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Abstract 

The Purpose with this thesis was to create a better understanding of organizational buying behavior 

regarding electric vehicles (EVs) in Sweden. Organizational buying behavior is a well investigated 

subject and by many authors seen as a key to success.  

Electric vehicles are by many seen as superior from an environmental perspective and are by some 

referred to as the cars of the future. Due to political pressure, changing demands and an increased 

focus on a sustainable development, the auto industry has invested considerable resources into the 

development of such cars. However, the market’s response has been below industry expectations 

where a better understanding of existing and potential customers’ buying behavior is desirable. 

In order to create this understanding, the following three research questions have been investigated: 

“How can the organizational buying center when purchasing EVs in Sweden be described?” 
  

“How can the organizational buying process when purchasing EVs in Sweden be described?” 

How can the selection criteria for organizations when purchasing EVs in Sweden be described? 

A frame of reference has been developed with a foundation in recognized conceptualizations and 

models about buying processes, buying centers and selection criteria. The theoretical frame of 

reference has thereafter been tested empirically by conducting interviews for the two first research 

questions which thereafter served as foundation for a questionnaire with 181 respondents for the 

third question. Consequently, this thesis combines a case strategy and a survey strategy for 

investigating the research questions.  

The results indicate that the buying process for the respondent companies to a high degree aligns 

with theory, where some steps and aspects align more than others. Regarding the buying center, all 

roles could be identified in the reality but differs in some aspects. Findings in this thesis also describe 

the distribution of internal power and external influences regarding purchases of electric vehicles in 

Sweden. The conclusions show that environmental concern, closely followed by marketing 

possibilities is the main reasons for purchasing electric vehicles today. However, the conclusions also 

show that the EVs price, range and charging properties are large problems.   



 
 

Sammanfattning 

Syftet med detta arbete var att skapa bättre förståelse för industriellt köpbeteende angående elbilar 

i Sverige. Industriellt köpbeteende är ett väl omskrivet område och ses av många författare som en 

viktig nyckel till framgång.  

Elbilar anses av många vara överlägsna ur ett miljömässigt perspektiv och tros vara vad många kallar 

framtidens bilar. Politiska påtryckningar, förändringar i kunders efterfrågan och ett ökat fokus på 

hållbar utveckling har lett till att bilindustrin har investerat betydande summor pengar i att utveckla 

dessa bilar. Dessvärre har marknadens respons varit under bilindustrins förväntningar, där önskad 

kunskap om befintliga och potentiella kunders köpbeteende är önskvärt. 

För att skapa denna kunskap har följande tre forskningsfrågor undersökts: 

“Hur kan köpbeslutsgruppen vid köp av elbilar i Sverige beskrivas” 
  

“Hur kan köpprocessen vid köp av elbilar i Sverige beskrivas?” 

“Hur kan organisationers urvalskriterier vid köp av elbilar i Sverige beskrivas” 

En teoretisk referensram byggd på vedertagna konceptualiseringar och modeller om köpprocesser, 

köpbeslutsgrupper och urvalskriterier har utvecklats. Den teoretiska referensramen har sedan 

jämförts empiriskt genom intervjuer för de två första forskningsfrågorna som därefter utgjorde en 

bas för en enkätundersökning med 181 respondentsvar för den tredje frågan. Således kombinerar 

denna uppsats en fallstudie och enkätstudie som forskningsstrategi.   

Resultaten visar att köpprocessen för de företag som intervjuats stämmer bra överens med teori i 

flera avseenden där vissa steg i processen stämmer överens mer än andra.  För köpbeslutsgruppen 

kunde samtliga roller beskrivna i teorin identifieras i empirin. Dock skiljer sig vissa attribut och roller. 

Resultatet i denna uppsats beskriver också den interna fördelningen av beslutsfattande och externa 

influenser angående köp av elbilar i Sverige. Slutsatserna visar att fokus på miljö och 

marknadsföringsmöjligheter är de starkaste skälen till att köpa elbilar idag. Dessvärre visar också 

slutsatserna att elbilarnas pris, räckvidd och laddegenskaper är stora problem.  
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1. Introduction 
In an organizational context, understanding of one’s customer’s buying behavior is maybe the most 

important task for a marketer (Bunn, 1993). If understood, marketing and sales effort can be directed 

and adapted after customer preferences. Further, product characteristics can be developed and 

customized with respect to customer needs and the selling organization can create substantial 

advantages towards competitors. Consequently, understanding of organizational buying behavior 

(OBB) is by many authors seen as the key to success (ibid). 

OBB is defined by Webster & Wind (1972) as: 

 “The decision making process by which formal organizations establish the need for purchased 

products and services and identify, evaluate and choose among alternative brands and suppliers" 

The definition implies that OBB includes all activities related to an organization’s problem that has its 

potential solution in purchasing. Those activities are however difficult to fully understand since they 

are affected by several complex factors that differ between industries and products (Webster & 

Wind, 1972).  

Webster & Wind, 1972 states that the way organizations purchase is by authors often conceptualized 

as a process with sequential steps ranging from need recognition to the actual purchase and 

evaluation. However, the process is dynamic and influenced by the individuals involved in the 

purchase (ibid). Moreover, Sheth (1973) states that OBB is influenced by perceived risk, time 

pressure and the type of purchase. Sheth’s statement is shared by several authors describing the 

subject, who also emphasize the influence from political, economical, social and technological 

factors. Consequently, customer needs and hence demand can shift due to influencing macro factors, 

underlining the dynamic nature of business in general and OBB in particular (Fill & Fill, 2005).  

Among many influencing factors, increased awareness of the global environment has changed 

customer needs, influenced political guidelines and by that affected organizational buying behavior. 

With increased focus on the environment, both private and governmental organizations can benefit 

from an environmental friendly and green image, especially in industries that have a reputation of 

harming the environment and are associated with high pollution rates (Businessweek, 2007). These 

changes have affected the auto industry in particular, why companies in the industry have invested 

considerable resources into the development of electric vehicles (EVs) in order to displace fossil 

fuels. In Sweden, electric vehicles have been on the market for a few years, but the commercial 

success has been lacking. Today EVs only constitute about 0,025% of the Swedish car fleet (Vroom, 

2012), which can be compared to the Swedish national climate goal, stating that the car fleet should 

be totally independent of fossil fuels by 2030 (Trafikverket, 2012).  

The unsuccessful launch of EVs in Sweden and the reason for why customers do not buy EVs cannot 

fully be explained by industry specialists, indicating that a better understanding for OBB is required 

(Wirbing, 2013). However, little or no research have been made regarding OBB within the field of 

EVs, and since understanding of OBB is described as the key to success, it must be brought to light 

how organizations make their decisions regarding the purchase of electric vehicles.  
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1.1. Background  
This chapter aims to provide the reader with relevant information regarding organizational buying 
behavior, the global environment and the auto industry. The topics will be briefly discussed and serve 
as basis for our research problem and correlating research questions.  

 
1.1.1 Organizational buying behavior 

As mentioned in the introduction is an understanding of organizational buying behavior vital for an 
industrial marketer and its importance is described and emphasized by several authors (Webster & 
Wind, 1972). Total understanding of OBB is however hard to achieve as several complex aspects 
need to be taken into consideration. At first, OBB involves several functions and roles within an 
organization that participate in buying decisions, a phenomenon that (Robinson et al., 1972) 
conceptualized as buying center. A buying center is not a formal department or a part of a company’s 
formal organization structure, but rather an informal group that emerge in a buying situation, which 
composition and characteristics vary between companies and buying situations (Morris et al., 2001). 
 
The labels of the different roles within a buying center sometimes vary between authors. However 
the most recognized ones are outlined by (Webster & Wind, 1972) and are user, gatekeeper, 
influencer, decider and buyer. Additionally, the role initiator has been added to most descriptions. 
  
As the names imply, the initiator is the role initiating a purchase. User is the role using the product or 
service. Influencer is the role influencing the outcome. Buyer is the role conducting the actual 
purchase. Decider is the one confirming and controlling the purchase and maybe not as intuitively, 
the role gatekeeper acts as a controller of information throughout the organization and to other 
members in the buying center (Morris et al., 2001).  
 
Morris et al., (2001) describes that from a marketer’s perspective, the roles in the buying center are 
important to identify in order to direct marketing efforts. The roles can be both formal and informal, 
and vary throughout the buying process. Furthermore, it is common that different roles can consist 
of more than one person and that more than one role can be occupied by the same person (ibid). 
 
Another important part of OBB is outlined by Webster & Wind (1972) who states that there are 
different decisions and stages that customers go through when purchasing. There are several 
different models describing the stages as a process scheme where most models begin with need 
recognition and end with an actual purchase and evaluation. The stages between describe a 
sequence of steps that influence the choice of supplier and characteristics of the needed product. 
One of the most common description of the model, often referred to as buying process are made by 
the pioneers in the field of OBB, (Webster & Wind, 1972) who describe the process with following 
the steps:  
 

1.  Identification of need 
2.  Establishment of specifications 
3.  Identification of alternatives 
4.  Evaluation of alternatives  
5.   Selection of suppliers 

 
Depending on the buying situation, the sequence of steps may vary in the process. Some steps might 
be more or less emphasized and in some cases totally excluded. Robinson et al. (1967) divide the 



3 
 

different situations into three different buy classes: new task, modified rebuy and straight rebuy that 
relates to the organization’s experience of the product and supplier.  
 
Moreover Webster & Wind (1972) also outline that the steps in the buying process are both dynamic 
and too comprehensive for describing specific buying situations and that OBB to a large extent is 
influenced by individual, social, organizational, and environmental factors. A challenge using the 
models; buying center and buying process, therefore lies in their inability to distinguish between 
different buying situations and to understand the selection criteria that serve as basis for a purchase 
(Choffray & Lilien, 1978). 
 
Additional research has therefore been made in order to better understand which selection criteria 
organizations use as basis for buying decisions and choice of suppliers.  Authors’ that have 
investigated the area often mention price, product, quality, delivery and service as important factors. 
However, the selection criteria are often complex and consist of both qualitative and quantitative 
factors depending on the situation and purchase at hand (Dickson, 1966).  
  
Further, focus must be set upon the fact that OBB takes place in an organizational environment. By 
that, customers tend to be bigger in size but fewer in numbers. Another characteristic for 
organizational buying is that demand is derived; that purchases are done in order to fulfill a specific 
need and that OBB should be rational and only influenced by the purchasing organization’s corporate 
objectives and constraints (Fill & Fill, 2005). However one must be remembered that there is a buying 
center constituted by individuals that conduct the purchase. It is stated by authors that individuals 
often act after personal goals and rewards, why OBB often is not as rational as described by other 
authors (Wilson, 2000).  
 
To summarize, OBB occur as a result of an organizational need. It involves several steps and 
activities, are done by individuals who might have personal incentives for purchasing and are 
influenced by several macro factors (Webster & Wind, 1972).  
 

1.1.2 The global environment and climate changes  
There is no doubt that questions regarding the environment and climate changes in our society have 
gained more and more interest and focus in media and peoples’ everyday life. TV and newspapers 
constantly report about climate changes, the greenhouse effect, and how it will affect our lives in the 
future. This in turn has influenced both organizational and consumer buying behavior. Van den Bergh 
et al. (2010) describes that consumers buy environmental friendly cars in order to show to others 
that they care about the environment and that their main incentive for buying green products is 
status and self-indulgence. This change in consumer behavior is also investigated by (Chase & Smith, 
1992) who found that 80% of the consumers are willing to pay more for environmental friendly 
products.  
 
As mentioned in the previous chapter, OBB is derived, meaning that organizational purchases are 
done for a specific need. By that, it is possible to assume that the increased demand for green 
products is creating a derived demand for organizations to buy environmental friendly products. That 
statement is outlined by Chan et al. (2012) who describe that the major changes in attitude towards 
green products in the consumer market also have an effect on OBB. Chan et al. (2012) further 
conclude that the increased awareness about the environment among consumers has created a 
situation where both profit and non-profit organizations can benefit from being environmental 
friendly. 
 
Most central in the debate regarding the global environment is the emissions of CO2, where the auto 
industry is responsible for a large share. Depending on references, road transports account for about 
16-21% of the global CO2 emissions (Oica, 2010) ( IMO, 2009). ). In Sweden, where this study focus 
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upon, 30% of the country’s CO2 emission comes from road transports (Trafikverket, 2012). During 
the last decade, the emission per car has decreased, but since the number of cars and road 
transports has increased during the same time, the total CO2 emission from road transport has 
increased (Konsumentverket, 2012) (Swärd, 2012). From a global perspective, the problems are 
worse in bigger cities where the air pollution can be around 15-20 times the recommended max 
safety level announced by the World Health Organization, underlining the importance of 
environmental friendly EVs (Murphy, 2013). 
 

1.1.3 The Swedish auto market and climate goals 

The total car park in Sweden consists of around 4.3 million cars. During 2012, 279 094 new cars were 

registered. Of these, 38,5% were privately owned, 42,0% company owned and 19,5% purchased by 

car dealers. The distribution of type of fuel used by these cars can be seen in figure 1 below (Vroom, 

2013).  

 

Figure 1: Distribution of fuel types for the Swedish car fleet. Source: Author’s construction based 

on data from Vroom, 2013.  

The European Union has set climate goals for 2030 and 2050. The first goal to 2030 is to reduce the 

emissions from road transports with 20% within the European Union, compared to the levels 2008. 

The second goal stretches to 2050 where the aim is to further have reduced the emissions with 70% 

compared to 2008 (Trafikverket, 2012). 

Sweden however, has set its own national goals. Until 2030, the goal is to have a car park that is 

totally independent of fossil fuels. More precisely, the aim is to reduce the usage of fossil energy by 
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at least 80%. As a part of the overall national climate goal of 2050, the pollution from road transports 

shall be close to zero (Trafikverket, 2012). 

Further on, EU has regulated a law regarding new emission standards that car manufacturers must 

comply with. The law says that to 2015, each manufacturer’s average pollution per car is allowed to 

be on a level of maximum 130g/km. To 2020 the aim is 95g/km. Manufacturers who do not comply 

with this in 2015 will risk to get fined. Trafikverket (2012) has further calculated that the future levels 

that is required to reach the European climate goals are 70g/km to 2020 and 50g/km to 2030. This 

can be compared with the fact that the average CO2 pollution per passenger car in sweden 2012 was 

142g/km (Transportstyrelsen, 2011). 

As can be seen in figure 1, less than 0,1% of the cars sold 2012 were electric ones. If Sweden wants to 

reduce the car park’s usage of fossil fuels by 80% until 2030, it thus means that that there is still a 

very long way to go and that something has to happen with the poor sales figures concerning electric 

vehicles. Trafikverket has made a forecast, shown in figure 2 over how the climate goals in Sweden 

will proceed, if we continue as today: 

 

Figure 2: Forecast over Sweden’s climate goals. Source: Adapted from Trafikverket, (2012). 

As can be seen in figure 2, the future does not look bright from an environmental perspective. Hence, 

to create purchase incentives and change the trend, Trafikverket (2012) argues that the Swedish 

government must with the use of fiscal instruments, stimulate the market to buy more electric 

vehicles.  
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1.1.4 The auto industry’s climate solutions 

To adapt to the environmental changes, the auto industry has developed a couple of technologies 
that address the problems in different ways. All these solutions exist today and will be presented and 
examined.  
 
First off, there is conventional cars that run on gasoline or diesel. These types of cars constitute over 
99% of the world’s carpool and shall not be seen as a solution. Instead, these types of cars are the 
ones we need to stop using. Even though their fuel efficiency has advanced during the last decade, 
they still possess the worst efficiency, which is around 17%, and the highest rate of pollution (ELFIR, 
2007). 
 
Hybrid cars are a solution that has been on the market since 1997. These types of cars combine a 
traditional combustion engine with an electric engine. By combining these techniques, it is possible 
to raise the efficiency to 21-25% for gasoline cars and to 26-29% for diesel cars (ELFIR, 2007). 
 
Similar to the hybrid cars are the so called Plug-in hybrids, which work very much as regular hybrids 
but with the exception that they have a bigger battery pack. These batteries can be charged from the 
mains and are of such size and capacity that the car can run shorter distances solely on electricity. 
Today cars exist that can travel up to 50-80km solely on electricity before the combustion engine 
starts (ELFIR, 2007). 
  
Fuel cells in combination with an electric engine are another emerging technology. These types of 
cars use hydrogen in liquid or gas state and have a range of around 500km (DN, 2012). Though the 
only byproduct from these cars are water, the production of hydrogen takes much energy and the 
result is that the cars’ efficiency is only around 23% for gas hydrogen and 17-19% for liquid hydrogen. 
This means that they are just quite better than the conventional cars (ELFIR, 2007). 
 
The last and most environmental friendly type of cars are the electric ones. These use big battery 
packs, often lithium based ones, which can be charged from the mains and usually take the car 100-
200km depending on manufacturer and model. The time to fully charge the batteries usually varies 
between 6-12h depending on battery size and producer, however some cars can be charged to 80% 
capacity in just 20-60 minutes when using a high power socket (Green Highway, 2012). Their 
efficiency is around 68% which is unbeatable in the today’s market. Important to remember though, 
is that these cars not are green if the electricity they use is not from renewable sources (ELFIR, 2007). 
 
To summarize, the most environmental friendly types of cars are the ones that runs solely on 
electricity. A general perception is that their range is too short. However, studies have shown that 
most car users in Sweden don’t go further than 30km/day and that most of all travels are shorter 
than that. Further, 50% of all travels with a car are shorter than 5km and even shorter in urban areas 
(Trafikverket, 2012). If driving these distances with a conventional car, there is not enough time for 
the combustion engine to be heated, resulting that the CO2 emission is around 35% higher than 
usual, further underlining the importance of EVs in urban areas (Naturskyddsföreningen, 2010). 
Consequently, there is a need for EVs but despite all the benefits the cars possesses, the sales in the 
industry are lower than expected by market analysts (Jato, 2011).  
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1.2 Problem discussion 

Increased carbon emissions and pollution from cars driven on fossil fuels are creating problems in 
urban cities and as consumers are becoming more concerned about the global environment, 
organizations are given several incentives to drive environmental friendly electric vehicles (Chan et 
al, 2102). Further, the climate goals of Sweden and EU put pressure on the auto industry to adapt 
(Trafikverket, 2012). 
 
As a response, actors in the auto industry have invested remarkable resources in development of 
EVs. The auto industry’s perceptions of EVs are that they are satisfying customer wants and needs 
(Gigou, 2013). However, the market’s response in terms of sales is indicating the opposite (Vroom, 
2012). As described by several different authors over decades, understanding of one’s customer’s 
OBB is of utmost importance for achieving success (Bunn, 1993). By understanding how customers 
buy EVs, companies in the industry can develop successful marketing strategies, and most likely 
increase sales.  
 
However, little or no research has been made in order to understand the current and potential 
customers’ buying behavior regarding EVs. The situation gets complicated since EVs are made out of 
new technology and the customer’s incentives for buying might differ compared to conventional cars 
(Gigou, 2013). It is possible to assume that the buying behavior share some characteristics with the 
buying behavior for other high-tech products. At first, products that aim to satisfy the same need can 
differ in technology which makes it hard for the buyer to compare alternatives. Further, new 
technology is innovative in nature and there is a lack of experience and trust in the aftermarket, 
which increases the risk for the purchaser (Abratt, 1986). 
 
