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buying behavior, thus understanding how public hospitals expresses their 

sought value is critical for long term success of supplying towards public 
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Syftet med studien var att beskriva hur kunduppskattat värde påverkar 

inköpsbeslut för offentliga sjukhus som gör inköp via offentlig 

upphandling. 

Metoden som användes var en kvalitativ intervju med inköpschefen på 

Norrbottens Läns Landstings upphandlingsenhet. Det kvalitativa data 

som inhämtades analyserades sedan genom användandet av en 

referensram bestående av befintlig kundupplevd värde litteratur samt 

litteratur av organisationers inköpsbeteende. 

Resultatet visar att kunduppskattat värde påverkar inköpsbesluten av 
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1. Introduction 
This chapter will give you an introduction to the area of this thesis. A background to the study 

area of interest is presented. A problem discussion is then conducted which presents research 

needs that should be addressed. After this the purpose of this thesis is presented, together with 

the created research problem and research questions for this thesis. 

1.1 Background 
“Delivering superior value to customers is an ongoing concern of management in many 

business markets of today” 

Ulaga, (2001) 

The general area of this thesis is concerned with customer perceived value, and buying 

behavior. The focus of this thesis initially comes from observations made of a supplier in the 

medical equipment field. The supplier wanted to increase their knowledge concerning their 

customers’ perception of value and their customers’ satisfaction. What was interesting about 

the observation was the fact that the supplier showed a lack of understanding concerning how 

increases in customer perceived value would impact business performance.  

The observation plays a crucial role for this thesis because it highlights the fact that practitioners 

could lack critical understanding of how customer perceived value actually impacts business 

performance. The observation makes three important contributions which acts as an initial 

foundation on which to start this thesis, these are: 

- Practitioners show an interest in supplying high customer perceived value 

- Practitioners lack critical insight into how this would actually impact business 

performance for this industry 

- The observation was made with a suppler whose customer base predominately is public 

organizations 

Based on this observation the focus of this thesis will be in the literary areas of customer 

perceived value, organizational buying behavior, and public procurement research. 

Customer perceived value is often used in relation to customer satisfaction (Ulaga, 2001), 

however even though the concepts are related they represent two distinct and different 

constructs (Eggert, 2002). Customer perceived value has shown a strategic applicability and 

usefulness for suppliers (Ulaga, 2001). Ulaga, (2001) explains this as: 

“As stated earlier, one of the major criticisms of traditional customer satisfaction 

measurement is that these approaches do not integrate information pertaining to competitors’ 

product offerings in the analysis.” 

“Customer value analysis, however, goes beyond this approach. Customer value 

measurement is a strategic marketing tool to clarify a company’s proposition to its customers, 

thus creating a differential superior offering compared with the competition.” 

(Ulaga, 2001) 

From Ulaga, (2001) the understanding is created that customer perceived value is concerned 

with not only a supplier offering but also potential competing supplier offerings. Customer 
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perceived value in a supplier offering is thus always in relation to the potential value off 

competitors offerings.  

The other interesting area for this thesis is as mentioned above the organizational buying 

behavior area. When it comes to organizational buying behavior this is a literary area which 

creates understanding of buying behavior in a business to business setting. The business to 

business setting is contextually different from the business to customer setting. In the business 

to business setting things like budgets, costs, and profits are contextually different than the 

business to customer buying behavior. (Webster, 1972) 

Because the observation made was with a supplier whose customers are predominately public 

organizations, specific consideration must be made to consider this fact. Because of this, this 

thesis will only focus on customer perceived value and buying behavior in public procurement. 

Public procurement as a sourcing mode is both regulated by laws and regulations (Arlbjørn, 

2012). In the past studies concerned with public procurement and factors which affects its 

buying behavior has been lacking (Thai, 2001).  

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

interdisciplinary skills and knowledge, which includes economics, political science, public 

administration, accounting, marketing, law, operations research, engineering, and architecture. 

Neither students nor procurement professionals are expected to become experts in all of these 

areas through their procurement training. Because of this, public procurement professional’s 

needs to be able to effectively communicate with other professionals involved in procurement 

projects. To achieve this meaningful communication across all disciplines is however extremely 

difficult to achieve. (Thai, 2001) 

1.2 Problem discussion 
From the literature by Ulaga, (2001) concerning customer perceived value we’ve learned that 

that customer perceived value could be used as a strategic tool. However the literature also 

highlights that the supplier offering must be able to provide a differentiated superior offering 

compared to the competitors for customer perceived value to be used as a strategic marketing 

tool. 

In other words customer perceived value is not so much about internal improvements as it is 

about insight concerning differentiated improvements compared to competitors. 

The author Terho, (2012) states that customer perceived value can be used by the seller to 

strengthen the selling organization. However in order to do this you need to understand the 

customer, understand his business model, you then need to craft the value proposition 

accordingly, and be able to communicate this value correctly (Terho, 2012).   

Another element of note, and of importance for this thesis is that value itself is something 

subjectively perceived by customers, different customers may see different value in the same 

offering (Ulaga, 2001). The author Johnston, (1981) also advocates and highlights the 

importance of knowing your customers. 

What this means is that customer perceived value is strongly connected to the customer and to 

understand what your customer is after. A strong focus on creating high customer perceived 

value is therefore connected to the ability to realize what the customer perceives as value and 

value adding attributes. By solely focusing on improving what the supplier perceives as value 
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adding attributes is thus a dangerous approach which may not increase the actual customer 

perceived value. For value to have an impact on the actual business performance the supplier 

must recognize what value drives purchasing decisions. Things such as: 

 What customer perceived value actually drives buying decisions 

 Where sought aspects of value comes from 

o What need they seek to fulfill by conducting a purchase 

For the supplier offered value to impact business performance and for value to be used as a 

strategic marketing tool it’s important to recognize that it is the customers’ perception of value 

that matters. The customer that needs to be understood in this case is public organizations, with 

purchases towards public hospitals.  

Factors that influences the customer perceived value have previously been found for other 

industries. Lapierre, (2000) describes various elements of the value trade-off between benefits 

and sacrifices in the purchases of IT services. Another author Ulaga, (2001) describes how 

value influences purchases of supplies in the food processing industry.  

The need to connect present customer perceived value knowledge to include the public 

procurement sector is highlighted in research by Caldwell, (2005). Findings by Caldwell, 

(2005) shows that future research is needed exploring how public procurement functions at 

market level, with specific consideration to supplier incentives at market level.  

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

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

research on supplier incentives at market level” 

(Caldwell, 2005) 

The general problem is thus that customer perceived value can be used as a strategic marketing 

tool however this requires knowledge concerning what the customer considers value. What the 

initial observation shows and what research also highlights is that there is a need for more 

research in this area. The suppliers’ needs to better understand their customers in order to 

properly focus on customer perceived value as a strategic tool and at the same time understand 

the potential business impact of this focus. Simultaneously literature calls for more research 

concerning supplier incentives at market level. 

1.3 Research purpose 
The purpose of this thesis is to be able to understand how a supplier wishing to focus on 

customer perceived value should focus their efforts if their customers are public organizations 

conducting public procurement for hospitals. 

The problem discussion has shown that customer perceived value can be used as a strategic 

marketing tool by differentiating a supplier offering from its competitors. However it’s also 

shown that market and customer knowledge is necessary in order to create high customer 

perceived value. The purpose of this thesis is to address this problem, by creating an 

understanding of what value a public organization that conducts purchases for hospitals seek, 

what creates high customer perceived value, and what influences the perception of value. 

In order to realize the purpose of this thesis two research questions have been developed. The 

first research questions seeks to create understanding concerned with what value drives buying 
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decisions in public procurement for public hospital purchases. This research question is 

developed in order to create an understanding of the trade-off aspects between benefits and 

sacrifices that influences the buying decisions in public procurement. The research question 

will seek to answer what value influences and drives public procurement buying decisions for 

hospital purchases. To do this the research question is formulated according to the following: 

 “How does customer perceived value influence buying decisions?” 

The second research question developed focuses more on creating an understanding of how the 

organization influences what the perception of customer perceived value is in the buying 

decisions. This research question will create further understanding of the customer by focusing 

on the organization and the influences that comes from different departments’ that is part of the 

buying communication. This is to give insight into why customer perceived value influences 

buying decisions like it does, which departments influences the perception of customer 

perceived value, and how they influence this perception. To do this the second research question 

has been formulated:  

“How does the organization influence the perception of value?” 

1.4 Delimitations 
This thesis will focus on public procurement buying behavior of goods for public hospitals. 
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2. Literature review 
This literature review is concerned with finding and reviewing necessary information for the 

research purpose specified in the previous chapter. To do this three main literary areas are 

brought to light, these are organizational buying behavior, public procurement, and customer 

perceived value. 

2.1 Organizational buying behavior 
Much of the early parts of business to business research consists of what we today classify as 

organizational buying behavior research (Backhaus, 2011). Some of the research conducted 

have been considered as both classics and the foundation of organizational buying behavior. 

This is the research conducted by Robinson, (1967), Webster, (1972), and Shet, (1973). 

(Backhaus, 2011) (Shet, 1996) 

The reason early organizational buying behavior literature started operating within the business 

to business scope is simple, yet important to point out. It was the focus to understand existing 

buying behavior literature but within the business to business setting instead of the consumer 

market setting. Authors motivated that the business to business setting was unlike the business 

to customer setting, and theories explaining the buying behavior for consumer markets were 

less than perfectly adapted for the business to business setting. By using the motivation of 

contextual differences considering what influences business to business purchasing compared 

to consumer markets, things like budgets, costs, and profit the literary focus on business to 

business and more precisely organizational buying behavior was created. Another thing specific 

to industrial buying is that it involves several people in its decision process, these people as 

well as organizations could then have complex interactions motivated by different goal 

orientation. The early research highlights that understanding of the buying behavior would be 

useful in understanding key factors influencing response to market efforts. (Webster, 1972) 

Organizational buying behavior literature has mapped influencing areas on buying behavior by 

seeking to find an understanding of the buying behavior in business settings. One model 

describing these influencing areas for a buying decision highlights four areas that influence the 

buying process. These areas are the environment, the organization, the buying center, and the 

individual participant in the purchasing process. (Webster, 1972) 

To this previous research Wind, (1980) added two additional areas. These areas are inter-

organizational factors, and the buying situation. (Wind, 1980) 
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Environmental influences are subtle, difficult to identify, and difficult to measure. The 

environment influence the buying process by providing information, constraints, and 

opportunities. Environmental determinants of buying behavior includes the physical, 

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

Organizational influences are the organizational climate. The organizational determinants of 

buying behavior are the physical, technological, economical, and the cultural climate within the 

organization. (Webster, 1972) 

Buying center influence on buying behavior is based on interpersonal connections and 

influences within the purchasing organizations buying center. People operate as part of the total 

organization, the behavior of buying center members thus reflects the influence of others. The 

buying center buying behavior also reflects the effect of the buying task, the organizational 

structure, and technology. (Webster, 1972) 

The influence of the individual on organizational buying behavior is connected to individual 

characteristics of the members, factors that can influence the buying behavior are motivation, 

cognitive structure, personality, learning process, and perceived role. (Webster, 1972) 

Inter-organizational influences affect the organizational buying behavior through recognizing 

the influence relationships between seller and buyer has on the buying behavior. These inter-

organizational influences are primarily relationships between a seller organization and a buyer 

organization. Relationships have long been recognized as much more complex than a simple 

dyadic relationship between a seller and a buyer, and should be seen as a factor influencing 

buying behavior. (Wind, 1980) 

Buying situation is an influencer on organizational buying behavior that varies from 

product/industry as well as buying situation (straight rebuy, modified rebuy, or new task) 

(Wind, 1980) 

Figure 2:1 – Organizational buying behavior areas, emerged from (Webster, 1972), and (Wind, 1980)  
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For this thesis only some of the areas of organizational buying behavior will be of particular 

interest. These areas are the buying center, and inter-organizational factors in the form of 

relationship between buyer and seller.  

