KEMI-TORNIO UAS

ldentifying value of e-commerce in the purchasecpss

Perceptions of organizational buyers in facilityvsses

Tanja Lopez
Master’s thesis of the Degree Programme in Intemmat Business Management

Master of Business Administration

TORNIO 2011



CONTENTS

ABSTRACT
FIGURES
TABLES
1 INTRODUGCTION ..ooiiiiiieiiiiiieiee e e e et e e e e s st e e e e e e s snnntaeaaeeeesnanneesannnneeeeeas 7
1.1 Motivation and research problem........ .o 7
1.2  Objectives, scope and research QUESHIONS. cccco...oovviiiiiiiiiiiie e 11
1.3 Key terms and definitioNS .........ouuuiiiiieee e e e e eeeeeeeens 13
1.4 RESEAICH SIrat@QY .....cceevveiiiiiiuiiimmmmmmme e e e ee e e e eeeeeeaea s s s s e e e e e aeaaaaaaaaaaaaaaeeeeeesnnnnes 14
15 ) 1o L] PP 15
2 LITERATURE REVIEW.......ccitiiiiie ettt nmneee e 16
2.1 010 0] 0 1T (o] PP 17
2.1.1 WhY B2B €-COMIMEICE .....uuuuiiiiiiie s e e e e e eeeeeeaaatebie e eeenaaa e s 17
2.1.2 E-commerce in the purchase ProCessS.....ccoiuiiiuiiiiiiiiiieeeeeeeeeeeeeeeiieeeees 21
2.2 The bUSINESS DUYING PrOCESS ....uuuuiiieeeeeeeeeeeetitiiiiiaasseeeeeeeeeeeaeeeeeeeeenenneeeeessnnnnns 24
2.2.1 Organizational buying behavior.........cccccevvviiiiiiiiiii e, 24
2.2.2 The stages in the buying ProCess.....ccccceciiiiiiiii s 27
2.3 CUSIOMET VAIUR.......eiieiiiiiie e ettt e e e e e e e e e e ee e e e e e eeeeeeeeennnne 31
2.3.1 The mechanism of customer value in e-COMMELCE..........cceeeeeeeerirreeereinnnns 32
2.3.2 How does customer value show in the purCRBEEESS.........cccevveeeieeeeeeeeeeen, 34
RESEARCH DESIGN .. coiiiiiii e s sttt e st e e e e e et e s e aseneeeana s 37
3.1 RESearch approach .............uuuuuiiicemme e 37
3.1.1 ReSearch MethOd ..........uueiiiiiiiis sttt e e e e e nnnnne e 37
3.1.2 Design of the field reSearch..........cc oo 39
G700 G R B - 1= W X0 | [=Tod 1 o] o 1P 42
3.2  The conceptual framework for data analySiS wum .. coeeeeeeeeeeeiiiiiiiiieiiiiaens 43



DATA ANALY SIS L. s 45

4.1 CASE STUIES ... .ttt ettt et et e e e e e e e e e ae bbbt e e e e e e e e e e e aaeas 45
o O R S o] o] o[ Vo o= 1 - PP 45
4.1.2  OFfiCE CIUSTEI ...cceeeeiieeite e e e e e e e e eeeeeeeeeenanne 48
R B = o1 (0] VPP UURPPPPTRRPPPPRIN 50
O R = L - | USSP PPPPPRRR 51
4.1.5 Negotiating SEIVICES .......ccieeeeevirimmmmmmrsseeeeeeeeeeeeeeeeeeererrr e aeeeeeaaaeeeeas 53
4.2 MechaniSm Of VAIUE .......cooeeiii e 55
4.3 Linking values to the purchase ProCeSS. ......ccooviiiiiiiiiiiiiiiii e 59
4.3.1  CONVENIEINCE .....ciieeiiieeieeeie s 141kttt e ettt e e e e e e e e e e e e e seeensbeneeeeeees 59
4.3.2  EffICIENCY oo —————————— 59
4.3.3 COMPELENCE ... .ot eeee et e e et e e e e e et e e e e e et eae e e e e e eeeennnns 61
4.3.4 CONIAENCE ... e e e e e e e e e e e e e e 62
G T O] 010 APPSO TPPRPRP 64
720G T G T AY o] o] =Y ox - 11 o o PR 64
A.3.7 ENJOYMENT ... et e e e e e e e e e e e e e e e 65
4.4  Additional ODSErVatioNS ...........ooiiiii e ————————— 66
5 DISCUSSION AND CONCLUSIONS ...ttt 67
5.1 SumMmMary Of the StUAY ........ouiiiiiiii e 67
5.2 CONCIUSIONS ....coiiiieeiiie ittt e e e e e e e e e e e e e s s nnaes 68
5.3 Implications for future reSEarCh ..........ueeuvvviiiiiiiee e 71
ST N ©7o ] (o 18 o [T Lo N o [o (= 20U TUTPPT 71
REFERENGCES.......co ittt ettt e e e e sttt e e e e e e nb bt e e e e naanseeeaeeeansreeeeeeeaanns 73

APPENDIX o rmmmm e e 78



ABSTRACT

Lopez, Tanja. 2011. Value of e-commerce in the Ipage process. Master's Thesis. Kemi-

Tornio University of Applied Sciences. Business &udture. Pages 77. Appendices 1.

The objective of this thesis is to identify how B2R:ility service buyers experience value of
electronically supported purchase process. The mesearch question of this thesis is as
follows: How does an organizational buyer expergen@lue of electronically supported
purchase process? The first sub-question is thewimlg: What are the benefits and sacrifices
and the mechanisms behind them? and the secondusstion is: How do the benefits,

sacrifices and the mechanism link to the diffestaps of the purchase process?

Qualitative approach was chosen as the researdiothé®ast research on the purchase process,
e-commerce and customer value formed the theokebaskground. A customer value
framework by Klanac (2008) was used together with purchase process steps to build a
conceptual framework. The findings of the empirieaidence were analyzed value by value
relating to the purchase process, on the basis lathwthe conceptual framework was
completed. Due to the confidential nature of therview information, the transcripts are not
published in the Kemi-Tornio University of Appli€sciences Library Version. However, the

supervisors have an access to a selection of iatetvanscripts.

Conclusions were drawn from the completed concégtamnework. The results of the data
analysis are in line with the current research. ey, conclusions distinctive to B2B services
are argumented for. The empirical findings sugdkat in facility services buyers perceive
value of e-commerce differently in respect of dreptnew purchase opportunities and
increasing price transparency. To extend, it isgested that value of electronic support is

emphasized in efficiency, competence and confidence
To conclude, this thesis proposes areas for furiassarch. The practical continuation of this
thesis is proposed to be research into how thersatlin improve their e-commerce processes

to increase customer value as argumented in tegsth

Keywords: customer value, e-commerce, purchaseepspcB2B services, facility services
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1 INTRODUCTION

“The majority of customer experiences today stetteonically”
(Holland & Young 2010, 64).

Holland & Young (2010, 64) above crystallize onegominant phenomenon, i.e. web
communication, in the context of e-commerce. Thiation with a reference to electronic
communication is also one of the main motivators tfus thesis which is identifying
customer value in the electronic purchase prodesthe following chapters this thesis is
introduced thoroughly.

1.1 Motivation and research problem

This thesis is triggered by an observation that ugrowing use of e-commerce, sellers
are pressured to renew their knowledge of a custoinegeneral, the tendency in the
business processes is towards digitalization amthipidity. Ideally, information should be
designed to be accessed anytime, independentlyamighportable device. Consumers can
already purchase almost any product or servicenenkroviders need to have their selling
processes in such a format that a buyer is abpeitchase their products or services using

for example a laptop or a mobile phone.

Customers in general are becoming increasingly isbpited and informed with all
available information in the Internet. A buying pess has already advanced when a sales
person is aware of it. A sales person does not th@gower of information anymore in a
negotiation situation. In addition, due to increahseeb communication sales people have
fewer opportunities to schedule face-to-face negjoti. Customers in general no longer
feel necessity of meeting sales people face-to-tdowever, there is a danger of giving too
much information over the Internet and still losangeal to a competitor. (Trailer & Dickie

2006, 48-49.) According to a survey done in N&therica among customers responsible
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for business-to-business purchases, sales repa@isest biggest mistakes were not
following up customers’ buying process, not listenito customers’ needs and not
following up with customer’s issues (Cotteleer &émrieden & Lee 2006, 20). These
results may not only be due to growing e-commetdewever, they do support the
observation that a seller should know the custdmeéer.

In 2010 B2B e-commerce is estimated to be ten tilmgger in value than B2C e-
commerce (Laudon & Traver 2010, 1-18). In 2009 B#B transactional value of total
online sales was estimated to reach from 85% to @D%ban & King & Lee & Liang &

Turban 2010, 237). There is little research regaydhe value of electronically supported

B2B purchase process in services, which providesrtbtivation for this research.

E-commerce can have many negative influences imusaness, such as allowing more
transparent competition in prices, opening the cafitipn to a wider geographic area and
creating difficulties in keeping proprietary righ{orter 2001, 66). However, | believe that
if a company first understands customer value éctebnically supported purchase process
and then takes that knowledge when developing rel@ctlly supported sales processes,
they have better chances to get benefits ratherlthem. Thus, the focus of this research is

getting to the core of customer value in electraltycsupported purchase process.

The motivation for this thesis is also supportedher by two other observations which are
described in this chapter. Sales organizationseinetpl are under pressure of making
processes more efficient and e-commerce positivehgributes to efficiency (Porter 2001,
70). Companies create increasingly complicatedtols, which include both the product
and the service (Steward 2006, 10). Companies t@tayputting focus on customer
orientation, which means that the sales people reeshift increasingly from sales to
relationship management. According to a survey viihief sales officers in various
industries (Trailer & Dickie 2006, 48), 85% of thespondent companies increased their
product line in variety and complexity, and entemnechew markets over the past several
years. Challenges that these changes create toasgkmnization include an extended period
of making a new sales person productive, increasdels quotas per sales person and

decreased sales support personnel. It should betdadeduct that sales efficiency is
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important. Porter (2001, 70) argued already in 20@i the Internet is the most powerful
means of increasing operational effectiveness. #ate& Bouwman & Steinfield (2004,

179) develop Porter’'s (2001) findings further andgest that having synergies with online
and offline channels have several positive effegt® company, such as efficiency in

operations and improved customer relations.

To highlight, understanding customer value is adnfior sellers when redesigning sales
processes to gain efficiency with e-commerce. Awi@t sales processes are implemented
to make the sales process increasingly efficierdil@ & Dickie 2006, 48-49). Common
benefits that companies are looking for are bettistormer management and collaboration
with customers, saving resources or utilizing thestter and having better delivery times
(Turban et al. 2010, 77). According to Levenbur(604, 322) findings, the Internet is
possibly a necessary tool for customer focused emimeg. In Levenburg’'s (2004, 326)
study of retailers’ Internet use for business peg the data suggests positive impacts on
net profits when using the Internet for purchase jpost-purchase activities, however, not
necessarily for increased sales. A research dotieeacommerce B2C retailers by Chircu
& Mahajan (2006, 905) found evidence in their foases that companies that have lowered
high importance transaction costs to a customen eitommerce, have done better than
companies that have lowered low importance trarmsaatosts. This suggests that it is
important not only to find where customer value esrfrom, but how significant that value
is for a customer. In addition, Chircu & Mahaja®@8, 906) conclude that it is important
that a company identifies the factors that woulehte value to the specific customer, with
the specific product in an online channel. Not@lbducts and customers find value in

online purchasing.

The reasons for focusing on customer value in leidally supported purchase process in
this thesis are discussed above. Even though thsearch focuses only on the
organizational buyer’s purchase process, the madabutcome of this research is to apply
the findings and conclusions to improve sellergoeamerce strategy. Once the customer
value is defined, a seller can find the synergetsvben a customer’s purchase process and
the seller's processes. Recognizing synergies legtwae customer’s and a provider’s

process can bring greater value. The Merriam-Web&611) dictionary gives the
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following definition for the word ‘synergy’: “a mutlly advantageous conjunction or
compatibility of distinct business participantsedements (as resources or efforts)”. A case
study of click-and-mortar firms identifies many sygies when integrating offline and
online channels, such as leveraging the brandetdgoffers and time and cost savings
both for customer and seller (Adelaar et al. 2003).

Figure 1 below visualizes how purpose and motivatiggger the research problem which
in turn generates the objectives for this thesige ®bjectives, once analyzed, are targeted

as input for service providers.

Pur pose and motivation

Due to growth of e-commerce the
service providers have pressure to
renew their knowledge of their
customers’ purchase behavior

However

The service provider Problem
Can improve customer focus while The value of e-commerce for B2B
developing their e-commerce strategy service customers is not researched

Objectives

How B2B service buyers experience
value of electronic support in the
purchase process

To improve
this, it should
be studied

Figure 1. Positioning of the research problem
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To conclude, e-commerce is central to businessatipas. Hence, it is important to

understand customer value of e-commerce. HoweveB2B services customer value

research is neglected, which forms the researchlgroof this thesis. When approaching
facility services industry which is the specificcts in this thesis, the research problem
cascades and magnifies as follows:

* There is little research on customer value of efoence in B2B services.

e There is currently no research published on custaaee of e-commerce in facility
services. Facility services in relation to the scopthis thesis are discussed in more
detail in Chapter 3.1.2.

