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Abstract 
 
The main goal of the research is to investigate the role of subcontractors as a part of market re-

search companies’ value chain. Another objective of the thesis is to find out how network devel-

opment and knowledge sharing can help Talentree Research services to cope with changing busi-

ness environments. 

 

Data was gathered through a questionnaire and a company representative interview. The ques-

tionnaire was sent to the key persons of a randomly selected group of Finnish market research 

companies. The multi-methods research strategy was chosen and both, qualitative and quantita-

tive methods were used. 

 

According to the results, many companies had faced challenges related to subcontracting and also 

partner selection. The results also suggested that openness in personal communication and a dis-

tinct know-how of the partner were value creating attributes which respondents considered impor-

tant in business relationships. The analysis of the client company’s research services’ current net-

work situation indicated that there was a lack of a clear network strategy. As a conclusion, the 

client company should create a clear network strategy which would support network diversifica-

tion. For the client company, another future objective based on the findings is to increase co-

operation with domestic and international market research associations in order to improve the 

service quality delivered. 
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1 INTRODUCTION 

 

The theme for this thesis was initially generated during author’s internship in a man-

agement consulting company. A new service area of market research services was 

established in a company named Talentree Ltd. and the author had a chance to do 

his internship in this particular company and work with market research services. As 

the service area of market research services was relatively new in Talentree, there 

was an internal need for business development from the value creation point of view 

and for the development of network. To obtain a clear idea of the current networking 

situation, the Research Consultant who is responsible of the service area was inter-

viewed. To support analysis of the existing networking situation and theoretical 

framework, research will be included into thesis. A questionnaire was sent for repre-

sentatives of Finnish market research companies to find out what kind of established 

ways there are related to subcontracting network and quality of subcontractors. An-

other theme in the questionnaire was to find out important elements of business rela-

tionships and what kinds of elements are significant for partners from value creation 

point of view. The aim of the thesis is to give insights to support the network devel-

opment of Talentree Research services domestically and internationally in order to 

enhance the quality of service and value creation for end-customers. 

 

The value creation for the end-customers is nowadays in the core of business as 

companies need to tailor their products and services so that customers can have 

added value. In business-to-business service markets competition can be fierce for 

small- and medium-sized companies which forces them to specialize. Knowledge 

sharing and gaining intellectual assets is important for companies in this kind of mod-

ern business environment where the competition is tougher than ever. Companies 

need to often look outside of their own core competencies to be able to innovate and 

adapt in changing business environments. Networking can help firms with valuable 

organizational learning as companies’ own resources might not be enough to develop 

new ways of working (Toiviainen 2006, 26). (Vesalainen 2002, 39) 

 

 

1.1 The research problem and questions 

 

The research problem was built around the theme of role of subcontracting and its 

part of value chain and value creation for the end-customers. Another theme to inves-

tigate was whether strategic development of company’s networks and partnerships 

can increase service quality and value for end-customers as well as readiness to face 

challenges caused by changes of business environment. It would also be interesting 
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to find out the role of value-exchange between partners as a part of innovation and 

business development. Additionally, objective of the study was to give suggestions 

and network development ideas for the client company. 

 

 

The research questions were the following: 

 

 How the company’s ability to react for changes of business environment could 

be improved through network development? 

 What kind of established ways there are in market research branch in Finland 

to compare quality of subcontractors? 

 What is the importance of subcontractors’ quality in service process and value 

chain? 

 

1.2 Structure of the thesis 

 
In the first chapter background information concerning the management consulting 

and market research business areas in Finland is presented. Insights will be also 

given how these two business areas are connected to each other. This will be fol-

lowed by presentation of the client company of the thesis as well as describing the 

context more precisely.  

 

Theoretical framework of the thesis is connected to networks and partnerships. Theo-

retical background is based on academic articles as well as literature related to the 

themes of thesis. In the theory part the business networks are first introduced. After 

the introduction to networking comes literature review of value networks and partner-

ships. The theoretical framework ends with a review of subcontracting as a part of 

value chain and value creation. 

 

In the chapter of research process and methodology the research process and meth-

ods used are opened up. The research process is explained and methodological 

choices justified. Following the research process and methodology comes presenting 

the results of the research concerning the subcontracting, value creation and partner-

ships. In the analysis phase the main themes of the results gathered from the ques-

tionnaire and interview will be reflected to the theoretical background and analyzed. 

In the end there is discussion related to theme and topic as well as debating the limi-

tations of the research. Finally conclusions and suggestions on future research will be 

presented.  
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2 MANAGEMENT CONSULTING & MARKET RESEARCH BUSINESS IN FINLAND 

 

In this chapter management consulting and market research business areas in 

Finland are introduced. The size and value of these branches in Finland are intro-

duced as well as the biggest companies operating in Finland. Chapter will end with 

brief introduction of how management consulting and market research businesses 

are connected to each other. 

 

 

2.1 Management consulting business in Finland 

 

Management consulting business has cemented its place in western countries as a 

service business which offers companies help and counselling related to e.g. strate-

gic and operative planning, change management, human resources and supply chain 

management. Although the branch has been steadily growing internationally and es-

pecially in western countries during the past few decades, the history of management 

consulting in Finland is relatively short. However there are some companies in 

Finland which have been operating for a long time in the branch. Management con-

sulting business in Finland could be also described scattered and unorganized (TEM 

2/2011, 36). (TEM 2/2011, 8, 36) 

 

According to the branch report of management consulting made by Ministry of Em-

ployment and economy, (2/2011, 14) there were totally 10 975 people working in the 

branch of management consulting in Finland year 2009. The total turnover of the 

management consulting branch was about 1,7 billion euros in 2009 (TEM 2/2011, 

14). It is common for the management consulting business area that networking 

helps companies working on the branch to grow (TEM 2/2011, 15). 
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TABLE 1. The distribution of premises according to the amount of employees in years 
2006-2009 (TEM, 2/2011, 15) 

Premises 

Management 

consulting 

Under 10  

employees 

10-49  

employees 

50-249  

employees 

More than 250 

employees 

2006 5 150 106 9 1 

2007 5 949 128 18 2 

2008 6 548 150 19 3 

2009 6 669 155 15 3 

 

Table 1 illustrates how much there are small companies working in this particular 

business area. Companies working on the branch are typically small businesses. In 

2009 there were 6 669 management consulting companies operating in Finland 

which employed less than 10 employees. Table 1 also shows that in 2009 there were 

only three management consulting companies in Finland which employed more than 

250 people. Management consulting in Finland has clearly centralized into the area of 

Uusimaa and metropolitan area. This area slices 75 percent of the whole turnover of 

the branch which describes well geographical centralization. It is also good to notice 

that over one third (37 %) of the companies working on the branch had international 

activities (TEM 2/2011, 29)  

 

 

2.2 Market Research business in Finland 

 

When compared to management consulting business in Finland, market research 

branch is also quite scattered. It has been typical for branch that the co-operation 

between peers has not been very active (Hietala 20 March 2013). Nevertheless, in 

recent years branch has taken steps towards increased organizing. Hietala (20 March 

2013) also mentions that some companies work together in customer cases.  Finnish 

Association of Marketing Research Agencies has been in the centre of building com-

mitment to quality work on the branch and aimed with its cooperation partners to take 

out inappropriate procedures and ways of working. There are 11 members in the Fin-

nish Association of Marketing Research Agencies and all the members are ISO- certi-

fied companies. It is possible to notice that FAMRA has an important role in devel-

opment of quality in market research branch.  

 

There is a lot of competition on the branch and quality of work of companies working 

in the branch varies (Hietala 20 March 2013). Although the competition is hard, Hie-

tala (20 March 2013) estimates that firms which can specialize can also compete. 
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Despite of unorganized nature of the branch, FAMRA (2011) estimates that the total 

annual turnover of market research business in Finland is about 110 million euros. 

The member companies of FAMRA cover about half of the annual turnover of the 

branch. In FAMRA’s member companies are working about 500 researchers and 

1000 research interviewers.  

 

The two biggest companies working in market research business in Finland are TNS-

Gallup and Taloustutkimus. TNS is one of the leading survey research providers in 

the world. According to FAMRA’s quarterly announced turnover statistics the turnover 

of TNS-Gallup was about 21 million euros in 2011. TNS is also a part of the WPP’s 

Kantar group which is one of the leading insight and consultancy providers world-

wide. The other in Finnish market research business is Taloustutkimus. Taloustutki-

mus has also strong foothold in Baltic countries and in Russia. Taloustutkimus is also 

the biggest Finnish-owned market research company. The turnover of Taloustutkimus 

was about 13 million euros in 2011 according to FAMRA’s statistics. It describes well 

the market research business in Finland that turnovers of the two largest companies 

working in the branch cover about one third of the total annual turnover of the branch 

in Finland.  

 

It is also good to notice that recently some market research companies in Finland 

have been bought by companies offering management consulting services. Compa-

nies want to offer better and more thorough services for their customers. Increased 

co-operation with companies offering market research and consultancy services is a 

natural consequence of companies wanting to be able to serve their customers with 

more complete and competitive services. Consulting and market research services 

can support well each other. Market research activities can provide tools and insights 

for consulting. Technical implementation of the research including analyzing the re-

sults and making conclusions can offer basis for the more broad view of business 

development and management. From the management consulting point of view mar-

ket research can be used as a tool to find out what are the development targets as 

consultants have the knowledge and know-how how to actualize and manage the 

changes and business development. By offering both, market research and man-

agement consulting services, companies can provide more precise and specialized 

services. As a conclusion, management consulting and market research can supple-

ment well each other.  

 

However there are certain issues related to prolonged value chain which can cause 

risks for companies. Companies need to pay specific attention to the quality of ser-
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vice as there can be multiple stakeholders taking part in projects. It is possible that 

companies use subcontractors in their market research projects. Subcontractor quali-

ty and selection of appropriate partners are examples of variables that can cause 

risks and challenges in market research projects. Rapidly changing business envi-

ronments can also be a threat for small- and medium sized companies operating on 

the branch (Hietala 20 March 2013). Through networking and partnering companies 

can ensure their ability to react when changes take place (Vakaslahti, 2004, 21). In-

creasing competition, globalized business environment and the need to offer more 

complete and thorough products and services have contributed so that companies 

are increasingly focusing on their specific competencies (Niemelä 2002, 21). This is 

directly related to outsourcing parts of the value chain and increased networking be-

tween companies. (Möller, Rajala, & Svahn 2009, 18) 
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3 CLIENT COMPANY PRESENTATION AND DESCRIPTION OF THE CONTEXT 

 

In the chapter three client company of this thesis is introduced. Context of the thesis 

is also described more precisely. 

