is hard for 
suppliers to facilitate a purchase. Thus, intangibility have an important place in the frame of 
reference.  
 
In the value creation process, customers find personal interaction to be one of the main 
driving factors (Eggert et al., 2016). The relationship and the personal relation are of the 
utmost importance while creating value for the customer. It can be hard to measure the 
amount of value creation in a relationship, which makes it increasingly important to 
understand how organisations create and deliver value in these relationships (Ulaga, 2003). 
 
Customers are often a big part in the delivery of a service and also impacts the possibilities of 
standardisation (Grönroos, 1990). The high degree of variability of a service is challenging 
while trying to standardize an offer (Edgett & Parkinson, 1993). The more intangible an offer 
gets the extent to which it can be customized increases. When the intangibility and 
customisation increase, the perceived risk increases which in turn triggers a strong need for a 
close relationship between the customer and supplier. The intangibility aspect of a service 
increases the urgency to create strong relationships (Šonková & Grabowska, 2015). Through 

Figure 6: Reference framework for the study 

Standardised Customised 
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developing a close relationship with customers permeated by trust, the endeavour to 
convince customers regarding the quality of the service are eased which in turn often facilitate 
a purchase (ibid). Providing standardized offers help the customer to feel more comfortable 
but also to reduces the perceived risk (Edgett & Parkinson, 1993). A standardized offer ensures 
uniform and easy access for consumers, as well as maintains a constant quality of the offer 
(ibid). Thus, the question concerning standardisation or customisation are important in this 
discussion.  
 
It is hard for leading firms to stay competitive and they are constantly under pressure to 
develop and innovate in order to keep their position in the market (Porter & Ketels, 2003). 
Servitization can be used, in order to help companies, deal with the intangibility aspects of an 
offer and to create extensive value for the customer. The concept of servitization encapsulates 
that the value of the core offer can be increased by adding services (Sultan, 2014). By adding 
services to the core offer, the value for customers can be increased. Thus, the concept of 
servitization can be utilized in order to create extensive value for the customer.  
 
The importance of relationship, customisation and intangibleness are highlighted, it is 
imperative to have these factors under close consideration while constructing the marketing 
effort. Together this concludes the literature review and forms the reference frame. The frame 
of reference provides a foundation while exploring and investigating the subject in order to 
answer the research question.  
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3 Method  
This chapter will clarify and motivate the methodology for the conducted research. The section gives 
the reader a more comprehensive view in terms of what the data aims to explore, how it is collected 
and also how it is analysed. 
 

3.1 Research design  
The purpose of this research is to develop an understanding of how the marketing process of 
a SaaS can be conducted but also how it is affected by servitization. The purpose is exploratory 
since it aims to explore the marketing process of cloud-based services more in-dept to then 
be able to describe it more comprehensively. The research has an inductive approach with an 
exploratory nature, that aims to form explanations from the data collected. Since this is an 
exploratory research the aim is to increase the understanding of a subject by interviewing 
experts within the field of the study. With this in mind, along with respect to the subjectivity 
of marketing a more qualitative approaches are considered suitable. In this research a 
combination of two strategies are used, Grounded theory along with Ethnography. In an 
ethnographic study, the core is to observe what is studied in the context of which it occurs. 
Which is suitable since the marketing process are affected by potential customers, and thus it 
is important to describe and explain the social world in the view of potential customers. In the 
grounded theory strategy, the most important factors are people’s behaviours. The strategy 
aims to predict and explain behaviour in order to build and develop theory. A thorough review 
of the literature are first preformed to investigate the scope of the subject. The framework for 
the interviews is developed though McCracken “The long interview”. A set of in-dept expert 
interviews have then been conducted, with the aim of develop a deeper understanding for 
the research subject based on the interviewee’s everyday experiences. This will also provide 
valuable insights to which factors that are important while considering SaaS suppliers, but also 
the advantages with SaaS compared to similar services. For this study the non-probability 
sampling is applied and selective or theoretical selection along with Snowball sampling have 
been used. Within the Selective or theoretical selection, the units are selected according to 
the researcher's own knowledge and perception of which individuals that may be suitable for 
the subject area. Snowball sampling have been used since it was challenging to find individuals 
whit this specialist knowledge within the population. This selection is based on social 
networking. While conduction the research the aim was to find eight individuals to interview. 
Though, interviews will continue to be conducted as long as there are individuals to interview 
that yields new insights, and as long as it contains within the timeframe. In explorative forms 
of qualitative research, the analysis and data collection are often woven together and can 
even overlap. The core of qualitative data is to retrieve meaning from the content. The analyse 
method used in the research are content analysis, encoding text data so that in cases where 
the same code has been used either can be compared or analysed further.  
 

To provide an overview and a context to the following methodology section, the different 
choices made for the methodology of this research is presented and summarized in table 8. 
The information in the table will be thoroughly reviewed in the sub-sections presented below.  
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Table 8: Methodology of the study 

Research Design Methodology 

Research purpose Exploratory   

Research approach Inductive and Qualitative  

Research strategy Grounded theory along with Ethnography 

Collection of data McCracken (1988) with The long interview and the four-step method of inquiry. 
Expert interviews with specialists within the subject. 
The interview approach is semi-structured with a mixture of open standardized 
and non-standardized questions 

Sampling The population are considered all individual that possibly could buy a SaaS within 
the context of B2B.  
Non-probability sampling; Selective or theoretical selection along with Snowball 
sampling. 
Eight or more interviewees.  

Data analysis Content analysis  

 

3.2 Research purpose    
The purpose of the research is heavily dependent on what kind of question that is wished to 
be answer but also the objectives for the research (Saunders, Lewis & Thornhill, 2009).  
Saunders et al. (2009) suggests three ways to encapsulate the purpose of the study; 
explanatory research, exploratory research or descriptive research. The author further 
explains the different types of research; explanatory research aims to explain the connection 
between different variables, exploratory research aims to explore a subject and to increase 
the understanding of the subject investigated, the descriptive research aims to describe a 
phenomenon more in-depth. The different methods can be used separately but also in 
combination with each other (ibid).  

The purpose of this thesis is to develop an understanding of how the marketing process of a 
SaaS can be conducted but also how it is affected by servitization from the providers 
perspective, where implications for the customer are shown as well. Thus, the purpose of this 
study is to explore the marketing process of cloud-based services more in-dept to then be able 
to describe it more comprehensively. The purpose is therefore considered to be exploratory.  

 

3.3 Research approach  
Next stage in the research structure are to choose which approach should be adopted, and to 
decide upon its form. The approach can be inductive, deductive or a combination of these 
(Saunders et al., 2009). The view of the theory and to which extent it is presented in the 
beginning of the research give valuable implications regarding the research structure (ibid). 
David and Sutton (2016) suggests that the inductive approach is of an exploratory nature and 
trying to form explanations from the data collected. It is further expressed that within the 
inductive approach theory is formed based on distinct evidence and not through rational 
extensions of existing theory. Saunders et al. (2009) adds that in the inductive approach data 
is collected and analysed, this then forms the foundation of the theory. The deductive 
approach comprises the formulation of a theory or hypothesis to then design a way to test 
this hypothesis (David & Sutton, 2016; Saunders et al., 2009). David and Sutton (2016) further 
suggests that the deductive approach is more demanding, in terms of data collection since it 
needs a higher degree of anticipation.  
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The study conducted in this research are derived from a gap in literature and are of inductive 
character, with the aim to explore the subject in-dept. This choice is supported by David and 
Sutton (2016), who suggests that Induction and exploration can advantageously be used 
together and that many research approaches are structured in this way. It is further suggested 
that while using these two in combination, the researcher often starts the research with a 
more preliminary suggestion on what is important. Then while conducting the research, the 
researcher has to be sensitive to the priorities made by the interviewees, but also what is 
highlighted in the texts that are being examined (David & Sutton, 2016). 
 
The next step is to decide of the study have a qualitative or a quantitative emphasis, since this 
effect the cause of action in the study. It is important to distinguish between the two since the 
approaches differ both regarding data collection techniques and also data analysis (Saunders 
et al., 2009). David and Sutton (2016) suggests that qualitative research is more interested in 
words rather than quantification within the data collection and analysis, this is an interpretive 
approach. The authors highlight that qualitative data often gives the researcher information 
about emotions, values and attitudes from the chosen segment. Saunders et al. (2009) express 
that a distinguisher between the two approaches are if the focus is numeric or if it has a 
greater emphasis on non-numeric ques such as words. David and Sutton (2016) suggests that 
induction together with exploration are central elements in the qualitative research tradition. 
When the aim of the study is to explore and understand what may cause certain behaviours a 
qualitative research approach is suitable (Saunders et al., 2009). A qualitative approach is 
recommended when interviewing expert in order to gain a deeper understanding about a 
topic (ibid).  
 
Since this is an exploratory research the aim is to increase the understanding of a subject by 
interviewing experts within the field of the study. With this in mind along with respect to the 
subjectivity of marketing a more qualitative approaches are considered suitable. This choice 
is supported by David and Sutton (2016) that suggests that great advantages of qualitative 
research is the degree of openness. By increasing the leeway in the research, the focus shifts 
from testing concepts or theories to instead formulating them (ibid). In a later stage of this 
research, it could be advantageously to follow-up this research with a quantitative one. This 
with the aim of verifying the theories developed in this study.  
  

3.4 Research strategy  
According to Saunders et al. (2009), there are mainly three ways of conducting exploratory 
research; search of the literature, interviewing experts within the area or to conduct 
interviews with focus groups. In this research a thorough literature review are conducted in 
order to determine the scope of the research to then move to expert interviews. 
 
Saunders et al. (2009) express that when conducting the research there are different 
strategies that could be applied, some are more suitable while using an inductive approach, 
others to the deductive approach. It is further suggested that the different strategies also are 
dependent on the purpose of the study. The authors add that none of these strategies are 
intrinsically superior or inferior to any other. Saunders et al. (2009) suggest that the strategies 
also can be used complementing each other or being used exclusively. The different strategies 
presented by Saunders et al. (2009) are experiment, survey, case study, action research, 
grounded theory, ethnography along with archival research. The characteristics of the 
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different approaches are presented in table 9. In the empty cells, the specific approach or 
purpose are not specified for that strategy.  
 

Table 9: Summery of the different research strategies. 
Compiled from Saunders et al. (2009). 

Strategy Characteristics Research 
approach 

Research 
purpose 

Experiment Studying links between the variable studied. _ Exploratory 
Explanatory 

 
Survey 

An investigation method frequently used to 
answer who, what, where, how much and 
how many questions. 

 
Deductive 

Exploratory 
Descriptive 

 
Case study 

Empirical investigation of a specific 
phenomenon within real-life context using 
multiple sources. 

 
_ 

Explanatory 
Exploratory 

 
 

Action 
research 

A collaborative activity to Solve an 
immediate problem or a reflective process of 
problem solving led by individuals who are 
affected by the problem. Often carried out in 
the course of an activity or occupation, to 
improve the approach of those involved. 

 
 

_ 

 
 

_ 

Grounded 
theory 

Through predict and explain behaviour, 
building and developing theory. 

Inductive 
Deductive 

_ 

Ethnography Describe and explain the social world in the 
view of those who are being studied.  

Strongly 
Inductive  

_ 

 
Archival 
research 

Through study administrative records and 
documents as the main data source answer 
research questions with a focus on the past 
that continues to change over time.  

 
_ 

Exploratory 
Descriptive 
Explanatory 

 

In the scope of the thesis, two strategies are of interest; Grounded theory along with 
Ethnography. Saunders et al. (2009) expresses that the ethnography strategy is a 
comprehensive strategy, time consuming and requires a cycle of operation for an extended 
time period. It is further suggested that it is important for the researcher to have an increased 
knowledge of the social world that is being studied. Within this strategy it is of great 
importance to be responsive and flexible since those who are being observed can change, 
meaning that it is important to be adaptive and to be able to develop new lines of though 
(ibid). Saunders et al. (2009) states that while using this strategy, the core is to observe what 
is studied in the context it occurs. It is further suggested that the data collection used needs 
to be able to handle the complexities of colloquial life. In business and management one of 
the most important factors are people’s behaviours, such as consumers or employees 
(Saunders et al., 2009). This makes it suitable to use a grounded theory strategy within 
research of these industries (ibid). Saunders et al. (2009) suggests that the data collection 
within this strategy are started without an initial theoretical framework, since the aim is to 
develop a theory from the data collected. It is further expressed that the data collected leads 
to clues which forms predictions that later are tested to investigate if it can be confirmed or 
not.  
 
In this research a combination of these two strategies are used.  The subject studied are to be 
observe in the context it occurs as suggested by Saunders et al. (2009). The aim of the study 
is to develop an understanding of how the marketing process of a SaaS can be conducted. 
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Since the marketing process are affected by potential customers (Laroche et al., 2004; Buttle 
& Maklan, 2015; Grönroos, 1990), it is important describe and explain the social world in the 
view of potential customers.  An ethnographic strategy is suitable. Though, the strategy is time 
consuming and operates over an extended period of time (Saunders et al., 2009). In this regard 
a full study on the whole ethnographical social context will not be conducted, instead a 
potential customer cluster will be examined to give a sense of the factors that customers could 
value. Saunders et al. (2009) express that in the grounded theory strategy, the most important 
factors are people’s behaviours. As the authors suggest the strategy aims to predict and 
explain behaviour in order to build and develop theory is well suited to the specific aim of the 
study; To investigate what factors that can be important while purchasing a SaaS or another 
cloud-based solution all from a customer’s point of view, to developing theories regarding the 
data collected. Though, Saunders et al. (2009) suggest that the data collection is to start 
without an initial theoretical framework. Since the research is quite extended it is essential to 
have an idea of what is to expect of the study, or in other words what is hoped to be mapped 
through the study. In this regard, the theoretical framework presented in section 2.7 are not 
to be regarded as a finite theory more in the regard of a comprehension of the literature 
presented. In this regard these two strategies, Grounded theory along with Ethnography, will 
be applied.  
 

3.5 Collection of data  
In order to reach the aim of the study and to be able to answer the research questions, a set 
of expert interviews will be conducted. Saunders et al. (2009) suggest three ways of 
preforming exploratory research; Reviewing literature, expert interviews or interviews with a 
focus group. Within this thesis a thorough review of the literature are first preformed to 
investigate the scope of the subject. It is then suitable to preform interviews with 
professionals within the area, but also with potential customers since these are the target for 
future marketing. This is supported by McCracken (1988), who adds that interviews are 
suitable while having a qualitative research approach. McCracken (1988) suggests conducting 
the interviews in accordance with The long interview. The interview structure along with the 
interview execution are presented below.   
 

3.5.1 Interview structure   

In-depth interviews are to be conducted both with potential buyers of a Software-as-a-service 
but also with specialists within the field. This type of interview technique has according to 
David and Sutton (2016) the advantage to develop a deeper understanding for the research 
subject based on the interviewee’s everyday experiences, meanings and languages. The 
questions developed for the interviews was derived from the examined literature with a 
foundation in the connections highlighted in the frame of reference and constructed with the 
aimed to capture the thoughts and practice of the marketing processes of a SaaS. The 
interviews were based on line of thought in The long interview by McCracken (1988), and the 
four-step method of inquiry suggested are used in order to derive reliable data. McCracken 
(1988) suggests that The long interview is a useful qualitative method of conducting 
interviews. It is further expressed that this method gives the opportunity of experience the 
world thorough another person’s eyes, a way of stepping into the mind of another person. 
This resonates with Saunders et al. (2009) view of ethnographic research strategy that aims to 
describe and explain the social world in the view of those who are being studied.  
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McCracken´s (1988) Four-Step Method of Inquiry are the method used in order to derive 
reliable results and are describe below. In figure 8, the circle shows the four different steps. 
The circle holds a cartesian coordinate system and on the x-axis the domains of review 
processes and discovery processes are separated. On the y-axis the domains analytic data and 
cultural data are separated. The coordinate system divides the circle into four sections each 
represents a step in the research process. The different steps are, in the following order; (1) 
review of analytic categories and interview design, (2) review of cultural categories and 
interview design, (3) interview procedure and the discovery of cultural categories along with 
(4) interview analysis and the discovery of analytical categories. (McCracken, 1988). 