1.2 Objectives, scope and research questions

The objective of this research is to identify thalue to an organizational buyer of
electronically supported purchase process in fgclkervices. In this study customer value
refers to value experienced by an organizationalebult is important to understand
customer value to build competitive advantage (ldothal 1997, 224). The outcome of
this research should have clear and practical elesrthat demonstrate the value and what
it means. The major elements of customer valueeapected to be in the areas of time
saving and convenience. The bigger elements grecéed to be broken down to smaller
components that can make practical sense. Turbaal. 2010, 241) describe service
related e-commerce being used to cut service bysself servicing and offering enhanced

customer service with innovative solutions.

The aim of this study is to express how organizetiqpurchasers experience value of
electronically supported purchase process in thacgesector. This thesis searches for the
practical aspect by modeling values against benafid sacrifices, tools and the purchase

process.

The main research question of the study is:
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 How does an organizational buyer experience valuelectronically supported

purchase process?

Contributing to the practical relevance and appiittg of the main question, the

complementing sub-questions are:

* What are the benefits and sacrifices and the mésinarbehind the value?

» How do the benefits, sacrifices and the mechaniskitd the different steps of the

purchase process?

Qualitative methods are used to arrive at conchssiooncerning the above presented
research questions. The conclusions are suppoyt@delvious research and 5 case studies

conducted through five interviews.

This research focuses on customer value, electmomnumerce and the purchase process.
The literature review includes research both ordpets and services including business
buyers and end customers due to the scarcity efrels directly on e-commerce in B2B
services. Electronic commerce does not includeudson on technical aspects as they are
not in a central role of this thesis. Sales andketarg processes are not discussed as the

objective of this thesis is to find value experietdy the buyers in the purchase process.

Business to business services and facility servioes the detailed focus in this thesis.
Companies in general focus increasingly on the @mtévities and outsource non-core
functions. Companies buy a variety of services fidaaning to IT. Even though product
sales and purchases electronically have becomgdaselife, services have lacked behind.
(Kiinteistopalvelut 2010.) The empirical researshconcentrated in the capital area of
Finland due to reasons of manageability of theaiete
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1.3 Key terms and definitions

Several terms and their definitions have developedind electronic commerce. Table 1

illustrates the summaries of the key terms and thefinitions used consistently throughout

the research.

Tablel. Key terms and definitions

Term
Customer value
Electronic

E-commerce

The Internet

The Web

Business/Organizational
buyer

Individual buyer
Customer

Company

Click-and-mortar firms

RFP

Definition

In this thesis, customer value seferthe value experienced by a
customer within the customer’s processes. Valu¢ ghaustomel
creates for a seller is not part of this research.

Any information that is transformed in a digitaktimat is considerer]
electronic in this thesis.

“The use of the Internet and the Web to transasiness. More
formally, digitally enabled commercial transactiobstween and
among organizations and individuals” (Laudon & T@a2010, 1-8).

The Internet is a worldwide network of computerweaks built on
common standards. In addition to computers, othiegless device:
such as phones are connected to the network. Tieenét links
different parties and makes possible servicesfii&dransfer, e-mail.
shopping and instant messaging. (Laudon & Travéf20-20.)

The World Wide Web (the Web) provides access towed pages
which made the Internet commercially interestinge TWeb made:
possible a communication infrastructure and infdroma storage
system with colors, voice and video. (Laudon & B@a2010, 1-20.)
A person purchasing for a company is referred t@dsuyer’ or ‘a
purchaser’ in this thesis.

A person purchasing for individual use is referred as “an
individual buyer”.

In this thesis a company that purchases servicesfesred to as “i
customer”.

In this thesis a company that provides service®fierred to as “
company”, ‘a seller’, ‘a provider’ or ‘a vendor'.

Companies that have added e-commerce as an adtlitt@rketing
channel in addition to a physical organization asaally referred tc
as brick-and-mortar firms (Turban et al. 2010, 48).

Request for proposal

In this thesis through chapters 1, 2 and 3 ‘a custband ‘a company’ refer to companies

in general. In chapters 4 and 5 where case stad®eslescribed and analyzed the case
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companies are referred to as ‘the company’ or tiimger’ and their providers ‘the seller’ or

‘the provider’. A term ‘electronically supported ighase process’ is used when referring to
digitally enabled transactions in the purchase ggsecThe term ‘e-commerce’ is used when
discussing the phenomenon of digitally enabled stiations between organizations in

general.

1.4 Research strategy

According to the process of abductive approachdf@ini 2001, 54) this research is initiated
based on observations and then deepened with tleabreackground. The empirical

research in this thesis focuses on facility ses/iCEhus, existing research on customer
value of e-commerce is extended. Extending resetrch new area suggests that the
findings may bring something new to the field. Disb& Gadde (2002, 559) argue that an
abductive approach can be productive when tryindissover new ideas and make new
models. Theoretical background is searched in tegiqus research including customer
value, e-commerce and the purchase process. Thoyseaesearch provides a framework
on which the empirical findings are constructedcustomer value framework of website
communication by Klanac (2008) is chosen as thecjpie framework. Klanac’s (2008)

framework is combined with the purchase procespsstbased on which the empirical
research results are modeled. Using case studnssraoted by five interviews with facility

managers, this thesis finally completes the modehahstrating the value of electronic

communication in the purchase process in faciktyises.

Due to inadequate research of customer value in #Bices, the theoretical background
of this thesis consists of customer value reseirtioth products and services in customer
and business markets. Customer value aspect i®gagdpy research on e-commerce and

the organizational buying process.

Qualitative research methods are chosen for tlasish Quantitative research by nature is
focused on searching the common laws through nusnbed suggests that it is objective

and disregards the factor of an individual. Qualitaresearch, on the contrary, recognizes



15

the subjective nature of individuals and eventsnf@iesson 2006, 173) and seeks for depth
of information over breadth (Blaxter & Hughes & Mtg2006, 60). This research uses
qualitative methods as experiencing customer vaugghly sensitive and influenced by

individual traits and events. The chosen methodgimcussed in more detail in Chapter 3.

1.5 Structure

Chapter 2 reviews and summarizes findings of previ@search and forms the theoretical
background. This theoretical background focusegshwee essential areas which are e-
commerce, the business buying process and cusiatug. Chapter 3 presents the research
approach which includes the methods used and timnate of the field research. Data
analysis in chapter 4 presents the case studieglawt with data analysis. In Chapter 5 the
analyzed data is concluded and discussed for iatphies. Appendix 1 includes the

complete questionnaire of the field research.
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2 LITERATURE REVIEW

This literature review visits and discusses previmsearch made in the main focus area of
this thesis. The main focus includes customer value business buying process and e-
commerce. As customer value is central to thisamese all topics are discussed in the

context of customer value.

Below in Table 2, the key literature essential li¢s tthesis is summarized. As can be
observed, benefits of B2B e-commerce have suffictention in literature from various

angles. However, there is little literature regagdbenefits of e-commerce in purchasing
B2B services. The literature regarding servicesnly concentrated on finance, brokerage
and insurance services. Supported by the literdiatew, this thesis forms a framework

which provides the basis for analyzing the casdistun Chapter 4.

Table 2. Key literature supporting this thesis

Author Approach Description

Klanac (2008) Customer value of B2B  Forms a customer value framework in
website communication  B2B website communication

Foster (2005) Value creation in B2B Forms a framework for understanding
digital relationship value creation in a buyer-seller web

communication

Turban et al. (2010, 77)  Benefits of B2B e- Lists benefits of e-commerce to
commerce organizations and their mechanism

Turban et al. (2010, 254- Benefits of e-procurement Lists benefits of e-procurement to

255) sellers and their mechanism

Turban et al. (2010, 241) Service industries online  Describes B2B services with the most
B2B online presence, travel and

hospitality, real estate, financial
services and financing

Laudon & Traver (2010, Internet-supported B2B  Describes B2B procurement process

12-10) procurement transactions with internet supported transactions
and systems

Laudon & Traver (2010, 9 Service industries online Describes services with the most

33) online presence, financial, mortgage,
insurance, real-estate, travel,
recruitment and their benefits of
internet presence

Roberts (2003, 103) B2B purchase transaction Describes transactions costs of
process making B2B purchases
Ojasalo (2010, 35) B2B services purchase Describes how organizations

process purchase services
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2.1 E-commerce

Customer value, the purchase process and B2B aspeet mirrored throughout this
chapter. This chapter is important in two waysstrirelevant directly for this research is to
understand what e-commerce means. Second is tHeadge aspect, which means the
development of e-commerce, its current size anddgevorldwide. For companies it is
important to have continuity for their investmenhus, it is important to have evidence on
sustainable ways to apply the findings in this th@&sto developing the sales process and
tools.

2.1.1 Why B2B e-commerce

B2B e-commerce means transactions made electrbnicelween businesses. The main
reason that electronically made transactions ameeasing over offline transactions is that
online transactions create benefits both to bugdrsaupplier. The benefits are often related
to savings in time and money, reduced delays amtowed collaboration, which in turn
allow the businesses to gain competitive advan{ageban et al. 2010, 242.) Sacrifices
occur due to user problems, security concerns asts drom implementing technology

(Turban et al. 2010, 76). The sacrifices are surimadiin Table 3.

Table 3. Sacrifices of B2B e-commerce (Turban et al. 2010, 76

Sacrifices

Resistance to new technology
Implementation difficulties
Security concerns

Lack of technology skills

Cost of implementation

The business buying process is more complex angtHgnthan the consumer buying

process with a lot of paper work, many personslieaand purchase items that need to be
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described in detail. Due to these complexities,psuiing the process with electronic
technologies has many opportunities of eliminapager, reducing errors and accelerating
the whole process (Roberts 2003, 103.) Collabarnatiternally and externally also is more
efficient when facilitated electronically (Laudon Braver 2010, 12-8). Holland & Young
(2010, 30-31) argue that the revolutionary aspecbimmunication is that a buyer can take
many steps without the effort of having to makeappointment with a seller organization
and having to spend time with sales person. A buayay find prices in the Internet and
enough product or service information and the angdks of sellers. A buyer can even short
list sellers before talking to any of them. Robg26€03, 103) discusses also in detalil
different opportunities for cost reduction in areasgch as search, communication and
monitoring. Businesses have extensive needs totorong their purchases for example in
terms of fulfilling the promised quality and corteess of invoicing. In some instances,
businesses also need to provide reports to governonether organizations for complying
different criteria set for safety and environmekxiitomated reporting reduces not only the
costs of monitoring, but also saves time and resliareors. (Roberts 2003, 103.) The

benefits of B2B e-commerce are summarized in Téble

Table 4. Benefits of B2B e-commerce

Laudon & Traver (2010, 12-8)
Lowers administrative costs
Lowers search costs
Lowers transactions costs by eliminating papetkveord process automation
Increases opportunities for collaboration with digrp
Creates greater price transparency
Roberts (2003, 103)
Eliminates paper
Reduces errors
Accelerates the whole process
Lowers search costs
Lowers communication costs
Lowers monitoring costs
Supports easier price and product comparison
Turban et al. (2010, 242)
Creates new purchase opportunities
Eliminates paper and reduces administrative costs
Expedites processing and reduces cycle time
Lowers search costs and time for buyers to findlpcts and vendors
Increases productivity of employees dealing witkibg
Reduces errors and improves quality of services
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Makes product configuration easier
Reduces inventory levels and costs
Reduces procurement costs

Facilitates customization via configuration
Provides for efficient customer service
Increases opportunities for collaboration

In addition to gaining competitive advantage, ibshd be considered that another driver to
engage in electronically supported transactionsthis fact that the environment is
increasingly electronic. It is increasingly a mfgtbusinesses to engage in e-commerce in
all different business areas as the world aroures dm. Below the size and growth of e-
commerce are described in monetary value and ascamtage of total sales in the U.S, in
the European Union and in Finland between 2002281id@. The practice to describe the
size of e-commerce varies from country to country therefore the figures are not directly

comparable. However, the size and growth can baadbebfrom these figures.

The U.S. manufacturers’ sales branches and offalesse-commerce in 2008

accounted for 31.8 percent of total sales. In nmemyetalue it counted for 542,758%
million. The durable goods held slightly more (38)3than nondurable goods
(30.2%). (U.S. Census Bureau 2010b.)

According to the U.S. 2008 Service Annual Survexsommerce comprised 2.1

percent in 2008 in selected services revenue, inetaoy terms it counted for
146,486% million (U.S. Census Bureau 2010a, 1).
« E-commerce of total retail trade in 2008 counted3® percent of total retail sales,
or 141,890% million (U.S. Census Bureau 2010a, 3).
e Value of e-commerce between 2002 (U.S. Census Bu2€85) and 2008 (U.S.
Census Bureau 2010b) has increased as demongisdted
o From 21.2% to 39.3% in manufacturing shipments
0o From 13.8% to 16.3% in wholesale trade
o From 1.4 % to 3.6% in retail trade
o From 1.2% to 2.1% in revenue of selected services.
* In the European Union enterprises, the turnovemfescommerce in 2010 counted
for 14% of the total turnover. In Finland this frguvas 18 percent. (Eurostat 2011.)
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* In Finland e-commerce as a percentage of the comeglaturnover increased
between 2006 and 2008 from 14.1% to 16.5% (Tilaegkis 2011a).