 

Talentree Ltd. is a management consulting company. All-round services of Talentree 

aim to enhance the growth of client companies. The company was established in 

April 2010 and it currently employs seven persons. Talentree has four main service 

areas: consulting, coaching, outsourcing and research services. In Talentree’s com-

pany presentation it is mentioned that the main customers of the company are firms 

who desire to grow or who aim to spread their operations to the international markets. 

Talentree is operating in the area of whole Finland and its place of business is in Ku-

opio, Finland. Services are although offered globally. An example of this is interna-

tional market research activities. (Talentree 2012) 

 

Talentree Research services were established as one of the service areas of Talen-

tree Ltd. in August 2012. Talentree’s Research service’s service philosophy consists 

of the following themes: customer-oriented, innovating and reliable. Customer orien-

tation describes the will to serve customers based on the customer’s needs. High 

quality of services and professionalism of research implementation are the factors of 

reliability. Talentree Ltd. wants to play a major role in development of their clients. 

This shows in long-term commitment to the business development of customers. In-

novation and continuous learning should not be forgotten as Talentree follows the 

leading trends of market research business area. The aim is to be one step ahead of 

the current development. The service philosophy of Talentree Research services 

reflects well the values of the whole company. The values of Talentree Ltd. are: suc-

cess of customer, know-how and development, positivity and successful co-

operation. (Hietala 20 March 2013; Talentree 2012)  

 

Talentree Research services offer various market research services. Typical services 

are market researches, customer surveys and personnel researches. With these ser-

vices it is possible to measure e.g. market potential, customer satisfaction and satis-

faction in workplace. Results of market research can support decision making in 

companies who use it as a tool to survey i.e. market potential or customer satisfac-

tion. As research services are connected to other service areas of Talentree, it is also 

possible to offer more complete service packages for clients as the results of re-

search can be taken under more accurate examination. (Hietala 20 March 2013) 
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The business area of research services is a relatively new service area of Talentree, 

and because of this there is an internal need inside the company for development of 

network, domestically and globally as a part of company development. The current 

partner network is based on the key persons’ personal relationships. (Hietala 20 

March 2013) Improving the networks and partnerships is naturally connected to im-

provement of quality as a part of service process. Global linkages are important for 

Talentree Research services as the company operates also internationally. This 

could mean implementing market research activities abroad. In addition to existing 

linkages the company wants to improve its subcontracting network as a part of ser-

vice process quality development. Increasing the network diversity will potentially 

lead to finding possible suitable partners (Eisengerich & Bell 2008, 495). (Hietala 20 

March 2013) From the competitive advantages of Talentree Hietala (20 March 2013) 

mentions customer orientation, quick delivery times and flexibility. 

 

Economical and technological development and globalization have led to a situation 

where companies are facing the increasing competition and the challenges of rapidly 

changing markets. These kinds of risks and challenges can cause instability for firms 

business. Companies need to innovate and adapt so that they can find new, fresh 

solutions how to increase readiness in front of the challenges of changing environ-

ment. The role of ability to adapt has increased its importance as the fluctuations of 

markets have increased. Competition can be especially tough for small- and medium-

sized firms trying to maintain their competitiveness. There can be a clear internal 

need for renewing business thinking and service processes. (Hietala 20 March 2013) 

 

When companies are facing challenges described above they have to analyze 

whether their own resources are enough to cope. Nowadays in many cases tradi-

tional business models built around market-based business relationships may not be 

enough to survive and stay competitive as companies have to deal with limited re-

sources. Companies are forced to take a look outside of their existing connections 

and relationships to find new solutions. (Niemelä 2002, 11-13; Hietala 20 March 

2013) 

 

Building a strong sub-contractor network is important from company’s service proc-

ess point of view. Sub-contractors are used in different parts of service process. 

Mostly this takes place in data-collection phase. Naturally sub-contractors have their 

own role to play in company’s value chain and have also an effect on the quality of 

service for the end-user and customer. (Hietala 20 March 2013) Selection of sub-
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contractor and supplier is usually based on few well known variables such as price, 

quality or time of delivery. Reliability, price efficiency and quality are variables which 

are measurable and noticeable after the exchange of services. One important and 

interesting factor in tendering and building sub-contractor network is how the quality 

of different actors is compared and what kind of habits or processes do companies 

have to determine the subcontractor quality. (Hietala 20 March 2013) Companies 

may also look for other qualities in their partners such as sharing of strategic knowl-

edge and other intangibles. It is also interesting to see what kind of thoughts do com-

panies have related to intangibles and value sharing in their networking and partner-

ships.  

 

How much does the quality of service matter in reality compared to price or rapid de-

livery? Let’s assume that company is using suppliers or sub-contractors in some 

parts of its service process. How do contractors measure or what kind of metrics or 

solutions do companies use to evaluate the quality of service of subcontractor or 

supplier? Naturally it is not easy to measure or evaluate the quality of service if the 

supplier or sub-contractor is not well-known. Companies can have long-term network-

ing partners with whom the exchange of goods or services takes place frequently.  

Are companies frequently looking for new partners or are they just satisfied with their 

existing suppliers? 
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4 INTRODUCTION TO NETWORKING 

 

The world we live in today is more globalized than ever. Development of recent dec-

ades has brought people living in different parts of the world much closer to each 

other and the amount of information available is endless. We could say that world has 

become smaller. The development has contributed so that also the changes of eco-

nomical and political environments can be rapid. Globalization has also contributed 

as hardened competition on different branches. Tougher competition is forcing com-

panies to specialize and focus on their best competencies. This also highlights the 

importance of networking. Business networks represent opportunities for companies 

which are fighting to stay competitive. (Niemelä 2002, 21) Companies have to work 

on daily basis in this rapidly changing business climate and find solutions how to 

cope and adapt. Managers have to take care that the firms’ readiness for changes is 

on appropriate level. This includes appropriate readiness to face the possible risks as 

well as awareness of opportunities which lie ahead. Networking can help companies 

to prepare themselves to react to changes in predominant business environment 

(Vesalainen 2002, 15). (Niemelä 2002, 24) 

 

In modern business environment changes can take place rapidly and can have se-

vere effects on firms business and market position. Changes of economical climate 

and fluctuations of markets can cause challenges and risks for the companies, which 

threaten competitiveness. Competition is really tough on different business areas and 

companies need to look for new solutions and innovate how to stay competitive and 

adapt. Managers need to find the right tools on how to prepare to various changes 

and manage them properly. The increased globalized competition has also put more 

pressure for firms to offer more complete and precise services. Firms need to be able 

to offer more preferable products and services which add extra value for their cus-

tomers. (Eisengerich & Bell 2008, 494) This has contributed so that companies are 

increasingly focusing on their specific know-how and competencies. (Niemelä 2002, 

21) Concentrating on core competencies has also led to outsourcing in value chain. 

When firms and especially managers are thinking and trying to find new solutions 

they often have to look outside of their normal and traditional way of working. Long 

existing internal ways of working or longstanding perceptions and habits inside the 

company can somehow increase embeddedness and distance from external busi-

ness environment. In search for the fresh solutions companies may need to widen 

their scope and look outside of the existing habits to find new ways of working. 

(Möller et al. 2009, 17) 
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When companies are looking to stay competitive in a turbulent environment or en-

hance the growth of their business, more than often the internal capabilities and re-

sources are not enough. Through networking it is possible for companies to find new 

solutions to cope with tough competition and face the challenges.  By gaining intelli-

gence through sharing knowledge in business networks, companies can find fresh 

solutions and new angles to look things. Strategic knowledge and the intellectual 

capital gained from the external linkages i.e. sub-contractors, partners, customers or 

even competitors can be essential for business development. Especially important 

networking can be for small and medium-sized companies which are vulnerable for 

increasing competition and the rapid changes of markets and economical climate. 

(Eisengerich, Bell, 2008, 499) Vesalainen (2002, 15) also illustrates networks as a 

valuable source of the organizational learning. 

 

So what is networking in the essence? Nowadays companies have various kinds of 

differing relationships with customers, peers (competitors), partners, sub-contractors, 

private and public associations and other entities. Networking could be described as 

a miscellaneous co-operation which takes place between companies. Companies do 

have different kinds of dependencies with each other.  The strength of dependencies 

varies from strong dependencies and linkages to weak ones and is dependent on 

what kind of interaction takes place in business relationship and between networking 

companies (Vakaslahti 2004, 20). In other words, the importance, range and strength 

of the linkages and dependencies vary depending on the nature of relation between 

companies. Naturally companies do have market based networks which rely in the 

exchange of goods or services. However, in turbulent business environments com-

panies’ reasons for networking can go to the direction of organizational learning and 

sharing of strategic knowledge instead of pure exchange of goods or services. (Ve-

salainen 2002, 23) One of the reasons why companies want to co-operate is a need 

to find new and fresh solutions. There could be internal need in a company to be bet-

ter prepared to face the new challenges. (Niemelä 2002, 13) Vesalainen (2002, 15) 

describes the innovativeness as an implication of networking. 
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Figure 1. Network-based business model as an intermediate form between market-

based relationships and vertically integrated business relationships (Möller et al. 

2009, 16) 

 

As companies are operating in increasingly networked business environments with 

different kinds of complex relationships, also the degree of networking between com-

panies has increased. Figure 1 describes place of network-based relationships in 

between market-based relationships and relationships controlled by the company 

itself. Companies’ interaction with each other is not anymore solely based on the 

aforementioned service exchange or delivering goods delivery. Business relation-

ships have gained more and more characteristics connected to learning together and 

developing the processes. This kind of knowledge sharing is important factor in inter-

active relationships. (Vesalainen 2002, 24) Particularly interesting concerning this 

thesis is the change of market-based relationships into more cooperative direction. 

