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Abstract 
Background: 
The	concept	of	Customer	Experience	Management	(CEM)	is	growing	as	a	marketing	tool	used	in	

order	 to	 remain	 a	 competitive	 actor	 on	 the	 market.	 By	 designing	 a	 customer	 experience,	

companies	are	able	to	differentiate	themselves	by	offering	a	holistic	customer	experience.	 

	 	 	 	 	  

Problem: 
The	existing	body	of	knowledge	 regarding	CEM	 in	 the	B2B	setting	 is	 limited.	However,	 recent	

studies	have	begun	to	examine	the	fact	that	the	buying	process	in	B2B	does	not	only	concern	task	

related	and	rational	decision-making	criteria,	but	also	that	emotional	consideration	plays	a	part	

in	the	buying	process.	Additionally,	during	recent	years	the	Office	Space	Interior	Solutions	(OSIS)	

companies	have	gone	through	the	development	from	selling	simple	furniture	to	offering	activity-

based	environments	as	well	as	using	a	profile	as	design	companies.	 

	 	 	 	 	  

Purpose: 
The	aim	of	 this	 thesis	 is	 to	 create	 an	understanding	 regarding	how	 the	phenomena	of	CEM	 is	

implemented	 within	 the	 B2B	 industry,	 more	 specifically	 Swedish	 OSIS	 companies	 within	 the	

regions	of	Småland	and	Västra	Götaland. 

	 	 	 	 	  

Method: 
Through	semi-structured	interviews	with	four	case	companies	that	all	are	operating	within	the	

OSIS	 industry,	 qualitative	 data	 has	 been	 collected	 and	 analysed	 through	 a	 thematic	 analysis	

approach.	The	answers	have	later	been	revised	through	a	conceptual	framework	that	has	been	

identified	through	a	review	of	existing	literature	concerning	CEM. 

 

Result: 
The	 findings	 suggested	 that	 OSIS	 companies	 do	 practice	 all	 the	 dimensions	 identified	 in	 the	

conceptual	 framework	 regarding	 customer	 experience	 and	 experience	 value.	 However,	

implementing	the	dimensions	as	a	holistic	experience	design	did	not	seem	to	be	practiced	by	the	

companies.	Finally,	by	providing	a	customer	experience,	OSIS	companies	are	able	to	influence	the	

purchase	 intentions,	 establish	 relationships	 and	 generate	WOM	which	 in	 turn	 can	 attract	 and	

retain	customers. 
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1 Introduction  

	
The	chapter	begins	with	an	 introduction	 to	 the	background	of	 the	 current	 research	and	
information	on	customer	experience,	followed	by	a	presentation	of	the	problem	definition	
and	research	purpose.	Lastly,	the	delimitations	of	the	study	are	presented.	
 

1.1 Background  

Customer	experience	has	become	a	hot	topic	lately	as	the	new	leading	marketing	tool	to	stay	

competitive	in	an	increasingly	competitive	market.	Forbes	Magazine	recently	published	an	

article	with	 the	headline	 "Customer	 experience	 is	 the	new	brand"	 stating	 that	 customer	

experience	management	(CEM)	will	be	the	most	important	investment	for	companies	in	the	

digitised	 world	 we	 live	 in	 today	 (Hyken,	 2018,	 Jul	 15).	 The	 empowerment	 of	 today's	

consumers	 through	 the	 digitalisation	 has	 driven	 organisations	 to	 focus	 on	 customer	

relationships,	 service	 quality,	 customer	 satisfaction	 and	 customer	 buying	 behaviours	

(Batra,	2017).	

						

The	 concept	 of	 organisations	delivering	 an	 experience	was	 early	 presented	by	Pine	 and	

Gilmore	 (1998)	with	 their	 theory	 about	 the	 progression	 of	 economic	 value.	 The	 theory	

illustrates	how	the	market	has	evolved	from	first	offering	commodities,	to	offer	products	

and	then	later	services	into	the	final	stage,	offering	experiences	to	consumers.	For	example,	

in	the	beginning,	customers	bought	coffee	beans	and	ground	them	themselves	(commodity).	

Secondly,	 stores	 started	 selling	 pre-grinded	 coffee	 to	 make	 it	 easier	 for	 the	 customer	

(product).	Thirdly,	cafes	started	to	open,	offering	brewed	coffee	to	the	customers	(service).	

Finally,	in	the	past	few	years,	coffee	shops	have	opened,	not	only	offering	a	wide	range	of	

coffees	ready	to	go	but	a	whole	identity	connected	to	the	brand	for	customers	(experience).	

						

Schmitt	(1999)	quickly	followed	by	presenting	the	term	experiential	marketing,	building	on	

the	 belief	 that	 customers	 are	 both	 rational	 and	 emotional	 in	 their	 decision-making	

regarding	consumption.	Therefore,	experiential	marketers	should	view	consumption	as	a	

holistic	 process	 that	 influences	 the	 consumer's	 attitude	 towards	 the	 brand.	With	 this	 in	

mind,	 organisations	 need	 to	 offer	 a	 memorable	 experience	 to	 be	 able	 to	 differentiate	

themselves	 (Pine	 &	 Gilmore,	 1998).	 These	 considerations	 outline	 the	 concept	 of	 the	

customer	experience	as	 the	 customer's	 emotional	 and	 rational	perception	of	 a	 company	
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based	 on	 multiple	 interactions	 through	 the	 entire	 customer	 journey	 (Verhoef,	 Lemon,	

Parasuraman,	Roggeveen,	Tsiros	&	Schlesinger,	2009).	

						

Over	time	the	concept	has	received	more	attention	by	researchers	and	the	definition	of	the	

customer	experience	has	evolved,	yet	 it	has	been	mostly	 limited	 to	 the	B2C	relationship	

(Zolkiewski	et	al.,	2017;	Pandey	&	Mookerjee,	2018).	There	has	been	a	 lack	of	attention	

towards	 customer	 experience	 within	 the	 B2B	 market,	 both	 by	 researchers	 and	

practitioners.	However,	this	is	changing	since	managers	within	the	B2B	sector	has	started	

to	acknowledge	the	importance	of	CEM	(Michaels,	2018,	Sep	21;	Zolkiewski	et	al.,	2017).	

						

A	possible	reason	why	B2B	has	not	been	in	the	centre	of	attention	in	CEM	could	be	that	the	

B2B	 buying	 process	 has	 been	 viewed	 as	 highly	 rational,	 while	 customer	 experience	 is	

considered	as	an	emotional	concept	(Kemp,	Borders,	Anaza	&	 Johnston,	2018;	Pandey	&	

Mookerjee,	 2018;	 Zolkiewski	 et	 al.,	 2017).	 The	 scale,	 cost	 and	 complexity	 reflect	 the	

cognitive	and	rational	nature	of	the	organisational	buying	process.	The	acquisition	is	often	

a	 result	 of	 lengthy	 negotiation	 processes	 involving	 several	 stakeholders,	 as	 well	 as	

customized	and	large	orders	(Kemp	et	al.,	2018).	However,	recent	studies	have	analysed	the	

emotional	influences	in	the	B2B	buying	process,	such	as	psychological	factors,	interpersonal	

dynamics,	 situational	 influences	 and	 conflicts.	 The	 acknowledgement	 of	 emotional	

influences	 in	 B2B	 processes	 shifts	 the	 focus	 from	 a	 transaction-centred	 approach	 to	 a	

relationship-centred	one	(Pandey	&	Mookerjee,	2018).	By	offering	a	satisfactory	experience,	

B2B	 organisations	 can	 create	 more	 value	 for	 both	 their	 customers,	 as	 well	 as	 their	

customers'	customers,	compared	to	when	solely	offering	products	or	services	(Pine,	2015;	

Pandey	&	Mookerjee,	2018).	Additionally,	 the	emotional	aspects	of	 the	experience	are	of	

great	 importance	 when	 the	 value	 of	 the	 product	 is	 difficult	 to	 measure	 (Grønholdt,	

Martensen,	Jørgensen	&	Jensen,	2015).	

						

The	economic	value	of	design	might	be	such	an	aspect	that	is	difficult	to	measure,	due	to	its	

intangibility.	 Two	 products	 can	 be	 of	 the	 same	 tangible	 aspects	 such	 as	 function	 and	

material.	However,	the	intangible	aspect,	i.e.	the	design,	can	create	a	difference	in	perceived	

economic	value	 for	 the	customer	(Gallo,	2015,	May	7).	For	example,	 two	chairs	with	 the	

same	functional	aspects	and	material,	yet	different	design,	can	be	valued	differently,	based	

on	 the	overall	 customer	experience	connected	 to	 the	chair	 (Grønholdt	et	al.,	2015).	Pine	

(2015)	suggests	that	B2B	companies	within	the	design	sector	that	implement	CEM	also	offer	

a	 transformation	 to	 their	 customers.	 By	 employing	 a	 transformational	 business	 model,	
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organisations	 can	 offer	 their	 customers,	 as	 well	 as	 their	 customers'	 customers,	 a	

transformation	into	becoming	their	best	selves	through	the	experience	and	its	outcome.	For	

example,	by	providing	an	adjustable	office	desk	with	a	sleek	design,	the	B2B	organisation	

offers	an	ergonomic	solution	that	improves	the	health	of	the	employees,	which	is	a	common	

aspiration	 for	 companies.	 Additionally,	 the	 sleek	 design	 can	 positively	 impact	 the	

customers'	 customer's	 perception	 of	 the	 company,	 which	 can	 enhance	 their	 financial	

performance	(Zolkiewski	et	al.,	2017).	

						

One	sector	within	B2B	 that	 can	be	considered	as	a	 transformative	business	 is	 the	Office	

Space	 Interior	 Solutions	 (OSIS).	 Companies	 all	 over	 the	 world	 are	 currently	 making	

investments	into	redesigning	their	workspaces,	from	small	cubicles	into	open	floor	offices	

with	the	goal	to	create	multiple	spaces	catering	to	different	needs	(Kamarulzaman,	Saleh,	

Hashim,	Hashim	&	Abdul-Ghani,	2011;	Bacevice,	Burow,	Triebner,	2016,	May	20;	Morgan,	

2015,	 Nov	 24).	 The	 aspiration	 behind	 this	 change	 of	 office	 layout	 is	 to	 foster	 a	 better	

working	 environment	 for	 employees	 regarding	work	 efficiency,	 communication	 and	 the	

overall	employee	experience.	By	offering	interior	and	design	solutions	to	the	customers,	the	

B2B	 organisation	 can	 aim	 to	 deliver	 a	 transformative	 experience	 of	 a	modern	working	

environment,	and	not	 just	a	 functional	office	space	(Kamarulzaman	et	al.,	2011;	Morgan,	

2015,	Nov	24;	Pine,	2015).	 	The	transformative	experience	is	connected	to	Pine's	(2015)	

argument	that	B2B	organisations	should	take	an	active	role	in	their	customer's	aspirations	

and	goals.	Further,	B2B	organisations	should	aim	at	identifying	and	supplying	the	ultimate	

result	to	the	customer,	and	not	merely	the	mean,	which	could	be	viewed	as	a	sleek	office	

space	to	enhance	the	brand	identity	displayed	to	the	customers'	customers.	

	

The	OSIS	sector	 is	evident	 in	 the	Swedish	market.	The	geographical	area	of	 this	study	 is	

commonly	known	as	the	"Furniture	Realm"	in	Sweden,	due	to	the	vast	forests	in	the	area	

that	has	enabled	companies	to	historically	take	advantage	of	the	large	supply	of	wood	over	

the	 years	 (Bernstein,	 n.d.).	 Further,	 in	 the	 international	 market,	 Swedish	 furniture	

companies	 are	 strong	 competitors,	 and	 export	 has	 increased	 significantly.	 During	 2018,	

furniture	of	a	value	of	24	billion	SEK	was	produced,	which	indicate	an	increase	of	10,6	%	

from	the	year	2014	(TMF,	2019).	
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1.2 Problem 

The	concept	of	CEM	within	the	B2C	sector	is	a	current	subject	within	marketing	and	has	

recently	 gathered	 an	 extensive	 body	 of	 research	 (Zolkiewski	 et	 al.,	 2017;	 Pandey	 &	

Mookerjee,	2018).	However,	research	regarding	the	subject	customer	experience	in	the	B2B	

sector	has	so	far	been	limited	(Michaels,	2018,	Sep	21;	Zolkiewski	et	al.,	2017).	However,	

CEM	 in	B2B	has	 arisen	 as	 an	 interesting	 subject	 for	both	 researchers	 and	managers.	By	

implementing	 a	 customer	 experience	 strategy,	 organisations	 can	 offer	 additional	 value	

beyond	merely	their	product	or	service	(Pine,	2015).		