* In 2009 in Finland 81 percent of the companiesttetsic commerce was made
between businesses, and 19 percent to individlidés{okeskus 2011b).

Despite of rapid growth of e-commerce, most proslucaded online are materials for
maintenance, repair and operations. Purchasing &#Bices is still rarer and has little
attention in the literature. The most electronicaladed B2B services are travel and
hospitality services, real estate services, firgrand online financing services (Turban et
al. 2010, 241). E-commerce has developed rapidigesil995. The first types of e-
commerce were publishing and promoting. From thiecactivities developed to online
ordering in 1997, e-marketplaces and customizaiion2000, customer relationship
management (CRM), supply chain improvements aneagiing in 2001. In 2002 and
onwards e-commerce developed with social compusngplier-buyer collaboration. The
most recent development in e-commerce is B2B somalorking. (Turban et al. 2010,
238.)

Figure 2 below summarized the essential businemsons for B2B e-commerce. In this
research these reasons support the argument tBaeB2mmerce is important in services

as well. Thus, e-commerce in services should kdiedfurther as done in this thesis.

E-COMMERCE CREATES E-COMMERCE IS A MUST
COMPETITIVE ADVANTAGE DUE TO GLOBAL TRENDS
DUE TO: OF:

« Money saving » Growth and size of e-

« Time saving commerce in monetary value

* Reduced delays » Expansion of e-commerce intp
« Increased collaboration. all business process.

Figure 2. Summary of reasons to engage in e-commerce
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Relevant in terms of customer value, it is impartem look at the characteristics of e-
commerce and what is its value delivering mechaniEBatommerce is not bound to
geography and it makes real time information flomsgble. The global reach removes
national boundaries and gives access to informatigwhere. Real time information flow
makes possible instant searching and connectinge vadtworks and social networks. The
Web has evolved to a complex environment that esadtharing not only data in variety of
formats, but the Web also facilitates social int&oa. Instant information exchange and
social networks are significant for companies dua thange in the balance of power. With
the social networks facilitated by the web, custamgain easily access not only to
competitor information, but more importantly to Rwaions and recommendations from
other customers. Gaining access to informationss gne of the benefits to customers, and
one of the opportunities to companies. In addit@epommerce reduces information costs
and increases its quality. (Turban et al. 2010gi@@omputing is the following level in e-
commerce. It is generally called the Web 2.0. Huds the social networking aspect to the
Web interaction. The emphasis of traditional e-caroe is on making processes
increasingly efficient and cutting costs. The Weld 2nables connecting people and
facilitating exchange of information and opiniohsaugh blogs, wikis and other platforms.
(Turban et al. 2010, 55-56.)

2.1.2 E-commerce in the purchase process

Directory services and search engines are ingenid@l most visible e-commerce

applications. Invoicing is becoming increasinglgationic every day. Smaller companies
are already pressured to provide an electroniciaevéor a bigger buyer. Electronically

facilitated comparison and voting give transparpossibilities for a buyer to evaluate

suppliers. Partner relationship management (PRbhn&logy helps sellers to service their
customers better. With new e-commerce technologidsuyer can have access to the
supplier's inventory report, the buyer's own pursing history, chat rooms and bulletin

boards. The PRM communities do not only connect bager and supplier, but may

connect a whole community including the end custsm@urban et al. 2010, 271.)
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Porter (2001, 75) uses the value chain as a frantescribe the most substantial on-line
applications. Interpreting these from a buyer’'sesidlectronic support provides various
benefits in marketing and sales and after-salegicgerTable 5 below summarizes the

benefits.

Table5. Substantial on-line applications in Marketing aradeS and After-Sales service

Marketing and Sales After-Sales Service

¢ On-line channels and marketplaces e On-line support of customer servize
¢ On-line quotes representative through e-mail response
« On-line product configurator management, billing integration, co-brow:e,
« Tailored marketing chat, “call me now”, voice-over-IP ard

« Real-time feedback. other uses of video streaming

» Customer self-service via the Web sites iand
intelligent service request processing
including updates to billing and shipping
profiles

» Real-time field service access to custorner
account review, schematic review, perts
availability and ordering, work-orde:r
update, and service parts management.

Communities can help to find new business partniermprove communication with the
business partners and be used as a feedback cl{@nrnghn et al. 2010, 271). Holland &
Young (2010, 34-36) describe an occasion of subgssiring a learning specialist
through the hiring company’s Linked In connectioAsuyer can also use communities to
alert sellers for upcoming needs and creating avesof customer value. B2B portals are
platforms for exchanging information and transawidetween businesses. In the facility
services in Finland for example Tampuuri, at wwwmpauri.fi, offers a platform that
connects the facility managers’ providers to theeplatform. In this platform the facility
manager can manage and follow up the services.rfalpcan consist of communication

tools, auctions, community services and may sugmoying (Turban et al. 2010, 265).

For smaller companies there are online solutioregigregate demand in order to negotiate
better prices and services. Aggregating demandppated by a third party who gathers
the demand online, and further negotiates for agdesl needs offline or online (Turban et

al. 2010, 258). There are electronically supporpessibilities to make requests for
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proposals (RFP). The simplest solution which camleerved in many companies’ online
presence is a form that is requested to be fillgdrath the basic information of the service
need. The form is then submitted and the customé&fi with an automated message to

wait until a seller contacts them.

Automated pricing tool on a website is another tetetcally supported application.
Automating pricing requires careful planning andatggizing from a service provider. A
customer can calculate a price, or an estimatex pior a service in an instant. According
to my observations, industrial service sellers bagers tend to undervalue this automated
pricing due to complexity of service contents aeddency for customers to have unique

individual needs.

Online supported reverse auctions provide a sdphisd RFP process. In a reverse
auction, a buyer specifies service or product patars and releases the specifications to an
auction portal for bidding. Chosen providers arentlinvited to participate the bidding.
Reverse auction requires careful planning from gebun order to get satisfying results.
There are various benefits of reverse auctionsataa downsides. Schoenherr & Mabert
(2007) have studied the benefits and downsidegnwodstrate their validity. Possible price
reduction is one of the benefits due to reversé@uallowing open competition. However,
case studies (Roberts 2003, 110-113; SchoenheraBelM 2007, 374) argue that there are
many other attributes to the process than seekistghe lowest price. Preparing an auction
takes careful planning from a buyer whose goabiéirntd a longer-term partner. A long-
term partner is expected to have attributes thakespond to a buyer’'s needs. In addition to
approximating the true market price, a buyer cgmeekfinding new providers and getting
other process efficiencies in the bidding process.

E-procurement refers to technologies developegfocuring purposes. A buyer can buy
an electronic solution for particular purchase iseed for the whole purchase process.
Alternatively, a buyer company may develop theimosystem. (Quesada & Gonzélez &
Mueller & Mueller 2010.) Firms such as Ariba pro@id-procurement solutions tailored for

service purchasing needs.
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Customer support can be made easier and fasteelgittronic support. Not only are there
web-forms that a customer can fill out and senthéprovider, but instant chats providing
real time customer support are also emerging. R@xample, please see at Akamai's Web

pages at www.akamai.com.

2.2 The business buying process

The purpose of this chapter is to describe theh@se process as it is understood in this
research. The objective is to break the processuntlerstandable and analyzable pieces,
and discuss the nature of each step. Differencéseka an individual buyer and an
organizational buyer are discussed. Additionatg, process steps are discussed in relation
to customer value and in consideration with prévgiltrends in the e-commerce
technology. An end consumer is referred to as divisual buyer and a person making

purchases for a company is referred to as an agamnal buyer or a business buyer.

2.2.1 Organizational buying behavior

Organizational purchase is a complex process duvimigh there are often multiple people
with different roles involved with decision makirag different stages (Webster & Wind

1996, 52). Characteristic to the business buyingrgss is that it often involves frame
contracts. The frame contracts are used espeaidlgn service needs are of bigger value
and repetitive in nature. The frame contracts agotiated using more time and effort and
going into deeper details in each process stepe®awing a frame contract, repetitive
purchases can be made with less process stepsaveithected provider. Complexity and
price of a product or service influence the purehsteps. (Kotler & Keller 2009, 225-226.)

There are a few differences between an individusleb and an organizational buyer.
While an individual satisfies only their own neeahkile making purchase decisions, an

organizational buyer satisfies those of the orgatiom and their individual needs



25

Organizational buyers are predominantly risk avevgach shows in a buyer’'s personal
buying behavior. Assessing a service may take tilne to assessing risks involved.
(Webster & Wind 1996, 54.) In regards with the fage process, in an organization many
people are typically involved with a purchase iffalent stages of the process (Palmer
2005, 120-123). The group of people involved witpuachase is often different in each
purchase decision (Ojasalo & Ojasalo 2010, 35). ifkielvement of many people makes
the organizational purchase process longer. Orghaois tend to have formalized
purchasing routines, going through official offerakiations and making frame contracts
that outline the terms for further smaller purclsas@rganizational and individual buyers
are likely to emphasize different factors in theavem. While an individual buyer
emphasizes the price, an organizational buyer &xum reliability and performance.
(Palmer 2005, 129-131.)

As mentioned, there are various people involved wite purchase process during an
organizational purchase. Webster & Wind (1996, &fiegorize the roles of purchasing in
their research into user, influencer, decider, bayel gatekeeper. The user is the end user
of the purchase. The influencer holds expertisent®ded specifications of purchases and
can influence by evaluating different options. Teeider holds the power to make the final
purchase decision. The gatekeeper, for exampleceetaey, filters information before
passing it on. (Webster & Wind 1996, 56.) In adxfitto the roles within the purchasing
company, different types of communities that mafjuence the purchase process have
emerged with the technology. The communities maysisb of buyers, sellers, partners,

sub-contractors and associations (Turban et aD,2024-275).

Webster & Wind (1996, 54) add to the decision mgkiales three more variables that
influence the purchase decision making; social,aoizational and environmental.
Environmental factors manifest in constraints apdastunities, as in availability of goods
or services. Environmental factors influence thgaoization’s behavior by rules and
policies. The organization in turn affects the indual's behavior, which already
mentioned, makes the difference between an indi&idund organizational buyer. An
organization sets up policies, processes and sréfageprevailing working climate. Turban

et al. (2010) observe that buying organizationsayodften have advanced expectations
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from technology and requirements on vendors’ sgescesses. The social variables
influence the interaction between the differentesolwithin a company and between a

purchasing and providing company’s roles (Webst&Vi&d 1996, 54).

Sheth (1973) examines industrial purchasing behanothree levels. He starts his model
with the expectations of individuals participating the purchase process, such as
purchasing agents, engineers and users. The e#pestaof these individuals are

influenced by the information that the individualave received regarding the product or
service, the individuals’ own background, previexperience with the purchase and their
own perception of the received information. On #ezond level the industrial buying

process affects the buying behavior. The industnging process is defined by the factors
related to a product or service, and those reladel company. The third layer in Sheth’s
(1973, 51) model is conflict resolution, where heamines the forces of interpersonal

decision making.

This thesis is focused to identify the value ontgni a buyer’'s perspective. A buyer
operates in an environment where all the abovetiftegh variables of Webster & Wind
(1996) and Sheth (1973) influence a buyer’s purdgakehavior. In addition, Webster &
Wind (1996, 57) demonstrate five individual-boumdits influencing a buyer’s behavior;
personality, role set, motivation, cognition andrfeng. However, Webster & Wind (1996,
57) state that the social, environmental and omgdininal variables have often more
influence to the purchase decision than the petdomits. Therefore, it may be reasonable
to deduct that a buyer’s value perceptions arebekiplained by social, environmental and
organizational variables rather than the persoratst For example, if a buyer values
automated paying process, he would not necesssviéy credit to a provider for it unless
the organization also had a policy for preferrirmdors that do offer automated payment.
Webster & Wind (1996, 57) suggest that risk-avdysbavior of buyers is explained to
occur due to a mixture of organizational, social personal variables avoiding uncertainty.

Furthermore, the uncertainty is best tackled wifbrmation-gathering.

While this research focuses only on value percaptiof a buyer role, it is interesting to

keep in mind that this role’s perceptions are hetdnly ones affecting the buying process.
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All other roles involved with the buying processqave value and excluding those is one

limitation of this study.

2.2.2 The stages in the buying process

The business buying process starts from the proldemeed recognition and continues
with describing the need, specifying the productenvice and searching the supplier. Once
desired suppliers are found, they are approached jpyoposal solicitation. The received
proposals are evaluated, the supplier is chosencanttact terms are specified. The
purchase process is not complete until the purcizaseviewed and its delivery evaluated
against the original needs and contract terms.|¢K& Keller 2009, 233-238.) Table 6
describes the purchase process steps. The presee@mmmmerce affects this process. The
literature regarding organizational purchases duomssuggest that the purchase process
steps would have changed due to e-commerce. Howtheerenvironment and the tools
have changed. E-commerce has impacted the tectsniljaebuyers utilize and the balance
of power due to easier access to information, eémgislew providers and substitutes, price
competition, easier purchasing and easier provileding (Porter 2001, 70). The
information availability online increasingly givesbuyer power (Holland & Young 2010,
28-31). Online B2B reverse auctions have increasearoduct and service procurement
since first introduction in 1990’s (Schoenherr & Ivat 2007, 373).