The first stage of the four-step method is to create a comprehensive review of the 
literature. A strong literature review is to strive for, this since it is considered the foundation 
of the research. An extensive literature review helps the researcher to define problems and 
assess the data. The investigator develops expectations based on the revised literature and 
this create the opportunity for the data to defy these expectations. Though, preconceptions 
can be seen as one of the biggest challenges for qualitative research. This mainly since the 
researcher take for granted the aspects that actually are the supposed object of research. A 
god literature review creates more distance then it counteracts. Another important part of 
the first stage are to support the construction of the interview questionnaire, it can be viewed 
as a start of establish the domain that the interview later will explore. The literature review 
also helps to create an inventory of different categories and relationships that the interviews 
later are to investigate. 

The second stage of the method are the review of Cultural Categories. In this stage the 
investigator utilises the self as an instrument of inquiry. The aim of this stage is to provide a 
more detailed and systematic picture of the investigators personal experience within the 
research topic. There are considered to be three main purposes to perform a cultural review. 
The first one is to prepare the investigator for the construction of a questionnaire for the 
interviews. This is an opportunity to identify cultural categories and relationships that do not 
have previously been in-depth explored, this will then form the foundation of the question 
formulation. In turn this will help figuring out what to look for in the interviews but also decide 
which questioning strategy that would generate desired answers. The second purpose in stage 
two, are to prepare for the data analysis. The investigator prepares templets for analysis but 

Figure 7: The Four-Step Method of Inquiry. 
Adopted from: McCracken (1988).  
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also subject categories in order to sort the interview data. In order to fully listen to the 
respondent, it is important for the investigator to listen to the self. The third purpose are to 
establish a distance. Only by knowing the cultural categories and configurations, a deeper 
understanding can be developed which in turn permits a critical distance from it. 

The third stage of this method are the discovery of cultural categories and comprises 
questionnaire construction along with the interview procedure. The construction of the 
questionnaire is an important part of this stage and needs to carefully be planned out, it is 
important to have a sense of what to expect from the interviews in order to formulate suitable 
questions. The different sections in the questionnaire should be apparent and it should be 
well structured. The interview is to be performed with a careful approach where the 
respondent feels safe and at ease. It is important that the respondent gets enough time to 
answer the questions in their own words and not feels stressed or rushed. 

The last and forth stage of McCracken’s four-step method of inquiry, a great emphasis 
are on literatim transcription of interview data. There are five stages to work through while 
processing this data. Within the first stage aims to establish the finer details of the interview 
while within the final stage the aim is to reach a scholarly conclusion. At each stage the 
researcher uses the knowledge that is possess even if new information is came across. 
(McCracken, 1988). 

   
The questions for the interview build on the characteristic traits from an unstructured 
approach, though a set of predetermined topics are to be addressed and a set of specific 
questions are needed to be answered in order to fulfil the purpose of this study. It is 
imperative to give the interviewee the opportunity to fully express themselves, and the 
interviewer’s assignment are merely to guide the conversation. The interview approach is 
semi-structured with a mixture of open standardized and non-standardized questions. 
According to David and Sutton (2016), this approach will provide a flexible sequence and 
content of each interview – meaning that the flow during the interview can be revised. The 
nature of the questions constructed for the interview are as mentioned both open 
standardized and non-standardized, but with an emphasis on non-standardized. This, with the 
hope to derive open answers of an exploratory character since this type of answers is also 
preferred by McCracken (1988). Open answers are according to David and Sutton (2016), 
increasing the depth of the answers and are also enhancing the level of detail in the answer. 
This are advantageous while conducting a qualitative study. The risk with non-standard 
questions in an interview mentioned by David and Sutton (2016), is the interpretation of the 
questions. It is further stated that since the questions can be interpreted in different ways it 
can be difficult for the interviewee to know how to respond to the questions. In order to 
achieve the best possible result, the interview was constructed of open questions kept within 
the theme. It is expressed by David and Sutton (2016) that it is appropriate to provide a certain 
degree of transparency regarding the interview questions used. Therefore, the questions for 
the interview were sent to the interviewees in advance. The hope of this transparency was 
also that the interviewee would be well prepared for questions, describing their view on the 
marketing process of a SaaS. The research instrument was pretested and optimized before the 
final interview.  
 
David and Sutton (2016) highlights the importance to separate whether the interview 
questions are in the form of facts-behaviour, fact-knowledge or opinion, attitude, personal 
trait since this will affect the reliability in each answer. For example, a fact-knowledge 
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questions gives the interviewer a more objective sense of the interviewee knowledge within 
a specific area whilst an opinion-based question gives a more subjective answer. This was 
taken into consideration while developing the questioner for the interview. For each question 
it was reflected upon what type of answer that was needed in contrast to what type of answer 
that could be expected.  
 

3.5.2 Interviews    

The interviews are preferably conducted in person since this is considered to increase the 
reliability of the study. If this is not possible, for example due to geographical unavailability or 
due to time constrains, the interviews can be conducted via telephone, skype or other similar 
IT-based communication options. In the case where interviews in person are not available, IT-
based communication including a video function such as skype are prioritized. This since it 
generates a border spectrum of non-verbal communications or ques from the interviewee. 
Each interview was estimated to last for between half an hour to an hour, since the 
interviewees are people with not much extra time to spare. If the interviewee has additional 
time the interview can investigate in additional depth. This time constraints increases the 
pressure for the interviewer to effectively guiding the interviewee through the questioner 
without rushing them. Since the interview was semi-structured there were room for additional 
questions and changing in sequence during the interview, which in itself is a great source of 
variation. The interview guide that were used as a foundation for the questions asked during 
the interview is available in Appendix A.   
 
While conducting interviews, it is important to take the implication of interviewer effect and 
interviewer bias into account. The Interviewer effect and interviewer bias are explained by 
David and Sutton (2016) as the “risk that the interviewer's characteristics and behaviour distort 
the interviewee's response” (p.467). Therefore, in order to ensure reliable data, it is imperative 
to reduce the impact of these. Factors that David and Sutton (2016) describes to affect the 
interviewing effect are the interviewer's gender, age or social background. These factors can 
affect the interviewee's response in unforeseen ways. In order to reduce the impact of 
interviewing effect the authors suggest that the general awareness, past experiences and 
communicative skills of the interviewer are of great importance; and the focus for the 
interviewer should be on making the interviewee feel at ease, willing to participate and speak 
sincerely. It is also suggested that interviewer bias may occur due to both oral comments but 
also due to non-oral clues from the interviewer. In order to minimize the effects of this, David 
and Sutton (2016) suggest that the interviewer is to specify the details of how the interview 
are to be performed to the interviewee in advance. In order to reduce any impact of 
interviewer effect or interviewer bias on the interviewee’s response, each interview will be 
well thought out and prepared. Prior to each interview, the interviewee will be contacted and 
informed about the interview process along receiving information about the topics for the 
interview. 

 Sampling  

Creswell (2007) suggests the use of purposeful sampling while conducting qualitative 
research. It is suggested that this purposeful sampling targets a group in the population that 
best can give information about the research problem. Creswell (2007) expresses that the 
sample size is as important as the sampling strategy within the data collection process. The 
strategy chosen for this research are grounded theory and ethnography. In the grounded 
theory Creswell (2007) recommend having a sample for about 20 to 30. It is suggested that 
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this will allow the developing of a well-saturated theory. In ethnography, Creswell (2007) 
expresses that the researcher first selects a cultural group with enough elements in common, 
the next decision concerns who is to be studied. In this technique the main focus is on who 
you are investigating and why, not as much on the number of individuals investigated.  
Creswell (2007) explains that researcher using ethnography relies on judgment in order to 
select members of the subculture to investigate based on the research questions that are to 
be answered. Thus, while selecting a suitable sample for the research conducted there are 
several aspects to consider; The population, the selected sample, sampling technique along 
with the sample size.  
 
David and Sutton (2016) describes the population as all the members within the category 
being studied, meaning all the cases that could be included in the study. Within this thesis, all 
individual that possibly could buy a SaaS within the context of B2B are considered as the 
population. David and Sutton (2016) suggests that when a population are too large for each 
individual case to be examined separately, a sample selection is used. It is further stated that 
if a sample is representative for the population it can generate results that would be suggested 
while the entire population was examined. To interview all the possible purchasers of a SaaS 
is not possible, there are now evident way to determine the all individuals with such a need. 
Even if there were a way to determine this, it would be to time and resource consuming to 
interview each individual.  
 
According to David and Sutton (2016) the sample are thus a selection frame containing the 
different units from the population that the following selection is derived from. It is further 
expressed that the core of sampling selection process is that the selection not is distorted in 
terms of different parts of the population being over- or under-represented. To select this 
sample, there are different sampling selection techniques. David and Sutton (2016) suggests 
that the techniques can be categorised as probability sampling or non-probability sampling. 
Within the probability sampling every specific case in the population have the same possibility 
to be selected, this is a time and resource demanding way to select sample (David & Sutton, 
2016). For this study the non-probability sampling is therefore more suitable. This is supported 
by David and Sutton (2016), who suggests that when there is no apparent way to select the 
sample, when time- or cost regulations makes it unpractical to investigate a widespread 
population, it is advantageously to use a non-probability sampling technique. Saunders et al. 
(2009) adds that within the non-probability sampling, the probability of the case selected from 
the population is not known and from a statistical point of view it is hard to answer the 
research question in an objective mathematical accuracy. Though within this research the 
subject studied are subjective since it is the individual view of experts that are being 
investigated as the most important factor. This yields no implication on the statistical point of 
view.   
 
While conducting this research Selective or theoretical selection along with Snowball sampling 
have been used. Within the Selective or theoretical selection, the cases are selected in regard 
of the researcher's own knowledge along with perceptions of people suitable for the subject 
(David & Sutton, 2016).  The units are selected according to the researcher's own knowledge 
and perception of which individuals that may be suitable for the subject area. This is well 
suited to the ethnographical strategy. Within the ethnographical strategy and purposeful 
sampling first a cultural group is selected from which individuals then are chosen (Creswell, 
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2007). The main focus is who you are investigating and why (ibid). In this regard the researcher 
has targeted experts within the area along with potential purchasers of the service, identified 
from the researcher’s knowledge about the industry but also in regard of suggestions. David 
and Sutton (2016) suggests that Snowball sampling often are used when the population are 
concealed and difficult to identify. It is further expressed that snowball selection are based on 
social networking, both on the researcher’s behalf but also with the researcher’s contacts. 
Often the researcher contacts an appropriate individual from the population, which in turn 
can redirect the researcher attention and supplies a contact with other similar individuals 
(David & Sutton, 2016). This have also been executed since it was a challenge to find 
individuals whit this specialist knowledge within the population.    
 
A few conditions that needs to be fulfilled for an individual to be suitable to interview are 
created. This will ensure that the individuals chosen for the sample can provide the 
information needed in order to meet the purpose of the study and to answer the research 
question. The sampling conditions follows below;  

- Expert knowledge within IT or Purchasing. This will provide the in-dept knowledge 

needed.  

- Experienced individuals, more than one year’s experience within the expert field. 

Individuals with expert knowledge and great experience are the individual prioritized to 
investigate, since those are considered to provide more extensive information. But as long as 
an individual meets these conditions, they are regarded to contribute and provide valuable 
information.  
 
It is then time to select the sample size, which according to David and Sutton (2016) refers to 
the total number of selected cases from the sample selected. McCracken (1988) suggests that 
there is a big difference in the number of cases selected for the qualitative and quantitative 
approaches. This research has a qualitative approach, and McCracken (1988) suggests that 
while the purpose of a more qualitative approach not is to investigate how many, what kinds 
of etc.; the core are instead to reach cultural categories and assumptions for those who are 
being investigated. McCracken (1988) clarifies that it is the categories and assumptions that 
are the most important and not the individuals that holds them. It is therefore suggested that 
in this research approach less is more and it is of higher value to work for a longer time with 
care with a few people than to have a larger sample. For most research projects about eight 
respondents will be sufficient (McCracken, 1988). This is considered to contradict the view of 
Creswell (2007), who suggests a sample size of 20 to 30 in grounded theory and in the 
ethnography the focus is on who you are investigating, and the sample size are of less 
importance. In the timeframe for the research and in regards of the research scope, the 
suggestion of McCracken (1988), to interview at least eight individuals are considered the 
most appropriate. While conduction the research the aim was to find eight individuals to 
interview. Though, interviews will continue to be conducted as long as there are individuals 
to interview that yields new insights, and as long as it contains within the timeframe. While 
conducting the sampling, expert individuals from different businesses are chosen as well as a 
spread between the public and private sector. The aim is to investigate both sectors in 
different types of businesses, in order to create an overview of the subject in the eyes of the 
experts.  
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3.6 Data analysis   
David and Sutton (2016) suggest that in explorative forms of qualitative research, the analysis 
and data collection are often woven together and can sometime even overlap. It is further 
expressed that the core of qualitative data, are to retrieve meaning from the content. The 
analytic process is an attempt to determine the presence or absence of meaningful themes, 
common and / or deviant ideas within the data (David & Sutton, 2016). There are two 
dominant methods for data analysis within the qualitative approach; content analysis and 
discourse analysis (ibid). The discourse analysis is focusing on the meaning of the text data 
collected while the content analysis instead is encoding text data so that in cases where the 
same code has been used either can be compared or analysed further (David & Sutton, 2016).  
 
Within this research the analyse method used are content analysis. The data analysis was 
conducted in three stages, where the first was the transliteration of notes written at each 
interview. The second stage of the analysis are consolidation between the interviews, 
resulting in common themes. In the last stage, similarities and differences between the 
interviews are highlighted and there is a strong focus on the meaning of the text. In this stage 
parallels to or deviations from the literature review will also be highlighted. The collected data 
from each interview have been reviewed and compiled according to the subject of each 
question-topic. It has also been investigated whether the information assembled from the 
interviews are in line with the previous knowledge from the literature review.  
 

3.7 Quality considerations 
To ensure the best possible quality and credibility the of the research, it is important that the 
data collection together with the data analysis are well planned and executed in accordance. 
The research design can thus help minimise errors and allows for a higher quality to be 
achieved (Saunders et al., 2009). It is vital that the data collection is well planned in order to 
minimize errors, and thus achieve higher quality. Saunders et al. (2009) suggest that in order 
to reduce the possibility to include errors in the research, there are two main aspects in the 
research design that should be taken into account; reliability and validity. 
 

3.7.1 Reliability  
David and Sutton (2016) describes reliability as the consistency of the findings, meaning if the 
result will yield if measured over time or if the same result will be given at a different time. 
While deriving the data semi-structures, open-standardized and non-standardised expert 
interviews was conducted. Saunders et al. (2009) highlights the flexibility to explore the 
complexity of the topic, as one of the value drivers while using these interview structure. It is 
further suggested that while using this interview structure it would not be realistic or feasible 
to ensure that the research could be replicated without undermining the strength of the 
research. Instead, Saunders et al. (2009) suggest that all the stages of the research should be 
documented and the different choices regarding the research structure should be clearly 
defined and explained. It is suggested that this will allow for other researchers to use the same 
approach but also to understand the processes used. This will also enable other researchers 
to further examine the results and reanalyse the data previously collected (ibid).  
  
In accordance with the suggestions from Saunders et al. (2009), the research have been closely 
documented and all the choices regarding the research design are given an overview in figure 
7. In section 3, Methodology, all the choices are further explained in order to provide enough 
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understating of the choices in order to be replicate and for the same research to be conducted 
again. According to David and Sutton (2016) the core of qualitative data analyse are to retrieve 
meaning from the content. Since the research is qualitative, it would be most unlikely that the 
analyse of the result by another researcher would provide exactly the same conclusion as in 
this research since the interpretation and retravel of meaning are subjective to the 
researchers own knowledge.  
 

3.7.2 Validity  
Saunders et al. (2009) describes validity to be “whether the findings are really about what they 
appear to be about” (p.157). This is further explained by David and Sutton (2016), who 
suggests that validity is about the connection between the collected data and reality. Saunders 
et al. (2009) divides validity into two categories; internal and external validity. 
 