This kind of more interactive cooperation is based on mutual trust.  Vesalainen (2002, 

24) also describes that the change of market-based relationships can be seen in sub-

contracting as the relationships tend to become longer and elements of knowledge 

and information sharing are included in the co-operation. One important characteristic 

of these kinds of relationships is trust between the co-operating companies. (Möller, 

et al. 2009, 16) 

 

Niemelä (2002, 11) describes networking as an important tool which can help com-

panies to be prepared for changes and adapt in quickly changing market environ-

ments. Increased strategic understanding and improved cost efficiency are clearly 

what companies strive for. (Vesalainen 2002, 16) separates the drivers and motiva-

tors for networking into two categories. First of all companies can look for more effi-

cient ways to organize their business relationships in order to achieve better cost 
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efficiency in their business. One networking driver can simply be to pursue growth in 

business and firms’ own tangible and intangible assets are just not sufficient enough 

to reach this. Toivanen (2006, 26) mentions that networks and networking are a sig-

nificant source of learning companies. This illustrates that through networking, com-

panies can gather new information of technology, products or processes and ways of 

working. The evolution of networking and its importance is also partly a consequence 

of the global development and globalization. Development and changes of manage-

rial thinking have played their part in a formation complex economy and what kind of 

role networking has in that context. On a larger scale we could also talk about devel-

opment of business thinking. Allee (2003, 180-181) states that the change of focus in 

managerial thinking has been visible moving from hard data and numbers towards 

intangibles and a wider picture of the world and its complexities. One of the examples 

given by Allee (2003, 181) is the movement from old business thinking concerning 

perception of value chains as a line of production towards value networks, their de-

pendencies and dynamic business relationships. 

 

There are also various other ways to approach the term of networking. One could talk 

about clusters, alliances, strategic partnership or joint ventures. Nevertheless this is 

only a scratch on the theme and ways of approaching it. There are also various ways 

how to approach networking from organizational point of view. Companies can be 

part of various networks which can be really complex. This is why there is not one 

and only right way to approach the concept. What is important is the awareness of 

this diverse co-operation and exchange of tangible and intangible assets that takes 

place between companies and customers.  

 

Vesalainen (2002, 10) divides the organizational networking into three main catego-

ries. First of all there are business relationships between two companies. This kind of 

dyadic relationships can be continuous, one-off, occasional or permanent relation-

ship. This is also the simplest way to analyze the networks of company. The second 

and a bit more advanced angle to approach the topic is to draw a line to all of these 

dyadic relationships of a firm. The third version gives a most thorough perspective 

into business networks of one company. This multilateral view aims to see networks 

as complex relationships in which not only goods are exchanged but also collabora-

tion, values and other intangible assets are taken into consideration. (Vesalainen, 

2002, 10) 

 

As said before, the nature of networks varies as well as the strength and commitment 

of these dependencies. With nature of network I mean the incidence and strength of 
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dependency of the nodes between companies. Networks can be permanent, occa-

sional or fixed period of their nature. In other words dependencies and connections 

can build i.e. on permanent contracts, occasional sub-contracting or projects. These 

kinds of factors directly contribute to the nature of network and to the strength and 

timescale of connectedness. (Niemelä, 2002) This kind of model gives a good initial 

insight into linkages between companies. When we are talking about permanent con-

tracts we could also talk about partnerships. 

 

 

Figure 2. Horizontally and vertically integrated co-operation (Niemelä 2002, 19) 

 

One important division in network descriptions is the division to vertical and horizontal 

networks. Figure 2 describes horizontal and vertical connections between companies. 

Horizontal takes place between companies of the same part of production process or 

i.e. companies offering complementary services. Vertical network connects compa-
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nies from different parts of service or production process. Depending on whether talk-

ing about horizontal or vertical network companies work on the same part of the value 

chain or on different phases in value chain. (Niemelä 2002, 19) Vakaslahti (2004, 19) 

mentions that in addition to the network description and division between horizontal 

and vertical networks, it would be beneficial to be aware of diagonal links between 

firms. Diagonal connections between networking companies link firms from the 

branches of business. These kinds of linkages will also increase the diversification of 

business networks. 

 

As said in the previous paragraph, vertical co-operation and network connects com-

panies in different parts of service process and value chain. In the context of this em-

pirical examination, the vertical collaboration has an important role. Vertical network 

of a company can include subcontractors who have their own role in service forma-

tion or in a production of certain product. Particularly interesting feature related to the 

theme of this thesis is the quality of service of subcontractors and its meaning as a 

part of the whole service process and value chain. The service or product that end-

customer receives can go through several hands in various companies which all con-

tribute to the real value. (Vesalainen 2002, 24) 

 

Crucial factors for inter-organizational co-operation contribute also to the success of 

networking activities and efficiency of partnerships. There are factors like network 

diversity, strength which directly contribute to the commitment and trust which build 

the core for successful business to business connections. Appropriate level of com-

mitment is really important for building and maintaining trust between network com-

panies. These kinds of attributes are needed from a business network to decrease 

the possibility of opportunism and opportunistic behaviour between network partners. 

(Moeller 2008, 28) According to findings of Moeller (2008, 42) commitment in network 

affects the performance of network in a positive way. Firms should also not forget to 

maintain openness towards new possibilities as the diversity of network can help in 

finding the potential partners as well as developing and improving strategic thinking 

and knowledge. This also helps companies to develop their ability to adapt and im-

proves company’s readiness in rapidly changing business environment. (Eisengerich 

& Bell 2008, 495) 

 

Eisengerich & Bell (2008, 496) state that the strength and openness of business net-

work have an important effect on whether company can maintain its’ competitiveness 

in highly competitive environment. Companies should take care and manage properly 

their current important relationship in business network.  By building on their existing 
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strong relationships it is possible to increase trust and commitment between network-

ing partners and furthermore improve the effectiveness and performance of the net-

work through increased amount of knowledge sharing. (Eisengerich & Bell 2008, 496)  

 

Network strength refers straight to existing relationships within firms’ business net-

work. As described earlier it is highly important and beneficial for companies to man-

age their existing important dependencies so that there is a solid base for open co-

operation. This kind of transparency and trust in business relationship will potentially 

and more likely lead to a situation where increased amount of strategic knowledge is 

shared between companies that are co-operating with each other. Openness in net-

working could be summarized as awareness of opportunities and new possibilities 

which lie ahead. Companies could easily focus too much on their existing relations, 

especially when everything is going well. However openness towards new possible 

network partners increases the diversity of company’s network and directly contri-

butes positively to the firm’s ability to adapt when they face problems and challenges.  

 

 

4.1 Network management and development 

 

In earlier chapters basic knowledge concerning the networking was discussed, differ-

ent kinds of network divisions and what kind of different dependencies companies 

usually have. Also the factors which are recognized as drivers and reasons behind 

companies’ networking actions and strategies were introduced. 

 

There are various models how to build and manage business relationships and net-

work linkages. Companies should analyze internally what they want to achieve from 

networking and how this is connected into company’s strategy on larger scale. A way 

to start could be to examine market based business relationships. As described in the 

description of context, company’s business relationships could be more of a market-

based than networked from their nature. One aim could be to increase the amount of 

networked nature in business relationships. This could mean more interaction and 

knowledge sharing instead of pure exchange of goods or services. This applies also 

to the vertically integrated networks which I described earlier (Vesalainen 2002, 22-

23) 

 

Companies may not necessarily always have plans or particular strategy on their 

network building or managing existing networks. Networking can become easily ob-

solete figure which just takes place occasionally and is driven by business relation-
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ships. Although, awareness of the complex networks in which companies are and 

work in is the first step towards managing networks. Networking may prove pivotal for 

companies who on long term need to find suitable partners by increasing co-

operation with peers to maintain their ability to compete on the market and possibly 

expand to new markets.  

 

Analysis of the current situation can show directions and companies with which your 

company has stronger dependencies and linkages than with other. These connec-

tions build the strongest base for the existing network. Trust is also in the core of 

building good long-term business relationships. When companies partner up, the lack 

of trust could be one barrier to harm the relationship. When companies have man-

aged their connections well it is easier to build trust between possible partners. Up-

dating the situation and working with companies with whom the linkages and connec-

tions could be weaker can open totally new doors. Taking care of the existing network 

and keeping good connections with companies should not prevent the company from 

open mindedness towards new possible relations. (Eisengerich & Bell 2008, 494-495) 

 

Network building is a continuous process. Companies have to find the internal re-

sources and will inside the company to look for new ways to do things and find the 

right solutions to deal with problems and challenges. This is especially important in 

business areas where the competition with peers and companies of same horizontal 

network can be fierce. (Niemelä 2002, 13) The theme of organizational learning in 

networking and business relationship also underlines the issue that all the reasons 

behind companies’ network building and possible partnerships are not only restricted 

to exchange of goods or services. Furthermore, through networking companies can 

build adaptability to manage and cope with fluctuations and changes of markets. 

(Vakaslahti 2004, 17) Increased innovativeness is also mentioned as networking ad-

vantages by Vesalainen (2002, 15). 

 

4.2 Value networks – Intangible assets and intellectual capacity 

 

Previously I went through that there are various kinds of reasons and drivers for net-

working and what companies are trying to achieve with it. As I discussed in earlier 

chapters, all the reasons and drivers for networking are not necessarily tangible and 

measurable by hard data or numbers. The positive effects and the real value of net-

working may not be always clearly visible for companies and needs deeper analysis 

of the networking situation. It is not possible to measure all the exchange that takes 
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place between companies and partners by metrics recognized by the old business 

thinking.  

 

There has been growing emphasis in network studies and literature to take closer 

look to intangibles and exchange of knowledge and intellectual capital shared be-

tween network members. In modern business environment companies are not any-

more looking for just exchange of goods or services. Also value and knowledge ex-

change in the form of information flows are nowadays considered as important deliv-

erables. (Allee 2003, 182) Term of intangibles can be distant or unclear. According to 

Allee (2003, 182) Intangible knowledge and value exchange includes all the knowl-

edge and information exchanged i.e. related to strategic issues, planning, technical 

issues or processes. Allee (2003, 5) states that nowadays in business the intangible 

assets and knowledge sharing have to be taken into account as factors which are 

also strategically important assets. This shift and development of business thinking is 

also mentioned by the Solitander & Tidström (2010, 23). According to Allee (2009, 

429) it is beneficial to analyze organizational networks as value conversion networks.  

