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ABSTRACT
This paper will discuss the challenges that arise in the business-to-business marketing process in the
area of highly technological and innovative solutions. The authors will depict the processes that are
involved in the business-to-business marketing approach and portray the challenges that arise due to
a number of factors, such as trust, customer value and early adoption, when it comes to selling new
technology and innovative solutions, and innovations overall, that companies nowadays need, but not
necessarily want. The Diffusion of Innovation theory as well as the concept of Relationship
Management will be used to put this topic into theoretical frameworks. With the support of existing
literature, the qualitative methodologies of this paper are chosen in order to gain knowledge of the
preferred approaches of business-to-business marketing. In accordance to this, the authors aim to
analyze the diffusion of innovation and how companies today can attain customers not only within
the early adopters group, but also the early and later majority, thus increasing market value and share.
This exact transition has been analyzed, however not in the exact field of industrial marketing with a
focus on the financial industry, though innovation and digitalization is now more important than ever.
Firms need to establish personal and trustworthy relationships with potential and actual customers in
order to generate more value and implement necessary innovative solutions. In a survey conducted
within the scope of this thesis, respondents emphasize the perceived level of expertise suppliers need
in order to initiate collaborations. The focus on innovation and increasing customer and market values
through its implementation will be discussed in order to accelerate value generation for all parties
involved in an ever-changing digital environment and to fill the research gap within innovation
diffusion in industrial marketing.
Key-words: Diffusion of Innovation, Industrial Marketing, Relationship Management,
Customer Values, Communication, Innovation implementation, Network effects

ABSTRAKT
Uppsatsen kommer diskutera de utmaningar som uppstår i marknadsföringsprocessen mellan företag
inom området för högteknologiska och innovativa lösningar. Författarna till uppsatsen kommer att
skilja de processer som är inblandade i Business-to-Business marknadsföringsmetoden och beskriva
de utmaningar som uppstår på grund av ett antal faktorer. Detta kan vara till exempel förtroende,
kundvärde och tidig adoption när det kommer till att sälja ny teknik, innovativa lösningar och
innovationer överallt som företag nuförtiden behöver, men inte nödvändigtvis vill ha. Diffusion av
innovationsteori samt begreppet Relationship Management kommer att användas för att sätta detta
ämne in i teoretiska ramar. Med stöd av befintlig litteratur väljs de kvalitativa metoderna för detta
papper för att få kunskap om de föredragna metoderna för marknadsföring emellan företag. I enlighet
med detta syftar författarna till att analysera diffusionen av innovation och hur företag idag kan nå
kunderna inte bara inom den tidiga adopteringsgruppen utan också i början och senare majoritet,
vilket ökar marknadsvärdet och -delar. Denna exakta övergång har analyserats, men inte inom det
exakta området för industriell marknadsföring med fokus på finansbranschen. Innovation och
digitalisering är nu viktigare än någonsin. Företag måste etablera personliga och pålitliga relationer
med potentiella och faktiska kunder för att skapa mer värde och genomföra nödvändiga innovativa
lösningar. I en undersökning som utförs inom ramen för denna avhandling understryker
respondenterna den uppfattade kompetensnivå som leverantörerna behöver för att initiera
samarbeten. Fokus på innovation och ökning av kund- och marknadsvärden genom implementering
kommer att diskuteras för att påskynda värdetillväxten för alla parter som är involverade i en ständigt
föränderlig digital miljö och att fylla forskningsgapet inom innovationsdiffusion i industriell
marknadsföring.
Nyckelord: Diffusion av innovation, Industriell marknadsföring, Relationshantering,
Kundvärden, Kommunikation, Innovationsimplementering, Nätverkseffekter
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1. INTRODUCTION
New technology and globalization have opened opportunities and growth potential for industries, and
therefore the competition has developed to become an increasing challenge over the past couple of
years. The traditional ways of operating may no longer meet the challenges of the increasing degree
of digitalization and the challenges faced when new technologies and innovations arise, accompanied
by accumulating regulations (Blind, 2012). Especially technology driven organizations play an
important role in pushing larger and more traditional corporations towards innovation and industrial
change. In many cases, technological innovations are still unfamiliar ground for more established
firms, but the necessity of implementing new technologies with a high degree of innovation is gaining
in significance at an accelerating rate. The services offered by technologically innovative companies
that provide solutions for incremental innovation in other firms need to be made more understandable
and the importance and necessity should be stressed towards a broad range of established companies,
eventually reaching the mass market. (Christensen & Bower, 1996)
In order to analyze and determine not only the necessity of innovation in companies, but also the ideal
approach as to how to sell such innovative solutions, the authors will consider relationship
management, the role of trust, relationships and value generation in business-to-business
relationships. In an attempt to determine the factors that lead to successful industrial marketing
strategies with which innovative solutions are successfully sold and implemented within the financial
industry, the authors analyze varying degrees of innovation, openness towards innovation and how
business relationships can be initiated. The particular focus will lie on technology consulting firms
which will be further explained and discussed throughout this research paper.
Business relationships have been present since the establishment of commerce and according to
LaPlaca (2013), Industrial Marketing can be traced back to the 1890's. However, Business-toBusiness marketing (also commonly referred to as B2B marketing) has been neglected in regard to
academic research in recent years. More emphasis and focus has been put on consumer markets,
rather than business markets (LaPlaca, 2013). As Reibstein, Day and Wind (2009) have stated: “There
is an alarming and growing gap between the interests, standards, and priorities of academic marketers
and the needs of marketing executives operating in an ambiguous, uncertain, fast-changing, and
complex marketspace” (Reibstein, Day & Wind, 2009, p.1). This paper aims to determine factors and
preferred approaches that should and need to be considered when trying to develop a sustainable
relationship, in which all parties involved in the business relationship can benefit and generate value.
The further objective is to make recommendations so that organizations offering innovative
technologies are presented with a most effective way of approaching potential customers in the
financial industry through industrial marketing and customer relationship methods.
When considering and analyzing business relationships and the potential that cooperations between
innovative technology firms and more established companies hold, there are several influencing
factors that should be taken into account. Established corporations are restlessly attempting to
maintain their competitiveness within an ever-changing and highly innovative environment, and thus
experience a certain kind of need or pressure to keep up with the evolving technologies. In such a
sustainable relationship, technology firms as suppliers of innovation on one side, could benefit from
reaching a broader group of companies to which they could sell their services and thus increase their
market share. On the other side, the business customers operating in the financial industry are offered
the chance to maintain and sustain their competitiveness by implementing highly innovative solutions
6

and new technologies. Here, the necessity of altering the attitude towards innovative solutions by
established firms plays a vital role.
Innovation suppliers can effectively improve their marketing practices for their products and services
with the insights on the innovation adaptability processes of the organizations that they are targeting
(Frambach & Schillewaert, 2002). Early adopters are generally more open to new solutions and the
followers need more persuasion from the service provider in order to commit to a business deal. Both
parties, the innovation supplier and the innovation adopter, have their own operational goals, but the
desired outcome should regardless be the same in order to initiate a cooperation. Innovation can
evidently be achieved as an outcome of successful relationships between service suppliers and
customers (Gopalakrishnan & Zhang, 2017).
In this research paper, the authors will focus on the factors that determine the formation of a
cooperation between two parties; one being a consulting firm offering high-tech solutions and
innovative technologies and the other party being business customers (organizations) that would
benefit from the adoption and implementation of these solutions. The determining parameters which
influence the process of such a business-to-business relationship will be discussed within the
framework of the Relationship Management approach and the Diffusion of Innovation theory.
Furthermore, these frameworks will help us to understand how potential customers of such high-tech
solutions are able to remain relevant in an ever-changing and advancing technological environment.

1.1 Research Objectives and Questions
The objective of this paper is to respectively determine preferred marketing approaches to generate
the highest possible outcome in respect to business-to-business sales of a highly technological
organization supplying innovation. The research problem refers to the uncertainty of which approach
would create and yield the most value for all parties and market actors involved. The authors will
suggest a connection to this and organizations selling their innovation solutions to companies that
have a different degree of openness towards innovation when it comes to making changes within their
companies and altering their processes. The concepts are discussed and explained based on previous
publications and literature, and further analyzed with an empirical study with primary data collection
from a predetermined sample group.
This particular field of research raises an important and contemporary question in the area of businessto-business marketing: How could an innovative technology firm approach its prospect customers in
regard to industrial marketing to enhance the diffusion of innovation within the financial industry?
Possible approaches and important factors to consider for companies needing innovative solutions in
order to stay and grow within their industry will be discussed. An important aspect for companies
providing such solutions for the implementation and adoption of innovation, is enhancing
communication and delivering value and thus generating more commissions (Bocken, Short, Rana &
Evans 2014).
Further, the authors not only aim to make recommendations to acting innovation firms on the market,
but also to fill an academic gap in recent research and literature. As previously stated, there has been
a large emphasis on business-to-consumer marketing strategies, however business-to-business
(industrial) marketing has become equally as important. Due to a rapid technological change, many
companies are not being able to master the digital transformations themselves but need outsourced
support. As this is such a recent phenomenon, research has fallen behind on discussing this very
specific topic. In academic terms, research has discussed and analyzed industrial marketing, however
7

not in combination with highly relevant innovations and solutions and not in particular regard to the
financial industry.
Though research on the digital transformation of the financial industry exists, most literature aims at
targeting end-consumers with new innovations and not other operating businesses. Therefore, the
authors attempt to bridge the digital transformation and the rapidly changing innovative environment
that organizations have to act in, and the marketing strategies that particularly aim at other operating
businesses, with fundamental theories such as the diffusion of innovation, relationship management
and industrial marketing overall.