2.1.1 Buying center 

As briefly mentioned above the buying center is a subset of organizational actors (Webster, 

1972). A buying center refers to all members of an organization that becomes involved in a 

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

To understand a buying centers buying decision process three classes of variables must be 

identified. The first variable to identify are the various roles in the buying center. The second 

is the interpersonal interactions between buying centers members but also members of the 

buying center and contacts outside of the buying center.  The third variable to consider is the 

way the buying center as a whole functions. (Webster, 1972) 

The buying center roles have been defined by Webster, (1972) as five distinct and separate 

roles, these being: users, buyers, influencers, deciders, and gatekeepers. Another role was later 

added to the buying center roles by Bonoma, (1982), this is the role of the initiator. The buying 

center roles are not exclusive, several individuals can be occupy the same roles, and 

simultaneously an individual may occupy several buying center roles. The defining 

characteristics of the buying center roles are: 

 Users - Members of the organization that uses the purchased products or services 

 Buyers - Formal responsibility and authority to contract suppliers  

 Influencers - Influences the decision process directly or indirectly by providing 

information and criteria for evaluating buying actions 

 Deciders - Authority to choose among alternative purchasing decisions 

 Gatekeepers - Controls the flow of information into the buying center 

 Initiators - Recognizes that a company problem can be solved or avoided by acquiring 

a product or service 

The majority of buying center roles remain the same over all purchase types and categories, 

however the participants in purchases can and do change over purchase types and categories 

(Johnston, 1981). Research conducted by Johnston, (1981) have been made both defining and 

creating understanding of the involvement in purchasing situations. Five dimensions of 

relationship between buying center participants have been defined, these are: vertical 

involvement, lateral involvement, extensitivty, connectedness, and centrality. These dimensions 

of relationship between participants in the buying center are described by Johnston, (1981) as: 

 Vertical involvement – Is the levels of the organization’s authority hierarchy in the 

buying centers buying communication 

 Lateral involvement – Is the involvement of different departments and divisions in the 

buying communication 

 Extensivity – Is the total number of individuals involved in the buying communication 

 Connectedness – Is the degree to which the members in the buying center is 

linked/connected in the buying communication 

 Centrality -  Is the measure of a purchasing managers centrality, this centrality is 

expressed as the sum of the purchasing managers sent and received buying 

communication 
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The buying center buying communication research by Johnston, (1981) shows that subjective 

variables of the impressions of purchase novelty, complexity, and importance were the most 

powerful determinants to vertical and lateral involvement, as well as extensivity, and 

connectedness. With regards to centrality organization formalization plays a part in this 

dimension of communication, the more that is written down the less direct communication there 

is about it. The more centralized the company’s buying center is the greater the connectedness 

of the buying groups are. (Johnston, 1981) 

Johnston’s, (1981) research also shows that the entire buying decision communication network 

can be revealed by asking who first identifies a product need and then following up with a series 

of questions. Each dimension has an implication for both marketing and purchasing 

management. (Johnston, 1981) 

The degree of lateral involvement is an important consideration for the industrial marketer 

because it indicates the potential for diversity of opinions and the possibility for influencing the 

decision through a number of areas in the buying center. It is also important for the purchasing 

manager because a trade-off has to be made between risking to including too little 

organizational input and information, or by including too broad involvement which may lead 

to confusion and bickering.  (Johnston, 1981) 

The degree of vertical involvement is also important in the purchasing decision. The seller must 

know how many levels of management hierarchy is involved in the buying process to create a 

successful communication plan. By not going high enough in the organizational hierarchy could 

result in the marketing efforts being overruled. The vertical dimension of the buying centers 

buying communication also has implications for the purchasing manager. By including higher 

hierarchy in decisions that should be handled at lower hierarchy wastes valuable time, 

simultaneously by failing to include higher hierarchy when it should be included may result in 

wrong decisions. (Johnston, 1981) 

By considering both the vertical and the lateral involvement an organizations social influence 

on buying decisions can be assessed. By including extensivity and connectedness an assessment 

of the buying centers ability to process information quickly and accurately can be created. 

(Johnston, 1981) 

Another important aspect in the purchasing managers’ centrality. A purchasing manager with 

high centrality is likely to have a high influence. If the contacted purchasing manager is likely 

to have high centrality it is often enough for a supplier to contact this purchasing manager. If 

the purchasing managers’ centrality instead is likely to be low, contacting other purchasing 

managers is an advisable strategy. (Johnston, 1981) 

2.2 Public procurement 
The second essential literary part where the creation of understanding is necessary is the public 

procurement literature review part. Understanding of the public procurement function is 

essential for this thesis because it is necessary to understand the setting which this thesis sets 

out to explore. By creating this understanding of current knowledge the results of this thesis 

can properly add to current knowledge. The focal points to the public procurement literature 

review part is to create a better understanding of public procurement, to better understand 

possible influences to buying behavior in public procurement, and through that better 

understand public procurement. 
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In academics public procurement have previously been a neglected academic area. Interestingly 

enough it has been a previously neglected academic area even though governmental entities 

and public procurement practitioners have worked on improving public procurement practice. 

(Thai, 2001) 

With previous neglect to the area of public procurement, the author Thai, (2001) set out to 

identify the common elements of public procurement knowledge. What the findings show is 

that public procurement is an extremely complicated function of government. Public 

procurement requires interdisciplinary skills and knowledge, including economics, political 

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

and architecture. Thai, (2001) highlights that students and practitioners are not expected to 

become experts in all of these areas through public procurement training. A very important task 

for public procurement professionals is therefore effective communication with those involved 

in public procurement projects. However it is extremely difficult to achieve meaningful 

communication across these disciplines. (Thai, 2001) 

Public procurement is also a nested structure of systems within systems, with rules within rules, 

and organizational structures within organizational structures. These multiple sources and 

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

interested in public procurement. Studying public procurement at the macro level eventually 

imping on the day-to-day decisions of citizens or subjects. Studying public procurement on 

micro level is eventually gets impacted by macro level rules and regulations. His findings also 

show that public procurement is not a clerical function, as the traditional perception would 

suggest. (Thai, 2001) 

Public procurement is a sourcing mode which is subject to laws and regulations specifically for 

public procurement. For a state in the European Union the 2004 tender directives are in effect, 

the directives states that (Arlbjørn, 2012): 

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

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

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

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

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

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

the principle of transparency”  

(Arlbjørn, 2012) 

 2.2.1 Public procurement in relation to private purchasing 

Public procurement research have been conducted with regards to differences and similarities 

between public procurement and private purchasing. The research conducted by Arlbjørn, 

(2012) compares public procurement with private purchasing in order to find commonalities 

and grounds where mutual learning may exist. (Arlbjørn, 2012) 

Public procurement traditionally uses tendering processes, however tendering is not the sole 

sourcing mode. Private purchasing uses tendering however they also use a variety of other 

purchasing modes. The tendering process is very straightforward where the buyer has to know 

in advance what he or she wants. For this traditionally used tendering process important terms 
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are price, payment, reliability, delivery on time, and identical quality over time. (Arlbjørn, 

2012) 

It is also shown that public procurement does not solely rely on tendering processes. For more 

complicated products or services it can be difficult to specify the requirements beforehand, and 

something which has been used in these cases is public-private-innovation (PPI). When 

conducting PPI projects the idea is to use all available information within the involved 

organizations and learn from each other. For PPI projects tendering still plays a vital role, 

however advantages of buyer-seller relationships are included in these projects. The future of 

public procurement and private purchasing points towards less significant differences possibly 

existing in the future. (Arlbjørn, 2012) 

 2.2.2 The purchase function 

There have been fundamental philosophical shifts in business-to-business, one of these shifts 

are changes in the procurement function. Industry restructuring through mergers, acquisitions, 

and alliances have driven the procurement function from a decentralized administrative and 

tactical function, to a centralized strategic function that sources not only from domestic sources 

but also from global sources. (Shet, 1996) 

This purchasing evolution that has gone from a tactical orientation towards a more strategic 

orientation is something which has happened in public procurement as well. The role of public 

procurers have shifted from routine tactical functions to focus more on front end planning. 

Matthews, (2005) also brings forward some specific tasks related to the evolution of purchasing 

from a tactical function to one of strategic nature, these can be seen in the table below 

(Matthews, 2005): 

Table 2:1 Specific tasks related to the evolvement of purchasing, (Matthews, 2005) 

 

The role of a public purchaser can be divided into four different activities. These four activities 

or phases of public purchasing are: Planning, Formalization, Implementation, and Evaluation. 

The public purchasing process activities are visualized in the figure below (Matthews, 2005): 

 

Specific tasks related to the evolvement of purchasing 

Tactical (historical) Strategic (leading) 

Purchase order issuance Supplier alliances 

Vendor file maintenance Cost management 

Excess inventory Global sourcing 

Order tracking Lifecycle costing 

Unit cost focus Procurement planning 

Local vendors Spend management 
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The Procurement planning process calls for early involvement of public procurers, this is to 

enable that alternative requesting users can be explored. The agenda in this step of the process 

may be product specifications, purchase estimates, make or buy decisions, and outsourcing 

decisions. The purchasers’ role is often to offer input and advice based on past experience. 

(Matthews, 2005) 

The Formalization, and Implementation process entails adapting the request for a formal 

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

in many ways uniform, with consistency throughout governmental functions. These processes 

cannot be considered innovative, instead they could be considered simply as missions where 

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

(Matthews, 2005) 

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

effectiveness of the process just conducted. The Evaluation step also serves as an improvement 

tool for future actions. (Matthews, 2005) 

2.2.3 Non-compliance 

An interesting aspect to public procurement is that even though public procurement is subject 

to specific laws and regulations, literature have found that non-compliance to these laws and 

regulations does exist. (Gelderman, 2006) 

What this essentially means for this thesis is that an in-depth knowledge concerning laws and 

regulations of public procurement is not necessary to study the actual buying behavior in public 

procurement. On top of that the point of this research is not to determine the effect laws and 

regulations has on public procurement, including these parts are more about creating an 

understanding of the scope in which public procurement buying decisions are made. The focus 

of this thesis as brought up in the introduction is instead to create an understanding of how 

Figure 2:2 - Public purchasing process, (Matthews, 2005) 
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customer perceived value influences buying decisions in public procurement, which brings us 

to the next area of the literary review. 

2.3 Customer perceived value 
The last general area necessary to understand is that of customer perceived value. By previously 

gaining an understanding of how organizational buying behavior works, and how the public 

procurement area looks like, this last part will be concerned with the effects value can have on 

purchases. From this literature area we need to be able to tell what customer perceived value is, 

and how it can be an underlying factor for driving buying behavior. 

This literature area will give insight into how customer perceived value can influence 

organizational buying behavior as an inter-organizational influence. The first step in doing this 

is by defining the concept of value used in this thesis.  

The concept of value can be approached through three different directions:  values, desired 

values, and value judgements. (Ulaga, 2001)  

 The first direction of the value concept values can be defined as a centrally held enduring 

core belief, a desired end-state, or higher order goals of individual customers or 

organizations that in turn guide behavior.  

 The second direction, desired values are the customers’ perception of what they want to 

have happen in a specific situation, concerning the help of a product or service to 

accomplish a desired purpose or goal.  

 The third category of value, the value judgements is concerned with the customers’ 

assessment of value that has been created for them by a supplier given the trade-offs 

between all relevant benefits and sacrifices.  

The third classification of value as value judgements is the one of significance for this thesis, 

because the customers’ perceived value is a focal point in value judgements. (Ulaga, 2001) 

Even in the case of value judgements, value itself is something subjectively perceived by 

customers. This is because customers are not homogeneous, which makes different customer 

segments perceive/assess different values within the same product offering. The importance of 

value is because value is relative to competition, delivering a better combination of intrinsic 

qualities will help a company create sustainable competitive advantages. (Ulaga, 2001) 

Customer perceived-value is a concept frequently used in relation to two other constructs 

customer perceived quality, and customer satisfaction (Ulaga, 2001). The author Eggert, (2002) 

found that customer perceived value is a complement to customer satisfaction. Customer 

perceived value is however not a substitute, the two constructs tap into different dimensions. 

Eggert, (2002) also found that customer perceived value can be conceptualized and measured 

as a separate and distinct construct.  

The author Eggert, (2002) defined the conceptual differences between satisfaction and customer 

perceived value. He found that customer perceived value is rooted in the trade-off between 

benefits and sacrifices perceived by the customer, this defining characteristic is also brought up 

by Ulaga, (2001), and Lapierre, (2000). Based on this he conceptualizes the customer perceived 

value concept as a cognitive construct, which taps into the rational side of making judgements. 