	

CEM	 is	 a	 diffuse	 subject	 with	 multiple	 interpretations	 about	 which	 components	 of	 the	

organisation	 it	 includes,	 and	 therefore,	 leaves	 a	 gap	 in	 the	 research	 that	 require	

enlightenment	and	understanding	(Grønholdt	et	al.,	2015).	B2B	companies	are	beginning	to	

understand	the	value	of	creating	a	satisfactory	customer	experience	in	order	to	remain	as	a	

competitor	in	the	marketplace.	CEM	can	help	organisations	to	achieve	differentiation,	which	

is	the	newest	extension	of	competitive	differentiation	through	relationships.	Competitive	

differentiation	has	a	positive	impact	on	market	performance	and	subsequently	on	financial	

performance.	Therefore,	CEM	within	B2B	companies	deserves	to	be	studied	further	in	order	

to	 create	 a	 deeper	 understanding	 of	 how	 and	 why	 B2B	 companies	 work	 with	 CEM	 in	

practice	(Pine,	2015;	Grønholdt	et	al.,	2015;	Pine	&	Gilmore,	1998).	Additionally,	the	OSIS	

sector	offers	products	with	both	rational	and	emotional	value,	which	is	why	it	is	a	sector	

that	is	interesting	to	study	in	regard	to	CEM	in	B2B.	

	

1.3 Purpose  

In	 order	 to	 gain	 further	 insight	 regarding	 the	 subject	 CEM	 within	 the	 B2B	 sector,	 this	

exploratory	study	will	examine	the	implementation	of	CEM	among	practitioners	within	the	

industry	sector	Office	Space	Interior	Solutions	(OSIS).	The	companies	included	in	this	thesis	

are	located	in	the	regions	of	Småland	and	Västra	Götaland	in	Sweden.	The	research	aims	to	

answer	the	following	research	question:	

						
RQ:	How	do	Swedish	OSIS	companies	implement	customer	experience	management	as	a	

potential	competitive	advantage?	
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1.4 Delimitations 

The	 Swedish	 OSIS	 companies	 participating	 in	 this	 study	 are	 located	 in	 the	 regions	 of	

Småland	and	Västra	Götaland.	As	mentioned	previously,	the	geographical	area	of	this	study	

is	commonly	known	as	the	“Furniture	Realm”	in	Sweden	(Bernstein,	n.d.),	which	is	a	reason	

for	the	selection	of	companies	participating	in	the	study.		
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2 Literature Review 

	
The	 following	 chapter	 will	 examine	 existing	 literature	 relevant	 to	 the	 topic.	 Firstly,	 the	
development	 of	 Experiential	Marketing	will	 be	 covered,	 followed	by	 defining	 the	Customer	
Experience	and	the	introduction	of	connected	topics.	Secondly,	Customer	Experience	in	B2B	
will	be	presented	and	cover	the	topics	of	Buying	Process,	Marketing	and	CEM	in	B2B.	Lastly,	a	
conceptual	 framework	 will	 be	 developed,	 elaborating	 on	 the	 model	 Customer	 Experience	
Management	 for	 B2B	 by	 Pandey	 and	 Mookerjee	 (2018).	
	

2.1 Experiential Marketing  

The	concept	and	practice	of	marketing	have	primarily	been	researched	and	implemented	

throughout	the	20th	century	based	on	customers	being	rational	and	merely	product-driven	

in	their	decision-making	(Schmitt,	1999).	However,	in	the	late	'90s	researchers	such	as	Pine	

and	Gilmore	 (1998)	 shifted	 their	 focus	 towards	 the	 consumers'	 emotions	 towards	 their	

experience	 with	 an	 organisation	 (Hwang	 &	 Seo,	 2016;	 Verhoef	 et	 al.,	 2009).	 Pine	 and	

Gilmore	(1998)	present	experiences	as	the	next	stage	in	the	progression	of	economic	value.	

The	 progression	 of	 economic	 value	 displays	 how	 companies	 have	 developed	 their	

economical	offerings	from	commodities,	to	products,	and	later	services,	to	stay	competitive.	

The	latest	stage,	the	experience,	occurs	when	organisations	engage	with	the	customer	in	a	

personal	 and	 memorable	 way.	 In	 the	 same	 spirit,	 Schmitt	 (1999)	 introduced	 the	 term	

experiential	marketing	as	a	way	for	organisations	to	evolve	with	the	world	concerning	the	

informational	 revolution	 that	 occurred	 in	 the	 turn	 of	 the	 millennium.	 Experiential	

marketing	builds	on	the	four	characteristics	of	(1)	focus	on	creating	customer	experiences,	

(2)	view	consumption	as	a	holistic	experience,	(3)	perceive	consumers	as	both	rational	and	

emotional	 decision-makers,	 as	 well	 as	 (4)	 argue	 that	 marketing	methods	 and	 tools	 are	

eclectic.	

																					

Furthermore,	 Schmitt	 (1999)	 presents	 a	 strategic	 framework	 to	 create	 and	manage	 the	

experience,	consisting	of	strategic	experiential	modules	as	of	(1)	Sense,	(2)	Feel,	(3)	Think,	

(4)	 Act,	 and	 (5)	 Relate.	 The	 first	 module,	 Sense,	 refers	 to	 the	 sensory	 experience	 that	

organisations	 are	 able	 to	 deliver	 to	 consumers	 in	 terms	of	 smell,	 taste,	 touch,	 sight	 and	

sound	 (Schmitt,	 1999).	 These	 are	 all	 factors	 of	 the	 experience	 that	 the	 organisation	 can	

control,	which	is	not	the	case	for	all	factors	involved	in	an	experience	(Schmitt,	1999;	Stein	

&	Ramaseshan,	2016).	The	second	module,	Feel,	represents	the	affective	experience,	i.e.	the	

experience	 of	 feelings	 and	 emotions.	 Organisations	 can	 use	 the	 stimulus	 to	 design	 an	
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experience	 that	 triggers	 specific	 emotions	of	 the	 customers.	The	Think	module	 refers	 to	

organisations'	efforts	to	manage	and	control	the	consumer's	cognitive	experience,	which	is	

usually	 achieved	 by	 using	 elements	 of	 surprise,	 provocation	 and	 intrigue.	 The	 fourth	

module,	 Act,	 is	 the	 efforts	 made	 by	 organisations	 to	 reach	 consumers	 based	 on	 their	

behaviour	connected	to	their	physical	experiences	and	lifestyle,	usually	achieved	by	either	

rational	arguments	or	emotional	motivation.	Finally,	the	fifth	module	Relate	is	combining	

elements	of	the	four	other	modules	to	create	a	social-identity	experience	for	the	customer.	

The	 Relate	 module	 can	 be	 connected	 to	 an	 organisation's	 branding	 efforts	 since	 the	

communication	focuses	on	self-improvement	through	consumption.	Through	branding,	an	

organisation	can	create	a	social	system,	i.e.	a	brand	community,	in	which	the	customer	can	

attach	 their	 own	 identity	 (Schmitt,	 1999).	 The	 five	 modules	 can	 be	 used	 separately	 in	

marketing	efforts.	However,	Schmitt	(1999)	recommends	combining	several,	or	even	more	

ideally	all	modules,	to	create	a	more	holistic	customer	experience.	Additionally,	Pandey	and	

Mookerjee	 (2018)	 do	 suggest	 that	 Schmitt's	 five	 modules	 represent	 the	 most	

comprehensive	dimensionalisation	of	the	conceptualisation	of	experiences.	

	

2.2 Customer Experience  

Within	the	concept	of	experiential	marketing,	the	term	customer	experience	has	been	used	

to	describe	a	memorable	engagement	between	an	organisation	and	its	customer	(Pine	&	

Gilmore,	1998;	Schmitt,	1999).	Since	then,	the	concept	has	evolved.	McLean,	Al-Nabhani	and	

Wilson	(2018)	state	that	the	customer	experience	is	the	overall	experience	of	the	customer,	

based	on	all	touchpoints	and	cues	between	the	customer	and	the	organisation.	Furthermore,	

Meyer	and	Schwager	(2007)	state	that	both	a	customer's	direct	and	indirect	contact	with	an	

organisation	will	generate	an	internal,	emotional	response	for	the	customer.	Direct	contact	

refers	 to	all	 contact	 that	 the	customer	 initiates	 themselves	with	 the	organisation	and	 its	

products	 or	 services.	 Examples	 can	be	when	 customers	 actively	 seek	 the	brand,	make	 a	

purchase	and	use	the	product	or	additional	services.	Indirect	contact	refers	to	a	contact	that	

is	not	initiated	by	the	consumer	such	as	word-of-mouth,	news	reports,	an	unplanned	contact	

with	sales	representatives	and	advertising.		

															

Furthermore,	Verhoef	et	al.	(2009)	elaborate	on	Schmitt's	five	modules	by	stating	that	"the	

customer	experience	construct	is	holistic	in	nature	and	involves	the	customer's	cognitive,	

affective,	emotional,	social	and	physical	responses	to	the	retailer"	(p.32).	The	authors	state	

that	the	customer	experience	encompasses	elements	controllable	by	the	organisation,	such	
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as	product	assortment,	servicescape	and	price.	However,	there	are	also	elements	that	are	

out	of	the	organisation's	control,	such	as	the	influence	of	other	consumers	(Verhoef	et	al.,	

2009).	One	factor	that	impacts	the	presence	of	uncontrollable	elements	is	that	the	customer	

experience	is	a	co-creation	between	the	organisation	and	all	other	actors	involved	in	the	

process.	These	can	be	employees,	customers,	other	consumers,	critics	and	 influencers	 to	

mention	a	few.	Together,	all	the	actors	co-create	the	value	of	the	experience,	as	well	as	play	

a	role	in	each	individual's	perception	and	interpretation	of	the	experience	that	they	are	a	

part	 of	 (Kim	 &	 Choi,	 2013;	 Ponsignon,	 Durrieu	 &	 Bouzdine-Chameeva,	 2017;	 Lemon	 &	

Verhoef,	2016;	Zolkiewski	et	al.,	2017).	Additionally,	the	customer	experience	occurs	during	

all	stages	of	the	purchasing	decision-making	process	(Grønholdt	et	al.,	2015;	McLean	et	al.,	

2018;	Meyer	&	Schwager,	2007;	Ponsignon	et	al.,	2017).	

	

2.3 Customer Experience Management  

Delivering	successful	customer	experiences	can	be	of	great	financial	value	for	companies,	

due	to	its	positive	impact	on	both	market	performance	and	financial	performance.	Market	

performance	includes	factors	such	as	company	image,	customer	retention,	attracting	new	

customers,	perceived	product	quality,	service	quality,	customer	satisfaction	and	customer	

loyalty.	Financial	performance	 includes	return	on	 investment,	market	share,	gross	profit	

and	turnover	(Grønholdt	et	al.,	2015;	Kim	&	Choi,	2013).	CEM	has	been	suggested	to	be	the	

solution	 for	 meeting	 current	 market	 challenges	 brought	 by	 digitalisation,	 increased	

competition	and	empowered	customers	(Homburg,	Jozić	&	Kuehnl,	2017).	Homburg	et	al.	

(2017)	 define	 CEM	 as	 “the	 cultural	 mindsets	 towards	 customer	 experience,	 strategic	

directions	 for	 designing	 customer	 experiences,	 and	 firm	 capabilities	 for	 continually	

renewing	 customer	 experiences,	 with	 the	 goal	 of	 achieving	 and	 sustaining	 long-term	

customer	loyalty”	(p.	384).			

	

Furthermore,	Grønholdt	et	al.	(2015)	acknowledge	previous	research,	which	concludes	that	

customer	experiences	consist	of	both	emotional	and	rational	aspects.	The	emotional	aspect	

of	the	customer	experience	is	of	particular	importance	due	to	its	affective,	subjective	part	of	

the	experience	that	differentiates	the	product	or	service	offered.	It	is	especially	true	in	cases	

where	the	functional	value	of	the	product	is	difficult	to	measure.	

																					

Organisations	need	to	manage	different	journeys	and	touchpoints,	and	this	can	be	achieved	

through	experience	design.	The	experience	design	consists	of	the	tangible	and	intangible	
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characteristics	 of	 the	 experience	 that	 partly	 can	 be	 controlled	 by	 CEM	which	 is	 (1)	 the	

customer	 journey	 as	 a	 whole,	 (2)	 touchpoints,	 (3)	 physical	 environment	 and	 (4)	 social	

environment.	It	is	especially	crucial	for	the	experience	design	to	foster	relationship	building	

to	create	an	engaging	experience	for	the	customer.	Further,	the	physical	environment,	also	

called	 the	 servicescape,	 is	 of	 great	 importance	 for	 stimulating	 the	 emotions	 needed	 to	

manage	the	co-creation	of	the	experience	between	different	actors	(Ponsignon	et	al.,	2017).	

Additionally,	 the	 sensorial,	 affective,	 cognitive,	 relational	 and	 behavioural	 response	 is	

impacted	 throughout	 the	pre-purchase,	 purchase	 and	post-purchase	 stage	of	 the	buying	

process	(Ieva	&	Ziliani,	2018).	