Turban et al. (2010, 253) describe the major aawiof a purchase that range from
searching items to budgetary control. These ams/iare detailed in Table 6. Non-value-
adding tasks such as data entering, correctingsemgaper work, expediting delivery and
solving quality problems take much of a buyer'sdinin addition to these, traditional
purchasing has other inefficiencies such as dedayk paying too much for non-planned
purchases. (Turban et al. 2010, 252-253.)

Need or problem recognition is described as tha&ator of the business purchasing
process. At this stage a company recognizes a foequlrchase (Kotler & Keller 2009,

233). E-commerce can support recognizing the neadrms of alerting a buyer of their
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becoming need. Being able to alert the customer,ptiovider is required to proactively
design and plan how to communicate the emerging t@eheir customer. Services that
can be remotely monitored, can send a becomingceealert to a customer. Other services
that cannot be monitored remotely can be commuatctd a customer based on seasonal
peaks and other external stimuli that can be ergedthe distinctive feature in this stage is
that the need in B2B value chain tends to fluctisitengly based on the end consumer
needs (Ojasalo & Ojasalo 2010, 39).

During product or service specification a buyercsijes the service or product needed. A
provider can support this electronically by havinfprmation available regarding the value
that the service or product brings to a buyer. [@aof Keller 2009, 233.) The objective of
a buyer is to define specifications that bestHdit need at the lowest price. E-commerce
can support the buyer’s objective by providing cleformation of the service in a format
that is understandable and relevant to severadréfiit roles in a buyer organization. At this
stage more than one person may already be invaligdassessing the need. Ojasalo &
Ojasalo (2010, 39) add that the specifications wmeally very detailed and quantities
carefully planned in order to avoid excess stodkoAat this stage there are usually several

other roles involved such as users of the produsenvice and technical experts.

The objective of supplier search is to find thetbagpplier with the best conditions.

Information is retrieved from references, persomaintacts, recommendations and
brochures. A buyer may skip supplier search steptisfied with an existing supplier, or if
the buyer has formed a strategic partnership wiipecific supplier. (Ojasalo & Ojasalo
2010, 39.) Porter (2001, 66) identifies use of ratplaces, auctions and buyer-seller
matching as significant applications of e-commeiamesupplier search. After the actual
search, possible suppliers are evaluated and aafewselected for proposal solicitation.
Schoenherr & Mabert (2007, 381) observe the impedaof the background work of

gualifying vendors carefully before selecting fadding. In reverse auctions, the need for
gualifying vendors increases substantially, whishan advantage since in traditional
supplier search and proposal solicitation vendaoalification is often neglected. Case
studies suggest (Schoenherr & Mabert 2007, 376) tha significance of supplier

qualifications increases before selecting thenbfdding.
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In the proposal solicitation step a buyer askpfoposals from the selected suppliers. The
more costly and the more complicated the purchaste more information is needed
(Kotler & Keller 2009, 234) and longer written sg@ations made (Ojasalo & Ojasalo
2010, 40). The significance of online reverse aundifor the traditional purchase process
model can be seen in the supplier search and pabpokicitation. In reverse online auction
a buyer submits the RFP after specifying the produservice, and providers are requested
to bid in an online environment against the speatfons. The online environment makes
the bidding process transparent, which affectdttiders directly. In addition, the nature of
the negotiations may change due to setting thes pni¢he bidding. Having set the price in
the bidding phase, the negotiation can concentmatie service or product itself. (Turban
et al. 2010, 255.)

A supplier is selected against certain criterid thauyer has defined. Price and quality may
be only part of the criteria (Kotler & Keller 200935). Other criteria are experience and
size of the supplier, reputation, location and n&iees (Ojasalo & Ojasalo 2010, 49). A
vendor can support the selection process electitiyifor example by providing tailored
information to a buyer and emphasizing the values @iteria that a buyer is looking for.
In addition, if a buyer values environmental friendss, the supplier can automatically
emphasize the environment in tailored electronienmminication with the customer.
Ojasalo & Ojasalo (2010, 40) bring forth that alssupplier selection there can be several
roles involved, who make decisions based on theiivations, rational selection criteria as

well as emotions.

Order-routine specification describes how and wihenproducts or services are delivered.
The delivered products or services are examined, ggad fed into the system (Ojasalo &
Ojasalo 2010, 40). A blanket order can also be mdade blanket order describes
conditions for continuous smaller purchases dutormger-term (Kotler & Keller 2009,
238) and eliminates supplier search and proposktitation steps during negotiated
duration of the blanket order. The distinctive éeatof this process step is having various
hidden costs which buyers try to reduce or elir@naith electronic systems and strategic

partnerships (Ojasalo & Ojasalo 2010, 40).
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Performance review may provide critical informatitor a buyer to decide for further

purchases (Kotler & Keller 2009, 238). E-commereald support the performance review
process for example by providing the same platftorma buyer and a seller to monitor the
performance. Purchase, inventory and forecastingtesys that are linked with the
suppliers’ systems, are amongst the most notabtehpse applications of the Internet
identified by Porter (2001, 75). These interlink®dtems facilitate for example reporting
provider's performance. Performance reporting magnsst of evaluations of

communication, flexibility, timeliness and reliabyl how the product or service fits the
expectations, and the quality of a provider in gah& he reporting output may be further
used for evaluating future purchases. During peréoce review it is also important to

involve different evaluators, such as end-userag@lp & Ojasalo 2010, 40).

Table 6 below summarizes the purchase processegik&tKeller 2009, 233-238) and the
major activities (Turban et al. 2010, 253), togethih distinctive features of each process
step (Ojasalo & Ojasalo 2010, 39-41).



31

Table 6. The purchase process steps, features of the stiefh@major activities during the

process step

Features
Needs fluctuate easily

Very detailed specifications
Planned quantities
Participation of other roles

Best vendor for bes
conditions

Supplier
evaluation/qualifications
Need for detailec

specifications

Several selection criteria
Several roles
Several decision
motives

Hidden costs

makin

Reporting needs

2.3 Customer value

The purchase process

Problem or need

Product or service
specification P

L
-
Supplier search

P 3
y d
o
Proposal solicitation

—

Supplier selection

et

Order-routine
specification P
H

Performance review

4
U

Major activities

Search for items

Learn details of items and
terms
Negotiate or join group

purchasing
Sign agreement or contract

Create specific purchasirg
orders

Arrange
payments

Expense, management, and
purchasing budgetary contrcl

invoicing anc/

This chapter focuses on the overall understandingustomer value creation. Previous

research is visited to describe what customer vaheéans in e-commerce and in the

purchase process.

Customer value is a relationship between the pezdevalue of the product or service

combined with the satisfaction of the price paidifoqEvans 2002, 134), where the value

should be perceived higher than the one that catopeteates (Evans 2002, 135; Kotler &

Keller 2009, 161). Rust (1995, 59) connects custasagsfaction with improved financial

performance.
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Klanac’s (2008, 141) extensive study on customduevan B2B website communication
sets a framework on the benefits and sacrificesnsanzed in Table 7. In this table the
linkages of benefits and sacrifices in relatiorthhe experienced value is depicted. In the
middle the value is stated and in the lateralsbveefit and sacrifice that explain the value

in a practical manner are described.

Table 7. Customer value of B2B website communication (KlaR@@8, 141)

‘Benefit ~ vaue  Sacrifie
Being flexible Convenience

[Saving'space I Convenience |
Saving effort Convenience Investing effort

[Saving time I Efficiency ‘Spending ime
Gaining understanding Competence

' Supported workflow T Competence Interrupted workflow
Being inspired Competence

[Beingobjective I Competence ]
Being confident Confidence Being uncertain
Treated specially Appreciation Treated ordinary

[Having fun N Enjoyment

2.3.1 The mechanism of customer value in e-commerce

The value that electronic communication brings tbuger originates from the Internet’s
features of being accessible anytime, being a feskscaway, being up-to-date, paperless
and downloadable (Foster 2005). Klanac (2008, 27-28pports these, adding
characteristics of being historical, being custahle, having multiple information forms,
enabling multiple participants, being interactiveeing self-administrative, problem

occurring due to technical reasons, issues of gg@ird having clarity.

As discussed in Chapter 2.2, electronically sumgabgpturchase process can give buyers

access to new suppliers, lower purchasing costsraale faster the order processing and
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delivery. E-procurement lowers transactions cosis$ saves in paperwork. E-commerce
can reduce customer’s time and cost spent on amgaand purchasing a products. A
trusted brand reduces the search cost even mae thie customer has already formed their
opinion on the brand (Jelassi & Leenen 2003, 4@armval & Venkatesh (2002) suggest
that when evaluating customer value of online cekérthe product characteristics, user
characteristics and shopping occasion characteistuld be included into the evaluation
as factors. With these factors included, the dsivéar the outcome could be better

understood, analyzed and categorized as variables.

Porter (2001, 73) finds that online and offline mhals complement each other and with a
proper online strategy a company can achieve bedtae of both. Porter’s (2001, 73) view
is supported by Foster’s (2005) study of digitduea In fact, Foster (2005, 250) continues
further arguing that true value emerges when adtbirihe online-offline combination the

supplier-buyer relationship continuum of value inaod output.

The challenges of e-commerce are various. For #omes’'s disadvantage the online
channel lacks the traditional personal interac(iolesar & Galbraith 2000, 424), which a
seller company should take into account and manBgeter (2001, 76) suggests that
disadvantages and costs of e-commerce originate $everal sources. Due to the nature of
the Internet there is a lack of touch-and-feel. Nerbal signs of human to human contact,
such as tone of voice and body gestures are atssupported. However, Porter (2001, 76)
continues that these disadvantages can be easihpersated with using traditional

methods and vice versa.

The Web can provide different marketing informatisach as promotions, product, pricing
and market conditions. Marketing information is difeequently for gathering product
information. E-mail and interactive features carkeneommunication in the Web personal.
(Deeter-Schmelz & Kennedy 2002, 148.) Interactivitgy be for example online customer
support, customer feedback, solution specificatitools, reporting tools and
communication storage (Klanac 2008, 28). Compared customer-seller direct
communication, the Internet is not time-bound @atoon-bound. Additionally the speed of

information flow in electronic communication is higr than in the off-line communication.
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(Rao & Perry & Frazer 2003, 15.) Website commumicahas self-service characteristics
and its usage depends on the user’s activenesgei(RPQ01, 75). There is evidence that
Internet communication does not substitute tradéioface-to-face communication, but
rather complements it. In addition to the commuticaaspect, e-commerce has positive
effects also in other areas of business-to-busiredaionship, such as lowering conflicts,
enhancing coordination and bonding, building traisti improving business performance.
(Klanac 2008, 30-31.)

Burke’s (2002, 422) study on consumers found thappers between ages 25 and 54 rated
almost equally high the importance of service,dwkd by product information and speed
of shopping. The same study suggests that memareaisingly interested in technology
enhanced shopping in the Internet and interestegossibilities to custom design their
product online. Women were found to be increasingtgrested in talking to someone in
person when purchasing. Higher education was faarthve a positive effect on valuing
shopping online. Business purchasing differs sonagvidom individual purchasing which

is discussed in Chapter 2.2. However, personakchenistics and motivations do influence

the value perceptions, as is discussed in Chael.2

2.3.2 How does customer value show in the purchase psoces

Foster's (2005) study of use of extranets iderdstifieore proactive and faster response to
customer problems and needs, and better servioestomers needs in general. In addition,
a buyer benefits of having the correct informatifmm,example documents, available at any

current time, including alerts of updated inforroati

Customers have more sources to gather informatioevaluation when online. The social
network enabled by the Web has changed the infeom#ibw from top-down, companies
to customers, to side-to-side, where customersaggahbusiness relevant information. The
changed information flow changes the nature ofrimgttion from subjective to objective

(Turban et al. 2010, 35), which creates value giamers.
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Consumers collect information on the product orviser and the provider, and they
compare it against their own criteria. In additioapnsumers compare collected information
to other relevant options available in the markée collected information is influenced by
the experiences with the brand and the productle@&@ & Galbraith 2000, 430.) In
addition to comparing the information to other catiors, consumers should be able to
compare the different offers of the same provideéth different features, payment terms
and delivery times (Jelassi & Leenen 2003, 41). iffiermation in the Web should be
relevant enough to help a consumer to make a psectlacision. A consumer can attain
value from company information, frequently askeesjions, offers, news, delivery status
and payment conditions, for example (Jelassi & eee2003, 40).

Electronic purchase process can provide a custantieran option to customize a service.
However, Thirumalai & Sinha (2010) review differestudies in retailing that show
opposite views from a consumers’ side whether theg customizing useful or not.
Customization can include an online store that gates a consumer and the
corresponding account. The online store offersraatiton with a seller according to the
consumer’s preferences, informs about interestifers according to the profile and the
exact service information that a consumer needas@uers can be offered to customize a
product online. Mass-customization offers valud tha consumers are willing to pay extra
for (Jelassi & Leenen 2003, 41). Guaranteed delitiare and tracking of the order give a

consumer a feeling of assurance (Kolesar & Galb2000, 436).

An online channel opens new possibilities for costo service. Customer service as such
has been identified to have quality dimensions tlase reliability, tangibility,
responsiveness, assurance and empathy (Parasuga@eithaml 1991, 41). A customer
can see their account details including past pwehand tracking the order, which creates
traceability. A customer should also have an eaxyess to talk to someone real-time
(Jelassi & Leenen 2003, 44).