Customer perceived value is also defined as strategic in nature, the concept is concerned with 
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present and potential future customers. The concept of customer perceived value also judges 

the value of both present, and all available competing offers. (Eggert, 2002) 

Table 2:2 – The satisfaction, and customer perceived value construct, (Eggert, 2002) 

 

Eggert’s, (2002) goal was to see if customer perceived value could replace customer satisfaction 

as a predictor for behavioral intentions altogether. His findings showed that customer perceived 

value and customer satisfaction were both good predictors for post-purchase behavioral 

intentions, however the model using customer satisfaction was a better fit for post-purchase 

behavior. With that in mind, the construct of customer perceived value could not replace 

customer satisfaction as a predictor for post-purchase behavior. The concepts are 

complementary, yet conceptually different, and their conceptual differences should be 

acknowledged. (Eggert, 2002) 

2.3.1 Strategic uses of value 

Disadvantages with the traditional customer satisfaction measurement have been brought 

forward by Ulaga, (2001). A major disadvantage with customer satisfaction is that it does not 

compare between suppliers. This in turn is something that customer perceived value does, 

which gives it a major strategic advantage. The advantages has to do with customer perceived 

value measurement being able to be used as a strategic marketing tool that clarifies a company’s 

proposition to its customers. Customer perceived value can thus be used to create a differential 

and superior offering compared to competitors. This strategic marketing tool that the customer 

perceived value construct presents assesses a company’s performance in comparison with its 

competitors as perceived by former, present, and potential customers. (Ulaga, 2001) 

Further evidence of where customer perceived value could be advantageous was unintentionally 

found by Rego, (2013). In his studies customer satisfactions effect on market share was 

examined. The findings showed that a negative relationship between customer satisfaction and 

market share existed. This was because market share was a strong negative predictor for future 

customer satisfaction caused by greater customer preference heterogeneity. Customer 

satisfaction was however not predictive of a firm’s market share unless it is benchmarked 

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

What Rego, (2013) unintentionally showed was thus that customer satisfaction could be 

predictive of market share, if it adopted elements of customer perceived value, more precisely 

by comparing with rivals supplier offerings.  

Satisfaction Customer perceived value 

Affective construct Cognitive construct 

Post-purchase perspective Pre-/post-purchase perspective 

Tactical orientation Strategic orientation 

Present customers Present and potential customers 

Supplier’s offerings Suppliers’ and competitors’ offerings 
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Further literature shows that customer perceived value can be used by the seller to help 

strengthen the selling organization. Three areas in particular has been identified as important 

factors for value based selling, these are (Terho, 2012):  

 Understanding the customers’ business model 

 Crafting the value proposition 

 Communicating customer value 

2.3.2 The value trade-off 

The customer perceived value construct is rooted in the theoretical scope of the trade-off 

between benefit (what the customer gets) and sacrifice (what the customer offers). This is 

shown by the author Eggert, (2002), Ulaga, (2001), and Lapierre, (2000).  

Perceived benefits are a combination of physical attributes, service attributes, and the technical 

support available in connection to the offering. Perceived sacrifices are sometimes described in 

monetary terms, and other times described more broadly. (Eggert, 2002) 

The constructs created describing the drivers behind customer perceived value uses the trade-

off scope between benefit and sacrifice as a basis. The value driver then either belongs to the 

benefit or sacrifice dimension. This is the case for both Lapierre, (2000), and Ulaga, (2001). 

The author Lapierre, (2000) constructed a model describing the value drivers for purchasing of 

IT services. His model consisted of 13 value drivers. Of these drivers 10 were drivers belonging 

to the benefit dimension, and three were drivers belonging to the sacrifice dimension. Lapierre, 

(2000) also found that there was an extremely good fit between the scope of customer perceived 

value and three domains, these domains were: product, service, and relational related.  

 

Figure 2:3 – Value model for IT-services, (Lapierre, 2000) 
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In the model describing value for purchasing IT-services there are three domains found, these 

are product-related, service-related, and relational related. These three domains all belong to 

the benefit trade-off of value. For sacrifice, three value drivers, price, time/effort/energy, and 

conflict are used. (Lapierre, 2000) 

The 10 benefit value drivers belonging to the three domains in Lapierre’s, (2000) model are 

alternative solutions, product quality, product customization, responsiveness, flexibility, 

reliability, technical competence, image, trust, and solidarity.  

The value model created by Ulaga, (2001) describes value in the purchasing of supplies for the 

food processing industry. Ulaga’s, (2001) model is also centered around the trade-off scope of 

value. The model is however using the aspect of overall quality instead of benefit, and the aspect 

of price as a representation of sacrifice. 

Ulaga, (2001) found that a linear representation of value using the trade-off between quality 

and price could be created. 

Ulaga’s, (2001) drivers for value were divided into three domains, these three trade-off domains 

were: product-related, service-related, and promotion-related. 

The product-related attributes in Ulaga’s, (2001) model were: 

 Consistency of product 

 Product Characteristics 

 Natural product character 

 Ease of use 

 Range of products 

 Nondusting 

The service-related attributes in Ulaga’s, (2001) model were: 

 Reliability and speed of supply 

 Technical support/application 

 Quick service response 

 Technical information/literature 

 Training/seminar 

 Global source of supply 

 Others 

The promotion-related attributes in Ulaga’s, (2001) model were: 

 Image/corporate identity 

 Personal relations 

 Reliability of company 

 Public relations 

 Upstream integration 

 ISO 9001 certification 
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3. Frame of reference 
The frame of reference is created as a way of presenting how current knowledge of reality looks 

like in the area we are interested of. This knowledge will then be used to expand current 

knowledge, and create new knowledge. The frame of reference will use the existing theories 

fitting for the developed research questions, the purpose of this thesis, and for the creation of 

new knowledge. 

The foundation of this chapter was created in the introduction chapter, with the research 

problem and research question presented there. This chapter will serve to give an understanding 

of how the research question will be understood. By using literature that was presented in the 

previous chapter, the frame of references will be created. 

In order to create the right frame of reference it is important to start with what is ultimately 

needed to be understood when the thesis is completed. And this is understanding how customer 

perceived value affects public procurement buying decisions for hospitals.  

The frame of reference created must be able to help generate the answers to what value consists 

of/what is considered value in a purchase decision. In order to understand how customer 

perceived value influences purchase decision it must also be able to create a structure for 

understanding who influences that which is considered value, and how they influence.  

In order to create this understanding the research areas of customer perceived value, and 

organizational buying behavior is both necessary in the frame of reference.  

Firstly a definition of customer perceived value that is based on the literature is necessary. This 

will then be used for creating the frame of reference and to understand the customer perceived 

value. For this, the definition of value, the trade-off between benefits and sacrifices brought up 

by Eggert, (2002), Ulaga, (2001), and Lapierre, (2000) will be used. 

The areas needed from organizational buying behavior literature for the creation of the frame 

of reference is literature concerned with the buying center. Buying center literature will be used 

in the frame of reference for creating an understanding of who influences buying decisions, by 

understanding the buying center roles defined by Webster, (1972), and Bonama, (1982). 

Another buying center literature part, presented by Johnston, (1981) will be used for 

understanding which departments and management groups are part of the buying 

communication. 

The first research question will be concerned with the value that influences buying decision. 

This research question and frame of reference will create an understanding of what value is 

considered in the buying decision, this is done through looking at and adapting existing value 

models. 

The second research question and frame of reference is used to create an understanding of how 

the buying centers value perception influences buying decisions. This frame of reference will 

be designed to show the roles that exist, what influence they have, and how they influence the 

buying decision. 
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3.1 How customer perceived value looks like 
This frame of reference aims directly at gaining an understanding of what value has an impact 

on the buying decisions in public procurement. The definition of value used is as mentioned the 

trade-off between benefits, and sacrifices. The research question for this frame of reference is: 

“How does customer perceived value influence buying decisions?” 

This frame of reference will incorporate several dimensions of the value definitions both for 

benefits, and sacrifices. The frame of reference model created will use dimensions from both 

the trade-off model of value created by Lapierre, (2000), and Ulaga, (2001). 

Ulaga’s, (2001) model describing customer perceived value uses the domains of Product, 

Service, and Promotion to describe the benefit dimension of value. In this model the dimension 

of sacrifice is only represented by Price because the author sought to find a linear representation 

of value with considerations to price.  

Lapierre’s, (2000) model uses the domains of Product, and Service similar to Ulaga, (2001), 

however his model uses the third benefit domain of Relation. This model uses several sacrifices 

however. These sacrifices are Price, Time/effort/energy, and Conflict. 

For this frame of reference the general structure of Ulaga’s, (2001) model will be used because 

this model was constructed for purchases of goods, while Lapierre’s, (2000) model was 

constructed for services. While both models are fairly similar, and some of the domains are 

classified using the same name it is an important definition to make, because the underlying 

drivers/attributes used to determine the value domains are different. 

The model used for this frame of reference will thus be using the benefit domains Product, 

Service, and Promotion. As for the sacrifice dimension, this research is interested in 

understanding how value influences buying decision, there is thus no discriminant factors 

behind not wanting to use more than the price domain for describing the sacrifice trade-off. 

With that in mind Lapierre’s, (2000) defined sacrifices will be used as a compliment to Ulaga’s, 

(2001) model.  

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

Table 3:1 – Frame of reference 1. 

Concept Conceptualization Measure used Reference 

Customer 

perceived value  

Using the benefits and 

sacrifices that customer 

perceived value consists 

of. 

Look at the benefits: 

Product-related 

attributes, service-

related attributes, and 

promotion-related 

attributes.  

Description of how customer 

perceived value influence 

buying decisions. Through 

finding out how the 

underlying trade-off structure 

of benefits and sacrifices look 

like. 

The measure will be how 

Product-related attributes, 

service-related attributes, 

promotion-related attributes, 

and price, time/effort/energy, 

(Ulaga, 2001) 
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Look at the sacrifices: 

Price, 

time/effort/energy, 

conflict. 

To create the necessary 

frame for understanding 

the influences on buying 

decisions in public 

procurement. 

conflict relates to buying 

decisions in public 

procurement. 

3.2 The buying center 
This second frame of reference aims directly at creating an understanding of who influences 

the value perception for buying decisions, and how they influence buying decisions through 

their influence on the value perception. The research question of consideration for this frame 

of reference is: 

“How does the organization influence the perception of value?” 

In order to understand this the buying center roles defined by Webster, (1972), and Bonama, 

(1982) will be used in the frame of reference for defining what role different departments of the 

buying center holds.  

Johnston’s, (1981) buying center literature concerning dimensions of relationships between 

participants in the buying center will be used to create a structure for generating answers to who 

influences the value perception in purchase decisions.  

Together the frame of reference will be used for determining how the influence on buying 

decisions looks like. 

The buying center roles used in the frame of reference will be the roles of Initiators, Influencers, 

Users, Deciders, Buyers, and Gatekeepers. The buying center roles are defined as: 

 Initiator: The person who first recognizes that a problem can be solved or avoided by 

acquiring a product or service, and that starts this process. 

 Influencer: The person who influences the decision process either directly or indirectly 

through providing information, criteria for evaluation, and alternatives 

 User: Defined as hospital staff. (Doctors and nurses working with patient care) 

 Decider: The person with authority to choose among alternative buying actions. 

 Buyer: The person responsible for contracting the suppliers 

 Gatekeeper: The person who controls the flow of information from suppliers into the 

organization. 

The dimensions of relationships between buying center members looked at will be the 

dimension of Vertical involvement, and Lateral involvement. Johnston’s, (1981) most powerful 

determinants of vertical-, and lateral involvement will also be looked at to further understand 

the buying center involvement. The determinants of involvement that will be used in the frame 

of reference are Impression of purchase novelty, Complexity, and Importance.  
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Vertical involvement will be used to look at the levels of organizational hierarchy involved in 

the buying communication. Lateral involvement will be used to find the different departments 

part of the buying communication. 

The understanding of various roles in the buying center, and the understanding of relationships 

between these roles generated from the Vertical-, and Lateral involvement will give insight into 

who influences, in what way they influence, and how their general influence looks like. 

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

Table 3:2 – Frame of reference 2. 

Concept Conceptualization Measure Used Reference 

Vertical-, and 

Lateral involvement 

in the buying center 

Departments/divisions 

involved in the vertical-, 

and lateral buying 

communication. 

Identification of 

departments involved in 

the buying communication 

(Johnston, 1981) 

Degree of involvement, 

based on Purchase novelty, 

Complexity, and 

Importance. 

Identification of degree of 

involvement based on 

Purchase novelty, 

Complexity, and 

Importance. 