1.2 Glossary
Business-to-Business Marketing (B2B Marketing)
This paper focuses on the concept of business-to-business marketing. Overall, the term marketing
refers to the process of generating interest from potential customers and/or clients for the products or
services that you offer. It revolves around the research, promotion and selling of the products or
services offered. (Ward, 2018) Though there are a number of different types of marketing, this paper
focuses on business-to-business marketing which refers to the meeting of needs that other businesses
have. These businesses, in turn, have the demand generated from their own consumers and thus they
buy products with the objective of adding value. (Hague, Hague & Harrison, 2018) In a business-tobusiness model, commerce between two or more businesses takes place. Business-to-business
marketing is also referred to as Industrial Marketing, also referring to transactions and processes that
take place between organizations and not organizations and individual consumers as it would be with
Consumer Marketing. (Avlonitis & Gounaris, 1997)
Business-to-Consumer Marketing (B2C Marketing)
In contrast to business-to-business marketing, business-to-consumer marketing refers to “...the
transactions conducted directly between a company and consumers who are the end-users of its
products or services” (Kenton, 2019, p.1).
Consulting Firms
In this paper, the focus specifically lies on consulting firms operating within the financial sector that
are offering services such as risk analysis and modelling as well as pricing, valuation and capital
management. “Within the consultancy sector, one of the main core competencies of consultants is to
deliver the latest advice and to implement knowledge based on practical and scientific sources.”
(Taminiau, Smit & de Lange, 2009, p.42) The authors are doing the research for this paper in
cooperation with a consulting firm based in Stockholm, Sweden called Kidbrooke Advisory
AB. Leaning on the services that the Kidbrooke Advisory AB is offering, the authors are analyzing
industrial marketing processes and innovation diffusion in special regards to consulting firms offering
these particular services such as risk modelling using Artificial Intelligence (AI) and Agile
Management methods (Kidbrooke Advisory AB, 2019). However, the analysis made does not limit
itself to consulting firms offering only these services, but also other innovative solutions using
Artificial Intelligence and Computer/Machine Learning methods, for example.
Financial Industry
Companies operating within the financial sector offer services around the allocation of capital and
the allocation of risk appropriately (Rajan & Zingales, 2001). The companies operating in the
financial industry are numerous types of savings and loan providers, banks, insurance companies,
bank branches and credit unions. (Berger & Loretta, 1997) Due to the high competition on the market,
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the literature has displayed a proven need for innovational services targeting the financial industry
(Theron & Terblanche, 2010).
Innovation
Damanpour (1991) defined the goal and concept of innovation as follows: “Innovation is a means of
changing an organization, whether as a response to change in its internal or external environment or
as a preemptive action taken to influence an environment” (Damanpour, 1991, p.556). He extends
this definition to the adoption of innovation, stating that “...the adoption of innovation is generally
intended to contribute to the performance or effectiveness of the adopting organization” (Damanpour,
1991, p. 556). Innovation can occur in different types, such as “...new products, materials, new
processes, new services, and new organizational forms...” (Ettlie & Reza, 1992, p.795). In this paper,
innovation is considered incremental in its nature when it is offered by a supplier, but has a
progressive effect on productivity and value creation when implemented (Von Hippel, 2005). Within
the service sector, the innovation offered by a consultancy is often created within a co-operation with
the client. (Van der Aa & Elfring, 2002) In the context of Kidbrooke Advisory AB, the consultancy
provides innovative solutions within risk management to the financial sector, including artificial
intelligence, robotics and machine learning based on sound and complex mathematics. Their offerings
consist of management consultancy services and tailored products based on the customers’ needs.
(Kidbrooke Advisory AB, 2019) As stated on Kidbrooke’s website, the main focus lies on:
“World class expertise in finance, technology and modelling, combined with our innovative service
delivery mechanisms enables our clients to take the computational aspects of their risk management
to a new level.’’ (Kidbrooke Advisory AB, 2019)
Value
Value will be discussed in this paper in the context of customer value creation and customer values.
Hereby, the authors use the definition of value by Prahalad and Ramaswamy (2004) as follows: Value
is created inside the firms through its activities and exchanged in the market in the context of
transaction. The communication that creates value is present in the market, as the buying and selling
happens between the firm and the consumer where the consumer is influenced so that the firm can
derive the highest value of the transaction. (Prahalad & Ramaswamy, 2004, p.6)
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2. LITERATURE REVIEW
With underlining literature and research papers, the theory of the Diffusion of Innovation and the
concepts around Relationship Management will be used to study and analyze the results and data
collected from the questionnaire. In order to determine the factors that should be considered when
discussing industrial marketing and the marketing of new innovations and technologies, research
papers from different authors will be considered. The literature and theories used and discussed
throughout this paper allow the authors to depict specific insights into industrial marketing with an
emphasis on - and in special consideration of - the financial industry.
At first, Industrial Marketing as an overall concept will be introduced. This is then followed by the
concept of Relationship Management and the Diffusion of Innovation theory. The following review
of the used literature reflects different methods that are proven to promote precise and superior results
in business-to-business marketing. The different factors, methods and models are introduced and
discussed more specifically in the following sections and especially in the theoretical framework.
The literary section of this research paper begins with a chapter serving as an introduction to the
concept of industrial marketing, which is the base the entirety of this paper. Industrial marketing is a
popular topic among researchers and therefore the authors have chosen to focus on particular aspects
and individual researchers, which will both be introduced in this literature review. The chosen aspects
among the large amount of literature will create a correspondent base and generate further discussion
for this paper. The importance of small and medium-sized companies in the economy is argued and
stressed by several researches, and in order for them to innovate other organizations, their marketing
processes have to be aligned with the demand (Ndubisi & Manada, 2010: LaPlaca, 2013). Freytag
and Clarke (2001) explain the concept of industrial marketing as meeting the customer’s desires and
demands. Moreover, this this is complemented with the argument that marketing is also explained as
the cooperation between the supplier and the customer.
Industrial Marketing
The chapter on industrial marketing serves to discuss the topic of business-to-business marketing in
a general manner. The subsections of this chapter serve to explain market segmentation and customer
value creation in greater detail. There has been an increase in interest among research, though some
researchers have controversial arguments on the topic of industrial marketing. Some argue that
segmentation should be discussed and considered hand in hand with the marketing concept whilst
other researchers suggest that market segmentation should be used as a tool for resource allocation
(Freytag & Clarke, 2001: Plank, 1985). Due to successful marketing processes, a company can find
itself in a situation where innovation implementation through cooperation is taking place, due to the
success of creating value to the customer. A research conducted by Ngo and O’Cass (2012) shows
that the ability to create value to the customer can be based on marketing and product innovation
capabilities. The most important and recurring factors and capabilities that have been found among
relevant research papers will be presented and explained in the theoretical section, and more precisely,
in the chapter of customer value creation of this paper. In order to create value for the customer,
companies must put effort to continually enhance their performance in product innovation, marketing
and market sensing. (O’Cass & Ngo, 2012)
Relationship Management
In chapter 4.2, the authors specifically focus on relationship management, customer value and trust,
which are key elements for experimenting the research objective to determine factors that affect the
ability of small and medium-sized enterprises to supply innovation to other organizations. There has
10

been a dramatic technological interconnectedness between companies but also increasing interest
among research in B2B relationships (Gopalakrishnan & Zhang, 2017). The research has also proven
that deeper relationships are one of the main influencing factors for driving innovation within
organizations. The subchapter dives deeper into the topic of relationship marketing with several
aspects on the depth of relationships. This report discusses the Commitment-Trust Theory, which is a
suitable framework for corporate trust and can determine which factors play a particular role in
business-to-business relationships (Friman, Gärling, Millet, Mattson & Johnston, 2002).
The Diffusion of Innovation
Lastly, the theoretical framework of the diffusion of innovation theory is depicted and discussed,
focussing on the adoption of innovation and the factors that affect the rate and intensity of innovation
diffusion and its respective adoption. According to Lawrence (2004), the diffusion of innovation
theory consists of four components. Dearing (2009), however, explains the theory on the basis of five
elaborative components. Even though different researchers have contrasting arguments of the key
components of the diffusion of innovation, the reasoning for it is nevertheless mutual. Therefore, the
authors have chosen to combine the aspects of the researchers in the following paragraphs. The model
on the diffusion of innovation will be discussed further in Figure 1 on page 20.
The adoption of innovation is introduced in the course of this paper, with a special emphasis on the
adoption of innovation within organizations. In previous research, it has been proven that innovation
is a key factor of success and therefore the importance of innovation is very high for organizations
(Cardozo et al., 1993). The adoption of innovation is decided either on the organizational level or
individual level, as suggested by Frambach and Schillewaert (2002). Furthermore, the literature in
this report suggests three factors that can affect the decision to implement innovation into an
organization: the organizational size, the organizational structure and the organizational
innovativeness (Kennedy, 1983: Zaltman, Duncan & Holbek, 1973: Morrisson, 1996). When the
decision to adopt an innovation has been made, the implementation process is highly important and
needs to be considered, especially when supplying more complex solutions that are specifically aimed
at driving innovation (Möller & Parvinen, 2015). Möller and Parvinen (2015) have suggested a
number of drivers regarding the implementation complexity of innovations, which are discussed
throughout this paper. These drivers can be evaluated by the success and likeliness of new innovative
technologies and solutions being adapted.
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3. THEORETICAL FRAMEWORK
In this section, the theoretical basis for the use of concepts and theories that will underline the study
conducted in the later part of this paper, is described. Firstly, the authors will introduce the concept
of industrial marketing, focusing on market segmentation and customer value creation. Further on,
research on relationship marketing is discussed through the aspects of supplier relationships,
relationship marketing, customer values and the network effect. Finally, the theory around the
diffusion of innovation is depicted along with explanatory sections on the adoption and
implementation of innovations. In order to clearly depict the objectives of the survey conducted
alongside this research paper, the survey questions are introduced in the respective relevant
theoretical sections.

3.1 Industrial Marketing
The globalization of markets has increased the complexity and volatility of industrial marketing
practices immensely over the last years. Therefore, the marketing concept for enterprises is important
in order to sustain a global competitiveness. According to Ndubisi and Mananda (2010), small and
medium-sized enterprises play a significant role in the economy as suppliers and consequently have
the ability to affect the performance of other firms (Ndubisi & Manada, 2010: LaPlaca, 2013). In
order to respond to economic challenges in industrial marketing, a company has to possess the skill
to manage knowledge, build long-lasting relationships, ensure quality products and maintain
competitive prices. When these four skills are managed successfully, a small and medium-sized
service provider can not only ensure a wider coverage and better brand awareness, but also a better
service development. (Möller & Parvinen, 2014)
According to Freytag and Clarke (2001), the explanation of a marketing concept is that the customers’
wants and needs are met and fully understood by the provider. Frambach and Schillewaert (2002)
have found that many new innovations fail due to a lack of customer need fulfillment or due to a lack
of advantage in comparison to other alternatives. Marketing in an industrial market is also described
as a cooperation between the customer and supplier, where the supplier tends to have a deep
knowledge of the customers’ needs and wants. The process of market segmentation helps companies
and providers to determine their customers’ needs and are thus able to offer relevant
solutions. (Freytag & Clarke, 2001) Consequently, industrial marketing plays an important role in
determining how suppliers of innovation should market themselves and their solutions and how
suppliers should approach potential customers with the given business communication channels of
today.
3.1.1 Market Segmentation
A segment can be described as something that must be identified, chosen and from there on targeted
with a customized marketing mix (Kotler, 1994). However, researchers have some different
understandings of market segmentation. Some researchers discuss segmentation in close relation to
the marketing concept, meaning that customers should be addressed through helping them to satisfy
their needs based on collected information. In contrast, other researchers argue that market
segmentation can be referred to as a tool of resource allocation, meaning that segmentation is a
method for the identification of different target groups. The purpose of this is to determine broad
strategic decisions such as the resource allocation of a company and which businesses a company
should be in or which it should enter. (Freytag & Clarke, 2001)
12