Table 8 summarizes the different mechanisms, bsnefid sacrifices of e-commerce
discussed in the previous research. The mechanimmsfits and sacrifices are categorized

in the corresponding parts of the purchase process.



Table 8. The purchase process, Mechanism and Benefits

The pur chase process

Problem or need
recognition PR
y 4

U

Product or service

specification ,

Supplier search

—_—

Proposal solicitation
-

E—

Supplier selection

—

Order-routine

specification '

Performance review

—
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M echanism
(=tool, process, opportunity)

Tailored marketing information

products, services & prices

Social networks exchanging busine

relevant information
Objective information

Solution specification tools

Tailored marketing information

products, services & prices
Communication storage
Speed of information flow

Configuration and customization tools
Multiple sources for information o

offering

Access to new suppliers
Lack of personal interaction
Interactive communication
Communication storage
Not time nor location bound

Lack of personal interaction

Interactive communication possibilitie

Not time nor location bound
Offer comparison tools

Interactive communication possibilitie

Not time nor location bound

Atomized payment
Tracking of order

Seamless sales process experience

Speed of information flow
Self service

Correct information at correct time

Real-time information update

Reporting tools

Online customer support
Customer feedback
Communication storage
Speed of information flow
Self service

Historical

Benefit/Sacrifice

(=action of increase or
decrease)
Creates new
opportunities
Better value of information

purchase

Saves paper work
Reduces administrative costs
Cost and time saving

Lowers search cosend time
for buyers to find products
and vendors

Increases interactiv 2

communication

Lowers price

Lack of personal interaction
Lowers time and cost t>
choose the provider

Saves paper work
Reduces administrative costs

Expedites processing ard
reduces cycle time

Increases  productivity aof
employees dealing  with
buying

Enhances coordination
Enhances business
performance

Reduces errors and improv 2s
quality of services

Reduces inventory levels ard
costs

Fater response to problems

Reduces administrative costs
Eliminates paper

Increases productivity af
employees dealing with
buying

Increases opportunities for
collaboration

Lack of personal interaction
Lowers conflicts
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3 RESEARCH DESIGN

3.1 Research approach

In this chapter the empirical research plan of ¢hisly is formed and thoroughly discussed.
The previous literature review gives an understagdif the topic and guidance to which
kind of field study meaningfully supports this sfjud’he following chapters describe the
rationale of the field study starting from the measnent and techniques chosen,
explaining the categories used, and finalizing vaamining the quality of the methods

chosen.

This research derives from customer value framewbikebsite communication of Klanac
(2008). Supported by previous research on custoalere, electronic commerce and the
purchase process, and field research of buyers,thigisis applies Klanac’s (2008, 141)
framework in practice in the service industry. Tdescription of how value is experienced
builds on Klanac's (2008) framework by describirge tmechanism of value and by

demonstrating practical content for the values.

3.1.1 Research method

The research strategy for this thesis is formedsupport the views described in the
previous chapter regarding the aspects of ‘intarg'sand ‘justified’. The research strategy
aims to reasonably appeal to both practical andlean& communities. The following
chapters describe the methods used and how thegtitd accomplish interesting and

justified research

Even though quantitative methods are often overpedven published articles and
generally considered the more appropriate scientsearch method, Cassell & Symon &
Buehring & Johnson (2006, 290) argue that qualigatnethods have contributed a lot to
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business and management research, and that qualt@thniques, such as interviews and

case studies, can give interesting views in thres @oth to academicians and practitioners.

There are two main reasons for using qualitatigeaech methods in this thesis. The first
reason is the complexity of the research topic, the purchase process and perceived
value. The purchase process commonly involves uanmeople in various roles. Different
factors such as the personality, age and lifestylong others, influence the purchase
decision and opinions related to it. Moreover, E/d8002, 135) discusses that when
measuring customer value it is not enough jusaite 2 snapshot of customer satisfaction at
a certain point in time. He continues, that custormalue, being a sophisticated
measurement, needs to recognize the relationshiwabfe and price, and also the
perspective of the value of the competitor (Evaf®22 135). Given that the purchase
process and customer value perception are botbstapiiuenced by individual perceptions
and are often unique events (Webster & Wind 1929, the qualitative research method is
expected to give this research better value thaguantitative research method. This
standpoint is supported by the previous descripiionthis chapter of the nature of
gualitative research by Gummesson (2006, 173) dagtd& et al. (2006, 60-61). In this
research the view of Blaxter et al. (2006, 60) eptth in qualitative research is sough
through interviews. According to my experience dgriive interviews, it is possible to
observe secondary signs such as the interviewetgsest to stress some topics more than
others, the enthusiasm towards the topic and the st how the interviewee discusses the
topic. In addition, there is an opportunity to em@ge open answers that are emphasized as
important by the interviewee. The second reasonuiing qualitative methods is the
ambiguous nature of perceived value. Due to thenno@jective of this research being
identifying perceived value, the research methodstraupport its ambiguous nature. It is
important to allow explanation and discussion atbwhat an individual understands as

value.

The lack of quantifiable data often leads to latkredibility (Cassell et al. 2006, 295) and
deteriorated perceptions of quality. However, theliy perception of this research leans
on satisfying the parameters of ‘interesting’ ajudtified’ in order to appear credible to the
reader. Baldridge & Floyd & Markoczy (2004, 1067)gw@e that research which is
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supported by evidence adds interest for acadensi@ad relevance for practitioners. Daft
& Griffin & Yates (1987) revisit Davis’s (1971) tbey of what constitutes as interesting in
research contributions. Davis (1971, 327) argues itterest is aroused when research
challenges enough current beliefs to be interesbnognot too much to be too unbelievable.
If research does not challenge current beliefsis itviewed as obvious, thus boring.

Baldridge et al. (2004, 1065) continue that redeagdnteresting to academicians when it
either challenges an existing theory, or takesiither. Furthermore, the practitioners find
research interesting when it argues for a new btfpeehavior. Cassell et al. (2006, 298)
find evidence that these same factors also addp@toeption of quality in the qualitative

research methods.

Justified research according to Baldridge et &00& 1067) refers to being supported by
evidence. Both academic and practical communities gnore value to justified research.
Baldridge et al. (2004, 1072) argue that practérsnand academicians do differ in ways
that they consider what epitomizes qualified evadeThe academicians value more formal
theory and quality of the research methods, while practitioners tend to appreciate
sources that are established with credible reagonin

Moreover, as Cassel’s (2004) findings show, there ilack of commonly understood
criteria for quality in qualitative research. Fabistreason this research leans on the above
mentioned criteria of interesting and justified dohieve sufficient level of quality of

research through qualitative methods.

3.1.2 Design of the field research

The objective of this research is to identify thalue that e-commerce brings to the
purchase process in the area of facility serviterder to achieve as comparable and
applicable results as possible, what is meant thighpurchase process is defined first. Then
value, which is ambiguous by nature, is definethancontext of this study. To continue, e-

commerce is similarly defined.
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The following gives insight into the background thie interview questions and to its
design. It is important to understand that custowaue of electronically supported
purchase process is a complex area. It comprigesnhpof the purchase process, customer
value and e-commerce, but is also influenced bycsoguch as the nature of facility

services and characteristics of services.

As discussed in Chapter 2, the purchase procesgydrwarally understood steps. The
purchase process steps used in this research esdiexth in Table 9 below. These process
steps are detailed enough in order to discus el@ctcommerce in each step, yet simple

enough for using in the conceptual framework.

Table9. The purchase process

Problem or: General need Supplier: Proposal | Proposal Payment. Customer Service
need description / search | solicitation: evaluation support evaluation
recognition: Information and and
search Supplier feedback
selection

Facility services include a variety of services foaintaining and servicing constructed
facilities. These services commonly include forrapée waste collection, security, elevator
maintenance, cleaning and business premises servite facility services industry is
growing, developing and becoming increasingly dieefKiinteistopalvelut 2011). The
growth is due to the global trend of businessesdimg on their core know-how and out-
sourcing non-core business areas, such as fasdityices (Lehtonen & Salonen & Puhto
2007, 6).

The value of facility services in 2009 was 15.7idl Euros, which is more than the value
of new construction. Real estate in Finland accdant0% of the wealth of the nation,
40% of the end consumption of energy, 30% of carlioride emissions and 20% of the
waste. Facility services count for 8% of the GD® @f the employed people and 5% of

the value of the real estate (Kiinteistopalvelut @0
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In order to keep the interviews coherent, the stinecis focused on the biggest services
such as waste, cleaning, facility services, segcuwaid elevator maintenance. There are
many other services as well including cateringhmézal services, user services and
support, and plant design. The assumption is nfaatethe information received during the

interviews is more accurate and relevant whenatises around the services that form most

of the purchase actions during the day.

Services have distinctive characteristics sucmtngibility, inseparability, heterogeneity
and perishability (Mortimer 2002, 461). Intangityilmakes it difficult to judge the quality
of the service before purchasing it. A buyer rehieavily on recommendations and reliably
can form an opinion only after having own experemd the service when it has been
consumed. Delivering a service is inseparable ptavider. Delivering services highly
relies on individuals. Thus, personalities are asaerable factor of the service experience.
All services are unique, heterogeneous. It isaliffito compare different providers due to
services being understood in a different way byed#int persons. The same service can
vary even with the same provider due to differeebgle executing it. A service is
perishable in a sense that once it is consumeghitat be recreated anymore. For a buyer,
for example judging the quality of a service depehdavily on the end user experience and
their feedback. (Mortimer 2002, 461.)

The objective of the interviews is to cover fagilpurchases in a range of scenarios.
Commonly, facility services are purchased for pevhauilding communities, commercial
communities, infrastructure facilities or for fatés of a private company. The role of the
interviewee should be significant in purchases #red interviewee should have a solid
experience to base the opinions on. The data gathduring the interviews is then
analyzed and discussed. A considerable thoughtv&nhgn the opportunities to utilize the

findings
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3.1.3 Data collection

This research uses interviews as primary infornmagimurce. The purpose of this research is
to provide reliable information for companies tovelep their electronically supported
sales and service support by using customer valgu@ance. In planning the interviews,
the following issues should be taken into account.

First, the interview should provide sufficient igist to different purchase scenarios. It is
assumed that this approach gives enough confidenee decision maker that the final

conclusions are valid and adoptable in the manlestsarched in this thesis. Purchasing for
the company’s own use, purchasing for another compaanaging services for another
company and purchasing and managing services fithancompany are the included as

different purchase scenarios.

Second, the research includes variety of servieesn though the research conclusions can
be useful to a company selling just one servicey tban benefit taking into account a
variety of services. This gives not only ideas frathmer sectors, but represents more
correctly a buyer’s daily routines and takes intoaunt the whole workflow. Moreover, it
could even be that having one service supporteztretgcally would not provide as much
benefit to a customer as having most of the puethagrvices supported similarly. The
more service purchasing is supported electronidiakly more opportunities it creates for

increasingly harmonized purchasing experience.

Third, earlier in this chapter it was discussedt thaalitative research gains value in
practitioners’ community when the sources are reigoe The interviews for this thesis are
all conducted with companies that make a signitieemount of service purchases per year.

Each of the five interviews is an hour long. Theeiiews follow the designed structure.
However, they are not dependent on the structunan®ortant feature of the interviews is
to allow the interviewees to spend more time onasghat are considered more relevant to
them. This way it is possible to observe the emighthat the interviewees give to each part

of the purchase process and the value that electsapport brings.
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3.2 The conceptual framework for data analysis

The conceptual framework is constructed here expgnidlanac’s (2008) customer value
framework discussed in Chapter 2.3. The customkreveramework is expanded with a
linkage to the purchase process discussed in Qh2j&eThe case studies in this work are
focused on finding the mechanisms that create hsreeid sacrifices in B2B services in
facility services. This conceptual framework, prase in Table 10, is completed with the

mechanisms, benefits and sacrifices in Chapter 4.3.

Table 10. The conceptual framework

Process step M echanism Benefits & sacrifices | Value

Problem or need ( . A
recognition \ Convenience )
General need descriptian p .
/ Information search Efficiency
Supplier search - J
Proposal solicitation \ Competence ]
Proposal evaluation and ( Confidence )
Supplier selection L b,
Payment . N

Comfort

Customer support b g
Service evaluation and L Appreciation )
feedback . .
General Enjoyment

The main and the complementing research questiatignale are explained below. The
explanations include the aim of the question amg@inactical applicability.

1.How does an organizational buyer experience valuelectronically supported

purchase process?
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This question summarizes the aim of this thesianalyze what value electronic support
brings to the purchase process compared with ahneffprocess. The question takes into
account only the organizational buyer and not ttieeroroles involved in the purchase
process. Value is searched from the simplest solsitsuch as e-mail, more advanced ones
including electronic market places, to the ones thight not exist yet as anything else but

as an idea.

2. What are the benefits and sacrifices and the mésinarbehind them?

Value is described as a sum of benefits and seesifiKlanac 2008, 144). The benefits and
sacrifices should be understood to understand @&nidy\he value that is formed. This
research extends the benefits and sacrifices tlete¢ of the mechanism that creates them,

which is expressed in this thesis through toolscesses and opportunities.

3. How do the benefits, sacrifices and the mechanisktd the different steps of the

purchase process?