From the seller’s perspective is the knowledge regarding OBB and the customer’s incentives for 
purchasing limited and there is little previous experience to rely on. Further it is possible to assume 
that a lot of uncertainty affect the customer’s buying decisions and that there is a lot presumed 
perceptions regarding EVs (Gigou, 2013). Consequently, there is a need to understand how 
organizations identify the need of EVs and the following steps towards an actual purchase. If being 
more specific, there is a need to understand current and potential customers’ buying process and 
how the different steps are emphasized and characterized.  
 
As described in literature, the roles in the buying center are challenging but important to identify 
(Morris et al, 2001). In the case of EVs are the understanding about the roles of user, gatekeeper, 
influencer, decider and buyer limited and due to the indistinct and unknown incentives for buying, 
the situation becomes more complicated. It is mentioned that incentives for buying green products 
are status and self-indulgence and that motives in the buying center to a large extent is individual, 
why it is possible to assume that the structure and dimensions of the buying center regarding EVs are 
different compared to conventional cars (Van den Bergh, 2010). It is therefore highly important to 
understand the characteristics of the buying center regarding EVs in order to direct marketing efforts 
towards the right individuals and to better understand OBB.  
 
Further, OBB is influenced by several variables such as political, social, organizational, and 
environmental factors. These factors are influencing buying behavior in many aspects and are 
influencing the incentives and selection criteria among customers. To understand the customer’s 
selection criteria is important since it describes which attributes of a product or service that is 
important for the customer (Cheragi et al, 2011). In the case of EVs, the selection criteria to a large 
extent are unknown, which has created a situation where marketing efforts lack distinctiveness and 
understanding of how customers choose suppliers.    
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1.2.1 Research problem 
Based upon the information mentioned in previous chapters that clarifies the relevance and 
importance of investigating OBB, the research problem can be presented. There is no doubt that 
there is a need of understanding why, or why not organizations buy electric vehicles and that the first 
step to fill this gap of knowledge is to investigate the buying behavior for such organizations. The 
research problem for this research is therefore to: 
 
“Increase the understanding of organizational buying behavior regarding electric vehicles in Sweden” 
 
1.2.2 Research questions 
In order to create the requested understanding are the research problem divided into three research 
questions, that by themselves will constitute new knowledge, and put together will serve as 
foundation for answering the research problem.  
 
The most central models/concepts, described in literature regarding OBB are the buying process and 
the buying center. By investigating the structure and different roles of the buying center and how 
they relate to the different stages in the buying process for EVs, the goal is to understand how 
different steps are characterized and how the steps are influenced by different roles in the buying 
center. Hence, two research questions have been compiled as follows: 
 

“How can the organizational buying center when purchasing EVs in Sweden be described?” 
 

“How can the organizational buying process when purchasing EVs in Sweden be described?” 
 
Since EVs are new technology is it assumable that a lot of uncertainty is involved with the purchase 
and that current and potential customers are not totally rational (Abratt, 1986). To understand the 
specific criteria that serve as foundation for buying or not buying an EV is therefore highly important. 
Hence, the third and last research question is: 
 

“How can the selection criteria for organizations when purchasing EVs in Sweden be described?” 
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2. Literature overview 
To ease the reader into the subject at hand and provide the necessary theory that later on will be 

developed into a frame of reference, the purpose of this chapter is to present and discuss existing 

theory within the field of organizational buying behavior. 

2.1 Characteristics of organizational buying behavior 

As described in the introduction, OBB includes all activities related to an organization’s problem that 

has its potential solution in purchasing. Further on, OBB is a complex and dynamic process that 

involves many people and encompasses many types of relationships and multiple goals (Webster & 

Wind, 1972). OBB is also to a large extent influenced by the organization’s context and surrounding 

environment in terms of political, economical, social and technological forces. Such factors may have 

a direct or indirect impact on the purchase and are important to consider (Webster &Wind, 1972). 

Bunn, 1993 outlines that understanding of one’s customer’s buying behavior is by many authors seen 

as the key to success. That is the reason why selling firms try to gather as much information as 

possible and use the information to their advantage. However, OBB is difficult to fully understand 

since it is affected by several complex factors (Bunn, 1993).  

Maybe the two most important aspects describing OBB is that it is a dynamic process and that it 

involves many people (Bunn, 1993). The process, often referred to as buying process is 

conceptualized by several authors that divide the process into several steps, describing the course of 

event from need recognition to the actual purchase. The different steps often require a decision by 

themselves where each decision also is influenced by several people (Bunn, 1993).  

The people involved in the decision making is by authors referred to as buying center or decision 

making unit, and are characterized by different roles and functions that affect the purchase in 

different ways (Webster & Wind, 1972). To identify these roles in the buying center is a challenging 

task for marketers, but to understand the interpersonal interactions within the buying center is an 

even more challenging task (Bonoma & Zaltman, 2011). 

Corey, (1978) describes that even if it sounds logic that organizational decision makers would always 

act in order to best fulfill company objectives, one must be remembered that an organization is a set 

of different individuals whose needs are both complex and also might be personal. Corey, (1978) also 

outlines that personal goals and potential rewards are the major forces of motivation for members in 

the buying center. Further, it is by several authors described that the formal organization and 

members of the buying center influence each other and the buying decision. Wilson, (2000) argues 

that these influences are making the buying decision irrational and that the rationality associated 

with OBB is a facade. As a consequence, he also states that OBB rather should be seen as a reflection 

of the corporate culture and a set of predetermined bureaucratic steps that decision makers must 

follow in order to show due diligence and by that earn personal economic or non-economic rewards.  

Further on, OBB takes place in an organizational context, why there are some major differences 

when comparing OBB to consumer buying behavior, which is illustrated in Table 1. 
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Table 1: A comparison of buying characteristics in organizational and consumer market. 

 

Source: Adapted from Fill & Fill, 2005 

At first there are fewer but larger customers and suppliers that both work under formal organizations 

influenced by corporate objectives and constraints. For organizations, all purchases are derived to a 

specific problem or need, why OBB is more rational and professional whereas consumer buying is 

more personal and emotionally oriented. In general, organizations also buy larger quantities and buy 

products that are more technically complex. As a consequence, organizations tend to spend more 

time searching for different suppliers and information, and also involve more people, why the buying 

process often takes place over an extended period of time (Fill & Fill, 2005). 

 

2.2 The buying situation 

Depending on a company’s earlier experience of the product and supplier, the extensiveness and 

character of the purchase differ. Robinson et al. (1967) stated three buy classes: new task, modified 

rebuy and straight rebuy.  

A new task is a buying situation that occurs when the organization is about to purchase a new type of 

product from which they have no previous experience of. For this buying situation, the buying center 

is more focused on a suitable solution rather than price, and due to the lack of previous experience, 

the purchase involves more risks. Hence is the information gathering extensive and several potential 

solutions and suppliers are considered (Robinson et al., 1967). It is common that the technical 

members tend to be the key people in the buying center regarding this type of buying situation. 

When selling to an organization in a new task situation, the selling organization can gain advantage if 

fully understanding the buying organization’s problem and by that help to develop specifications and 

requirements in collaboration with the buyer (Havaldar, 2010). 

Modified rebuy is when the organization buys something that has been bought before but wants to 

change some elements, for instance supplier, payment terms, specifications, quantity, color etc. 

(Havaldar, 2010). The situation might also occur if the buying organization is dissatisfied with the 

Consumer buying Organizational buying 

characteristics characteristics

Number of buyers Many Few

Purchase initiation Self Others

Evaluative criteria Social, ego and level Price, value and level

of utility

Information search Normally short Normally long

Range of supplier choice Small number of suppliers Can be intensive

considered

Importance of supplier choice Normally limited Can be critical

Size of orders Small Large

Frequency of orders High Low

Value of orders placed Low High

Complexity of decision making Low to medium Medium

Range of information inputs Limited Moderate to extensive



11 
 

performance of their current supplier. Regardless the reason of modification, information gathering 

is necessary. However, the gathering differs from a new task since the buying organization often is 

more aware of their need and is experienced within the field. When facing these types of situations, 

both present and potential suppliers must understand the buying organization’s reason for 

modification and its new requirements in order to adapt (ibid).  

 

Straight rebuy is a situation where the organization buys the same product, from the same supplier, 

in the same amount on the same terms. Such purchases involve a minimal amount of risk for both 

the buyer and seller. Existing suppliers should try to develop relationships with the buyer and never 

make the buyer dissatisfied. Further it is important to be aware of changed needs and requirements 

of the supplier. Outside suppliers should exploit possible disadvantages of the current supplier and 

by that initiate a small test-order that hopefully will increase over time (Havaldar, 2010). 

 

In addition, Bunn (1993) developed another model describing the buy classes, which to a large extent 

is based on Robison et al. findings. However, Bunn’s model includes six classes which differ a bit from 

the older model. 

 

1. Casual purchase 

This type of purchase is of minor importance and requires no research. The buyer has a wide 

spectrum of alternatives to choose from and there is very little uncertainty surrounding the 

purchase. Further, no analysis is performed, and very much are done on routine. 

 

2. Routine low priority 

These types of purchases occur more frequently than casual purchases and are also of a little more 

importance for the organization. Time spent on research is limited, and usage of analyzes is 

moderate as is the surrounding uncertainty. Procurement of production supply items, components or 

raw material are characteristic for these types of purchases. Even these types of purchases are very 

much done on routine. 

 

3. Simple modified rebuy 

This type of purchase is quite important for the organization. Little uncertainty surrounds the 

purchase and the organization has a moderate power choosing from a narrow set of options. 

Research and analyzes are carried out on a moderate level and certain parts are done on routine. 

Characteristic for this buy class is the focus on proactive issues which is more extensive compared to 

other purchases that are of the same importance for the organization. Efforts are made to find a 

supplier who can secure future deliveries and with whom a long business relationship can be built. 

 

4. Judgmental new task 

The main characteristics for this type of purchase are the relatively high level of importance and 

uncertainty. No other buy class faces the same level of uncertainty. This uncertainty can be based on 

the usage of a new supplier, technology complex product or no earlier experience of the product to 

just mention a few reasons. Research, proactive focusing and analyzes are held at moderate level 

and as a result of the uncertainty, there is little reliance on established procedures and routines. 

Instead, the personal judgment of a small, informal network is the basis for the decision. 
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5. Complex modified rebuy 

This buy class is the most rational one. The purchase is important for the organization and as a 

consequence they put much effort in research, analyzing, planning and control. Further 

characteristics are a strong power position, many alternatives to choose among and a low degree of 

uncertainty. Often, parts of these types of purchases are done on routine. 

 

6. Strategic new task 

This buy class involves the organization’s absolutely most important purchases from a financial and 

strategic point of view. The organization possesses a strong power position and has a quite narrow 

spectrum of alternatives to choose from. Further on is the level of uncertainty moderate. The 

organization performs extensive research and analyzes, which are complemented with lot of focus on 

proactive issues. Compared to all other buy classes, this one involves much more effort on all the 

buying stages and long term planning is something that permeates the whole process.. 

 

To summarize, Bunn (1993) considers his work to be an extension to the earlier findings from 

Robinson et al. (1967). He suggest that his buy classes, one and two (Casual and Routine Low Priority) 

loosely correspond to the straight rebuy, and that three and five (Simple Modified Rebuy and 

Complex Modified Rebuy) is similar to the modified rebuy, and finally four and six (Judgmental New 

Task and  Strategic New Task) correspond with the new task situation. 

2.3 The buying process 
Attempts to describe organizational buying as a process, with several stages in a certain sequence 

have been made by several authors. However, some authors state that the steps necessarily are not 

sequential due to the complexity that arises in certain buying decisions. Some stages might be 

parallel and repetitive, and in some cases excluded.  

One of the most recognized models is made by Robinson et al (1967) who describe the sequence, as 

a set of eight activities (buy phases) as following:  

1.    Recognition of a problem or need. 
2.     Determination of the application or characteristics and quantity of needed product. 
3.     Development of specifications or description of needed product. 
4.     Search for and qualifications of potential suppliers. 
5.     Obtaining and analyzing supplier proposals. 
6.     Evaluation of proposals and selection of suppliers. 
7.     Selection of an order routine. 
8.     Performance feedback and post-purchase evaluation. 

 

1. Recognition of a problem or need 

Someone within the organization faces a problem or a need that has to be solved/fulfilled. 

Sometimes a clever marketer can be the first one who recognizes the problem or need. 

 

2. Determination of the application or characteristics and quantity of needed product 

In this phase the organization tries to answer questions such as, how to solve the problem? What 

kind of product(s) to take under consideration? What quantities of products are needed? 
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3. Development of specifications or description of needed product 

This phase is very much related to phase two, but goes deeper and determines specific properties 

and characteristics of the needed product. Sometimes external help is used in the form of 

consultants or suppliers to ensure the right specifications. 

 

4. Search for and qualifications of potential suppliers 

Here the organization search for suppliers that are acceptable and qualified regarding service level, 

quality of products, delivery reliability etc. Further dimensions that matters are what kind of type the 

organization is (government, private etc), in which buying phase the organization is, and the amount 

of individuals in the buying center that are involved in the purchase. 

 

5. Obtaining and analyzing supplier proposals 

In this phase, the organization sends out inquires to the qualified suppliers to obtain proposals 

including product specifications, price, delivery period, payment terms, taxes and duties applicable, 

transportation cost, cost of transit insurance and any other relevant cost or free service provided. 

These proposals are then analyzed and compared to each other. 

 

6. Evaluation of proposals and selection of suppliers 

The proposals are evaluated and the organization selects one or more suppliers. In many cases and 

organizations is it common to use a set of weighted, agreed-upon factors, as a basis for the 

evaluation. 

Further on, new negotiations may take place with the chosen supplier(s) where specifications, pricing 

etc. are further discussed. In the case where the organization faces the alternatives of producing in 

house or buy the product, the costs are compared and if the choice is to produce by themselves, the 

buying process stops at this stage. 

 

7. Selection of an order routine 

In this phase, the order routine is determined between the parts. Including parts are placement of 

orders, quantity to be purchased from each supplier, order frequency and delivery schedules, levels 

of inventory needed, follow up of actual delivery to ensure it’s consistent with the delivery schedule, 

and from the supplier’s side, a check that the buying organization has followed the payment terms as 

agreed upon. 

 

8. Performance feedback and post-purchase evaluation 

In this final phase, the organization evaluates each supplier. The user department comments on if the 

product solved their problem or not. If everything has worked satisfactory, no changes will take 

place. However, if the opposite has occurred, an earlier rejected supplier or a new one may get the 

chance to get the deal next time instead.  

In addition described Webster & Wind in their well-recognized paper from 1972 about organizational 

buying behavior, five different steps which they call buying process: 

1.  Identification of need  
2.  Establishment of specifications 
3.  Identification of alternatives 
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4.  Evaluation of alternatives 
5.  Selection of suppliers 

 
Consequently is the description made by (Webster & Wind, 1972) very similar to Robinson’s eight 
stages. The steps in both authors descriptions might sound logic and reasonable. However is the 
nature of OBB complicated and the activities within the different stages are difficult to forecast as 
they often are dependent on the buying situation and several influencing factors and individuals. 
Webster & Wind are well aware of this, why they also underline that their model of the buying 
process is very general. 
 

2.3.1 Buygrid framework 

Depending on buying class, different steps in the buying process is included, less emphasized or 

skipped. Robinson et al. (1967) have therefore outlined the buygrid framework as can be seen in 

Table 2.  

Table 2: Buygrid framework 

 

Source: Adapted from Robinson et al. (1967) 

As the table shows, all steps in the buying process are relevant for the situation of a new task, which 

also is the most difficult situation for the buying organization. The focus lies mostly upon the solution 

rather than the problem, why the extensiveness in the buying center is high and a lot of information 

is needed. Depending on the specific purchase, Robinson et al. (1967) shows that the first steps are 

less emphasized for a modified rebuy. That is due to the existing knowledge of the problem’s 

solution and experience of the product’s characteristics. For the straight rebuy, which often is made 

in a routine manner, different offers from suppliers might be analyzed and the order routine might 

be questioned. However, the last step in the buying process; performance feedback and evaluation is 

a continuous task done in all buying situations.  

2.4 The buying center 
Typical for buying centers are the different roles throughout the buying process, where a role can 

consist of several individuals or even functions. Moreover can the roles for individuals vary over time 

and be more or less formal. It is not uncommon that the same individual can act more than two 

roles, e.g. that the purchasing manager can act as decision maker, influencer and gatekeeper at the 

same time. (Webster & Wind, 1972) has labeled the roles as following: User, gatekeeper, influencer, 

Buyphases (Phases in Buying Process)              Buy Classes (Buying Situations)

New Task Modified Rebuy Straight Rebuy

1. Problem recognition Yes Maybe No

2. Characteristics and quantity of needed item Yes Maybe No

3. Description or specification of needed item Yes Maybe No

4. Search for and qualifications of potential suppliers Yes Yes No

5. Obatining and analysing supplier proposals Yes Yes Maybe

6. Evaluation of proposals and selection of suppliers Yes Yes No

7. Selection of an order routine Yes Yes Maybe

8. Performance feedback and evaluation Yes Yes Yes
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decider and buyer. In addition, Gronhaug (1976) has added the role initiator. Beneath follows a brief 

description of the six different roles and their characteristics.  

Initiator is which like the name implies the one or those who initiate a need of purchase.  

Users are those who will use the product and are therefore directly affected by the product at hand. 

As a consequence, users also tend to act as influencers, initiators and depending on the product also 

be involved in the development of product characteristics and specifications (Morris et al., 2001).  

Gatekeeper is the role that controls the flow of information in the organization to other members in 

the buying center (Morris et al., 2001). The typical gatekeeper is often illustrated as a receptionist or 

secretary that can forward messages throughout the organization. However, the role of the 

gatekeeper can be occupied by any person in the organization. To identify the gatekeeper is 

important but is often a difficult task that gets more complicated since other members in the buying 

center seldom are aware that gate keeping activities are being performed (Lamb & Dunne, 2011). 

Another interesting finding is made by Pettigrew (1975), who examined communication patterns in a 

buying firm and found that some individuals often act as gatekeepers in order to affect the output 

after personal preferences.  

Influencers are those who can influence the purchasing decision by providing information and 

recommendations. In organizational buying, the influencers are often found in technical departments 

where they by defining specifications influence the entire buying situation (Morris et al., 2001). 

Deciders are those who confirm and control the actual purchase.  It is a difficult role to identify since 

several persons in the organization might have the permission and formal authority to buy, but it 

may be someone else that takes the official decision and controls the output and conditions of the 

purchase (Lamb & Dunne, 2011). 

Buyers often have the responsibility and authority of contacting suppliers and by that also act as 

gatekeepers. However, the selection of suppliers is very dependent and limited to the specifications 

why the buyers often are involved in the latter stages of the buying process and often act as the final 

decision maker and actual performer of the purchase (Webster & Wind, 1972).  

2.4.1 Dimensions of a buying center 

All buying situations share some sort of similarities. Johnston & Bonoma (1981) state that even in 

two diametrically opposed buying situations, there exist some similarities regarding patterns of 

interaction and social behavior in the buying center. They further define a buying center as a 

communication network with close to standardized patterns of communications that depends on the 

relationships between the roles involved rather than a unit of people derived from the formal 

organization.  

By investigating the structure and interaction patterns in a buying center, Johnston & Bonoma (1981) 

described five dimensions within a buying center with the following characteristics: 

 Lateral involvement measures how many different functions, departments and/or divisions 

that are involved in the purchase decision. For instance, both the logistics and engineering 

department can be involved in the purchase of new trucks. A finding by Johnston & Bonoma 

(1981) declares that the size of lateral involvement depends on the products novelty and 
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importance, where the higher degree of importance and novelty, the higher was the lateral 

involvement. Moreover indicates a high degree of lateral involvement that the buying 

process is less formal where different departments might have different goals with the 

purchase. In such cases, conflicts are a common consequence. On the other hand, a too 

narrow involvement can lead to a lack of diversified thinking and necessary input for an 

optimal decision (ibid).  