Ideally, the process of segmenting markets should result in “...guidelines for the operational level that
have the purpose of gaining a continual competitive advantage for the company” (Freytag & Clarke,
2001, p.474). Research shows that segmentation should be considered as more than just a method for
the analysis of environments and for the allocation of marketing resources, but also as engaging
segmentation in internal processes within a company, and, as subsequently shaping the environment
by being part of the market (Freytag & Clarke, 2001). According to Freytag and Clarke (2001),
segmentation should also be based on the current situation of the market and must detect and identify
the main reasons for “...the buyers buy...” (Freytag & Clarke, 2001, p. 475).
In order to identify market segments, a number of different factors need to be taken into account. One
variable is the buyer’s perception of their own needs which are not only determined through the
interaction of the buyer with the seller, but that are also developed by the competitors’ activities and
more general, by any changes that may be taking place in the company’s environment. (Freytag &
Clarke, 2001) This is especially interesting when considering the degree of novelty of a new
technology or solution as different customers may have different perceptions of their own needs and
thus increases the importance of market segmentation.
As stated by Freytag and Clarke (2001), both buyer and seller may have different demands when it
comes to a cooperation: “...to the seller, the task is now to identify the buyer’s need for, and intentions
behind joining the cooperation, and the buyers previous experiences with cooperation” (Freytag &
Clarke, 2001, p. 479). It is essential for suppliers to detect and respectively select the segments that
match the company and its expertise best. Companies should ensure that the segments they select to
operate in, have potential for them and that they are able to develop a competitive advantage and thus
gain the position in the specific segment that they want to have. Hereby, the companies need to bare
in mind that the seemingly most attractive and fastest growing segments may not be suitable or the
right fit for their company, especially when the segment could not be handled by the company
internally. (Freytag & Clarke, 2001) The evaluation of particular segments could be done by orienting
towards some of the following criteria and seeing where skill and competence is given to a sufficient
extent; potential profit in relation to the potential risk, the number of competitors and competition
overall, the ability to not only target but also reach potential buyers within a market, and the ability
to gain a competitive advantage (Freytag & Clarke, 2001, p.482).
In summary, firms offering services and thus looking for buyers for their products and services,
should ensure that they have identified a number of criteria that they need in their segment. Freytag
and Clarke (2001) argue that these include the determination of the kind of relationship the seller is
looking for, monitoring internal factors which may be critical in order for the company to succeed in
a particular segment, and that companies making a selection of segments to target should take into
account of how well the companies match with their own (Freytag & Clarke, 2001, p. 486).
In this paper, the authors will focus on the rendition of market segmentation in which the intention of
customers in respect to a collaboration with suppliers is used as a segmentation base.
3.1.2 Customer Value Creation
In the dynamic environment of industrial marketing that we are currently facing, innovation and its
marketing plays a vital role in order to provide a competitive advantage for service suppliers to create
value for customers (O’Cass & Ngo, 2012). Relationship management is an important aspect for
generating successful sales operations as well as for creating a relationship, in this case between two
organizations, that generates value for all parties involved, and thus achieves the highest potential
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outcome; the implementation of innovative solutions. Respectively, relationship management and
relationship marketing will be discussed throughout this paper.
In respect to innovation, researchers have identified three specific capabilities that enhance the
customer value creation: (1) the capability to supply innovative products, (2) the effective marketing
offering and (3) market sensing. The capability to innovate enables the enterprises’ ability to adapt to
changing markets as well as to develop solutions that are applicable for the customer’s current and
future needs. (O’Cass & Ngo, 2012; Berry, 2002; Foley & Fahy, 2004) Through product innovation,
the enterprises can create value to the customer by producing innovative solutions not only to the
present problems, but also to comply with possible future problems. In addition, product innovation
is argued to create better performance value, co-creation value and relationship value (O’Cass & Ngo,
2012). Secondly, argued by Berry (2002), Ngo and O’Cass (2012) enterprises tend to have marketing
activities for the purpose of protecting their customer base, to build products, to enhance brand
reputation and to drive success (Berry, 2002; Ngo & O’Cass, 2012).
The marketing capabilities are based on the activities in pricing, product distribution, marketing
communication, selling and marketing planning. Due to the many variants of activities, enterprises
have the ability to create unique relationships with the customers that are impossible to imitate by
others. Lastly, the well-performed market sensing is pushing the product innovation and effective
marketing offering to achieve greater value creation. Market sensing is the ability to respond to
changes in the market and to forecast the future. (Foley & Fahy, 2004) Therefore, one can conclude
that it is crucial for a successful performance of an enterprise that all of these three capabilities
mentioned above are complementing each other. The essence needed in order to create the maximum
possible value for the customer is to achieve superior performance in product innovation, marketing
and in market sensing (O’Cass & Ngo, 2012). Findings from a study conducted by O’Cass and Ngo
(2012) support the prior arguments, stating that marketing capabilities of an enterprise plays a crucial
role for the relationship between market orientation and relationship value. Moreover, the study
showed that, to a certain degree, marketing and product innovation capabilities reconciles the
relationship between enterprise’s market orientation and its ability to create value. (O’Cass & Ngo,
2012)
Research conducted by Walter and Ritter (2003) also suggests that there are several determinants for
the creation of value through customer relationships. Alongside the determinants commitment and
customer-specific adaptations of the supplier, the authors especially highlight the role of trust within
successful supplier and customer relationships. Summarized by Walter and Ritter (2003), customer’s
trust can be specified as “...the belief in the supplier’s honesty, goodwill and competence…” (Walter
& Ritter, 2003, p. 356). Therefore, trust plays an important role in not only the customer value
creation but also in the value that customers may create through introducing the supplier to other
organizations (Walter & Ritter, 2003).

3.1.3. Survey Questions based on Industrial Marketing
Aligned with the previously stated theories and concepts on industrial marketing, market
segmentation and customer value creation, the following questions cover this aspect of the research
paper in the survey that is sent to a sample group. As previously stated, industrial marketing plays an
important role in determining how suppliers of innovation should market themselves and their
solutions and how suppliers should approach potential customers with the given business
communication channels of today. These channels include LinkedIn, business events communication
or other ways of direct messaging such as phone calls and e-mail. The following three questions are
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part of the questionnaire which is sent out to the predetermined sample group. For the full survey, see
Appendix I.
3) What is your preferred channel for being approached by the first time about a new relevant
solution?
4) How much time should pass after the initial contact before a follow-up action takes place?
5) Which communication channel creates trust towards the supplier?

3.2 Relationship Management
Over the past couple of years, the concept of relationship management with a main focus on businessto-business relationships has raised interest among researchers. The concept of relationship
management and marketing can be traced back to the early growth of the service economy in
emerging markets and advanced nations (Ndubisi & Natarjaan, 2016). In the following section, the
authors aim to depict the importance of relationships between firms and the impact these have on
innovation. Respectively, relationship management will be discussed through the aspects of the
acumen of collaboration, relationship marketing, customer values and the network effect. These
aspects are highly relevant as customer and relationship-focused marketing has become extremely
important for companies in the financial industry. (Roman, 2012) From the financial industry
perspective, customers have experienced an increasing need for a deeper relationship with the service
provider, which has resulted in suppliers superioring their relationship marketing activities (Chiu,
Hsieh, Li & Lee, 2005).
3.2.1 Customer and Supplier Relationships
The dramatic increase in technological interconnectedness between companies and a rapid
technological change has resulted in a dependency of collaborations with other companies to promote
loyalty and retention (Gopalakrishnan & Zhang, 2017; Ricard & Perrien, 1999). In other words, a
deeper relationship is a vital factor for successful cooperations to develop and to respectively enhance
innovation within organizations. It was also found that innovation is one of the expected impacts of
partnering up, especially when the firms have a strong inter-organizational relationship.
(Gopalakrishnan & Zhang, 2017) However, there are also findings of the contrary, arguing that
dependence on a business relationship can result in power imbalances and lower innovation under
certain circumstances (Gassmann, Enkel & Chesbrough, 2010). However, the dependence of the
relationship is also allowing the companies to trust, communicate and coordinate, which is enabling
them to find innovative solutions together (Sivadas & Dwyer, 2000).
The outcome of the collaboration is dependent on the way an enterprise is managed. In lean
management - which is rather common in service supply companies - the customers and suppliers
have a collective product or process development and therefore have a close relationship with the
supplier. The contrary, arms-length management, aims for a relationship between the supplier and
the customer that is not that deep and mostly short-term. (Freytag & Clarke, 2001) According to
Ndubisi and Nataraajan (2016), companies that are mainly relationship oriented, such as consultancy
companies, tend to make additional efforts on retaining customers through maintenance and the
promotion of a mutually beneficial relationship with them (Ndubisi & Nataraajan, 2016, p. 228). It is
also being argued that pursuing ethical behavior is an indicator for fostering long-term relationships
between sellers and customers (Gundlach & Murphy, 1993).