Buying center roles Initiators Identification of buying 

center roles in found 

departments/divisions 

(Webster, 1972) 

Influencers 

Users 

Deciders 

Buyers 

Gatekeepers 
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4 Method 
This chapter presents all the aspects of how this thesis has been conducted. The method 

chapter of this thesis goes through all the choices made concerning research purpose, 

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

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

questions we can now clarify the type of research purpose we have. The types of research 

purposes found and used for business students are (Saunders, 2009): 

 Exploratory 

 Descriptive 

 Explanatory 

The nature of these different research purposes are all different. An exploratory research 

purpose seeks to find out what variables are relevant. It is a research purpose that is particularly 

useful if you wish to clarify your understanding of a problem, and if you are unsure of the 

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

itself is not worth pursuing. Exploratory research is often conducted in three principal ways, 

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

conducting focus group interviews. Exploratory research should be flexible, you must be 

willing to change direction when new data appears and new insights occur to you. The focus of 

exploratory research should initially be broad and become progressively narrower as research 

progresses. (Saunders, 2009) 

A descriptive research purpose should be to understand relevant variables, to portray accurate 

profile of persons, events or situations. For descriptive research it is necessary to have a clear 

picture of the phenomena you wish to collect data of prior to the data collection (Saunders, 

2009). 

Explanatory research is research conducted in order to establish causal relationships between 

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

explain the relationship between variables (Saunders, 2009). 

In this research we already do have an understanding of the relevant variables buying behavior, 

and customer perceived value. We have a clear picture of these phenomena, and clear 

definitions of these as variables. What we seek to do in this research is to further develop our 

understanding of these variables through descriptive research.  

The descriptive research conducted to develop further understanding of the variables will be 

done so through expanding current knowledge by exploring organizational buying behavior, 

and customer perceived value literature in a setting were previously academic knowledge have 

been lacking. What is meant by that is that the further understanding will be developed through 

exploring the variables in a public procurement setting. 

4.2 Research approach 
The research approaches brought up in Saunders, (2009), for business students are inductive, 

and deductive approaches. 
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The inductive approach studies reality and then develops a theory. The deductive approach 

develops an understanding, a frame of reference, from which a hypotheses is tested in order to 

further develop the theories. 

For this research the deductive approach is used. A frame of reference is created using existing 

literature, this frame of reference is then used to develop further understanding, with more 

developed theories. 

4.3 Research Strategy 
The research strategy chosen is influenced and guided by the developed research questions, and 

the research objective (Saunders, 2009). 

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

the formulated research questions and the objectives of the research. The choice of research 

strategy is also influenced by the extent of existing knowledge, and the time and resources 

available. (Saunders, 2009)  

Important to note is that research strategies should not be thought of as mutually exclusive. If 

necessary for the research questions and the general objective of the research, a combinations 

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

For this research seven research strategies have been considered. These are: experiment; survey; 

case study; action research; grounded theory; ethnography; and archival research. 

Through examining the different natures of the research strategies the case study strategy was 

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

study is a good choice for this thesis because we can easily define what case we need, which is 

a case concerning public procurement for hospitals. 

The case study research strategy similarly to survey strategy is undertaken within a context 

which we thus are able to specify. What distinguishes the case study from the survey is the 

ability to gain a rich understanding of the context of the research, something that is limited in 

the survey strategy (Saunders, 2009). This rich understanding of the context is also something 

that is sought after in this research, which is why the case study is chosen over a survey strategy. 

When conducting this case study, four case study strategies within two dimensions have been 

considered. These are (Saunders, 2009): 

 Single case versus multiple case; 

 Holistic case versus embedded case.  

Single case study is a strategy that can be used when it represents a critical case, an extreme or 

unique case. A single case study can also be used because it is typical or because it provides 

you with the opportunity to analyze a phenomena few have considered or studied before 

(Saunders, 2009). 

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

findings of an initial case occur in other cases, and thus be able to make generalizations from 

the findings. 

The advantage of conducting multiple case study is that the findings are more generalizable. 

However, a critical aspect of the multiple case study is that there are previous research findings 
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showing something that it not yet generalized. Another aspect for choosing the multiple case 

strategy should be that the research nature is to generalize previous findings, this is equally not 

the case here.  

This thesis is not looking to generalize previous research findings. This thesis instead sets out 

to create initial findings of customer perceived values impact on buying behavior for public 

hospitals conducting public procurement. This research thus seeks to test organizational buying 

behavior literature in a new setting, the public procurement setting. The main objective is thus 

to analyze a phenomena in a setting which is lacking in previous academic research. Which is 

why the single case study strategy was chosen for this thesis. 

What the second dimension of holistic vs. embedded case is concerned is the unit of analysis. 

Whether or not the single case study you are conducting your research on is treated as a whole 

(holistic), or if there exist logical sub-units within the organization (embedded) (Saunders, 

2009).  

This research is predominately concerned with treating the organization as a whole, and 

studying the purchasing behavior as a whole, however this must not be confused as contrary to 

the purpose of understanding interactions within the whole holistic case. The behavior of the 

whole holistic case is sought through understanding different units and departments that 

influence the behavior as a whole. 

4.3.1 Case study selection 

An important aspect when conducting a single case study is defining the actual case (Saunders, 

2009). For this case we are interested in understanding public procurement, with the 

delimitation of purchases of goods for hospitals. The case chosen in this thesis is Norrbotten 

County Council. Norrbotten County Council has purchasing responsibility for all hospitals in 

Norrbotten County. 

4.4 Sample selection 
Occasionally it can be possible to collect and analyze data from every case or group member in 

the population, this is something that is termed census. This can however be impractical, and 

for all such research questions a sample should be considered. There are several reasons for 

choosing a sample instead of gaining census. (Saunders, 2009) 

These reasons can be that it is/there are (Saunders, 2009): 

 Impractical 

 Budget constraints 

 Time constraints 

 Results needed quickly 

The main reasons behind the sample selections in this research is that it would be impractical 

surveying the entirety of the population. To gain qualitative descriptive data it would be 

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

would be too time consuming, and/or the data would not be descriptive and qualitative enough.   

What this means is that census from everyone that possibly could influence the buying behavior 

is not gained. A sample is thus chosen.  
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From the sample techniques available you can divide them into two types, probability or 

representative sampling, and judgemental or non-probability sampling. (Saunders, 2009) 

The difference between the two types is that probability sampling represents a statistically 

representable sample of the entire population, while non-probability sampling is not chosen on 

the basis of being statistically representative. (Saunders, 2009) 

For this thesis a non-probability sample is used. The sample chosen for this study was conducted 

through purposive sampling, finding an interview subject who would be able to answer the 

research questions for this thesis. 

4.4.1 The sample 

With the population being hospitals, the sample for this study was not collected on the basis of 

being representative of all hospitals conducting public procurement. However the necessity of 

the study dictates that the sample chosen would be able to describe how public procurement for 

hospital works in the chosen case. The sample is thus not a representation of the population, 

however the necessity of the research dictates that it can give representative information 

concerning the case. 

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

was taken in the sample selection process, and with that a pilot study was conducted. 

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

to Norrbotten County Council Procurement unit.  

The hospital contacted was Sunderbyn hospital. Sunderbyn hospital is one of the five larger 

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

research needs, what the purpose of my study is, and what type of information I would need to 

generate from my study. This communication revealed that the hospitals themselves could not 

supply me with the necessary information concerning public procurement buying decisions and 

their influences. However from Sunderbyn hospital I was referred to talk to an assistant at 

Norrbotten County Council Procurement unit who would be in a better position to help me find 

the right sample.  

My communication with Norrbotten County Council Procurement unit consisted of similar 

description of my research, and the type of information I needed. The communication revealed 

that one person would be the perfect person for me to talk to, she was knowledgeable concerning 

all my areas of interests, and she had a good oversight of the entire public procurement process.  

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

organization had an interest in generating more knowledge about the area of my thesis and she 

was willing to participate in my thesis. In the phone conversation with her I again brought up 

the areas of my thesis, what type of data I needed, and what the type of understanding created 

from this thesis would be. All of these areas were areas she had insight into, and areas which 

she had a great deal of understanding of.  

The decision was also made that I would send a written communication where I specify more 

precisely what areas would be brought up in an interview, and if she did not have competence 

of some area of the interview, she would then bring people from her organization to fill in the 

potential blanks of this area. 
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With all of the process describing how the judgement sample in question was found it should 

be said that the sample for this thesis was the procurement manager for Norrbotten County 

Council Procurement unit, Victoria Arenbro-Forsberg. She was chosen because all of the 

judgements revealed that she would be the best sample for generating the necessary research 

knowledge. 

4.5 Data collection 
For this thesis the data collection used was through interview. Interviews can help gather valid 

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

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

important because the interview type chosen should be consistent with both research objective, 

research questions, the general purpose of the research, and the research strategy. (Saunders, 

2009) 

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

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

based on who is the best fit for the research. 

Structured interviews are used to collect quantifiable data. Structured interviews are 

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

interviews are non-standardized interviews. The difference between the two is the degree of 

structure. (Saunders, 2009) 

The semi-structured interviews are conducted using a list of themes and questions that the 

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

The semi-structured interview gives more freedom to explore emerging areas related to the 

interview questions during the interview. (Saunders, 2009) 

The unstructured interview is the interview allowing most freedom. Unstructured interviews 

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

interviews has no predetermined list of questions, although they do require you to have a clear 

idea about the aspects which you want to explore. (Saunders, 2009) 

Standardized interviews are generally used to gather data, which consequently becomes subject 

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

are also used to gather data, however this data is instead analyzed qualitatively. (Saunders, 

2009) 

For this thesis the non-standardized interview was conducted. The interview was conducted 

using a semi-structured interview approach, which meant having areas, and questions specified 

beforehand, however the interview itself was not conducted in a specific order, but rather 

followed the path the interview-subject was taking when the questions were presented. 

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

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

guide sought to find what aspects of the value trade-off between benefits and sacrifices 

influences the buying decisions. To do this an interview guide was designed to seek the benefits 

presented in research by Ulaga, (2001) as mentioned in the frame of reference.  
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The benefits that were included in the interview guide came from Ulaga’s, (2001) research. The 

benefits in the interview guide were based on Ulaga’s, (2001) findings of product-related 

attributes, service-related attributes, and promotion-related attributes that could impact 

customer perceived value. For this research question the interview guide also used the sacrifice 

of price found in both Ulaga, (2001), and Lapierre’s, (2000) research, but the defined sacrifices 

of time/effort/energy, and conflicts found in Lapierre’s, (2000) research were also included as 

questions in the interview guide.  

The interview guide were designed to ask questions concerning all of these factors impact on 

buying decisions (all of the benefits and sacrifices), but also to ask how trade-offs between 

different factors impact the buying behavior.  

For the second research question the interview guide sought to find all the departments involved 

in the buying centers buying communication, for this Johnston’s, (1981) finding of vertical- 

and lateral involvement was used. The interview guide also included Johnston’s, (1981) factors 

for degree of involvement: 

 Purchase novelty 

 Purchase complexity 

 Purchase importance 

The interview guide for the second research question also used the buying center roles of 

influencers, users, deciders, buyers, and gatekeepers defined by Webster, (1972) together with 

the initiator role added by Bonoma, (1982). 

The interview guide for the second research question asked directly for both the vertical- and 

lateral involvement, and then asked how the factors for degree of involvement influence the 

involvement.  

To determine the different departments’ roles in the buying centers buying communication 

Webster’s, (1972) and Bonoma’s, (1982) definitions of the buying center roles created the 

outline for the questions that were asked. Based on the characteristics of each buying center 

role questions were designed that asked for these characteristics and where in the organization 

this would be conducted. 

The qualitative interview that was conducted took place at one time during a sit-down of two 

hours and fifteen minutes, the entirety of the interview was recorded. During that time one hour 

was spent discussing this thesis, with the specified interview questions in Appendix 1. The other 

one hour and fifteen minutes was spent conducting a parallel interview concerning the influence 

customer satisfaction has on public procurement buying behavior. 

4.6 Data analysis 
The data collection process and consequently the following data interpretation process is one 

where the probability of logic leaps and false assumptions is at its highest (Saunders, 2009). 

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

be conducted, and the choices made in this research. 

Qualitative data refers to non-numeric data, and ranges from open ended responses to complex 

transcripts of in-depth interviews. In this research we are concerned with data analysis of the 

latter. In order for this data to be useful it must be analyzed and understood. In order to ensure 
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that the probability for logic leaps of false assumptions is minimized the qualitative data 

analysis methods must be examined, evaluated and picked in accordance to appropriateness to 

research objectives. (Saunders, 2009) 

First of all, the nature of the qualitative data collected has implications for the analysis. 

Qualitative data is associated with more ambiguous and elastic concepts that is hard to quantify 

in a meaningful way. Qualitative data is also characterized by the richness and fullness of data, 

which is based on the opportunity to explore a subject in as real a manner as possible. The 

implications this has on the analysis is that the data will probably need to be condensed 

(summarized), grouped (categorized) or restructured to support a meaningful analysis. The way 

in which qualitative data is likely to be analyzed is through the creation of a conceptual 

framework. (Saunders, 2009) 

The choice of a deductive research approach shapes and influences how data is analyzed. By 

commencing your research project using a deductive approach existing theories are used to 

shape the approach, consequently this influences how the data analysis process is conducted. 