  

 Vertical involvement measures the degree of hierarchical involvement, where different 

buying situations can involve people from the board of directors to clerical workers. Complex 

and capital intensive products tend to increase the level of vertical involvement. However, 

the degree of vertical involvement is depending on the internal organization structure and 

how the organization manages purchasing in general (Johnston & Bonoma, 1981). 

 

 Extensiveness is the total number of individuals involved in the purchase. In many situations 

there are more than one person involved from both the lateral and vertical dimensions 

(Morris et al., 2001). When investigating the dimensions, Johnston & Bonoma (1981) 

concluded that the higher degree of formalization, the higher extensiveness in the buying 

center.  

 

 Connectedness regards how members of the buying center are linked to each other and how 

they communicate concerning the specific purchase at hand. Empirically, connectedness can 

be measured as a percentage of the total possible connectedness in the specific buying 

center (Johnston & Bonoma, 1981). Further do Johnston & Bonova (1981) underline the 

importance of connectedness and assume that the most connected person in the 

organization has a high degree of influence and therefore is important from a marketer’s 

perspective.   

 

 Centralization describes how concentrated the decision making and communication is in the 

organization. Connectedness is also important since isolated communication patterns 

between decision makers can help a marketer to direct the marketing efforts (Johnston & 

Bonoma, 1981). 

2.5 Factors influencing OBB 

Several studies have been made investigating factors that influence the buying behavior in 

organizations. Before Webster & Wind (1972) made a more comprehensive research regarding 

influencing factors, the previous studies were focusing on specific areas ranging from rational 

economic factors to intrapersonal interaction between members in the buying center (ibid).  

As a response to the lack of comprehensiveness, Webster & Wind (1972) proclaimed four classes of 

variables describing OBB: individual, social, organizational, and environmental. The classification of 

variables has thereafter been elaborated and complemented by several authors who have resulted in 

another well-established framework called PEST. A model which name consists of the initial letter of 

the factors it is describing: political, economical, social and technological (Fill & Fill, 2005). 

The environmental factors are defining the surrounding conditions and constrains in terms of 

available goods and technology. For instance, the emerge of internet and increased use of 
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technology has drastically changed the way business is done. Regarding OBB has internet increased 

the flow of information, eased global communication and developed new types of marketing 

channels. It has resulted in a situation where technicians and engineers participate more in the 

buying center and the searching for potential suppliers is more intense, and also less time consuming 

(Fill &Fill, 2005).  

Political regulations and the macro environment are also forces defining the surrounding 

environment. Depending on the specific situation and the product at hand, may political and legal 

decisions be a predominant force affecting OBB.  For instance, political subventions and tax 

regulations can affect the choice of supplier (Fill & Fill, 2005).  

GDP growth, interest rates, inflation etc. has an impact on the customer’s need and wants and must 

therefore be taken under consideration. Changes in macro-environmental variables differ in the way 

they affect certain products and sectors. For instance tend movements of interest rates have a 

significant impact on capital intensive products and investments. Since the demand in industrial 

markets is derived should attention also be drawn to the expected need of the end consumers and 

also how economic changes might affect them (Fill & Fill, 2005).   

As the name implies, OBB is also to a high degree influenced by the specific organization. In 

particular, the organization’s goals, its members, its context, and its constraints in terms of financial, 

human and technological resources (Webster & Wind, 1972). The organizational context is also 

influencing group behavior. Katz & Kahn (1966) argues that members in an organization get so 

affected by the belongingness to each other and boundaries towards those who are not members 

that they develop a sub culture with common values and shared expectations. This phenomenon is 

also emphasized by Webster & Wind (1972) who conclude that the individual decision maker would 

act differently alone or in another organization.  

Bonoma & Zaltman (1978) are further describing how social factors influence the decision making 

and are emphasizing two major issues that complicate the buying process. At first is the attraction of 

the buyer for the selling firm highly influencing. Consequently purchasers prefer to conduct business 

with those they relate to as friends. By that, purchasing managers still expose their friends to 

competition, but tend to be more transparent in their communication and value the trust that 

follows with a good relation (ibid).   

The importance of relationships is also described by Fill & Fill (2005) who distinguish between 

relationships that are based on trust and mutual gain, and those relationships which are formal and 

based on a market structure.  The main difference between the types of relationships is the style of 

communication, which in turn influence the buying center. If the communication has its basis in a 

relational structure, the behavior in the buying center becomes cooperative and constructive. These 

types of relationships imply an investment for both parts and create barriers towards other options 

in terms of switching costs. Regarding relationships of more transactional character, communication 

tends to be polite and formal, making the behavior more unsupportive and short-term (ibid).  

Further, the selling firm’s reputation and respectability can also influence the choice of supplier. If 

the purchase involves risks and high costs, purchasing managers tend to prioritize stability and by 

that rely on the supplier’s size, previous experiences and history (Bonova & Zaltman, 1978).  
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Except influences from the organization and other members of the buying center is the decision 

making to a large extent personal. Understanding what motivates the individual is a complex task, 

yet vital since it is the individual who is the target for the marketing effort. How individuals react to 

market stimuli is depending on several factors such as personal preferences, education, motives, 

attitude, previous experience etc. (Webster & Wind, 1972). After studying the dynamics of industrial 

procurement, Corey (1978) found two important factors affecting the individual buying behavior. At 

first, the internal measurement system for purchasing performance and also how important the 

purchase was to upper management. Consequently, Corey (1978) outlined that the main motivation 

for individuals working in organizations is to satisfy personal goals and earn both economic and non-

economic rewards.  

Moreover is the communication towards customers underlined by Webster & Wind (1972) as the 

most important environmental factor since the information flow can be seen as a reflection of other 

previously mentioned factors. Consequently it is important for organizations in the B2B market to 

identify and understand the underlying forces, institutions and stakeholders that affect the 

environmental factors.  

2.6 The Sheth model 

Another model for describing OBB is developed by Sheth (1973). He argues that organizational buyer 

behavior consist of three different aspects, see Fig 3. The first one is the psychological world of the 

individuals involved in the buying decision. The second aspect concerns the circumstances 

surrounding the joint decisions among these individuals and finally the third and last aspect, the 

conflict among the decision makers that always occur, and the resolution they reach as a result of the 

usage of a variety of tactics. 

 

The psychological world of the individuals refers according to Sheth (1973) to the expectations of the 

decision makers. These expectations have been created through five different components: the 

background of the individuals, information sources, active search, perceptual distortion and 

satisfaction with past purchases. The expectations usually concerns product quality, delivery time, 

quantity of supply, after-sale service where appropriate, and price. Further it is stated that conflicts 

between users, purchasing agents and engineers most often is a result of different expectations, 

objectives and judgment criteria. 

 

Though most business related decisions are made jointly by the individuals involved in the buying 

process, it sometimes happens that decisions are delegated to just one individual. In these cases it is 

very important for the supplier/marketer to identify who this person is. Sheth (1973) outlines that 

there are six different factors that determine if the buying decision will be joint or autonomous. 

These six factors can be divided into two categories, product-specific factors and organization-

specific factors, both including three factors respectively. 

 

The first product-specific factor is perceived risk in buying decisions. This refers to the uncertainty 

surrounding the decision maker and his fear of making a wrong choice and the negative consciences 

it may entail. The greater the perceived risk is, the more likely it is that the purchase decision will be 

decided jointly. 
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The second product-specific factor is type of purchase. If it is a routine purchase or limited to 

maintenance services and products, it is likely that the decision will be delegated to just one 

individual. On the other hand, if the product is totally new for the buying organization or if the 

purchase is an unusually large investment, it is more likely that the purchase decision will be agreed 

upon jointly. 

 

The third product-specific factor is time pressure. If the time pressure is imminent, the more likely it 

is that the decision will be delegated to one party since jointly decisions often takes more time. 

 

The first organization-specific factor is company orientation. If a company for instance is low-cost 

oriented, it is likely that the accountants and finance managers will be the ones who make the buying 

decisions. In a company which is technology oriented, the engineers will possess the greatest power 

and so on. The second organization-oriented factor is company size. The larger the company is, the 

more commonly it is that decisions are made jointly. The third and last organization-oriented factor is 

degree of centralization. The greater the centralization is, the more likely it is that the decisions will 

be autonomous. 

 

Figure 3: Illustrative summary of the Sheth model.  Source: Sheth (1973).  

2.7 Selection criteria 
As mentioned in previous chapters, several authors has underlined the importance of OBB and 

conceptualized it with models describing the process, people involved and different factors 

influencing. In addition research has been conducted in order to define which actual criteria that 

leads to the selection of a certain product and supplier. For organizations are the selection of 

suppliers an important task since the choice can have direct and substantial impact on costs and 
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quality (Benyoucef et al., 2003). However, the characteristics of OBB are making the selection of 

suppliers a complex multi-criteria problem which includes both qualitative and quantitative criteria 

(Dickson, 1966). Further, suppliers differ in the way they fulfill different criteria (Benyoucef et al., 

2003). For organizations it is important to focus upon the right criteria, and for suppliers to fulfill the 

criteria looked for. Therefore research has been conducted in order to determine which criteria that 

are most important (Cheragi et al., 2011). 

Boer et al. (2000) found that a set of selection criteria are set when evaluating suppliers and outline 

that the most important criteria are price, product, quality, delivery and service. The classification of 

selection criteria vary between authors as Mummalaneni et al. (1996) classifies the most common 

criteria as on-time delivery, quality, price, targets, professionalism, and responsiveness to customer 

needs and long-term relationships with the purchasing company. Maybe the most comprehensive 

and most referred paper in the field of selection criteria and supplier selection is made in 1966 by 

Dickson, who by sending questionnaires to 273 purchasing managers in the USA, compiled a list 

ranking 23 different criteria with respect to their importance. The results of Dickson’s list are shown 

in Table 3. 

Table 3: The results of Dickson’s study.  

 

Source: Adapted from Dickson (1966)  
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It is important to remember that Dickson’s study is conducted in 1966 where the competition were 

lower, globalization far less developed and the IT light years behind, compared to the business 

environment surrounding us today. Hence, it is likely that the relative importance between the 

criteria has changed and that some might have been replaced (Cheragi et al., 2011).  

When conducting a study exploring critical success factors for supplier selection, Cheragi et al. (2011) 

identified significant changes and similarities when comparing to Dickson’s 23 criteria. Both studies 

outline the three most important criteria as quality, delivery and price. The latter study indicates a 

significant increase of importance regarding the criteria reliability, flexibility, consistency and long-

term relationships.  
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3. Frame of reference 
The literature overview in chapter 2 can be seen as the foundation for the frame of reference that will 

be used in order to answer the individual research questions and the research problem problem 

presented in chapter one.   

To be able to answer the general problem and correlating research questions, research question one 

and two have been operationalized into more understandable and measurable concepts. By that, 

RQ1 and RQ2 are connected to relevant theory, a relevant source and described in a measurable 

way. RQ1 and RQ2 will thereafter serve as input when operationalizing RQ3. By that, all three 

questions together will answer the research problem.  

3.1 Research question 1 
“How can the organizational buying center when purchasing EVs in Sweden be described?” 
 
This question regards the roles and functions involved in a buying situation. It also involves the 

dyadic relationships and interactions within the buying center and consists of different dimensions 

(Johnston & Bonoma, 1981). To best describe a buying center, the different roles must be identified. 

To identify the roles is by many authors described as important since marketing efforts can be 

directed towards the right individuals for maximum impact (Webster & Wind, 1972). Hence, an 

important ingredient for answering the research question is to identify the roles and its dynamics. 

Roles of the buying center are described in many papers, where most authors refer to the five roles 

outlined by Webster & Wind, 1972. However, Gronhaug (1976) also identified the role initiator, who 

are the one initiating a purchase. The operationalization of different roles can be seen in table 4. 

Table 4: Operationalization of different roles in a buying center 

Roles Operationalization 

Initiator Is measured as the one or those who initiate a 
need or purchase. 

Users Is measured as those who will drive the cars. 

Gatekeeper Is measured as the one or those who control the 
flow of information in the organization to the 
others in the buying center. 

Influencers Is measured as those who can influence the 
purchasing decision by providing information 
and recommendations. 

Deciders Is measured as the one or those who confirm 
and control the actual purchase. 

Buyers Is measured as the one or those who actually 
make the purchase. 

Source: Author’s construction based on Webster & Wind (1972) 
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3.2 Research question 2 

 “How can the organizational buying process regarding EVs in Sweden be described?” 
 
The buying process, operationalized in table 5 is highly relevant for describing the different activities 

organizations conduct when buying.  The eight steps outlined by Robinson et al. (1967) are still, over 

40 years later highly relevant due to the model’s generality.  However, the eight steps can not by 

themselves describe a specific purchase since the steps is dependent to several influencing factors. 

Furthermore, the buying process differs between buying situations and it is not certain that all steps 

in the buying process are equally emphasized or follows the given order. Some steps might even be 

excluded. However, the buying process is a good framework for describing the sequence of activities 

regarding a purchase. For electric vehicles there is little or no knowledge regarding the buying 

process and the eight step model by Robinson et al. (1967) is highly suitable as framework for 

creating the knowledge.   

Table 5: Operationalization of the buying process. 

Phase Operationalization 

1. Recognition of a problem or need. Is measured by letting the respondent, with own 
words, describe how this phase is characterized 
in his/her company.  

2. Determination of the application or 
characteristics and quantity of needed product. 

Is measured by letting the respondent, with own 
words, describe how this phase is characterized 
in his/her company. 

3. Development of specifications or descriptions 
of needed product. 

Is measured by letting the respondent, with own 
words, describe how this phase is characterized 
in his/her company. 

4. Search for and qualifications of potential 
suppliers. 

Is measured by letting the respondent, with own 
words, describe how this phase is characterized 
in his/her company. 

5. Obtaining and analyzing supplier proposals. Is measured by letting the respondent, with own 
words, describe how this phase is characterized 
in his/her company. 

6. Evaluation of proposals and selection of 
suppliers. 

Is measured by letting the respondent, with own 
words, describe how this phase is characterized 
in his/her company. 

7. Selection of an order routine. Is measured by letting the respondent, with own 
words, describe how this phase is characterized 
in his/her company. 

8. Performance feedback and post-purchase 
evaluation. 

Is measured by letting the respondent, with own 
words, describe how this phase is characterized 
in his/her company. 

Source: Adapted from Robinson et al. (1967) 

3.3 Research question 3 

 “How can the selection criteria for organizations buying EVs in Sweden be described?” 

The purchase of a car is most often connected to a substantial economic investment. The car will 

usually serve the company during many years and in some cases directly affect the whole business, 

depending on industry. When as an organizational purchaser, facing an investment of both this 
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economic and strategic importance, there are a set of selection criteria that will be focused upon at a 

greater extent, and a set of criteria that will be of less importance.  

From a car manufacturers and a marketer’s point of view, and to create an understanding of 

organizational buying behavior regarding electric vehicles in Sweden, as the research problem is 

stated, there is a need to identify which selection criteria that mostly affect the buying organization’s 

choice. By identifying this, the manufacturer know if they need to change their marketing/branding 

strategy or if they have to further develop their cars to better suit the customers’ needs and wants.  

Several authors have conducted research in the field of selection criteria, where Dickson’s list from 

1966 might be one of the most referred to. However, these studies and models have been very 

general and further have little or no research focused directly on selection criteria regarding 

purchases of cars, especially EVs. Consequently, to best answer this third research question, this list 

of criteria needs to be modified.  

It is likely to assume that some criteria from Dickson’s list are of relevance but since EVs are 

surrounded by several product specific and environmental criteria, output from research question 

one and two will serve as foundation to answer research question three.  Research question one, two 

and three will then in turn also serve as a basis to answer the general research problem as can be 

seen in figure 4. 

 

Figure 4: Describing how RQ1 and RQ2 serves as foundation for RQ3 and how all research 

questions answer the research problem.  
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4. Methodology 
The purpose of this chapter is to describe and discuss different aspects regarding research 

methodology. Several topics regarding research methodology will be discussed and at the end of each 

section, the chosen method for this thesis will be selected and motivated.  

4.1 Research purpose 

In literature, three classifications of research purposes are most common. Depending on the 

character and formulation of the research questions the purpose is exploratory, descriptive or 

explanatory. However, both the research questions and purpose can be a mix of the three classes 

(Saunders et al., 2009). 

4.1.1 Exploratory studies 

If the purpose of the research is to gain understanding of a problem or to bring new aspects into 

light, an exploratory research purpose is highly suitable. A benefit with conducting exploratory 

studies is flexibility and the possibility to change directions as new data and insights appear. This in 

turn creates a benefit that allows the researcher to have a broad approach initially and then become 

more narrow as the study proceed (Saunders et al., 2009). 

4.1.2 Descriptive studies 

A descriptive purpose is like the name implies suitable for describing a certain subject or situation. 

However, a descriptive study by itself does not explain any causes and cannot answer the question 

why (Sekaran, 2000). Hence, descriptive studies are often used as a piece to more explanatory or 

exploratory studies (Saunders et al., 2009).  

4.1.3 Explanatory studies 

For explaining and identifying relationships between variables, an explanatory purpose is suitable. 

When conducting explanatory studies it is common that researchers quantify variables in order to do 

statistical tests and find correlation between variables. However, qualitative analyses are often 

needed to understand the underlying reason behind the causality (Saundes et al., 2009). 

4.1.4 Chosen research purpose 

Due to the formulation of the research problem and correlating research questions, there was no 

doubt that this thesis had clear descriptive characteristics. However, the thesis aimed to describe a 

well-investigated phenomenon within a less investigated context. A lot of research has been made 

within the field of OBB, but little or no research has been conducted in the context of EVs in Sweden. 

Further, a deep and holistic understanding was required to answer the research questions, and new 

aspects were illuminated. Hence, the research purpose was mainly descriptive but also included 

some exploratory characteristics.  

4.2 Research approach 
Depending on the type of research, different approaches can be chosen. This section aims to 

describe and discuss benefits and disadvantages for the most common classification of approaches, 

where after the approach for this thesis will be motivated and presented.  
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4.2.1 Deductive vs. Inductive 

At first, a research can be approached from a deductive or an inductive perspective. If using a 

deductive approach, the researcher makes use of existing theory in order to direct the study. 

Consequently, the researcher creates a theoretical framework from which hypotheses and research 

questions are formulated (Saunders et al., 2009). The researcher then tests these hypotheses in 

reality to examine if the theories are valid in the studied environment or not.  

When using an inductive approach, the researcher begins with the collection of data and then 

develops new theory.  This is a challenging approach for inexperienced researchers as data must be 

analyzed throughout its collection (Saunders et al., 2009).  

4.2.2 Qualitative vs. Quantitative 

The value of raw data is limited until it is analyzed and refined into useful information. A common 

way to present such information is with graphs, charts, statistics and numbers. The data used to 

present such information is called quantitative, which often has its foundation in numerical 

expressions that can be measured with a high degree of objectivity (Saunders et al., 2009). 

Qualitative data on the other hand, is hard to express and analyze with mathematical tools, but can 

instead be used to gain a deeper and more holistic understanding (Saunders et al., 2009). Qualitative 

research is therefore common when studying social behavior where interviews and observations are 

required as data collection method (ibid). 