Naturally the traditional indicators and metrics of business performance and dyadic 

relationships maintain their importance but those measurements are joined by the 

new way of thinking to include different measures of value and knowledge absorbed 

through relationships. Knowledge sharing is one of the important advantages of busi-

ness networks and companies should not ignore and close their eyes on its relevance 

for business development. By increasing the intellectual capacity and strategic 

knowledge companies can find new value to be able to compete better in rapidly 

changing markets. It is also beneficial to notice that there has been clear change of 

thinking within the companies concerning this topic. Managers are beginning to pay 

more attention to issues which were ignored before from the way of old fashioned 

business thinking. 

 

 

When we are talking about sharing of intellectual capital and knowledge through net-

working and network relationships, we are talking about value networks. Also in net-

work management there has been a growing trend to take into account these intangi-

ble assets and the strategic value of them. According to Solitander & Tidström (2010, 

23) the role of intellectual capital and knowledge absorbed through value networks is 

really important when companies are fighting to get an advantage in competition. 

Companies should utilize their existing network relationships and be aware of the 

value that they can gain from their network members and through strategic assets of 

them (Eisengerich & Bell 2008, 501). Realizing the opportunities of strategic assets of 
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networking companies can also help company in their business development and 

more precisely, simply improve business performance. Networking as a concept 

could be described as multilateral co-operation between networking companies 

(Niemelä 2002, 15). Vakaslahti (2004, 18) also mentions that collaboration and part-

nerships should not be viewed only from simple bilateral point of view. This kind of 

model is nowadays too restricted to give a picture of complex relationships and col-

laboration which takes place between companies.   

 

Niemelä 2002, 13 also mentions the importance of technological development as it 

has had a major contribution to the development of business networks. As described 

earlier the economic and market development throughout the world during recent 

decades has also increased the diversity of the markets and at the same time the 

instability has increased. This major development of worldwide market situation is 

mentioned also by the Niemelä (2002, 14) and Allee (2003, 5). As the changes of 

markets have become more rapid and harder to predict, so has the diversity of busi-

ness environment increased. Cultural diversity, global markets, technological devel-

opment, instability of the economy and the rapid changes of it has led the way also 

for development of business thinking. Managers and people in business have been 

forced to find new kind of solutions and measurements to keep up with this develop-

ment.  

 

One factor behind the change of thinking is competition. Increased competition in 

different markets forces companies to rethink their existing processes and strategies. 

Competition is especially tough in business-to-business service markets and this ap-

plies also in Finland. For many companies working on market research business in 

Finland, it can be essential from business development point of view that they can 

build a strong network and find the best suitable partners which are valuable for their 

business development. Eisengerich & Bell (2008, 496) also mention the importance 

of strong business network for small-and medium-sized companies working in the 

business-to-business service markets. Knowledge sharing, intangible assets and 

intellectual capital shared between the firms are in the core of value networks sur-

rounding companies. For the companies working in knowledge-intensive business, 

operating in knowledge networks and appropriate network diversity can be essential 

to cope with changes of business environments. (Peña 2002, 46) According to Allee 

(2008, 6) also service processes and know-how of employees are categorized as 

intangible assets of the firm. Value exchange of information flows such as knowledge 

related to technical issues or plain processes are also important deliverables in addi-

tion to mere exchange of services or products. (Allee 2003, 182) It should be also 
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kept in mind that awareness of possibilities as well as openness towards new part-

ners can help to increase level of network diversity which has direct effect on network 

performance (Eisengerich and Bell 2008, 500). Effects of trust and commitment on 

network performance are also mentioned by Moeller (2008, 28). 

4.3 Permanent contracts – Partnerships building 

 

 

As discussed earlier, reasons behind partnerships are connected to the drivers of 

networking. Strategic partnerships can help firms to deal with the challenges of rap-

idly changing global economy. (Kohtamäki, Vesalainen, Varamäki & Vuorinen 2006, 

1031-132) Successful collaboration, networking and partnerships not only help com-

panies to maintain competitiveness but also enable companies’ adaptability in the 

rapidly changing markets and economic situations. This same theme of reasons be-

hind networks and partnerships is also mentioned by the Vakaslahti (2004, 16). 

Vakaslahti (2004, 21) also describes the importance of companies to take advantage 

of partnerships in order to be prepared better to adapt in rapidly changing markets 

and business environments. With the help of suitable transformation it is possible to 

stand out and build competitive edge and advantage in predominant economical 

situation.  

 

Networking strategies can eventually lead into finding and assessing the possible 

partners and making analysis of with whom your company should go into a deeper 

level of co-operation. Literature concerning the topic shows that the partner selection 

phase is crucial for successful partnership. Companies should share similar values 

and vision of the cooperative strategy. There are always risks associated to business 

partnerships and networking. It is not possible to certainly what will happen in the 

future when companies are making decisions concerning potential partnerships. Op-

portunistic behaviour between business partners is one of the risks connected to 

partnering and unsuccessful business relationships. (Moeller 2008, 28) Opportunism 

can simply be explained by the fact that expectations of other company’s actions are 

not met as other party may not respect the contractual agreements. Instead of pursu-

ing win-win-situation there may be a situation in which the other actor only thinks its 

own benefits. According to findings by Moeller (2008, 41-42) selecting the right and 

suitable partners is essential to avoid future problems. Moellers (2008, 28) findings 

show that partner selection has a direct effect on whther the partnerships and part-

ners’ behaviour turns out to be a success or a failure. Managers should take care of 

proper partner selection as it has really important role to play in whether co-operation 
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will be successful and risks such as opportunistic behaviour and lack of commitment 

and trust will be minimized. 

 

However there are some clear advantages in partnerships. (Vakaslahti 2004, 34) 

states that partnerships can be useful tools in sharing risks. Collaboration can also 

lead to a situation where the partners complement each others’ weak areas. 

(Vakaslahti 2004, 34-35). “With the help of alliances, companies can naturally con-

tribute into increase of the sales and reach the break-even point faster” (Vakaslahti 

2004, 38). This kind of partnership deals can be interesting chances for companies 

working also in business-to-business service markets. Companies may have limited 

resources to increase their sales and it would be beneficial to explore the opportuni-

ties linked to sales subcontracting (Hietala 20 March 2013).  

 

 

4.4 Subcontracting as a part of company’s value chain and service quality 

 

When companies are working on project based business-to-business service mar-

kets, the value chain may include stakeholders and networking partners which have a 

contribution on the value of service process without forgetting the overall quality for 

the end-customer. Vakaslahti (2004, 19) actually mentions that it would be useful to 

look networks from triode perspective which takes into account all parties: customer, 

supplier and partner. Companies operating in the vertical networks may use occa-

sionally or frequently sub-contractors and suppliers who will have some kind of a role 

in the service process bought by the main contractor. For a small companies working 

in market research business area subcontracting can be a necessary part of business 

as the own resources of the unit may not be enough. (Hietala 20 March 2013) When 

companies and contractors do tendering and are making choices between sub-

contractors there are often two main variables that influence decision making. Selec-

tion of subcontractor is important for the value creation also in business-to-business 

service markets. In this kind of business environment work can be more of a project 

nature and subcontractors are an important part of the value creation for end-

customers. (Artto, Eloranta & Kujala 2008, 88-89) Companies may look for the most 

cost-efficient solutions and at the same time try to assess the quality of service pro-

vider. Naturally companies seek for the best possible quality in these kinds of situa-

tions but in reality it is not easy to measure what the real quality and value will be. 

(Biong 2013, 60) This may lead into a situation where the price and previous experi-

ences are the factors on which companies have to rely in decision making. 
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Networking can also decrease the costs which take place when goods and services 

are traded and exchanged between companies. From the cost efficiency point of view 

it is easy to find advantages of networking for companies working in market research 

business in Finland. Vesalainen (2002, 13-14) also mentions increased cost-

efficiency as one of the networking motivators. Companies are using subcontractors 

in different parts of their service processes. By improving their network diversity and 

awareness of various firms operating in the field it is possible to find more cost effi-

cient solutions. Cost efficiency is one of the drivers and factors when companies ten-

der their subcontracting network. This is also connected to the diversity of network. 

Openness towards new potential subcontractor relationships not only can improve 

the cost-efficiency of a firm but also help to detect new innovation and develop proc-

esses. In turbulent business-to-business service markets, detecting fresh ideas and 

new ways of business processes can help to maintain competitiveness. (Eisingerich 

& Bell 2008, 500) Intangibles are also shared and there is an information flow through 

the value chain of service. This applies also to the case of this thesis. There can be 

different actors such as subcontractors who have their own role in the value chain. 

Intangibles which are shared can be related to processes, technical information or 

just collaborative planning in projects. (Allee 2003, 182) These kinds of information 

flows and reciprocal feedback are in the core of value exchange. Value exchange not 

only can give companies important strategic knowledge but also help to build valua-

ble relationships (Allee 2003, 183).  

 

 

 

 

 

 

 



 27 

 

5 RESEARCH PROCESS AND METHODOLOGY 

 

To support the theoretical background and existing knowledge of networking, re-

search was conducted as a part of the thesis. In the previous chapters the relevant 

theoretical background was processed and reviewed. This literature review forms the 

foundation for this research together with the research problem. The objective of the 

research was to investigate the role of subcontracting in companies’ value chain and 

what kind of role it has in value creation for the end-customers. The roles of devel-

opment of networks and partnerships in increasing the service quality and value for 

end-customer were also examined. Another aim was to find themes connected to 

improving companies’ ability to face risks and challenges caused by the changes of 

business environment. 