2.3.1 Customer Journey and Touchpoints 

As	earlier	mentioned	regarding	customer	experience,	it	can	be	considered	to	consist	of	the	

interactions,	 or	 frequently	 referred	 to	 as	 the	 touchpoints,	 the	 customer	 have	 with	 the	

company	 (Meyer	&	Schwager,	2007;	Bolton,	McColl-Kennedy,	Cheung,	Gallan,	Orsingher,	

Witell,	&	Zaki,	2018;	McLean	et	al.,	2018;	Zolkiewski	et	al.,	2017;	Lemon	&	Verhoef,	2016).	

Building	upon	this,	Bolton	et	al.	(2018)	and	Homburg	et	al.	(2017)	claim	that	the	customer	

interprets	 the	 company	 and	 creates	 an	 emotional	 connection	 towards	 its	 brand	 and	

offerings	from	these	touchpoints.	The	interactions	can	consist	of	both	direct	and	indirect	

contact	 with	 the	 company	 through	 different	 types	 of	 channels	 and	 media	 (Meyer	 &	

Schwager,	2007;	Zolkiewski	et	al.,	2017;	Lemon	&	Verhoef,	2016).	All	these	touchpoints	are	

compiled	to	an	overall	experience	for	the	customer	called	the	customer	journey	(Homburg	

et	 al.,	 2017;	 Norton	 &	 Pine,	 2013;	 Lemon	 &	 Verhoef,	 2016).	 Norton	 and	 Pine	 (2013)	

elaborate	on	this	 further	by	arguing	that	a	company	strategically	can	plan	its	customers’	

journeys	through	the	touchpoints.	

2.3.2 Physical Environment and Social Environment 

The	 servicescape	 consists	 of	 all	 the	 physical	 surroundings	 of	 a	 service	 that	 affect	 the	

external	behaviours	and	internal	responses	of	employees	as	well	as	customers,	which	could	

be	aspects	such	as	interior	and	exterior	design,	noise	and	ambience	(Nilsson	&	Ballantyne,	

2014;	Reimer	&	Kuehn,	2005).	Being	able	to	affect	the	intangible	clues	in	the	surroundings	

of	services	has	been	considered	to	influence	the	quality	perception	of	the	service	provided	

(Reimer	&	Kuehn,	2005).	Further,	whether	or	not	a	customer	decides	to	go	through	with	a	

transaction	and	the	attitudes	towards	the	brand,	which	can	be	both	negative	and	positive,	

is	 also	 affected	 by	 the	 servicescape	 (Nilsson	 &	 Ballantyne,	 2014).	 Additionally,	 the	

servicescape	 will	 impact	 the	 behaviour	 of	 the	 customer.	 The	 response	 can	 be	 either	
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approach,	indicating	a	willingness	to	buy	or	return	to	the	store,	or	avoidance,	stating	that	

the	customer	did	not	appreciate	the	service	(Bitner,	1992).	

	

	Other	than	the	servicescape,	the	social	 interactions	surrounding	the	experience	is	also	a	

part	of	 the	 service	environment.	The	 social	 interactions	 involve	both	 the	 customers	and	

employees,	but	also	the	interactions	among	customers	(Ponsignon	et	al.,	2017).	According	

to	Zomerdijk	and	Voss	(2010),	employees	that	are	encouraged	to	engage	with	customers	on	

an	 emotional	 and	 personal	 level	 will	 create	 value	 for	 the	 customer	 through	 social	

interactions.		

	

Further,	customer	satisfaction,	loyalty	and	positive	word	of	mouth	are	likely	to	occur	when	

an	 employee	 moves	 away	 from	 a	 simple	 transactional	 exchange	 of	 information	 to	 an	

authentic	 relationship	 (Zomerdijk	 &	 Voss,	 2010).	 It	 is	 not	 only	 the	 employee-customer	

relationship	that	will	affect	the	quality	of	the	experience,	but	also	the	interaction	between	

customers.	Through	co-production,	engagement	and	personalisation,	customers	participate	

and	co-create	their	experience	(Minkiewicz,	Evans	&	Bridson,	2014).	

	

2.4 Experience Value  

While	designing	the	customer	experience,	it	is	essential	to	take	the	value	the	customer	will	

perceive	to	gain	from	the	experience	into	consideration	(Pandey	&	Mookerjee,	2018).	The	

value	 of	 the	 experience	 is	 not	 solely	 based	 on	 the	 product	 itself,	 but	 what	 the	 entire	

experience	will	aid	the	individual	customer	to	achieve	(Kotler,	2017;	Pandey	&	Mookerjee,	

2018).	 Therefore,	 the	 experience	 value	 can	 be	 defined	 as	 the	 customer's	 objective	

experience	 and	 subjective	 perception	 of	 the	 consumption	 and	 its	 rewards,	 which	 are	

realised	throughout	all	the	interactions	with	the	company	(Lin,	2010).	The	importance	of	

providing	 additional	 value	 to	 the	 customer	has	 emerged	 in	 line	with	 the	 progression	 of	

economic	 value	 (Pine	 &	 Gilmore,	 1998;	 Amoah,	 Radder	 &	 Van	 Eyk,	 2016).	 As	 with	 the	

customer	experience,	the	experience	value	is	a	co-creation	between	the	company,	customer	

and	other	stakeholders	involved	in	both	the	buying	process	and	consumption	of	the	product	

or	service	(Amoah	et	al.,	2016).	Further,	Kotler	(2017)	argues	 that	providing	experience	

value	beyond	the	product	throughout	the	entire	customer	journey	across	all	touchpoints	is	

essential	for	companies	within	the	B2B	industry.	A	positive	experience	value	can	influence	

the	satisfaction	and	the	behavioural	 intentions	of	 the	customer,	such	as	returning	 to	 the	

company	and	spreading	positive	word-of-mouth	(Amoah	et	al.,	2016).		
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Experience	value	can	consist	of	multiple	types	of	value	constructs	and	definitions,	which	

varies	among	researchers	 (Smith	&	Colgate,	2007).	 	Pandey	and	Mookerjee	 (2018)	have	

implemented	strengths	and	weaknesses	from	various	research	in	the	Customer	Experience	

Management	for	B2B	model	where	the	authors	have	chosen	to	label	the	experience	values	

as	(1)	cost	value,	(2)	functional	value,	(3)	emotional	value,	and	(4)	symbolic	value.	However,	

the	Customer	Experience	Management	for	B2B	model	is	heavily	influenced	by	Smith	and	

Colgate’s	(2007)	generic	framework	for	experience	value	creation.	The	authors	argue	that	

the	 framework	 can	 aid	 in	 creating	 differential	 competitive	 marketing	 strategies	 that	

successfully	position	the	company	towards	their	consumer.	The	framework	consists	of	four	

different	 aspects	 of	 value;	 (1)	 cost/sacrifice,	 (2)	 functional/instrumental,	 (3)	

experiential/hedonic,	and	(4)	symbolic/expressive	value.		

	

2.4.1 Cost/Sacrifice Value 

The	concept	of	cost/sacrifice	value	concerns	the	economic	value	of	the	product	and	refers	

to	minimising	economic	costs	such	as	product	price,	operating	costs	and	switching	costs.	

Further,	it	could	also	refer	to	convenience	and	minimising	psychological	or	relational	costs.	

Psychological–relational	 costs	 include	 cognitive	 difficulty,	 conflict,	 search	 costs,	 learning	

costs,	psychological	switching	costs,	and	psychological	relationship	costs.	Finally,	reducing	

the	risk	surrounding	a	purchase,	such	as	personal-,	operational-,	financial-,	or	strategic	risk,	

which	are	perceived	by	a	customer	in	buying,	owning,	and	using	a	product,	through	the	use	

of	guarantees	and	flexible	return	policies,	are	also	factors	impacting	the	cost/sacrifice	value	

(Smith	&	Colgate,	2007).	

	

2.4.2 Functional/Instrumental Value 

The	 functional/instrumental	 value	 firstly	 concerns	 appropriate	 performance	 and	

appropriate	 outcomes	 or	 consequences.	 Appropriate	 performance	 refers	 to	 the	 value	

created	 by	 reliability,	 performance	 quality	 or	 service-support	 outcomes.	 Regarding	

appropriate	 outcomes	 or	 consequences,	 value	 is	 created	 by	 considering	 strategic	 value,	

effectiveness,	and	operational-	as	well	as	environmental	benefits.	Finally,	aesthetics,	quality,	

customisation,	 and	 creativity	 also	 represent	 the	 functional/instrumental	 value,	 which	

concerns	correct,	accurate	or	appropriate	features,	functions,	attributes	or	characteristics	

(Smith	&	Colgate,	2007).	
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2.4.3 Experiential/Hedonic Value 

The	experiential/hedonic	value	is	related	to	the	emotional	reaction	of	the	customer	towards	

the	experience	and	can	be	 labelled	 into	 four	categories.	The	sensory	experience	value	 is	

provided	through	the	servicescape	such	as	aesthetics,	ambience	and	physical	environment.	

Further,	 social-relational	 values	 are	 building	 on	 connections,	 personal	 interactions	 and	

trustworthiness.	Companies	can	also	provide	emotional	value	such	as	enjoyment,	humour	

or	adventure	through	the	experience.	The	final	experiential/hedonic	value	is	the	epistemic	

value,	which	is	present	for	experiences	focusing	on	knowledge,	fantasy	or	curiosity	(Smith	

&	Colgate,	2007).	

	

2.4.4 Symbolic/Expressive Value 

The	 symbolic/expressive	 value	 focuses	 on	 the	 psychological	meaning	 of	 the	 customer's	

association	with	the	experience.	It	can	both	concern	the	individual	self-expression	towards	

herself	as	well	as	outward	towards	others.	The	symbolic/expressive	value	can	be	expressed	

both	by	owning	a	product	or	by	gifting	it	to	someone.	The	perception	of	the	value	can	be	

influenced	by	individual	meanings	or	conditional	meanings	such	as	culture,	social-identity	

or	status	(Smith	&	Colgate,	2007).			

	

2.5 Customer Experience in B2B 

2.5.1 Buying Process in B2B 

For	a	long	period	of	time,	the	buyer	decision	process	in	the	B2B	sector	has	been	seen	as	

highly	 rational	 in	 contradistinction	 from	 the	buyer	decision-making	process	within	B2C,	

despite	the	fact	that	both	involve	people's	interactions	and	influences	(Kemp	et	al.,	2018;	

Pandey	&	Mookerjee,	 2018;	 Zolkiewski	 et	 al.,	 2017).	 B2B	 buyers	 have	 in	 the	 past	 been	

considered	to	make	decisions	based	on	cognitive,	rational	and	objective	thinking	with	profit	

as	 the	 only	 assessment	 criteria.	 The	 B2B	 buying	 process	 often	 involves	 multiple	

stakeholders,	a	lengthy	negotiation	process,	as	well	as	large	purchase	orders	at	high	costs	

(Kemp	et	al.,	2018;	Pandey	&	Mookerjee,	2018).	
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2.5.1.1 Behavioural Influences in B2B 

Webster	 and	Wind	 (1972)	 have	 researched	 the	 B2B	 buying	 process	 from	 the	 view	 that	

organisational	buyers	 can	act	upon	both	personal	 and	organisational	 goals.	The	authors	

argue	 that	 B2B	 buying	 behaviour	 involves	 four	 different	 variables:	 (1)	 environmental	

influences,	(2)	organisational	influences,	(3)	social	influences,	and	(4)	individual	influences.	

Each	of	these	variables	can	further	be	divided	into	either	non-task	related	or	task	related	

motives.	Task	related	refers	to	all	motives	directly	connected	to	the	buying	problem	and	are	

of	 a	more	 rational	 and	 cognitive	 nature.	 Non-task	 related	 refers	 to	motives	 beyond	 the	

buying	problem	and	which	have	a	more	emotional	and	personal	nature	(Webster	&	Wind,	

1972;	Pandey	&	Mookerjee,	 2018).	 Environmental	 influences	 are	 a	broad	 spectrum	 that	

includes	marketing	 activities,	 culture,	 economics,	 as	well	 as	 competitors	 on	 the	market.	

Organisational	influences	refer	to	the	organisational	goals	that	guide	the	buyer,	for	example,	

budget	 limitations	 and	 technologies,	 and	 are	 in	majority	 task	 related	motives.	However,	

organisations	do	in	the	end	consist	of	people,	and	their	influence	on	the	organisational	goals	

can	be	considered	as	a	non-task	related	motive.	Social	influences	revolve	around	the	buying	

centre	and	the	actors	that	are	involved	in	the	buying	process.	The	many	roles	of	actors	that	

are	involved	in	the	process	need	to	be	acknowledged	since	each	actor	brings	its	subjective	

expectations	and	emotions	to	the	buying	process	(Webster	&	Wind,	1972;	Zolkiewski	et	al.,	

2017).	It	is	the	individual	influences	that	are	the	core	of	the	buying	decision-making	process	

since	it	always	comes	down	to	the	individual	as	a	decision-maker.	Therefore,	the	marketing	

efforts	of	a	B2B	company	should	be	directed	towards	the	individual,	not	the	organisation.	