Internal validity  

Seale (2002) describes internal validity as the degree of the propositions that are supported 
in the research in a specific surrounding. In more general terms, David and Sutton (2016) 
describes internal validity as the connection between those studied, is the data really a valid 
representation of their thoughts and opinions.  
 
With this research it is important that the interviewee questionnaire is developed in the right 
way, allowing it to explore the subjects meant to be explored. It is also imperative that the 
interviewees are answering similar questions, so that common themes can be identified and 
the internal validity between the interviewees can be confirmed. Thus, the questionnaire was 
developed with a theoretical foundation in the frame of reference with the aim to provide 
valuable information in the strive to answering the research question. The theoretical frame 
of reference was discussed with the supervisor but also with three experts within the subject 
area before considered valid. The interview questionnaire was also reviewed by the supervisor 
prior to the conduction of the interviews, to ensure the quality and the internal validity.  
 
McCraken (1988) describes the interviews concern for privacy as one of the major concerns 
with the validity of qualitative research. It is suggested that interviewees live highly privacy-
centred lives and can have privacy concerns while answering personal questions. This concern 
is considered highly important to ease, since it is imperative that the interviews answers 
truthfully and do no keep important information form the researcher. In order to ensure the 
retrieval of much and valid information as possible, the interviewee was asked in the 
beginning of the interview; if they wanted to be anonymous and also whether or not the 
company should be presented. The interviewee was also informed about the research along 
with how the data was going to be handled.  
 

External validity  

David and Sutton (2016) describes external validity as the research connections with the 
external world, meaning are the data from the research reflecting the reality of the population 
which the sample have been made from. Saunders et al. (2009) expresses that external validity 
is also referred to as generalizability. The authors further suggest that while constructing the 
research structure it should be reflected up on the extent the research should be 
generalisable. Meaning, if the fining and the conclusion are applicable to other settings.  
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In this case, the research purpose is exploratory with a qualitative inductive approach a 
specific subject is to be investigate more in-dept in a more interoperating way. Thus, the focus 
is not to make the data or the conclusion generalizable, to fit other settings but more in terms 
of exploring the subject within the surrounding defined. This choice is support by David and 
Sutton (2016) who suggests that the inductive approach aims to explore a specific area rather 
than test hypothesises, this research does not aim to develop generalizable conclusions.  
 

3.8 Summarizing of the methodology  
The figure below concludes the choices made in the methodology. The research, following this 
methodology, will in the end provide a more comprehensive view of the marketing effort of a 
SaaS. Figure 8 provides an overview and a visual representation of the research design.  
 

 

 

  

Figure 8: Overview of chosen research design 
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4 Result and Analysis 
This chapter will present and analyse the empirical findings. In the beginning of the chapter the reader will get a 

brief information on the profile of the interviewees along with the companies where they work. Then the result is 

presented, categorized according to themes then concluded in tables. The main analyse of the result is presented 

in this section and structured through core themes. The analysis is done through a comparison of data, between 

the different interviews but also with literature in order to meet the overall purpose of the study. 

 

4.1 The interviews  
The credibility of the interviewees is all considered high. This is determined by their character 
and their background, which is established through the questions in the first section of the 
interview. These questions cover the background of the interviewee, their previous 
experiences, current employee, but also their connection to the cloud and IT industry. In 
Appendix A, the interview questionnaire is shown and in Appendix B comments and thoughts 
of the interviewees about the future of SaaS and digitalization are presented.  
 

4.1.1 Interviewees   

In the thesis, the names of some a few interviewees are not presented in respect to their 
wishes. It has also in some cases been insisted upon keeping out the name of the company 
were the interviewee works. The interviewees have been given a pseudonym to be used in 
the thesis. To increase the perspective, the interviewees have different backgrounds and work 
within different business areas. The companies were the interviewees are working, are active 
in different industries and targeting different markets. The interviewees with the pseudonyms 
are presented in table 10.   
 

Table 10: A brief overview on the background of the interviewees  

Pseudonyms Interview Employment and background Company 

 
Lars 

 
1 

Procuring manger, about 20 years of experience within purchasing. 
Have worked with sales, production, as a production leader but also 
as a plant manager. 

 
Company 1 

 

Bengt 2 Works as a project manager and an IT-consultant. Have previously 
worked as an IT-architect for a few years. 

Company 2 

Karl 3 An electrical engineering, and now work as a system engineer. With 
great experience within the field of IT. 

Company 2 

 
Anna 

 
4 

Senior Buyer/Project Sourcing. Have mostly worked with purchasing 
and procurement, but also worked in manufacturing. Managerial 
experience. 

 
Company 2 

 

 
 

Emma 

 
 

7 

Head of Software Application Services along with R&D 
Management. Have worked as a software developer. Have a lot of 
programming experience. I have worked as a programmer, software 
architect, Project manager, team leader. Educations; software 
development but also game development. 

 
 

Company 2 
 

 
Moa 

 
9 

Head of Operational Excellence & Compliance Office. Have 20 years 
of experience within the IT sector. Have worked with IT services CTI, 
implementation of IT processes and selling IT system.  

 
Company 2 

 

 

Some of the Interviewees are working at the same company, but at different types of positions 
as well as at different sites. Bengt, Karl, Anna, Emma and Moa are working at the same 
company. The different companies presented in this section are, to my knowledge, at large 
working independently of each other.  
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The interviewees that did not requested to be anonymous are presented in table 11.   
 

Table 11: A brief overview on the background of the interviewees  

Name Interview Employment and background Company 

Daniel Melin 
 

Mikael Larsson 

 
5 

Senior Procurement officer 
 
Procurement officer ICT - Contract Manager  

Statens 
inköpscentral 

 
 

Karin Levander 

 
 

6 

Product Marketing Manager (SaaS and IoT) at Ericsson.  
Have worked as assistant Marketing Manager at 
Unilever, Digital Marketing Mentor at Reflex AB, 
Communications Manager along with Global Expansion 
Manager at Nova. Master's degree in International 
Business and Trade. 

 
 

Ericsson 

 
 
 

Krister 
Dackland 

 

 
 
 

8 

CIO at SL (Trafikförvaltningen). Have worked as CIO at 
TDC Nordic IT; Head of IT-development, IT Operations 
and Telecom Operations at Swedish Transport 
Administration (Trafikverket); Head of IT Development 
at Swedish Social Insurance Agency (Försäkringskassan) 
; Head of product development unit, Messaging over IP 
and Site manager at Ericsson AB. Have worked in the 
public sector for the last 20 years.  

 
 
                SL 
(Trafikförvaltningen) 

 
 

Niclas 
Ingeström 

 
 

 
 

10 

Chief Digital Officer (CDO) at Castellum. Have worked 
as CDO at Stena AB as well as; IT System Management, 
IT System & Network Support Manager, IT 
Infrastructure Manager, IT Innovator and CIO at Stena 
Line. Have over 25 years of experience of the private 
sector since working at Stena AB.  Chairman at 
Innovation Pioneers. 

Recently started at 
Castellum (have 

worked at Stena AB 
prior to this, so this 

is the company 
referred to in the 

interview) 

 
 
 

Anders Lemon 
 

 
 
 

11 
 

Senior Advisor & Chairman Architecture at The Swedish 
Social Insurance Agency (Försäkringskassan). Have 
previously worked as CTO (Chief Technology Officer) 
and Head of System Architecture, software 
development at Försäkringskassan. Also, as Head of 
System Architecture at Mobeon AB and Head of System 
Architecture and PMO at Ericsson. Have worked in the 
public sector for about 15 years.  

 
 

The Swedish Social 
Insurance Agency 

(Försäkringskassan) 

 

According to McCracken (1988) it is often sufficient with eight respondents, though the aim 
of the research is to conduction interviews as long as it leads to new insights. While conduction 
the interviews, a lot of usable and unique information was presented. Though after a while of 
conduction interviews, the information presented by the interviewees was started to overlap. 
After conducting a few interviews, with this closely in mind, I declared that saturation was 
reached. After this I only conducted the remaining booked interviews.   
 
The interviewees chosen are of a wide range of employments, ranging from CIO, CDO, CTO, 
Procuring manger, Head of Software Application Services along with R&D Management, 
Product Marketing Manager, project manager, IT-consultant, IT-architect and finally system 
engineer. The range of experiences are even greater. Some of the interviews such as Lars have 
over 20 years’ experience within the field. Krister Dackland and Anders Lemon have 20 years 
and 15 years’ respectively experience within the public sector. Niclas Ingeström have over 25 
years of experience within the private sector. While some of the interviewees does not have 
the same amount of experiences. The wide range of interviewees are interesting since it 
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allows for different perspectives to form. During the interpreting of the information presented 
in the interviews it was noted that the interviewees were in different stages in the purchasing 
process of a SaaS solution. This yield for an interesting analyse. All interviewees meet the 
conditions defined in section 3.5.2 under the sub-heading sampling and have both expert 
knowledge and are experienced individuals.  
 

4.1.2 Companies  

A brief presentation of the companies where the interviewees work follows below. This in 
order to increase the understanding of the businesses and how they are operating since it can 
be considered to have an impact on the result of the interviews. The description of company 
1 and 2 are very briefer since the identity of the company are not to be reviled in accordance 
with the request of the interviewees.  
 
Company 1 
A global company with several sites spreads around the world, and also some sites at different 
parts of Sweden. The company has customers in oil, gas and steel industry. The site that Lars 
works at, are an important part of the global business.  
 
Lars describes that the culture at the company is not as clearly defined as one could hope. The 
focus is current more economical since the company attempts to recover from a recession a 
few years back.  
 
Company 2 
Large global company that delivers leading products and services. 
 
The company’s culture is described below; Bengt expresses that one of the organisations key 
words are security, this is permeating the daily activities. He further states that everything 
within the organisation is well thought out and implemented correctly, precision is often more 
important within this line of business than delivery time or time-to-market. Bengt also adds 
that the values of the company are a reflection of what their customers are valuing. Karl 
suggests that the culture at the company are structure and strict, which sometimes makes it 
challenging to make changes. Anna adds that the company have a clear view of what they are 
and what they would like to be in the future. Moa described that the company have a high 
engineering focus and that within the company many of the employees have a vast interest in 
technology. She explains that company climate is problem solving and that many of the 
employees find it important to solve problems on their own, in the best way possible, which 
is not always helpful since many of the solutions already exists. Moa highlights the strong do-
it-yourself attitude at the company, even if there are existing solutions, employees like to do 
it themselves. Moa describes that she is currently working to change the focus form custom-
building all solution to instead purchase ready solutions and in some cases adopting them to 
fit existing systems. She suggests that standardised services could be good for them as a 
company.  According to Moa IT is area based and often the problem solver are promoted as 
the hero of a specific problem, this can be a good thing but probably works better within 
smaller companies. Moa suggests that the company has grew a lot lately and the structure of 
the company does not always keep up, the company need more structure and process since 
the company still is growing globally.  
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Statens inköpscentral 
The main tasks are to procure framework agreements for goods and services for other 
government agencies. In the area of IT and telecom, the framework agreements may also 
include municipalities and county councils. The goal of coordinating the framework 
agreements is to save money for the state, municipalities and county councils, by reducing the 
costs of having an own procurement process and creating economically more favourable 
terms. (https://www.kammarkollegiet.se/om-oss/organisation/statens-inkopscentral) 
 
They have great experience concluding framework agreements for software and services, 
which facilitate the purchasing of office suites through call-offs. Using the framework 
agreements as a foundation while procuring, permit the public sector great leeway to describe 
their specific needs. Statens inköpscentral are initiated a feasibility study to try to clarify what 
needs the authorities have for web-based office suite, what the market are offering along with 
investigating the legal challenges within the area. The pre-study shows that it is possible to 
procure a web-based office suite, as long as it meets both the technically and legal 
requirements. At the moment, there are no suppliers that meets both this requirement. The 
project group that conducted the feasibility study recommends that when a market is 
established, to conducts a public procurement process with the aim of developing a 
framework agreement where vendors can offer a solution usable for all parts of the public 
sector. (https://www.avropa.se/forstudier/webbaserat-kontorsstod/ ) 
 
Ericsson 
Ericsson is considered one of the leading providers of Information and Communication 
Technology (ICT) to service providers. About 40% of the world’s mobile traffic are carried 
through Ericssons networks. The company have been active for more than 140 years, and their 
solutions have transformed lives, industries and society as a whole. They are enabling the full 
value of connectivity by creating game-changing technology and services that are easy to use, 
adopt and scale, with a goal of making our customers successful in a fully connected world. 
(https://www.ericsson.com/en/about-us) 
 
Ericsson are currently working with their 5G network. Previous generations were focused on 
consumer and personal communications but with the new 5G will be able to serve consumers, 
enterprises and take the internet of things to the next level, where superior connectivity is 
considered a prerequisite.(https://www.ericsson.com/en/5g) 
 
Karin Levander express that the company’s brand stands for reliability and security, and that 
in comparison to Ericsson’s peers they are probably not as fast to market because they 
emphasise on providing specific exceptional quality. She describes that this emphasis of 
exceptional quality is consistent throughout every activity in the company. In the company, 
Levander suggests that there is a focus on long-term relationships, with the aim to create 
mutual value. While regarding external relationships she suggest that as an employee at a big 
company it is important to live out the values. Levander implies that the core of Ericsson is 
reliability, security, long-term view and growing together. 
 
 
 
 

https://www.kammarkollegiet.se/om-oss/organisation/statens-inkopscentral
https://www.avropa.se/forstudier/webbaserat-kontorsstod/
https://www.ericsson.com/en/about-us
https://www.ericsson.com/en/5g
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SL (Trafikförvaltningen) 
Trafikförvaltningen are responsible for the general public transport, and more specifically SL-
traffic such as travel by metro, bus, commuter train, local train and shuttle boat. The special 
public transport consists of travel service and travel that requires special permits. 
Trafikförvaltningen also supports färdtjänstnämnden in travel service issues. In addition to the 
SL brand, Trafikförvaltningen are responsible for Waxholmsbolaget, Färdtjänsten and 
Spårvägsmuseet.  
(https://www.sll.se/om-regionstockholm/Organisation/forvaltningar/trafikforvaltningen/) 
 
Krister Dackland expresses that the culture and environment are quite open at 
Trafikförvaltningen since it is a public company. He describes the organisation to be forward 
leaning, which is common within the transportation business. Dackland highlights that they 
within Trafikförvaltningen have a vast interest in new things and solutions.  
 
Stena AB 
Stena AB is one of the largest family-owned companies in Sweden. The company have a global 
operation within five business areas: Ferry Operations, Offshore Drilling, Shipping, Property, 
Finance and New Business. The 16 000 employees work every day with care, innovation and 
efficient performance in order to create value for their customers. (https://www.stena.com/) 
 
Niclas Ingeström describes Stena AB as a highly entrepreneurial company. He describes that 
the company are result and goal oriented but at the same time values quality and accuracy. 
Ingeström also suggests that in many occasions there is a high focus on subject specialists. 
 
Försäkringskassan 
The mission of Försäkringskassan is to decide on and pay a large part of the benefits included 
in Sweden’s the social insurance. Försäkringskassan is considered an expert authority with 
extensive knowledge of the social insurance effects both for individuals but also for the whole 
Swedish society. (https://www.forsakringskassan.se/omfk) 
 
Anders Lemon express that since Försäkringskassan are a state authority, they do not have 
bleeding edge innovation more mainstream development, this since they have tax-funds to 
manage. He further suggests that this makes for a low degree of R&D, though compared too 
other authorities he suggests that Försäkringskassan are in the forefront. Lemon adds, that 
their research cannot be compared of the research of a large production company that focus 
on product development. He further suggests that the overall culture at Försäkringskassan are 
really good with a focus on helping and supporting each other, in the organisation they wish 
each other the best and always supports one another. Lemon states that the core of the 
culture is “If I help you to succeed, we succeed.”, he also describes that their culture is non-
competitive culture and that they want to develop the best with the funds they get. Lemon 
describes that Försäkringskassan are considered an important function in the Swedish society, 
and that he finds it really exciting and important to be able to contribute to the country’s 
welfare. The opportunity to working with IT in this context is exciting according to Lemon. He 
further explains that since many people depends on Försäkringskassan to grant allowances, it 
is important for them at the organisation not to make any mistakes. Lemon express that the 
employees at Försäkringskassan feel a lot of responsibility to get everything right, all aspects 

https://www.sll.se/om-regionstockholm/Organisation/forvaltningar/trafikforvaltningen/
https://www.stena.com/
https://www.forsakringskassan.se/omfk
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needs to work as it is supposed to. Lemon adds that if they at Försäkringskassan make a 
mistake, he implies that it will appear directly in the media. 
 