Among researchers there are sometimes discussions regarding which method that is best. Some 

authors state that a quantitative method is more structured and by that better. Gronhaug & Pervez 

(2005) however states that the choice of method is not a question regarding quality, but a question 

of procedure, underlining that the choice must be with respect to the particular study. Further it is 

common that a mixture of quantitative and qualitative data is used, and there are no specific criteria 

that can distinguish the two approaches (ibid).   

4.2.3 Chosen research approach 

The field of OBB has been studied by several authors over decades and several theories have been 

developed. Hence, there was possible to create a frame of reference that could serve as foundation 

for answering the research questions. Moreover it was possible to apply the theory in an empirical 

context, making a deductive approach highly suitable.  

The purpose of this study was to gain understanding of OBB concerning EVs. To create such 

understanding, a lot of details were taken under consideration. At first, the nature of OBB is complex. 

The subject consists of several activities and takes place in an environment influenced by many 

factors. If being able to fully create the knowledge sought for in this thesis, a qualitative approach 

was to prefer.  

However, the purpose of this study also concerned selection criteria for EVs. Investigating selection 

criteria was done over a larger sample size since enough data for making statistical analyses could be 

collected. For describing the selection criteria for organizations buying EVs in Sweden, a quantitative 

approach was chosen since a quantified approach is easier to generalize over a larger population. 

Consequently, this study combined a quantitative and qualitative approach.  
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4.3 Research strategy 

Factors affecting which strategy that is most suitable are the research purpose and the research 

questions.  However, focus when choosing research strategy should not rely on the label of the 

research purpose or previously chosen approach, but on how the research strategy best will support 

answers to the research questions. Consequently, no strategy is superior to another or entirely 

exclusive (Saunders et al., 2009). Yin (1994) outlines five different research strategies that can be 

used for different situations: Experiment, Survey, Archival analysis, History and Case study. These 

strategies are summarized in table 6, describing which strategies that are applicable for different 

situations depending on research questions’ formulation, if the study require control over behavioral 

events, and if the study focuses on contemporary events. 

Table 6: Research strategies versus characteristics. 

 

Source: Adapted from Yin, 1994 

As illustrated in the table, experiment as research strategy requires control over behavioral events. 

The strategy is suitable when studying causalities, and how variables relate to each other. Hence, 

experiments are compatible with an exploratory or explanatory research purpose and common when 

conducting research within natural science (Saunders et al., 2009). 

Surveys are common when conducting research within the field of business and management, and 

allow the researcher to collect a large amount of data at a relatively low price. The strategy is 

beneficial when describing situations quantitatively and are therefore suitable for exploratory and 

descriptive research (Saunders et al., 2009).  

An archival research strategy can be used to study both historical and contemporary events by using 

data collected in a different purpose as primary source. This strategy is similar to a historical strategy, 

where the main difference is that a historical research strategy aims to describe the past in order to 

better understand and predict the future (Prevez & Gronhaug, 2005). However, data from 

administrative records and documents can be valuable for analyzing and describing a present event. 

The strategy can therefore be used for several purposes but suffers a disadvantage in possible 

limitations and constrains due to the availability of data (Saunders et al., 2009).  

The most famous definition of a case study is outlined by Yin (1994) who define a case as an 

approach to empirical enquiry that: “Investigates a contemporary phenomenon within its real-life 



28 
 

context, when the boundaries between phenomenon and context are not clearly evident”.  Saunders 

et al. (2009) describe the case study as a complete opposite of the experiment due to the low control 

of the context. Yin (1994) suggests that a case study is appropriate when empirically testing theory, if 

the subject is unique in nature or if little knowledge exists about the particular situation. Gronhaug & 

Pervez (2005) further states that a case study is preferable when investigating factors involved in the 

behavior of organizations, where the main benefit with a case study is that deep and rich 

understanding can be created.   

4.3.1 Chosen research strategy 

The research problem in this thesis was to explain organizational buying behavior regarding EVs in 

Sweden. Previous research has been made in the field of OBB, indicating it is a phenomenon that 

takes place in an environment which to a large extent is hard to control, is temporary, consist of 

several activities and are influenced by several factors. Consequently, a case study was to prefer for 

research question one and two. By that, deep and holistic understanding could be collected and then 

used as foundation for investigating research question three which is more quantitative in nature. 

Further on, research question three required a large amount of data. Hence, a survey strategy was 

chosen for this question due to time and cost aspects.  

4.4 Sampling 
Depending on the research questions, different sampling techniques can be chosen. In some cases, 

there is possible to collect data from the entire population, called census. In others, census will be 

impracticable due to time and budget constraints, why sampling is required (Saunders et al., 2009). 

Basically, sampling techniques can be divided into two classes: probability sampling and non-

probability sampling, each class containing several more specified, sophisticated techniques. For 

probability sampling techniques, there is an equal chance for every case to be selected, making the 

technique suitable for research questions that are quantitative in nature and can be answered by 

using surveys and experiments. Such sampling has a benefit in a high degree of generalizability due 

to the possibility to make statistical inferences (Saunders et al., 2009). 

By using non-probability sampling, there is still possible to generalize, but statistical inferences can 

not be made from the sample. Instead, non-probability sampling techniques have a benefit in 

practicability and are therefore common within business research, market surveys and case studies. 

Further, non-probability allows a smaller sampling size, why a deeper and richer understanding can 

be achieved.  Consequently a non-probability sampling method is suitable with an exploratory 

research approach or when describing something complicated (Saunders et al., 2009). 

4.4.1 Chosen sampling method      

At first, OBB is qualitative in nature and influenced by several factors. Moreover, the research 

questions required a deep understanding to answer, which indicated a non-probability sampling 

technique and a small sample size. However, the answers would have been difficult to generalize 

over a larger population unless the population was clearly defined and distinct.  

Investigating OBB regarding EVs in Sweden were by itself decreasing the population, but since the 

population referred to both potential and current customers buying EVs, the population would have 

been too large for census. Furthermore, resources in terms of money and time were limited, why a 
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small sample size was preferable, particularly for RQ1 and RQ2. Consequently, a non-probability 

sampling method was chosen.  

To best answer the research questions and to reduce the sample size, respondents were given 

certain characteristics. At first, respondents would have experience of purchasing cars. The 

companies would also be of such size that a buying center appeared in a buying situation. 

Additionally, organizations would be active in urban cities. As outlined in the background, the 

environmental problems are worse in urban areas and due to the technical properties of EVs, 

organizations in urban cities are more likely to purchase EVs. On a judgmental basis together with 

industry specialists at the car manufacturer Renault Nordic AB was therefore organizations active in 

Sweden’s five biggest cities chosen as suitable population, where the following companies was 

chosen as respondents for research question one and two: Posten , Bring Citymail and Beans. 

Regarding research question three, it’s more quantitative nature allowed a larger sampling size. 

However, it was beneficial for the purpose of this thesis if RQ3 also focused upon companies that, 

had experience of buying cars, was of such size that a buying center appeared when purchasing, and 

were active in urban cities. Therefore the same sample frame as for RQ1 and RQ2 was chosen, but 

the sample size included not just three companies as in research question two and three, but all 

companies we could come in contact with.  

4.5 Data collection methods 
The data used in a study can traditionally be divided into two classes: secondary data and primary 

data. This section aims to describe the different classes of data, their benefits and disadvantages 

whereafter the data collection method for this thesis is presented.  

4.5.1 Primary data 

Primary data is collected specifically in order to answer the research questions. Saunders et al. (2009) 

describes observations, interviews and questionnaires as the three most common ways to collect 

primary data.  

4.5.2 Observations 

Observations can be used in order to study people’s behavior and be done in two different ways. At 

first there is participant observation, which in a qualitative manner aims to explain why and how 

people and organizations behave as they do. As an opposite, there is structured observation which 

aims to investigate the frequency of a behavior in a more quantitative manner.  Since observations 

can be interpreted differently between authors, there are some threats regarding reliability. 

Depending on which time and under which circumstances the observation is done, the subject being 

observed may act differently (Saunders et al., 2009).  

4.5.3 Interviews 

Khan & Channel (1957) defines an interview as a purposeful discussion between two or more people. 

Consequently, when conducting interviews for a research it is important that the purpose of the 

interview aligns with the research questions. Different types of interviews are often classified after 

formality and structure, where Saunders et al. (2009) outlines structured, semi-structured and non-

structured interviews as the three most common. Characteristics for a structured interview are pre-

determined questions that aim to collect quantitative data. The interviewer shall avoid bias by 

reading the questions in a pre-determined order, using the same tone of voice and not change 
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formulations of the questions. In comparison, semi structured interviews allows the interviewer to 

vary questions and speak freely around certain themes. Some questions can be excluded and 

additional questions might be asked. The most informal type of interviews is the unstructured. These 

interviews are often referred to as in-depht interviews and only require a clear purpose and do not 

demand a list of themes or questions. Unstructured interviews are suitable for an exploratory study 

with an emphasis on understanding the underlying factor of a phenomenon (ibid).  

4.5.4 Questionnaires 

A questionnaire refers to the usage of predetermined questions to a respondent. It can either be 

done face to face, over telephone, over internet or in paper form sent through traditional post.  

Questionnaires are most common with a survey strategy but can also be used in experiment and case 

studies. When creating a questionnaire, it is of utmost importance that it will collect data that aligns 

with the research questions and objectives, mainly because it might be hard to contact the 

respondents for further information (Saunders et al., 2009). 

When making a questionnaire it is therefore important to use accurate formulations with respect to 

the research questions, but also to make sure that respondents do not interpret the questions wrong 

(Saunders et al., 2009). Further, a high response rate is important since it directly affects validity and 

reliability in the thesis. Therefore it is important with a pleasing design and layout of the 

questionnaire and that the questions are pilot-tested (ibid).   

4.5.5 Secondary data 

This type of data includes both quantitative and qualitative data, can be written or non-written and is 

mainly used when conducting explanatory or descriptive research. Secondary data is originally 

collected in a different purpose and can be done by institutions, governments and organizations and 

be distributed through several media such as books, newspapers, TV, radio, journals, industry reports 

etc. Three benefits with using secondary data is the possibility to save time and money, possible 

access to longitudinal studies and the possibility to triangulate primary data (Saunders et al., 2009).  

However, a researcher must be aware of the fact that some secondary data might be difficult and 

costly to access, especially if the data is originally collected for commercial reasons, such as market 

reports etc. Further, it is important when using secondary data that the purpose aligns with the 

research questions. Consequently, there is a risk when using secondary data that it is outdated and 

by that inappropriate for answering the research questions. In addition definitions and 

interpretations may vary between authors (Saunders et al., 2009).  

4.5.6 Chosen data collection method 

Since RQ1 and RQ2 required deep knowledge, primary data was collected through semi-structured 

interviews, where pre-determined themes were directing the interviews. This aligns with the 

exploratory research purpose and qualitative approach.  Further, the interviews were conducted face 

to face in order to make it possible to ask additional questions. The people interviewed were 

individuals officially responsible for the purchasing of cars at Beans, Bring Citymail and Posten.  

Regarding RQ3, the character of the question allowed a more quantitative data collection method. 

Hence, a questionnaire was suitable. The questionnaire consisted of questions that allowed 

respondents to grade pre-determined questions and statements on a scale from one to five. Further, 

there was space for open answers where the respondents could express themselves with their own 
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words. Due to the large sample size, the questionnaire was distributed through e-mail. By that, 

respondents were able to answer the questionnaire on their own premises regarding time and 

anonymity. By being anonymous, the respondent could answer sensitive questions without 

involvement and influences from other individuals in the organization. However, there was no 

possibility to track the actual respondent and to control the truthfulness in the answers. In total, 3 

769 e-mails were sent out to organizations that had five or more cars in their fleet and were active in 

Sweden’s five biggest cities: Stockholm, Gothenburg, Malmö, Uppsala and Västerås. Of the 3 769 

receivers, 181 answered the questionnaire giving a response rate of 4,8%.     

4.6 Analysis of data  

In this study, the frame of reference constitutes the theoretical foundation which was tested 

empirically. By comparing empirics towards the frame of reference, which can be seen as a 

conceptualization of recognized models, understanding of the research problem could be created. 

Further, each case was compared individually to the frame of reference, a method that Prevez & 

Gronhaug (2005) refer to as within-case analysis. Thereafter, the cases were compared to each other 

in order to better understand similarities and differences.    

Research question three was analyzed in a more quantitative manner where diagrams and tables 

were used to analyze the questionnaires. Comparing cases towards each other is by Gronhaug & 

Prevez (2005) referred to as cross-case analysis.  

4.7 Reliability and validity 

In order to ensure trustworthiness in this study, validity and reliability must be taken into 

consideration. Hence, this chapter aims to describe general threats regarding trustworthiness and 

threats particularly relevant for this study. 

4.7.1 Reliability 

In a research study, reliability relates to consistency; that if another researcher would conduct the 

same procedure as a previous researcher, findings and conclusions would be the same (Yin, 1994). 

For most studies, a significant threat to reliability is bias, which often arises when conducting 

interviews. Regarding interviews, Saunders et al. (2009) describes three types of bias where the first 

is labeled interviewer bias. That is when the person interviewing, by voice tone, gestures or other 

non-verbal communication affect the respondent’s answers. This type of bias may also occur due to 

inaccurate interpretation of the respondent’s answers where the reason behind often is that the 

interviewer tries to fit the answers into the frame of reference (ibid).  

Another type of bias related to interviews is called respondent bias, which occur if the respondent for 

some reason avoid to answer truthfully or accurate. The reasons for such bias can be several. For 

instance might the respondent lack permission to talk about certain questions, resulting in an 

inadequate description of the subject.  In other cases might some questions be socially sensitive to 

fully answer (Saunders et al., 2009). Moreover describes Saunders that it is common that 

respondents tend to describe situations in a way that express themselves in a socially desirable way.  

In this study, questions about the buying center faces a threat in that the respondent described 

certain roles and behavior after own assumptions, creating a situation where the data collection will 

lack facts. Moreover, sensitive questions about selection criteria might have resulted in respondent 

bias. For instance, when asking questions about status incentives and environmental concern, it is 
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possible that the respondent provided answers that conflict with the truth. Further, there is a risk in 

that the respondent described his/hers own role in a prestigious and exaggerated manner. To 

overcome issues related to respondent bias, awareness can help to decrease this risk. Moreover, 

respondents were given the choice to be anonymous with name and title.  

4.7.2 Validity  

Validity regards that the findings really are what they appear to be about, that the research measure 

and explain what the researcher intended to measure and explain. To mitigate such validity threats, 

it is important that the research questions align with the frame of reference and the data collection 

(Saunders et al., 2009). In order to improve validity in this thesis, sections have continuously been 

discussed with supervisors and feedback has been given from an opponent-group.  

Validity also concern generalizability: that the findings are applicable to other situations such as 

other organizations or products (Saunders et al., 2009). That type of validity, which often is referred 

to as external validity, constitutes a threat to this thesis. Due to the small number of companies 

investigated for RQ1 and RQ2, there is reason to question the external validity. To mitigate the 

threat, companies with similar characteristics were selected for data collection. By only collecting 

data from organizations fulfilling the characteristics defining the sample frame, there will be a 

possibility to generalize findings over the mentioned population.   

As a final comment regarding both validity and reliability, it is important that the data used in this 

thesis are correct. Regarding secondary data, which serve as basis for the construction of the frame 

of reference, attention have been put on the usage of references. When possible, the literature 

overview and hence frame of reference have been made out of peer reviewed articles and journals. 

Since EVs are relatively new products on the market, the amount of peer reviewed sources regarding 

the subject was limited.  Hence books distributed by well-recognized publishers and internet sources 

have been used. When possible, effort has been put upon triangulating sources.   
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5. Empirics 
In this chapter, the empirical findings which serve its base from interviews will be presented. For every 

case, a company background will be presented and thereafter followed by the findings regarding OBB 

for the company at hand. 

5.1 Bring Citymail 

Bring Citymail is a subsidiary owned by Posten Norge that operate in Sweden since 1991. The 

company is distributing postal items throughout Sweden with a focus in the urban areas. Today, 

Bring Citymail distributes over three billion postal items and has the potential to cover 2.5 million 

post boxes, which constitutes 54% of all Swedish households and organizations. The company has 

about 1500 employees and totally 1760 vehicles whereof 1100 are bicycles, 360 mopeds and 400 

cars. However, Bring Citymail does not have any electric vehicles in their car fleet. 

5.1.2 Buying process  

When asking their head of fleet about Bring Citymail’s buying process, he says that need recognition 

appears when a car gets broken or gets too old. He further continues to describe the determination 

of characteristics and specification to fulfill the need. The respondent stress that functionality and 

usefulness for business always are in focus when purchasing cars and since the core business for 

Bring Citymail is to distribute postal items, certain specifications for a car is of higher importance.  

As important factors, the interviewee outlines comfort and safety for the driver, low CO2 emissions, 

and price. In addition, a basic requirement for all cars is that the steering wheel has to be mounted 

on the right side of the car and possess an automatic gearbox. He further describe price from a total 

cost of ownership perspective where the average cost per kilometer, fuel costs and resale value are 

important factors. The respondent also draws a line between low fuel costs and environmental 

concern and applies that as a reason for purchasing conventional diesel cars with a cheap cost of 

fuel. 

The respondent also says that they have taken EVs into consideration but rejected them due to the 

higher price. He admits that there are several routes that are within the range of the most common 

EVs, but still see the range as an obstacle since many of the routes not are planned and that several 

cars need a range of 300km. Hence, suppliers of EVs have not been considered.  

When looking for potential suppliers, Bring Citymail has a determined list of certain brands that they 

collaborate with and have also considered to reduce the list into one single supplier. However, the 

respondent underlines that the list is dynamic and negotiations also can be done together with 

others. Further he describes that many suppliers lose their interest due to the requirement of right-

hand drive in combination with an automatic gearbox and that long delivery times are common. If 

several suppliers can offer cars that fulfill the requirements, the most common way is that Bring 

Citymail sends out invitations for a tender which follows by negotiations with the most interesting 

suppliers. In the negotiations, it is common that issues such as payment terms, insurances, delivery 

times and discounts are discussed.  

After the purchase is done, evaluation of the purchase is of high importance. The total cost over time 

is followed upon and the head of fleet also receives a lot of feedback from the personnel driving the 

cars. However there is no structured way for gathering information from the drivers. Instead, the 
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head of fleet choose to ask drivers he judgmentally believes have the experience and competence to 

answer his questions correct. 

5.1.2 Buying center 

At Bring Citymail, the main responsibility when buying new cars lies on the head of fleet. However, 

several other people and functions are involved in the purchase. Among others, the labor union 

demands to be informed regarding which cars and suppliers that under consideration. Further, the 

CEO and the financial department need to approve the purchase due to financial reasons. Further it 

is common that experienced drivers are involved and test the cars before a purchase. These people 

are handpicked by the head of fleet in order to get the drivers opinion. However, the respondent 

describes that he is the final decider and can due to his formal position decide everything by himself 

as long as the purchase is financially viable. In addition to internal roles and functions, he says that he 

often keep an eye on Bring Citymail’s competitors and their car fleet. For instance, he is following 

Posten AB’s test with EVs and argues that Posten, as an innovator of the usage of EVs should discover 

possible problems that might occur.   