Individual	 influences	 can	 be	 the	 result	 of	 the	 actor’s	 perceived	 role	 set,	 psychological	

characteristics,	motivation	and	emotional	responses	(Webster	&	Wind,	1972).	Finally,	it	is	

argued	by	Webster	and	Wind	(1972),	that	all	four	variables	that	influence	the	B2B	buying	

process	are	essential	for	companies	to	take	into	consideration	when	forming	their	selling-	

and	 marketing	 strategies.	 However,	 in	 order	 to	 affect	 the	 purchasing	 behaviour,	 an	

understanding	regarding	the	individual	influences	needs	to	be	established.	

	
2.5.1.2 Individual Decision Modes in B2B 

The	role	of	emotional	influences	has	recently	gained	more	attention	by	researchers	(Pandey	

&	Mookerjee,	2018;	Kaufmann,	Wagner	&	Carter,	2017;	Kemp	et	al.,	2018;	Zolkiewski	et	al.,	

2017).	Kaufmann	et	al.	(2017)	argue	that	organisational	buying	involves	individual	decision	

modes	 that	 can	 be	 compartmentalised	 into	 three	 variables:	 (1)	 rational	 processing,	 (2)	

emotional	processing,	and	(3)	experience-based	processing.	Rational	processing	refers	to	

the	process	of	collecting,	analysing	and	evaluating	information	by	using	a	set	of	criteria	to	
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make	a	rational	decision.	However,	due	to	the	increasing	complexity	in	the	buyer	decision	

process,	the	rational	processing	can	become	too	complex	and	lengthy	for	the	buyer,	which	

is	why	emotional	and	experience-based	processing	has	become	a	more	common	influence	

on	the	purchasing	decision.	Emotional	processing	refers	to	the	intuitive	feeling	towards	the	

supplier,	while	experience-based	processing	uses	past	experience	to	evaluate	the	present	

experience.	Combined,	emotional	and	experience-based	processing	are	beneficiary	in	the	

decision-making	since	it	constitutes	subjective	processing	that	allows	the	buyer	to	simplify	

the	process	and	make	a	quicker	decision.	Further,	there	are	indications	that	service-based	

situations	 and	 events	 are	 essential	 for	 influencing	 emotional	 processing	 (Pandey	 &	

Mookerjee,	2018).	Additionally,	B2B	companies	can	shift	from	having	a	transaction-based	

approach	to	focus	on	relationships	to	establish	co-creation	of	value	and	influence	the	buying	

decision	(Pandey	&	Mookerjee,	2018;	Rajala	&	Tidström,	2017).	

	
2.5.1.3 Evolution of Traditional Buying Process 

Traditionally,	the	buyer	decision	process	is	perceived	as	a	linear	set	of	events	consisting	of	

(1)	 identification	 of	 need,	 (2)	 establishment	 of	 specifications,	 (3)	 identification	 of	

alternatives,	(4)	evaluation	of	alternatives	and	(5)	selection	of	suppliers	(Webster	&	Wind,	

1972).	 Further,	 several	 researchers	 within	 the	 area	 also	 include	 a	 post-purchase	 stage	

where	 the	 buyer	 evaluates	 the	 purchase	 decision	 based	 on	 the	 experience	 and	 overall	

satisfaction	with	 the	purchase	 (Wind	&	Thomas,	1980).	More	recently,	 researchers	have	

acknowledged	 the	 multilevel	 complexity	 of	 organisational	 buying,	 which	 further	

emphasises	 the	non-task	related	 influences	 that	occur	during	 the	different	phases	of	 the	

process	(Rajala	&	Tidström,	2017).	For	example,	Aarikka-Stenroos	and	Makkonen	(2014)	

present	an	organisational	buying	process	based	upon	experience-based	information.	The	

study	shows	that	the	referrals,	reputation	and	other	word-of-mouth	marketing	(1)	evoke	a	

need	 recognition	 for	 the	 buyer,	 (2)	 provide	 the	 information	 needed	 for	 continuing	 the	

process,	(3)	define	the	need,	(4)	narrow	down	the	group	of	alternatives,	(5)	evaluate	the	

suppliers,	 and	 (6)	 build	 confidence	 in	 the	 supplier’s	 capability	 leading	 to	 a	 purchasing	

decision.	Rajala	and	Tidström	(2017)	argue	that	 the	complexity	of	organisational	buying	

depends	on	the	interrelated	activities	occurring	on	multiple	levels,	such	as	organisational,	

relational,	individual	and	industry	level.	
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2.5.2 Marketing in B2B 

Kaufmann	et	al.	(2017)	argue	that	due	to	the	increased	complexity	of	the	buyer	decision	

process	 as	 well	 as	 the	 increased	 visibility	 through	 the	 digitalisation	 of	 increased	

competition,	 buyers	 can	 use	 emotional	 and	 experience-based	 processing	 as	 a	 primary	

determinant	 in	 the	 buyer	 decision	 process	 to	 establish	 which	 companies	 are	 worth	

evaluating.	B2B	companies	 can,	 therefore,	 according	 to	Aarikka-Stenroos	and	Makkonen	

(2014),	utilise	experience-based	information	such	as	references,	referrals	and	reputation	

through	 word-of-mouth	 marketing	 to	 attract	 customers,	 especially	 in	 buying	 situations	

where	there	are	intangible	aspects	of	the	product	that	are	difficult	to	value.	Word-of-mouth	

(WOM)	 encompasses	 the	 transaction	 of	 reviews	 of	 products	 and	 services	 between	

consumers	 (Lim	 &	 Chung,	 2014).	 The	 WOM	 is	 performed	 informally,	 without	 any	

connection	to	the	marketers	of	the	companies	involved.	WOM	is	said	to	be	advantageous	for	

companies	to	use	as	a	marketing	tool	(Lim	&	Chung,	2014;	Haenlein	&	Libai,	2017).	 It	 is	

partially	due	to	the	beneficially	low	marketing	cost	(Haenlein	&	Libai,	2017),	but	also	for	

influencing	the	consumers	towards	attitudes	and	behaviours	(Lim	&	Chung,	2014).	Haenlein	

and	 Libai	 (2017)	 also	 argue	 that	 the	 retention	 rate	 increases	 for	 customers	 who	 were	

encountered	through	WOM.		

																					

WOM	have	been	shown	to	be	highly	valued	by	buyers,	due	to	the	information	one	can	gain	

from	other	people’s	experiences	(Aarikka-Stenroos	&	Makkonen,	2014).	WOM	can	influence	

potential	 buyers	 to	 identify	 a	 need,	widen	 the	 range	of	 information	 as	well	 as	where	 to	

receive	 the	 information.	Further,	 this	can	be	utilised	 for	narrowing	down	the	number	of	

alternative	suppliers	and	propositions.	Finally,	a	decision	can	be	made	about	which	supplier	

to	choose,	where	the	buyer	is	perfectly	aware	of	the	surrounding	elements	of	this	chosen	

candidate,	 such	 as	 expertise	 and	 eventual	 problems	 that	might	 occur	 further	 on.	 These	

sources	of	information	are	also	evident	in	the	buying	process,	in	line	with	the	experience-

based	inputs	(Kaufmann	et	al.	2017;	Aarikka-Stenroos	&	Makkonen,	2014).	

																					

Following	 onto	 this,	 Sarmento,	 Simões	 and	 Farhangmehr	 (2014)	 see	 the	 process	 of	

experiences	in	the	customer	journey	mainly	from	the	relationship	perspective.	The	authors	

claim	that	this	process	is	of	high	relevance	in	B2B	since	it	is	where	the	companies	develop	

their	buyer-seller	relationship	with	each	other,	oftentimes	long-lasting	and	consistent.	The	

importance	 of	 these	 relationships	 is	 emphasised	 further	 for	 the	 economic	 trade-off	 the	

social	aspect	of	the	relationship	might	engender.	
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2.5.3 Customer Experience Management in B2B 

The	customer	experience	in	B2B	lacks	in	research,	despite	the	importance	of	interpersonal	

interactions	and	continuous	relationships	within	the	sector.	Firstly,	the	buying	centre	of	the	

customer	 often	 consists	 of	 multiple	 individuals	 with	 different	 roles	 that	 all	 bring	 their	

subjective	expectations	and	individual	influences	in	the	buying	decision	(Zolkiewski	et	al.,	

2017;	Webster	&	Wind,	1972).	Further,	the	customer’s	additional	employees,	that	are	not	

part	of	the	buying	centre	are	also	receivers	of	the	customer	experience.	Additionally,	the	

customers’	customers,	as	the	end-	users,	do	take	part	in	the	experience	as	well.	It	is	essential	

for	the	company	to	take	all	these	different	actors’	journeys	into	account	when	creating	the	

customer	 experience	 since	 each	 actor	 herself	 is	 an	 integral	 part	 of	 the	 co-creation	 of	 a	

holistic	 experience	 through	 all	 touchpoints	 with	 the	 company	 (Zolkiewski	 et	 al.	 2017;	

Homburg	et	al.,	2017).	

																					

Pandey	 and	Mookerjee	 (2018)	 argue	 that	 emotions	 are	 a	 significant	 factor	 to	 take	 into	

consideration	 regarding	 customer	 behaviour	 as	 well	 as	 for	 the	 customer	 experience.	

Further,	 the	 authors	 propose	 a	 relationship	 between	 the	 customer’s	 perception	 of	 the	

customer	experience	and	the	experimental	value	of	the	product	offered,	which	influences	

the	 purchasing	 intention.	 Additionally,	 the	 authors	 propose	 a	 model	 illustrating	 the	

customer	experience	in	B2B	and	its	relation	to	the	purchase	intent.	The	model	shows	the	

customer	experience	as	a	holistic	experience	that	consists	of	both	cognitive	and	affective	

influences.	 The	 cognitive	 influences	 are	 defined	 as	 physical	 elements	 such	 as	 features,	

quality	 and	 price.	 The	 affective	 influences	 include	 the	 factors	 stimulating	 an	 emotional	

response	from	the	customer	towards	the	company	and	its	offerings.		

	

Further,	Pandey	and	Mookerjee	(2018)	present	the	five	variables	(1)	sensory,	(2)	emotional,	

(3)	 behavioural,	 (4)	 intellectual	 and	 (5)	 relational	 by	which	 the	 customer	 evaluates	 the	

customer	experience	that	impacts	the	purchasing	intent.	The	five	modules	are	based	upon	

the	research	made	by	Schmitt’s	(1999)	experiential	marketing	module	sense,	feel,	think,	act	

and	relate.	Additionally,	Webster	and	Wind’s	(1972)	research	regarding	non-task	related	

motives	and	task	related	motives	in	the	buyer	decision	process	are	also	implemented	in	the	

model.	Verhoef	et	al.	(2009)	have	also	influenced	the	model	with	their	work	regarding	the	

relational	dimension	(Pandey	&	Mookerjee,	2018).	
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2.6 Conceptual Framework 

The	following	section	will	build	upon	the	Customer	Experience	for	B2B	model	presented	by	

Pandey	 and	 Mookerjee	 (2018)	 with	 further	 research	 supporting	 this	 relatively	 new	

developed	model.	This	conceptual	framework	aims	to	provide	deeper	insights	within	CEM	

in	 B2B.	 The	 conceptual	 framework	 will	 consist	 of	 the	 five	 variables	 within	 customer	

experience,	(1)	Sensory,	(2)	Intellectual,	(3)	Emotional,	(4)	Behavioural,	and	(5)	Relational,	

by	which	the	customer	evaluates	the	experience.	Subsequently,	the	variables	will	influence	

the	 customer	 in	 assigning	 one	 or	 more	 experience	 values	 such	 as	 (1)	 Cost	 Value,	 (2)	

Emotional	Value,	(3)	Symbolic	Value,	and	(4)	Functional	Value.	

2.6.1 Customer Experience Dimensions 

2.6.1.1 Sensory Dimension 

The	importance	of	the	sensorial	experience	was	early	presented	by	Schmitt	(1999)	in	his	

strategic	experiential	modules.	The	Sense	module	represents	the	way	consumers	can	utilize	

the	 servicescape	 in	 terms	 of	 smell,	 taste,	 touch,	 sight	 and	 sound.	 These	 sensorial	 tools	

should	be	present	throughout	all	touchpoints	the	customer	have	with	a	company	(Ieva	&	

Ziliani,	2018).	Both	the	intangible	and	tangible	aspects	of	the	servicescape	will	impact	the	

external	 as	well	 as	 internal	 responses	of	 the	 actors	 in	 the	 experience	 (Reimer	&	Kuehn,	

2005;	Nilsson	&	Ballantyne,	2014;	Ponsignon	et	al.,	2017).	The	individuals	can	also	interpret	

the	sensorial	variable	through	experience-based	processing	where	the	current	experience	

is	evaluated	with	the	help	of	past	experiences	(Kaufmann	et	al.,	2017;	Aarikka-Stenroos	&	

Makkonen,	2014).	For	example,	 a	 furniture	 company	 that	 is	well	known	 for	a	particular	

classic	design	might	use	 it	 in	 their	marketing	efforts,	placed	 in	 their	meeting	rooms	and	

offices,	to	make	sure	that	the	customer	can	recognize	the	brand	through	experience-based	

processing.	