According to my experience, companies in generalyae and express their functions
through processes. To complete the practical asgetttis thesis the values are modeled
against the purchase process. Expressing the vidtemsgh the purchase process not only
makes understanding a buyer’'s experience cleardralso visualizes how the values

behave and develop throughout the process.
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4 DATA ANALYSIS

This chapter describes the case studies and sumesdimndings of the case studies. The
value of electronically supported purchase procdsssearched through benefits and
sacrifices. The value of electronically supportedcpss is formed by comparison with an
off-line process. The findings are discussed andlyaed for further implications in
Chapter 5.

4.1 Case studies

In this chapter the 5 case studies used in thEdlaee described. The case study companies
were selected to cover different scenarios of sty facility services. These scenarios
are briefly discussed in Chapter 3.1.3. The casdéiest were constructed based on 1 hour
interviews. The interview details have been listewtler References. The names of the

interviewees and the companies are changed.

4.1.1 Shopping centre

The company purchases and manages services forctlegits. The interviewed person,
later referred to as ‘the buyer’, buys and manasgesices only for one company with a
turnover of 7.5 million Euros. The daily work ofetlbuyer is almost completely purchasing
services. The invoices are paid by the buyersaglihich makes the service purchasing
very price focused. Also, there is an element aghpeting with price, which makes the
buyer’s client increasingly price sensitive. Theydauis responsible for assuring that the
hired services are suitable for the purpose andkasrthey are supposed to. The services
purchased cover a wide array, such as waste doledecurity, elevator maintenance,
cleaning, surveillance, electricity etcetera. Theydy gathers all their providers every two

weeks to the same meeting to discuss how everytiamigs.
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The electronic support for purchasing servicesuastgjon is almost only relying on the use
of e-mail. One provider, however, is providing rmya more electronic support for

purchasing services. In addition to this therevisilable a common platform developed by
the stakeholders in real estate maintenance, tbatdwsupport the purchase process of
many services that are included into this platfoiiihis is not widely used and the buyer

speculated that it might be due to the provideesgoring their own solutions.

Describing the needed service is not very suppoftedeneral, it is sometimes difficult to
understand what is needed, and the terminologyhefprovider is often too technical as
well. The same issues occur when comparing theceeoffers. Here electronic simplicity
could be of use. Of the purchase process, seard¢bmpgroviders is the most supported
electronically. Using Google almost all possiblepders are found easily. This is also the
most important part of the process for the buyeweler, after finding the provider, it is
very hard many times to find the right contacthe provider's Web pages to request for
proposals. The buyer states that most irritatin isump into the contact information in a
format ‘firsthname.lastname@company.com’, when thes@n searching does not know the
contact yet. Also, an idea could be to have a Googbe of search function right on the
first page where the buyer would right away findatvhe needs. Selection of the provider is
not very supported electronically. Usually, the ma@nted providers are already left out
before asking offers. The buyer does this decisitimer based on experience, or by asking
colleagues for recommendations of past experieoicesrtain providers. This step could be
possibly electronically supported. However, themld be a confidence issue if the
recommendations and feedback of suppliers weredfauntine. At least there should be a
reasonable amount of past feedback to be ablewe &arustworthy opinion. Customer
support should always be the first thing to be tbunthe providers’ websites. When there

is a problem (already) occurring, the provider ligusotifies the buyer of it.

Saving money is very important, and many beneiitglly add up to saving money.
Especially in situations when there is a suddenegse in inevitable expenses, as in this
case a notable increase in electricity tax, moa&ing is very important.
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Important benefits in electronic support in the &y opinion are confidence, flexibility

and space saving. For the buyer it is fundamenté&tel confident that the service request
has been received, the provider informs the estichéitme for service completion, and
when the service has been completed. Knowing tiatdsue is being taken care of is a
fundamental part of this purchaser’s role. In #iea electronic support is very important

since it provides a fast and real-time communicaelietween the provider and the buyer.

Another side that electronic support brings to mwrice is that it leaves a trace. When
discussed on the phone for example, the providerl&ave out things or color the truth.
Also, it is difficult to remember things agreed tive phone. Electronic communication

always leaves a trace and provides a way to chéelt has been discussed or agreed.

Time saving is also important and electronic supgan enabler to save time. One of the
reasons for this is that the response times intrel@cally supported process are shorter.
This is as important as the confidence that theebwants to feel. Short response times

mean that the services have a shorter down-timeéessdliscomfort for end users.

Space saving would be important as well since tiseeelot of paper for each contract and
work order. Electronic support could easily enhatiig benefit. For example the common
platform Tampuuri could be a good solution for tiAsmobile device could bring a sense
of easiness to the purchasing in different steps, dfut the buyer could not say for sure
since he did not use one. Flexibility is one of bemefits that electronic support brings to

the purchase process.

A small local copy machine company RICOH Mikaveaet$fto change the color cartridges
before the old one gets finished. They have a sysi@t alerts them when the customer’s
color is about to finish, and they deliver colortt® customer’s stock. This provides the
customer with feeling of continuation of work floavsense of easiness and relaxation, even

before the buyer notices the problem or the needduvice.

The buyer does not see any sacrifices owing tdrel@c support.
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4.1.2 Office cluster

The company buys services for their own compangetb on to their client a real estate
company and to the real estate company’s tenarits. cbmpany also manages those
services for both customers. These two types dfoousrs have following requirements:
those who own real estate contract full keys-inehaervices, and individual tenant
customers who buy individual services. The keykand clients are all different in nature
and requirement. One is interested in a simplertegdy, focused on financial numbers,
another one is interested also in partly co-martage services, and one is in between.
The interviewed person, later referred to as ‘thgely’ is buying and managing services as
full-time role. The service variety includes evéiyig necessary in real estate maintenance
and services for rented office space, such as wasteurity, elevator maintenance,
cleaning, catering and such. Once a month evergatieers into a face-to-face meeting to

go through everything, which brings its own value.

Tampuuri is the main system that they are using 3érvice providers have their own
systems as well, but this company does not wans¢othem for the sake of not using many

different systems.

Recognizing the need for service is not electrdlyicgupported and they do not see the
need there either since recognizing the need foricge is the core purpose of this

purchaser.

RFP’s and comparing offers are supported in Tampiaurmany of the services. The
service providers can enter Tampuuri to make thigar there. Many times offers are being
sent in e-mails back and forth between the padres lawyers until the final contract is
reached. Rather than electronic support, more faldua this process would be face-to-face

meeting, where the decision making on the finak@m would be much faster.

All services are supported partly electronicallyaséé care is using service descriptions,

electronic waste reports, billing, customer suppamtl orders and electronic customer
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support. Elevator maintenance uses service deseriptbilling, error notifications and

customer feedback electronically. Cleaning is usiagrice descriptions, billing and error
notifications in intranet. Guarding is using seevidescriptions, billing and anomaly
reporting. Catering is using billing, service dgstons (menus), reservations and order

intakes electronically.

Of all the services, cleaning and estate maintemarses services requests only in the

intranet.

Sacrifices are experienced when information teabgylis difficult to use or the users do
not know well enough how to use it. This bringsemse of frustration, loss of time,
discontinue of workflow and takes away inspirati@ther directly or indirectly influencing
factors such as electricity shortages, network hk@usr others bring a sense of distrust.
Also, many older people have prejudice towards tiemgs, for example they prefer using
the phone since they have always done so. A bigodifort is using many different

systems with different passwords.

Using intranet for service notifications liberatese since the service calls do not require
service people on the phone all the time. Electallhi supported service call goes
automatically to a system, which sends text messtagéhe service people’s phone in the
order of emergency. This way it is easier to folltve current situation and to react to it
better, in other words the work is better organiZéde benefits that electronic support
brings are the continuation of workflow and timevieg, and maybe some sense of

easiness.

In general, electronically supported purchase m®ceakes the service faster and
information flow easier. Many times in the begirmiwhen moving into electronically

supported process, it first makes the workflow €lowue to the initial learning, but at the
end it gets faster and efficiency grows. Also doentation gets easier and information is
found easier. The buyer thinks that thanks to nemovations also the usability and
reliability is increasing. Always, whether somethivorks well or not is not in the set up of

the information flow, but rather it culminates irttee persons doing the service.
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4.1.3 Factory

The company’s industry is not in the facility sees. The role of the interviewed person,
later referred to as ‘the buyer’, is to purchasglits services to take care and maintain
various estates of this company which consist ofofy buildings. Purchasing industrial

services takes up to 20% of the buyer’s time, wthike buyer also purchases other type of

services, products and raw materials.

The purchases of services are very little electahy supported according to the buyer’s
experience. However, he has seen some signs tisattka is developing. Mostly the
purchase process is supported by the telephones-anail. There is a long way to fuller
support and until different systems would inter&at.the purchase process, searching for
providers is the best supported electronically,alwhs mostly due to Google. However, in
this business there are fairly little providers dahdy are already known. Payment is also
another area which is well supported. Evaluatirfgrefand choosing the provider could be
challenging electronically due to the qualitativeesof it. It is very important to evaluate
the quality of the service offered and the backgdband capabilities of the provider.
Giving feedback of the service happens also aygihone and e-mail. Of all services, one
particular company has developed the electronicpaupthe furthest. They provide

reporting and feedback directly online.

Difficulty of purchasing the service entirely elestically could be the difficulty of
describing and also interpreting the service. Segwice is given by persons, the quality

culminates a lot to the personalities giving it.

Important to be supported electronically would éparting so that all information could be
in one gathered place and accessible. The buyer mutebelieve that evaluations of other
users to support decision making would bring aofdienefits owing to doubts of accuracy
of the information. The best evaluation of the pded service is through own experience.

Here as an influencing factor is a distinctive eawment where the services are executed.
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The whole purchase process should be more seamleddiere electronic support could
work well. This would bring benefits as continuatiof workflow. Other benefits brought
to the buyer are sense of easiness when processreiamlined, time saving when
communication is faster and everything is in onacel such as reports, easiness of

understanding and saving of money.

As a negative side, electronic support could babgut mistrust when there is less personal
contact. When persons meet face-to-face therehenafit in seeing that the person has
understood the topic or issue in hand and therkldmiless misunderstanding.

4.1.4 Retalil

The interviewed person later referred to as ‘thgebupurchases services full time. The
company purchases cleaning, estate maintenancelevator maintenance mainly among
other smaller ones. The buyer is responsible fanagag all services for a bigger client.
The services are produced by his employer. Thesetls a peculiarity of loyalty towards
two parties, the payer and the seller. There aterdmn 700 and 800 service requests

managed monthly.

Recognizing the problem or need in services cdsddelong to frame contracts, are partly
supported electronically. The service requestitsated by the end user by phone in 70% of
the cases and input in the system in 30% of thescdsom there the requests go through
different systems purely in electronic format untilreaches the service provider. The
services are described with the part of the agremdices in Tampuuri’s electronic

maintenance book. In the case of elevator maintaan urgent cases the service is not
described to the customer, but the professionalpemy takes care of the situations
according to their internal processes. In urgesesdhe information of service need usually
comes by phone. Information search of providers sewices is sometimes done using
Google. This is mostly to gather information regagdwhat is available. Apart from that,

there is usually background knowledge already @& important players in the field.

Electronically supported is for example a list oéferred providers. Requests for bigger
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proposals are typically sent via e-mail with ametiment. Evaluating offers is usually done
face-to-face with the stakeholders. However, tiieedso an electronic history of providers’

work which could be used to the evaluating proclessis not much used.

The biggest influence on the chosen provider ishinger's experience of their work. In

addition to that quality and price have an effattloe selection. Accepting an offer is done
electronically, where there is an electronic acaept in the system. Paying is completely
electronic. Customer service is given via phonerdine. Evaluation and feedback of the
service can be done electronically. Reclamatioasaways done electronically. Evaluation
and feedback in such could be used more, expamdedthe serious reclamations only. In
bigger contracts the providers send reports tobtiner of their past activities. Feedback
and evaluation is also done in meetings. About 30%hese are done electronically. For
the sake of evaluating the service, the provideidcalways communicate more, and here
there is an opportunity with electronic supportefiehis never too much information about
what the provider has done. Especially communioatie relevant personnel change is

critical.

Evaluation and feedback could be misunderstood wthiemot done face-to-face, or on the
phone. On the other hand there is a sense of easimBen a person can hide in the
impersonal electronic communication. Another sesfseasiness comes with the possibility
to maintain documents in archive, where they asdlyefound and comparable. This also
creates some sense of confidence, which is some®wen usable in court to prove a case.
Flexibility and continuation of workflow are imparit, which come from the ability to
check the situation without having to contact otpeople, where it could also lead to
conversations that branch to other non-relatectsoand take time. Sense of understanding
and confidence are also brought when there aregelsan personnel, and this is important.
In these cases the electronic trace and historyngwertant. On the other hand the danger

of misunderstanding for example in offers is impattto avoid.

When the services are described vaguely differéietoare not directly comparable and
there could be misleading differences worth of hhadd of thousands of Euros. Electronic

support brings easiness since it makes it possiblet always gather in person in same
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time and space, and that directly saves time, wisidhe most important of all. With the
time saving the downside is also that it is alwaypected to save even more time, as it
would never be enough. Time is mostly saved dubeiog able to manage with fewer
resources. Being able to work remotely brings asaseaf relaxation and appreciation, and
this is possible only due to electronic supporterehis a difference between the older and
younger generation. The older one has mistrusthenetectronic support for example in
cases where something used to demand a local peesg&id now since electronic support
can be remotely monitored. These are exactly tekescevhere savings can be brought, both
in time and money. In a busy environment the megarh time saving is especially

meaningful.