5.1.3 Selection criteria 

When asking about the benefit about driving EVs, the respondent is convinced that the cars are 

superior from an environmental perspective. He also underlines that EVs can be used as marketing 

since it creates an environmental friendly image and company goodwill. As a comment, he says that 

Bring Citymail’s former CEO once had plans to purchase a number of EVs, only in marketing 

purposes. He continuous to describe that the sales personnel in particular would like to have EVs 

when visiting customers and that it is important that the car in such a case visually is recognized as 

an EV.  

However, the respondent once again describes range as the most severe obstacle and that the range 

at least must accomplish 180km and that more charging poles are required. Further he argues that 

there is a high degree of uncertainty and too many risks associated with the purchase. At first, there 

is difficult to estimate the aftermarket and resale value and by that hard to calculate the total cost of 

ownership over a period of time. Further, he find knowledge about the batteries’ lifetime, charging 

opportunities, service, and spare parts etcetera too limited. Therefore the respondent identifies the 

possibility to rent batteries highly beneficial since it decreases the risks. Additionally, possible 

technological advancements are creating a situation which the respondent associates with 

uncertainty and a reason for postponing the purchase of EVs. In comparison to conventional cars, he 

only find the environmental aspects superior and underlines that the premium price for a car that are 

worse in many other aspects does not make sense. Hence, financial subventions are most efficient 

for increasing the incentives of buying. How the subvention is designed; tax reliefs, free parking, 

congestion charges or direct discounts does not matter. What matters is instead the total subvention 

measured in monetary terms. As a final comment, the head of fleet describes that Bring Citymail has 

a high interest regarding EVs and are carefully following the development and hopes that the range 

will increase and prices decrease. 

5.2 Beans  

Beans is a company located in central Stockholm. Their business is to sell coffee machines with 

subscriptions to other companies’ offices. The company started 2002 and today consists of 30 

employees where three of them are located in Gothenburg. To be more competitive, Beans has 
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chosen to differentiate themselves from their competitors by a very distinctive focus and a clear 

responsibility for the environment. Beans carbon offsets, meaning that they are compensating all 

energy and emission their business is generating. The way they are doing this is by planting trees in 

the rainforest of Mexico. Further on they also have a target that they by 2015 not shall have 

increased their emission compared to their level 2007, regardless if the business has grown. To meet 

this goal they have analyzed their business and found that 90% of their emissions come from their 

cars. Hence they have during the years always aimed to drive the most environmental friendly cars as 

possible, including fuel-efficient diesels, gas powered cars and hybrids. However there today exist 

electric cars which are the most environmental friendly ones.  

5.2.1 Buying process 

Today Beans have 15 cars for their core business, all driven on biogas except one which is an electric 

one. They state that they replace their car fleet every third year. Due to their high focus on the 

environment and their aim to always drive the most environmental friendly cars, their selection 

options is not that wide, often leaving them with just two cars to choose among where one often is 

clearly better. Of course the cars have to be of right size and have an acceptable range (when 

considering electric ones) to even be considered for a purchase. In the case of Beans, they have 

calculated and simulated how many electric cars they need, to reach their environmental goal 2015. 

That is the way they decide order quantities.  

As the market for electric cars looks today, only the Renault Kangoo Z.E fit their needs since it is the 

only electric car in that size made for transport. This means that their choice of supplier was very 

simple. However, when they need cars with longer range they instead buy cars that are driven on 

biogas. In this product segment the competition is higher and there are more alternatives to choose 

among. They state that they are open for all car manufacturers that fit their needs and not solely 

work with some pre-determined manufacturers as some other companies do. However they 

underline that it is important to not have a too high spread of cars in their fleet as service contracts, 

spare parts and so on gets more complicated and less beneficial for them. They also mention that it is 

important that the car manufacturer offers them a good resale value for the cars when it is time to 

change.  

When evaluating suppliers and car models, the main focus is on who can deliver the most 

environmental friendly car. Beans say that they are willing to pay a premium price for this and that 

they see it as an investment. Of course the premium must be some sort of reasonable, but Beans 

seem to have a higher acceptance than general. When evaluating the cars after three years of usage 

it is not more complicated than that the CEO and Operations Manager takes a shorter conversation 

with the drivers. 

5.2.2 Buying center 

When purchasing cars, the people involved are the CEO and the Operations Manager. Sometimes it 

happens that they also make use of a consulting firm to just verify that they have not missed any 

aspects concerning the environment. Furthermore there are some discussions with the drivers of the 

cars, however the opinion of the drivers are not gathered in any structured way but rather informal 

and according to the CEO practically beneficial due to the small size of the company. Yet, the CEO is 

the one with the greatest influence.  
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Due to the small size of the company, the respondent find it difficult to describe the degree of lateral 

and vertical involvement since all employees to a large extent are sitting in the same department and 

literally are sitting under the same roof.  

5.2.3 Selection criteria 

Beans consider it to be very beneficial to drive electric cars. Since the core idea behind their 

competitive priority is to be green, the electric cars fit very well into their business. Their unique 

selling point is that they are better for the environment compared to their competitors.  

To be able to claim this, Beans argue that they have to show evidence towards their customers to be 

considered as trustworthy. The respondent states that they have thought about every detail. From 

choosing the best ecological coffee, the most energy efficient coffee machines, securing to only use 

electricity from renewal sources, they also have chosen environmental friendly cars. Further on, to 

reach their environmental goal to 2015 they more or less have to switch to electric cars. And that is 

also what has formed the basis for their choice of investing in electric cars. However, Beans see this 

as an investment and something they both want and have to do. Both the environment and their 

business earns from driving electric cars. Furthermore, the CEO does not deny that an electric car 

looks good for the customers and is a good way to communicate Bean’s work for the environment.   

Concerning political incentives aimed to increase the purchases of electrical vehicles, Beans says that 

none of them have an impact on their willingness to purchase. They will buy electric cars anyway and 

consider all discounts and other fiscal incentives as bonuses they can use to reinvest in the business 

and environment.  

The design of the car is something that Beans consider to be quite important. For the electric car 

they own they have chosen to invert the colors of the painting compared to their other cars. Instead 

of the usual combination of brown cars with a green logo, the electric car is green with a brown logo, 

supplemented with a painted distinctive power cord that surrounds the car. Furthermore they 

reported that they have been considering to change the majority of their car fleet to green painted 

Smart cars, just for the reason that these cars have a very characteristic design that would make 

Beans more visible.  

Concerning selection criteria when purchasing electric cars, the first thing they look at is if the model 

at hand fits their needs, mainly concerning load capacity and range. Even though quick charging is 

not that common on the models that exist in Sweden today, Beans emphasize that it is something 

they are willing to pay extra for. Furthermore they say that they would like to see more charging 

stations and that a smartphone app where you could find these would be desirable. As when they 

buy biogas driven cars, they keep an eye on the estimated resale value after three years.  At last they 

are also positive to the business model where they own the car but lease the battery, meaning that it 

ensures the performance and resale value of the car.   

5.3 Posten 

Posten is the Swedish part of PostNord which is a merger of Post Danmark and Posten. Since 2009 

the companies have worked together. Posten is to 60% owned by the Swedish government and to 

40% by the Danish government. They are the largest postal operator in Sweden and the only one 

who offer its services over whole Sweden. Today, around 25 000 people work at Posten and share a 
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fleet of 5 000 cars and 3 000 other vehicles such as bicycles, mopeds, electric golf cars etc. Of the 

5000 cars only two are driven solely on electricity.  

5.3.1 Buying process 

Since Posten is governmentally owned, they must follow the Swedish law called LOU (Lagen om 

offentlig upphandling) which means that all purchases over 290 000SEK must be publicly announced 

whereafter companies that are interested can submit their offers.  

Posten always write their contracts on a three year basis with the possibility of a two year extension. 

In practice, this means that they promise to purchase all of their cars during the next three year 

period from the manufacturer who wins the procurement. Posten says that they are open to all 

manufacturers that meet their list of requirements, but they also say that they find it valuable to be 

loyal to the manufacturer they have had contract with the period before. This is because Posten in 

most cases only use their cars for at most five years. After that they scrap the car, strip of and save all 

parts that they can use as spare parts in the future. 

The respondent at Posten says that in Sweden they have always only used one car manufacturer at 

the moment as a comparison to Denmark where several car manufacturers have been used at the 

same time. However, Posten says that they have started to consider switching to more 

manufacturers since there are different needs in different regions of Sweden.  

As mentioned, the needs start at the local offices which through Posten purchases around 20 new 

cars per week. Further on, Posten have set a climate goal to decrease their CO2 emission with 40% 

until 2020. Until now they have mostly focused on route optimization to reach their goal but say that 

electric vehicles will increase in importance the following years. 

When Posten are about to announce for a new contract, the first thing they do is to make a 

specification sheet. In this sheet they take notice to price, safety, environment, size etc. They also 

focus on earlier experiences and try to predict new market patterns and needs such as distribution of 

alcohol from Systembolaget or grocery bags from food suppliers, just to mention two examples.  

The specification list is weighted according to what Posten think is most important. Each 

manufacturer which has left a tender then gets rated on each category and the one with the highest 

total score often wins the deal. However, the ones who perform the ratings are not the ones who are 

the final decision makers.  

Posten says that they use to wait for around six months before they start to evaluate a manufacturer 

they have signed a contract with. At this point they communicate with the drivers and also check if 

there has been any special problem with the cars. This is something they say is pretty common, since 

their peculiar driving habits lead to more breakdowns than regular driving habits do. Even though the 

car manufacturers are well aware about Posten’s driving habits, Posten often feels that the car 

manufacturers promise more than they can deliver regarding quality.  

5.3.2 Buying center 

First off, there are a group of 20-30 persons who together make the list of specifications. These 

persons represent nearly all of the departments at Posten, but the respondent says that even if it is a 

complex coalition, the finance department is a bit more influential in the negotiations.  
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External members in the buying center can be found from the labor union, and there are also some 

safety representatives that care for the employees. The drivers are also asked for feedback and 

input, however the respondent says that he sometimes wishes that these drivers had a more holistic 

perspective. He also claims that most of their workers do not like changes, and that they like to stick 

with the same brand and car model.  

However, when the group has come up with a winner in their ranking system they then present this 

for the highest managers at Posten who are the final decision makers. The final purchase decision is 

consequently made very central in the organization. Concerning influencers, Posten says that since 

they are owned by the Swedish government they of course have to follow their directions. 

Furthermore, the respondent says that the European Union’s climate goals have affected their 

business and by being governmentally owned, political influences are important.   

5.3.3 Selection criteria 

Posten sees a value in driving electric cars. At the moment they are testing two cars to evaluate how 

well they fit their business. As mentioned, they already have many electric vehicles such as golf cars, 

mopeds etc. Posten also say that they have a distinct focus on the environment. Some customers 

even require that Posten drive environmental vehicles.   

However, Posten have had problems with a declining market during the last years which has affected 

their profitability and consequently their willingness to invest in electric cars since they are more 

expensive than traditional ones. They also feel that the charging times and range must improve, and 

that the manufacturers’ specified range seldom comply with reality why they have chosen to test 

their two electric cars for such a long period. Posten also state that they always strive to be pioneers 

concerning new technology. 

The only political incentive that Posten says would make them more positive to buy electric cars is a 

subsidized price tag. Concerning the importance of the cars design, Posten says that as long as the 

car meet their requirements of being suitable for its tasks, they do not value the design so much. 

However, they are careful to mark their electric vehicles so that the customers can see that they are 

electric.  

5.4 Presentation of survey regarding selection criteria 

This chapter will present the data collected throughout the survey. In total, 3 769 mails where sent 

out to organizations in Sweden’s five largest cities (Stockholm, Gothenburg, Malmö, Uppsala and 

Västerås) with a car fleet consisting of 5 or more cars. 181 answers have been collected, providing a 

response rate of 4,80%.  

As an average, the respondents had a car fleet of 11 cars where 8 out of the 181 respondents 

answered that they have an electric car in their fleet. In total, the respondents were told to answer 

41 questions where most questions where statements that the respondent had to grade on a scale 

from one to five. The answers from the questionnaires can be found in the section beneath. Further, 

the questionnaire included open and optional text answers where the respondent could express 

oneself with own words. Those answers are also compiled in the section beneath. For the full 

answers, see the list of appendix.  
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5.4.1 Questionnaire and answer 

1. Number of cars in the fleet? 

Average number of cars in the fleet: 11 

2. Number of electric cars in the fleet? 

Totally eight respondents declared that they had electric cars, where two respondents accounts for 

eighteen cars and the six other respondents own between one and three electric cars. 

 

3. At our company is environmental issues prioritized 

 

 

4.  Our company is willing to pay extra to reduce our negative impact on the environment 

 

 

5. To convey a green image is important for our company 

 

 

6. Driving electric cars conveys a green image 

 

 

7. Optional comment regarding the environment: 

This question was answered by 23 respondents where several respondents questioned how 

environmental friendly electric cars really are, for all comments, see appendix 1. Several 

comments described that there is unclear whether an electric vehicle is environmental friendly 

from a life cycle-perspective including emissions from production to destruction where the 

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q3 1,69% 3,95% 22,60% 38,42% 31,64% 1,69%

3 7 40 68 56 3 177 3,96

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q4 2,26% 9,60% 27,68% 36,16% 20,34% 3,95%

4 17 49 64 36 7 177 3,65

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q5 2,26% 10,17% 24,29% 33,90% 27,12% 2,26%

4 18 43 60 48 4 177 3,75

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q6 1,13% 9,04% 14,69% 25,99% 46,33% 2,82%

2 16 26 46 82 5 177 4,10



40 
 

uncertainty particularly concerns the production of batteries. In addition there are comments 

about the production of the energy that creates electricity, hence some respondents question 

how environmental friendly the electricity really is since a lot of emissions can be created in the 

production of the energy. However, a lot of comments regard benefits of driving electric cars 

where respondents describe the importance of decreasing their oil consumption. Comments 

about the environment also describes that the respondents’ do not get any recognition for 

working towards a better environment and that most of their customers  do not care whether 

one put efforts in creating a better environment.  

 

8. We consider ourselves to have good knowledge about electric cars 

 

 

9. We wish we had more knowledge about electric cars 

 

 

10. When purchasing, it is important that education about EVs is included 

 

 

11. Such education is something our company is willing to pay extra for 

 

 

12. Optional comment regarding knowledge about electric cars 

 

This question was commented upon by nine respondents whose answers can be found in 

appendix 2. Most respondents argue that education must be included in the price. Further 

there is uncertainty related to the price where respondents describe it difficult to estimate 

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q8 18,86% 26,86% 21,14% 17,14% 10,86% 5,14%

33 47 37 30 19 9 175 2,73

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q9 12,00% 18,86% 29,14% 18,29% 17,14% 4,57%

21 33 51 32 30 8 175 3,10

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q10 8,00% 12,57% 22,86% 21,14% 22,86% 12,57%

14 22 40 37 40 22 175 3,44

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q11 30,29% 23,43% 19,43% 8,00% 3,43% 15,43%

53 41 34 14 6 27 175 2,18
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the total cost for an electric car.  The uncertainty also concerns other areas which following 

comment describes:  

 

“I’m uncertain about how the cars react when it is cold and think the car manufacturers 

should be clearer about it. For instance, do the batteries discharge faster during winter? How 

is the range and the time for recharging? Such questions are important since it is a question 

about buying or not buying. That electric cars are good do we already know but how they 

work in practice is a different question.” 

 

13. Our cars usually drive less than 100km per day 

 

 

14. The range of electric cars is sufficient 

 

 

15. Number of km an electric car must be able to drive on a single charge to be useful  

 

This question was answered with a number expressed in kilometers by 145 out of the 181 

respondents. The remaining 36 respondents had no opinion about the question and 

answered that they did not know. The answers range from 10km to 2500km with an average 

of 300km. Further, the answers can be divided into following groups as shown in Fig. 6 where 

number of respondents can be seen in relation to the necessary range.  

 

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q13 21,30% 14,20% 10,65% 16,57% 32,54% 4,73%

36 24 18 28 55 8 169 3,26

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q14 39,05% 14,20% 8,88% 8,28% 7,69% 21,89%

66 24 15 14 13 37 169 2,12
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Figure 5: Number of km an electric car must be able to drive on a single charge to be useful  

 

16. The electric car’s safety is important 

 

 

17. My opinion is that electric cars are safe 

 

 

18. We would prefer electric cars whose design clearly differs from regular cars 

 

 

 

 

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q16 0,00% 0,59% 3,55% 13,02% 79,29% 3,55%

0 1 6 22 134 6 169 4,77

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q17 2,37% 5,92% 18,34% 22,49% 14,20% 36,69%

4 10 31 38 24 62 169 3,64

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q18 36,69% 17,75% 18,34% 5,92% 5,33% 15,98%

62 30 31 10 9 27 169 2,11
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19. My opinion is that the design of today's electric vehicles are clearly distinct from the ordinary 

cars 

 

 

20. The electric car's comfort is important 

 

 

21. My opinion is that electric cars have good comfort 

 

 

22. The electric car’s charging time is important 

 

 

23. Today's charging times are satisfactory (An electric car takes around 8 hours to recharge) 

 

 

24. Possibility to quick charging is important (Charge 80% in 20 min) 

 

 

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q19 18,93% 23,67% 20,12% 8,28% 3,55% 25,44%

32 40 34 14 6 43 169 2,38

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q20 0,59% 0,59% 10,06% 23,67% 59,76% 5,33%

1 1 17 40 101 9 169 4,49

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q21 0,59% 5,33% 18,34% 15,38% 7,69% 52,66%

1 9 31 26 13 89 169 3,51

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q22 0,59% 0,59% 1,78% 14,79% 78,11% 4,14%

1 1 3 25 132 7 169 4,77

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q23 42,60% 24,26% 9,47% 7,69% 4,73% 11,24%

72 41 16 13 8 19 169 1,96

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q24 0,00% 1,18% 1,78% 15,98% 77,51% 3,55%

0 2 3 27 131 6 169 4,76
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25. Our company are willing to pay extra for quick charging 

 

 

26. Proximity to public charging points is important 

 

 

27. Today there is a satisfying number of public charging points 

 

 

28. The electric car’s purchase price is important 

 

 

29. My opinion is that today's purchase price of electric cars is acceptable 

 

 

30. The electric car's resale value is important 

 

 

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q25 12,43% 8,28% 17,16% 25,44% 19,53% 17,16%

21 14 29 43 33 29 169 3,38

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q26 0,00% 1,78% 7,10% 19,53% 67,46% 4,14%

0 3 12 33 114 7 169 4,59

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q27 33,73% 7,69% 4,14% 0,59% 1,18% 52,66%

57 13 7 1 2 89 169 1,48

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q28 0,60% 1,19% 7,74% 21,43% 66,67% 2,38%

1 2 13 36 112 4 168 4,56

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q29 29,76% 20,83% 11,31% 2,98% 1,19% 33,93%

50 35 19 5 2 57 168 1,86

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q30 0,00% 3,57% 8,93% 22,62% 57,14% 7,74%

0 6 15 38 96 13 168 4,45
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(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q35 3,59% 4,19% 7,78% 7,19% 4,19% 73,05%

6 7 13 12 7 122 167 3,16

31. My opinion is that electric cars have good resale value 

 

 

32. Fuel cost per km is important 

 

 

33. My opinion is that the cost of electricity per km for electric cars are affordable 

 

 

34. Cost of service and maintenance is important 

 

 

35. My opinion is that electric cars have low costs for service and maintenance 

 

36. We would prefer electric cars with lower purchase price where we instead pay a monthly 

rent for the battery. (Given the same total cost) 

 

 

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q31 18,45% 8,33% 6,55% 1,79% 1,19% 63,69%

31 14 11 3 2 107 168 1,87

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q32 1,19% 1,79% 9,52% 18,45% 66,07% 2,98%

2 3 16 31 111 5 168 4,51

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q33 4,17% 1,19% 8,33% 11,90% 23,21% 51,19%

7 2 14 20 39 86 168 4,00

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q34 0,60% 0,60% 2,99% 21,56% 72,46% 1,80%

1 1 5 36 121 3 167 4,68

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q36 10,18% 4,79% 16,17% 14,97% 10,78% 43,11%

17 8 27 25 18 72 167 3,20
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37. My opinion is that today's electric cars are affordable concerning the total cost of ownership 

 

 

38. Optional comment regarding the selection criteria for electric cars 

This question was answered by eight respondents whose answers can be found in appendix 3. 