2.6.1.2 Emotional Dimension 

Schmitt	 (1999)	 argued	 that	 experiential	 marketing	 is	 distinguished	 from	 traditional	

marketing	in	such	that	the	customers	are	considered	both	rational	and	emotional	decision	

makers,	 and	 not	 only	 rational.	 Further,	 Schmitt	 (1999)	 includes	 the	 role	 of	 affective	

experience	in	the	strategic	experiential	model	Feel.	The	fact	that	customers	develop	feelings	

and	emotions	towards	a	brand	and	organisation	through	experiences	is	evident	in	previous	

research	 (Schmitt,	 1999;	 Verhoef,	 2009;	 Meyer	 &	 Schwager,	 2007).	 Further,	 emotions	

influence	 the	 customer	 through	 every	 touchpoint	 in	 the	 journey,	 which	 in	 the	 end	 can	
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impact	the	attitude	towards	a	brand	(Ieva	&	Ziliani,	2018;	Verhoef,	2009;	Bolton	et	al.,	2018;	

Homburg	 et	 al.,	 2017).	 The	 emotional	 processing	 is	 further	 evident	 in	 the	 B2B	 buying	

processes	indicating	the	importance	of	considering	feelings	in	the	B2B	industry	(Kaufmann	

et	 al.,	 2017;	 Aarikka-Stenroos	 &	 Makkonen,	 2014).	 For	 example,	 by	 ensuring	 that	 the	

customer	receives	a	welcoming	and	relaxed	impression	of	the	company	through	the	entire	

process,	 the	 customer	 is	 encouraged	 to	 establish	 an	 emotional	 bond	 and	 sense	 of	 trust	

towards	the	company	and	its	offerings.	

2.6.1.3 Behavioural Dimension 

An	additional	strategic	experience	module	presented	by	Schmitt	(1999)	is	the	Act	module	

which	 encourages	 companies	 to	 impact	 the	 customer’s	 behaviour	 through	 emotional	

motivation	or	rational	arguments.	Further,	the	physical	response	to	a	company	is	part	of	the	

experience	 provided	 to	 the	 customer	 as	 well	 as	 through	 the	 customer	 journey	 and	

touchpoints	(Verhoef	et	al.,	2009;	Ieva	&	Ziliani,	2018).	Lim	&	Chung	(2014)	state	that	WOM	

can	 impact	 an	 individual’s	 behaviour	 in	 and	 towards	 an	 experience.	 Additionally,	 the	

servicescape	surrounding	the	experience	will	impact	the	customer’s	behaviour	towards	the	

organisation	(Bitner,	1992).	For	example,	the	office	environment	can	influence	the	way	the	

customer	is	behaving	at	a	sales	meeting.	If	the	office	environment	is	designed	to	give	a	warm	

and	welcoming	 impression,	 it	 can	 impact	 the	 customer	 to	 feel	 comfortable	 and	 open	 to	

establish	a	relationship.	

	
2.6.1.4 Intellectual Dimension 

The	 intellectual	 variable	 represents	 the	 cognitive	 decision-making	 in	 the	 experience	

(Verhoef,	2009;	Grønholdt	et	al.,	2015).	The	task	related	motives	presented	by	Webster	and	

Wind	(1972)	are	motives	directly	connected	to	the	buying	problem	and	based	in	rational	

goals.	Primarily,	the	organisational	influences	of	the	B2B	buying	behaviour	consist	of	the	

task	related	motives.	Ieva	and	Ziliani	(2018)	support	this	by	stating	that	cognitive	responses	

are	 evident	 throughout	 the	 entire	 buying	 process.	 Additionally,	 Kaufmann	 et	 al.	 (2017)	

argue	that	the	buying	process	in	B2B	is	influenced	by	rational	processing	in	such	that	the	

buyer	will	use	rational	criteria,	such	as	price	and	lead	times,	to	make	a	purchasing	decision.	

An	example	of	an	intellectual	experience	is	when	a	company	provides	sufficient	information	

regarding	product	and	delivery	specifications	in	such	a	way	that	the	customer	perceives	the	

company	as	being	truthful	and	reliable.	
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2.6.1.5 Relational Dimension 

The	final	module	in	Schmitt's	(1999)	strategic	experience	model	is	Relate,	which	aims	to	

create	a	social-identity	experience	towards	the	brand.	The	concept	of	creating	a	relationship	

and	social	interactions	through	the	customer's	experience	is	evident	in	a	significant	amount	

of	 previous	 research	 (Verhoef,	 2009;	 Ieva	 &	 Ziliani,	 2018;	 Zomerdijk	 &	 Voss,	 2010;	

Minkiewicz	et	al.,	2014).	It	 is	argued	by	Homburg	et	al.	(2017)	that	the	goal	of	CEM	is	to	

grow	and	sustain	long-lasting,	loyal	customers.	Additionally,	Ponsignon	et	al.	(2017)	state	

that	 by	 cultivating	 strong	 relationships,	 an	 engaging	 experience	 can	 be	 offered	 to	 the	

customers.	Rajala	and	Tidström	(2017)	state	that	relationships	in	the	B2B	sector	are	highly	

valuable.	 Further,	 Sarmento	 et	 al.	 (2014)	 argue	 that	 relationships	 are	 one	 of	 the	 most	

important	outcomes	of	the	customer	experience	in	B2B.		An	example	is	when	a	company	

invites	 its	customer	to	a	social	event	that	 is	 in	 line	with	the	customer's	company	culture	

values.	

2.6.2 Experience Values 

2.6.2.1 Cost Value 

The	cost	value	takes	into	consideration	to	minimise	the	transaction	costs	of	purchasing	the	

product	or	service.	These	can	be	purely	economic	costs	such	as	the	price	of	the	product	and	

delivery	 cost,	 but	 also	 search	 costs,	 personal	 investment	 and	 learning	 costs	 (Smith	 &	

Colgate,	2007).	For	example,	the	search	cost	can	be	minimised	for	the	customer	who	has	

had	previous	indirect	contact	with	the	company	through	WOM,	enabling	the	customer	to	

implement	experience-based	processing	in	the	purchasing	decision	(Kaufman	et	al.,	2019;	

Aarikka-Stenroos	&	Makkonen,	2014).	Further,	the	cost	value	is	often	measured	towards	

the	 organisational	 goals	 and	 appeals	 to	 the	 rational	 processing	 of	 the	 individual	 buyer	

(Webster	&	Wind,	1972;	Kaufman	et	al.,	2019).	

	
2.6.2.2 Functional Value 

The	 functional	 value	 concerns	 appropriate	performances,	 service-support	 outcomes	 and	

the	characteristics	of	the	experience	or	product	(Smith	&	Colgate,	2007).	Further,	reliability,	

performance	 quality	 and	 service-support	 outcomes	 are	 factors	 that	 can	 be	 evaluated	

through	 rational-based	 processing	 (Kaufmann	 et	 al.,	 2017;	 Smith	 &	 Colgate,	 2007).	 For	

example,	the	functional	value	of	the	experience	can	be	an	ergonomic	office	chair	that	fulfils	

the	strategic	value	of	improving	the	working	environment	for	a	customer’s	employees	and	

stimulate	the	organisational	and	environmental	influences	on	the	organisational	goal	in	the	

B2B	buying	process	(Webster	&	Wind,	1972).	
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2.6.2.3 Emotional Value 

The	emotional	value	concerns	sensory-,	emotional-,	social-relational	and	epistemic	values	

(Smith	&	Colgate,	2007).	Companies	can	offer	the	sensory	value	through	the	servicescape	

which	 also	 can	 be	 used	 to	 trigger	 an	 emotional	 response	 from	 the	 customer,	 providing	

emotional	 value	 to	 the	 experience	 (Nilsson	&	Ballantyne,	 2014;	Reimer	&	Kuehn,	 2005;	

Verhoef	et	al.,	2009;	Ponsignon	et	al.,	2017).		Relational,	personal	interaction	and	trust	can	

be	 established	 by	 offering	 social-relational	 value	 (Smith	 &	 Colgate,	 2007).	 Further,	

relationship	building	is	an	essential	factor	for	successful	customer	experience,	since	it	is	a	

co-creation	between	the	company	and	the	customer	(Pandey	&	Mookerjee,	2018;	Rajala	&	

Tidström,	2017;	Ponsignon	et	al.,	2017).	

	
2.6.2.4 Symbolic Value 

The	 symbolic	 value	 refers	 to	 what	 associations	 a	 customer	 have	 toward	 a	 product.	 It	

involves	how	customers	feel	about	themselves,	either	when	owning	the	product	or	buying	

it	for	someone	else	(Smith	&	Colgate,	2007).	According	to	Schmitt’s	(1999)	relate	module,	

customers	 can	 connect	 their	 self-identity	 with	 a	 brand	 through	 its	 brand	 community.	

Further,	 customers	 can	 transfer	 the	 symbolic	value	 towards	 their	 customers	and	can	be	

used	as	self-expression	(Smith	&	Colgate,	2007;	Zolkiewski	et	al.,	2017).	

	

 

 
Figure	1:	Customer	Experience	Management	for	B2B	model		

(Pandey	&	Mookerjee,	2018).	
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2.7 Process of Literature Review 

The	 literature	 review	 consists	 of	 information	 obtained	 from	 academic	 peer-reviewed	

published	articles.	These	articles	were	retrieved	from	Google	Scholar	and	Primo,	the	article	

search-engine	of	Jönköping	University	Library.	To	ensure	the	quality	of	the	information	that	

composes	 the	conceptual	 framework,	 considerations	were	made	when	choosing	articles.	

First,	articles	were	identified	by	searching	on	keywords	connected	to	the	purpose	of	this	

thesis.	The	following	keywords	were	used	in	the	search:	“Customer	Experience”,	“Customer	

Experience	 in	 B2B”,	 ”Customer	 Journey”,	 “B2B	 Buying	 Process”,	 “Emotional	 &	 Rational	

Decision	Making”,	‘’Perceived	value’’,	and	‘’Experience	value’’.	The	next	consideration	was	

the	number	of	citations	an	article	had.	If	an	article	had	a	significant	amount	of	citations,	the	

authors	viewed	this	as	an	indication	of	relevant	and	high-quality	findings	within	the	study,	

considering	that	other	researchers	had	 found	 it	worthy	of	citing.	Further,	 the	number	of	

citations	was	evaluated	in	correlation	to	the	publication	date	of	an	article.	Considering	that	

the	concept	of	CEM	in	B2B	is	a	recently	introduced	subject,	the	articles	covering	this	topic	

published	within	 the	 last	couple	of	years	might	 therefore	not	have	had	the	 time	to	get	a	

favourable	 amount	 of	 citations.	 To	 be	 able	 to	 ensure	 the	 quality	 of	 information	 in	 the	

recently	published	articles,	the	previous	research	outlining	the	frame	of	reference	for	the	

study	were	evaluated.		
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3 Methodology and Method 

	
The	methodology	section	of	this	chapter	will	cover	the	research	purpose,	research	paradigm,	
research	approach,	research	design	and	finally,	research	strategy.	The	method	part	of	the	
chapter	will,	in	detail,	discuss	the	chosen	method	for	data	collection,	sampling	and	analysis.	
Finally,	 the	 chapter	 will	 discuss	 the	 trustworthiness	 of	 this	 thesis.	
	

3.1 Methodology  

3.1.1 Research Purpose 

The	purpose	of	this	thesis	is	to	create	an	understanding	of	how	Swedish	OSIS	companies	

work	and	implement	their	CEM	strategies	(Collis	&	Hussey,	2014).	The	purpose	is	in	line	

with	 an	 exploratory	 study	 since	 the	 research	 question	 seeks	 an	 explanation	 of	 “how”	

Swedish	OSIS	companies	operate	in	regard	to	CEM.	Further,	the	study	aims	to	clarify	and	

deepen	the	understanding	regarding	the	phenomena	of	CEM	in	the	B2B	setting.	Since	the	

quality	of	the	empirical	data	will	rely	on	the	contributions	from	the	interviewees	and	set	the	

foundation	 for	 the	 results,	 it	 will	 support	 the	 exploratory	 research	 purpose	 (Saunders,	

Lewis,	&	Thornhill,	2016).	

3.1.2 Research Philosophy 

The	research	philosophy	refers	to	the	philosophical	issues	the	research	is	based	upon	and	

by	 considering	 the	 ontological-,	 epistemology-,	 and	 axiological	 assumption	 the	

philosophical	 paradigm	 can	 be	 identified.	 The	 paradigm	will	 guide	 the	 execution	 of	 the	

research	(Saunders	et	al.,	2016).	