When existing theories are used to formulate research questions and objectives, these 

theoretical propositions may be used to devise a framework to help in organizing and directing 

the data analysis. (Saunders, 2009)   

In this thesis the analysis of data was conducted through transcribing the data, the data was then 

condensed (summarized), and grouped into fitting categories based on the interview content 

and the thesis focus. The frame of reference created for this thesis was then used to further 

understand and funnel the data to help answer the created research questions.  

4.7 Reliability 
What reliability refers to is the extent which repeated data collection would yield consistent 

findings. (Saunders, 2009) 

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

 Subject or participation error – Is for example if you are studying something that varies 

depending on the time the subjects participate 

 Subject or participant bias – Is if a subject is saying what they believe you or someone 

else might want to hear 

 Observer error – Means that varied ways of asking something may lead to different 

responses, which should be avoided 

 Observer bias – Means that different people may have different interpretation of the 

data 

The interview subject was interested in finding out the truth, she was in an organizational 

position where any further understanding of the process could be important and interesting. She 

were seemingly not in a position where data saying one thing or the other would influence her 

internal position. It is therefore no reason to believe that interviewee bias in any way would 

influence the answers. 

Nor is there reason to believe that subject or participant error should influence the reliability. 

This is because information presented in the phone conversations previous to the interview 

presented consistent information to the more detailed information at the interview itself. 
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Likewise no reason for interviewer bias exist, this is because the significance of my findings is 

significant in itself in the sense that whatever is found is interesting and descriptive, and thus 

an important research finding. Thus there was no reason for interviewer bias to exist, nor does 

it intentionally exist, nor does pressure exist to find something in particular. 

Due to the length and extensiveness of the interview the possibility existed to eliminate 

misunderstandings. Gain in-depth information and clarity to all important areas concerning the 

study was also possible. In doing so it was also possible avoid making wrong interpretations of 

what was said during the interview.  

4.8 Validity 
Validity is whether or not findings are what they appear to be. Validity is also concerned with 

not making logic leaps of false assumption. (Saunders, 2009) 

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

 History - Events may influence the collected data 

 Testing - If the subjects believe your findings may disadvantage them it may influence 

the data collected 

 Instrumentation - Subjects to your study may receive directions between measures that 

influence the results. 

 Mortality - Participants may drop out of the study 

 Maturation - Events may happen during the test period that influences the behavior as 

the study progresses 

 Ambiguity about causal direction - The cause and effect relationship may be hard to 

determine 

For this thesis instrumentation, mortality, and maturation are avoided altogether. The study’s 

data collection was collected in one qualitative interview.  

In this study there is foremost a risk of ambiguity about causal directions occurring, the 

qualitative data needs to be interpreted which presents a risk for logic leaps of false assumption. 

This risk was however avoided to the extent possible through the use of the clearly specified 

frame of reference in the analyzation of the data. 
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5. Empirical data 
This chapter will present empirical data collected. The previous chapter introduced what type 

of data would be collected and from where this data would come from. This chapter will now 

focus on presenting the qualitative data concerning this thesis that emerged in the interview. 

5.1 Data 
The case this thesis is concerned with is as mentioned previously Norrbotten County Council, 

with delimitation towards their hospital purchases. When it comes to Norrbotten County 

Council and their purchasing unit, this unit facilitates purchases for an estimate of 3.6 billion 

(kr) each year. These purchases are divided into 23 main areas. Of these three areas are hospital 

specific areas, one of which is concerned with personnel, the other two with specific hospital 

material. 

Before public procurement is conducted two things are always decided first. One is the 

determination of what the hospitals wants to purchase. And the second is a specification of how 

value is going to be evaluated. 

A common misconception that public procurement purchasers face is that public procurement 

always purchase everything on the basis of lowest price, and that the purchased items therefore 

are trash.  

What is argued is that this is not the case. This is foremost based on two things. 

- Firstly public procurement does not only purchase based on lowest price 

- Secondly when purchases are made based on lowest price the quality requirements may 

be exceptionally high 

5.1.1 The organization 

All purchases or procurement processes conducted in Norrbotten County are based off a need 

from the users at the hospitals. The departments that presents a need in the organization is 

treated as a customer by the public procurement unit, and the public procurement unit takes the 

role of a facilitator of the procurement process.  

To conduct any public procurement process the procurement unit needs the departments that 

wants to purchase something to participate in the procurement process. It is the departments 

that is the purchasers and thus with no action from them no procurement tasks can be 

undertaken. Representatives from the hospitals are needed to specify what the organizational 

need is.  

When it comes to Norrbotten County and their public procurement it is pointed out that the 

procurement is conducted with procurement contracts for the entire county. It is thus a 

centralized process that influences all departments in need of certain hospital equipment. 

5.1.1.1 Pleasing several hospitals and departments at once – centrality issues 

One of the problems brought up in the public procurement process was the differences in value 

perception. The value perception of some hospitals may vary from other hospitals even though 

they are talking about the same product, and they have similar hospital background and 

competencies.  
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This becomes problematic for both the legal reason that specific suppliers cannot be targeted 

and sought after, tender offerings must specify what is sought after with no bias towards any 

supplier. The other issue is that the county seeks to standardize purchases through county wide 

public procurement contracts. What this essentially means is that different departments and 

hospitals must come to agreement on what they searches for, and then specify this.  

Through this centralization the county can ensure that patients can get the same possible 

treatment wherever they go in Norrbotten County. However it can also mean that some users, 

groups, and hospitals might feel displeased with the procurement because they did not get what 

they wanted. It is however a complex issue because the public procurers at the procurement 

unit lacks the knowledge concerning the requirements of products, so they cannot evaluate if 

products are fit for use or not. For this they need competency from the hospitals.   

To gather the information concerning what the purchasing hospitals and departments want the 

procurement unit who facilitates the purchase cannot contact every member of the hospital staff. 

Similarly to samples in a thesis the procurement unit contacts the large users of specific 

products and asks for representatives, or a reference group as they also call it, which then acts 

as the sample representing the population of users.  

5.1.1.1 The reference group 

In all public procurement processes for hospitals a reference or representative group is used. 

The group representatives is tasked with representing the hospital staff at their department or 

hospital.  

One of the reason for the reference group is because the public procurement unit lacks the 

critical competence concerning healthcare product needs. The other is because it is not the 

public procurement unit that is considered the purchaser, the one considered the purchaser is 

the units and hospitals purchasing products to use them in their healthcare process. 

To find the right representative is highly important in the procurement process. This is because 

the representatives are tasked with specifying what the organization wants to purchase, and how 

they seek to evaluate supplier offerings.  

Because the representatives in the reference group is tasked with representing the entire county 

it becomes important to bring in representatives from several departments. To acquire the right 

representatives the procurement unit looks at who the largest purchasers are. After that effort is 

placed on finding representatives from these departments. To do this the procurement unit often 

contacts upper management at the hospitals. The decision of who should be part of the reference 

group is decided by healthcare personnel. 

It is also brought up that there are both a central group of representatives, and a local group at 

the hospitals. The group in communication with the public procurers is the central group. This 

group consists of representatives from various departments and hospitals. This central group 

together creates the specification of what they want, and how they wish to evaluate supplier 

offerings, this in turn is based on the departments’ wishes and wants presented in the group.  

The central group is also part of the local hospital group. Through this the specification of what 

the hospitals or departments wants is carried over from the local group to the central group. 

However ultimately the representatives are supposed to represent the users they represent. This 



30 
 

means that the specifications of what the hospital/department wants should originate in what 

the users at that hospital/department wants.  

The hospital makes their own choices of who should represent them, but it is also brought up 

that the representatives themselves decides how they choose to represent their 

hospital/department. There are no standardized way of how a representative should represent 

their hospital. The representatives are chosen to represent, or have volunteered to do so, and 

they do so in their own chosen way. It is stipulated that a method is that the representatives 

either feel secure in knowing what their colleagues wants, or they ask them and getting their 

feedback. 

5.1.1.3 Organizational roles 

In this thesis the role of the hospital staff has been defined as the user, this correlates well with 

how the organization sees the hospital staff when it comes to hospital purchases. The hospitals 

do have other roles in the buying communication however. It is the hospital staff that initiates 

new procurement processes by presenting the need of certain items. The hospital staff is also 

influential when it comes to the procurement process. This is because specifications of what is 

needed, and what the organization wants originates from these users. 

When it comes to the representatives both at the local hospital level, and at the central level 

this personnel has the role of representing their users. In doing so they are part of influencing 

what value will be sought after in the purchase.  

The public procurers at the procurement unit has the role of facilitator in a procurement 

situation. They bring their competencies concerning economical aspect and legal aspect 

necessary to conduct purchases according to the wishes of the users and their representatives. 

The public procurers deals with public procurement contracts, in doing so they also have the 

role of initiating contact with the organization, and contacting the right personnel to gather a 

reference group when a contract is running out.  

Another group that may ultimately influence the public procurement buying decisions is the 

Division managers for hospitals in Norrbotten County. There is however no clear guidelines for 

when these Division managers should be contacted and brought into the dealings of a 

procurement process. The public procurers work as if the representatives and the users are their 

customers, and they work to bring them the right value. However it is also important for them 

that the Division managers are pleased with the procurement deals. A Division manager is 

brought into a procurement process if a public procurer makes the judgement-call that it is 

necessary.  

When a Division manager is brought into a procurement process they can overrule the choice 

of evaluation, and chose how supplier offerings should be evaluated. 

5.1.2 How value is evaluated 

With that said public procurement expresses sought after value in two ways when it comes to 

purchasing decisions, these are through: 

- Minimum requirements vs. price 

- And through a subjective trade-off between quality & price 
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5.1.2.1 Specified requirement 

Using specified requirements for evaluations means specifying in beforehand what is sought 

after in a product. These requirements then excludes everyone that cannot live up to 

requirements, and includes everyone that can live up to set requirements. The value of every 

included suppliers is then determined through lowest price entirely. 

Some of the specified requirements represents characteristics that simply cannot be evaluated, 

mandatory requirements. These can be quality demands, such as quality measures within 

specific parameters.  

5.1.2.2 Subjective evaluation of quality 

The other approach conducted in purchases is the more subjective approach. In this approach 

specified requirements can, and does also exist. These requirements works similarly to the first 

purchase situation, where suppliers can be included, or excluded. The evaluation when it comes 

to this process is however different. 

This more subjective purchase weights the subjective perception of a products quality in 

different areas against the price. The weight can go anywhere from slight consideration of the 

benefit/product quality, to complete disregard of price altogether.  

To conduct this evaluation representatives test different products and score them based on the 

quality.   

5.1.2.3 The choice of specification or weighted trade-off 

When it comes to the choice of determining how purchases should be evaluated the causes 

behind the choices are several. 

A major influence is the hospital staff, they are in-fact highly influential, because it’s their 

departments that’s the purchasers. Because of this the decisions always comes from 

representatives of the hospitals. 

The value perception is however highly connected to whose value perception it is. Where the 

hospital staff predominantly represents what benefits they seek, and trade-offs made through 

sacrifices sometimes comes from other departments.  

It is a complicated process, user representatives say what they need and what they want, and it 

is argued that it is rightfully so. However they are not the ones in charge with maintaining the 

budget.  

Therefore public procurers may seek-out those responsible for maintaining a budget, however 

these people cannot always be involved in the details of every procurement process. Therefor 

this is not always the case.  

The public procurers feel that they could do a better job if the specification approach is used in 

every purchase. Meanwhile the user representatives are frightened of losing control, by making 

the wrong purchase, and having the wrong products for the contract duration. The approach of 

making specifications and then purchasing according to price is very clear and precise, which 

may then frighten the user representatives. It is stipulated that the users and their representatives 

might feel they have greater influential power when using the more subjective approach. 

Something that directly influences how value is expressed in the purchasing decision is the 

organizations actual ability to specify the product specification. What is meant by this is: 
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 The organizations/users knowledge of the market 

o Do they have the necessary market insight/knowledge 

 The organization/users knowledge of how to specify different properties 

o Do they have necessary product understanding 

The public purchasers wants to do as much purchases as possible through the specifications 

approach, make the products standardized, and then purchase according to price. 

If the organization is not able to or if it is not possible to make the necessary specifications, 

then the products may need to be tested, and the other approach of weighting the quality may 

be necessary. 