Regarding this question, most comments regard the price, where total cost of ownership is a 

central question. The respondents describe that there is a lot of uncertainty surrounding the 

price where resale value and costs of batteries are described as two important factors. In 

addition, knowledge about battery life time and quick charging are mentioned as factors that can 

reduce the anxiety related to an eventual purchase.  

 

39. The following political incentives would make us more willing to buy electric cars: 

 

Figure 6: Political incentives that would make respondents more willing to buy electric car 

 

40. Optional comment regarding political incentives for electric cars  

This question was answered by 11 respondents whose answers can be found in appendix 4. Only one 

out of the eleven comments describes political incentives as a good thought. Instead, respondents 

comment that the bus file should be used for busses only, that electric cars congest as much as 

(1) (2) (3) (4) (5) Do not know Respondents Average 
Do not agree Totally agree rating

Q37 16,17% 10,78% 5,99% 6,59% 1,80% 58,68%

27 18 10 11 3 98 167 2,20
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conventional cars and basically that electric cars should be treated as conventional cars. Further 

there is mistrust among some respondents towards political arrangement where some respondents 

experience that political incentives can not be to count with since they only last over a limited time. 

Some comments also regard an eventual penalty tax on cars with high emissions where the 

respondents find it as a bad proposal and prefer reliefs over punishments.    

 

41. The main arguments why we would buy an electric car today are: 

This question was answered by 104 respondents whose answers can be found in appendix 5. The 

comments have been divided into four categories: the environment, marketing, low fuel cost and 

new technology, all shown in figure 7. 

The respondents’ most common argument for purchasing electric cars is environmental concern with 

the argument that electric cars are beneficial for the environment and a sustainable option. In total 

54 out of the 104 mentioned the environment as the main argument for purchasing electric cars.  

Respondents have also described marketing, branding and environmental profiling as important 

criteria, those comments describe that driving an electric car symbolizes that the company care 

about the environment. Other respondents describe low fuel costs or a low cost for charging as an 

important criteria. Additionally, comments about new technology are common with a described 

willingness to push technology forward and an interest for new technology.  

 

Figure 7: Main arguments why respondents would buy an electric car today  

 

42. The main arguments why we would NOT buy an electric car today are:  

This question was answered by 113 respondents whose answers can be found in appendix 6. The 

answers have been divided into five categories: range, price, charging issues, uncertainty and 

functionality which all can be seen in figure 8.   
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Regarding range which 58 out of the 113 respondents have complained about, they are very short in 

their description often describing the problem with a single word, “range”. Some respondents have 

written longer comments describing their driving habits and range requirements.  

In the category price, which is the second most frequent comment, respondents describe both the 

purchasing price and the cost of ownership as too expensive. The comments about price also contain 

comments about a poor and uncertain resale value.  

The third category is labeled uncertainty. This category consists of comments where the respondents 

have described problems related to uncertainty and risks. The uncertainty regards questions about 

battery life time, if electric cars really are environmental friendly, doubts towards the technology and 

its development and also mistrust towards political decisions regarding the subject.  As an example, 

the comment beneath describes this category: 

“We feel uncertain regarding how long the batteries will last and in which direction the development 

of environmental friendly cars will take. Further on, we know too little about the future resale value. 

Will the infrastructure for electric cars be better or will it come some other new technology that the 

manufacturers and governments will focus upon instead? So our biggest reason to not buy today is 

the uncertainty about what will happen in the future.” 

Charging issues have been divided into two categories, comments regarding the time for charging 

and comments regarding the infrastructure. Totally 19 respondents described the charging time as 

an argument for not purchasing electric cars and 24 respondent mentioned lack of infrastructure and 

charging points as a problem. Additionally, several comments describe infrastructure and charging 

times as a problem in combination with a short range.  

Several comments also where about the functionality of the cars available on the Swedish market. 

Some respondents describe that they require a broader range of cars to choose among, more cargo 

space, higher torque, 4 wheel drive etc. However, some comments describe interest for EVs but see 

no value of purchasing them due to their lack of practical functionality.  

 

Figure 8:  Main arguments why respondents would NOT buy an electric car today 
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6. Analysis 
In this chapter, the research questions will be analyzed with respect to the frame of reference and 

empirical results. The chapter is divided into three sections, where each section represents an 

individual research question. The research questions are in their turn divided after the individual cases 

previously described in the empirics.  

6.1 Analysis buying center 

Morris et al. (2001) states that a buying center is an informal group that emerge in a buying situation 

which characteristics vary between companies and buying situations. However, several 

characteristics and roles are also similar between companies and buying situations (Webster & Wind, 

1972). After interviewing three different organizations, all describing their roles and departments 

involved within a purchase, both similarities and differences can be identified. In the section 

beneath, each case are analyzed individually where after a cross-case analysis is done regarding the 

buying center.   

6.1.1 Case 1 – Bring Citymail AB 

Starting with the case of Bring Citymail AB and the role initiator, which is the role initiating a 

purchase (Bonoma, 1982). It is evident that this role is difficult to identify from a marketer’s 

perspective. In practice, Bring Citymail is indicating need and functionality as a central factor behind 

an initiative, why the role initiator occurs when someone have identified a broken car or need for 

more cars. In general, this is the responsible of Bring Citymails’s head of fleet but in practice, the 

initiator role can occur anywhere in the organization. For EVs, the role of the initiator differs from the 

buying situation of conventional cars. Since the empirics state that Bring Citymail’s former CEO 

initiated a purchase of EVs only with the purpose of marketing, it is evident that the motives for the 

initiator can differ. When comparing to theory, there is no doubt that the role exists and that the role 

is hard to identify on forehand.   

Regarding the role user, which by Webster & Wind (1972) is described as those who will use the 

product and by that are directly affected, there is no doubt that the role exist. However, the 

influence from users varies and seems to be rather biased in the case of Bring Citymail. It is clear that 

the users are influencing the purchase and has opinions about how the purchase should be 

conducted and also are involved in testing the cars before and after a purchase. Yet, users selected to 

be involved in the purchase are chosen on a judgmental basis from the head of fleet where 

experienced drivers are preferred. The reasons behind the judgmental selection are difficult to 

identify. However, the respondent at Bring Citymail have indicated that a high degree of acceptance 

regarding the purchase of a new car model is very important why experienced and influential drivers 

are chosen to test the cars in order to ease the implementation.  

The gatekeeper role is described as a person that controls the flow of information to other roles in 

the buying center (Lamb & Dunne, 2011). The authors also state that the role is hard to identify and 

can be occupied by any person in the organization. When analyzing Bring Citymail, there is difficult to 

describe which individuals or functions that are acting as gatekeepers since gatekeeping activities 

seldom are evident.  Consequently, the gatekeeper role aligns with theory.  
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However, the most obvious possible gatekeeper role is constituted by the buyer who is responsible 

for contacting and negotiating with suppliers. Consequently, there is not always transparency 

between the buyer and the decision maker and the buyer has therefore the opportunity to act as a 

gatekeeper. This in turn creates problems from a marketing perspective since the relationship 

between buyer and decision maker seldom is defined or clear. By directing marketing effort and 

information towards the buyer, the marketer does not have any guarantee that the information gets 

to the decision maker. Regarding EVs, the Auto industry are investing heavily in creating awareness 

about EVs where gatekeeping activities may result in a situation where the information reaches the 

wrong individuals.  

Regarding the purchase of EVs at Bring Citymail, several stakeholders are influencing the purchase 

decision. Yet, the powers of the influencers are varying, a fact that aligns with theory. The large 

number of influences seems to be a consequence of the uncertainty associated with buying EVs why 

an important role of the influencers are to provide information. For instance, Bring Citymail are 

watching competitors with similar needs for functionality that test EVs. Paradoxically, the respondent 

also believes there is a value of being first with EVs and new technology since it is a possible way to 

gain advantages over competitors. Therefore, people at Bring Citymail often participate in different 

fairs and seminars in order to get as much information as possible about the cars.  

Continuing with influencers, company constrains in terms of costs is an important factor. Therefore is 

the financial department which has the main responsible for costs and budget involved in the 

purchase of cars. The financial department can due to their influence be seen as a final decision 

maker since that department has the final say regarding the cost of cars. If the costs are within the 

budget, it is Bring Citymail’s head of fleet that act as both final decision maker and buyer, indicating a 

high degree of centrality and a lack of lateral involvement.  

6.1.2 Case 2 - Beans AB 

At beans, the initiator behind the purchase of EVs can be found anywhere in the organization. Due to 

their corporate strategy to decrease their negative impact on the global environment, Beans 

prioritize the most environmental friendly cars available that fulfill their needs. The initiator is 

therefore often the individual most concerned with the corporate strategy which is the CEO. 

However, Beans also has external environmental consultants in order to ensure that the most 

environmental car is bought. Hence, it is evident that the initiator role also can be found outside the 

organization, a fact that aligns with theory. Due to the small size of the company, users are in daily 

contact with the top management, why there is a lot of involvement from users when purchasing 

new cars. Yet, the communication is informal and unstructured and it is hard to tell how much 

comments from the users affect the buying decision.  

The fact that Beans differentiate themselves from competitors by being environmental friendly and 

communicate their environmental profile to customers indicates that customers are an important 

influencer.  When comparing to theory, the influencer that best aligns with theory is the external 

consultant firm who can influence the purchasing decision by providing information and 

recommendations. At Beans, the relatively small size of the company makes the extensiveness in the 

buying center limited and creates a situation where the roles initiator, buyer and final decision maker 

often are the same individual, the CEO.  
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6.1.3 Case 3 – Posten AB 

The role initiator occurs as a consequence of need recognition and can occur anywhere in the 

organization of Posten. For instance, if a car gets broken anywhere in the country, the role of initiator 

can be seen as the individual reporting the damage and need of a new car. Yet, the initiator of 

changing supplier often occurs higher up in the hierarchy of Posten.  

At Posten, users seldom are involved in the decision making and even if comments from users are 

collected, it is done in a biased, unstructured and informal way. When analyzing the buying center of 

Posten, it is clear that the decision making is very central and to a large extent made by the group of 

20-30 individuals that make the list of specifications. When analyzing the activities of this group, they 

act as the role Webster & Wind (1972) describe as buyer. Yet, it is important from a marketer’s 

perspective to not consider this group as final decision maker which by Webster & Wind (1972) are 

the one that confirm the actual purchase. At Posten, the role of decision maker is found higher up in 

the organizational structure and often decided by the top management.  

Moreover, the buying center for EVs is influenced by several stakeholders. At first, environmental 

goals and strategies are heavily influencing and in some cases, the main reason for purchasing EVs. 

However, the environmental goals often contain an underlying business perspective. As a result of 

the interview, it gets evident that there is a social pressure upon Posten to operatively work for a 

better environment and that Posten believe that a greener image can result in goodwill and a be way 

to differentiate against competitors. Consequently, the social community and Postens’ customers are 

influencing Posten to consider EVs.  

6.2 Cross case analysis buying center 

When comparing the roles identified empirically with theory, there are several similarities. All the 

roles exist and share characteristics with the descriptions mentioned in literature. However, some of 

the roles are hard to identify and also vary between the respondents. As described in literature, 

there are no labels of the roles and roles can also be occupied by several individuals or even 

departments.  

That roles can be occupied by several different individuals and departments seems to be depending 

on the organizations’ size. If comparing Beans towards Posten , it is evident that more individuals and 

departments are involved in the buying center of Posten. In the empirics, Posten described that 

almost every function between IT , production to top management were involved in some aspects 

concerning the purchase of EVs, indicating a high degree of both lateral and vertical involvement in 

the buying center. Due to the size of Posten, it is natural that the vertical involvement stretches 

through more hierarchical levels than the smaller company Beans. Yet similar for all cases is the 

centralization of the decision making where top management act as final decision maker regardless 

of company size or if top management also act as initiator or buyer.  

Further, it is difficult to measure the impact of certain influencing roles. For instance, the users 

constitute a defined and clear role which is easy to identify in the buying center, however it is unclear 

how much their opinions matter in the decision making. When comparing the three cases, 

differences in attitude and focus from users can be identified. At Beans, the focus of sustainable 

development and green thinking was important to communicate towards the users. At Bring 

Citymail, comments from experienced drivers was used in order to ease the introduction of new car 

models and at Posten, the users’ comfort was of high priority. Similar for the three cases is that none 
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of the organizations used a structured approach for collecting influences from users, indicating a lack 

of interest from the management’s perspective.  

Another similarity for all cases is that the need for purchasing a new car can occur due to several 

reasons such as a broken car, expired licenses, increased functionality or that cars are bought in a 

given sequence of periods. Hence, the role as initiator can take many shapes and occur anywhere in 

the organization. However, the role of the initiator differs when comparing EVs to conventional cars. 

After conducting the interviews, it gets clear that the initiative behind buying EVs is a consequence 

from an environmental strategy or an environmental campaign. Consequently, the initiative for 

buying environmental friendly cars and/or EVs is a central decision since environmental goals and 

targets are integrated parts of the company strategy. Hence, it is difficult to describe the initiator as 

an individual, especially for the two larger organizations. 

Similar for all three cases is that top management act as final decision makers when purchasing cars 

and EVs. However, the final decision makers do not necessarily act as buyer which is described as 

common by Webster & Wind (1972). In the case of Posten and Bring Citymail, it seems like the 

individual or group officially responsible for the purchase and related activities lack the formal 

authority to make the actual purchase without approval from the top management.  Compared to 

Beans, the role of the buyer also acts as final decision maker.  

For the two cases with different individuals as buyer and decision maker, it is assumable that the 

boundaries between the roles of buyer and final decision maker create a situation where the buyer 

role can act as gatekeeper towards decision makers. However, the gatekeeper role is hard to identify 

since gatekeeping activities seldom are evident to other people in the buying center, a phenomenon 

which is described by Lamb & Dunne (2011).   

Morris et al. (2001) state that influencers often are found in technical departments, where they by 

defining specifications influence the buying situation. For the three cases in this thesis, influencers 

can take more shapes than that. For instance is the labor union involved in the purchase in all the 

companies interviewed. Additionally, all companies underline the importance of green profiling, 

indicating that customers are an important influencers when purchasing cars. However, Beans is the 

only company that make use of external consultants in order to ensure that EVs really can help the 

organization to reduce its emissions. In the case of Posten, which is owned by the Swedish and 

Danish governments, the organization is more influenced by political decisions and visions such as 

the European Union’s 2020-goals for instance.  

The extensiveness in the buying center, which regards the total number of individuals involved in the 

purchase, is by Johnston & Bonoma (1981) related to the formalization of the purchase. When 

analyzing the three cases, it is evident that the degree of formalization is higher in the case of Bring 

Citymail and Posten. Consequently, the larger organizations have more detailed routines for all 

purchases where a natural consequence is that more individuals are involved.  

6.3 Analysis buying process 

In the frame of reference the buying process developed by Robinson et al. (1967) was used as 

theoretical foundation. After conducting interviews, this section aims to describe similarities and 

differences between empirics and theory. At first, each case will be analyzed individually where after 

a cross case analysis is done. 
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6.3.1 Case 1 – Bring Citymail 

The first step in the buying process by Robinson et al. (1967) is recognition of a problem or a need. In 

the case of Bring Citymail, this recognition appears when a car gets broken or gets too old. 

Consequently, someone within the organization faces a problem and the empirics in the case of Bring 

Citymail align with theory.  

The second step is determination of the application or characteristics and quantity of needed 

product. Bring Citymail says that they focus on functionality and usefulness when purchasing new 

cars. Hence, they try to answer questions to solve their problem which is in line with the theory. 

Development of specification or description of needed products is the third step described by 

Robinson et al. (1967). Bring Citymail’s behavior seems to align with the theory regarding this step of 

the buying process. The respondent of Bring Citymail described and underlined which specifications 

they in particular was looking at.  

Search for and qualification of potential suppliers is the fourth step of the buying process. Bring 

Citymail has a list of manufacturers that they collaborate with, however they have considered to 

shrink the list and instead start with single sourcing. They further state that the list is dynamic and 

manufacturers come and go. All the manufacturers on the list have in some way deserved their place 

and qualified, hence Bring CItymail’s behavior aligns with the theory regarding this step.  

The fifth step is obtaining and analyzing supplier proposals, which is described as sending inquires to 

qualified suppliers to obtain proposals including product specifications, price, delivery period etc. 

This is also exactly how Bring Citymail does, why their behavior can be said to align with the theory. 

The sixth step is evaluation of proposals and selection of suppliers. Bring Citymail says that if several 

suppliers fulfill their requirements they send out invitations for a tender where after they negotiate 

with the most interesting suppliers. This aligns with the theory. 

Concerning the seventh step, selection of an order routine, Bring Citymails’s negotiations with the 

suppliers they find interesting, seem to include what is described in the theory regarding this step.  

The eighth and final step of Robinson’s list is performance feedback and post-purchase evaluation. At 

Bring Citymail they value this step as very important. They control the total cost of ownership and 

ask the drivers for feedback. However there are no standardizes procedures for this step and the 

drivers are chosen judgmentally. Hence, it is hard to say if the behavior of Bring Citymail aligns with 

the theory. 

 

6.3.2 Case 2 – Beans  

Recognition of a problem or need, the first step, is clearly evident in Beans’ buying process. Their 

problem (and part of their strategy) is that they have to maintain the same levels of emissions in 

2015 as in 2007 even though they have expanded and predict further expansion. To reach this 

environmental goal they have to drive the most environmental friendly cars possible.  

Regarding the second step, determination of the application or characteristics and quantity of 

needed product, this step seems to merge together with the third step development of specifications 



54 
 

or description of needed product when taking a closer look at beans. Except that the car are of right 

size and has a considerable range their only specification requirement is that the car must be as 

environmental friendly as possible.  Beans sometimes take help from an external consultant firm 

which helps them to not miss anything important regarding the environment when they purchase 

new cars. This aligns with how Robinson et al. (1967) describe this phase.  

Search for and qualifications of potential suppliers is the fourth step. Even though Beans almost 

exclusively look at how environmental friendly the cars are, it is clearly evident that Beans behavior 

follows the theory in this step. 

In the fifth step, Obtaining and analyzing supplier proposals, the theory mentions activities such as 

sending out inquires to qualified suppliers to obtain proposals including product specifications, price 

etc. Beans behavior does not seem to align with the theory in this step however. Instead Beans 

analyze which car that is most environmental friendly and then purchase that one.  

The sixth step of Robinson’s list is evaluation of proposals and selection of suppliers. The theory of 

this step does not fully align with the behavior of Beans. Robinson et al. (1967) says that it is common 

to use some sort of weighting system for evaluation, Beans does this except that they are close to 

only focusing on how environmental friendly the car is. Pricing and negotiation does not seem to be 

that common and Beans says that it is okay for them to pay extra for being green. 