4.1.3 Conduction of Interviews   

The section below shows a brief concluding analyse of the interviews.  
 
Some of the interviewees was easier to interview then others. The majority of the 
interviewees seemed to really appreciate the opportunity to talk about their interest. I 
received the most usable and detailed information when the interviewees got the chance to 
talk about their passions and the responsibilities that the employment brings that were in line 
with the individual’s interest. The majority of the interviews was performed without any 
apparent difficulties and resulted in good reliable information. Several of the interviewees was 
thoughtful and very keen to both talk, answer and to further explain more difficult things. 
Perhaps these interviewees are used to be interviewed.    
 
Five of the interviews was conducted in person, five conducted through telephone and one 
via Skype. In two of the interviews that was conducted in person, I knew the individual being 
interviewed. This may have affected the answers and the interviewer effect may be palpable. 
The interviewees in these two cases are though, considered to have answered truthfully and 
in a way that is coherent with their profession and experience. In some of the interviews I felt 
like the interviewee relied on me in order to answer the question. The interviewee seeks to 
know my expectations, and I think that this could in some extent have shaped the answers. I 
tried to step back and not take too much space in the interview. While explaining or clarifying 
specific questions for the interviewee, I tried to stay objective and not to give clues about the 
expected answer.   
 
Two of the interviews was conducted in Swedish, since they did not feel comfortable speaking 
English in the interview. It was not a difficulty to, with a foundation in the English 
questionnaire, just quickly translate the questions before asking the interviewee. Though the 
insecurities of the language could affect the quality of the interview. This since I had to 
translate the answers from the interview without losing the personal touch of the interviewee, 
thus it is not the interviewees own words expressed in English.  
 
In some cases, the interviewee had a hard time expressing themselves and it was a challenge 
to get the interviewee to talk. In some of these cases the interviewee needed a little 
encouragement to continue and at a few occasions some moments of a bit more personal 
communication were needed before the interview could continue; both these methods often 
yield profitable results.  
 
Sometimes it was hard to get the interviewee to talk and to give descriptive answer despite 
no linguistic obstacles. The challenge here are perhaps that the interviewee had a hard time 
to understand the scope and extent of the question. This is considered since the interviewee 
continually expressed that the questions were very generic and that each case differs, so there 
is no direct answer. I tried to explain the questions and to narrow them to move away from 
being to generic, this was helpful to some degree. The answers I received really contributes 
and often the answers I received were quite extensive.  
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4.2 Relationship between customer and supplier  
The relationship between the different companies and their suppliers varies a lot, highly 
depending on the type of business and what type of customers they are targeting. Another 
factor that makes a big difference are if the company operates in the private or public sector. 
Grönroos (1997) describes that in relationship marketing the approach is considered to be an 
interactive process that proceeds in compliance with predetermined goals for the 
participants. The author states that the object of this process is to build, maintain and develop 
deeper relationships with their customers. Karl suggests that relationships are highly valued, 
both internal and external ones. He further states that their business relies on trust. Lars 
describe the relationship between the company and their suppliers to have a long-term view 
with a focus on quality.  
 
Grönroos (1990) expresses that while analysing a customer relationship, the relationships life 
cycle must be taken into account. The authors further describe that the customer relationship 
life cycle consists of three stages; Establish, retain and enhance the relationship. In the context 
of providing SaaS solution, the relationship life cycle needs to be understood in order to fully 
explore which factors that are valued in a relationship. This approach might seem to 
correspond to C-D logic which is considering how customer are using the service, but the focus 
and core of business operations are still S-D logic. The core of business operation in this 
context are how to create value for the customer, though offering them extensive value 
though competence or services. Thus, S-D logic are still considered appropriate. The different 
stages of the relationship life cycle, from the customers point of view, are shown below. This 
allows an increase insight in what the customer are valuing in the different stages.  
 

Establishing the relationship 

While searching for new suppliers, the governance form is highly affecting the approach.  
Swedish based authorities have stronger regulations of how a supplier are to be approached 
and corporate with, due to the legislation of public procurement (lagen om offentlig 
upphandling, LOU) amongst others. While companies from the private sector does not have 
as many legislations to take into consideration.  
 
Lars, Bent and Karl all express that they usually are looking for suppliers via internet, but that 
recommendations are highly regarded in this process. It is stated that many of the suppliers 
are approached due to recommendations from trustworthy individuals and sometimes 
customers or even other suppliers. Lars explains that the number of suppliers that are 
contacted in each case, depends of the intensity and scope of the project. He further express 
that when at least two suppliers are chosen, he looks at how the supplier are conducting their 
business, how they work and look further into what they exactly are delivering. Lars indicates 
that new suppliers sometimes get a chance to show what they can deliver in terms of quality, 
delivery time and performance. As a Procuring manger Lars states that an important factor 
always considered are whether the supplier can keep the prices stable. Bengt describes that 
coherence within the system are important. He explains that for example, if the company have 
a lot of computers from a specific supplier perhaps it is not advantageous to by other parts of 
the system from another supplier even though these parts could be cheaper. Bengt suggests 
that the purchase price is a small factor in the purchase process, the contact person at the 
supplier company along with the personal relation that is created are the most important 
factor. Karl express that when a few suppliers are chosen they get a chance to explain their 
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system. He further suggests that a personal meeting with the considered suppliers helps to 
build trust and to get a good sense of the company.  
 
According to El-Ansary (2005), the success factors in relationships marketing are customer 
loyalty, recommendations and repeated purchase. While reviewing the opinions of Lars, Bent 
and Karl it is clear the recommendations are highly valuable in the purchasing process. Since 
recommendations are a success factor, it is something the supplier should strive to achieve 
and this in turn can lead to an increase of new customers while interpreting the answers from 
Lars, Bent and Karl.  
 
Anna describes that they sometimes cooperate within the company to find suppliers, and 
sometimes they use an external partner to search the market and in some occasions they send 
a request to suppliers directly. Anna highlights that every occasion is unique in its own way. 
Emma expresses that when they are looking for a specific ability, they sometimes visit 
conferences that covers that area. Emma describes that while looking for consultants, the size 
of the company along with how they operate are closely reviewed. She adds that one of the 
most important factors while considering a new supplier are the track record with other 
customers. Emma states that it usually is a lot of people involved in the process of finding new 
suppliers. Emma highlights that when looking for a supplier, it is important to look out for a 
lock-in-effect. She explains that the software business is constantly changing, and SaaS is a 
service that always are developing. Emma express that standardised data format in the service 
are preferable, so that the service or even the supplier can be changed when needed. She 
adds that it is not advantageous to get stuck with a service or a system that cannot be utilised 
in an efficient way. Moa expresses that when looking for a supplier the first thing is to 
determine the need, then evaluate if the demand is something that could be; source and thus 
do not need to be remade, if the company can solve it themselves, if an already existing 
solution can be reused. She suggests that if it is a large project, they often make an inquiry 
asking the market if they have good solutions. Niclas Ingeström states that sometimes you are 
forced to go with one partner, either because you are bound to each other or that there are 
very few other options such in the case of Google and Microsoft. He further expresses that 
when a supplier is chosen, it is important that trust exist within the relationship and that both 
parties are valuing the same things. Ingeström highlights that it is important to find the right 
partner that you want to work with. Ingeström suggests that the account manager at the 
suppliers are extremely important, since those are the ones you are going to work closest 
with. He further states that if you trust the person you are working with the relationship is 
usually really good. According to Ingeström, one of the most important aspects of a supplier 
relationship are that the supplier understands us as customers and how we operate our 
business. When looking for a completely new system, Ingeström suggest that they first often 
make a feasibility study in order to fully determine the need and to investigate the different 
aspects of the available suppliers. He describes that a few suppliers are targeted that fulfilled 
the cloud need, then one is chosen with the gut feel. Ingeström clarifies, it is better to spend 
time and money to implement the solution instead of keeping discussing the systems every 
little detail with several different suppliers. 
 
Both Krister Dackland and Anders Lemon works at organisations that operates in the public 
sector. This affects how the organisation conduct their business in every step of the value 
chain. Organisations that operates in the public sector, are often strictly regulated and often 
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have to follow legislation such as the legislation of public procurement (lagen om offentlig 
upphandling, LOU), while conducting a purchase. Krister Dackland describes that the search 
for new suppliers are affected by the sector that the company operates in. He further states 
that since the Trafikförvaltningen operates in the public sector, there are strict regulations to 
follow. Dackland explains that there often is a public procurement process which entails for 
an open process that allows the public to review their selections, the company then select the 
supplier that meets the requirements in the best way but at the same time also have a good 
price. Anders Lemon states that since Försäkringskassan are a state authority most of our 
procurements are carried out in accordance with LOU. He further expresses that the supplier 
that best responds to our requirement specification are often chosen. Lemon suggest that 
when they are purchasing, they do not look for a supplier but rather a specific competence or 
function. He finally adds that LOU both help the company and discourage it at the same time.    
 
How customers search for new suppliers and how they chose amongst the different suppliers 
are not that extensively covered in the literature. Thus, the information regarding this subject 
provides valuable clues for suppliers in regard of how to attract customers. Grönroos (1990) 
suggests that short-term relationships often are more expensive to develop, since the vendors 
spends a lot of money to create an interest for the firm but also in order to gain acceptance 
of the firm’s promises. After spending this much time and effort, the short-term relationship 
can be over after a transaction has taken place (Grönroos, 1990). Thus, it can be considered 
imperative to retain the relationship.  
 

Retaining the relationship   

The information presented above is supported by Šonková and Grabowska (2015), who 
suggest that the cost to retain customers are often lower than for attracting new ones. While 
working on increasing customer retention, a more long-term view can be adapted which in 
turn have the possibility to reduce the marketing costs (Buttle & Maklan, 2015). Grönroos 
(1990) suggests that the main focus of the organisation should thereby be to develop long-
term relationships but with a great emphasis on retaining the relationship. 
 

Enhancement of the relationship    

Grönroos (1990) express that it is important that previous promises are fulfilled before the 
supplier can add additional promises, this will allow the relationship to be developed and 
enhanced. According to Buttle and Maklan (2015), when the relationship grows and develops 
the trust between the parties are likely to grow even stronger. This is imperative since trust is 
considered one of the most important aspect of long-term relationships (Grönroos, 1990). 
Buttle and Maklan (2015) suggest that when mutual trust is developed between the parties 
both sides are often motivated to make investments in the reciprocal relationship. This is 
important for the development and growth of the relationship  
 
Šonková and Grabowska (2015) expresses that in order to ensure long-term profitability of 
relationships it is imperative to keep the customers loyal to the company. Loyalty are also 
considered a success factor for relationship marketing (El-Ansary, 2005). Thus, Grönroos 
(1990) highlights the importance of putting a lot of effort on maintaining and strengthen the 
trust in the relationship. Since this can have a positive long-term effect of the relationship but 
also on the success of the supplier.  
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Lars expresses that at the company he works, they prefer to have a more long-term view of 
the relationships with a focus on quality. He explains that they currently have a few account 
managers that manages customer clusters. Lars states that the characteristics of their supplier 
relationships are the long-term focus along with a core of sustainable relationships in the long 
run. He states that in these relationships trust are important, personal relationships and trust 
in that relationship between people. He clarifies that the person you are in contact with at the 
suppliers, often a key-account manager, are of great importance. Lars expresses that it often 
it is a few people in the supplier company that you are connecting with and starts to build up 
trust with, but at the company as a whole plays an important role. In essence, he describes 
the long-term personal relationships as one of the most important factors in a supplier 
relationship. Personally, If he could choose, Lars explains that he values relationships over 
transaction.  
 
Bengt describes the relationship between the company and their customers as strict business 
relations, mostly consisting of pure transactions. He expresses that there is not such a big 
focus on relations more focus on the advantages that the relation can bring. Anna expresses 
that the company have a clear view of what they are and what they would like to achieve, 
about the company’s culture. Bengt suggests that personal relationships are of high 
importance. He further express that the business are quite narrow which entails that you 
know most of the people that you have supplier/sales relations to. Karl highlights that both 
internal and external relationships are highly valued at the company. He states that their 
business relies on trust, between both external and internal parties. Moa states that before 
she worked at company 2, she had them as customers. This is really valuable since she has had 
the opportunity to see several different aspects of the company. Moa expresses that in the 
view of the supplier, the company as a customer are considered to be a solution-oriented 
company. She also suggests that the company are considered forgiving and they are good to 
reason with. Moa highlights a disadvantage with this easy-going climate, it can lead to that 
the company as customers often pay for more than they get, since they are so nice and 
forgiving. She also expresses that our relationships often are log-term which makes it hard to 
leave some relationships. Moa expresses that they often know each other in the business, 
which makes it hard to have completely professional relationships. She describes most of the 
relationships as close and warm, and due to this close personal relationships the conditions of 
a purchase or of the relationship are not as hard as they sometimes need to be.  
 
Krister Dackland describes SL (Tansportstyrelsen) as a strongly outsourced company, they do 
not produce any services in-house. He explains that since they are such an outscored 
company, they have several of active supplier relationships. Dackland expresses that at the 
moment they have about hundred different relationships with companies and other 
organisations only within the field of IT. He also suggests that one of the most important 
factors in a supplier relationship are that both parties deliver. Dackland explains that as 
customers you should be understandable and complaisance, and the supplier should deliver 
what is agreed upon. Dackland highlights that communication and expectation for both 
parties are the most important factors within this kind of relationship and it have to work. He 
explains that within these areas he spends most of his time.   
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Niclas Ingeström states that their supplier relationships are of extremely business professional 
character. He suggests that they do not have suppliers, only partners. Partnership is in the 
long run much better. Ingeström suggests that since their company consists of several smaller 
ones, it is hard to run all the companies ourselves, so partners helps run and develop our 
business.  
 
All of the interviewees have at some point in their career been in direct contact with suppliers, 
but not all of the have this kind of contact now.  
 
In table 12 a summary of the most common and important aspects highlighted by the 
interviewees as desirable within a supplier relationship, are shown.  
 

Table 12: Important aspects in the relationship with suppliers. 

Lars Bengt Karl Anna Daniel Melin and 
Mikael Larsson 

Karin Levander  

Quality Quality Availability 
 

Flexible 
relationship  

Environmental 
awareness 

Trust 

Delivery time Keeping of 
promises 

Competence 
 

Trust Sustainability Communication 
and feedback 

Delivery 
reliability 

Price Support and 
help desk 
functions 

Professionalism  Long-term 
relationship 

Collaboration 

Total cost of 
offer 

Deliver on 
time 

Information 
security 

 Openness and 
transparency 

Fulfilment of 
requirements 

The service 
support 
function 

Personal 
relationship 

Personal 
relationship 

  Security 

Long-term 
relationship 

    Stability 

Emma Krister 
Dackland  

Moa Niclas Ingeström Anders Lemon 

Flexibility to 
adapt to our 

needs 

Fulfilment of 
requirements 

Quality (measured quality, 
perceived quality) 

Honesty Engaged in 
understanding 

our needs 

Trust Communication Easy to work with No surprises Honesty 

Understanding of 
our business 

 Financial and contractual 
concerns 

Transparency Trust and 
accountability 

We are prioritized 
customers 

 Compliance requirements 
(security, physical and 

legal) 

Develop our 
business without us 

ordering 

Long-term 
relationship 

Stable key-
account manager 

/ personal 
relationship 

 Scalability and the 
supplier’s ability to scale 

with us 

Open discussion 
about the 

characteristics of 
the relationship 

 

  Governance structure   

 

Another aspect mentioned in some of the interviews are the size of the supplier company. 