 

Different methodological possibilities were gone through based on the theoretical 

literature. Advantages and disadvantages of both, quantitative and qualitative me-

thods were considered when making the decision. It was clear from the beginning 

that the number of respondents would be relatively small which supported the choice 

of qualitative research method. However, the theme was demanding for respondents 

as it needed proper background information related to topic. This backed the quanti-

tative method as structured multiple choice questions would be easier and more con-

venient to respond. Saunders, Lewis & Thornhill (2003, 327) that almost always re-

search includes data that can be quantified. Quantification can be used as a tool to 

meet the objectives of the research as well as to answer the research questions. 

(Saunders et al. 2003, 327) Based on these reasons it was decided that question-

naire would consist of both, structured and open-ended questions which would be 

analyzed quantitatively and qualitatively. Saunders et al. (2003, 99) mention the two 

biggest advantages of multi-methods research strategy. First of the advantages is 

that when using multi-methods strategy, it is possible to use different methods for 

different purposes. The second major advantage according to Saunders et al. (2003, 

99) is to use different methods to collect data in the same study. This ensures that 

researcher can get valid and reliable overall data. The decision to use multi-methods 

made it possible to get better general view of the subject. Nevertheless it was taken 

into account that quantitative analysis cannot be made by using statistic methods 

because of the relatively small number of respondents. 

 

As one of the objectives of the research was to find out what kind of established pro-

cedures there are related to subcontracting in Finnish market research business, 

company representatives and key persons were chosen as a target group of ques-
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tionnaire. As mentioned earlier the topic area required proper background knowledge 

from the respondents. To be able to reach the objectives of the research and answer 

the research questions, purposive sampling was used. Another advantage of purpo-

sive sampling is applicability with small sample sizes. (Saunders et al. 2003, 175) A 

web-questionnaire was chosen as data collection method as the most reasonable 

way to approach companies’ key persons was via e-mail. During the process of plan-

ning the questionnaire, it was important to take into account that the goals of the re-

search would be supported by the design of questionnaire. It was also important to 

give respondents a chance to express their opinions in open-ended questions in addi-

tion to structured questions. Data was collected by using research software and the 

web-based questionnaire was send via e-mail for the randomly selected group of 

representatives of Finnish market research companies. Zikmund (2000, 208) men-

tions that cost-efficiency is one of the advantages of e-mail surveys. With this re-

search design it was also possible to secure anonymity of the respondents well (Zik-

mund (2000, 212). However according to Zikmund (2008, 212) the response rate of 

questionnaires sent via e-mail can be quite low if the questionnaire is not properly 

designed. The questionnaire was sent in total for 50 people working in market re-

search companies in Finland. There were totally 16 people who answered the ques-

tionnaire and the answer rate was 32 % which can be considered relatively good.  

 

A personal interview of a company representative was also made to support data 

gathering. Personal interview was the best way to collect information concerning the 

current networks and partnerships of the client company. According to Zikmund 

(2000, 191) face-to-face communication gives a chance to get accurate and thorough 

information. One of the advantages of using multi-methods strategy was definitely 

possibility to use different methods for different purposes. Through the company rep-

resentative interview it was also possible to gather data and get ideas which supple-

mented planning of the web-questionnaire. (Saunders et al. 2003, 99) 

 

5.1 Reliability & Validity 

 

Credibility of the results is one of the most significant things for a researcher to take 

into account. In the case of this thesis the author made a decision to use both, quan-

titative and qualitative methods. Through triangulation it was possible to get more 

specific overall picture of the topic area. The basic idea behind the scrutiny of the 

results is that the researcher cannot be completely sure that findings are true. Impor-

tant issue is reducing the possibility of false answers. (Saunders et al. 2003,100) One 

of the ways to assess reliability mentioned by the Saunders et al. (2003, 101) is to 
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think whether the same measures would lead to the same results in different occa-

sion. Reliability of the research in this thesis could be tested through continued re-

search with bigger sample. Reliability and validity of the data are also very dependent 

on the design and structure of the questionnaire including the covering letter. 

(Saunders et al. 2003, 291) In the case of this thesis it could be argued that design of 

the questionnaire was successful as the response rate was on the level which can be 

considered sufficient for the online-questionnaire. Also the covering letter was care-

fully designed. One of the threats for the reliability was participant error. This refers to 

e.g. different kinds of results at different times of the week. Saunders et al. (2003, 

101) This issue was controlled so that the time of send-out as well as the follow up 

were planned and timetabled so that they would be timed on more neutral time of the 

week. 

 

Validity refers to whether the findings are what they should be. (Saunders et al. 2003, 

101) In the case of this research it could have been a threat to validity if the respon-

dents felt that giving truthful answers would disadvantage them. (Saunders et al. 

2003, 102) Aim of the research design was to make it possible that respondents can 

give answers anonymously and so, that they would not feel threatened to give infor-

mation related to theme. As a conclusion it should be mentioned that respondents 

gave openly their opinions related to theme which was important for the reliability and 

validity of the research. However it would be important to test the generalisability and 

external validity of the research through further research from the same theme. Find-

ings are suggestive nevertheless important in the context and build a basis for con-

tinued investigation.   
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6 RESULTS 

 

In this chapter the results of the questionnaire sent to Finnish market research com-

panies will be presented. Totally 16 respondents of the 50 answered. The response 

rate was therefore 32 percent. In the questionnaire company representatives were 

asked to answer questions where proper background information related to topic was 

needed. The questionnaire consisted of structured questions and open-ended ques-

tions to give respondents more freedom to express their opinions related to theme. It 

was also important to give respondents structured questions as a form of different 

alternatives as the questionnaire could have been otherwise quite challenging to re-

spond. Maximum number of questions was 21, depending on the answers of respon-

dent. 

 

 

6.1 Background questions 

 

There were background questions concerning the status of respondent in company, 

company’s number of employees and the use of subcontractors. 

 

TABLE 2. Respondent status 

 Respondent status 

Respondent status Frequency 

CEO 12 

Research Director 1 

Project Coordinator 1 

Other, please specify? 2 

I do not want to answer 0 

Total 16 

 

 

Table 2 illustrates the status of respondents. In the most cases respondent was a 

CEO of company. Other statuses mentioned were i.e. Sales leader, Research man-

ager, Research director and Project Coordinator.  
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TABLE 3. Number of employees 

 Number of employees 

Categories Frequency 

1-4 employees 4 

5-9 employees 4 

10-19 employees 5 

20-49 employees 1 

50-99 employees 2 

100 or more employees 0 

I do not want to answer 0 

Total 16 

 

 

According to Table 3. the most frequent answer was that respondents’ company has 

10-19 employees. Four of the respondents chose the category of 1-4 employees as 

well as 5-9 employees. Totally 13 of the respondents’ companies fit into the category 

between 1-19 employees.  

 
 
TABLE 4. Does company use or has it used subcontractors domestically and interna-
tionally 

 
The use of subcontrac-

tors 

Subcontracting Frequency 

Yes, domestically 6 

Yes, internationally 0 

Yes, domestically and interna-

tionally 
7 

No, we have not used subcon-

tractors 
3 

Total 16 

 

Third and final of the background questions was: “Does your company or has your 

company used subcontractors domestically or abroad?” This question was compul-

sory and directed the continuation and logic of questionnaire. If companies have not 

been using subcontractors, questions concerning subcontracting were skipped. Table 

4 indicates that respondents were rather evenly distributed into those who use or had 

used subcontracting domestically and to those who use or had used subcontractors 

both domestically and internationally. About one fifth of the respondents had not used 
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subcontractors. The most frequent answer was that subcontractors are or have been 

used both domestically and internationally. 

 

6.2 Services for which subcontracting is used 

 

Respondents who are using or have been using subcontractors were asked the main 

questions concerning subcontracting. 

 

TABLE 5. Service areas for which subcontractors are being or have been used do-
mestically (Multiple choice) 

 
The usage of subcontrac-

tors domestically 

Services Frequency 

Research interviews (CATI) 11 

Web-panels 8 

Printing services 5 

Face-to-Face interviews 4 

Focus-Groups 2 

Mystery shopping 1 

Other, please specify 2 

Online Focus-groups 0 

Total number of respondents 13 

Total number of answers given 33 

 

 

This question was a multiple choice question as the respondents had a chance to 

select several alternatives. Table 5 (above) illustrates the purposes for which compa-

nies are or have been using subcontractors domestically. It can be seen from Table 5 

that the most typical service area to use subcontractors domestically are research 

interviews. 11 out of 13 respondents who gave their opinion in this question marked 

that they had used or are using subcontractors for research interviews. Subcontract-

ing was also relatively frequently used for web-panels. Other rather typical areas for 

which subcontractors were used were printing services and Face-to-face interviews. 

Online focus-groups was the only of the service for which respondents had not used 

subcontractors. 
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TABLE 6. Service areas for which subcontractors are being or have been used inter-
nationally (Multiple choice) 

 
The usage of subcontrac-

tors internationally 

Services Frequency 

Web-panels 4 

Research interviews (CATI) 3 

Face-to-Face interviews 2 

Focus-Groups 2 

Mystery shopping 1 

Other, please specify 2 

Printing services 0 

Online focus-groups 0 

Total number of respondents 7 

Total number of answers given 14 

 

Question number 6 was shown for those respondents who had used subcontracting 

also internationally. Totally seven of the respondents had used subcontracting inter-

nationally and answered this question. Question number 6 was also a multiple choice 

question. Web-panels were the most typical services to which subcontractors were 

used internationally. 3 of the seven respondents had used subcontractors interna-

tionally for research interviews. As it can be seen from table above (Table 6.) subcon-

tractors are also used for face-to-face interviews, focus-groups and mystery shop-

ping. Respondents also mentioned that they use subcontractors internationally for 

desk research and coding. Other challenges mentioned by the respondents were 

allocating the resources and verifying the quality. It was also mentioned that require-

ments were not defined accurately enough for the subcontractor. 
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TABLE 7. Challenges which companies have faced when using subcontractors do-
mestically (Multiple choice) 

 
Challenges with subcon-

tracting domestically 

Issues with Frequency 

Timetables 6 

The content of the service did not 

meet the expectations 
3 

Technical matters 1 

Personal relationships 1 

Confidentiality 1 

Ease of business transactions 1 

Other challenges, what? 3 

We have not faced any difficulties or 

challenges 
3 

Total number of respondents 13 

Total number of answers given 19 

 

Respondents were also asked what kind of challenges they had encountered when 

they had used subcontractors domestically. The most typical challenge was with the 

timetables. 13 respondents had used subcontractors domestically and out of them 6 

had faced challenges with timetables. Three respondents had also had problems with 

subcontractors related to the content of the service. There were also three respon-

dents who had not faced any difficulties with subcontracting domestically. Technical 

matters, personal relationships, confidentiality and ease of business transactions had 

all caused challenges for one respondent.  
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TABLE 8. Challenges which companies have faced when using subcontractors inter-

nationally (Multiple choice) 

 
Challenges with subcon-

tracting internationally 

Issues with Frequency 

The content of the service did 

not meet the expectations 
4 

Timetables 2 

Technical matters 2 

Confidentiality 1 

Ease of business transactions 1 

Other challenges, what? 2 

We have not faced any difficul-

ties or challenges 
2 

Personal relationship 0 

Total number of respondents 7 

Total number of answers given 14 

 

Respondents were also asked to choose or name the challenges which they had 

faced with subcontractors internationally. The most typical challenge internationally 

was that the content of the service did not meet the expectations. Four respondents 

of the seven who had used subcontractors internationally marked that they had faced 

this challenge. Timetables and technical matters with subcontractors had both 

caused problems for two respondents internationally. There were two respondents 

who had not faced difficulties or challenges internationally with subcontractors. 