The seventh step, selection of an order routine, does not seems to occur in the way the theory 

describes it. Beans company size and size of car fleet might both be too small for this phase to take 

place in the extent it is described in theory.  

Performance feedback and post-purchase evaluation, the eighth and last step, seems to align pretty 

well with how Beans describes this step. However, Beans does not have any more standardized 

approach than that they take a short conversation with the drivers.  

 

6.3.4 Case 3 – Posten  

The theory of the first step of Robinson’s list, recognition of a problem or need, seems to align with 

the behavior of Posten. The need at most times seems to occur at the local offices although all the 

purchases are performed central in the organization. 

At Posten step two, determination of the application or characteristics and quantity of needed 

product, seems to merge together with step three, Development of specifications or description of 

needed product. Posten is very clear when they describe how they make a list of specification 

requirements before a purchase. Further they seem to have good knowledge about how many cars 

they will buy in the future, which aligns with the theory of step two. 

The theory of the fourth step, search for and qualifications of potential suppliers, does not seems to 

align with the behavior of Posten. Since Posten is governmentally owned they must follow the 

Swedish Law called LOU (Lagen om offentlig upphandlig). This means that instead of contacting each 

manufacturer that are of interest, they publically announce that they are about to buy new cars, 

where all manufacturers that are interested are welcome to submit a tender. Consequently, Posten 

seems to work in a kind of reversed manner compared to the theory.  Even in the fifth step, obtaining 
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and analyzing supplier proposals, the theory does not align with the reality concerning Posten, as 

they do not send out any inquires.  

However the sixth step, evaluation of proposals and selection of suppliers, seems to align with the 

theory. Posten is very clear about that they use a weight and ranking system when they evaluate the 

proposals. 

The theory of the seventh step, Selection of an order routine, aligns very well with how Posten 

handles it. Posten signs their contracts for a three year period and says that they purchase around 20 

cars per week. Hence, order frequency, delivery schedules and so on are handled just like in the 

theory. 

Concerning the eight and last step, performance feedback and post-purchase evaluation, Posten says 

that they usually waits around six months before they start to evaluate the purchase and product. 

They usually communicate with the drivers to hear their opinion and checks if there has been any 

special problems with the cars. This behavior seems to align with the theory except that they do not 

seem to have a standardized approach or routines.  

6.4 Cross case analysis buying process  

After interviewing the companies, both similarities and differences between theory and empirics 

were found. Further, some of the steps in the theory also seem to merge together in reality.  

To begin with, the first step in the theory, the recognition of a need, seems to occur quite predictable 

at all companies interviewed. Posten and Bring Citymail are well aware of when and how often they 

need to purchase new cars. Bean’s smaller size makes it easy to oversee the fleet and it seldom 

comes as a surprise that they need to change a car or two. Concerning environmental friendly cars 

and electric ones in particular, the need seems to be derived from top management who use it as a 

part of the company strategy. For instance Beans says that they win many tenders as a result of their 

high focus on the environment. Posten also says that some of their customers require that they can 

deliver their packages in an environmental friendly way.  

The development of specification requirements, which is a combination of Robinson’s step two and 

three, is managed quiet different between the interviewed companies.  The steps are occurring in all 

companies but the only thing that they have in common is the involvement of external stakeholders 

or consultants. For instance and as a result of Posten and Bring Citymail’s sizes, the labour union 

often wants to be well informed and also follows the majority of their purchases. Beans in turn take 

help from a consultant firm which helps them to not miss anything important regarding the 

environment when they purchase vehicles.  

In the case of search for potential suppliers, step four, all the interviewed companies says that they 

take a look at each supplier’s track record, if they have any earlier experience from that specific 

supplier. However all of the interviewed companies underline that they see it beneficial to be faithful 

to one supplier since it means lower costs for insurance, service and maintenance.    

The fifth step, obtaining and analyzing supplier proposals, is managed very much the same at Bring 

CItymail and Beans. Their way of analyzing supplier aligns to a high degree with theory. Both of them 

send out inquires to qualified suppliers to obtain proposals including product specifications, price, 

delivery period, payment terms etc. Posten on the other hand manages this process in a kind of 
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reverse manner which also can be connected to the previous step in the buying process. Instead of 

contacting qualified suppliers as Bring Citymail and Beans do, which aligns with theory, Posten set 

their specification and requirement list where after all suppliers who are interested are welcomed to 

submit a tender. 

Evaluation of proposals and selection of suppliers, the sixth step, is for all of the interviewed 

companies more or less based on some sort of weighted ranking system where Posten is the one 

with the most noticeable system. Concerning purchases of cars, the interviewed companies further 

use single sourcing or a very limited amount of suppliers. And as mentioned before they all underline 

that they think it is beneficial to be loyal to one supplier.  

Concerning the seventh step, selection of an order routine, Posten seems to be the company that to 

the highest degree aligns with the theory. When they have chosen a winner in their procurement, 

they promise to buy all of their cars from that manufacturer for the next upcoming three year period. 

For example they buy around 20 new cars per week, where quantity, order frequency and delivery 

schedules are pre-determined, as described in the theory. For Beans and Bring Citymail, they of 

course also write contracts concerning purchasing amount and order routines etc, but since Beans is 

smaller to the size and does not sign contracts over time as Posten does, their purchases are in 

general more of what the theory calls New Task-oriented.  

Even though all of the interviewed companies are of substantial size and have documented routines 

for purchasing, none of them have standardize approaches or routines for post purchase evaluation, 

which is the eighth and last step in the model of Robinson. Instead the persons who are responsible 

for the purchases use their intuition which they have obtained during the time the cars have been in 

use. Sometimes they choose to ask some drivers about their experiences of the cars, furthermore do 

they also check if there have been any special problems reported with the cars during their 

ownership. Consequently, that type of evaluation is what creates the foundation of intuition for the 

next purchase.  

6.5 Analysis selection criteria 

Regarding selection criteria, environmental concern is of main priority. The head of fleet at Bring 

Citymail states that EVs are superior from an environmental perspective, Beans use EVs as a part of 

their competitive strategy and Posten states that they have a distinctive focus on the environment. 

When analyzing the answers from the questionnaire how prioritized environmental issues are, over 

70% of the respondents answered 4 or 5 on a five degree scale with an average answer of 3,96. 

Consequently, those answers are indicating that environmental issues are of importance. 

Further, both the interviews and questionnaire are indicating that driving an EV communicates a 

green image. Out of five, the average answer whether driving an EV conveys a green image was 4,10 

where 46,3% of all respondents agreed totally. However it seems like the importance of conveying a 

green image is less important since only 27,1% agreed totally. Further, only 20,3% agreed totally on 

the question whether the company is willing to pay extra to reduce its negative impact on the 

environment. Hence it seems like the environment is important as long as it does not cost too much. 

Regarding the question about how good knowledge the companies have about electric cars, the 

average answer was 2,73 which is below a neutral rating, indicating that the customers still need to 

be better informed about electric cars. However, the low average score of 3,10 on the question if the 
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companies wish that they had more knowledge about electric cars, indicates some sort of  lacking 

interest. Additionally, around 45% of the respondents think that is important that education about 

EVs is included when purchasing. However the customers do not want to pay any extra for this as 

only around 11% agree that such education is something they would be willing to pay extra for. 

Regarding range, more people agree than disagree concerning the question if their cars drive less 

than 100km per day. However the average score is only 3,26 out of five. On the question if the range 

of electric cars is sufficient, the average answer is just 2,12 and only 7,69% agrees totally. 

Consequently, it seems like the range for EVs are sufficient in most cases but that the respondents 

have a need for longer range in some cases. Interesting is that 21,9% answers that they do not know 

on this question, once again indicating that the customers lack knowledge. Further on is 300km the 

average answer on how long an electric car has to drive on a single charge to be useful, which might 

be the reason for the low grade whether the cars’ range is sufficient or not. Additionally, all the 

companies that were interviewed also mentioned range as a big problem. Beans said that they would 

like to only buy electric cars but for some of their routes the short range of electric cars made them 

impossible to use. Bring Citymail said that unless the range is not at least 180km they would not buy 

any electric car. However, Beans also said they had many daily routes which were shorter than 

100km, indicating that electric cars probably would work and that the high price tag maybe is more 

important than they admit. Posten also says that the short range is a problem but further also 

underlines that they mistrust the car manufacturer’s specified range why they want to try the cars 

for a longer period before they buy more.  

That the respondents prioritize safety gets very evident. The average answer is 4,77 and 79,3% 

agrees totally that the electric car’s safety is important. However on the next coming question, 36,7% 

answer that they do not know if electric cars are safe, leaving a gap between a strong opinion and 

knowledge.  

Further on do the respondents of the survey seem to prefer electric cars with a conservative and 

classic design since only around 11% agrees that they would like electric cars that have a clearly 

distinctive design in comparison to conventional cars. On the question if the electric car’s comfort is 

important the average answer was 4,49 which can be compared to the question if today’s electric 

cars have good comfort, which 52,7% answered that they did not know 

Charging times are something the respondents find very important with an average rating of 4,77. 

However a majority are dissatisfied with the charging times of today. The average answer on the 

statement that today’s charging times are satisfactory is only 1,96 where around 42,6% do not agree 

at all. Further on is the average answer 4,76 on the question if quick charging is important where 

0,00% answer that it is not important. Interesting is also that a small majority of the respondents are 

willing to pay extra for quick charging, with an average rating of 3,38. Additionally, all the three 

interviewed companies also state that charging times is a big concern and consider the development 

of quick charging to be important.  

Further on, the surveys biggest gap occurs when comparing questions 26 and 27 regarding the 

importance of charging points. For those questions around 89% agree that proximity to public 

charging points is important with an average rating of 4,59. However, only around 2% think that 

there is a satisfying number of public charging points today and a majority of 52,7% can’t even 

answer the question due to lack of knowledge.  
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The purchase price is very important for the respondents, around 88% agrees to this and the average 

rating is 4,56.  However, of those who have answered the question if today’s purchase price of 

electric cars are acceptable, around 50% answer that it is not, and 33.9 % have not even answered, 

probably once again due to lack of knowledge. Further on is resale value considered to be very 

important by the respondents with an average rating of 4,45. Anyhow, 63,7% says that they do not 

know if  electric cars have good resale value, pinpointing the uncertainty that surrounds the 

purchases of electric cars. This was also something that the interviewed companies agreed upon.  

Fuel cost per km is important where around 84% of the respondents agree to this and the average 

rating is 4,51. Concerning the opinion regarding if the cost of electricity per km for electric cars is 

affordable, the average rating is 4,00, indicating that Electric cars seem to fulfill the need as an 

alternative for low cost per km. However, 51,2% answer that they do not know, which once again 

demonstrates the customers lack of knowledge. Moreover, 73,5% of the respondents agree totally 

that cost of service and maintenance is important. At the same time 73,1% answer that they do not 

know if electric cars have low cost for maintenance and service. Since manufacturers and the 

industry says that the cost for service and maintenance in general are lower for electric cars than for 

conventional cars, this gap of customer need and knowledge leaves room for improved marketing 

from the manufacturers side.  

The question whether today's electric cars are affordable concerning the total cost of ownership, 

58,7% answer that they do not know, further underlining the uncertainty and lack of knowledge 

regarding price. This uncertainty can be linked to the answers of the earlier questions regarding for 

instance the purchase price and resale value which also showed evidence of uncertainty. The 

optional comments in question regarding selection criteria also points out uncertainty, including the 

anxiety for the battery lives and their cost.  

 

Concerning which political incentives that would have the greatest impact on the respondents 

willingness to buy electric cars, Tax credits seem to be the winner with an average grade of 4,45, 

closely followed by a subsidized purchase price with an average of 4,22, and Free parking at 4,18. 

Another interesting aspect is that the respondents in general agree that all the listed political 

incentives except “penalty tax on cars with high emission” would make them more willing to buy 

electric cars.  

When analyzing the two last questions about main arguments for purchasing or not purchasing 

electric cars today, it is clearly evident that the strongest argument for a purchase is environmental 

concern and that the main arguments to not purchase an electric car are the high price and short 

range. This is all agreed upon by the interviewed companies who however push a little extra on the 

marketing opportunities of purchasing electric cars, compared to what the respondents of the 

questionnaire did.   
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7. Findings and conclusions 
This chapter presents findings and conclusions regarding organizational buying behavior of electric 

vehicles in Sweden. At first, findings and conclusions will presented for each research question where 

after a managerial recommendations are presented.  

7.1 Research question 1 

For this question, the purpose was to describe roles within the buying center and how they interact 

with each other when purchasing EVs in Sweden. Empirical data was collected through interviews 

and then compared to the frame of reference. The formulation of the research question was as 

following:  

“How can the organizational buying center when purchasing EVs in Sweden be described?” 
 
Comparing theory towards empirics, all of the roles could be identified. Moreover, the empirics are 
confirming that a role can be occupied by several different individuals and departments and that an 
individual can act as several roles.  
 
However, some features distinguish more than others in the buying center and can be difficult to 
identify from a marketer’s perspective, particularly before an eventual purchase. One such feature is 
an organization’s internal distribution of power and influences. Regarding EVs, the initiative for 
purchasing seems to be derived from top management. The cause for that seems to be that the main 
reason for purchasing an electric vehicle is to differentiate from competitors. Consequently, EVs are 
treated as something strategic where top management also acts as final decision makers regardless if 
they also act as the role buyer or not.  Since empirics have proven the influence of top management 
when purchasing EVs in Sweden, a managerial implication would be to direct more marketing 
towards top management in organization instead of the formal purchaser or buyer.  
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7.2 Research question 2 

The purpose for this question was to describe the buying process when purchasing EVs in Sweden. As 

for the first research question, Empirical data was collected through interviews and then compared 

to the frame of reference. The formulation of the research question was as following: 

 “How can the organizational buying process when purchasing EVs in Sweden be described?” 
 
It is evident that all of the eight steps outlined by Robinson et al. (1967) are emphasized in reality. 
However, some of the steps seem to merge together where also the procedure of the steps does not 
always follow the theory, see table 7. 
 

Table 7: Conclusion regarding the buying process of EVs in Sweden.  

Phase Conclusion regarding electric vehicles 

1. Recognition of a problem or need. Occurs at most times at top level by the CEO or 
the board of directors. 

2. Determination of the application or 
characteristics and quantity of needed product. 

This phase seems to merge together with phase 
3. 

3. Development of specifications or descriptions 
of needed product. 

This step seems to merge together with phase 2 
as mentioned. Further on does it seems like it is 
common with external stakeholder in this phase, 
such as labor unions and consultant firms for 
instance. 

4. Search for and qualifications of potential 
suppliers. 

Follows the theory to a large extent.  

5. Obtaining and analyzing supplier proposals. Follows the theory to a large extent. Further on 
does this phase seem to merge with phase 6.  

6. Evaluation of proposals and selection of 
suppliers. 

Some sort of weighting and ranking system is 
used for evaluation. Further on does it seems 
like manufacturers they have already done 
business with have higher chance to get chosen. 

7. Selection of an order routine. Follows the theory to a large extent. 

8. Performance feedback and post-purchase 
evaluation. 

No standardized approach or routines are used. 
Instead gut feeling based on suspected biased 
interviews with users. 

 
Source: Adapted and modified from Robinson et al. (1967)  
 
Regarding step six, selection of suppliers, all of the interviewed companies say that they are open to 
all manufacturers that fulfill their need. However, it is not really true if taking a closer look since all 
interviewed organizations consider it beneficial to be loyal to one supplier as result of lower cost for 
service, insurance, spare parts etc. The switching barriers are thus clearly evident and means that if a 
manufacturer has won a procurement before, it’s more likely that they will again. This can be 
described as a positive spiral for the supplier where success breeds success. 
 
Concerning step eight, post purchase evaluation, none of the companies use a standardized 
approach or technique. Instead they use their gut feeling which they obtain by speaking with the 
users and checking if there has been special problems with the cars in hand. An important aspect to 
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pinpoint here is that it seem to be common to choose the drivers on a biased and judgmental basis 
which risks to generate answers that fit what the questioner wants to hear but actually is not the 
truth if all of the users had get their voice heard under more structured circumstances.  
 

7.3 Research question 3  

The purpose for this question was to better understand the specific criteria that are of importance 

when purchasing EVs in Sweden. Data was collected by a questionnaire that was analyzed in the 

previous chapter. The formulation of the research question was as following:  

“How can the selection criteria for organizations when purchasing EVs in Sweden be described?” 
 
The results indicate that the main reason for purchasing an EV in Sweden is environmental concern. 
It is evident that there is a genuine willingness to decrease C02 emissions and to contribute to a 
better global environment. In addition, there is a social pressure upon organizations that they should 
take responsible for the global environment and their own actions. Hence, organizations also 
consider it important to communicate their environmental concern towards different stakeholders.  
 
The main reasons for not purchasing EVs are mainly problems with the range and the price. 
Regarding the range, it is evident that some companies have a need for a longer range where EVs not 
are practically suitable. For others, the range is connected to charging issues where more charging 
points and quick charging would mitigate the problems that follows with the limited range.  
 
Another problem regards the lack of knowledge regarding EVs. The uncertainty itself is creating 
doubts and imagined risks about an eventual purchase, where questions about the total cost of 
ownership are central.  These problems are creating difficulties since the car manufacturers 
themselves do not have any statistics about resale value etc to rely on and hence can not answer the 
questions properly.  
 
Other respondents are unaware about several criteria and are therefore not considering EVs as an 
option when purchasing cars. Several of these questions are from the car manufacturer’s perspective 
easier to solve as they are a problem of information and marketing rather than technological 
boundaries.  
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8. Recommendations  
At first, the car manufacturers should aim to direct their marketing efforts towards the right 

receivers. Instead of putting effort on the formal buyer, that might lack authority to conduct a 

purchase and seldom initiate purchases, effort should be put upon the initiators and final decision 

makers which this thesis indicates is the top management. For instance, when bringing customers for 

dinner and promotion events, be sure to invite top management.  

Moreover, car manufacturers should aim to take advantage from the customers’ loyalty and the 

switching barriers that surround the purchase of cars. Since the current market share for EVs is close 

to zero in combination with a high potential, car manufacturers of EVs should aim to be the leading 

brand and strive after creating loyalty towards customers in order to keep that position.  

All the interviewed companies underlined that they found it beneficial to be loyal to one 

manufacturer, meaning that a manufacturer that has won a tender has higher chance to win again 

next time. Consequently, if a manufacturer at an early stage can be the supplier of cars to a 

company, a first deal with low margins to win the procurement can over time lead to be a very 

profitable business.  

Regarding the selection criteria, marketers should focus on what they can affect. In the short run, 

awareness about the EVs performance should be brought to light. When comparing EVs to 

conventional cars, EVs are equal and even better in many aspects. However, potential customers are 

not aware of this.  As an example, 51,2% of the respondents do not know whether the cost of 

electricity per km for an EV is affordable. However, almost 7 respondents out of 10 argue that fuel 

cost per km is very important. Increased awareness should also be put upon questions that 

customers easy can relate to conventional cars, such as the cars’ safety, comfort, cost for spare parts 

etc. Except highlighting aspects where EVs are superior conventional cars, it is also assumable that 

such awareness decreases the uncertainty and misperceptions regarding EVs. To summarize there is 

a need to develop new sales material.  