Anders Lemon suggest that smaller companies bring some risks for the future, since they can 

have a hard time dealing with fluctuation of the market. Lemon expresses that there is a 

chance that the small supplier can change to much, may not be operating in the future or 

perhaps that they have been acquired. Since Lemon works at a state authority, he cannot have 
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this type of instability. Bengt is also considering the suppliers size before a purchase. He states 

that a good rule of thumb is to always conduct business with a company that is smaller than 

your company, but at the same time large enough to deal with challenges and changes. Bengt 

highlights that in his line of business, a one-person company are not to recommend. This is 

not extensively covered in the literature  

 

Form the interviews there are some aspects of supplier relationship that are mentioned more 
frequently. The aspects shown in table 13 are considered to be the core aspects of supplier 
relationship and thus the ones of the utmost importance.   
 

Table 13: Core factors of a SaaS solution 

 
In the flowing section the core aspects are analyse, I deliberately omitted the factors that were 

less frequent in order to center the debate around the aspects considered imperative. This is 

thus a conscious decision.  

 
Trust and personal relationship    
While considering a supplier for a SaaS solution, there are several aspects of great importance. 
Most interviewees are in some form mentioning the personal supplier-customer relationship 
as a crucial factor. Lars along with Daniel Melin and Mikael Larsson highlights long-term 
relationship while Bengt, Karl, Emma have a greater emphasis on Personal relationship. Lars 
describes that the company’s relations with their suppliers have a long-term approach with a 
focus on quality.  
 
Anders Lemon and Niclas Ingeström both emphasises on the importance of honesty in the in 
a relationship. Lemon suggests that honesty is important in several aspects, but one aspect 
that is highlighted are negotiations. He explains that while purchasing it is important that both 
parties trust each other and are honest, in order to get the best mutual result in a contract. It 
is continued with that when a strong mutual trust predominates the relationship there are 
often no hidden loopholes in the contract. Šonková and Grabowska (2015) suggest that the 
confidence in the relationship should be strong enough to provide customers with a clear view 
of the long-term benefits that the relationship can provide. Niclas Ingeström states that they 
as a company have only partners no supplier. This is a view of the relationship that can bring 

Core aspects of supplier relationship Quote from the interviews that embodies  

the core of supplier relationship 

Trust and Personal relationship 
(Long-term relationship) 

“Our business relies on trust, between both external and internal 
parties” – Karl  

 
Understanding of the business and 

willingness to change 

“In the procurement process the relationship between us and 

the supplier are valued, it is of great importance that they 

understand our needs” – Anders Lemon 

 
Communication 

“Communication and expectation for both parties are the most 
important factors within the customer-supplier relationship and 
it has to work” - Krister Dackland 

 
Quality and Total cost of service 

“Regarding the total cost of the system, it can be hard to see 
what the actual cost is since suppliers can charge in different 
ways for the service.” –  Daniel Melin and Mikael Larsson 
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many advantages. Ingeström expresses that they cannot run all branches of the company 
completely on their own and that their partners are important to help running the business 
and to develop it. He continues to express that partnerships are in the long run advantageous.   
 
Trust is specifically highlighted by Anna, Karin Levander, Emma as a prerequisite for a good 
relationship. This are well in line with the essence of relationship marketing. Grönroos (1990) 
highlights that trust is one of the most important factors in long-term relationships. This is 
explained by Buttle and Maklan (2015) who suggests that both sides are more motivated to 
make investments in the relationship when mutual trust are developed between the parties. 
Grönroos (1990) expresses that it may not be enough to have a trustful relationship, the 
customers also need to trust the company itself but also the different parts of the sales 
process. This have the possibility to lay the foundation for a long-term profitable relationship. 
The long-term scope of customer relationship is crucial for a profitable marketing process 
(Grönroos, 1990). Šonková and Grabowska (2015), suggests that the core of relationship 
marketing is strong relationships with mutual benefits with a long-term focus. The authors 
further express that trust makes it easier to convince customers about the quality of intangible 
services. The overall facilitation of a purchases is easier when a relationship is permeated by 
trust (Šonková & Grabowska, 2015).  
 

Niclas express that the account manager at the suppliers, are extremely important since this 
is the person you are going to work most closely with. Emma agrees, and highlights the 
importance not to change the key-account manager too often, a stable relationship is to be 
preferred. She continues to state that if you have a person that you trust, the relationship 
often progresses advantageously. Grönroos (1990) suggests that for a profitable relationship 
to take place, the customer has to trust both the company itself and also the different parts 
of the sales process. Lars states that trust is important along with the personal relationships 
and trust between people in that relation. He continues to explain that it often is a few people 
at the suppliers that you have the closest contact with, and you start to build trust in these 
relations. The whole company plays an important role but in essence, the long-term personal 
relationships are the most important according to Lars. He states that if the suppliers are doing 
a good job we prefer not to replace them, and it would require a lot before we are looking for 
replacements. Grönroos (1990) suggests that if a lot of effort are placed on maintaining and 
strengthen the trust in the relationship, it will have a positive long-term effect of the 
relationship.  
 

Understanding of the business and willingness to change  
An interesting aspect that many of the interviewees highlighted was the suppliers 
understanding of the customers business and their willingness to change. This aspect is not 
that extensively covered in the literature. Though, Heinonen and Strandvik (2015) suggests 
that it is advantageous for a supplier to understand customer’s needs and expectations. 
According to Vandermerwe and Rada (1988), companies that puts a lot of effort to fully 
understand the customer and their challenges, are the companies that will have the greatest 
chance at success. There are thus clearly advantageous for the supplier to know their 
customers. Both Anders Lemon and Emma highlights the importance for suppliers to 
understand their customers business and what drives them.  
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Emma expresses that flexibility are one of the most important aspects in a supplier 
relationship. Specifically, she expresses, the flexibility to adapt to our needs. Moa states that 
she is not fond of relationships were the suppliers’ approach are “this is our way, take it or 
leave it”. She expresses that they as a customer need to have a conversation with the 
suppliers. Edgett and Parkinson (1993) indicates that since the service often is produced and 
consumed at the same time, the customer is often involved in the production of the service. 
Karin Levander expresses, while describing the most important characteristics of a 
relationship, that they as a supplier often aims to form a joint effort together with the 
customer. She continues to state that they as supplier often work closely together with the 
customer to develop the product or system needed. According to Ingeström it is important 
that the supplier shows commitment and initiative to help developing the customers business 
without explicit instruction.   
 
Anna expresses that it is important to have professional suppliers. She continues to suggest 

that the supplier should understand their needs along with the demands and be able to 

compile with that. According to Anna one of the most important aspects of these relationships 

are for the parties to fulfil what is promised and work in accordance to the agreement. Moa 

highlights the ability for the supplier and their system to scale with them as a customer, as 

really important. She continues to express that when their needs change or if they have new 

demands, it is important that the supplier is complaisance and open for discussion. Preferably 

the attitude of the supplier should comprise how they can meet the demand in the most 

efficient way according to Moa.  

 

Moa highlights that the governance structure of the supplier is of importance, specifically how 

the company is to work with. She expresses that an important aspect to consider are how the 

work between the parties are structured, how much effort are the supplier placing in the 

relationship. Heinonen and Strandvik (2015) stresses the urgency of understanding how 

customers choose between different suppliers. Niclas Ingeström provides clarity, from his 

point of view within the subject. Ingeström expresses that when looking for new suppliers, 

their company culture is important to consider. He further suggests that if the suppliers’ 

culture and what they are valuing are in accordance with the own companies values the 

relationship are going to progress more easily. Ingeström states that you should find the right 

partner that you want to work with.  

 
Communication 
Communication are in many different contexts considered important. This is highlighted by 
some of the interviewees, but not as closely examined in the literature reviewed. Though, the 
importance of communication is shown by Šonková and Grabowska (2015) who suggests that 
communication with the customers as one of the most important aspects of marketing.  
 

Krister Dackland expresses that in a relationship, it is important that both parties deliver what 

has been agreed upon. He suggests that it is up to the customer to be understandable in order 

for the supplier to be able to deliver. Dackland states that communication and expectations 

are of the utmost important factors in a relationship, this have to work in order for a 

relationship to be advantageous. He adds that, with in this area he spends a lot of his time. 



58 
 

Both Niclas and Emma indicates that they value “heads-up” instead of surprises from the 

supplier, in the regard of changes amongst others. A continuous communication between the 

parties will thus provide a more open climate and the possibility to be united increases. Emma 

expresses that them as a customer, needs to be preferred and prioritized by their suppliers. 

Since it allows us them to take use of new innovations early on, this suggests Emma will helps 

them to stay ahead of competitors.  

 

Niclas Ingeström highlights the importance of a clear communication with the supplier, this 
will help construct the foundation for the relationship. Within this communication, Ingeström 
suggests that it should be agreed up on how the cooperation should work; who is driving the 
relationship, are the relationship to be developed but also who is responsible for what in the 
relationship. When these questions are straightened, the relationship can more easily 
progress.  
 

Quality and Total cost of service  
Several of the interviewees are mentioning quality as an important factor while considering 
suppliers. Bengt clearly states that quality is the most important factor while considering a 
supplier. It can sometimes be hard for supplier to convince the customer that the quality of 
the offer is in line with the requirements. Laroche et al (2004) suggests that it is the 
intangibility aspect that often affects the customers’ ability to assess the quality of an offer. 
Šonková and Grabowska (2015) suggests that when strong trust predominate the relationship, 
it is easier for the supplier to convince customers regarding the quality of the service and 
thereby facilitate a purchase. 
 
Moa expresses that quality are an important factor in terms of relationship, namely the quality 
of what is delivered. In this context she suggests that both the measurable quality and the 
perceived quality are considered. Lars emphasise that the right type of quality are to strive 
for, not too much and not too little, in relation to the cost. Edgett and Parkinson (1993) 
explains that services often is produced and consumed at the same time and that customers 
often is involved in the production. It is further suggested that since the customer are such big 
prat of the service productions success, it is hard for the suppliers to ensure that high quality 
is developed and maintained throughout the delivery process. In other words, customer is 
valuing a supplier that can deliver a high value but at the same time it is the customers that 
cocreates this value. Though, Edgett and Parkinson (1993) suggest that the customer 
involvement also provides some advantages such as continuous feedback tough out the 
process which offers the possibility to assist the supplier to control and adjust the quality of 
the service.  
 
Bengt expresses that if the sub-suppliers receive enough payment for what they are offering, 

they will be more willing to deliver on time and they are more likely to prioritize us as 

customers. While discussing the quality aspect, Bengt also mentions the price. He suggests 

that you as a customer want to pay a good enough price, this because you want to receive the 

right quality in comparison to what you are paying. Bengt also concludes that it is important 

that all parties get what they need, throughout the whole supply chain. Lars emphasise on the 

importance to consider the total cost of the offer, before the purchase takes place. This total 



59 
 

cost he explains includes purchasing price, lack of quality and all other aspects of an offer that 

can cost the purchasing company money.   

 

From the information presented in the interviews it is evident that relationships are very 
important for a company, both for the supplier but also for the customer. Both internal and 
external relationship should be valued. While considering relationships, it is not just the 
relationship between supplier and customer that is important but rather all aspects of the 
relationship should work throughout the whole value chain.  
 

4.3 Digitalisation of the market  
From the interviews, it was made apparent that the important factor digitalisation had to 
some extent been overlooked and taken for granted in the research. Digitalisation are a force 
running through most industries and considered important in the servitization context. This 
factor was not reviewed in great extent in the literature review, since it was considered 
implicit that digitalisation was the driving force behind cloud-based solutions.  
 
The following section are a brief analyse on the importance of digitalisation within businesses 
while considering purchasing cloud-based solutions. It is also considered how digitalisation 
affects the value creation process, aspect of intangibility along with security. Kim (2009) states 
that during the past decades’ vast advances in IT and computing have been made which brings 
a lot of new opportunities. Karin Levander consider this to be enthralling and states that in 
this part of the world, the businesses are moving towards a digitalized world and connectivity 
are the new main concept of business. She suggests that connectivity is now often purchased 
as a service instead of before when it was accessed through wiring. Though, this does not only 
bring opportunities, some major challenges are also presented. Kotler and Keller (2016) 
suggest that today’s internet-fueled environment have a great impact on the marketing effort. 
The authors express that the marketplace of today is fundamentally different from a few 
decades ago and technology plays a big part in this transition.  
 

Daniel Melin and Mikael Larsson expresses that time-to-market are an important factor for 
digitalization. It is further expressed that digitalisation puts a lot of pressure on smaller 
organisations to keep up with the developments, since they rarely have the competence nor 
the founds to do so on their own. In their opinion, Daniel Melin and Mikael Larsson suggests 
that the pressure of digitalisation was a major factor for Tansportstyrelsen which led to 
outsourcing of their IT operations in 2017. This was not a success story, for several reasons, 
and become a big information security scandal in Sweden. It is explained that 
Tansportstyrelsen could not keep up with the fast-moving developments in IT and information 
security and chose to outsource instead. Daniel Melin and Mikael Larsson implies that since 
the scandal at Tansportstyrelsen, security is a major factor that organisations are regarding. 
Security can thus be considered the biggest concern and the largest driving factor while 
developing SaaS solutions.  
 
Daniel Melin and Mikael Larsson describes that some municipality have difficulties with IT-
security but also information security. It is suggested that they do not have the competence 
nor the funds to in an efficient way host an in-house cloud service. Daniel Melin and Mikael 
Larsson suggest that smaller public authorities have a hard time to keep the competence 
within the organisation, since they do not have the possibility to pay the salaries needed to 
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keep expert employees who can operate such a complex service. While large organisations 
are often much better then smaller ones regarding IT-security. So, the smaller organisation 
often purchases the services from larger organisations instead of operating an in-house cloud 
service. Daniel Melin and Mikael Larsson explains that through purchasing a SaaS solution, 
smaller companies can save resources, and also receives a lot of additional advantages other 
than the service itself. This need for outsourcing the data operations can be considered to be 
derived from digitalization of business. Daniel Melin and Mikael Larsson indicates that public 
authorities are sometimes moving away from these SaaS solutions since they are unsure 
whether the service meets all the demands. This uncertainty can be derived from the aspects 
of intangibleness but also the complexity of the service. Which is a big concern for SaaS 
suppliers. Daniel Melin and Mikael Larsson suggest that larger organisations sometimes 
instead build their own in-house cloud service for internal purposes, that fits the specific needs 
and to meet the internal demands.  
 
Daniel Melin and Mikael Larsson express that the scandal at Tansportstyrelsen, stirred the 
waters for the industry scaring off many potential governmental customers. It is further 
expressed that this made many actors scared of outsourcing their IT-systems. This specifically 
in terms of legal aspects. Daniel Melin and Mikael Larsson states that if a supplier is to 
approach the public sector with a SaaS solution, they have to have the security aspect well 
developed and under close control. If the security of the service does not apply, the rest of 
the service are not that interesting to customers. In the view of the supplier, there are a lot of 
work to be done convincing the authorities that a SaaS is the best option on the market. The 
intangibility aspect of the service increases the urgency to create strong relationships 
(Šonková & Grabowska, 2015). A close relationship predominated by trust make it easier to 
convince customers regarding the quality of the service and thereby facilitate a purchase 
(ibid). 
 
To attract customers, Daniel Melin and Mikael Larsson suggests that the performance of a 
SaaS solution has to come close to, and preferably exceed what an on-premises solution can 
offer. It is expressed that the disadvantages are though that the competence along with 
knowledge about the service and also the data, information and metadata are moved away 
from the company and instead are transferred to the supplier. Another disadvantage with 
SaaS solutions can sometimes be the price-model according Daniel Melin and Mikael Larsson. 
They further explain, when suppliers have hosted their cloud for a longer period of time and 
they are well-established, the price to use the service are beginning to increase. Melin and 
Larsson indicates that the customer then is dependent on the service and may do not have 
other options and have to continue to pay an increasing sum to use the service.  
 