15

3.2.2 Relationship Marketing
In order to obtain a successful collaboration with a customer, suppliers must introduce relationship
marketing to their processes. The existence and effectiveness of relationship marketing is mainly
dependant on the supplier. This concept of relationship marketing can be explained as the long-term
commitment between a supplier and a customer that creates benefits for both parties. (Ricard &
Perrien, 1999)
Theron and Terblanche (2010) have identified 23 different dimensions of relationship marketing but
specify on four most decisive dimensions based on previous literature; trust, commitment, satisfaction
and communication. (Theron & Terblanche, 2010) In an earlier study conducted by Ricard and
Perrien (1999), similarities in these decisive dimensions can be found, namely the relationship length,
the customer’s adaptability within the relationship and the perceived fairness of the relationship. The
authors claim that these dimensions reflect the durability, adaptability and equity of a supplier and
thus render the perceived performance of a client measured by the degree of satisfaction of a customer
and the recommendations made. (Ricard & Perrien, 1999)
Overall, relationship marketing aims for a deeper and more manifested relationship with the
customer, therefore generating more sales in the long term (Ndubisi & Nataraajan, 2016). A
supporting argument by Palmantier, Dant and Grewal (2007) expresses that investments in
relationship marketing build stronger, more trusting customer-supplier relationships and improve the
overall financial performance of the supplier (Palmantier, Dant & Grewal, 2007).
Further, the concept of customer loyalty can be seen as an outcome of a unique and personalized
relationship, which subsequently creates a phenomena where one is loyal to a company without
knowing them personally (Ricard & Perrien, 1999). In other words, the customers become loyal to
the company when they are satisfied with the relationship that has been established through the
company's relationship marketing activities. Moreover, Ricard and Perrien (1999) argue that trust is
based on mutual benefits and knowledge, and the trust in a supplier influences the future marketing
interactions and reduces a customer’s stress. (Ricard & Perrien, 1999) The concept of trust can be
explained “...as a cumulative process that develops over the course of repeated successful
interactions…” (Nicholson, Compeau & Sethi, 2001, p.4).
A study conducted by Roman (2012) explored the concept of trust by examining the perceived ethical
considerations of a supplier having an effect on the perceived trust. The results from his study show
that when the core processes of a supplier are perceived as ethical by the customer, trust is generated.
With the same logic, Roman (2012) argues that trust consequently leads to customer loyalty. (Roman,
2012)
3.2.3 Customer Values and Trust
Especially in respect to new technologies and innovative solutions, it is of great importance for
companies and marketers to understand how - particularly innovators and first adopters - respond to
marketing efforts and cues (Lafferty & Goldsmith, 2004). Lafferty and Goldsmith (2004) analyzed
this phenomenon and determined the influence that corporate credibility and endorser attractiveness
have on the attitude of innovators and towards the brand, as well as their respective intention of
purchase. Though it is not only important for consumers belonging to the group of innovators and
early adopters to respond to the advertisement efforts of a firm, research does show that firms
advertising their products or solutions should put a special emphasis on this customer group.
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However, in order to reach the mass market and thus increase market share, companies should focus
on increasing corporate credibility wherever possible, so that the broader market is also interested.
(Lafferty & Goldsmith, 2004) The research of Lafferty and Goldsmith (2004) shows that there are
four variables that should be considered by marketers when developing advertising strategies. These
variables are consumer innovativeness, perceived product newness, corporate credibility and
endorser attractiveness (Lafferty & Goldsmith, 2004). If you will, a corporate reputation can be seen
as a valuable strategic asset which can contribute to a firm’s competitive advantage in a sustainable
manner (Keh & Xie, 2007).
The two factors commitment and trust are central in contributing to relationship marketing due to
their ability to indirectly stress cooperative behavior (Morgan & Hunt, 1994). Here, it is also
important to differentiate between business-to-customer marketing strategies and business-tobusiness marketing strategies. As this paper focuses on the relationship between two business (or
more) parties, one needs to consider the fact that such partnerships are usually characterized by
exchanges between them (Friman et al., 2002). Usually, in a business-to-business relationship, one
party provides the resources to the other, while the other party compensates this with monetary
rewards in exchange. Consequently, Friman et al. (2002) state that “...whether or not commitment
and trust emerge between the exchanging partners is a function of the perceived costs or the rewards
one expects at a later date from the relationship exchange” (Friman et al. 2002, p.403).
The Commitment-Trust theory offers a good framework in which it can be determined which factors
play a particular role in respect to the development of business-to-business relationships. Friman et
al. (2002) found that the factors commitment, trust, relation, termination cost and benefits, shared
values, communication and a lack of opportunistic behavior should all be considered when analyzing
the development of such relationships, and are all contributing to the quality of the relationship
(Friman et al., 2002, p. 407). In their study that was conducted, in which entrepreneurs were
interviewed on business-to-business approaches and their success, it was pointed out that “...trust is
a critical antecedent to commitment...” (Friman et al., 2002, p. 408).
Overall, it can be concluded that in reference to building a trusted and committed relationship between
two business parties, a number of actions can be undertaken to emphasize and accelerate the building
of trust which respectively leads to a more sustainable and beneficial relationship for all parties
involved. According to Friman et al. (2002), basing business commitments and cooperations on
personal friendships is the most effective way to generate new business-to-business agreements,
hinting at the fact that trustworthiness is a very significant factor when initially deciding with whom
to do business (Friman et al., 2002, p. 408). Here, personal liking as well as honesty made up the
foundation for trust. Another important factor is commitment in which the involved parties expressed
a desire to maintain a relationship with the other party rather long-term than short-term. Therefore,
one can conclude that trust is a vital factor that needs to be considered when building and developing
sustainable business-to-business partnerships and that other factors, such as personal friendships and
overall commitment, need to be considered as well in order to create solid long-term business
relationships. (Frieman et al., 2002)
3.2.4 The Network Effect
Business relationships are created by one of the parties involved taking initiative to create a
cooperation with another party through the commitment of resources to the relationship (Holm,
Eriksson & Johanson, 1999 ). According to Holm et al. (1999), the process develops “...to the extent
that the other party responds, the exchange can evolve sequentially in a series of episodes, with more
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or less incremental commitments being made by the parties involved in developing the cooperation
with each other…” (Holm et al., 1999, p. 472). Relationship value creation plays an important role
in business relationships. Holm et al. (1999) define relationship value creation as “...the effect of the
engagement in the relationship in the joint profitability of the partner firms” (Holm et al., 1999, p.
473). This means, that business relationships between different parties, be it businesses and other
businesses (such as suppliers, manufacturers, collaborators) or businesses and customers, can be
considered a resource. Respectively, resources bring the potential of generating great value for a firm
and thus business relationships creating value also help to improve a firm’s competitive advantage.
(Barney, 1996, p. 473) According to Pae and Hyun (2002), network effects take in a key role in
buyers’ adoption as well as in their repurchase decision (Pae & Hyun, 2002).
Further, according to Håkansson and Johanson (1992), a network involves the elements actors,
activities and resources which influence one another (Håkansson & Johanson, 1992). To extend this
definition, a network can also be described in terms of different relationships, dependencies and bonds
between actors and resources (Ritter & Gemünden, 2003). Networks are systems that organize
themselves to the greatest extent. The phenomenon of the network effect describes a circumstance
where “...the benefits of adopting the innovation grow as the number of adopters increases...” (Choi,
Kim & Lee, 2010, p. 170). Therefore, network products or services often have difficulties in adoption
when they are first introduced onto the market and may end up being under-adopted (Rohlfs, 2001).
Only when a large number of customers purchase and/or use a certain technology, the benefit
increases to the extent that the other players in the market need to follow up in order to keep
up. Nowadays, marketers face the question of what kind of a network strategy is most likely to
increase the degree of diffusion within a market and thus lead to full diffusion.
The adoption of innovation can also be examined and evaluated from a diffusion of innovation
perspective. According to Valente (1996), models on diffusion of cohesion have the ability to predict
or describe the potential influence in regards to the adoption which may be a result of personal contact
between people (Valente, 1996). He also introduces another rather important aspect that should be
considered when looking at innovation diffusion and adoption in respect to Network Effects; the
Critical Mass. The Critical Mass can be defined as “...the point at which enough people have adopted
to sustain diffusion to the remainder of the population...” (Valente, 1996, p. 163). Therefore, it seems
apparent that consulting firms and suppliers of innovative solutions depend on the critical mass and
that innovative solutions are accepted by the majority of potential customers.
3.2.5

Survey Questions based on Relationship Management

The questions below target to explore the different elements of the relationship management concept
such as relationship marketing, customer values, value creation and network effects. With the answers
from the predetermined sample group, the authors aim to find the most important qualities that
innovation suppliers should have in order to generate the highest amount of sales possible. By
generating these answers, the authors are able to make clear suggestions towards firms in how they
should manage their relationships with potential or already existing collaborators and contribute to
research by respectively connecting this to innovation adoption, specifically in the financial industry.
Moreover, the replies to these questions may also give important insights into the decisive criteria
that decide whether firms in the financial industry are willing to cooperate with specific consulting
firms. For the full survey see Appendix I.
6) Have you ever recommended a supplier to anyone directly?
7) What is your preferred company size and structure for potential suppliers?

18

8) How important are these qualities of a supplier when deciding to start collaborating:
Perceived level of expertise in the company, Degree of innovation provided, Previous
references, Size and Local presence.
9) What decisive quality of the solution is the most important when deciding to start
collaborating?
10) If a Company meets your demands, what element of the collaboration forming process is the
most important to you?
11) What is the usual calendar time required for going from an idea about working with a to
engage with a partner/vendor to a decision?
12) Please scale the causes for switching from one Supplier to another: Dissatisfaction with
existing collaboration, being convinced by another alternative – higher value, Lack of
communication and Competitive price.

3.3 The Diffusion of Innovation Theory
The diffusion of innovation theory is a framework in which the openness towards innovations and
thus the attitude and profiles of customers can be analysed. In this case, the diffusion of innovation
theory is applied in respect to the introduction of new solutions offered by small and medium-sized
enterprises to other relevant organizations. The diffusion of innovation has been in focus for many
years and therefore comes with a broad spectrum of literature. According to Lawrence (2004),
diffusion can be explained as follows:
“Diffusion is a natural social phenomenon that happens with or without any particular theory to
explain it. In fact, whether the innovation involves a new idea, new pattern of behaviour, or a new
technology, it is also a natural physical phenomenon as well, one that describes the spread of an
object in space and time.’’ (Lawrence, 2004, p.38)
In the diffusion of innovation theory, innovations can refer to new practices, programs and
technologies as well as to new components that are used to replace the old and may be achieved
through intended practices but may also spread among the society without intention. (Dearing, 2009)
The process of diffusion itself can be explained as the increasing level of users of an innovation in a
certain market (Rogers, 1995). Argued by Lawrence (2004), the diffusion of innovation model can
be explained in different interrelated components. The first is the S-Curve (see Figure 1), depicting
the increasing adoption of innovation as a function of time as well as internal and external influences.
Secondly, the diffusion is dependent on the innovation’s nature and attributes. The third component
is the socio-cultural context in which the innovation is placed. In the shown model, the decision to
adopt innovation is also described. (Lawrence, 2004)
Dearing (2009) has a different approach to the key components of the diffusion theory by also
focusing on the adopters’ perceptions of relative advantage, compatibility, observability and
trialability. He also emphasizes the degree of innovativeness of the adopters in relation to others
adopting the innovation with the additional impact of social pressure (Dearing, 2009). A few critics
of the diffusion of innovation theory argue with the fact that in some situations, innovation is
developed spontaneously and internally, not just due to external impact (Morris, 2003). The theory is
also criticized due to other additional factors that are affecting the diffusion, such as individual, social,
cultural, political and economic factors which are neglected in this theory (Lawrence, 2004).
Therefore, by combining these key components together, from both the authors Dearing (2009) and
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Lawrence (2004), one can get a more complete picture and indication of how the diffusion of
innovation can and should be looked at.