Another aspect is uniqueness or importance of a purchase. If a purchase is far from standard, 

and it is hard to evaluate whether or not patient health may be at risk, then the hospital staff has 

increased say in the matter.  

If it’s not possible to evaluate whether the value sought after, or a supplier sought after by users 

is done so on a subjective basis, or based off-of safety issues, then the purchasers can’t make 

the determination to standardize. Then they might need to play it safe and purchase exactly 

what the hospital staff wants. 

5.1.2 Seeking value 

The way value is sought after is through specification. The most apparent parts of value sought 

after are the benefits from product characteristics, but also service related attributes connected 

to the product purchase. 

The most common way sacrifices are used is through price, however other sacrifice aspects are 

also used, these are however more part of the specification, and might be represented in a trade-

off between benefit and sacrifice through price. 

Specifications are highly important because it is important that the same things are measured 

from different suppliers, the legislation is set up in such a way that every supplier should have 

a fair shot at getting the deal. 

5.1.2.1 Sacrifices 

The clearest sacrifice considered when evaluating value in purchasing decisions is the aspect of 

price. This is an aspect that is present in almost all occasions whether it be purchasing according 

to specifications, or evaluating quality against level of price. The only time price is not part of 

the value judgement is if a purchase has been specified to seek quality alone and disregard price. 

This could potentially be the case, if the users specify that the evaluation of the supplier 

offerings should be done through quality alone, this should then be verified by Norrbotten 

County Division managers.  

When it comes to the sacrifices consideration to the difficulty to conduct the purchase, and the 

time necessary for a purchase to be conducted these are not areas that is evaluated in public 

procurement. This becomes an entirely different issue, an issue of making the process more 

effective, and this process is not part of the evaluation of value in the purchasing processes. In 

short, any and all efforts needed to be conducted by public procurers are disregarded in the 

value judgements of supplier contracts, this is because the public procurers act as if the 

departments needing the products are their clients/customers. Because the departments are 
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treated as the procurers customers the procurers sacrifices are not regarded as costs for the 

customer when considering different supplier offerings.  

When it comes to the purchase itself specified demands might target time, energy, and effort 

aspects directly. Specified requirements may dictate that the supplier should include 

time/energy/effort of training employees to use their product, thus the public hospital would not 

need to consider this as a problem. Time/energy/effort may then be included in the value through 

its influence on the evaluation of the trade-off between benefits and price. 

In cases where the time/energy/effort sacrifices are not specified it may still be included in the 

evaluation of value. In these cases it will be included as subjective evaluation of value, 

considering the workload on the organization/customer from different supplier offerings. In 

both the case of it being specified, and it being evaluated more subjectively these are criterions 

that might, but are in no way always part of the value judgement. In other words:  

- Time and effort might influence the perceived value 

Another aspect of sacrifice that could influence the perception of value and buying decisions 

are conflicts. When it comes to supplier conflicts in public procurement it is not as straight 

forward as not getting along however.  

For a conflict with a supplier to influence the buying decisions there must be a proven breach 

in a previous contract with the supplier. The breach of contract must also be quite severe in 

order for it to be considered in future buying decisions. 

If however sever breaches of contracts are documented, this documentation can then be used to 

prove these breach in contract and disregard the supplier from any future public procurement 

processes. Much like how specifications works for a supplier to be considered or disregarded, 

a conflicts would either be severe enough to disregard a supplier, or not severe enough, wherein 

the conflict bears no impact in buying decisions. 

5.1.2.2 Product-related attributes  

Product-related attributes is present in all evaluations of value when considering product 

purchases. The most determinant ability of a products value is product characteristics. Specified 

product characteristics plays a huge role in the perceived value of products, whether the 

approach is straight product specifications vs. price, or in the more subjective approach.  

Generally there are two approaches for determining product value. These are either a more 

clinical approach based on product specifications, or a more subjective approach based on 

quality and price. 

The more clinical approach of considering a products value through the products ability to fulfill 

product specifications. In this regard, the value is the cheapest product that fulfills specification. 

Then there’s the less clinical approach that consider product value after a predetermined weight 

of quality and price. In this approach user representatives evaluate different suppliers products 

based on how they feel their quality is, after which the value of the products are calculated using 

the predetermined weight between quality and price. 
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5.1.2.3 Service-related attributes 

Service in connection to product purchases does play a role when it comes to purchasing 

decisions and trade-offs made between benefits and sacrifices. Service aspects is an evaluation 

criterion used for almost all product purchases.  

Norrbotten County does have their own department which conducts service to some extent. 

However sometimes the competence may be lacking, and sometimes the total economic 

perspective may be that it’s cheaper to let the supplier conduct service for their own products.  

Time and energy can be influencing when making service-related decisions, often when these 

decisions are made it’s because the organization itself does not have the time, energy or 

resources to conduct this themselves.  

When considering value several parameters exist, and the service aspect is highlighted as one 

of the very important aspects of value. Service is often part of the public procurement 

specifications.  

Service is often part of the main contract, meaning that it is considered together with the product 

and product specifications itself. Service can be specified as minimum required service, and 

then the contract is based off-of price. Services can also be part of the more subjective trade-

off between a weight of perceived quality and price. In these case the perception of what is 

gained from the service is weighted as a part of quality together with the rest of the deal, and 

weighted against price. 

When services are part of the specifications for a product contract, the service may be specified, 

and used through a lowest price contract approach. It may also be that the product is specified, 

however the only specifications for the service is a requested full-service for the product. In this 

case there may be a more subjective evaluation of the service received, determining both what 

the full-service looks like, and what is received for the money. 

Service evaluation can be about the speed in which technical support can be delivered, what 

type of technical support that can be supplied. When it comes to the quality of a service aspects 

such as delivery speed, type of service, and environmental effects can also be part of the benefits 

sought after.  

Some parts of a service is specified as requirements, such as technical information, this could 

be that there must exist two copies with technical information, and they should be written in 

Swedish. Requirements for the service can also be that the supplier must have service personnel 

at location within 24hours. When it comes to services, time becomes an important factor, the 

speed in which products can be fixed is an important aspects.  

5.1.2.4 Promotion-related attributes  

When it comes to promotion-related benefits, quality management systems does have an impact 

on the perceived value. The purchasing decisions specification might dictate that the supplier 

should have a quality management system that can maintain specific quality aspects. This can 

also be connected to certain environmental demands placed on the supplier in connection to the 

quality a supplier produces. 

An aspect of promotion-related benefits that cannot exist in public procurement is value 

perceptions connected to specific suppliers, and the relationships with a supplier. Promotion-
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related benefits are purely connected to quality demands. The promotional-related attributes are 

thus strongly connected to the product.  

The public procurement focus have for a long time had a focus on product related attributes, 

details, and specifications. Therefor the focus on how various suppliers work and what quality 

management systems they use have been a neglected area for accessing value.  
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6. Data Analysis 
This chapter will be used to analyze the data presented in the previous chapter. The analysis 

will be conducted with regards to the created research questions for this thesis. In order to do 

this the frame of reference presented in chapter three will be used. This means that two research 

questions will be analyzed using the qualitative data presented in chapter five. 

In order to determine the influence customer perceived value has on buying behavior in public 

procurement the frame of references created for the two research questions will be used to 

analyze the data. 

The general findings of this chapter will answer both research questions separately. The 

subsequent chapter, the conclusion chapter will bring the result of both research questions 

together in a final conclusion of the impact customer perceived value has on buying behavior 

in public procurement. This chapter will start of by analyzing the data using the frame of 

reference for the first research question, and then move on to the second research question. 

6.1 Analysis of how different aspects of value influence the buying decision 
What must be remembered is that the value structure we seek to describe is concerned with the 

trade-off between benefit, and sacrifice.  

With benefits consisting of: 

- Product-related attributes 

- Service-related attributes 

- Promotion-related attributes 

And sacrifices consisting of: 

- Price 

- Time/effort/energy 

- Conflict 

What the data revealed is that all areas had some influence on the perception of value, be-it a 

large or small part.  

Another highly influential aspect revealed in consideration to the trade-off aspect of value was 

that two types of evaluation approaches are used. The evaluation type being an active choice of 

either weighting perceived quality against price, or making specifications and purchasing 

according to lowest price. Two types of trade-off evaluations are thus used in the public 

procurement for healthcare goods. These being: 

  According to specification 

 Weighted quality 

The two purchase types are both concerned with a trade-off evaluation of value, be-it a rather 

clinical approach to value. 

6.1.1 Evaluation of value 

The purchase type that is conducted according to specification values the product quite 

clinically and simplistically. If a supplier fulfills all specified demands the supplier offering is 

considered, if one or more criterions is not met the supplier is disregarded. If the specifications 
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are met, the benefit exists, no further benefits will be considered or evaluated. The value trade-

off is then decided on lowest price, where the lowest priced supplier who fulfills specification 

supplies the highest valued product. This is expressed in the figure below: 

The other approach to evaluating value in a purchase can still use specification to an extent, to 

rule out suppliers that does not meet required demands. In this type of evaluation the 

organization uses a predetermined weight of quality against a predetermined weight of sacrifice 

to determine value. What this means is that quality, requirements, and specifications are not 

approached as static and clinically as the other approach, however these elements still exist.  

In this type of purchase the suppliers offerings are looked at through specifications, if they 

fulfill specification they move on in the process. All suppliers who moves on are then evaluated 

based on the perception of quality (benefit) offered. A trade-off is then made between the 

perceived benefit against price. In this process the suppliers test the products and score them 

according to perception of quality. This process is expressed in the figure below: 

 

Figure 6:2 – Subjective evaluation of value 

What is revealed above is how the trade-off between benefit and sacrifices are approached in 

the public procurement process. It explains how value is evaluated in trade-offs, and which 

approaches are taken in order to do this. 

When it comes to the trade-off between benefits and sacrifices the public organizations concern 

for transparency, and the necessity to follow specific laws and regulations does in part dictate 

how the public organization evaluates the trade-off. This becomes most apparent when looking 

at the use of specifications, but it is also highlighted in use of sacrifice for the trade-off 

evaluation.  

6.1.2 Sacrifice in customer perceived value 

When looking at the sacrifice dimension the drivers analyzed showed that all sacrifice drivers 

were in one way or the other used for purchasing decisions, however the direct trade-off itself 

between benefit and sacrifice were always conducted using price.  

Figure 6:1 – Value through specification 
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When it comes to the sacrifice of time/effort/energy it was revealed that this sacrifice driver 

could influence the buying decision if this driver would impose a cost for the department 

purchasing the products.  

The aspect of training the employees to use the equipment would thus be an aspect of 

time/effort/energy that could influence the trade-off. However, it would only influence the 

trade-off through the assessment of whether or not it would impose an organizational cost for 

this effort. This aspect would however not influence the customer perceived value through 

sacrifice, instead the sacrifice associated with time/effort/energy would be part of the 

specification of benefit sought. The added cost of price that time/effort/energy would add to the 

total procurement contract would then be used for evaluating the customer perceived value in 

the trade-off. 

Other aspects of time/effort/energy related to any and all efforts by the purchasing department 

in acquiring a deal is in no way part of the trade-off evaluation. This becomes a separate 

function in public procurement, where the public procurement department assesses their 

internal procurement processes, a supplier does not have an influence on this, and no value is 

assessed on this basis. 

When it comes to the conflict aspect, the process is more precise and direct. If a conflict arises 

that is a severe breach of contract the suppliers contract may get revoked. If this conflict is 

thoroughly documented, the supplier will be disregarded when any future public procurement 

contracts are made. If the conflict is sever enough the supplier will thus not be considered for 

public procurement contracts altogether. However this requires proper documentation to prove 

previous breaches of contract considering either quality or price. The sacrifices can be seen in 

the figure below  

6.1.3 Benefit in customer perceived value 

When it comes to the value dimension of benefits all three of the postulated domains (Product, 

Service, Promotion) had some impact on the value trade-off, however their impact on the 

assessment of value were highly varied.   

The product-related attributes showed most significance to the value sought-after in the buying 

decision. However service-related attributes were also highly significant for the perception of 

Figure 6:3 – Roles of Time, Conflict, and Price in the value Trade-off 
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benefit in the value trade-off. The promotion-related attributes were shown to be least 

significant for the benefit dimension of the value trade-off.  

6.1.3.1 Product-related benefits 

The aspect of product-related attributes most influential on the perception of value is the 

product characteristics. The product characteristics are part of every public procurement 

contract in the form of product specifications. Product specifications are thus part of the 

specified benefit of value in all public procurement purchases.  