4.1.5 Negotiating services

The company negotiates supplier contracts for thestomers. Facility services are a part
the negotiated contracts. Their core business kingsfor bids from suppliers, and
evaluating the offers according to relevant categosuch as quality, ability to deliver,
price and safety. The role of the interviewed peydater referred to as ‘the buyer, is to
estimate needs for their customer, select suppliersbidding and choose winning
suppliers. The contracts are signed between thplisu@and the buyer's customer. The
buyer’s customer pays for the contracted servi¢as. buyer purchases services for their
customers most of the time during the daily workcikty services form only one part

among others.

The service is usually described by using infororatirom the previous invoice details.

The buyer does not usually start looking for newdse The suitable suppliers are searched
using their own databases and those of the cust®inad the Internet. They also have their
own international networks to search for suppliditse request for proposal is sent by e-
mail in Excel format where all parts of the servare described. The company also has
their own portal that can be used for requestirappsals. However, this was not used in
Finland yet. In the portal it is possible to congaffers within the same parameters,
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assigning weighting for each value, and makingaglgical output for visual comparison of

the offers.

In services such as waste collection it is diffitalcompare providers since the markets are
small and the service content complex and var@s forovider to provider. In these cases
the need for electronic support is the greatestesipurchasing these services without
electronic information flow takes a lot of time. lother services such as elevator
maintenance and cleaning, electronic support isasotmportant since there are fewer
products and the purchase process in simpler. Tdre products and the more complex the

pricing is, the more electronic support is neeaechéke the process easier.

Electronic data and automation in the purchasegs®i general in all aspects makes is
easier. Especially reporting is one important trimag must function. The providers need to
submit periodic reports of the agreed circumstansegh as the quality, price, and

especially price increases, safety and environrhe&s#aes. This makes easy follow up that
the providers are holding to the agreed terms.dstevcollection, in addition, the customers
need to report to the officials. Thus, a periodatistics is needed from the providers.

Feeling of easiness comes when data is electronmapported in a way that makes cross
referencing easy. This applies not only to comgpsuappliers, but also when the delivered
services are back checked against billing and wheatprovider says has been delivered.
Invoice errors are not uncommon. Easiness als@®rinsense of joy when the purchase
process in general is easier, clearer and datadmzed between the suppliers themselves
and the customer. Electronic trace brings a sefhsmmfidence. For example erroneous
billing can be discovered. Also, measurability ofasurable things such as price, quality
and speed, brings confidence to the process iatgins such as following up the costs and
the cost levels. Time saving is an important bénEfectronically supported process makes

information flow faster and makes it faster to gmaland perceive the overall situation.
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4.2 Mechanism of value

In this chapter the value creating mechanisms de&eal in the five case studies are
described and categorized by values. A value crgatiechanism is for example ‘not
handling paper for all contracts’. The value crggtmechanism is linked to the values
described in Klanac’s (2008, 141) customer valaengwork presented in Chapter 2.3. The
interviewees viewed the electronically supportedcpase process to bring value in all
areas of value described in Klanac’'s (2008) frantkwdaConvenience, efficiency,
competence, confidence, comfort, appreciation andyenent were all linked to a value
creating mechanism described by the interviewees.

The buyers experienced convenience through fletikih their work and space saving.
Flexibility was achieved due to self servicing aphce saving due to electronic format of
data which eliminated paper. Electronic support veasd to save effort for example in
cross referencing data. However, the buyers alsordbed an investment in effort when
learning to use new systems. This sacrifice of stimg effort was described to lessen in

time.

Time saving created a feeling of efficiency amadmg buyers. There were various ways that
the buyers described time savings. Time was sauedalfast information flow and access
to it. Only malfunctioning systems were describsdaasacrifice in efficiency. The buyers
considered that in facility services, efficiencyais important value due to intense use of
human labor and its cost. The pressure of the eomnand competitive environment force

companies to give services with fewer employeesisTmore efficiency is expected.

The buyers experienced competence due to variousfitee Electronic support facilitated
gaining understanding in situations such as repgrtieing alerted of a problem or having
historical data at hand. In addition, electronicalipported purchase process provided an
increasingly seamless workflow. However, interraps due to system errors, electricity
shortages or other user-relater errors lessenedetleng of competence. The buyers
emphasized that for example reporting was of essemcjudging service quality and

feeding it back to the future supplier evaluatiolmsfacility services different providers
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tend to have different format of describing theervice and understanding quality.
Electronic support can be of high importance arghier competence by providing data in

harmonized format and flowing throughout the preces

The buyers experienced confidence due to tracgabif data and real time
communication. In facility services it was founducial that the buyers receive a
confirmation of an order received and an estimatibwhen the service will be completed.
Uncertainty was experienced towards supplier evi@og in the Web, however not much
emphasis was put on this uncertainty. The buyedstheair own trusted sources of buyer
evaluations. These sources consisted of own preeaperience and evaluations given by
colleagues. In addition misinterpretation of datd &acking of human contact deteriorated
the feeling of competence. The buyers describeditfaservices as an area where service
quality culminates into the person giving the segviHence misinterpreting information
and lack of human contact in communication can dxdral to how confident the buyers

feel with electronic support.

The buyers experienced comfort through feelingxedla However electronically supported
purchase process was described to bring sacrifisesvell. The buyers experienced
frustration and concern due to the difficulty okeusr malfunctioning systems and due to

several passwords.

Appreciation and enjoyment were experienced dubeability to work remotely. Remote
working was considered as fun and special. Morealectronic support was considered to

bring an element of fun due to facilitated datadtizug.

The buyers described the most extensive benefiteiareas of efficiency and competence.
Efficiency was experienced mainly due to time sgvixperiencing competence resulted
mainly due to data correctness and ease of finditg to make competent conclusions. A
summary of the mechanisms, benefits and valuebeaiserved in
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Table 11. Value creating mechanisms

The mechanism of electronic support that brings benefits

Benefit / Sacrifice

Value

Self servicing and checking current situations

Bdlaxible

Not handling paper for all contracts

Saving space

Cross referencing data of offers and service guadisily

Saving effort

Learning to use new systems

Investing effort

Convenience

Saving time in general in dynamic environment

Having shorter response times which results intehatowntime for end
users

Liberating service persons’ time from being on pgi®ne by automating
service calls to system in order of emergency

Not involving several people for finding informatity self servicing

Accessing information any time and not having t@rdinate different
people to gather at the same time

Analyzing situations faster in general

Finding supplier information fast in Google

Finding customer support easily

Directing service calls to intranet

Saving time

Malfunctioning of systems

Spending time

Efficiency

Noticing a problem before it occurs by the supplier

Gaining understanding with easier to find repattssumentation and othe
historical information

Gaining understanding during personnel change betetis a historica
trace of data

Following up measurable things such as speed ofetg) price and quality

Harmonizing service descriptions in digital format

Reporting service quality

Communicating regarding service provided

Gaining
runderstanding

Supporting workflow with service calls going in ercbf emergency

Having more seamless purchase process

The supplier recognizing the problem and fixingefore the buyer notices

Supported workflow

Malfunctioning of systems

Interrupted workflow

Being inspired

Being objective

Competence

Knowing that the service request is received anid iaken care of and Being confident

when the service will be performed

Providing real time communication

Leaving historical trace

Knowing that service request has been receivediah it is estimated to
be completed

Not trusting supplier evaluations in the Web

Older generation not trusting electronic support

Misunderstanding communication done without persoomatact

Misinterpreting data for example in service ded@ifs

Being uncertain

Confidence

The supplier worrying about the problems for thgdsu

Not being tied to a certain place

The supplier recognizing the problem and fixingefore the buyer noticeg

Being relaxed

Handling many passwords brings discomfort

Encountering difficult-to-use systems

Being frustrated

Malfunctioning of systems

Being concerned

Comfort

Working remotely

Treated specially

Treated ordinary

Appreciation

Being able to work remotely

Having easy to work with harmonized data

Having fun

Being bored

Enjoyment
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4.3 Linking values to the purchase process

In this chapter the purchase process steps aredittkthe customer value through benefits
and sacrifices which are described in practicahteas observed during interviews. The

general model summarizes all findings in relatiothie purchase process by value.

4.3.1 Convenience

Convenience is a value that is experienced throutgtiee process. The main mechanisms
behind saving effort, space and being flexible dgwe to harmonized data and availability
of the Web not bound to time or location. Anothepect of gaining convenience with

electronic support is the self servicing possiillh Table 12 below convenience is linked

to the process step through mechanism, benefisacrifice.

Table 12. Convenience

Process step M echanism Benefit / Sacrifice Value
Problem or need - -
recognition
General need descriptigrnCross referencing data of offers an8aving effort C
/ Information search service quality easily o]
Supplier search - - n
Proposal solicitation Self servicing and checking currenBeing flexible v
situations €
Proposal evaluation and\Not handling paper for all contracts  Saving space n
Supplier selection Cross referencing data of offers an8aving effort '
service quality easily e
Payment - - n
Customer support - - c
Service evaluation andCross referencing data of offers an8aving effort €
feedback service quality easily
General Self servicing and checking curreBeing flexible
situations

4.3.2 Efficiency

Efficiency is experienced mainly due to speed édnmation flow and accessibility. These

two characteristics of e-commerce free employei@se tand let employees use time on
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other value adding tasks. Efficiency, similarly ¢onvenience, is experienced nearly
through the whole process. The electronically sugploprocess speeds up information
flow and facilitates access to data. Due to themmetfits, buyers were able to have for
example shortened response times and find providgiemmation fast. Efficiency was

especially important in customer support. The bsiyir most of the cases were also
responsible for functioning service for the endrugéus, fast reacting customer support by
the provider was described vital, as can be obdemethe quote from an interviewee

below:

“It is crucial that the correct contact informatiofor customer support can be found

fast, preferably on the first page of the providenebsite.” -Interviewee

All buyers expressed the benefit of supplier seard@oogle. Finding supplier information
was regarded as very important. Most providers lsanfound in Google and it was
considered the best way to find information regagdihe provider. Especially finding
correct contact persons was considered importahtsbmetimes difficult. In Table 13
below efficiency is linked to the process step tiglo mechanism, benefit and sacrifice.

Table 13. Efficiency

Process step M echanism Benefit / Sacrifice | Value

Problem or need Having shorter response times Saving time
recognition

General need descriptign -
/ Information search

Supplier search Finding supplier information fast | Saving time

Proposal solicitation - -

Proposal evaluation andHaving offers in the same format | Saving time
Supplier selection

Payment - -

Customer support Finding customer support easily | Saving time
Having shorter response times
Directing service calls to intranet

<SOS®—0 — ==

Service evaluation and- -
feedback

General Malfunctioning of systems
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4.3.3 Competence

Competence was the third most emphasized value hiey buyers. Competence is
experienced nearly throughout the purchase procEssnpetence was experienced
important when handling information related to #evice quality such as reporting and
feedback. Electronic support brings clarity anctigisne to reporting, which in turn brings
competence to the buyer’s organization. The quetevb summarizes the importance of

gaining competence through reporting.

“It would be important to get all reporting into ettronic format and in the same

place.” -Interviewee

The Web allows a convenient platform for harmorgzservice descriptions into clear
format for the buyer. Being able to compare offeesily was considered important.
Seamless workflow also resulted in feeling of cotepee. Workflow was described to be
increasingly seamless when different systems wéile & communicate. Moreover,
workflow was considered seamless when manual wak &iminated. In Table 14 below
competence is linked to the process step througthamesm, benefit and sacrifice.

Table 14. Competence

Process step M echanism Benefit / Sacrifice | Value
Problem or need Recognizing and fixing the probleSupported workflow
recognition before the buyer notices
General need descriptigrHarmonizing service descriptions [irGaining
/ Information search digital format understanding
Supplier search - - C
Proposal solicitation - - 0
Proposal evaluation andHarmonizing service descriptions rGaining m
Supplier selection digital format understanding p
Payment - - €
Customer support - - t
Service evaluation andReporting service quality Gaining e
feedback Communicating regarding serviceinderstanding n
provided ¢
General Having more seamless purchasBupported workflow e
process
Malfunctioning of systems Interrupted

workflow
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4.3.4 Confidence

Leaving a historical trace on agreed issues, irbitems, service quality and feedback
were described as important benefits of electrenpport. Historic trace creates confidence
due to removing uncertainty caused by relying omiorg. On the other hand, electronic
communication may create uncertainty when perscoatiact is left out of communication.

The buyers expressed several situations where desstandings could happen, such as

when giving feedback, describing a service or eeguesting a service.

Knowing that a service request has been receivedt @ being taken care of was found as
one of the most important things. It was also ingoarto get an estimation of when the
service was estimated to be completed. The qudtavbdemonstrates the importance of

confidence:

“It is important that | receive a confirmation frorthe provider that my service
request has been received and that they are regaamit. | also want to get an

estimation of when the work will be completed” einiewee

The most trusted source of information for providealuation was considered the buyer’s
own past experience. The buyers emphasized thétygakthe service provided was of
essence when choosing a provider. Quality, beisgbgective measurement, was said best
judged by own experience. Buyers make short litproviders for RFP’s based on the
buyer’'s own past experiences. At this stage maayigers are already left out the bidding
process. The seller has a possibility to increasets trust toward provider evaluation in
the Web through providing objective information abdhem. Recommendations and
objective quality statements were considered objecin Table 15 below confidence is

linked to the process step through mechanism, biearef sacrifice.
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Process step M echanism Benefit / Sacrifice | Value

Problem or need - -

recognition

General need descriptigriLeaving historical trace Being confident

/ Information search

Supplier search - - C

Proposal solicitation Trusting supplier evaluations in théeing uncertain 0
Web n

Proposal evaluation and- - f

Supplier selection !