	
3.1.2.1 Ontology 

How	one	views	 the	nature	of	 reality	 guides	 the	ontological	 assumptions	of	 the	 research	

paradigm.	An	interpretive	researcher	believes	that	multiple	realities	exist	since	everyone	

views	the	world	differently	(Collis	&	Hussey,	2014).	The	authors	of	this	thesis	believe	that	

reality	is	complex	in	such	that	different	interpretations	of	reality	exist	which	support	the	

ontological	assumptions	according	to	an	interpretivist	paradigm	(Saunders	et	al.,	2016).	

 
3.1.2.2 Epistemology 

What	is	viewed	as	knowledge	regarding	the	relationship	between	the	researchers	and	the	

topic	of	the	study	is	the	concern	of	epistemological	assumptions.	An	interpretive	researcher	
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aims	to	be	more	involved	in	the	study,	claiming	that	evidence	from	participants	constitutes	

as	 knowledge	 (Collis	 &	 Hussey,	 2014).	 Further,	 since	 this	 thesis	 will	 base	 the	 result	 of	

perceptions	 and	 interpretations	 from	 the	 data	 collected	 through	 interviews,	 the	

epistemological	assumptions	support	the	interpretivist	paradigm	(Saunders	et	al.,	2016).	

	
3.1.2.3 Axiology 

Axiological	assumptions	consider	how	the	researcher	views	the	role	of	values.	Considering	

that	this	research	will	be	influenced	by	the	authors’	values	and	will	be	interested	in	social	

constructs,	 this	thesis	 follows	an	interpretive	paradigm	(Collis	&	Hussey,	2014).	Further,	

since	 the	 study	has	 been	 conducted	 through	 face-to-face	 interviews	where	 the	personal	

interactions	 have	 been	 of	 value,	 and	 the	 authors’	 interpretations	 are	 critical	 to	 the	

contribution,	it	supports	the	interpretivist	paradigm	(Saunders	et	al.,	2016).	

	
3.1.2.4 Ultimate Paradigm 

Based	 on	 the	 philosophical	 evaluation,	 the	 conclusion	 can	 be	 made	 that	 the	 thesis	 is	

conducted	according	to	an	interpretive	paradigm.	According	to	Saunders	et	al.	(2016),	by	

the	creation	of	new	and	more	fruitful	interpretations	and	an	understanding	that	concerns	

social	contexts,	a	researcher	can	fulfil	the	interpretivist	purpose.	Since	this	thesis	aims	to	

deepen	 the	 understanding	 of	 CEM	 in	 the	 B2B	 setting	 through	 interviews	 in	 qualitative	

research,	the	thesis	is	conducted	according	to	an	interpretivist	paradigm.	

3.1.3 Research Approach 

Due	 to	 the	 interpretivist	 paradigm	 of	 this	 thesis,	 a	 conclusion	 regarding	 the	 research	

approach	can	be	established.	Interpretivist	research	methods	are	used	when	collecting	data	

for	a	study	with	a	qualitative	research	approach	(Collis	&	Hussey,	2014).										

Considering	 that	 this	 thesis	 has	 developed	 a	 conceptual	 framework	 utilized	 in	 order	 to	

design	interview	questions	as	well	as	support	the	analysis	of	the	collected	empirical	data,	

this	thesis	is	conducted	according	to	a	deductive	research	approach	(Collis	&	Hussey,	2014;	

Saunders	et	al.,	2016).	Using	a	deductive	research	approach	in	a	qualitative	study	has	been	

widely	 discussed.	 However,	 according	 to	 Saunders	 et	 al.	 (2016),	 adopting	 a	 deductive	

approach	to	a	qualitative	study	will	help	link	the	thesis	to	already	existing	research.	Further,	

when	applying	a	deductive	approach,	the	main	variables	and	themes	regarding	the	research	

need	to	be	 identified,	which	have	been	accomplished	through	the	conceptual	 framework	
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that	has	been	supported	through	a	substantial	evaluation	of	previous	research	regarding	

CEM.	

3.1.4 Research Strategy 

Yin	(2018)	states	that	a	case	study	research	strategy	is	appropriate	when	the	study	aims	to	

answer	the	questions	"how"	and	"why",	when	it	does	not	require	control	over	behavioural	

events	and	when	the	event	is	contemporary	and	not	historical.	Since	this	research	aims	to	

create	an	understanding	regarding	"how"	Swedish	OSIS	companies	work	and	 implement	

their	 CEM	 in	 today's	 marketing	 strategies	 through	 interviews	 with	 employees	 within	

Swedish	 OSIS	 companies,	 this	 thesis	 is	 conducted	 according	 to	 a	 case	 study	 strategy.	

Further,	Yin	(2018)	states	that	a	case	study	is	appropriate	when	the	researcher	does	not	

have	control	over	the	behavioural	event,	and	the	focus	is	on	contemporary	events	rather	

than	 historical.	 Since	 the	 authors	 do	 not	 have	 any	 influence	 or	 control	 over	 how	 the	

companies	work	with	 their	CEM,	and	since	 the	 topic	 is	 relevant	 to	 today's	practices,	 the	

application	of	a	case	study	is	appropriate.	Additionally,	the	rationale	for	this	thesis	to	be	a	

multiple	case	study	 is	due	to	that	 the	participating	companies	are	operating	 in	the	same	

industry.	The	aim	is	to	unveil	differences	and	similarities	between	the	cases	which	are	in	

line	with	 the	 literal	 case	 study,	 stating	 that	 the	 cases	 should	be	 included	based	on	 their	

similar	reasoning	behind	how	and	why	they	operate	the	way	they	do.	In	order	to	establish	

an	 explanation	 of	 the	 phenomena	 CEM	 in	 B2B,	 the	 cases	 are	 tested	 through	 theoretical	

propositions.	In	this	exploratory	deductive	study,	the	empirical	data	are	analysed	through	

the	conceptual	framework	(Saunders	et	al.,	2016;	Yin,	2018).	

	

3.2 Method 

3.2.1 Purposive Sampling 

In	order	to	 identify	the	appropriate	non-random	sample	for	this	 interpretivist	study,	 the	

authors	used	a	purposive	sampling	method	(Collis	&	Hussey,	2014).	A	purposive	sampling	

method	is	often	used	in	correlation	to	small	sample	sizes	as	in	this	case	study.	Further,	when	

adopting	 this	 sampling	 method,	 the	 result	 cannot	 be	 expected	 to	 be	 statistically	

representative	 of	 the	 population.	 Therefore,	 the	 cases	 for	 a	 purposive	 sample	 must	 be	

information	rich	in	order	to	allow	for	generalisation	of	the	findings	to	the	larger	population	

(Saunders	et	al.,	2016).		Considering	that	this	thesis	is	based	on	the	findings	from	four	OSIS	

companies,	a	possible	debate	could	occur	regarding	the	sample	size.	The	authors	have	taken	
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it	 into	 account	 during	 the	 process	 and	 been	 prepared	 to	 contact	 further	 participants.	

However,	after	having	conducted	four	interviews,	the	authors	believed	to	have	achieved	a	

saturated	data	collection	and	therefore,	made	the	decision	that	contacting	more	companies	

was	not	necessary.		

Additionally,	a	common	denominator	between	the	selected	companies	was	their	profile	of	

being	OSIS	companies	with	a	high	focus	on	design.	They	are	all	operating	in	Sweden	and	

more	specifically	in	the	southern	regions,	namely	Småland	and	Västra	Götaland.	Regarding	

the	 interviewees,	 all	 the	 participants	 have	 managerial	 positions	 within	 the	 marketing	

department,	which	was	considered	to	be	of	value	for	the	empirical	findings	as	well	as	the	

credibility	of	the	thesis.	

3.2.2 Semi-Structured Interviews 

The	 chosen	 method	 for	 the	 empirical	 data	 collection	 was	 semi-structured	 in-depth	

interviews.	 The	 reason	 for	 using	 this	method	 is	 that	 it	 allows	 the	 authors	 to	 compile	 a	

questionnaire	that	will	guide	the	interview	but	allow	for	deviations.	According	to	Saunders	

et	al.	(2016),	this	interview	method	is	appropriate	when	the	possibility	of	other	themes	or	

considerations	could	surface	during	the	interviews.	Since	the	B2B	CEM	focus	is	a	rather	new	

phenomenon,	 as	 well	 as	 the	 authors’	 limited	 knowledge	 about	 the	 topic,	 this	 is	 an	

appropriate	 interview	 method	 that	 could	 not	 prevent	 any	 unanticipated	 turns	 in	 the	

research.		

																					

The	questionnaire	(See	Appendix	1)	was	sent	to	the	participants	prior	to	the	interviews	to	

assure	the	credibility	by	offering	a	complete	disclosure	of	the	desired	information.	Further,	

providing	the	questions	in	advance	could	help	the	interviewees	to	prepare	answers,	hence	

providing	quality	 findings	 for	 the	thesis	(Saunders	et	al.,	2016).	The	 face-to-face	method	

allowed	the	authors	 to	collect	quality	data	since	non-verbal	prompts	or	signals	could	be	

taken	 into	 consideration,	 such	 as	 body	 language	 and	 surroundings	 that	 could	 affect	 the	

findings	 from	the	 interview	(Saunders	et	al.,	2016).	The	phone	 interview	was	conducted	

according	to	the	interviewee’s	wish.	Further,	the	interviews	were	recorded	so	the	authors	

could	go	back,	listen	to	the	recordings	and	write	transcripts	later	used	in	the	analysis.	

																					

Regarding	 the	 location	 of	 the	 interviews,	 the	 authors	 wanted	 to	 make	 sure	 that	 the	

participants	 did	 not	 experience	 any	 inconvenience	 by	 participating	 in	 the	 study,	 and	

therefore	the	interviews	were	conducted	in	a	location	of	their	choice.	Further,	this	strategy	

was	chosen	with	the	preconception	that	the	participants	would	feel	more	comfortable	and	



 

 26 

willing	to	answer	the	interview	questions	in	the	best	possible	way	(Saunders	et	al.,	2016).	

Three	of	the	interviews	took	place	at	the	respective	offices,	providing	the	authors	with	the	

opportunity	to	observe	the	physical	servicescape	of	the	participating	companies.		

																					

One	interview	was	held	over	the	phone	since	the	interviewee	did	not	have	the	opportunity	

to	meet	the	authors	face-to-face.	Even	though	the	desired	method	was	to	meet	face-to-face,	

after	 asking	 if	 there	was	 someone	 else	who	 could	 answer	 the	 questions	 the	 participant	

expressed	that	he/she	was	the	most	suitable	person	for	participating,	and	the	decision	was	

made	upon	the	evaluation	of	the	knowledge	and	information	quality	the	person	could	bring	

to	the	thesis.	

	

Table 1: Details regarding the interviews 
Company	 Interviewees	 Time		 Location	

Kinnarps	AB	 1	 45	min	 Phone	Interview	

Götessons	Industri	AB	 2	 1	h,	30	min	 Götessons's	Office	

Bolon	AB	 1	 1	h,	13	min	 Bolon's	Office	

Lammhults	Möbel	AB	 1	 1	h		 Lammhult's	Office	

	

3.2.2.1 Question Design and Formulation 

Prior	 to	 the	 interviews,	 a	 questionnaire	was	designed	 in	 order	 to	 guide	 the	 researchers	

through	the	interviews	and	also	to	ensure	that	all	relevant	and	essential	topics	were	covered	

during	 the	 data	 collection.	 The	 questions	 were	 designed	with	 the	 identified	 conceptual	

framework	 in	mind	 in	order	 to	provide	 the	authors	with	a	sense	of	direction	during	 the	

interviews.	 Further,	 stating	 the	 questions	 before	 the	 interviews	 allowed	 the	 authors	 to	

reflect	 on	 the	 language	 and	 making	 sure	 it	 was	 comprehensible	 for	 the	 interviewees	

(Saunders	et	al.,	2016).	

																					

First,	 questions	 were	 asked	 in	 order	 to	 attain	 background	 information	 regarding	 the	

company	and	the	interviewee	‘s	position	in	the	company	(Collis	&	Hussey,	2014;	Saunders	

et	al.,	2016).	Next	step	was	an	open-ended	question	in	order	to	gather	broad	information	

and	explore	the	broad	topic	of	CEM	(Collis	&	Hussey,	2014).	Probing	questions	were	asked	

if	 anything	 seemed	 unclear	 for	 the	 authors	 or	 if	 more	 details	 were	 required	 to	 fully	

comprehend	the	answer	(Collis	&	Hussey,	2014;	Saunders	et	al.,	2016).	Finally,	the	summary	



 

 27 

question	was	 asked	 in	 order	 to	 eliminate	 any	uncertainty	 prior	 to	 ending	 the	 interview	

(Collis	&	Hussey,	2014).		