Another product-related attribute that is part of the specified benefit sought is a supplier’s 

consistency of products. The public organization expects the supplier to supply products that 

are consistent to specification. 

The consistency of the products is not part of the trade-off evaluation of value itself, this 

criterion serves more as a delimitating factor. If a supplier fails to live up to specified product 

characteristics, with varied consistency of product quality, this can lead to the supplier being 

removed from consideration if future procurement contracts. It can also lead to the current 

contract needing to be reevaluated, with the supplier removed. 

6.1.3.2 Service-related benefits 

When it comes to the service-related attributes and their influence on the perception of value 

in the buying decision it was shown that service-related attributes are almost always part of the 

buying decision through product specifications. The sought after service-related benefits are all 

part of the specifications in the purchase. Sought-after service-related attributes for product 

purchases are technical support to enable products that malfunction or break down to get fixed. 

An important aspect when it comes to service-related attributes is the speed in which the 

product related service can be supplied.  

Other aspects considered with service-related attributes are the potential training necessary and 

the training supplied. The service-related attributes also includes specifications of technical 

information, such as having technical information written in Swedish. 

The service-related attributes are directly connected to the specified benefit sought in public 

procurement. The service-related attributes are closely connected to the product related 

specifications, and the two domains are often both specified in connection to one-another.  

6.1.3.3 Promotion-related benefits 

The promotion-related attributes are the benefit domain that is the least connected to the value 

trade-off. It could be said that promotion itself is unconnected to the benefit sought, however 

an aspect connected to promotion-related benefits have been found to have a potential influence 

on the benefit sought. This promotion-related benefit that could influence the benefit sought is 

the use of quality systems. It should however be noted that this is often seen as a product-related 

attribute that it is strongly connected to the product-related benefit of product consistency.  

6.2 The buying center 
The roles found in the organization that is part of the buying centers buying communication 

were both departments in the lateral communication, and in the vertical communication. Four 

types of definable lateral departments were found in the buying communication. Another 

group in the buying communication was identified in the vertical communication, this group 

consisted of upper management. 
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The lateral involvement of the buying communication consists of four general departments. We 

have the hospital staff, we then have groups of hospital representatives at the hospitals, from 

this group we have a central groups with representatives from the hospitals, and lastly we have 

the public procurers that handles all the contracting and legal issues of purchases.  

Another influential part of the buying communication was found in the vertical involvement. 

The vertical involvement influence on the purchase, and perception of value comes from county 

officials that deals with budgets and costs concerning the entire county, these are county 

division managers. 

The groups (hospital staff, representative group at hospitals, representative groups from 

hospitals, public procurer, and county division managers), their roles, and their major buying 

communication responsibilities are presented in the table below. 

Table 6:1 – Departments, roles, and major responsibilities 

Department/Group Roles 

 

Major buying communication 

responsibility 

Hospital staff  Initiators 

 Users 

 Influencers 

The department that communicates 

what they want, and what they 

need. 

Group at hospital  Influencers Responsible for gaining consensus 

of what the hospital wants for any 

given purchase. Responsible for 

passing this information on to the 

central group. 

Central hospital group  Influencers Responsible of representing their 

hospital users’ needs and wants in 

the central representative group. 

Public procurer  Buyers 

 Initiators 

 Gatekeepers 

Responsibility for the buying 

process. Overseeing that the 

process is conducted legally. 

Together with the responsibility of 

helping the organization understand 

what they’re doing, and what their 

decisions can/will lead to.  

County Division manager  Influencers Decides if the county will let the 

purchase proceed according to the 

hospitals specified approach of 

evaluation. 

 

Interestingly enough the roles in the lateral communication from the users to the public 

procurers are quite clear. However a clear structure of how the representatives are supposed to 

work to ensure that they represent their users correctly does not exist. The representatives does 
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not operate according to any standard county wide procedure. They can choose to represent 

their users based on what they feel is best. This is also the reason why the representatives are 

influencers, because they make interpretations of what their users’ wants and then influences 

the procurement process. However any representation regardless of procedure would mean that 

the representatives influence the procurement process in one way or the other.  

Another interesting aspect is that there is no standard approach for when county division 

managers should be contacted, they are contacted based on judgements from the public 

procurers. What this does is add a randomness to the procurement process, both for the users 

and the representatives who does not know if their evaluation choice will be overturned, and 

also for potential suppliers.  
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7. Conclusions 
This chapter will present a brief conclusion to the answers of the research questions found from 

the analysis. The understanding created from these two research questions will then be 

combined in order to present a clearer picture of how customer perceived value influence 

buying behavior. This chapter will then proceed to elaborate on what these findings means 

concerning customer perceived values influence on the buying behavior in public procurement 

for hospitals. Lastly managerial implications and further research recommendations will be 

presented. 

7.1 Knowledge generated from the analysis 
Research question one: 

“How does customer perceived value influence buying decisions?” 

The first research questions reveals that customer perceived value as a trade-off is used through 

two different approaches. One of the approaches has a minimum required benefit sought, value 

is then calculated, in this approach the highest value comes from the supplier that meets 

minimum requirements at the lowest price. The other approach in which customer perceived 

value influences buying decisions is where quality and price are both given separate weights, 

quality is then measured, and a trade-off between quality and price occurs. 

This research question also revealed that the specification in tender offers is what specifies the 

benefit sought by the public procurement organization. It also revealed that the benefit sought 

in the purchase of materials for hospitals consists of product-related attributes and service-

related attributes. This research question could also show that other aspects of sacrifice than 

price does influence the procurement process, even though they don’t get evaluated as sacrifices 

in the trade-off. 

Research question two: 

“How does the organization influence the perception of value?” 

The second research question revealed that the public procurement organization influences the 

perception of value in two prominent ways. These are the specification of value sought, and the 

specification of how value will be evaluated.  

The research question revealed that the first step in any procurement process is to specify what 

is sought from the suppliers, and how the supplier offerings will be evaluated. These 

specifications both comes from the users which consists of hospital staff, however these 

specifications are presented through representatives from the hospitals.  

The second research question also revealed that there are five departments part of the buying 

communication, and it revealed which roles these departments have in the buying 

communication. 

7.1.1 Understanding how value influences the buying decisions 

The thesis findings in this research expresses where value influences comes from, how value is 

specified, who influences the perceived value, how perceived value is evaluated, and what is 

considered in the specification of value. In order to fully understand all of these parts which 
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ultimately describes how customer perceived value influences purchasing decisions it is 

necessary to look at the entire procurement process.  

Before the procurement process for a product is started it is initiated either by a member of the 

public procurement unit or by a user that perceives an unfulfilled need. In either of the cases 

the procurement unit seeks contact with affected departments to establish a team of 

representatives. The contacted hospitals then decides who should be in their reference group. 

The first step that happens in any procurement process after the buying communication has 

been established is the specification of sought value, and the specification of how value will be 

evaluated. The specification of what is sought acts as a specification of all benefits sought from 

the procurement process. The specification of how supplier offerings will be evaluated specifies 

how the trade-off between benefits and sacrifice will be evaluated. The specifications of what 

value is sought in the public procurement process is a reflection of what the users’ needs and 

wants are. This is brought from the users through their representatives to the public procurer 

that handles the procurement process. This specification is then connected to the product-

related attributes, and service-related attributes which were identified as the benefits sought. 

The process is visualized in figure 7:1 below: 

The specification made, and the benefits sought is a representation of the minimum 

requirements sought of supplier offerings. The findings shows that the benefits sought in 

specifications of products for the healthcare industry is strongly connected to product-related 

attributes, and often service-related attributes as well. 

The benefit sought specifies the product characteristics sought, and the expectations that 

products always perform consistently and according to specifications. Service-related attributes 

are often part of product purchases, this is because it might be economically advantageous to 

have the supplier conduct service related activities, or because the organization lacks the 

resources to do this themselves. Important aspects to the service-related attributes are the time 

in which it takes for the service to be conducted, this is often part of the specification of the 

service. The type of service that is sought may wary depending on the purchase, and the 

specification made will always reflect the sought service. Technical specifications such as 

brochures is often part of the specification. Another aspect of benefit sought with service-

related attributes are potential training. Service-related attributes are often part of the complete 

deal made with a supplier, together with the product and product-related attributes.  

The promotion-related attributes had no influence in the benefit sought. However the 

promotion-related attribute of a supplier’s use of quality systems may be included in the benefit 

sought, in these cases the organization sees this as another way of specifying the product-

related attributes sought. 

Figure 7:1 – First step of the procurement process, Specification of Benefit, and Evaluation method 
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As previously mentioned the specification made, and the benefits sought is a representation of 

minimum requirements sought from a supplier. From the specifications of benefits sought the 

next step in the procurement process is to remove suppliers that doesn’t meet minimum required 

specifications. This is conducted without any subjective evaluation, and no other supplier 

delivered benefits may offset the inability to live up to a specified requirement. 

The suppliers that meet these minimum requirements may now go through to the process of 

evaluation. These steps can be seen in figure 7:2 below: 

For the evaluation of customer perceived value it is also necessary to look at the sacrifice. The 

actual trade-off between benefit and sacrifice is only conducted using the sacrifice of price. 

However the way sacrifice is used in the assessment of value is not as one dimensional as this 

might suggest, both the aspect of time/energy/effort, and conflict can influence the buying 

decisions. 

When it comes to the sacrifice of time/energy/effort this is altogether not treated as a sacrifice, 

much of what was suggested in the frame of reference concerning time/energy/effort of 

purchase, for the purchaser are non-factors in public procurement. In public procurement any 

and all effort needed from the public procurers in the procurement process are non-issues in the 

evaluation of value from supplier offerings. Why this is so is seemingly because the public 

procurement unit does not see themselves as the customer, they see the hospitals as the customer 

and they make procurement contracts for them. Because of this the effort a procurer have to 

Figure 7:2 – The procurement process, from Process start through Benefit sought to the Evaluation of benefit 
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make in order to establish a procurement contract is not evaluated for any specific contracts. 

The work to make the procurement process more effective is continuously worked on, however 

more generally than in specific contracts.  

However as mentioned, time/energy/effort does influence value, it influences through the 

specification of benefit. In consideration to the necessity of training, the public procurement 

organization specifies this as something they seek from a supplier. In doing so the supplier have 

to include the cost of training in their price, by doing this the public organization avoids making 

subjective evaluations of what the cost of training is.  

The sacrifice concerned with conflicts also has an influences on buying decisions, however it 

is not included in the actual trade-off. Conflicts works similarly to the benefit sought 

specifications, in the sense that conflicts can exclude suppliers from procurement contracts. If 

a severe conflict exists the supplier may be removed from a contract and may be disregarded 

from future contracts. This does however depend upon it being thoroughly documented, and 

that the conflict was a severe breech in contract. The sacrifice steps can be seen in figure 7:3 

below: 

 

Figure 7:3 – Sacrifice in public procurement 

With the understanding created concerning both the aspects that constitute the benefits sought 

by the supplier, and the considerations made to sacrifices we can now look more closely at the 

evaluation of the trade-off between the benefits and sacrifice. 

The evaluation approach itself was specified simultaneously as the benefit sought was 

presented, which was in the first step of the procurement process. In this step both the 

specification of value sought and a specification for how supplier offerings would be evaluated 

is presented. 
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There are two approaches for how the value of benefits is evaluated. The first is a straight up 

trade-off between the specified value sought, and the price to supply this. What this means is 

that any suppliers who can supply the value sought are considered supplying equal benefit to 

the value trade-off, and the value of a supplier offering is based on lowest price. The second 

approach is more subjective, this is an approach in which user representatives feel a need to 

evaluate product quality further. In this approach the products are tested and scored 

individually. For this approach the users representatives must have specified which weight the 

perceived quality should have in the trade-off, and which weight the price should have in the 

trade-off 

Before the suppliers are scored based on the more subjective evaluation the county division 

managers for hospitals may decide against this action. The county division managers for 

hospital may change the evaluation method. These managers has ultimate budget responsibility, 

and responsibility to ensure that quality healthcare in the county can be provided. 

With the evaluation method chosen, the suppliers remaining will either be tested based on 

quality, or move on directly to the trade-off itself. The trade-off and customer perceived value 

is then calculated mathematically. For the approach with equal benefit the highest value is 

found through lowest price directly. For the more subjective approach the value is calculated 

mathematically as well, using the weight of the specified quality against the weight of the price. 

From this mathematical trade-off calculation the customer perceived value is then presented. 

The entire process of value influences in public procurement purchases can be seen in figure 

7:4 below. 