Payment Leaving historical trace Being confident d

Customer support Knowing that service request haBeing confident e
been received and when it |is n
estimated to be completed ¢

e

Leaving historical trace

Misunderstanding communication

Being uncertain

Service evaluation an
feedback

dLeaving historical trace

Being confident

Misunderstanding communication

Being uncertain

General
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4.3.5 Comfort

The greater part of comfort was experienced inndbgative side. Malfunctioning systems
were described to bring frustration throughoutghacess. Malfunctions were mentioned to
result due to electricity shortage, jammed equigmeifficult to use user interface or any
other supplier, buyer or third party reason. Howgwthese sacrifices were not much
emphasized by the buyers. In Table 16 below conddibked to the process step through

mechanism, benefit and sacrifice.

Table 16. Comfort

Process step M echanism Benefit / Sacrifice | Value
Problem or need The supplier recognizing theBeing relaxed
recognition problem and fixing it before the

buyer notices

General need descriptign -
/ Information search

Supplier search - -

Proposal solicitation - -

Proposal evaluation and -
Supplier selection

Payment - -

Customer support - -

Service evaluation and- -
feedback

General Malfunctioning of systems Being concerned
Handling many passwords Being frustrated

4.3.6 Appreciation

The buyers experienced appreciation as well. Dudligitalization of the society the
younger generation expects to be less time or itotdiound. Being able to work for
example from home creates value. Thus, electramipart in any part of the process is
likely to increase a buyer's sense of appreciaiioit enables executing the process
remotely. In

Table 17 below appreciation is linked to the precgtep through mechanism, benefit and

sacrifice.

Table 17. Appreciation
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Process step

M echanism

Benefit / Sacrifice

Value

Problem
recognition

or nee(

-

General need descriptig
/ Information search

n

Supplier search

Proposal solicitation

Proposal evaluation an
Supplier selection

Payment

Customer support

Service evaluation an
feedback

General

Working remotely

Treated specially

>

>S5 O ——90 — 0O ® =-T T

4.3.7 Enjoyment

Enjoyment was experienced similarly to AppreciatiBeing able to work remotely also
gives a feeling of enjoyment in addition to feeliofyappreciation. Having easy-to-work-
with data created the feeling of fun for one buyro had to work with a considerable

amount of provider information. In Table 18 belemjoyment is linked to the process step

through mechanism, benefit and sacrifice.

Table 18. Enjoyment

Process step

M echanism

Benefit / Sacrifice

Value

Problem
recognition

or nee(

-

General need descriptig
/ Information search

n

Supplier search

Proposal solicitation

Proposal evaluation an
Supplier selection

Payment

Customer support

Service evaluation an
feedback

d-

~ 3D 3<K OoO—>SMm

General

Being able to work remotely

Having easy to work with

harmonized data

Having fun
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4.4 Additional observations

This chapter summarizes additional observationswiese found interesting regarding the
research objectives. These observations were nettatbe allocated in the framework to
specific value or as part of the purchase prodass, the observations are discussed in this
section separately.

Saving money was found to be a sum of many smhbeefits. Saving money was not
found as a direct benefit due to electronic suppddwever, in some occasions saving
money could be realized do to less manual workgdneral, the buyers did not express
many sacrifices due to electronically supportedcpase process. Only a few individual
sacrifices were pointed out which were due to mldtpasswords, failures of systems and
time loss in learning new applications or diffiguito use the electronic applications.
Furthermore, the sacrifices described were not asipbd as important. Older generation

was found not found prone to use electronicallypsufed solutions.

Evaluating offers was not considered to gain valugh electronic support. The buyers
thought that it was more important to evaluate rsfface-to-face with the stakeholders so
that all necessary people would be in the sameepathe same time for faster decision
making. However, making offers easier to compareugh harmonized information, was
considered beneficial. It was often considered thla¢ provider could improve

communication regarding the service provided towable buyer. Electronic applications

were expected to improve communication from thevigke’s side.

Value was not mentioned in connection with eleatrggayments. The buyers appeared to
consider electronic payments as the normal sitnadind not creating anymore additional

value worth mentioning.
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5 DISCUSSION AND CONCLUSIONS

In this chapter the thesis work is summarized. Tihdings are concluded and tied to

previous research.

5.1 Summary of the study

The first chapter of this thesis introduced thednigeresearch how an organizational buyer
experiences value of electronic communication m pairchase process. This observation
formed the research problem which was lack of meteaf customer value in B2B e-
commerce, and more specifically in facility sengc&he practical relevance of the research
problem was supported by several observations. nye&rce has grown in percentage
value of sales and the growth of e-commerce hasgdththe purchase environment and
tools, and buyer-seller communication. Customengehlaecome increasingly informed
which has changed the balance of power in buydersalationship. The sellers are forced
to become increasingly customer focused. Theserddigans supported the objective of
this research to analyze how B2B service custoregperience value of electronically
supported purchase process.

Qualitative research methods were used in thisgh®sing interviews, 5 case studies were
constructed supported by previous research in evange, the purchase process and
customer value. E-commerce literature review argtmdbenefits and growth of e-
commerce. Moreover, application of e-commerce amcffects on the purchase process
were discussed. The purchase process research nexhman organizational buyer’'s
behavior and how a buyer perceives value. In amditthe purchase process steps were
described. The distinctive features of each stephmm context of e-commerce were
discussed. The previous research on customer valesented findings regarding an
organizational buyer's value formation. MoreoveaJue formation was examined in the

context of e-commerce and the purchase process.
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The case studies were analyzed using the concdpanawork that links customer value
to the purchase process through mechanism thaesrbanefits and sacrifices. Each of the

7 values was analyzed individually.

5.2 Conclusions

Previous research for example by Turban et al.q2@1), Laudon & Traver (2010, 12-8)
and Roberts (2003, 94-95) suggest that e-commeeetes several benefits for a buyer.
Table 4 in Chapter 2.1.1 summarizes some of theflienFindings regarding the benefits

in this thesis as is illustrated in
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Table 11 are in line with the findings made in poerg research. In addition, the sacrifices
demonstrated in the findings in Table 11 were &sod to be in line with the previous

literature summarized in Table 3.

However, deriving from my empirical findings | aggthat the previous findings can be

extended by the following aspects:

1) distinguishing specific features of value percapiiothe B2B facility services and

2) demonstrating different importance between theealu

Turban et al. (2010) suggest that e-commerce @e&@ purchase opportunities. The
benefits of B2B e-commerce suggested by Laudonadir (2010, 12-8), Roberts (2003,
103) and Turban et al. (2010, 242) are shown inel4bHowever, my findings show that
in facility services the buyers prefer using thteim experiences and personal contacts for
selecting suppliers over information on the IntérAs explained in the findings in Chapter

4.3.4 the buyers emphasized service quality wheonsihg a provider.

Laudon & Traver (2010, 12-8) and Roberts (2003,) Bd@gest that e-commerce creates
greater price transparency (See Table 4). The sisady the case studies in Chapter 4.2
shows that price transparency was not mentionedvatue creating mechanism. The
buyers explained that due to the nature of facdéyvices, pricing is done case by case.
Therefore, comparing different services and conmggiiow the pricing is formed, is
difficult.

Drawing a conclusion based on empirical findinga,due that electronic support provides
significant combined value to a buyer due to ummiged information flow throughout the
process. A buyer feels increased efficiency amdpmience through saved time, gained
understanding and supported workflow as can berebdeén Table 13 and Table 14. For
example, a provider’s service quality is evaludatedughout the purchase process from
provider search, offer evaluation to service eviidina When these service evaluations can
be utilized in the same form throughout the prodesieates convenience, efficiency and
competence. This seamless flow of information ipanant in purchasing facility services

due to a big quantity of data in different formats.
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Lacking in the current literature is the understagdf which benefits of e-commerce are
found essential. Drawing from my empirical findingargue that efficiency, competence
and confidence are of most essence for facilitwiserbuyers. In Chapter 3.1.2 it is
discussed that due to the nature of facility s@wicertain values are emphasized more than
others. Efficiency is important due to a dynamiwimmment of facility services and
benefits that create efficiency are appreciatean@xence is important due to the quantity
of data that needs to be interpreted. E-commercefaand to increase competence in a
variety of ways such as cross referencing dataleawing historic trace. Confidence as
well was regarded an important value due to therreatf facility services. A buyer is
dependent on service providers to deliver the sesvand e-commerce delivers value for

example in a form of faster communication.

Electronic support was found to create a sensemfart as shown in Table 16. However,
supported by the empirical evidence, it can be edighat comfort is the most delicate one
to lose its value. Value loss was experienced duseveral sacrifices such as handling

multiple passwords and malfunctioning systems.

Last, supported by findings detailed in
Table 17 and Table 18, | suggest that buyers aceeasingly able to experience

appreciation and enjoyment in their work in the rnadure due to electronic support.
Appreciation and enjoyment were experienced onrsopl level due to the possibility of

working remotely.

Blaxter et al. (2006, 221) explain that a reseasaleliable when the same results could be
achieved if the research was conducted again. BRiélyeof these findings can be supported
with several arguments. The data received in ths® cdudies was consistent without
contradicting views. The interviewed companies tdirent mode of operations and still
all interviewed buyers shared common views reggrdhee questions. The interviewed
persons all had a significant role in purchasingrises together with several years of
experience. Thus, | believe their comments weré greunded. Therefore | argue that that
the results are reliable and replicable in the sameimstances. Validitpf the findings
can be supported with the chosen research methisdsasded in Chapter 3.1.1. It is
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explained that qualitative methods are chosen toese depth. In addition qualitative
methods support analyzing customer value percepildoh is influenced by unique nature
of time, location and the person. Blaxter et a00@ 221) refer to validity of research as

the dimension that explains how well the choserhod fit to research the problem.

To summarize, electronic support is an importantamse for increasing efficiency,
competence and confidence in areas where the bhggespressure to operate fast and to
process a lot of data. Electronic support alsoeases appreciation and enjoyment among
the younger generation.

5.3 Implications for future research

This research was focused only on the buyer’s péiareof value. As discussed in Chapter
2.2.1 a buying centre comprises of several rolastthve an influence on the buying
decision. In order to understand better the vateatmon of electronic purchase process,
value creation research should be widened to iecladious roles within the purchasing
company.

The practical implication of this research is toypde input for the provider organizations.
The following step should be to research how tlwider can improve their processes to

increase customer’s value as argued in this thesis.

In order to widen research on electronic suppoB2B services, other industries should

also be studied in addition to facility services.

5.4 Concluding note

Customer value of e-commerce in B2B services has beneglected area in research.

Research on customer value of e-commerce for estdmers in products and services and
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on e-commerce on B2B trade on products is to bedoln this thesis | expanded the
existing research with arguments on how customieievia experienced in B2B services.

These arguments are supported by empirical findings

In addition to what previous research suggestsustomer value of e-commerce as
discussed in Chapter 2, | present new argumentisdatise to customer value perception of
e-commerce in B2B services. | expect my argumienite of value for service providers

who can develop e-commerce solutions that can geoexcellent customer value.
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APPENDIX 1

1(2)
Company background information

e The purchasing model

Buys services for the company’s own use
Negotiates service agreements for a third party
Manages services for another company

Buys services and manages them for a third party

O o0ooo

¢ The role of the interviewee
0 Makes purchases as the main role. Buying servioestdor xx% of all purchases
0 Makes purchases as one of many roles. Makes p@he® of time, where
services count foxx%

1. a) Inyour experience, how much is purchasing services supported electronically?
b) Where could electronic support be more utilized (underline)?

General need Proposal

Problem or S . : Service
description/ Supplier Proposal evaluation Customer .
need - e - Payment evaluation
o Information search solicitation and Supplier support
recognition - and feedback
search selection
Purchased How is purchasing this service supported electadlyie
services (can be | The purchase process steps above can be used gzoats
extended) Evaluate mainly usingiot at all /Partly / Completely
Waste care
Elevator

maintenance

Cleaning

Security

Catering
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a) What benefit/sacrifice can/could the buyer get from electronic support?
b) How doeg/could it show (brainstorming)?
¢) Underline the important ones

Saving effort

Being flexible
Saving space
Saving time
Gaining understanding
Being inspired
Being objective
Supported workflow
Being confident
Being relaxed
Treated specially
Having fun

Saving money

(Investing effort)
(Being inflexible)
(Taking space)
(Investing time)
(Losing understanding)
(Losing inspiration)
(Being subjective)
(Interrupted workflow)
(Being uncertain)
(Being concerned)
(Treated ordinary)
(Being bored)
(Spending money)

APPENDIX 1
2(2)

Process step

Brings / Could bring +

Takes / Coalte t

Problem or need
recognition

General need
description /
Information
search

Supplier search

Proposal
solicitation

Proposal
evaluation and
Supplier
selection

Payment

Customer
support

Service
evaluation and
feedback
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