 

Respondents were also able to to give open feedback concerning the challenges they 

had faced related to subcontracting domestically and internationally. Main challenges 

mentioned by the respondents were language problems and allocation of the re-

sources. 
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6.3 Verifying the quality of subcontractors 

 

TABLE 9. Ensuring the promises of quality made by subcontractor 

 
How the promises of quality 

are ensured 

Way to ensure quality Frequency 

Yes, we demand a written cer-

tificate. (You can specify what 

this includes) 

2 

Yes, in some other way, how? 1 

Yes, but we do not ask for a 

written document 
9 

No, we do not ensure 1 

I do not want to answer 0 

Total number of respondents 13 

 

With question nine the aim was to find out if the respondents ensured that the prom-

ises of quality of subcontractor were true. Question number 9 was: “Do you ensure 

that the promises of quality made by subcontractor are correct?” Only one of the thir-

teen respondents answered that they do not ensure that the promises of quality are 

correct. Twelve of the thirteen respondents who had used subcontractors did ensure 

in some way that subcontractor’s promises were true. According to table above (Ta-

ble 9.) two respondents demand a written certificate from subcontractor concerning 

the quality.  

 

Respondents had also chance to give open feedback related to this question. (Ques-

tion 10: Here you can give feedback related to the previous question). Respondents 

mentioned that they had well established business relationships in which they do not 

need to ask for verification. It was also said that respondents only use suppliers 

which are known of their quality and are already well-tried. According to responses 

with new partners, the background and references are checked.   
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TABLE 10. Established procedures in subcontractor tendering 

 
Subcontractor tendering 

procedures 

Procedures Frequency 

We look actively for new po-

tential partners 
0 

We look actively for new po-

tential partners but we use the 

same well-tried service pro-

viders 

6 

We do not look actively for 

new potential partners as we 

use the same well-tried ser-

vice providers 

5 

Something else, what? 1 

Total number of respondents 12 

 

Table 10. (above) illustrates what kinds of patterns or established procedures res-

pondents have related to tendering of subcontractors. Six of the twelve respondents 

who answered 11th question search actively new potential partners but also use the 

same well-tried service providers. Five respondents answered that they do not look 

actively for new potential partners as they use old well-tried service providers. (Ques-

tion 11: Do you have established procedures concerning the tendering of subcontrac-

tors?) 

 

Respondents had a chance to give feedback through open-ended question in this 

question also. From the responses it is possible to pick up couple recurring issues. 

Word of mouth as well as references and recommendations are considered important 

when comparing service providers. 
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TABLE 11. Ways to compare the quality of different subcontractors 

 
Comparing of subcontractors 

quality 

Do you have ways to compare 

the quality of subcontractors 
Frequency 

Yes 4 

No 7 

I do not know / I do not want to 

answer 
1 

Total number of respondents 12 

 

Table above (Table 11.) presents how many of the respondent companies have ways 

to compare the quality of different subcontractors. Totally 12 respondents gave their 

opinion in this question. 7 respondents answered that they do not have any ways to 

compare the quality of subcontractors. 4 respondents said that they do have ways to 

compare the quality of different subcontractors. One respondent did not know if their 

company compares subcontractors’ quality or did not want to answer the question. 

 

Question number 13 was the following: Here you can give open feedback on how you 

define the quality of service provider. Factors that stood out from the answers were 

experience of the service provider and quality assurance system. 
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6.4 Business relationships & partner selection 

 

 

FIGURE 3. The importance of elements connected to subcontracting and business 

relationships according to following scale: 5= Very important, 4= Important, 3= 

Somewhat important, 2= Somewhat meaningless, 1= Meaningless, 0= No opinion/ 

No experience 

 

Question 14. Please rate the following elements connected to subcontracting and 

business relationships according to following scale: (5= Very important, 4= Important, 

3= Somewhat important, 2= Somewhat meaningless, 1= Meaningless, 0= No opinion/ 

No experience) 

Figure 3. above illustrates the importance of different elements related to subcon-

tracting and business relationships for the respondents. As it can be seen from the 

Figure 3., respondents thought that the most important issues connected to subcon-

tracting and business relationships were reliability of delivery (average 4,9) and con-

fidentiality (average 4,8). Also cost efficiency, flexibility and delivery time were consi-

dered important. The least important of the statements for the respondents was shar-

ing of intangible assets which was considered only somewhat important. 

 
 
 
 
 
 
 
 
 
 
 

2,9

3,0

3,0

3,1

3,2

3,5

4,1

4,1

4,2

4,8

4,9

1,0 2,0 3,0 4,0 5,0

Sharing of the intangible assets (n=13)

Innovativeness of a partner (n=16)

Similar business values (n=15)

Subcontractor has a quality system in use (n=15)

Mutual learning (n=15)

Congruent ways of working (n=16)

Delivery time (n=13)

Flexibility (n=16)

Cost efficiency (n=15)

Confidentiality (n=16)

Reliability of delivery (n=16)
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Table below illustrates the answers given to question 16. (Question 16: Do you have 

experience of business relationships in which subcontractor has been also a competi-

tor?) 

 
 
TABLE 12. Do you have experience of business relationships in which subcontractor 
has been also a competitor? 

 
Experiences of subcontrac-

tor being a competitor 

Has subcontractor been 

also a competitor? 
Frequency 

Yes 10 

No 3 

Total number of respondents 13 

 

Table 12. above describes the number of respondents who have had business rela-

tionships in which the subcontractor has also been a competitor. It is quite typical that 

subcontractor has also been a competitor as ten of the thirteen respondents have 

experience of such business relationships. Only 3 respondents answered that they do 

not have experience of business relationships where subcontractor has also been a 

competitor. Totally 13 respondents gave their opinion in this question. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 41 

 

Table below (Table 13.) describes how many of the respondent companies have 

faced difficulties or challenges in partner selection. Totally 16 respondents answered 

this question. Most respondents had not faced difficulties in partner selection as 10 

respondents answered so. However, 5 respondents gave an answer that they had 

faced difficulties in selecting partners. Two respondents gave also open feedback 

related to question. Responses showed that finding the potential partner is not easy 

in some countries and can take relatively long. 

 
TABLE 13. Challenges and difficulties in partner selection 

 
Has there been difficul-

ties in partner selection? 

Has company faced diffi-

culties in partner selec-

tion? 

Frequency 

Yes 5 

No 10 

I do not know / I do not want 

to answer 
1 

Total number of respondents 16 

 

 

In the end of the questionnaire there were questions concerning the elements and 

attributes which respondents think are important for the partner from value creation 

point of view. Respondents were also asked to describe how do trust and openness 

appear in business relationships. Finally there was a chance to give open feedback 

related to themes of questionnaire or generally about the questionnaire itself. 

 

Question number 18 was: “What kind of qualities and business attributes do you think 

are significant for network partners to have from the value creation point of view?” 

This question was asked from the respondents to get a view on the qualities which 

are appreciated and though important to create value. Following themes stood out 

from the responses: 

- Good personal communication 

- Openness 

- Reliability 

- Keeping the promises made 
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- New ideas and ability to react 

- Divergent know-how 

 

 

The next of the open-ended question concerning business a relationship was: Ques-

tion 20. “Please describe how you think trust and openness appear in business rela-

tionships and/or partnerships:” 

 

According to answers, respondents think that openness and trust should show in the 

communication between partners. Amount of communication and confidentiality in 

communication were considered important. In communication trust and openness 

should lead into sharing of information, know-how and thoughts.  

 

 

6.5 Limitations 

 

About the limitations of the research it is good to mention that the number of respon-

dents was relatively small which contributes to generalisability and reliability of the 

research. Although the response rate was 32 percent there is a possibility of non-

response error. Respondents also needed to have proper background information 

about the topic area. This was the reason behind choosing key persons as CEO’s 

and Research Directors as a main target group of questionnaire. 
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7 ANALYSIS OF THE CURRENT NETWORK SITUATION 

 

In the analysis of current networking situation of the company, information gathered 

through company representative interviews will be reflected to the literature review 

and existing knowledge concerning the topic. Important issues related to theme will 

be discussed. These issues give an insight of the current networking situation. 

Strengths, weaknesses, opportunities and threats of current network situation are 

also presented through SWOT- analysis. 