4.4 Purchasing of SaaS solutions  
Not all the interviewees have purchased a SaaS solution. Six of the interviewees (6/11) have 
purchased a SaaS solution, one (1/11) is considering a purchase, and one (1/11) are not 
considering purchasing a SaaS solution. The ones that have purchase a SaaS solution are Bengt, 
Anna, Krister Dackland, Moa, Niclas Ingeström and Anders Lemon. Karl have considered 
purchasing a SaaS solution and Lars have not yet considered to procure such a solution. The 
other three (3/11), Emma, Karin Levander and Daniel Melin & Mikael Larsson do not hold such 
positions that allows them to make such a purchase. 
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In the six cases were SaaS was purchased, the reason for the purchase was:    
- as a complement to a product (Bengt) 

- a system was needed and to save time and resources a SaaS with the right 

requirements was purchase (Anna) 

- the company have an outscored production and purchased a service for internal 

purposes (Krister Dackland)  

- the many advantages with the service. But also, that the market is moving rapidly, and 

it is important to start purchase SaaS and integrating the service in order to not fall 

behind (Moa) 

- due to the many advantages of the service compared to other solutions (Niclas 

Ingeström)  

- the service chosen was the one that in the best way meet our requirement 

specification (Anders Lemon) 

In the case were SaaS was considered to be purchased, the reason for this was:    
- as a complement to one of their core products. The interviewee has only just started 

review this option but can clearly see the advantages with the solution (Karl)  

In the case were SaaS was not considered to be purchased, the reason for this was:    
- the interviewee cannot distinguish a need for such a service and are unsure of its 

possible advantages (Lars)   

Anders Lemon expresses that as a customer he does not specifically ask about a SaaS solution, 
but instead for the functionality needed. This could be considered a common approach in 
traditional product marketing. Thus, while using S-D logic as a core in the business operations, 
the customer is defining the value of the offer but also are considered a coproducer of value 
(Vargo & Lusch, 2004). Specifying the functionality needed early in the process, makes it easier 
for suppliers to create a value proposition matching the need. Lemon suggests that SaaS are 
to be viewed as a type of packaging or delivery method. IaaS, PaaS and SaaS are according to 
Lemon the type of service that meets the needs of many. He continues to state that if each 
solution is customized to each customer, the service will not be as-a-Service. It is in the 
question regarding the format of the services that the concept of as-a-Service have been 
developed according to Lemon. It is first when the service becomes standardized that it has 
the opportunity to meet the needs of many.  
 
Blow follows a brief presentation of the interviewees that do not have the possibility to 
purchase SaaS solutions due to their current employment. Emma are an individual with a lot 
of personal knowledge of cloud and SaaS solutions due to her employment and background. 
Thus, she is interviewed with a focus on advantages and disadvantage of such a service, but 
also considering the possible future of the service. Karin Levander have great knowledge 
regarding the marketing process of a SaaS, due to her current employment as a Product 
Marketing Manager of SaaS and IoT at Ericsson. She is interviewed with a focus on the 
marketing process of a SaaS, characteristics of a SaaS solution but also about the future for 
SaaS and cloud. Daniel Melin and Mikael Larsson at Statens inköpscentral are considered to 
have a great knowledge about cloud and SaaS solutions. They are interviewed with a focus on 
their experiences after conducting the feasibility study, knowledge about SaaS and its future 
along with some competitive advantages.  
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In table 14, a summary of the most common factors highlighted as desirable while purchasing 
a SaaS, are shown.  

Table 14: Important factors while considering purchasing a SaaS solution.  

Bengt  Karl Anna Daniel Melin and 
Mikael Larsson  

Karin Levander  

Time and cost 
savings 

 
High availability 

 

Continuous 
updates of the 

system 

Daily operations are 
outsourced 

 
Pay as you go 

 
Transfer the risk 

Cost advantage – 
cheaper to 

purchase then to 
develop yourself 

 
User friendly 

Continues updates, 
which allows for 
using the most 

recent software 

 
The daylily operation of 

the system is outsourced 

Price model Technology 
compliance 

Security High degree of 
information security 

Flexible service 

Scalability   Cost-efficient  

   High IT-security 
along with physical 

security 

 

  
 
 

 High reliability and 
availability of the 

system 

 

Emma  Krister Dackland  Moa Niclas Ingeström Anders Lemon 

Less investments Security Availability of 
the service 

Large clientele and 
priceworthy 

Standardized and larger 
clientele 

Flexibility Scalability Quality Accessibility - cloud  Compatibility 

 Possible 
customizations 

Attractive 
service 

 

Security and trust in 
the supplier 

SaaS is efficient as 
delivery form of a 

service 

 Cost efficient  Data efficient  

 Easy to track the 
performance of 

the service 

 
 

Continuous updates 
and developments  

 

 
Form the interviews there are some advantage with SaaS solutions compared to similar 
solutions, that are mentioned more frequently. The factors shown in table 15 are considered 
to be the core factors of a SaaS solution and thus the ones of the utmost importance for the 
success of the service.    

Table 15: Core factors of a SaaS solution 

Core factors of SaaS Quote from the interviews that embodies the core factor of the 

service  

Saving of resources 

(Time and cost savings) 

“The most apparent advantages with SaaS solution are saving of 

resources along with the flexibility that the service can provide.” - 

Emma 

 

 

 

Daily operations are outsourced 

“When procuring a SaaS solution, the risk is transferred from the 

customers to instead the supplier.”- Karin Levander, Daniel Melin 

and Mikael Larsson 

 

“You will be surprised in how the workload for the IT department will 

decrease when the daily operations of the system are outsourced.” - 

Niclas Ingeström 
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Scalability 

“The ability for the system to scale with us are really important. 

When the customers’ demands change or evolves it is important 

that the suppliers are flexible and can meet these demands.” – Moa 

 

Continuous updates of the system 

(always the best software) 

“The SaaS supplier develop systems for many companies which yields 
for a well-developed service that always are up to date.”, “The service 
is always developing, which yields for an updated system.” - Niclas 
Ingeström 

High reliability and availability of 

the system 

“The availability of a system is of great importance” - Karl 

 

Security 

“In my experience the security aspect of a SaaS solution is one of the 
most important aspects, for us but also for many other companies.” - 
Anna 

 

In the flowing section the core factors are analyse, I deliberately omitted the factors that were 

less frequent in order to center the debate around what is considered to be imperative. This 

is thus a conscious decision.  

 

The factors highlighted by the interviewees as desirable while purchasing a SaaS are to some 
extent in line with the advantages from a customer perspective presented in the literature. 
Since the area of SaaS solutions are not yet that well defined, advantages with cloud 
computing are in this case also considered to apply in some degree to SaaS solutions. This are 
considered appropriate in regards of the literature reviewed.   
 
The saving of resources along with outsourcing the daily operations can be considered more 
intangible and should be considered by the business management.  
 
Saving of resources 
Bengt, Karl, Daniel Melin and Mikael Larsson, Karin Levander, Emma, Krister Dackland and 
Niclas Ingeström are all mentioning the price of the service in some form; saving expenses, 
the price model, cost-efficiency and priceworthy, investments and also Pay as you go pricing 
as important factors to consider while purchasing a SaaS. The pricing and cost aspect are an 
advantage mentioned by Tyrväinen and Selin (2011), who suggests that the Pay-as-you-go 
pricing along with a low cost to enter and use a SaaS solution both saves the customer 
resources but also decrease their financial risk. Benlian and Hess (2011) adds that the usage 
of a SaaS solution often is less economical challenging for the customers. Niclas Ingeström 
agrees with this, and adds that server systems compared to SaaS systems, are much more 
complicated and needs a lot more funds spent on hardware. Emma talks about Advantages 
with SaaS compared to on-premises solutions and states that the need for investments 
regarding competence and hardware are low while purchasing a SaaS solution. Another fact 
that she highlights are the time-to-deliver, or rather the time before the service can be used 
often are instant. The time aspect in resource saving, are highlighted both in the literature but 
also prominent in many of the interviews. Burrell (2009) states that many customers that are 
using a SaaS for the first time are pleasantly surprised by the service rapid speed to market. 
Even the most discerning stakeholders tend to be persuaded by the systems short delivery 
time within difficult environments (ibid). This concurs with the general opinions expressed in 
the interviews. To this discussion Krister Dackland adds that when they are purchasing a SaaS 
solution, they do not have to engage in how the service are produced which saves them time 
and money. Dackland furthers suggests that one of the great advantages when purchasing a 
SaaS are the scalability, this is much more efficient way compared to scale hardware. In the 
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context of hardware Burrell (2009) expresses that with server-based solution the production 
of hardware often consumes a lot of time which in turn delays the delivery and integration of 
the system. It is further suggested that this implies that customers have to wait to see tangible 
return on their investment. With a SaaS, this time is shortened to vast benefit for the customer 
(Burrell, 2009). Both Karl and Bengt highlight the great cost advantage while purchase the 
service instead of developing it on your own, developing takes a lot of time and are resource 
demanding. Karl expresses that instead of developing a SaaS on their own, they want to focus 
on their core products. He continues to state that you cannot be best at everything, “we have 
to focus on what we do best and then purchase services that others are doing better”, this is 
more resource effective.   
 
Outsourcing of daily operations 
The outsourcing of the systems daily operations is an advantage that both Karin Levander but 
also Daniel Melin and Mikael Larsson highlights as important. Bengt suggests that by procuring 
a SaaS solution, the risk is transferred from them as customers to the supplier instead. This 
are in line with the thoughts of Knorr and Gruman (2008) along with Zhang et al. (2010). The 
authors suggest that while purchasing a cloud computing solution there are no need for the 
customer to invest in servers or different licensing contracts. This are considered to save 
resources but also decreased financial risk for the customer (ibid). While talking about the 
benefits with purchasing SaaS Niclas Ingeström expresses “You will be surprised in how the 
workload for the IT department will decrease when the daily operations of the system are 
outsourced.”. Despite the advantages with transferring the risk to the supplier, there are some 
serious concerns. Daniel Melin and Mikael Larsson describes the disadvantages with 
purchasing a cloud-based service is that the competence along with knowledge about the 
service and also the data, information and metadata, are moved away from the company and 
instead are transferred to the supplier. This can be considered a major security risk. The 
question around information security are considered to be the predominated concern in the 
interviews.  
 
Scalability, Continues updates, Availability and reliability of the service along with Security are 
more related to the characteristics of the offer.  
 

Scalability 
Knorr and Gruman (2008), suggest that a SaaS solution often are easily scalable. They further 
explain that it is usually easy to increase capacity or capabilities of the system without 
investing in new software, educating the staff further or without increasing the current 
infrastructure. This is an important aspect for the customers since it is considered to save 
resources but also decrease the financial risk. These factors are confirmed as important from 
the interviews. Where Bengt and Krister Dackland highlights scalability as an advantage. Bengt 
express that a SaaS system is easy to scale, if some new users are to be added it is mainly to 
connect the users to the service and pay the monthly cost. Karin Levander and Emma 
describes the flexibility a SaaS solution can provide, as an important factor. Many of the 
interviewees are though mentioning the many advantages with SaaS due to the flexibility and 
the possibility for the software to grow with the company. Moa expresses that the ability for 
the system to scale with them are really important. She continues to state that when the 
customers’ demands change or evolves it is important that suppliers are flexible and can meet 
these demands. A SaaS solution are a flexible service, often easy to scale up and down, and a 
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good alternative to a changing market. Karin Levander states that there are many reasons for 
customers to purchase SaaS solutions, but she considers flexibility to be one of the key factors. 
She suggests that flexibility is the key of SaaS solutions, but it is also a difficult factor to grasp. 
Levander explains that the flexibility of SaaS makes it possible to tailor the solution in 
accordance to the company’s needs, which in turn place a lot of pressure on the customer to 
know exactly what they need before they purchase it. She further expresses that it is not easy 
for customers to have a complete picture of what they need and that is why Ericsson as a 
supplier are to be close at hand. If instead of placing pressure on the customer to know exactly 
what they need, Levander suggests offering some kind of standardised packages to choose 
from and that this will facilitate the customers decision.   
 
Continues updates 

Daniel Melin and Mikael Larsson are regarding the continues updates, that often takes place 
with a SaaS, as a big advantage since this allows the customers to use a modern and upgraded 
system. This is also highlighted by Benlian and Hess (2011) who suggests that the frequent 
upgrades of the software could bring major performance advantages. Emma expresses that 
they were pleasantly surprised with how easy it was to upgrade to the next version of the 
service, this was an advantaged that they had not initially expected. SaaS are a delivery 
method for a standardized service (Anders Lemon, Anna), this service meets the needs of 
many. Lemon suggest that since the service often have a larger clientele that is involved and 
paying for the service, the supplier often place great importance to the developments of the 
service. Anna adds that the updates, often occurring a few times a year, are a good thing since 
it provides a modern software. She continues to express that there is a great force in a larger 
clientele, when a supplier has many customers that makes demands they impact are usually 
great. Niclas Ingeström also highlights the advantages with continuous updates and 
developments of the service. Benlian and Hess (2011) highlights that one of the great 
advantages for the supplier while providing a SaaS solution are the prolonged interaction with 
the customer. It is suggested that the interfaces of the service not usually are backward 
compatible, which compel the customers to update if they want to continue to use the service. 
The control over the system increases for the supplier, and they often feel secure enough to 
plan these developments for the long-term (ibid). This is not always advantageous for the 
customer. Niclas Ingeström expresses that the constant upgrades could both be advantageous 
but also a disadvantage. He continues to state that the supplier will often upgrade the system 
when it suits them and since the system often not are backwords compatible, we as customers 
eventually will be forced to upgrade.  
 

Availability and reliability of the service  
The availability of a system is of great importance, and a highlighted by Karl as well as Daniel 
Melin and Mikael Larsson. Kim (2009) suggests that there are several options regarding 
accessing the cloud and in theory the cloud can be accessed at anytime from anywhere. This 
makes an easy access to information stored in the cloud which in theory allows for high 
availability of the system. This line of thought is coherent with Moas opinion regarding 
possibilities to access the cloud. Ingeström also mention this as a great advantage, he also 
expresses that servers are more complex to access since they are physically stationary. 
Though, this requires that the system is reliable, and that the supplier have an effective action 
plan to prevent but also to correct any difficulties with the service.   
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Security  
Anna and Niclas Ingeström highlights security as an important aspect of the SaaS solution.  
Daniel Melin and Mikael Larsson agrees and adds that high degree of information security, 
high IT-security along with physical security are imperative factors. This is supported by Zhang 
et al. (2010), who suggests that cloud computing provides a secure and dependable data 
storage that is maintained by the vendor, this have the capability to provide a reliable 
information storage. Krister Dackland expresses that security of information are one of the 
three most important factors while purchasing a SaaS solution. Even though the aspect of 
security is imperative to the success of a SaaS, this factor is one of the major concerns with 
the service. Anna and Moa both agrees that one of the main concerns, both for the company 
as a whole but also in a procurement point of view, are the security aspect. The difficulty, Moa 
expresses, are when you have data that needs to be protected and also need to outsource the 
data systems daily operations. It is further suggested that if the system is outscored or if you 
are not hosting the serves or cloud solutions, the responsibility is transferred to other parties 
and much of the control are lost. This creates a strong dependence to the supplier; which Moa 
suggest is not always advantageous. Anna express that in her experience the security aspect 
of a SaaS solution is one of the most important, for them but also for many other companies.  
Balco et al. (2017) suggest that the two main challenges with marketing and sales of a cloud-
based solution are the aspects of security and reliability of the system. Burrell (2009) agrees 
with this line of though and suggests that many of the uncertainties regarding the purchase of 
SaaS can be derived from the responsibility that is handed over to the service providers. The 
uncertainties are difficult to overlook and, in many occasions, customers do not trust this 
systems. Decision makers are often refraining from purchasing cloud-based solutions due to 
uncertainties regarding security or due to lack of trusty (Balco et al., 2017; Burrell, 2009). 
While selling to the public sector the need for security are imperative.  
 
Companies in the private sector also consider security of their data to be crucial but, there are 
more rules and legislations that effects organisations in the public sector. Daniel Melin and 
Mikael Larsson highlights security and transparency as important factors, while delivering a 
SaaS solution. It is further expressed that due to recent legislation such as the Swedish Security 
Protection Act, GDPR and Cloud Act, there are more stringent requirements when a vendor is 
handling sensitive data. Niclas Ingeström states that one of the great disadvantages with SaaS 
solutions are information security and GDPR related problems. It is further expressed that 
some suppliers operate under Cloud Act which entails great threats to information security, 
this means that these suppliers in some cases cannot be chosen. Lemon suggests that this is a 
great driving force for their company; meaning the work of becoming SaaS suppliers to offer 
secure state IT operations.  
 