Figure 1. The S-Curve of Diffusion of Innovation Theory. Source: Dearing (2009, p. 505),
compiled by the author.
As seen in Figure 1, the S-Curve is curvilinear. It describes the cumulative process of the diffusion
of innovation. For any innovation, it is argued that the rate of adoption is low during the early stage
and is only accelerated due to increasing activities around it, such social modelling, which was
discussed in the earlier section. The adoption slows down again, when it has exceeded its potentiality.
(Dearing, 2009) With this paper, the authors aim to determine the decisive factors that generate an
increase in consumer migration from early adopters to the early majority through the diffusion of
innovation.
Here, it should be mentioned that theories on the diffusion of innovation do not only focus on
exploring and explaining the rate at which any innovation diffuses, but also on why “...certain
innovations diffuse extensively, becoming de facto standards, whereas others do so partially or not at
all…” (Abrahamson & Rosenkopf, 1997, p. 289). This theory is often associated with a Bandwagon
Effect. The Bandwagon Effect in regards to innovation and new technologies is defined as follows:
“...if a set of users adopts one technology, then that same choice thereby becomes more attractive to
all other users...” (Farrell & Saloner, 1986, p. 945). Therefore, an increase in the number of adopters
and positive feedback on a new innovation, which also drives the number of adopters, creates
bandwagon pressure. Consequently, this increased bandwagon pressure creates an increase in the
number of adopters. (Abrahamson & Rosenkopf, 1997)

20

3.3.1 Innovation Adoption in Organizations
As previously stated, this paper is focusing on the decision process of adopting innovation into an
organization. Evidence shows that innovation is commonly one of the key elements of corporational
success (Cardozo et al., 1993). Similarly, Frambach and Schillewaert (2002) also agree that
innovation contributes to the company’s ability to be market-driven. The adoption of innovation is
generally the decision of an individual or organization in which the new innovation is put into use.
There are two types of decisions as suggested by Frambach and Schillewaert (2002); the decision to
adopt innovation made by an individual in the organization and a decision made by an organization
(Frambach & Schillewaert, 2002).
Furthermore, there are several drivers and influences that affect the company’s decision making.
Three acknowledged factors that affect an organization’s adaptability of innovation have been
identified by other researchers. These are the organization size (Kennedy, 1983), organization
structure (Zaltman et al., 1973) and organizational innovativeness (Morrisson, 1996). The size has
been introduced as to having a positive correlation to innovation adoption because larger
organizations have the tendency to enhance their operational performance through the adoption of
innovation. However, this is being debated due to the fact that smaller companies are proven to have
a better ability to be agile and innovative. Hereby, it can be concluded that innovation can be adapted
to both sizes of organizations, large and smaller. (Frambach & Schillewaert, 2002) Zaltman, Duncan
and Holbek (1973) propose that larger and more structured organizations are unlikely to trigger
innovation but do have better infrastructure to apply given innovation (Zaltman et al., 1973).
Looking at innovation adoption from the supplier side, the suppliers of innovation can use the
knowledge of the innovation adopters as an advantage when it comes to marketing their products
(Frambach & Schillewaert, 2002). In other words, business-to-business marketing can be more
effective with in-depth knowledge about the adoption process of organizations. However, a successful
acceptance of innovation provided by an enterprise requires a full understanding of the potential
practices by the organization and the factors that influence organizational decisions regarding the
appetite of the adoption of new innovations. (Frambach & Schillewaert, 2002) Consequently, the
implementation of an innovative product or service can be discussed further, being the next potential
step after a customer has recognized the value of an innovation offered by a supplier.
Figure 2 depicts the determinants that, according to Frambach & Schillewaert (2002), influence the
adoption of innovation at an organizational level.
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Figure 2. A Conceptual Framework of Organizational Innovation Adoption. Source: Frambach &
Schillewaert (2002, p. 165)
In this particular model, the researchers aim to determine the direct and indirect factors that have been
found to have an influence on the acceptance of new products by organizations (Frambach &
Schillewaert, 2002, p. 164). Furthermore, not only the organizational adopter characteristics are
portrayed in this model, but also the factors that drive the process of innovation adoption and that are
in turn also influenced by other, external variables such as the supplier of the innovation, the potential
adopters social network and environment (Frambach & Schillewaert, 2002). The relationships
portrayed here will help the authors to analyze the processes taking place within an organization and
how new ideas are accepted on an organizational and individual level and which motives drive the
acceptance of innovation further.
3.3.2 Innovation Implementation
Another important aspect of the diffusion of innovation in the context of industrial marketing and,
especially in respect to new systems, innovative solutions and technology, is the implementation of
these. This is a very essential part of any technological and innovative service project and should be
discussed further. Firstly, there are a number of differing implementation approaches and methods.
According to Möller and Parvinen (2015), there are a total of six drivers of implementation
complexity within the field of business marketing. These are the inherent complexity of the
implementation object/target, the innovativeness or newness of the implementation, the interactional
complexity, uniqueness versus repetitiveness, the level of embeddedness as well as the pace of change
of the implementation object (Möller & Parvinen, 2015, p. 6). Arguably, these drivers of
implementation complexity need to be considered when trying to determine the success and likeliness
of new solutions and innovations being adapted.
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According to Möller and Parvinen (2015), there are a number of strategic-level business management
issues (business model innovation, for example) where the highly complex problems that need
resolving are influenced by a number of factors. These factors include not only the structure and the
culture of the company, but also the given organizational strategy and the business context of the
solution that is to be implemented. (Möller & Parvinen, 2015) Therefore, it is of great importance to
take the process of implementation into account when offering highly innovative solutions as it can
prove to be the determinant of whether such solutions are successful and generate the anticipated
value.
3.3.3 Survey Questions based on the Diffusion of Innovation
The following questions are included in the questionnaire and aim to determine the most common
processes when accepting and implementing innovations and how suppliers should approach potential
customers in order to have the maximum outcome, meaning a commission or collaboration.
Furthermore, the authors are aiming to explore the procedures and steps taking place within a
company before a collaboration or contract is made with a supplier of innovation. With these
questions, the acceptance rate and openness towards innovation is analyzed and the preferred
channels can be specified. For the full survey see Appendix 1.
13) Please scale the factors that are most convincing for accepting a new idea or innovation of
an external source: the solution itself, the impression of the company providing solution, the
team/contact person and online image.
14) Which channel do you find most effective/useful for searching innovation?
15) Which person would you tell first about an interesting innovation which may be relevant for
your company?
16) Please scale what motivates you to try to bring new ideas and external innovation to your
company?
17) How do you proceed with ideas you yourself hear about or get introduced to?
18) Describe a successful case where your company was introduced to an external innovative
solution and followed up with discussion or even a formal decision and implementation. What
were the deciding factors?
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4. METHODOLOGY
The Methodology section of this research paper serves as a concise definition and description of the
research process, including the implementation of qualitative research methods, an explanation of the
research sample and a precise guideline for the data collection. With the support of existing literature,
the qualitative methodologies of this paper are chosen in order to answer the research question:
This section of the paper is more concise definition of the research process, consisting an
implementation of qualitative research methods, an explanation of the research sample and a
guideline for data collection. With the support of existing literature, the qualitative methodologies of
this paper are chosen in order to find answers to the research question: What are the preferred
approaches of industrial marketing by innovative technology firms to enhance the diffusion of
innovation?

4.1 Research Methodology
Interpretive philosophy is associated with this research as the authors have to be compatible with
subjective and socially constructed meanings expressed about the optimal approaches of business-tobusiness marketing (Denzin, Lincoln & Giardina, 2005). A pragmatist way of viewing this research
is also present due to the fact that the most important determinant of the philosophy in this study is
the research question (Saunders, Lewis & Thornhill, 2012).
The approach of this research and research paper is deductive. The authors are examining the logic
of arguments produced, and compare them to the theories explained in the literature framework
presented in the fourth chapter. In a deductive approach, the premises are tested by collecting
appropriate data to measure the concepts and analyze them respectively. (Saunders et al., 2012) In
this research, the aim is to determine optimal and preferred approaches to sell innovation to
companies that are considered the “early majority’’ and thus accelerate the diffusion of innovation
within the financial industry. The literature has already shown relationships between the
characteristics that affect the adoption of innovation, as well as the relationship between the different
aspects that affect the decision to cooperate. Therefore, the purpose of this study is to gain insights
from the sample group, in order to increase the knowledge in addition to the generalized assumptions
of the relationships and arguments. More precisely, the authors aim to gain knowledge of the ideal
approaches to enhance the diffusion of innovation in respect to industrial marketing by a
technologically innovative service provider.
In order to ensure the reliability of this research, the data collected must be trusted and qualified and
it is of great importance that the conditions under which the theories are applicable are specified
(Saunders et al., 2012). The conditions under which this study was conducted can be specified as
follows: the survey was created using a survey provider as a tool, in this case Survey Monkey AB.
The created online survey was sent out to the sample group via email with a short introduction of
what the aim of this research is. Therefore, all participants in the survey completed the questions
online. There is no other influence that the authors had on this particular process. Moreover, this
procedure enabled the authors to target the right and relevant personas directly.
This research is carried out with qualitative methods, as it is perceived as a beneficial way of means
to meet the objective of this study, which is to find an answer to the research question. (Saunders et
al., 2012) As Gummesson (1993) stated, there are five different qualitative strategies that can be used
when qualitative methods are chosen to gain knowledge on a specific aspect: already existing data,
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interviews, questionnaires, observation and action scene. Quantitative and qualitative data will be
collected in this research by using two of these tactics: already existing data and conducted formal
surveys directed at a predetermined sample group. As Saunders et al. (2012) argue, the deductive
approach is testing the existing arguments. (Saunders et al., 2012) The authors are using the results
of the questionnaire to make a direct comparison with the previously existing literature on the three
key areas within business to business marketing: industrial marketing, relationship marketing and
the diffusion of innovation.
With a predetermined sample group of relevant personas, the results are then compared to the
statements previously made by researchers through their literature. A more precise and detailed
explanation of the predetermined sample group is presented in the following sections and after the
guidelines for the data collection.
4.1.1 Limitations
This research paper has a few limitations in regards to the literature, scope and methodology that
should be taken into consideration. Firstly, the research objectives may be interpreted in a very broad
manner, potentially limiting the accuracy of the recommendations made. The broad spectrum and
availability of literature around the topic of industrial marketing and innovation diffusion could be
narrated down into an even more specific and precise form. Despite the fairly large amount of
literature on industrial marketing available, the selection of literature focussing on business-tobusiness marketing in the financial industry and in the field of smaller and medium-sized companies
offering their services to larger organizations, is limited.
Business-to-business marketing is an ever-changing and evolving topic among researchers and
literature, and therefore some assumptions in this paper may be outdated or more applicable to other
environments. Though it should be mentioned that some principles from even 20 or more years ago
are still applicable today and will stay relevant in the near future. Furthermore, the topics and theories
discussed also include some very contemporary and recent subjects and thus the number of qualitative
papers and reports that would be highly relevant are, in some respects, fairly limited.
The authors are sending out a self-completion questionnaire in order to collect relevant data on
industrial marketing. With the data collected and the methodology analysis applied, the authors aim
to make precise recommendations as to how industrial marketing should be approached within the
financial industry and in regard to innovative solutions. The collected data should also enhance the
reliability of this paper and back up the hypotheses previously made in the research question and on
the literature provided. A limitation in this regard may be the amount of collected data and the number
of completed surveys by relevant personas. Another limitation regarding the survey could be that it
is challenging to produce good and precisely relevant survey questions to achieve the goals of a
research question and objectives precisely. (Saunders, 2012) The larger the number of completed
questionnaires, the more valuable and viable the results become and thus the recommendations made
towards the end of this paper. The sample size of 25 respondents, located in Scandinavia and Finland,
gives the authors more precise insights about preferred marketing approaches, but there can not be
conclusions drawn to other countries. Furthermore, the results in the methodology and analysis
section of this paper are solely based on the data collected for the purpose of this paper and may thus
not be representative to all companies but to a specific target group of technology and consulting
firms.
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4.2 Data Collection Guide
The approach for the data collection consists of a standardized self-completion survey, as these are
argued to have a sufficient association with the deductive approach, but also provide a collection of
generalizable data and allow easy comparison. Surveys can be an optimal research tactic to answer
questions, that require exploratory and descriptive answers. (Saunders et al., 2012) As Saunders et al.
(2012) argues, a researcher needs to collect quantitative data in order to test any argumentation, which
also supports the author’s decision to have survey as a tactic in this research. The aim is to use surveys
for an explanatory purpose. According to Saunders (2012), in order to be able to test a theory in an
explanatory research, data needs to be collected. The data in this research is collected through a
survey, that was conducted to measure a construct, meaning that one question in the survey is asking
one thing, where each question becomes a variable, and the results are the data. (Saunders, 2012)
4.2.1 The Survey
This study is based on data collected through a survey which has two categorization questions and 19
specific questions reflecting the research problem (see Appendix 1 for full survey). The data collected
demonstrates the sample groups (experts) preferences and views on innovation adoption and
implementation, perception of different marketing approaches and relationship management. The
demonstrated data can build an understanding of elements that should be taken into account when a
smaller organization is selling its solutions. However, there are counter arguments for collecting data
through surveys. There is a risk that the respondents are difficult to identify and approaching them
afterwards might be impossible for further discussion. (Saunders, 2012) It is crucial for the authors
to conduct a well thought-out survey that will answer the research objectives and question.
The survey (see Appendix 1) consists of both, open and closed questions. Open questions are used
for exploratory motives to have a detailed and insightful answers from the sample group. Closed
questions provide a list of answers or categorized answers that the respondents can choose from.
Furthermore, the list questions have also an option to choose an alternative to choose ‘other’ and fill
in their own response if the list isn’t providing a suitable alternative for the respondent. (Saunders,
2012) The category questions mean that the respondents have only one alternative to choose from. In
addition, a small section of the survey questions are rating questions, where the rating is combined
with scaling, meaning that the questions can be referred to ‘matrix questions’. The questions asked
in the survey as well as the alternative answers in the closed questions are based on the former theories
and questions that arose throughout the literature review.