 

At the moment network linkages and relationships are more of a market-based nature 

as they come through the old personal relationships of key persons. (Hietala 20 

March 2013) There are existing networks and partnerships which are also updated 

regularly based on different projects. (Hietala 20 March 2013)  According to thoughts 

of Hietala (20 March 2013) technology and web gives good opportunities to create a 

proper partner network. In the current network situation of Talentree Research ser-

vices diversification and finding new potential partners can possibly lead to finding 

more cost-efficient solutions. There should be a clear strategy of updating the partner 

network and company should also maintain the openness towards new possible ac-

tors on the branch. Research services’ service process and value chain could be also 

described as a vertically integrated value system. Vesalainen (2002, 24) mentions 

that longer subcontracting relationships can lead into direction of more deep co-

operation between companies. This would be beneficial in a form of increased shar-

ing of knowledge and may enable increased development. Improvement of network 

also aims to diversifying the existing network so that improved relationships would 

support the innovation and adaptation of the company when it will face the challenges 

and competition. As there is quite much competition in the branch and specializing is 

important for small- and medium-sized companies, it would be beneficial to maintain 

openness towards new relationships which would generate new ideas and support 

innovativeness.  

 

Another aim is to find companies operating in the branch who could see Talentree 

Research Services as a potential partner. It would be advantageous if this could also 

lead to a situation of more open co-operation with peers and increased integration in 

horizontal network. (Vesalainen 2002, 22) According to Hietala (20 March 2013) the 

most typical partner is an another Finnish market research company. In this kind of 

situation the trust between partners is essential for a deeper co-operation and sharing 

of thoughts. Trust and commitment are factors which would build the basis for sharing 

of knowledge. These kinds of network relationships rely on win-win-situation with 
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partner companies. Trust also rests on reciprocity. Niemelä (2002, 79) clarifies this so 

that in long-term, partners can rely on each other by balancing the advantages and 

disadvantages of their relationship. On the other hand finding the potential partners is 

not always easy. (Hietala 20 March 2013) Companies’ business values should be 

similar and companies should have similar kind of idea of the shared goals and ob-

jectives. This is also connected to value exchange. Selecting suitable partners is cru-

cial for effective relationships and to build appropriate trust and commitment between 

partner companies. This idea is supported by the findings of Moeller (2008, 41-42) 

 

The international network of Talentree is still quite narrow as Talentree is not visible 

internationally and relationships are based on personal communication. (Hietala 20 

March 2013). Relationships abroad are occasional and different actors are compared 

based on the projects. (Hietala 20 March 2013)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 45 

 

When companies are reviewing their existing network situation to build a network 

development strategy, SWOT- analysis can give significant insight in the current 

situation. According to Möller et al. (2009, 73) SWOT- analysis can be utilized when 

companies want to develop their networking. Table 14. illustrates the strengths, 

weaknesses, opportunities and threats of Talentree Research services’ present net-

work situation. SWOT- analysis of the current network situation gives a good insight 

of the current network situation of Talentree Research services. 

 

TABLE 14. SWOT- analysis of Talentree Research services network situation 

 
STRENGTHS 

 
WEAKNESSES 

 

- Good personal relationships with part-
ners 

 
- Long existing business relationships 

based on mutual trust 
 

- Amount of personal communica-
tion with long-term partners 

 
 

- Lack of systematic updating of network 
and active search for new possible part-

ners 
 

- Narrow international network based on 
occasional communication depending on 

projects 
 

- Dependence of network relationships 
on key persons relationships 

 
OPPORTUNITIES 

 
THREATS 

 
 
 

- Development of quality and processes 
through improved networking. (Joining 
consortiums and associations domesti-

cally and internationally (FAMRA, 
Esomar) 

 
- Learning through networking (Changes 

and development in market research 
business area) 

 
- Sharing of customer capacity 

- Rapid changes of business environment 
 

- Changes in key personnel 
 

- Internal resources 
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8 DISCUSSION AND CONCLUSIONS 

 

In this chapter the answers of respondents will be analyzed and correspondences to 

theoretical background discussed. Discussion and reflecting the findings of estab-

lished procedures on the branch are also supported with themes arising from the in-

terview of Talentree’s company representative. Current network situations’ strengths 

and weaknesses are also discussed and development proposals will be made. Ideas 

for more profound future research concerning the topic area are also presented. 

 

 

First conclusions can be made of the background questions of the research. The aim 

was to find right persons from the companies to answer the questionnaire. In this 

case it meant persons who are aware or responsible of use of the subcontractors. It 

was also important for the respondents to know about business relationships of the 

company. To answer the questionnaire respondents needed to have a proper back-

ground knowledge related to topic. This was the reason to choose companies’ 

CEO’s, Research Directors and Project Coordinators mainly as a target group of the 

questionnaire. Totally 16 respondents out of 50 possible answered the questionnaire 

(response rate 32 %). The response rate is relatively good considering the limitations 

related to questionnaires sent via e-mail (Zikmund 2000, 212). The response rate 

also indicates that the theme is interesting in the Finnish market research business.  

 

It is also good to mention the second background question in which respondents 

were asked to select the right category of personnel. According to the results respon-

dent companies are spread relatively well into different personnel categories. This 

also increases the reliability of results as the group of respondents represents well 

the companies of the branch. 

 

Third and final of the background questions was important considering that it sepa-

rated companies into those who had used subcontracting and to those had not. It was 

good concerning the objectives of the thesis that respondents had used subcontract-

ing. This helped to find out what kind of customs do respondents have related to sub-

contracting as well as experiences of possible challenges which they had faced. This 

question also highlights the use of subcontracting in the branch. Subcontracting has 

an important role in market research business, especially for small companies who 

are working with limited resources (Hietala 20 March 2013). Resource based view in 

networking is also mentioned by Vesalainen (2002, 26). According to Vakaslahti 

(2004, 15) through networking it is possible to use resources more effectively. 13 of 
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the 16 respondent companies had used subcontractors, either domestically, interna-

tionally or both ways. It was also interesting that as much as 7 out of 13 respondents 

had used subcontracting internationally.  

 

According to the results two service areas for which subcontracting was used the 

most, both domestically and internationally, were research interviews and web-

panels. This was predictable since these services are important for data collection in 

market research projects. As the quality of subcontractors was an interesting theme 

to investigate, respondents gave their opinion to question concerning the challenges 

they had faced in subcontracting. Majority of the respondents had faced some difficul-

ties related to subcontracting either domestically or internationally. Results also indi-

cate that selecting appropriate partners is not easy and companies face challenges 

and problems related to subcontracting. This is also connected to the quality of ser-

vice for end-customer as problems in value chain can occur. Aspects related to com-

paring the quality of subcontractors are also mentioned by the Biong (2011, 60-61). It 

is not easy to compare the quality of different subcontractors. These findings indicate 

that there are risks connected to subcontractor choices which companies should ad-

dress.  

 

It is important for market research companies’ service quality that they can be sure of 

the quality of subcontractor’s work. In the case of this thesis it was natural to also find 

out what kind of ways do companies working on the branch have to verify the quality 

of subcontractor. Respondents were asked to name what kind of processes they 

have concerning the quality verification. The majority of respondents do somehow 

ensure that subcontractors’ promises of quality are true. In addition to structured 

question respondents gave open feedback on this question. There were few repeti-

tive issues in the answers given by respondents. Respondents are i.e. using subcon-

tractors which are well-tried and known about their quality. It is clear that well estab-

lished long-term relationships with suppliers are good from the service quality point of 

view. Nevertheless, in competitive bidding situations quality comparing can prove 

difficult. According to findings of Biong (2011, 67) low prices of supplier are more 

trustworthy if the supplier is known of its quality and reputation. It was also typical 

among the respondents that with new partners the background and references are 

checked. These kind of processes are important part of the quality verification. Ad-

dressing and comparing the quality is important from the point of view of companies’ 

business development and service process development. In the case of the client 

company it is beneficial that there are existing long-term relationships with well-

known service providers. However, it would be important to have well established 
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internal ways to compare the quality of different actors in tendering situations. This 

was also asked from the respondents: “Question 12: Do you have any ways of action 

to compare the quality of different subcontractors?” 

 

Most of the respondents answered that they do not have any internal procedures to 

compare the quality of different subcontractors. From the quality point of view it would 

be important point for companies to address this issue, especially because subcon-

tractors are frequently used in the operations of the branch. 

 

As mentioned in the previous paragraph, it is beneficial from the quality verification 

point of view that company has relationships with well known suppliers. However, as 

argued in the theory part, business relationships are not anymore solely about pure 

exchange of goods or services. Companies should address also other variables such 

as value-exchange and information flows. It is desirable that company can update its 

network and keep it diversified. This would also support innovation and obtaining im-

portant information. Half of the respondents answered that their company does look 

actively for new partners but still use same well-tried service providers. It was supris-

ing that only half of the respondents actively look for the new partners as this could 

be considered important from the business renewal and innovation point of view.   

 

In theory part the importance of partner selection was discussed as selecting the 

suitable partners can have an effect on trust and commitment of the relationship. 

Moreover trust and commitment are cornerstones in networks and partnerships for 

information and knowledge sharing between companies. According to findings of Ei-

sengerich & Bell (2008, 498) trust between partners enables companies to share re-

sources that are considered valuable. Respondents addressed reliability of delivery 

and confidentiality as the most important elements. An interesting finding was that 

sharing of intangible assets, innovativeness of a partner and similar business values 

were considered only somewhat important and those three factors were also rated 

the lowest. It can be seen that among the respondents innovativeness and know-

ledge sharing are not valued as high as other business attributes. However it is poss-

ible to argue whether companies should look more closely to values and opportuni-

ties to share strategic knowledge in their business relationships. As discussed in pre-

vious chapters, the selection of suitable partners is important to gain appropriate trust 

and commitment in business relationships. As we can conclude from the challenges 

that companies have faced, partner selection is not always easy and straight through 

process. Almost one third of the respondents answered that they had had challenges 
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in partner selection. This underlines the importance of partner selection to prevent 

future problems and improve readiness to face challenges. 

 

One of the objectives of the thesis was to investigate and discuss the value creation 

in business relationships. It was important to find out what kind of qualities do the 

respondents value from their partners. Themes which stood out from the answers of 

question 18. relate well into theoretical background of important elements of value 

exchange between firms. First of all, good personal communication and openness 

repeated in the answers. These are kind of attributes which rely on mutual trust and 

enable information sharing. From the value exchange point of view important issues 

from the answers were also: “Divergent know-how” and “New ideas and ability to re-

act”. This shows that these attributes are important in the group of respondents when 

talking about value exchange. In the case of this thesis, client company should also 

evaluate these kinds of attributes in their business relationships as the aforemen-

tioned qualities can help company to adapt to challenges and possibly improve inter-

nal processes.  