The interviewees that have procured a SaaS solution states that they would consider purchase 
a SaaS solution for future needs, many of whom are convinced that this will happen in the 
near future. Lars mentions that he would consider purchasing a SaaS solution in the future as 
long as the service meet the companies requires. He explains that the reason for not have 
purchase a SaaS solution already are mainly that they as a company have not distinguished 
the need for such a service yet.  
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4.4.1 Service or delivery method?  

In the literature it is mentioned that SaaS can be viewed as a software delivery model and not 
as a service in itself. In the interviews there are some divided thoughts, some of the 
interviewees are agreeing with this line of though, while others are not mention it. Balco et 
al. (2017) expresses that SaaS can be viewed as a software delivery model that through the 
utilising of cloud-hosting, software solution or applications along with other types of data can 
be delivered to customers. Anders Lemon agrees with this and clarifies his opinion more in 
detail. Lemon suggests that as a customer the specific request is not for a SaaS solution, rather 
for the functionality needed. He further expresses that SaaS is more of a packaging or delivery 
method. According to Lemon, if solutions were to be customized to each customer, the 
solution will not be as-a-Service. He further states that this is what has driven the development 
of as-a-Service as a concept, and when the service becomes standardized it has the 
opportunity to meet the needs of many. IaaS, PaaS and SaaS are according to Lemon good 
examples of standardized services that meets the needs of many.  Since SaaS is considered to 
be a delivery method rather than a service itself, suppliers have the possibility to deliver SaaS 
in different shapes. Suppliers can often provide the same service as an on-premises solution 
or as a cloud-based solution.  
 
In several of the interviews the interviewee’s line of though follows the opinion of Balco et al. 
(2017) and Anders Lemon, the interviewees are no directly stating this they are more implying 
it. Many of the interviewees are mentioning the subject of SaaS delivery methods and implies 
that there are a range of way to deliver such a service. For the purchase Moa was choosing 
between SaaS and an on-premises solution as a packaging of the service, but finally chose 
SaaS. Anna was making the same choice, but had some major security concerns, but in the 
end also chose SaaS. According to Emma there are both advantages and disadvantage with 
SaaS compared with to an on-premises solution.  
 

4.4.2 Marketing of SaaS solution  

Burrell (2009) suggests that the architecture of a SaaS varies in order to suit the customer, 
different business models needs different approaches. The variations of the service make it 
hard to create a combined mass marketing effort. According to Burrell (2009), a range of 
different approaches are needed in order to attract new customers. Benlian and Hess (2011) 
describes that SaaS can be considered separated from traditional software, and thus the focus 
of marketing and sales have to be altered. Tyrväinen and Selin (2011) agrees with this and 
adds that this alterations and transitions are not going to be easy. In the literature review, 
there are no evident way of conducting the marketing effort presented.  
 
From the six interviewees that have purchased a SaaS solution, Moa, Niclas Ingeström and 
Bengt are the ones discussing the marketing of the service. Moa expresses that in terms of 
marketing, the SaaS solution was not marketed that extensive. She explains that the solution 
and the brand was well known in the market, that a several of their competitors was using 
that specific solution. Moa states that the supplier company have good references and prior 
to the purchase, Moa together with other employees talked to some of the customers to 
evaluate how they felt in the relationship and with the specific solution. An important aspect 
to consider, are how the supplier deals with intangibleness. It is further suggested that they 
also talked with the vendors to evaluate what they could offer. Niclas Ingeström expresses the 
in terms of marketing the marketers are often focusing on the specifications of the service 
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along with what it can perform. He further states that the supplier’s companies do not usually 
market the advantages of SaaS, more in terms of what the services can perform. Bengt 
expresses that the SaaS solution he purchased was not that extensively marketed, he visited 
the company’s web page and contacted them.  
 
Loukis et al. (2019) suggest that one of the challenges presented within the marketing process 
of a SaaS solution are that leaders or the decision makers at the purchasing company are 
unsure of how they would benefit from purchasing such a solution. The insecurities 
encapsulate service attribute, the aspect of intangibility but also to what value such a service 
could bring. This is reflected in company 1, were Lars are employed. Lars who is a procuring 
manger, expresses that he would purchase a SaaS solution in the future as long as the service 
meet the attribute- and performance requirements. He explains that he has not yet purchased 
a SaaS solution since they company do not have an apparent need for such a service. Lars also 
adds that the understanding of what such a service could offer are limited within the company. 
The lack of marketing that in a clear way shows the benefits with a SaaS compared to other 
solutions, are made apparent. This is a shame, because the many benefits and opportunities 
that a SaaS can provide. Burrell (2009) indicates that customers who use SaaS for the first time 
tend to be pleasantly surprised by the service speed to market, performance and system 
quality. It is further stated that even the most discerning stakeholders tend to be persuaded 
by the systems short delivery time within difficult environments. Thus, it would be 
advantageous for supplier to put a lot of though and effort in the marketing of a SaaS, allowing 
the potential customer to understand the service and to see its many benefits.  
 

4.5 Concluding result  
From the frame of reference in section 2.7, there are three main connections anticipated as 
important in the context of cloud computing and could-based solutions such as SaaS: the 
importance of relationship between the customer and supplier, the spectrum from 
standardisation to customisation, the spectrum from tangible to intangible. From the 
interviews it is apparent that the relationship between the customer and supplier is essential 
while purchasing a cloud-based service. The standardisation or customisation of the service 
are not discussed to a significant degree by the interviewees. On one occasion is the 
possibilities for customisation and standardisation explicitly mentioned respectively, as a 
desirable characteristic. Otherwise, the aspect of customisation can be distinguished in the 
flexibility of the service, which is also expressed as a desirable characteristic. Not many of the 
interviewees are discussing the concept of intangibility, but it is highlighted that a cloud 
service is difficulty to describe, explain and understand.  
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5 Conclusion 
This chapter concludes and discuss the main findings of the research as well as answering the research question. 
The contribution of the research is discussed, both in terms of theoretical- and practical contribution. Limitations 
of the study along with suggestions for future research are presented. 

The purpose of this research is to develop an understanding of how the marketing process of 
a SaaS can be conducted but also how it is affected by servitization. This is done through 
exploring the marketing process of cloud-based services more in-dept and get a good sense 
of which factors that are interesting while purchasing a SaaS, but also which factors are 
interesting while choosing a supplier. While increasing the knowledge about these areas, it 
would be easier for a supplier to describe the service more extensively in order to create an 
effective marketing. Thus, the purpose of this study is to explore the marketing process of 
cloud-based services more in-dept to then be able to describe it more comprehensively. This 
purpose is considered to have derived the research forward and are the foundation of the 
research question.  

Research question:  
How are the marketing processes of Software-as-a-service effected by servitization? 

The research question together with the theoretical framework, that concludes the literature 
are shown in figure 6, have worked as guidance in the creation of the interview questionnaire. 
This in turn provided the data for the result. 
 

5.1 Findings  
In today’s internet-fueled environment, the marketing climate are constantly changing (Kotler 
& Keller, 2016). Businesses are moving towards a digitalized world and connectivity are the 
new main concept of business (Karin Levander). The findings of this study suggest that the 
whole business climate is going though big changes right now and most businesses are 
experience a shift due to servitization and connectivity. The marketplace of today is 
fundamentally different from a few decades ago, the cause to this transition are considered 
to be the development of technology (Kotler & Keller, 2016). This provides a lot of 
opportunities but also presents a lot of challenges.  
 
All interviewees that have purchased a SaaS solution expresses that they would consider 
procuring additional SaaS solutions now or for future needs. Lars mentions that he would 
consider purchasing a SaaS solution in the future as long as the service meet the companies 
requires. From the interviews it can be anticipated that the knowledge of these kinds of 
services are not that extensive. This can be considered a problem, caused mainly by 
intangibility. The service is hard to understand and to fully define, which makes it challenging 
to see the advantages of purchasing such a system. As Levander mentioned, providing a 
flexible highly customizable cloud-based service places a lot of pressure on the customers. 
Often customers cannot see the potential of the system and spends a lot of time and resources 
in order to define exact what they need, many customers may not feel that this is worth it. 
This can probably scare of several potential customers. 
 
The literature summed and presented in the literature review forms the knowledge base for 
this thesis and are conclude in the frame of reference, see figure 6. This frame of reference 
forms the line of though and are the foundation for the research. The connection presented 
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in the frame of reference are considered to be the basis of the frame. Karin Levander supports 
the line of though presented in the theoretical framework. She can clearly see how trust and 
intangibility are connected and depend upon each other. Levander explains that when 
intangibleness increases, the more trust is needed in order to make the customers feel 
comfortable. The aspect of intangibility is pressing and are a factor that both customers but 
also the companies themselves regard as a challenge. Not many of the interviewees talks 
about intangibility directly, but the difficulty to describe, explain and understand the services 
are often mentioned.  
 

In order to create context to the results presented, a best practice model have been 
developed. This model concludes the findings and shows the main benefit from offering a 
cloud-based service such as SaaS. In figure 9, the best practice model is presented. From the 
interviews and also presented in the literature it is apparent that save resources are 
something that are been strived for, both for the customer but also for the supplier. It is 
highlighted by Emma, that one of the most apparent advantages with SaaS solution are saving 
of resources. For further insights on the importance of saving resources presented in the 
interviews, see section 4.4 and table 14. It is also highlighted in table 15. This can also be seen 
in the literature in section 2.6.1 where the saving of resources regards cloud computing, 
highlighted in table 3 and 4. For SaaS the same are shown in table 5 and 6. While purchasing 
or providing a SaaS solution, one of the main aims are to save resources. This is usually what 
is strived for. Since this research are conducted in the view of the supplier, the focus should 
be on saving supplier resources. But in to be able to save resources, as a supplier you first have 
to create value for the customer.  

Woodruff (1997) expresses that in order to success in business, value creation can be 
considered an imperative factor. It is further suggested that many organisations compete to 
offer superior customer value. While creating value for the customer, there are two main 
elements that affects the outcome. The elements are considered to be the relationship 
between the customer and supplier along with the service itself. The intangibility aspect of a 
service increases the urgency to create strong relationships (Šonková & Grabowska, 2015). 

Figure 9: Best practice model of value creation 
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Through developing close relationships predominated by trust, it is easier to convince 
customers regarding the quality of the service and in turn often facilitate a purchase (ibid). To 
deliver extensive customer value, it is of great importance to have an increased understanding 
of how value can be created and what customers are expecting form the service. The both 
elements, the relationship and the service itself, consists of several aspects or factors that are 
considered by the customer to have the most influence of the success of the supplier. In table 
16 below, the main findings regarding these elements are presented.  
 

Table 16: Summary of the main findings. 

Core aspects of supplier relationship Core factors of SaaS 

Trust and Personal relationship 
(Long-term relationship) 

Saving of resources 

(Time and cost savings) 

Understanding of the business and 
willingness to change 

Scalability 

Communication Daily operations are outsourced 

Quality and Total cost of service Continuous updates of the system 
(always the best software) 

 High reliability and availability of the 
system 

 Security 

 
The table shows the core aspects of supplier relationship along with the core factors of SaaS 
and gives valuable clues to what the customer values. Meaning, what the supplier company 
should focus on in order to create an effective marketing and in the end create value for the 
customer. The relationship and the service itself can be viewed as the pillars of value creation. 
But these pillars themselves are not enough to create value, the most important factor for 
value creation are considered to be security.  
 
Daniel Melin and Mikael Larsson indicates that if a supplier is to approach the public sector, it 
is incredibly important that the security requirements are meet otherwise the other aspects 
of the service is not that important. From what is discussed in the interviews, this can be 
considered to apply in the private sector as well. The aspect of security and its importance are 
also highly regarded in the literature. Balco et al. (2017) along with Burrell (2009) explain that 
the reason for decision makers to dissociate from cloud-based solutions are often due to 
uncertainties regarding security. There are many kinds of security to considers, but the most 
commonly mentioned in the interviews are information security, IT-security and physical 
security. Thus, if the security requirements are not meet the rest of the service are of little 
importance. Security can be considered the foundation for value creation in this context.  
 
El-Ansary (2005) express that the definition of success in relationship marketing are customer 
loyalty, recommendations and repeated purchase. If preferably all these are achieved, the 
marketing effort are a success and the supplier have the possibilities for an advantageously 
long-term relationships with its customer. Šonková and Grabowska (2015) highlights that 
long-term relationships often leads to continues purchases, which in turn have several 
favourable effects for the business. Thorough creating value for the customer in the right way, 
long-term relationship permeated by trust can be developed which in turn can result in 
continuous purchase and mutual benefits arise.  
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When interpreting the results, it is apparent that there are vast challenges in creating the right 
value for the customer in the way they need it. Though using the conceptual map of the 
research, see figure 1, to describe the surroundings along with the business objective and 
combining it with the best practice model of value creation, see figure 9, the result of the 
research can be concluded.   
 
Though adopting and utilize Servitization, the company can more easily create value for the 
customers. Within this value creating process there are two main elements, the relationship 
between the customer and supplier along with the service itself, that affects the outcome. The 
both elements have several aspects or factors that influence the success of the supplier. Both 
in the relationship and in the service itself, the intangibility aspect is regarded as a great 
challenge. Here, the concept of servitization help companies deal with intangibility and thus 
have a possibility to deliver extensive customer value. For this to be possible, it is important 
that the whole company’s culture and core of the business operations are gathered around a 
common culture with the same aim and direction. A first step in changing the culture are to 
have a well-defined dominant logic since this creates the foundation for the business climate.  
 

The success of the marketing process for a SaaS are highly dependent on concept of 
servitization and all that it brings. It can be concluded that the factors that are considered 
to have the vastest effect on the marketing process are value creation, supplier 
relationship and trust along with intangibility of the service. If suppliers work in 
accordance with the best practice model of value creation, see figure 9, they have a good 
opportunity to create and deliver extensive value for the customer. By developing their 
business in line with this suggestion, the supplier can stay competitive in an increasingly 
servitized world but also make vast savings of resources.  
 

5.2 Theoretical contribution  
Servitization are a process that have change a lot in most businesses, which also have led to a 
shift in dominant logic for many companies. The concept of servitization have developed 
further to place even more focus on cloud-based systems. The knowledge about cloud 
computing are limited with the public, compared to the knowledge of specialist within the 
business.  
 
An area that are not yet that well explored are the marketing processes of SaaS solution, for 
further insights see section 4.4.2. The theoretical contribution is considered to be the 
exploration of this area, that could be used for further research.  
 
The given value outcome in the customers point of view while purchasing a SaaS or a similar 
could-based solution are saving of resources. For the suppliers, the value outcome of proving 
a SaaS or a similar could-based solution, are also considered to be saving of resources. Though 
for supplier to have this outcome, they first have to review and adopt their business approach. 
In general terms, for this to be possible it is important to overcome challenges such as 
intangibility and security concerns. Relationship supports this through strong trust and a long-
term view.  
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5.3 Practical contribution  
The practical implications are harder to define, but the study definitely shows the importance 
of SaaS solutions and that it will grow to be a significant part of most industries. The future of 
technology lies in cloud computing (Balco et al, 2017). The digitalization of business is 
considered to be one of the main driving factors for the development of SaaS solutions (Daniel 
Melin & Mikael Larsson). Those companies that needs to compete in the cloud computing 
industry needs to have an extended knowledge of which factors that are considered important 
while purchasing the SaaS solution itself but also how a supplier is chosen. If the companies 
have an increased knowledge about these aspects, the marketing process of this hard-defined 
area will be easier planed out.    
 
In regards of which factors that are important in the endeavour of saving resources. Below 
some recommendations, both for customers and suppliers, that allows for saving of resources 
are presented. The study is conducted with the interest of the supplier in mind, which entails 
that the customers view along with their opinion are the ones considered most valuable in 
this context. 
 
In the view of the supplier there are several steps that can be taken in order to save resources. 
From the research there are two main recommendations that are suggested; offering SaaS 
and build strong relationships. Instead of offering all the customers server-based or on-
premises solutions, offer multitenant architecture cloud-based software solutions. This saves 
a lot of resource since it effectively utilising the hardware used, a more extensively need of 
hardware are vastly resource demanding both in terms of time and funds. Building long-term 
personal relationship permeated by trust, can result in continuous purchase and a more open 
communication with the customer which in turn allows to discover problems before it arises. 
Long-term relationships are considered more profitable and if problems can be prevented or 
the effect of the problem can be reduced, these relationships can offer great advantages for 
the supplier.  
 