Figure 7:4 – Model for the process of Evaluating Customer Perceived Value in Public Procurement concerning Hospital purchases 
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7.2 Discussion and theoretical implications 
What is interesting when it comes to customer perceived values influence on buying decisions 

is that theories by Lapierre, (2000), and Ulaga, (2001) which is used in the frame of reference, 

and throughout the analysis and conclusion shows that customer perceived value should be 

about the trade-off between benefit and sacrifice. This means that the trade-off moment between 

benefit and sacrifice should be when the organization perceives value, and it should be the 

moment in which customer perceived value influences the buying decision. Instead the trade-

off moment is carried out entirely mathematically, with no organizational member expressing 

any perception of value that influences the decision.  

Now there are four plausible explanations as for why the trade-off moment in public 

procurement would not present the customers perceived value. The first of which is that 

customer perceived value does in-fact influence the buying decision in the trade-off moment, 

and the conclusion that it doesn’t is a logic leap and false assumption. The second is that public 

procurement is not influenced by customer perceived value. The third is that customer perceived 

value does not exist in public procurement, and the last plausible explanation is that customer 

perceived value that influences buying decisions is expressed elsewhere than in the trade-off 

moment itself for public procurement.  

I would argue that the only way to interpret customer perceived value as influential in the trade-

off moment itself is by oversimplification. I argue this because the public procurement 

organization places no perception of value in the trade-off moment itself, the trade-off moment 

is just conducted according the previous determined factors. Instead I will focus on discussing 

and determining how these predetermined factors influence the buying decision through the 

perception of value they represent. 

The second option would be that customer perceived value does not influence public 

procurement buying decisions. This could be argued plausible because at the moment of 

choosing a supplier there is no presentable influence of customer perceived value, and using 

the current literature the trade-off should be where we find the value. However I would argue 

that the case for this second plausible explanation is also an oversimplification and does not 

represent reality well enough.  

The third plausible explanation is that customer perceived value does not exist in public 

procurement. This would again be an assumption that is based on the fact that the trade-off 

between benefit and sacrifice does not present a clear definition of customer perceived value. 

However this would be the faultiest assumption of them all because the fact is that value sought 

by the public organization has a strong influence on what is ultimately bought from suppliers, 

and thus value does have an influence on buying decisions. 

This only leaves one option, which would be that customer perceived value is expressed 

somewhere else or at another time than the trade-off moment itself between benefit and 

sacrifice. Now what we must consider is:  

 If customer perceived value exist elsewhere, how does it influence the buying decision? 

 If customer perceived value isn’t part of the trade-off how do we know that it is customer 

perceived value? 

If we look at the analysis and the conclusion part that brings the analyzed research questions 

together we can clearly see that the public organization expresses their benefit sought long 



48 
 

before a supplier is contracted. In doing this they present what value they seek from a future 

supplier contracted through public procurement. The other aspect is that the public organization 

presents their specification of evaluation method simultaneously as the specification of benefit 

sough. In doing this the public organization both decides what value they need, thus what 

benefit they seek, and on which merits the supplier will be chosen. What this essentially means 

is that the public organization already specifies the value they seek and the trade-off in which 

this value should be estimated, which should mean that the public organization uses customer 

perceived value to influence buying decisions before any suppliers have even been contacted. 

The only times the organization influences the process other than in the initial step of the 

procurement process, is if the organization wishes to evaluate the products more subjectively, 

then an additional influence of value perception is added to the buying decision. However even 

in these cases the organization has already established how the trade-off will be conducted. The 

scored products will simply add a number to the already predetermined weight of quality against 

the predetermined weight of price, the value of the supplier offerings can then be calculated 

mathematically according to specification for maximum sought customer perceived value.  

It is also important to highlight that customer perceived value in the sense of the predetermined 

specifications are highly influential on the buying decision. Every value aspect sought is looked 

at, and no supplier is excerpted from supplying the value that is specified as the customer 

perceived value. 

What these findings does is to expand current customer perceived value theories to explain how 

customer perceived value works in public procurement for public hospitals.  

What these findings adds to current literature is that customer perceived value in public 

procurement for hospitals influence the buying decisions long before actual purchase decisions 

are actually made. After the public organization decides on their specification of sought benefit, 

and the evaluation method they’ve decided on, they’ve made their customer perceived value 

decisions. At this point their perception of value is specified. After this point, where decisions 

have been made, and specifications have been finalized, the ball is simply rolling towards the 

mathematical conclusion which shows who the supplies is which supplies the highest value. 

7.2.1 Limitations 

This study was conducted looking at how customer perceived value influences public 

procurement buying decisions for hospitals, however the findings cannot be generalized for all 

hospitals. The findings is only a representation of the population of hospitals, and public 

procurement purchases for hospitals in Norrbotten County.  

7.3 Managerial implications 
The most important managerial implications that should be taken from this thesis is the 

importance of understanding how the public procurement process works with regards to value. 

A supplier that seeks to supply for public hospitals should understand that by the time they as 

a supplier sees what the public organization is after in a public procurement contract they’ve 

already made their decisions. A suppliers chance to influence what the public organization 

should purchase at that point is almost non-existent. A supplier’s chance to influence the public 

organization is at the point when their current contracts are still in effect. Before the public 

organization starts assembling teams of representatives from hospitals for the next procurement 

contract. 
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Another important aspect that should be considered by the suppliers is that the public 

organization is legally bound to give no special consideration to any specific supplier, however 

they may specify characteristics that they like about your product. If a supplier can help the 

users understand what is unique about the supplier’s product, while simultaneously 

outperforming the competition, the supplier is more likely to be chosen. The key however is to 

help the users understand what is unique about a product, and how they can specify this product 

in the public procurement process. If a product is too hard to specify, or has the same 

specifications as competing supplier offers it does not matter how much the users like the 

product, the supplier with the cheapest supplier offering will win. 

Public procurement is very structured in their way of conducting procurement, in order to best 

deliver high value to public hospitals it is important to understand that a brand or supplier cannot 

matter, what matters is the supplier’s ability to best deliver according to specifications. A 

supplier should focus on what the public organization has specified as sought product benefit 

and how they will evaluate competing offers. 

It is also important for suppliers selling towards public organizations to note that public 

organizations do care when it comes to their procurement processes. They do care about 

supplying their departments the products they need at the time they need them. Suppliers should 

not see a public organizations sometimes static approach to evaluating value as a lack of care. 

Public organizations are very large and complex entities which is subject to transparency and 

regulations, this is something that influences their way of doing business. Public organizations 

have a hard time building relationships, not because they do not care about what a supplier 

supplies them, but because they are legally bound not to favor any supplier. Lastly the public 

organization does care about ensuring that their users get the products bought for them, with 

consistency, and according to specified value.  

7.4 Further research suggestions 
The research suggestions made based on the findings of this thesis is to try and generalize the 

findings of this thesis. This would mean to conduct research of customer perceived values 

impact on buying behavior for public hospitals other than the hospitals in Norrbotten County. 

This research suggestion could further help suppliers interested in sales towards public 

hospitals. 

Another area for future research would be to get a more in-depth view of the public procurement 

process by looking closer at the proceedings of the user representatives. This thesis could not 

reveal the manner in which the representatives actually represented their hospital users, other 

than the fact that no standard procedure for representation existed. Since the customer perceived 

value is based on what the users need and want this lack of knowledge is pivotal for the public 

organization to actually understanding if correct customer perceived value is created in their 

public procurement processes. This research suggestion could further help the public 

organization. 
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Appendix 

Appendix 1 – Interview guide: 
Explain that I’m not there to do any form of assessment, there are no right or wrongs, what I’m 

after is a good representation of the reality of public procurement behavior for hospitals.  

Before the interview: 

 Briefly explain the purpose of this thesis and the interview 

o To see how customer perceived value influences buying behavior 

 Hospital purchases 

 Interview will be recorded – Only I will have access to the recording 

o Purpose to not miss anything important that was said 

 Remind once more – if any information is sensitive or confidential it can still be brought 

forward and then censored in the publication of the thesis. 

 Start the recording 

Soft start to confirm some information from previous telephone conversation: 

- Who are you? 

- What is your role in the organization? 

- From the telephone conversation my impression is that you have a central role in the 

purchasing process, that you have a good understanding of the basis on which buying 

decisions are made and the reasons behind these. 

o Is this correct or have I misinterpreted anything? 

 

RQ 1: 

To understand what it is that creates value for you as a customer. 

To understand what value is for you. 

Benefits: 

- Product-related 

 What role does Product-related attributes have for your buying decisions? 

 How does Product-related attributes influence buying decisions? 

o consistency of the product 

o product characteristics 

o ease of use/understand 

o suppliers range of products 

o Other? 

- Service-related 

 What role does Service-related attributes have for your buying decisions? 

 How does Service-related attributes influence buying decisions? 

o reliability and speed of supply 

o technical support 

o innovation 



 

o technical information/literature 

o potential training or seminars containing products 

o source proximity 

o Is there any other service-related attributes you feel are important when it 

comes to your buying decision? 

- Promotion-related 

 What role does Promotion-related attributes have for your buying decisions? 

 How does Promotion-related attributes influence buying decisions? 

o supplier image or corporate identity 

o public relations 

o suppliers reliability 

o personal relations 

o upstream integration 

o ISO certification 

 

Sacrifices: 

 How does Price influence your organizations perception of value? 

 How does Price influence your organizations buying decisions? 

 

 How does Time/effort/energy influence your organizations perception of perceived 

value? 

 How does Time/effort/energy influence your organizations buying decisions? 

o  Meetings required 

o Bargaining effort 

o Training employees using the equipment 

o Time spent developing a relationship with supplier 

o Energy invested with supplier 

 

 How does Conflicts influence your organizations perception of value? 

 How does Conflicts influence your organizations buying decisions? 

o Arguments with your supplier about business issues 

o Controversial arguments with supplier 

o Disagreements about how you both can achieve respective goals 

 

Trade-off: 

 What trade-offs do you make concerning the benefits you receive from a supplier, and 

the sacrifices you have to give up for these benefits? 

o Product-related benefits 

o Service-related benefits 

o Promotion-related benefits 

 Reminder of sacrifices: Price, Time/effort/energy, Conflict 



 

 

 How does the trade-off between Product-related attributes and sacrifices influence 

buying decisions: 

o How does the trade-off between Product-related attributes and price influence 

buying decisions? 

o How does the trade-off between Product-related attributes and 

time/energy/effort influence buying decisions? 

o How does the trade-off between Product-related attributes and conflicts 

influence buying decisions? 

 

 How does the trade-off between Service-related attributes and sacrifices influence 

buying decisions: 

o How does the trade-off between Service-related attributes and price influence 

buying decisions?  

o How does the trade-off between Service-related attributes and 

time/energy/effort influence buying decisions? 

o How does the trade-off between Service-related attributes and conflicts 

influence buying decisions? 

 

 How does the trade-off between Promotion-related attributes and sacrifices influence 

buying decisions: 

o How does the trade-off between Promotion-related attributes and price 

influence buying decisions?  

o How does the trade-off between Promotion-related attributes and 

time/energy/effort influence buying decisions? 

o How does the trade-off between Promotion-related attributes and conflicts 

influence buying decisions? 

 

RQ2: 

Departments involved and their degree of involvement: 

 What departments are/get involved in the buying communication (lateral involvement) 

o How does Purchase novelty influence the departments/divisions degree of 

involvement in the buying communication? 

o How does product Complexity influence the departments/divisions degree of 

involvement in the buying communication 

o How does product Importance influence the departments/divisions degree of 

involvement in the buying communication 

 What management groups are/get involved in the buying communication (vertical 

involvement) 

o How does Purchase novelty influence the degree of involvement in the buying 

communication? 

o How does product Complexity influence the degree of involvement in the 

buying communication 



 

o How does product Importance influence the degree of involvement in the 

buying communication 

Different roles in the buying center (several people or departments may hold the same role, 

a person or department may hold several roles): 

Finding the – Initiator(s) 

 Where in the organization is a problem first recognized that can be solved or avoided 

by acquiring a product or service? 

o Where is this first action of problem solving initiated? 

Finding the – User(s) – ALREADY DEFINED - (the hospital staff) 

 Defined as hospital staff 

Finding the – Influencer(s) 

 Who influences the decision process either directly or indirectly through providing 

information and criteria for evaluation and possible alternatives? 

Finding the – Decider(s) 

 Who are those with authority to choose among alternative buying actions? 

Finding the – Buyer(s) 

 Who are those with the responsibility to contract the suppliers? 

Finding the – Gatekeeper(s) 

 Who controls the flow of information from suppliers into the organization? 

 