 

Because trust was defined as the most important variable related to business rela-

tionships, respondents also had a chance to give their opinion in the following open-

ended question: “Please describe how you think trust and openness appear in busi-

ness relationships and/or partnerships:” Again the same important themes concern-

ing information sharing and amount of communication came up from the responses. It 

is clear that building appropriate mutual trust is crucial in business relationships to 

reach the level where companies can openly share information and know-how. This 

is naturally helped with long existing good personal relationships, also in the case of 

client company of the thesis.  

 

 

In the current network situation of Talentree Research services diversification of the 

network and finding new potential partners could possibly lead to finding more cost-

efficient solutions. There should be a clear strategy of updating the partner network. 

The company should maintain openness towards new possible actors on the branch 

since this may also improve process and service innovation and update the branch 

specific know-how. It would be good to introduce clear strategy to frequently update 

the partner network as well as compare the possible partners. If networking takes 

place without strategy or thinking about all value linkages between companies, it can 

easily remain as plain exchange of goods or services. It is important to understand all 

the possibilities of managing business relationships properly and notice that they can 
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add real value for a company. At the moment network linkages are quite reliant on old 

personal relationships formed by key persons. In this kind of situation changes in 

personnel can cause risks and threats for the strength and commitment of long-term 

relationships. Although it must be kept in mind that long term relationships are also 

strength. One of the future objectives of Talentree Research services’ networks and 

partnerships should be intensified cooperation with domestic and international market 

research associations. This aims mainly to quality system certification. Intensified 

domestic and international co-operation could also help in quality development of 

international projects. As the networking internationally is occasional and international 

network quite narrow, increased co-operation and information with peers could lead 

to finding the best possible partners. This would also supplement comparing the qual-

ity of subcontractors as new ideas and working processes could surface.  

 

It should be noted that there has been a growing trend on the branch into direction of 

more intensified co-operation between management consulting companies and mar-

ket research companies as there has been recently corporate acquisitions related to 

topic. This underlines the good position of Talentree as a management consulting 

company to have extension of research services as company can offer valuable 

comprehensive service. 

 

Overall the results supported well the research objectives and important results were 

found out from the client company perspective. However, because of the small num-

ber of respondents results cannot be generalized to broader concepts. Although the 

nature of results is suggestive, findings can support the network development of Tal-

entree Research services. Findings highlighted significant development targets for 

the client company and their importance should not be underestimated when making 

decisions in the future. As a conclusion it can also be said that the theme is interest-

ing in the branch and many other companies may have similar kinds of network de-

velopment needs.  

 

It was an interesting chance to take part in client company’s business development 

as an author of this thesis. Close working life orientation of the thesis process was 

also a significant learning experience. The results of the thesis can be utilized as a 

foundation for deeper examination of the role of networking in Talentree Research 

services. One interesting issue concerning the follow-up steps of the research is 

more specific investigation of the sharing of intangible assets in company’s business 

relationships. One proposal for the future research is to examine issues related to the 

theme internationally as one of the aims of Talentree Research services is to en-
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hance the international network. The findings of the thesis will be discussed in a 

meeting within the company and continuation steps will be gone through with the key 

persons and the author. The future network strategy and decisions concerning the 

direction of network development should be carefully discussed within the company. 

These decisions should be closely connected to company’s values and support over-

all future objectives of Talentree Ltd. 
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     APPENDIX 1(1) 

 

Covering letter for the thesis questionnaire 

 

 

Questionnaire for thesis - Significance of quality as a part of subcontracting 

 

 

Hello, 

 

I am an international business student from Savonia University of Applied Sciences 

from Kuopio, Finland. I am conducting a survey concerning the significance of quality 

as a part of subcontracting and tendering of subcontractor network. The question-

naire is a part of my Thesis. The thesis will also discuss the meaning of value net-

works and intangible assets as a part of business development. 

 

This questionnaire is sent for a selected group of companies working in market re-

search business in Finland. The questionnaire is composed of a maximum of 21 

questions and will take approximately 5-8 minutes to complete. The complete thesis 

will be available in English in content management system Theseus. Please answer 

before 30th April. I appreciate your opinion. 

 

 

The answers will be processed confidentially and single respondents will not be iden-

tified. Please direct the questionnaire for a suitable person if necessary. 

 

 

You can answer via the link attached: 

_link:questionnaire_ 

 

 

 

Thank You for Your answers! 

 

 

Yours sincerely, 

 

Antti Leppilampi 
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The questionnaire for Finnish market research companies – Significance of 

quality as a part of subcontracting process. 

 

 

Background questions: 

 

1. Respondent status: 
 

 A) CEO 

 B) Research Director  

 C) Project Coordinator 

 D) Other, please specify: 

 E) I do not want to answer   

  

2. Number of employees (Please select the category of Your company’s 
number of employees): 
 

 A) 1-4 

 B) 5-9 

 C) 10-19 

 D) 20-49 

 E) 50-99 

 F) 100 or more 

 G) I do not want to answer 

 

3. Does your company use subcontractors / has your company used 
subcontractors?* (compulsory question) 
 

A) Yes, domestically 

B) Yes, internationally 

C) Yes, domestically and internationally 

D) No, we have not used subcontractors 
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Main questions: 

 

4. For which of the following purposes do you use or have used subcon-
tractors domestically? (multiple choice) 
 

A) Research interviews (CATI) 

B) Web-panels 

C) Printing services 

D) Mystery shopping 

E) Focus-groups 

F) Online focus-groups 

G) Face-to-face interviews 

H) Other, please specify: 

 

5. For which of the following purposes do you use or have used subcon-
tractors internationally? (multiple choice) 

 

A) Research interviews (CATI) 

B) Web-panels 

C) Printing services 

D) Mystery shopping 

E) Focus-groups 

F) Online focus-groups 

G) Face-to-face interviews 

H) Other, please specify: 

 

6. When you have used subcontractors domestically, have you faced 
challenges or difficulties concerning the following issues? (multiple 
choice) 
 

A) Timetables 

B) Technical matters 

C) The content of the service did not meet the expectations 

D) Personal relationships 

E) Confidentiality  

F) Ease of business transactions 

G) Other challenges, what? 

H) We have not faced any challenges 
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7. When you have used subcontractors domestically, have you faced 
challenges or difficulties concerning the following issues? (multiple 
choice) 
 

A) Timetables 

B) Technical matters 

C) The content of the service did not meet the expectations 

D) Personal relationships 

E) Confidentiality  

F) Ease of business transactions 

G) Other challenges, what? 

H) We have not faced any challenges 

 

8. Please add here comments concerning the challenges or difficulties 
you have faced when using subcontractors: (Open-ended question) 

 

 

Verifying the quality of subcontractors: 

 

9. Do you ensure that the promises of quality made by subcontractor are 
correct? 
 

A) Yes, we demand a written certificate. (You can specify what this in-

cludes) 

B) Yes, in some other way, how? 

C) Yes, but we do not ask for a written document 

D) No, we do not ensure 

E) I do not want to answer 

 

10.  Here you can give feedback related to the previous question: (open-
ended question) 

 

11.  Do you have established procedures concerning the tendering of sub-
contractors? 

 

 A) We look actively for new potential partners 

 B) We look actively for new potential partners but we use  

 the same well-tried service providers 

 C) We do not look actively for new potential partners as  

 we use the same well-tried service providers 

 D) Something else, what? 
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12.  Do you have any ways of action to compare the quality of different 
subcontractors? 

 

 A) Yes, which kind of? 

 B) No 

 C) I do not know / I do not want to answer 

 

13.  Here you can give open feedback on how you define the quality of 
service provider: (open-ended question) 

 

14.  Please rate the following elements connected to subcontracting 
and business relationships according to following scale: (5= Very 
important, 4= Important, 3= Somewhat important, 2= Somewhat 
meaningless, 1= Meaningless, 0= No opinion/ No experience) 

 

A) Cost efficiency 

B) Subcontractor has a quality system in use 

C) Delivery time 

D) Reliability of delivery 

E) Confidentiality 

F) Innovativeness of a partner 

G) Flexibility 

H) Sharing of the intangible assets 

I) Congruent ways of working 

J) Similar business values 

K) Mutual learning 

 

15.  If some important elements were not mentioned in previous question 
you can write them here and give feedback: (open-ended question) 

 

16.  Do you have experience of business relationships in which subcon-
tractor has been also a competitor 
 

 A) Yes 

 B) No 

 

17.  Here you can give additional feedback related to the previous ques-
tion: (open-ended question) 

 

18.  What kind of qualities and business attributes do you think are signifi-
cant for network partners to have from the value creation point of 
view? (open-ended question) 
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19.  Have you faced challenges or difficulties in selecting suitable part-
ners? 

   

 A) Yes, do you want to specify? 

 B) No 

 C) I do not know / I do not want you answer 

 

20.  Please describe how you think trust and openness appear in business 
relationships and partnerships: (open-ended question) 

 

21.  Here you can give additional feedback related to theme or question-
naire: (open-ended question) 
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     APPENDIX 2(2) 

 

Interview questions for the Research Consultant 

 

1. How would you describe the market research branch in Finland 

- Competition 

- Cooperation between companies 

- Competitive advantages of Talentree 

- Future prospects of the branch and Talentree 

 

2. What kind of a role do Research services business area have in the overall 

service of Talentree? 

 

3. What kind of networking situation do Talentree Research services currently 

have as the business area is relatively new in Talentree Ltd.? 

- Are there partners domestically and internationally? 

- Market based relationships 

- Network based relationships 

- Personal relationships 

 

4. What kind of a role do subcontracting have in Talentree Research services 

- Quality point of view 

- Value chain point of view 

 

5. Why the network development is important for Talentree Research services?  

- Domestically 

- Internationally 

- Co-operation with competitors 

- Subcontracting network 

 

6. What kind of networks and partnerships would be beneficial for Talentree Re-

search services and why? 