	

To	view	the	questionnaire,	see	Appendix	1	

3.2.3 Thematic Analysis 

The	empirical	data	collected	from	the	semi-structured	interviews	have	been	analysed	using	

the	thematic	analysis	method.	This	method	is	repeatedly	used	when	analysing	qualitative	

data	and	can	be	adopted	to	this	interpretivistic	deductive	thesis	(Saunders	et	al.,	2016).		The	

first	step	in	the	process	was	to	transcribe	the	interviews	thoroughly.	These	transcriptions	

later	set	the	foundation	for	the	identification	of	common	themes	and	patterns	among	the	

interviewees.	 As	 stated	 by	 Saunders	 et	 al.	 (2016),	when	 conducting	 deductive	 research,	

these	 themes	will	 be	 linked	 to	 the	 existing	 theory,	which	 in	 this	 case	 is	 the	 conceptual	

framework	presented	in	the	literature	review.		

	

To	 identify	 the	themes,	 the	transcriptions	were	coded	 in	order	to	 identify	 the	content	of	

meaning,	which	were	relevant	and	added	value	to	the	study.	The	codes	were	referred	to	as	

“raw	 constructs”	 and	 was	 later	 paired	 with	 the	 customer	 experience	 dimensions	 and	

experience	value	concepts	 from	 the	conceptual	 framework.	The	connection	between	 the	

raw	constructs	and	the	concepts	in	the	conceptual	framework	was	carefully	evaluated	and	

discussed	by	the	authors	in	order	to	assure	an	accurate	result.	The	“raw	constructs”	have	

set	the	foundation	for	the	result	and	analysis	of	the	empirical	data.		

	

A	visual	over	the	raw	constructs	and	the	identified	customer	experience	dimensions	and	

experience	 value	 concepts	 can	be	 found	 in	Appendix	 2.	 Some	of	 the	 raw	 constructs	 can	

include	multiple	customer	experience	dimensions	and	experience	values.	For	example,	 it	

was	evident	 that	 the	company	culture	could	both	stimulate	 the	emotional	and	relational	

dimension,	 as	well	 as	 the	 symbolic	 and	 emotional	 value.	 The	 thematic	 analysis	method	

proved	to	be	a	suitable	way	of	compiling	the	data	since	it	allowed	the	authors	to	obtain	an	

overview,	aiding	in	conducting	the	analysis.	

3.2.4 Anonymity and Confidentiality 

For	 this	 thesis,	 the	 participation	 of	 companies	 within	 the	 industry	 was	 a	 significant	

momentum.	Therefore,	ethical	considerations	were	considered	in	order	to	show	respect	to	

the	participants	agreeing	to	take	part	in	this	thesis.	Firstly,	the	identity	of	the	interviewees	
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is	kept	anonymous	to	honour	their	privacy	rights.	Further,	the	participants	were	offered	a	

contract	to	sign,	stating	that	they	had	received	information	regarding	the	purpose	of	the	

study	and	that	 the	 information	provided	by	them	would	be	presented	 in	 this	 thesis.	The	

participation	was	voluntary,	and	the	participants	had	the	option	of	withdrawing	at	any	time.	

Additionally,	all	participants	were	asked	for	consent	to	be	recorded,	which	all	approved.	

	

The	 CEM	 of	 a	 company	 can	 be	 considered	 as	 sensitive	 information,	 and	 therefore,	 an	

agreement	was	made	 regarding	 the	 disclosure	 of	 certain	 content.	 	 The	 identities	 of	 the	

participating	companies	are	presented	in	the	method	section.	However,	the	companies	are	

labelled	as	company	A,	B,	C	and	D	without	any	particular	order,	when	presenting	the	results	

to	 eliminate	 any	 opportunity	 of	 company	 identification.	 The	 confidentiality	 issue	 is	 the	

reason	that	not	all	results	are	supported	with	a	direct	quote	from	the	interviewees.	Further,	

details	are	not	revealed	in	order	to	protect	the	company's	identity.	The	reasoning	behind	

the	 confidentiality	 agreement	 was	 to	 encourage	 the	 interviewees	 to	 speak	 more	 freely	

regarding	 the	 topic	 and	 thereby	provide	 stronger	 empirical	 data	 for	 the	 thesis	 (Collis	&	

Hussey,	2014).	

3.2.5 Trustworthiness 

In	 order	 to	 assess	 the	 rigorousness	 and	 trustworthiness	 of	 this	 qualitative	 thesis,	 the	

research	 has	 been	 evaluated	 according	 to	 the	 following	 concepts;	 Credibility,	

Confirmability,	Dependability	and	Transferability.	

	
3.2.5.1 Credibility 

In	order	to	justify	the	credibility	of	the	thesis,	the	secondary	data	and	analysis	must	result	

from	a	valid	 identification	and	description	of	 the	research	 topic	 (Collis	&	Hussey,	2014).	

Considering	 that,	 the	 authors	 have	 aimed	 to	 present	 the	 results	 regarding	 how	 OSIS	

companies	 implement	 CEM	 as	 an	 accurate	 representation	 of	 reality,	 strengthen	 the	

credibility	of	 the	thesis.	Saunders	et	al.	 (2016)	state	 that	semi-structured	 interviews	can	

provide	a	high	level	of	credibility	when	conducted	carefully	and	is	supported	considering	

that	 the	 interviews	 conducted	 for	 this	 thesis	 have	 provided	 sufficient	 discussion	 and	

knowledge.	Finally,	working	according	to	a	multiple	case	study	ensures	the	credibility	of	the	

study	 considering	 that	 multiple	 organisations	 have	 provided	 the	 information	 which	 is	

presented	in	the	analysis,	and	thereby	multiple	views	on	the	topic	have	been	considered	

(Shenton,	2004).				
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3.2.5.2 Confirmability 

Further,	Shenton	(2004)	argues	that	confirmability	concern	the	author's	ability	to	remain	

objective	 during	 the	 process	 of	 the	 research	 and	 resist	 the	 urge	 to	 include	 personal	

characteristics	and	preferences	into	the	analysis	and	research.	Considering	that	the	authors,	

prior	to	this	thesis,	had	limited	knowledge	regarding	the	CEM	practices	in	OSIS	companies	

in	Sweden,	they	have	not	allowed	themselves	to	let	their	preferences	influence	the	work.	In	

combination	with	a	thorough	explanation	of	chosen	methodology	and	methods,	it	is	argued	

to	increase	the	confirmability	of	the	work	(Collis	&	Hussey,	2014).	

	
3.2.5.3 Dependability 

Whether	the	processes	of	this	thesis	are	systematic,	correct	and	thoroughly	documented	is	

the	factors	that	determine	the	dependability	of	the	study	(Collis	&	Hussey,	2014).	In	order	

to	assure	the	dependability	of	a	qualitative	study,	the	entire	research	process	needs	to	be	

documented	in	detail	and	provide	the	reader	with	the	opportunity	to	repeat	the	study	based	

on	the	explicit	structure	of	the	thesis	(Shenton,	2004).	Hence,	meaning	that	the	research	

design,	argumentation	of	strategy	and	methods	as	well	as	empirical	data	collection,	needs	

to	be	thoroughly	explained.	Considering	that	this	thesis	provides	the	reader	with	a	detailed	

description	of	the	chosen	methodology	and	method,	it	can	be	viewed	as	dependable.	The	

fact	that	semi-structured	interviews	set	the	foundation	for	the	empirical	study	does	affect	

the	dependability	of	this	thesis	since	the	interviews	are	reflecting	reality	at	a	specific	time	

when	 they	were	conducted.	However,	 since	 the	method	section	of	 this	 thesis	provides	a	

rigorous	explanation	concerning	the	foundation	for	the	conducted	research,	this	thesis	can	

be	considered	dependable	(Saunders	et	al.,	2016).	

	
3.2.5.4 Transferability 

Whether	 or	 not	 the	 results	 of	 this	 study	 can	 be	 generalised	 to	 similar	 situations	 is	 the	

concern	 of	 transferability	 (Collis	 &	 Hussey,	 2014).	 Due	 to	 the	 qualitative	 nature	 of	 this	

thesis,	it	is	argued	to	be	challenging	to	generalise	the	findings	of	a	small	sample	to	an	entire	

population	(Shenton,	2004).	

																					

In	order	to	produce	a	transferable	thesis,	a	well-planned	case	study	is	an	answer	(Saunders	

et	al.,	2016).	Since	this	thesis	focuses	on	the	specific	concepts	of	CEM,	in	the	distinct	industry	

of	 OSIS	 companies	 in	 a	 specific	 region	 in	 Sweden,	 it	 could	 be	 argued	 to	 justify	 the	

transferability	of	such	a	narrow	topic.	Further,	by	providing	an	explicit	description	of	all	the	

contextual	factors	and	processes	behind	this	thesis,	information	necessary	for	the	reader	to	
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evaluate	the	transferability	of	the	result	is	provided	(Shenton,	2004).	In	this	case,	whether	

the	findings	can	be	applied	to	other	OSIS	companies.		

																					

Additionally,	transferability	also	considers	how	well	the	research	design	can	be	applied	to	

other	studies.	Saunders	et	al.	(2016)	claim	that	this	can	be	accomplished	by	“providing	a	full	

explanation	 of	 the	 research	 question,	 design,	 context,	 findings	 and	 resulting	

interpretations”	 (p.400).	 As	 stated	 under	 the	 dependability	 considerations,	 the	 thesis	

provides	a	rigorous	explanation	of	the	research	process,	allowing	other	students	to	design	

a	similar	thesis.	

3.2.6 Participating Companies 

3.2.6.1 Kinnarps AB 

Kinnarps	AB	was	founded	in	1942	by	Jarl	and	Evy	Andersson	and	is	today	owned	by	their	

grandchildren.	 The	 headquarter	 is	 still	 located	 in	 the	 small	 city	 of	 Kinnarps	 in	 Västra	

Götaland	with	production	units	in	both	Kinnarp,	Skillingaryd	and	Jönköping.	Kinnarps	offers	

interior	 workspace	 solutions	 for	 both	 the	 public	 environment	 and	 offices	 for	 private	

companies.	 The	 company	 is	 today	 one	 of	 the	 largest	 companies	 in	 the	 industry	 on	 the	

European	market.	Kinnarps	works	with	four	core	values	as	the	foundation	of	the	company;	

forward-thinking	 spirit	 and	 creativity,	 independence	 and	 professionalism,	 honesty	 and	

humility,	and	lastly	responsibility	and	understanding	connection	(Kinnarps,	n.d.).	

	
3.2.6.2 Götessons Industri AB 

Götessons	Industri	AB,	usually	referred	to	as	solely	Götessons,	was	established	in	1986	in	

the	small	village	Dalstorp	in	the	region	Västra	Götaland.	The	company	was	founded	by	Ola	

Götesson,	whose	son	Johan	Götesson	is	the	current	CEO	of	the	company.	Götessons	moved	

their	headquarters	in	2015	from	Dalstorp	to	the	nearby	town	Ulricehamn,	to	a	brand	new	

building	that	in	the	same	year	was	awarded	the	title	of	being	Sweden’s	third	best-looking	

office.	Götessons’	purpose	statement	is	“from	workspace	to	creative	space”	which	is	also	a	

trademarked	slogan	of	theirs	(Götessons	Industri	AB,	2016).	

	

3.2.6.3 Bolon AB 

Bolon	AB's	 office	 and	 production	 is	 located	 in	 the	 small	 town	Ulricehamn	 in	 the	Västra	

Götaland	region.	The	company	was	founded	in	1947	by	Nils-Erik	Eklund	when	he	started	to	

use	 leftovers	 from	 textile	 production	 to	 make	 carpets	 and	 is	 now	 owned	 by	 his	 two	
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granddaughters	who	changed	the	company's	direction	from	carpets	to	designer	 flooring.	

Bolon	is	today	a	global	brand	that	takes	great	pride	in	being	a	family-owned	company,	which	

also	is	the	brand	identity	of	the	company.	The	company's	vision	is	to	"create	dimensions",	

and	the	core	values	are	"in	movement",	"knowledge"	and	"attitude"	(Bolon,	n.d.).	

	
3.2.6.4 Lammhults Möbel AB 

Lammhults	Möbel	AB,	usually	referred	to	as	solely	Lammhults,	was	founded	in	1945	in	the	

small	town	Lammhults	in	the	region	Småland	in	Sweden.	The	company	was	founded	by	a	

man	named	Edvin	Ståhl,	which	belonged	to	the	Modern	Movement,	which	still	is	guiding	the	

design	of	the	furniture.	Lammhults’	purpose	statement	is	that	“we	will	always	be	modern,	

our	design	is	always	essential”	(Lammhults	Möbel	AB,	n.d.).
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4 Empirical Findings and Analysis 

	

This	section	will	present	a	compounded	segment	which	includes	both	the	empirical	findings	

from	the	interviews	as	well	as	the	analysis.	This	 is	a	recommended	method,	according	to	

Backman	 (2016).	 Finally,	 the	 section	will	 present	an	overall	 conclusion	of	 the	presented	

empirical	findings	and	analysis.	The	participating	companies	will	be	referred	to	as	company	

A,	B,	C	and	D,	assigned	randomly	to	avoid	identification.	For	a	compilation	of	the	result,	see	

Appendix	2.	