4.3 Sample Group Selection
In order to generalize the results of a study, the sample size and characteristics must be selected
carefully. (Saunders et al., 2012) The aim of this study is to gain insights on a particular topic from
the sample group, in order to increase the knowledge over generalized assumptions. With a nonprobability technique and purposive sampling, the authors have predefined what needs to be known
and sets the sample on people who can, and are willing, to provide the required information with a
sufficient amount of experience and expertise. (Bernard, 2002) Snowballing stands for the sample
which is found through referrals made among people who are aware of the similar characteristics of
another, and therefore suggests them to participate in the study. (Biernacki, 1981) In this study, the
authors use Stutely’s (2003) advice of a minimum sample size of 30 for a sufficient analysis of the
data from this sample category. A representative of a homogenous purposive sample in this research,
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is an individual who is working within the financial industry and who is able represent a professional
perspective. The sample must have a background in project work within organizations and must know
the strengths and weaknesses of the company. The people who have a business background and
expertise within the financial field are most likely able to give insights that help the author to build a
sufficient understanding. (Saunders, 2012) The literature suggests an expert in a field to be an
individual who has gained conceptual knowledge in an abstract way about a specific domain. (Hinds,
Patterson & Pfeffer, 2001)
In practice, the invitation to take a part in this study is made through Kidbrooke Advisory’s network.
The individuals have been in association with the company, and are currently occupying either a
project manager or chief level position at their employing organizations. The sample consists of
females and males working within the financial industry in companies operating in Scandinavia,
Finland and Germany. The sample was asked to answer anonymously in order to the protect the
individual’s own privacy, and therefore they will be named as Respondent 1, 2, 3,..etc. when their
answers are quoted throughout this paper.

4.4 Ethics and Sustainability in Research
In any study or research conducted, the topic around research ethics will come up at a certain stage.
When discussing ethics in relation to research, ethics refer to “...the standards of behaviour that guide
your conduct in relation to the rights of those who become the subject of your work, or are affected
by it…” (Saunders et al., 2012, p. 226). In an attempt to overcome widespread ethical dilemmas
within research, codes of ethics have been developed. These codes of ethics are principles which
outline concepts of ethical research and ethical standards which string along to these principles.
According to Saunders et al. (2012), the following ethical principles are of great importance within
ethical research and need to be considered by any researcher conducting a study: integrity and
objectivity of the researcher, respect for others, avoidance of harm, privacy of those taking part,
voluntary nature of participation and right to withdraw, informed consent of those taking part,
ensuring confidentiality of data and maintenance of anonymity of those taking part, responsibility in
the analysis of data and reporting of findings, compliance in the management of data and ensuring
the safety of the researcher. (Saunders et al., 2012, p. 231)
Concerns that may arise in the context of internet-mediated research has been considered by the
authors of this paper when conducting the study. The privacy of the participants, for example, was a
priority to the authors and the respective wishes of the participants was always considered and
accepted. At the end of the survey, the participants were able to click a box and insert their email if
they were interested in the results of our study. However, this was the only personal information that
the authors received and it was fully up to the participants to insert their email address. The survey
could also be completed without inserting their email address for further information. Consequently,
all data was collected anonymously and follow up contact would only take place if the participants
individually agreed to this.
Furthermore, the completion of the study was highly anonymous and thus the confidentiality of all
data collected could be ensured.
Through introducing the topic and the study before completing the survey, the participants were
informed about the confidentiality of the data collected as well as the ensured participants’
anonymity. In this case, the introduction at the beginning of the survey conducted online through
Survey Monkey AB, served as the participant information sheet in which the participants were
enlightened on the authors and their roles, the purpose of the study, the confidentiality, the
27

voluntarity, the right to decline questions and what purpose the collected data will serve and how the
data will contribute to this research study. Consequently, the authors made sure to receive an informed
consent by all participants of the survey by agreeing to take part.
Sustainability and, more importantly, sustainable development has to be taken into account when
conducting an academic study as well. United Nations sustainability goals promote the economic
growth, which is also one of the contributions this paper aims to succeed in. The contribution to the
sustainable development goals by United Nations is to “...achieve higher levels of economic
productivity through diversification, technological upgrading and innovation, including through a
focus on high-value added and labor-intensive sectors.’’ (United Nations, 2019a) This is done through
a research that aims to gain knowledge on how to enhance innovation implementation. More
precisely, the aftermath of the research should contribute to the sustainable development goals by
producing an academic research to encourage innovation adaptation to industries and infrastructures.
(United Nations, 2019b) This paper also considers the United Nations goal regarding partnerships by
highlighting the importance of them and encouraging partnerships to be “...built upon principles and
values, a shared vision, and shared goals that place people and the planet at the centre, are needed at
the global, regional, national and local level.’’ (United Nations, 2019c)
To conclude, the authors of this paper have made sure to consider the ethics and sustainable
development in research within their study, especially as suggested by Saunders et al. (2012), and
have eliminated any potential for ethical issues and potential concerns voiced by the participants of
the survey.
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5. DATA
According to Saunders et al. (2012), in order to be able to test a theory in an explanatory research,
data needs to be collected. Saunders et al. (2012) also argue that questionnaires provide a powerful
way of collecting responses from a sample group prior to an analysis, especially when all respondents
are asked the same questions. In this research, the authors have collected and received qualitative data
through a survey sent out to a predetermined purposive sample, where every respondent has answered
a fixed set of 20 questions. The data has been gathered using an online survey platform
(SurveyMonkey) and will be presented in this section and further on used for analyzing the
compliance of the former literature and theories to the respondent’s views on industrial marketing,
the diffusion of innovation and relationship management. Respectively, the data is aimed to answer
the research objectives and the research question.

5.1 Results
The amount of respondents to the survey totals to 25 personas. The sample group consisted of 30
personas, but five of them did not respond after the authors sent the survey to them. Thus, the authors
were able to score a total response rate of 83.3%. The first questions of the survey aimed to determine
the gender and position within the employing firm of the participants. 32% of the participants were
female and 68% were male. A total of 52% indicated that they work in the role of a project manager
and 48% stated that they are in an executive C-level position within their employing organization.
5.1.1 Industrial Marketing
When the participants were asked to specify the area which demands the most innovation within their
corporation, most replied with the area of product development (56%), followed by marketing (24%)
and administration (16%). The area of finance showed the least demand for innovation, whereby only
4% stated that the area of finance demands the most innovation within their employing enterprise.
Further on, 44% of the participants stated that their preferred channel for being approached about
new innovations were business events. Email and LinkedIn, an online business platform, were each
preferred by 20% of the sample group. Only two respondents 8% stated phone calls as their preferred
communication channel.
The preferred time that should pass between the first and initial contact and the follow-up contact is
one week for 72% of the participants. This accounts for contact within business relationships, between
suppliers and customers to be precise. A day after the initial contact is the preferred time passing for
16% of the participants. Only one responder stated that a month would be the optimal time frame for
the follow-up contact.
Furthermore, a total of 72% stated that personal meetings create the most trust towards a supplier.
Email contact was only selected by 8% respondents and phone calls by 20% of the respondents.
5.1.2 Relationship Management and Innovation Adoption
In regards to relationship management within industrial marketing practices and communication
channels, 92% of the respondents have recommended a supplier to someone via Word-Of-Mouth
(WOM). The preferred organization size for a potential supplier of innovation was stated to be a
small-to medium sized consulting company. Here, 72% of the respondents stated this. Secondly, large
consulting firms were the preferred choice for 16%. Lastly, startups were chosen by a total of two
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respondents and freelancers was the preferred choice for only one respondent. This leads to the
assumption that freelancers do not appear as potential innovation suppliers.
Regarding the most important qualities of a supplier, the respondents were able to scale the
importance of a chosen selection of qualities (see Table 1). This resulted in that the perceived level
of expertise was most frequently scaled to be ‘very important’. Furthermore, the degree of innovation
provided was mostly perceived as ‘fairly important’ and the size of the company as ‘slightly
important’ and ‘fairly important’. 20% of the respondents stated that the size of an organization was
‘not important at all’. Most of the respondents (60%) stated that the local presence is only ‘fairly
important’ and 24% stated that it is only ‘slightly important’.