In the view of the customer there are several steps that can be taken in order to save 
resources. From the research there are three main recommendations that are suggested; 
purchasing SaaS, build strong relationships and consider the characteristics of the supplier. 
Purchasing if a SaaS suited for the company’s needs have the possibility to save resources, 
since it is considered to be an effective software delivery model. Another aspect of this are 
also to outsource the daily operations of the service, this is considered to transfer the risk 
from the customer to the supplier but also to decrease the workload for the customer in terms 
of IT-operations. Building strong relationship permeated by trust. This helps to ensure the 
quality and operations of the service, but also decreases the problems subsequently after the 
purchase which are considered to save resources. For the customer it is also important to 
closely consider the supplier in the context of meeting security requirements, since 
information security are the great concern of todays digitalized business climate.  
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5.4 Limitations  
For this study some limitations are to be consider when studying the result. Firstly, there were 
several aspects highlighted as important by the interviewee that was not covered in the 
literature review which made it challenging to establish a context. The areas consider missing 
in the literature review are:  

- A broader spectrum of the challenges brought by servitization and digitalization  

- How customers search for new suppliers and how they chose amongst the different 

suppliers  

- How the size of the supplier company affects the possibility to form strong relationship 

that allows for continuous purchases  

- How suppliers work in order to ensure that they understand how their customers 

operates  

- Legislations and concerns regarding information security, this is invadable to discuss 

while offering a SaaS solution. This is also considered a much greater concern then first 

anticipated 

The methodology chosen for this research provided flexibility and some subjective elements 
in the data collection along with the analysis. In the conduction of the research this is 
considered to be an advantage, but it is inevitable that this flexibility and subjectivity are 
affecting the outcome of the research. If the interpreting of the result would have been 
conducted by another researcher or using other parameters, the result may have been 
different.  
 
Not all interviews had purchased a SaaS solution and could thus not answer to which factors 
that are considered to be attractive while purchasing such a service. This instead led to the 
investigation if the different stages of the purchasing process of SaaS and how individuals that 
have not purchased such a service was thinking.  
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5.5 Future research   
In the past three decades, great accomplishments have been made within the field of IT and 
computing, this allows for today’s widespread use of cloud computing (Kim, 2009). The use of 
cloud-based solutions is not completely new, there are though no extensive literature on how 
to conduct the marketing effort for SaaS solutions. Form interpreting the result not many 
companies are extensively marketing their SaaS solutions. The research provides insights to 
the marketing process of SaaS (see section 4.4.2) along with important factors of both the 
service itself (See table 15) but also the supplier (See table 13). The future of technology lies 
in cloud computing and operational advantage from the early adopters are already visible and 
viable (Balco et al, 2017). Despite the importance of cloud-based solutions in the future; the 
SaaS solution purchased was not marketed that extensively (Bengt, Moa). Specific marketing 
approaches for SaaS or other Cloud based solutions are needed. If this area would be 
investigated more closely, organisations that provides these services would have much to 
gain.   
 

The aspect of intangibility of services are a subject of great importance. As suggested by 
Laroche et al. (2004), the two factors with most influence over marketing is the aspect of 
intangibility and perceived risk. The aspect of intangibility increases the customers perceived 
risk (ibid). Thus, intangibility can be considered to obstruct a purchase. A SaaS solution are 
considered hard to fully define due to its intangibleness. Thus, it would be interesting to 
further investigate how the value creation process can be constructed in order to create 
extensive customer value with intangible services.    
Trust is one of the most important factors in long-term relationships (Grönroos, 1990). This is 
also highlighted by Anna, Karin Levander, Emma as a prerequisite for a good relationship. But 
servitization and digitalization brings several challenges for companies to work with and adapt 
to if they want to stay competitive. It would be interesting to investigate how trust is affected 
by servitization and digitalization, and how trust can be built in a more intangible and digital 
world.  
 
From the findings presented, and the conclusions made, it would be interesting to see if the 
same research could be done on other services, both cloud-based but also more traditional 
services.  
 
My recommendations for further research are:  

- Investigate specific marketing approaches for SaaS or other Cloud based services. But 

also, how such a marketing effort could be constructed in the future.   

- Investigate how the value creation process can be constructed in order to create 

extensive customer value with intangible services.    

- Investigate how trust is affected by servitization and digitalization. But also, how to 

build trust in a more intangible and digital world. 

- Increase the research to include other solutions then SaaS  

Interesting aspects for the future  

Below other aspects that do not contribute to the research question, that still would be 
interesting to explore further, are presented;  
 



76 
 

An area that is not that extensively explored are the buying behaviour of cloud-based 
solutions. This entails, amongst others, how the old buying behaviour compared to the new 
buying behaviour are changing the marketing process and supplier involvement. Previously 
suppliers used to scan the market in the search of new customers. Now, in order to stay 
competitive as a supplier, you need to have a strong digital marketing that captures customers 
a few years before the solution becomes relevant or before the customer knows that they 
need it. From the interviews but also from speaking to the interviewees outside the context 
of the interview, the purchasing process are a subject often mentioned. The involvement and 
engagement of suppliers in the purchasing process have started to change which brings big 
changes in the business climate. Previously, the supplier assisted the customer during the 
purchase process and now instead this has been transferred to take place earlier in the value 
chain to the sales process. This brings a lot of challenges in how to act as a supplier and how 
engaged you should be with the customer during the different stages of a purchase.  How are 
you as a supplier supposed to act in the first stages of this process, before the customer has 
decided on a purchase. 
 
Both the buying behaviour and purchasing process of SaaS are affected by the company 
culture to some degree. It would therefore be advantageous to investigate how the company 
culture are affecting the different stages in purchasing process, and which aspects in the 
customers buying behaviour that are affected by the supplier company’s culture. Many 
companies operate with an aging view of business, and cloud-based solutions needs a new 
line of thought. In order to market SaaS efficiently, the whole focus of the business needs to 
undergo major changes, and this often starts with culture development.  
Companies in Sweden have to oblige with both Swedish laws and regulations but also the ones 
within EU. If some part of the operations are outsourced, for example via a cloud-system, to 
a company not placed in Sweden or that’s not a part of EU; there are local laws and regulations 
for IT and information storage that needs to be investigated and taken into account while 
conducting a risk assessment. Thus, it would be helpful for companies to study which rules 
and legislations that are affecting an outsourcing of IT operations within different countries.  

 

 
From the interviews, interesting aspects for the future of SaaS along with aspects of 
digitalization are presented in appendix B.   
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Appendix A – Interview questionnaire  
The first part of the interview is focused around you as an individual along with your profession. The second part 
are divided into three versions, were one will be conducted depending on if you have purchased -, considering 
purchasing - or not have considered to purchase a SaaS solution.  
 

Section 1 
Tell me about yourself  

- Current position [what is your job-title]  
o How do you carry out your work? 

- Previous work experience? [What previous experience do you have, from which business 
areas]  

 
- Do you have any experience within IT, Cloud etc.?  

 
Tell me about the company that you work for (or your own company) 

- How long have you been at this company?  
- How would you describe the company’s culture? 

In regard of relationships?  
 

- The nature of business, i.e. how does the company operate? 
- Is it a local or a global company?  
- In your position do you work more strategic or operative?  

- Have you previously purchased product or services?  

(Or determine a need for purchase)  

- Do you have any supplier relationship now?  

- What are the characteristics of your supplier relationships?   

- The five most important factors in a supplier relationship 

- When you are looking for a new supplier, how is this done? 

 
 

How would you describe the relationship between the company and their suppliers?  
Do you have any connections to the cloud computing industry?  
Would you say that you as an individual are open to new systems/ offers?  
Do you usually scan the market for new solutions?  
 

 
Section 2 
Version 1 - For those that have procured a SaaS already: 
 

- Could you tell me about your procurement process?  
o Which factors do you consider to be the most important within the 

procurement process?  
 

- Why did you decide to procure a SaaS solution? 
o What alternatives to SaaS did you consider? 

- What benefits and goals did you expect from a SaaS solution?  
o Have you been able to reach them?  
o Any new benefits identified now that you did not initially expect? 

- Did you identify any disadvantages with SaaS solutions prior to procurement?  
o Any new disadvantages identified now that you did not initially expect? 

Background 

Procurement process 

SaaS 
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- Would you consider procuring additional SaaS solutions now or for future needs? 
o What lessons have you learned from past experience that you would apply for any 

future SaaS procurements? 
 

- How was the SaaS solution presented to you? 
 

- When selecting a SaaS supplier, what criteria did you use for the selection?  
o How many different suppliers did you consider?  

▪ What made you consider these suppliers?  
▪ How did you come in contact with the suppliers? Did you 

know them already?  
o Has the supplier been able to meet your expectations?  
o If not, what expectations have not been fulfilled? 

 
 
Version 2 - For those that are considering procuring their first SaaS: 
 

- Could you tell me about your procurement process?  
o Which factors do you consider to be the most important within the 

procurement process?  
 

- Why are you considering procuring a SaaS solution? 
o Have you considered any alternatives to SaaS? 

- What benefits and goals do you expect from a SaaS solution? 
- Have identified any disadvantages with SaaS solutions have you identified? 

o Do you have any other concerns?  
 

- When selecting a SaaS supplier, what criteria would you use for the selection? 
o Are you currently in contact with one or more suppliers?  

 
 
Version 3 - For those that have not considered procuring a SaaS: 
 

- Do you have any cloud-based solution toady?  
 

- What are the reasons for not having considered procuring SaaS solutions so far? 
- Would you consider procuring SaaS solutions in the future? If so, what would be the reason? 
- What benefits and goals would you expect from a SaaS solution? 
- Have you identified any disadvantages with SaaS solution? 

 
- What are the benefits of your current solution that you believe a SaaS solution cannot beat? 

  

Marketing effort 

Supplier characteristics 

Procurement process 

Supplier characteristics 

SaaS 

SaaS 



iii 
 

Appendix B – The future of SaaS   
Below some additional comments about the future of SaaS along with the effects of 
digitalization are presented. There is a strong future for SaaS solutions since they have the 
possibility to offer the market what is missing.   
 
Ideas and thoughts from Emma regarding the future of SaaS  
There is a bright future ahead for SaaS solutions. A SaaS are changing a lot over time which 
we will see more of. What we today see as client software such as office365, that now 
combines cloud services with locally run applications, will probably in the future not be 
installed locally. Instead everything is run though internet via the cloud.  
 
Ideas and thoughts from Daniel Melin and Mikael Larsson regarding the future of SaaS  
The digitalization of business is considered to be one of the main driving factors for the 
development of SaaS solutions. Other factors that they are highlighting are expenses, 
scalability, and flexibility of the service which allows smaller organisations to order a service 
instead of housing it on their own. To procure a SaaS solution are sometimes regarded as a 
better long-term solution. The current market for SaaS solutions today differs a lot, both in 
performance but also regarding contractual terms.  
  
Daniel Melin and Mikael Larsson suggests based on their knowledge and experience some 
views on the marketing of a SaaS solution. They believe that it would be profitable from a 
marketing point of view for a supplier to provide generous exit terms for the customers, that 
ensures them that their data and information are theirs. Then when exiting the customers 
data along with the metadata are made available to them in an easy and smooth way. In this 
view, an increased degree of transparency at the suppliers so that the customer can see 
everything that happens with their information. Due to recent legislation such as the Swedish 
Security Protection Act and the GDPR, there are more stringent requirements when a vendor 
is handling sensitive data. For Swedish companies it is therefore considered more attractive 
with a Swedish supplier. Thus, it can be advantageous to let the customer know that the 
application is run though a Swedish data centres, from a Swedish supplier and with Swedish 
personnel.  
 
Ideas and thoughts from Karin Levander regarding the future of SaaS  
At Ericsson we are constantly scan the market for new solutions, but the level of scanning 

depends on what kind of department you are working on. Within the marketing sector, were 

I work, we mostly scan the market to see which needs that are not yet fulfilled. For the future, 

we want to expand our current client base, but we also want to target a new business 

regarding the connectivity. Through utilising our existing client base and feeding into the 

dialog with new messages we hope to attract customers.   

 
In this part of the world, the businesses are moving to a digitalized world. Connectivity are the 
new main concept of business. The connectivity is now often purchased as a service instead 
of before when it was accessed through wiring.  
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There are several exiting factors about cloud and the cloud business. One of the most 

interesting things are to try to understand what it is, how it works and what it could be. The 

cloud business could be anything. When selling cloud solutions, we are selling the future both 

in terms of cloud and connectivity. Flexibility are another exiting factor; a cloud solution can 

be almost anything.  

 
Ideas and thoughts from Krister Dackland regarding the future of SaaS  
Everything will be run though a few big clouds, meaning a few big suppliers. In the future, no 
player delivers standard hardware solutions anymore, the focus is the cloud. When the 
services are maturing and evolving, they often go from customized to be more standardized. 
An example for this is outlook or other email services. The business has a lot of demands and 
services needs to be customized. Even though most services will be run though the cloud, 
some services may be run in more secure physical locations due to sensitive information.  
 

Ideas and thoughts from Moa regarding the future of SaaS  
In the future cloud solutions are getting even more standardized. We would see a lot of 
systems being standardized and SaaS would be the normal thing. For the near future this is 
the way to go. Big vendors as Amazon have a highly technical skills which is hard to compete 
with. A big company like us, we have to adopt. We are currently considering systems or 
concepts on the rise 20 years ago, so we have to hurry up if we are to have a chance at staying 
competitive. We have a lot of things to change if we are to have the possibility to keep up. 
Mostly due to that we have quite immature solutions and could benefit from not building 
everything ourselves. If we want to compete in the global market, we must look at the global 
suppliers. Now a days we considerers to be an IT company not a manufacturing company, 
which corresponds well with the current market climate.  
 
Ideas and thoughts from Nicklas Ingeström regarding the future of SaaS 
There are a lot of good services today, which can assist the company in different ways. For the 
future it will probably be easier to build your own solution. The new systems will be built 
without servers using code sent over the cloud.  
 
I think that the coding part will change a lot in the near future, and a new method is low 
coding. This method entails that instead of typing code you are drawing the system as a flew 
chart and then the code is generated for you. Low code systems are for sure to be more used 
in the future. This will also force the companies to know the master data, master system are 
the correct data that are reliable. As a company we need to learn how to use the system in a 
good way. All companies cannot use the same system, in the same way. The low cod are 
increasingly important, and this will shorten the time to market or the time to use, which will 
make you as a company more competitive. One of the most important factors in the future of 
SaaS are to understand how valuable our data is. 
 
Ideas and thoughts from Anders Lemon regarding the future of SaaS   
Already before the concept of cloud was developed, we started to work with a similar solution 
called server on tap. This kind of solutions have been under processing for a long time, now 
we are almost ready to deliver IaaS, PaaS and SaaS solutions.  
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Different types of open software have a clear place in this new digitized world. On-premise 
solutions are a very important path forward, if you look globally and to the uncertainty around 
the world. If you have relationship globally you become dependent on that country’s rules and 
legislations, thus on-premise solutions are a key factor for the future. If I purchase a service, 
it should be possible to be run locally preferably at my own site. This will allow for a more 
independent operation of the system and the dependence on other countries and their 
policies will be at a minimum. This is what has derived the need for the service we are currently 
developing. The fact that other authorities have a possibility to choose a local supplier, and 
not to be dependent on the situation of other countries. This is full-on risk management. On-
premise is a solution to these types of problem. Suppliers thus have to be able to package the 
service so that they can be operated in private. For me SaaS is just a word, it is a delivery form 
not a concept or a service in itself.  SaaS for me encapsulates a standardized software that 
should address a larger clientele.  
 
Data driven is a concept that will have a lot of potential for the future. Which encapsulates 
how to deal with your data. Another concept on the rise are software driven infrastructure. 
Another big thing is services that helps you programme and develop systems or solutions on 
your own without the need of knowledge within programming. An example of a software that 
can develop programs for you are platforms such as Low code.  
 

 

 
 