Regarding the range, it is evident that some customers never will purchase an EV under current 

conditions. However, a lot of the uncertainty is related to the charging possibilities. After analyzing 

the questionnaire it is evident that more charging points and quick charging would decrease the 

range problem. Whether quick charging is possible in the nearest future and how many charging 

stations there are a need of is unknown and require more research. However, it is assumable that 

quick charging and more charging points would decrease the anxiety over range, regardless if the 

stations would be used or not. Quick charging is further something that the customers request and 

seem to be willing to pay extra for.  

Further on, the sooner the industry agrees upon standardizations regarding for instance charging 

voltage, usage of AC or DC, kind of power plugs and etc, the better. As it looks like today the industry 

have much to blame themselves regarding customers’ confusion.    
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Appendix I - Optional comment regarding the environment 
 
”There barely exist any electric cars to buy, particularly not in the family-segment, which our fleet 
consist of” 
 
“Whether an electric car is green or not must be evaluated with respect to the vehicles live cycle 
regarding production and destruction.” 
 
”Public transportation is greener” 
 
”Hybrid cars are another option” 
 
”It can not be too expensive for the company, profit must be generated other can you be shut down” 

 
”The electric cars we posses are so called golf cars that we use in compact living areas as service 
cars” 

 
”We sell ”green” products, but our customers have difficulties to pay/communicate the products to 
their customers” 

 
”We have a non-environmentally classed diesel car that consumes less fuel than the two latest 
environmental cars that we have used. Additionally, it seems like the fiscal incentives for 
environmental friendly cars are fussy and indistinct. Take away all subventions for environmental 
friendly cars and free fuel for company cars. The fuel has already an environmental tax which 
regulates the costs regarding the environment.”  

 
”It is unclear what really environmental friendly is” 

 
”We bought an ethanol car a few years ago. That was not good business. The government should 
make long term goals about the rules that follow when you buy an environmental friendly car” 

 
”I consider that batteries creates environmental problem under present conditions” 

 
”We are a part of lager group where all larger tenders are made central. We are travelling sales 
personnel and hence dependent of both the car’s size and the possibility to recharge the car 
anywhere in Sweden” 
 
”It is doubtful whether the production of an electric car and its batteries and its recycling is better 
than today’s environmental cars that run on fossil fuel” 

 
”Well, we can not continue as of today. We consume finite resources in an increased pace and 
growth as we know it is dependent of an increased use of resources” 
 
”E = energy, regardless of electric energy, diesel energy, forest energy or anything else. To burn 
carbon to produce electric energy (when the nuclear plants are shut down) is not environmental 
friendly.  
 
”The electric car burden the environment at least as much as a modern diesel car.” 
 



 
 

”The electric car must have a good range, about 150km. From where derives the green energy? 
Nuclear, carbon, water, sun or wind? 
 
”The environment is important for us in the conference industry. However do not 99% of the 
customers care and buy therefore from non-certified suppliers without giving it a thought. Also think 
about all snow mobiles and RIB-boats that damage our environment.”   
 
”Our fleet consists only of fringe benefit cars for our sales personnel. No transportation of goods is 
made with our own cars. For that we have chosen an environmental friendly alternative.  
 
”We work towards municipalities and counties. Today there are no clear requirements regarding the 
environment in tenders. Instead price is of highest importance.”  
  



 
 

Appendix II - Optional comment regarding the knowledge of electric 

cars 
 
”Do not know how much the total cost is” 
 
”We have a car policy where procurement only is made out of the tax agency’s definition of an 
environmental car. If anyone wants to buy an electric car is it ok as long as other requirements are 
fulfilled such as price.” 
 
“We have tested to drive an electric car” 
  
”The necessary education for driving an electric car should be included in the price.” 
 
”We have moved to a municipality where there exist charging poles for electric cars. They also exist 
in areas where we often travel and was lacking in the city we lived in before. However I’m uncertain 
about how the cars react when it is cold and think the car manufacturers should be clearer about it. 
For instance, do the batteries discharge faster during winter? How is the range and the time for 
recharging. Such questions are important since it is a question about buying or not buying. That 
electric cars are good do we already know but how they work in practice is a different question.“ 
 
“Our technicians are educated for Renault Z.E vehicles.” 
 
“Education must be a part of the total price.” 
 
”We sell electric vehicles as working vehicles. “  
  



 
 

Appendix III – Optional question regarding selection criteria for electric 

cars 
 
“The battery life time is crucial. What is the cost of recycling batteries?” 
 
“More knowledge about total cost of ownership is required. For instance, how often do I need to 
switch batteries?” 
 
“Our cars are often used while recording TV” 
 
“We only have two company cars that not are used that much in service but are fringe benefit cars 
used for private purposes.” 
 
”Quick charging is important in order to reduce anxiety related to the range.” 
 
”The resale value is more important than the purchasing price” 
 
”When the purchase price is at the same level as conventional cars will I buy one!” 
  



 
 

Appendix IV – Optional question regarding political incentives for 

electric cars 
 
”Not relevant for the areas we use our cars”  
 
”The bus file for busses only” 
 
”Should be treated as other vehicles” 
 
”Good toughts” 
 
”Punishments are totally wrong, only benefits make me more positive. Use a carrot instead of a 
stick!” 
 
”With tax reliefs do I mean taxable value of fringe benefits only. An electric car creates as much 
congestion as other cars.” 
 
”I consider electric cars problematic in relation to conventional cars. There is not certain that electric 
cars are that good from an environmental perspective.  
 
”The problem is not political incentives but that electric cars are not developed enough. It has to be 
possible to drive a long range and they must have the same comfort and safety as conventional cars” 
 
”All political arrangements made in order to increase the sales of electric cars is a waste of money. At 
a certain point will the accessibility for bus files, parking lots etc disappear. Further does not fiscal 
subventions last forever, barely a length of office, we do not believe in electioneering bribes.  
 
”A bit too easy, of course do you want much to a small price” 
 
”Indirect does it already exist a punishment for cars that burden the environment. Cars with high fuel 
consumption equals more tax costs than cars with low fuel consumption. Consequently that fuel 
already has high costs for taxes and that more tax is paid for filling a tank of a “gasoline-consumer” 
  



 
 

Appendix V – Optional question regarding arguments for purchasing 

electric cars 
 
”Low cost per km” 
 
”Belief in the future” 
  
”Work for most people” 
  
“The environment and low cost per km” 
  
Environmental friendly and sustainable 
  
“Good for the environment” 
  
”The environment and low cost per km” 
 
”The Environment” 
 
”Nice if they work and have enough range of one charge, further good if they are quick to charge. 
 
”The environment” 
 
”The environment” 
 
”Low cost per km. In addition, benefits in terms of free parking and no congestion charges” 
 
”Environmental profiling” 
 
”Good for a sustainable development” 
 
”The environment” 
 
”Image” 
 
”Tax reliefs and cheaper batteries” 
 
”The environment” 
 
”The environment” 
 
”Good for the environment” 
 
”The environment” 
 
”The environment” 
 
”To little knowledge about the consequences” 
 



 
 

”The environment, prefer to drive hybrids. Another argument would be tax benefits, free parking and 
to use the bus file” 
 
”The environment” 
 
”The environment” 
 
”longer range” 
 
”Longer range, shorter time for charging and a reasonable price” 
 
”low cost per km” 
 
”The environment” 
 
”The environment, new technology” 
 
”Branding, the environment and long term profit” 
 
”Total cost of ownership” 
 
”We buy electric cars!!” 
 
”The environment and environmental image” 
 
”Lower costs per km” 
 
”Have no arguments” 
 
”Good environmental image” 
 
”We do not have any electric cars and hence no arguments for purchasing” 
 
”No arguments for purchasing” 
 
”The environment and to reduce CO-emissions” 
 
”That total cost of ownership gets reasonable” 
 
 
”A decent price and good range is always interesting” 
”To decrease our oil-dependency” 
 
”A leasing price lower than an equivalent conventional car” 
 
”Eventually could we purchase one for shorter deliveries”  
 
”The environment in Stockholm and that it provides us a market value” 
 
”Can not find any arguments” 
 
”The environment and a green company image” 



 
 

 
”Environmental friendly and a low cost per km (So far, the politicians will probably find a way to tax 
electric cars)  
 
”Environmental friendly” 
 
”Environmental life cycle cost” 
 
”image and a willingness to push technology forward” 
 
”The environment” 
 
”The environment and low cost per km” 
 
”The environment” 
 
”Environmental friendly” 
 
”Environmental profiling” 
 
”The environment and cost saving” 
 
”The environment – If environmental friendly electric cars are the best option? To do correct 
environmental choices are not that easy. It is a complex question with many parameters to take into 
consideration. However, we must decrease the use of oil”. 
 
”Definitely the environment. To drive an electric car symbolizes that we care about the environment” 
 
”Good environmental profile and a low cost for fuel and services.” 
 
”Low taxable value of fringe benefits”   
 
”Environmental reasons” 
 
”The environment” 
 
”Good total cost of ownership and a reasonable range” 
 
”The environment, but it feels like the electric cars good enough does not exist”  
 
”Electric cars are not a question for us.” 
 
”Political incentives” 
 
”The environmental future, we need to decrease Sweden’s dependency towards the international oil 
market” 
 
”less emissions” 
 
”Environmentally right”. 
 
”Strong environmental profiling” 



 
 

 
”To create a better environment” 
 
”They need to be equally good or better than cars with a combustion engine” 
 
”No arguments” 
 
”The range must be improved” 
 
”No arguments” 
 
”We are environmentalists” 
 
”The environment” 
 
”Our business is electric engines and therefore would it be good marketing for us” 
 
”To expensive” 
 
”Environmental care and better price” 
 
”A better price, a shorter charging time and up to 50 km range on a single charge” 
 
”The environment” 
 
”Price” 
 
”It is perceived as environmental friendly, it is modern” 
 
”A new generation need to be introduce with better range, charging  time, performance and price” 
 
”Doubtful” 
 
”Environmental aspects” 
 
”Environmental reasons” 
 
”The environments and costs” 
 
”The environment” 
 
”The environment, cheap to drive and quiet” 
 
”The environment” 
 
”Image” 
 
”It it significantly would affect our market position and constitute a foundation if we win tenders or 
not.” 
 
”Decreased environmental impact in the right direction” 
 



 
 

”low cost per km” 
 
”Environmental aspects” 
  



 
 

Appendix VI – Optional question regarding arguments for NOT 

purchasing electric cars 
 
”Does not fit our business, we have trucks and industry vehicles.” 
 
”Price” 
 
”Uncertain life time of batteries and thus uncertain resale value” 
 
”Only available with automatic gearbox, we need manual gearbox for driving lessons!” 
 
“Too expensive, no tax subsidies, no reasonable fringe benefits” 
 
”Cost?” 
 
“Expensive and too short range and too few charging points” 
 
”Too short range and too long charging times. The cars which are used by the sellers are driven 
around 70 000km/year and cannot stand and be recharged for longer periods. We sell to the 
healthcare industry and directly to hospitals and sometimes we have to deliver urgent. 
Consequently, today’s electric cars are not relevant for us.“ 
 
”Too expensive!!” 
 
”Charging time.” 
 
“Too short range and no desire (so far) from the staff. And it is the staff that determines which car 
they want.” 
 
”Does not fit our business” 
 
”Only interested if the battery is complemented with a second energy source (hybrid). Have driven 
hybrid car but the battery capacity has been too bad so far. (ref. Lexus RH400)” 
 
”Expensive, bad range, too small” 
 
”The variety of cars to choose among is too narrow and we feel uncertain regarding how long the 
batteries will last and in which direction the development of environmental friendly cars will take. 
Further on do we know too little about the future resale value. Will the infrastructure for electric cars 
be better or will it come some other new technology that the manufacturers and governments will 
focus upon instead. So our biggest reason to not buy today is the uncertainty about what will happen 
in the future.” 
 
”Too little knowledge” 
 
“Uncertainty regarding impact on the environment, range (km/charge), proximity to charging points, 
and performance.” 
 
”Battery capacity, range, uncertain resale value, uncertain battery life. The cars are often too small. 
Especially for long-distance driving on the highway.” 



 
 

 
“Too high price” 
 
”Too few models to choose among. Doesn’t fit our needs.” 
 
”To short range and too expensive.” 
 
”Not sufficiently developed and proven technology, too large financial risks. Too bad charging 
capabilities.” 
 
“Doesn’t work for longer trips” 
 
”Range” 
 
”Too expensive purchase price” 
 
”Too expensive and we wish there were more good alternatives of cars for craftsman.” 
 
“Too short range, too few charging points.” 
 
”Cost and uncertainty regarding development” 
 
”I want to buy an European car” 
 
“The purchase price is too expensive and uncertain resale value” 
 
”Expensive, underdeveloped infrastructure (charging points), too short range.” 
 
“Not sufficient amount of cars to choose among. Price” 
 
”Too short range” 
 
”Expensive, poor range, long chagrin times.” 
 
”Range” 
 
”Not functional" 
 
”Expensive, poor range” 
 
”High purchase price, the torque is not sufficient when running heavy trailers, hard to find charging 
points.” 
 
”The cars purchase price and the lack of public charging points.” 
 
”Too expensive” 
 
”Charging capabilities, purchase price” 
 
”Too expensive, too short range, too small cargo space, can not pull a truck, too few charging points, 
no clear political subsidies for Stockholm as an example. Resale value? 
 



 
 

”Our cars drive long distances” 
 
”Perhaps the range and the uncertainty about how the car is recharged.” 
 
”Takes long time to recharge, poor availability of charging points and poor range.” 
 
“We do not believe there are electric cars that fit our needs since our business trips usually are 
around 200-600km per day when we use to travel by car.“ 
 
”Expensive, expensive batteries and short range.” 
 
”The total cost of ownership is too high” 
 
”Knowledge, range, price” 
 
”The technology is not mature.” 
 
”A purchase is out of the question considering the resale value.” 
 
”Our CEO is very interested in cars and wants tou buy fast ones.  
 
”The range, the risk of being stranded on the highway a friday afternoon. The combination with a 
smaller diesel generator in the car maybe is a wise idea?” 
 
”None” 
 
”Total cost/km, comfort, range, charging times, proximity to charging points.” 
 
“Expensive to buy, long charging times, far to charging points” 
 
”Range and reliability” 
 
”Range, expensive batteries, biogas driven cars” 
 
“The current range does not fit our driving habits. Purchase price. Poor infrastructure (charging 
points)” 
 
”Too short range. To long charging times. Too high total cost of ownership.” 
 
 
”Cost” 
 
”Too expensive, short range, unreliable technology, doesn’t work in cold climate.” 
 
”Long charging times and short  range” 
 
”Too high total cost of ownership” 
 
”Charging time, range and poor infrastructure for charging.” 
 
“Not ready technology and infrastructure” 
 



 
 

”That I am not sure of the total environmental impact” 
 
”Long charging times, too little knowledge and too few public charging points” 
 
”Short range, high purchase price, lack of charging points” 
 
”Narrow selection of cars to choose among and high purchase price” 
 
”Short range” 
 
”Charging problem and short range” 
 
”Price” 
 
”Total cost of ownership, range” 
 
”Short range and expensive” 
 
”That they do not feel completely developed. Must be able to go very far on a single charge and have 
the same safety and comfort as conventional cars” 
 
”Expensive capital investment, poor range. Very high cost per km. Poor batteries= poor resale value. 
Expensive electricity bill at home to warm up the car with the car heater and also to charge the 
batteries. 
 
”Not relevant to buy electric cars” 
 
”The lack of political willingness” 
 
”Price, proximity to charging points, range. Further we need cars with high load capacity, heavier 
vehicles.” 
 
”Electric cars are way too expensive and not fully developed yet.” 
 
”Practical worries with range and charging”  
 
”Too expensive” 
 
”Purchase price and resale value” 
 
”Our cars are used to reach customers around the country. From Ystad to Happaranda. An electric 
car must have the same range as a conventional car with combustion engine and be able to be 
recharged under 5 minutes to be an option for us. In addition, electricity is in short supply. Hybrid 
cars could possibly be considered by us, but the price is still not attractive.” 
 
”Price, range, uncertain resale value” 
 
 “Range, uncertain resale value, uncertain cost for service and maintenance and uncertain length of 
battery lives. Slow, dull, small and ugly electric cars is not anything I want to drive or get ride with…” 
 
”The technology is not proven. How far will the car go on a single charge if we use the cabin heat, 
lights and everything else that run on electricity” 



 
 

 
problem med dessa fordon vilket inte har med något speciellt fabrikat att göra 
Unfortunately we can not use electric cars as we are in the road assistant industry where we have 
found  that it is too much trouble with these vehicles (Regardless of manufacturer and brand)” 
 
”Costs, unreliable politicans” 
 
”Can not afford one at the moment and I need a car with 4WD, otherwise I’m not interested!” 
 
”Range, size, usability in a Nordic climate” 
 
“Troublesome to find charging points in combination with short range, especially in cold weather. 
Have a feeling that the resale value of today’s cars will be bad as I hope that the development of 
batteries will take off.” 
 
”Too expensive, too short range” 
 
”Economy/environment” 
 
”Takes long time to charge and the purchase price is way too high.” 
 
”Range” 
 
”Too short range on a single charge” 
 
”Short range and long charging times.” 
 
”Inappropriate for driving long distances in highway speed, and high costs” 
 
”Too short range” 
 
”Poor range” 
 
”Price, range” 
 
”Costs, poor selction of cars to choose among” 
 
”Can not tow trailers!” 
 
”Too short range” 
 
”Too short range on a single range” 
 
”Range and charging times” 
 
”Purchase price versus range per charge. Electric car does not fill the same purpose and can only be 
compared to small cars such as smart, etc. Hybrid cars seem to be better despite their high purchase 
price.” 
 
”Long charging time, short range” 
 
“Not justifiable from an economic perspective, high purchase price and low resale value) 



 
 

 
”Too short range” 
 
”Too short range for our driving habits.”  
 
”Price" 
 

  



 
 

Appendix VII – Interview Guide 
 

1. Name of company: 

2. Responent’s name: 

3. Job title/position: 

4. Number of employees at the company: 

5. Number of cars in the fleet: 

6. Number of electric cars in the fleet: 

7. How often do you buy new cars? 

 

Qusetions regarding RQ2: “How can the buying process when purchasing EVs 

in Sweden be described?” 

8. Describe the process from the point where a need occurs till a purchase is made and an 

evaluation is made. 

- How does a need usually arise? 

- How are specifications and number of cars to purchase determined? 

- How can the search process for suppliers be characterized? 

- How is supplier proposals analyzed and evaluated? 

- How do you usually evaluate your car purchases? 

 

Questions regarding RQ1: “How can the buying center when 

purchasing EVs in Sweden be described?” 

9. Describe what people/positions that are involved in in purchases of new cars. 

10. Is it common that a person possesses multiple roles? 

11. Is it common that a role is shared by more than one individual? 

12. Is there any external people involved in the buying center? 

Dimesions 

13. How many departments are involved? Which? 

14. Is the purchase of electric cars determined centrally or locally? 

15. Finally, which person/position in your company would you say has the greatest influencing 

power regarding a potential purchase of electric cars? 

 

Questions regarding RQ3: “How can the selection criteria for 

organizations buying EVs in Sweden be described?” 

16. Do you see any value in driving electric cars? If so is the case, what value in particular? 

17. What has been the basis for you to buy or not to buy electric cars? 



 
 

18. Are there any specific political policies that directly would make you more interested to buy 

electric cars? If so, why? (For example tax credits, permission to drive in the bus lane, free 

parking, no congestion charges etc.) 

19. Is it/would it be important for you that it can be seen that you drive an electric car? 

20. What would be your selection criteria if/when purchasing an electric car? 

 

 

 

 

 

 

 

 

 

 

 