Table 1. Most important qualities of a supplier. Survey Monkey (2019).
When determining the decisive quality of a solution, qualified expertise and the degree of innovation
were perceived as important by 36% of the respondents. The degree of flexibility was stated as the
decisive quality by 16% and the costs by 12% of the respondents. In order to implement a solution,
the respondents stated that sufficient communication (28%), provision of a sound roadmap (20%) and
the ability to meet deadlines (16%) are important. However, the most important element of
implementation is the supplier’s expertise which was chosen by 36% of the respondents. Thus, there
was not one decisive elements that is most important among the sample group and all elements seem
to play an important role in innovation implementation.
The implementation of a new solution takes approx. two to eight weeks as stated by 48% of the
respondents. 36% claim that it takes three to eight months. A total of two respondents stated that it
takes approximately one to three weeks to implement an idea. The weighted average of the reasons
to switch to another supplier comes down to dissatisfaction with the existing supplier, closely
followed by a lack of communication and a competitive price. When looking at the weighted average,
the least chosen reason to switch suppliers was stated as being convinced by another alternative. 64%
of the respondents stated that the dissatisfaction with an existing supplier would ‘very likely’ cause
a switch of suppliers. Further, 60% of the respondents stated that a switch of suppliers could ‘fairly
likely’ be caused by being convinced by another alternative. 52% stated that it is ‘fairly likely’ that
a lack of communication would cause them to switch suppliers. However, 36% have also stated that
it is ‘very likely’ that a lack of communication would cause a switch. A competitive price was also
stated as a ‘fairly likely’ reason for switching by 56%. 20% of the respondents claimed that a
competitive price is ‘rarely likely’ or ‘very likely’ respectively. See Table 2 for further statistics.
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Table 2. Reasons and scales for switching to another supplier. Survey Monkey (2019).
The qualities of a potential supplier that are the most convincing to customers, on a weighted average,
is the solution itself (3.6) and the team (3.52). The impression of the company was the second least
convincing quality (3.16), followed by the online presence (2.52) which showed to be the least
important to potential customers.
The most effective channel for finding innovation and hearing about new technologies was stated to
be word-of-mouth (WOM) and praise in the professional network with 52 %. Following this are
business fares and trade shows which were stated to be a good channel for a total of 28% of the
respondents. Only a very few number of participants stated that friends and family or Google as a
search engine serve as a valuable source for such information (as seen in Figure 3).

Figure 3. Effective Channels as a source of innovation. Survey Monkey (2019).
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While investigating the word-of-mouth phenomenon as a communication channel further, the authors
found that 52% of the respondents speak to their co-workers about an interesting innovation first.
This is followed by friends and family as well as superiors which were stated to be one of the first
go-to personas. One respondent claimed that they would use social media channels such as Twitter
for sharing their ideas or a newly discovered technology.
Factors that motivate the sample group to carry new ideas forward are shown in Table 3 below. The
answers are spread across the options of ‘not likely’ to ‘very likely’. The factors that the participants
were able to put into relation were a better standing (personal recognition), better chance for a
promotion, bonus and this aspect is included in the job description. Altogether, a better standing was
stated as ‘very likely’ by 28% and thus resulted in the most stated ‘very likely’ factor to bring new
innovations into their employing organization.

Table 3. Incentives to bring innovation into the company. Survey Monkey (2019).
According to the sample group, the implementation of an innovation occurs by delegating this on to
the unit it concerns most (48%), followed by working on it individually (36%). None of the
respondents stated that they would keep an idea to themselves without sharing it. A total of four
participants would delegate it on to a team member.
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6. DATA ANALYSIS
When looking at innovation adoption from the supplier side, the suppliers of innovation can use the
knowledge of the innovation adopters as an advantage when it comes to marketing their products
(Frambach & Schillewaert, 2002). This is exactly why the authors will further analyze the results
from the study conducted in this paper. The data analysis procedures for qualitative and quantitative
data is the following: if the results of the analysis in not consistent with the premises, the theory is
false and must be either rejected, modified or restarted. The theory is corroborated if the results are
compliant with the presented argumentation. (Saunders et al., 2012)
By conducting this survey and study overall, the authors aim to analyze the diffusion and adoption of
innovation from a supplier perspective and respectively make recommendations that suppliers of
innovation may be able to use in practice within their industrial marketing and communication
strategies. Supplying organizations have the opportunity to increase their value through increased
sales and reach with the data collected and the authors are able to make recommendations towards
increasing the degree of innovation adoption within customers and, especially, potential customers.
In the following section, the results from the survey are aligned with the previously outlined literature
and perspectives on the diffusion of innovation and preferred industrial marketing approaches.

6.1 Preferred Approaches
The objective of the primary data collection was to answer the question that refers to the uncertainty
of which approach would create and yield the most value for all parties involved in innovation
adoption. The authors connected this to consulting firms selling their innovation solutions to
companies that have a different degree of openness to innovation when it comes to making changes
within their companies and altering their processes. This field of research aims to answer the research
question in the following sections: What are the preferred approaches of industrial marketing by
innovative technology firms to enhance the diffusion of innovation?
According to the data, dissatisfaction with a current supplier is the most common reason for switching
to another supplier. However, lack of communication scored quite high weighted average, which
should also be taken into consideration when implementing a collaboration. Least likely alternative
was that the respondents are being convinced by another supplier, but the ones who chose it stated
that it is ‘fairly likely’. Costs only have a small effect on the change of a supplier, but companies
should keep that in mind that a competitive price has its perks for keeping customers, or finding new
ones that are currently dissatisfied.
As previously stated, and referred to Möller and Parvinen (2014), in order to respond to economic
challenges within industrial marketing, a company has to possess the skill to manage knowledge,
build long-lasting relationships, ensure high quality products and maintain competitive prices (Möller
& Parvinen, 2014). Möller and Parvinen (2014) argue that through managing these four skills
successfully, small and medium-sized service providers can ensure better brand awareness leading to
fruitful relationships (Möller & Parvinen). Ricard and Perrien (1999) also covered the topic of
relationships by discussing that customer loyalty is achieved when the customer is satisfied with the
relationship, established through a company’s marketing activities. Therefore, it can be stated that
satisfaction of a relationship between buyer and sellers is a decisive factor for creating customer
loyalty and thus selling solutions successfully. Further, the argumentation by Frambach and
Schillewaert (2002) was depicted, stating that many new innovations and collaborations fail due to a
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lack of customer need fulfillment or due to a lack of advantage compared to other alternatives on the
market (Frambach & Schillewaert, 2002).
According to the data collected in this study, dissatisfaction with a current supplier or business partner
is the most common reason to switch to another supplier on the market. A lack in communication
scored a high average in the survey. This should be taken into account when initiating collaborations
and managing business relationships. The alternative that was stated as least likely to cause a switch
in suppliers was that they were convinced by another supplier. However, those few who chose this
alternative stated that it is a ‘fairly likely’ reason. From this, one can draw that relationship
management and sufficient communication between the collaborating partners can maintain
sustainable relationships, despite the fact that there may be other alternative suppliers on the market
who offer relevant and convincing services as well.
When an organization wants to keep up in a competitive and ever-changing environment, innovation
is needed in different areas of the business. As previously stated, a research paper published by
Freytag and Clarke (2001) discusses exactly this quandary as to where the most innovation is needed.
Consequently, strategic decisions such as resource allocation within a company need to be carefully
considered. One can extend this to the overall market and business a company should operate in, or
which it should enter. (Freytag & Clarke, 2001)
According to the data, 56% of the respondents in the financial industry find that innovation is most
needed in the internal area of product development, most likely due to the fact that this indicates
technological competence. The area of finance was chosen the least (4%), from which one can draw
the conclusion that consultancies should not necessarily focus on the internal business area of finance
in regard to innovation, even though they operate in the financial industry. Additionally, 72% of the
respondents stated that they prefer small- to medium-sized companies for collaborations. This is an
indication as to that the size and prominence are not decisive factors when deciding on collaboration
partners and suppliers.
In a research paper by Freytag and Clarke (2001), market segmentation was addressed as a way of
determining criteria that are needed in order to fulfill buyer’s needs. This criteria was narrowed down
to the following; potential profit in relation to potential risk, the number of competitors and
competition overall, the ability to not only target but also reach potential buyers within a market, and
the ability to gain a competitive advantage. (Freytag & Clarke, 2001) According to Freytag and
Clarke (2001), organizations should orient towards some of this criteria, keeping in mind that the
seemingly most attractive and fastest growing market segments may not be the best fit for the
company. As mentioned before, Möller and Parvinen (2015) have identified six drivers of
implementation complexity in the area of business marketing. Combined with the data collected, it
shows that companies looking for innovation put the biggest focus on external qualified expertise and
innovation in order to achieve and derive a competitive advantage from the collaboration. Therefore,
the factors of potential profit in potential risk, the competition overall and the ability to gain
competitive advantage as suggested by Freytag and Clarke (2001) should be considered the most.
As stated by Respondent 1: “Level of expertise within the company, technical compatibility, level of
innovation and behaviour and personality of the first point of contact within the supplier company.
We want to partner with people we get along with.” (Respondent 1, 2019)
Product development is a business area which comes up repeatedly during this research study. As
stated earlier, O’Cass and Ngo (2012) argue that through product innovation, organizations can create
an increasing value for customers through not only generating solutions for current problems but also
by producing innovative solutions that comply with potential problems of the future. Therefore, it is
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argued that the highest potential value for customers can be generated through a superior performance
in product innovation. (O’Cass & Ngo, 2012) Frambach and Schillewaert (2002) stated that the key
determinants that influence the acceptance of new products by other organizations are size, structure
and innovation (Frambach & Schillewaert, 2002).
As found in the study supporting this paper, product development was chosen as the business area
that needs and demands the most innovation. However, the solution that a company provides and the
first person of contact were stated to be the key indicators for choosing to initiate a collaboration and
implementation of new solutions. This means that companies providing innovative solutions should
have a product ready for sale which is of interest to the client and considers potential future
challenges. Furthermore, these results refer to relationship management where people skills (‘soft
skills’) also play an important role, whereby communication is the stand-out factor that seems to be
the most important for any business relationship. If there is frequent communication of high quality,
especially from the supplier to the customer, the customer feels affirmed with the decision to initiate
a collaboration. Through frequent communication, potential errors and misunderstandings can also
be eliminated and thus the customer satisfaction and value is ensured.
The data collected also expresses that the size of a potential supplier does not play a key role, as it
has the lowest weighted average with 2.12. This is especially interesting for small and medium-sized
companies offering their services. In turn, the perceived level of expertise was the most important
with a weighted average of 3.76, followed by previous references (3.42) and the degree of innovation
(3.16). The local presence was stated as second least important to potential customers with a weighted
average of 2.68.
The question that firms offering innovations face the most, is what network strategy will most likely
yield the highest amount of sales, extend the reach and increase the degree of diffusion within a
market and, ideally, lead to full diffusion. As stated earlier, the bandwagon effect in the context of
innovation is “...if a set of users adopts one technology, then that same choice thereby becomes more
attractive to all other users…” (Farrell & Saloner, 1986, p. 945). This bandwagon effect and pressure
created through this phenomenon, drives the adoption of innovation and thus its diffusion. With the
study conducted for this paper, the authors looked to determine the most effective channels of
communication within innovation. It was found that the professional network in the form of word-ofmouth was the most effective to the respondents (52%). 52% of the respondents tell their co-workers
about a new innovation or technological solution, followed by 24% to their family and friends, and
20% to their superiors. According to Frambach and Schillewaert (2002), the adoption of innovation
is also driven by the adopters social network and environment. This can be concluded from the results
of the study and thus meets this hypothesis. The respondents of the study also stated that business
fares are a very effective marketing channel as they enable to build personal relationships as well.
Personal relationships play an important role during the first initial contact and introduction and
companies offering innovative solutions should aim to be represented at important business fares and
events in order to build trustful and personal relationships with customers and potential customers.
92% of the respondents also claim that they have recommended a supplier to another person directly,
underlining the importance of word-of-mouth marketing.
Adding onto the emphasis of personal relationships and the initial personal contact of a company
representative, one respondent stated the following in an open question regarding preferred
approaches to introducing innovation:
“Financial instrument data optimization - I met the company representative and was really
impressed. I heard positive comments about them from a colleague and we arranged another meeting
with the company and our experts. After that meeting we have started to assess how implementation
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of their solution would benefit us and the company is really being proactive in that process. The
deciding factors where really solid presentation and concrete examples of the benefits, also very
knowledgeable sales persons and good reference cases” (Respondent 2, 2019).
When looking at the aspect of trust within customer supplier relationships, a couple of factors came
up noticeably often during this study. As stated earlier, Ricard and Perrien (1999) claim that the length
of the relationship, the customer’s adaptability within the relationship and the perceived fairness of
the relationship play decisive roles when anticipating and determining the durability of a customer
supplier relationship (Ricard & Perrien, 1999). In another study conducted by Friman et al. (2002),
business commitments and relationships which are based on personal friendships were found to be
the most consistent and effective in generating new business-to-business agreements. This again
refers to the trust phenomenon, where trust plays an irreparable role in business relationships.
According to the conducted study, personal meetings were stated to create the most trust towards the
business partner in regards to initial meetings (72%), followed by phone calls (20%). This leads to
the recommendation that suppliers of innovation should aim for personal relationships with customers
as well as potential customers. The study also leads to the advice of avoiding Direct Messages via
Social Media (such as Facebook, Instagram and Twitter) as this channel of communication does not
benefit from a high popularity or trustworthiness among potential customers.
Moving on, the study also shows that the average time frame needed for an idea to be implemented
within the customer’s organization or environment is three to eight weeks, but can overall vary
between one month and a year. This means that suppliers should stress trustworthy and close
communication with customers, especially within the first three weeks of contact.

6.2 Result Summary
In order to succeed in an ever-changing and extremely competitive environment, the companies
providing innovative solutions can benefit from the insights gathered in this study. Firstly, the authors
discovered that there is a need for innovation, especially within product development. The consulting
firms could therefore use this information in their communication strategies and emphasize that they
have innovative products, rather than explaining all of their offerings. However, before even meeting
the prospect clients, it is crucial for companies to know where to find the customers, that have a
certain openness towards innovation. The individuals that have answered the questionnaire are
personally looking for a better standing in their company, but bringing in innovative ideas is a part of
their job description, which indicates that approaching them correctly with an appropriate solution
would generate new customers.
The authors found out that the respondents seek for innovation mainly on business fares, which
indicates that companies supplying innovation should focus on their presence at networking events.
Here, they have the opportunity to meet the people and organizations that are actively seeking for
innovative solutions to their problems. The innovative companies should keep in mind that more than
half of the respondents talk to their co-workers about a prospect solution, and present it to the other
people who would be involved in the cooperation or implementation. In addition, the authors found
that the suppliers should emphasize personal contact with the prospect clients, meaning personal
meetings where they should emphasize the expertise within the company, as it was stated to be one
of the decisive factors to start a cooperation. To conclude, the consulting firms providing innovation
should focus on proactive communication and networking with their clients in order to build trust
between both parties.
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7. CONCLUSION AND RECOMMENDATIONS
In this paper, the authors discussed the diffusion of innovation in respect to business-to-business
marketing and the factors influencing fruitful and valuable cooperations between two or more
organizations. In this particular case, the focus was put on a consulting firm that provides highly
technological solutions and innovations to other organizations in the financial industry, focussing
specifically on the industrial marketing aspect. The aim of this paper was to find answers to the
research question What are the preferred approaches of industrial marketing by innovative
technology firms to enhance the diffusion of innovation? The research also determined the factors
that should be taken into account when adopting innovation within the business-to-business market.
The research was based on previous literature and supported by up-to-date insights through an
empirical study in the form of a survey, conducted by the authors.
The diffusion of innovation theory was used to analyze the openness that potential customers may or
may not have towards innovation. The challenge found here, is that not only early adopters should
open up towards technological change, but also the late majority and the mass market respectively.
Thus, the innovation adoption - which is determined by a number of factors - namely organization
size, the organization structure and the organizational innovativeness - plays an important role when
it comes to the implementation of innovation (Kennedy, 1983; Zaltman et al., 1973; Morrisson, 1996).
Further, the authors used the framework of relationship management to analyze the relationship and
possible cooperation between organizations. In respect to trust and building a good and solid
business-to-business relationship, there are a number of factors and variables that can, and should be
taken into account. Building a personal, deep and valuable relationship is a vital part of selling
innovation. Moreover, the customer value should be taken into account and understood by an
organization offering innovation. The results of prior studies show that business-to-business
marketers frequently face the complexity of successfully bringing and implementing market
innovations to organizations which are more established in the market.
The empirical study was conducted and analyzed through the collection of data with a predetermined
sample. The key findings of this research was that there is a significant need for innovation in product
development within the financial industry. There are a number of approaches mentioned in this paper
which, when applied, can help to overcome the hurdles of a lack of trustworthiness or a lack of
personal connections, for example joining business fares and making personal phone calls to the
prospect customer after one week of first contact. The respondents emphasized that in the process of
approaching the customer, they perceive a high level of expertise as one of the most important
components for a good impression, in addition to their peer’s references. The decision to collaborate
lies on the perceived level of trust created through sufficient and transparent communication. In order
to have a successful implementation of innovation, the respondents prefer personal face-to-face
meetings.
The companies providing innovative solutions should consider these insights while trying to generate
commissions and win more customers. For example, the marketing activities should emphasize
personal contact with the prospect customers, but keeping email or phone calls as a way of
communication after the first and initial introduction. The companies should also consider
highlighting the expertise in the company throughout their activities, and also introduce reference
cases and the actual innovation while starting the conversations with a prospect client.
As the literature and in-depth knowledge of the determinants of innovation adoption in organizations
is still quite narrow, this study would be an excellent tool to hand to business-to-business marketers,
complimented with additional empirical methodology and quantitative data analysis. For future
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research, the authors have discovered practical opportunities that could be discovered. A
recommendation is that a study could be concentrated on specific aspect of approaches of a company,
with a stronger focus on the channels and different ways of communication. Furthermore, another
extensive study about the process of seeking innovation could be added to this study as well,
providing even more valuable insights for academic research.
The authors hope that this study refines the understanding of preferred business-to-business
marketing approaches by offering insights into the process of innovation diffusion to a consulting
firm supplying innovative solutions which are, on a generic level, important for the world’s economic
development and growth.

38

9. Appendix
Appendix I: The Survey Questions
1.
In which area of your company is innovation needed most?
A. Administration
B. Marketing
C. Product development
D. Finance
2.
If you answered Finance, in which specific area?
A. Capital markets
B. Asset management
C. Risk management
D. Treasury
E. Compliance
F. Claims management (if insurance)
3.
What is your preferred channel for being approached by the first time about a new relevant
solution?
A. LinkedIn
B. E-Mail
C. Phone Call
D. Business Events
4.
How much time should pass after the initial contact before a follow-up action takes place?
A. One day
B. One week
C. One month
D. Other? Number of days
5.
Which communication channel creates trust towards the supplier?
A. Personal meetings
B. E-Mail
C. Phone call
D. Direct social media message
6.
Have you ever recommended a supplier to anyone directly?
A. Yes
B. No
7.
What is your preferred company size and structure for potential suppliers?
A. Startups
B. Freelancers
C. Small/Medium consulting firm
D. Large consulting firm (Big Four, etc.)
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8.
How important are these qualities of a supplier when deciding to start collaborating? (Rank
from 1-5)
A. Perceived level of expertise in the company
B. Degree of innovation provided
C. Previous references
D. Size
E.Local presence
9.
What decisive quality of the solution is the most important when deciding to start
collaborating?
A. Qualified Expertise
B. Degree of innovation for competitive advantage
C. Degree of complexity for the Implementation of the solution
D. Costs
10.
If a Company meets your demands, what element of the collaboration forming process is
the most important to you ?
A. Sound roadmap provided by the supplier
B. Sufficient communication
C. Supplier’s ability to meet deadlines
D. Access to supplier’s expertise (as opposed to sales or implementation
resources)
11.
What is the usual calendar time required for going from an idea about working with a to
engage with a partner/vendor to a decision?
A.1-3 weeks
B.3-8 weeks
C.3-6 months
D. Other?
12.
Please scale the causes for switching from one Supplier to another?
A. Dissatisfaction with existing collaboration
B. Being convinced by another alternative – higher value
C. Lack of communication
D. Competitive price
13.
Please scale the factors that are most convincing for accepting a new idea or innovation of
an external source?
A. The solution itself
B. The impression of the company providing the solution
C. The team / contact person
D. Online image
14.
Which channel do you find most effective/useful for searching innovation?
A.Professional network (word-of-mouth)
B.Business fares or trade shows
C.Google (search engine)
D.Friends and family

40

15.
Which person would you tell first about an interesting innovation which may be relevant
for your company?
A. Family or friends
B. Co-worker
C. Superiors
D. Other?
16.
Project Managers: Please scale what motivates you to try to bring new ideas and external
innovation to your company?
A. A better standing (Alternative; personal recognition
B. A better chance for promotion
C. A better bonus
D. You have to, it’s included in your job description
17.
How do you proceed with ideas you yourself hear about or get introduced to?
A. Keep it to myself
B. Delegate to team member
C. Delegate to the unit most concerned
D. Work on it yourself
18.

Open Question:

Describe a successful case where your company was introduced to an external innovative solution
and followed up with discussion or even a formal decision and implementation. What were the
deciding factors?
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