	

4.1 Customer Experience Dimensions 

4.1.1 Sensory 

The	sensory	aspect	of	the	customer	experience	concerning	the	five	senses	was	something	

all	the	interviewed	companies	revealed	to	consider	in	their	business	activities.	The	results	

from	 the	 interviews	 showed	 that	 this	 aspect	was	 covered	 in	many	different	ways.	 Some	

factors,	as	having	showrooms,	events,	WOM,	marketing	activities	and	fairs	and	focusing	on	

the	sensory	elements	of	these	were	something	all	companies	had	in	common.	Ponsignon	et	

al.	(2017)	mentioned	that	the	physical	surroundings	have	a	significant	impact	on	emotions,	

which	create	the	experience	between	the	parties	involved.	By	looking	at	the	actions	taken	

by	the	companies,	 this	seemed	to	be	a	shared	opinion.	The	showcases	and	giveaways	on	

fairs	have	an	impact	on	the	customer	experiences	created,	as	well	as	the	guided	tours	at	the	

companies	 when	 having	 customer	 visits	 since	 the	 interior	 design	 and	 other	 tangibles	

influence	the	experience	(Nilsson	&	Ballantyne,	2014;	Reimer	&	Kuehn,	2005).	

	

(B)	It	is	of	high	importance	to	be	seen	and	that	people	gets	to	try	and	see	how	it	looks. 
	 	 	 	 	  
(D)	It	is	a	totally	different	thing	to	feel	a	fabric	and	see	it	on	a	drawing,	and	to	sit	in	a	couch	

or	see	it	on	a	picture.	It	really	enhances	the	sale. 
 

All	of	the	companies	stated	that	they	are	showing	the	products’	aesthetics.	The	companies,	

for	 example,	 provide	BIM-objects	with	 product	 information.	 The	BIM-objects	 allows	 the	

customer,	or	architect,	 to	explore	 the	different	elements	of	 the	product	 in	2D	or	3D	and	

visualise	it	in	the	final	environment.	

(C)	...where	you	really	show	the	product	in	its	right	element. 
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Providing	the	customer	with	an	opportunity	to	change	some	of	the	product	characteristics	

and	design	the	product	according	to	own	criteria	was	also	a	common	denominator.	

(B)	We	have	approximately	200	colours	and	textiles	in	our	standard	assortment,	but	we	can	
also	produce	in	any	textile	you	want.	

Company	A	and	B	even	offered	the	visitors	of	their	showcase	or	company	to	build	their	own	

furniture	from	the	collection,	enabling	the	customer	to	experience	the	physical	attributes	of	

the	product	(Nilsson	&	Ballantyne,	2014).	

Further,	company	A,	B	and	C	implied	that	they	had	taken	the	brand	identity	into	account	by,	

for	 example,	 implementing	 a	 cohesive	 tonality	 regarding	 their	 websites	 and	 marketing	

material.	

(A)…	you	stick	to	the	same	colour,	theme,	feeling,	then	it	pervades	everything.	

(B)	When	it	comes	to	advertisement,	then	the	picture,	the	tonality	chosen	for	pictures	is	used.	
It	is	used	worldwide.	

(C)	Every	year	we	release	a	concept	along	with	the	product.	

Building	onto	this	cohesiveness,	three	of	the	companies,	namely	company	A,	B	and	D	are	

working	with	a	concept	design,	meaning	that	they	set	a	theme	for	their	showcases	and	later	

on	the	collections	of	their	products	and	the	marketing	for	these	follow	this	theme.	The	focus	

on	offering	a	holistic	experience	for	the	customers	by	having	a	cohesive	tonality	and	concept	

goes	 well	 in	 line	 with	 what	 Schmitt	 (1999)	 brought	 up	 when	 introducing	 experiential	

marketing,	where	the	servicescape	was	one	of	the	parts	generating	this	holistic	experience.								

(B)	...	I	set	a	theme	for	the	year,	and	then	design	the	products	according	to	the	theme,	and	

build	a	story	around	it	and	then	set	a	theme	for	the	rest	of	the	year’s	fairs,	where	the	tonality	

of	the	pictures	is	already	set	and	the	textiles	new	for	the	year,	so	it	is	a	unity,..	

Further,	 all	 companies	 expressed	 that	 they	 offered	 a	 culinary	 experience	 during	 events,	

incorporating	it	to	fit	the	concept	theme.	

Company	B	and	C	stood	out	when	 it	came	to	the	use	of	creativity	 in	order	to	 trigger	 the	

senses,	claiming	to	find	inspiration	for	designs	from	everyday	life	
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(B)	I	get	inspiration	from	everywhere.	A	puddle,	nature,	on	the	internet,	what	someone	is	

wearing,	what	someone	is	saying,	movies,	music.	Once	I	made	a	product	with	the	inspiration	

from	having	driven	behind	a	truck	loaded	with	timber.	

4.1.2 Emotional 

The	 emotional	 aspect	 of	 the	 framework,	 encompassing	 the	 emotions	 of	 the	 customer	

created	towards	the	company,	was	being	touched	upon	in	several	ways	by	the	interviewed	

companies.	

																					

Firstly,	all	 the	companies	 focused	on	the	emotions	generated	by	 the	expressions	used	 in	

their	showrooms,	fairs,	marketing	activities	and	events.	This	goes	well	in	line	with	Schmitt’s	

(1999)	theory	of	affective	experience	as	being	a	part	of	the	strategic	model	Feel,	supported	

by	Verhoef	(2009),	Kaufmann	et	al.	(2017)	and	Meyer	and	Schwager	(2007)	stating	that	the	

experience	 of	 the	 customer	 generates	 emotions	 towards	 the	 company	 and	 its	 brand.	

Company	C,	for	example,	has	made	a	commercial	focusing	on	storytelling,	rather	than	the	

actual	product.	

																					

(C)	The	customer	should	get	a	wow	feeling;	‘’God,	this	is	something,	a	cool	brand,	I	do	not	
even	have	to	get	what	it	is	all	about’’,	but	it	should	create	an	interest.	

	
(D)	When	it	comes	to	Instagram,	we	prefer	to	work	a	lot	with	products,	fabrics,	a	feeling	for	

what	our	interior	solutions	might	engender.	
	

(A)	We	are	trying	to	sell	an	inspiring	concept	to	the	architects.	
																					

The	emotions	are	 further	highlighted	as	being	 immensely	critical	due	to	the	 impact	 they	

may	have	on	every	stage	of	 the	customer’s	 journey,	 influencing	 the	attitude	 towards	 the	

brand	 (Ieva	 &	 Ziliani,	 2018;	 Verhoef,	 2009;	 Bolton	 et	 al.,	 2018;	 Homburg	 et	 al.,	 2017).	

Concerning	the	brand	of	the	companies,	all	of	them	did	work	on	their	brand	values	in	order	

to	differentiate	themselves	and	be	recognised.	Especially,	company	B	and	C	have	worked	

with	fine-tuning	the	brand	identity,	which	may	be	argued	to	be	a	part	of	the	brand	value.	

Creativity	was	used	as	a	tool	in	this	process,	as	well	as	being	a	sponsor	at	different	sports	

events	as	company	B.	The	efforts	to	establish	a	brand	identity	are	supported	by	Meyer	and	

Schwager	 (2007)	 that	 indicated	 that	 the	 customer	 would	 form	 an	 emotional	 response	

through	both	the	direct	and	indirect	contact	with	the	company.	
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(B)	When	it	comes	to	the	tonality	of	texts	and	pictures,	we	have	chosen	that	in	accordance	to	
the	company,	because	we	see	that	it	is	[company	name]	that	they	want.	

	
(C)	Without	the	brand,	the	product	would	be	nothing.	

	
(C)...that	is	why	we	work	so	extremely	hard	with	our	brand	because	no	one	can	take	it	from	

us.	That	is	where	we	put	all	the	value.	
																					

Another	element	used	by	the	companies	in	order	to	generate	an	emotional	experience	was	

innovation.	 A	 common	 opinion	 expressed	 was	 that	 the	 companies,	 with	 their	 concept	

designs	and	marketing,	wanted	to	make	the	consumers	feel	that	it	was	something	new	and	

exciting.	Company	B	even	expressed	that	people	view	them	as	creative,	playful	and	to	offer	

quality.	

																					

Offering	excellent	service	during	the	purchase	was	something	that	the	companies	tried	to	

perform	in	order	to	generate	a	positive	emotional	experience	for	their	customers.	Regarding	

satisfaction	amongst	the	customers,	company	A	mentioned	that	they	were	aiming	for	the	

clients	to	feel	as	satisfied	with	everything	that	they	consider	to	repurchase.	

																					

The	 companies	 showed	 an	 understanding	 of	 the	 importance	 of	managing	 the	 emotions	

engendered	 throughout	 the	 customer	 experience,	 following	 the	 opinion	 in	 current	

literature,	 that	 the	 emotions	 are	 of	 even	 greater	 importance	 in	 the	 B2B	 buying	 process	

(Kaufmann	et	al.,	2017;	Aarikka-Stenroos	&	Makkonen,	2014).	The	emotions	generated	are	

said	 to	 be	 the	 non-task	 related	 motives	 in	 the	 buying	 process,	 meaning	 the	 affective	

reasoning	rather	than	the	cognitive	(Webster	&	Wind,	1972;	Pandey	&	Mookerjee,	2018).	

An	example	is	if	a	customer	chooses	one	company	before	another	since	it	thinks	that	the	

company	has	an	exciting	theme	in	its	showcase	which	gives	the	customer	a	good	impression,	

even	if	the	other	company	has	lower	prices	but	no	exciting	theme.	Building	onto	this,	the	

companies	also	make	use	of	the	experience-based	processing	by	doing	this,	discussed	by	

Kaufmann	et	al.	(2017)	as	being	a	vital	part	for	the	customers	in	order	to	decide	to	evaluate	

the	companies	or	not.	These	non-task	related	motives	are	further	emphasised	due	to	the	

complexity	in	the	process	of	buying	in	B2B	(Rajala	&	Tidström,	2017).	

4.1.3 Behavioural 

Customers'	 behavioural	 response,	 avoidance	 or	 willingness,	 to	 the	 experience	 can	 be	

impacted	 through	 emotional	 motivation	 or	 rational	 arguments	 (Schmitt,	 1999;	 Bitner	

1992).	 All	 of	 the	 companies	 regularly	 worked	 with	 inviting	 customers	 to	
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showrooms/offices,	 hosting	 events	 and	 exhibiting	 at	 fairs.	 All	 of	 these	 have	 a	 strong	

connection	 to	 the	 behavioural	 experience,	 where	 the	 customer	 is	 offered	 a	 physical	

experience	with	the	company	and	its	products	through	the	servicescape	which	can	be	used	

to	influence	a	customer's	behaviour	(Nilsson	&	Ballantyne,	2014;	Reimer	&	Kuehn,	2005;	

Bitner,	 1992).	 Company	A,	 B	 and	 C	 highlighted	 the	 importance	 of	 the	 design	 of	 the	 fair	

showcases	to	spark	the	customer's	interest	to	come	inside	and	talk	to	the	sellers	and	try	out	

the	products.	

																					

(A)	...we	need	to	have	something	interesting	in	the	showcase	so	that	they	will	come	in[…]	it	
cannot	be	too	enclosed	so	that	they	do	not	dare	to	come	in	with	the	fear	of	being	"attacked".	
But	it	cannot	be	too	open	either	so	that	you	see	everything	from	the	pathway,	and	then	you	

do	not	take	the	time	to	come	inside	
																					

Further,	the	product	itself	can	also	be	connected	to	the	behavioural	experience	in	such	that	

the	customer	purchases	the	product	with	the	purpose	to	change	its	behaviour	or,	as	argued	

by	Pine	(2015),	to	make	a	transformation	through	the	experience.	

																					

(D)	...we	work	with	the	customer	from	the	beginning	of	their	journey	towards	change	to	the	
end	with	them	having	a	new	office	

	
(B)	...they	[the	customers]		are	always	welcome	here,	we	have	some	customers	that	come	

here,	and	sometimes	they	bring	their	customers.	They	are	always	welcome	to	come	here	and	
see,	because	we	have	all	of	the	products	here	[at	the	office],	we	are	basically	working	in	a	

showroom	
	

(B)	We	have	very	playful	furniture.	Inevitable	furniture.	Except	for	these	[cable	ditches],	that	
we	have	for	the	desks,	we	do	have	very,	very	inevitable	furniture.	

																					

Pine	(2015)	argues	that	B2B	companies	should	work	to	deliver	solutions	to	the	customer's	

aspirations	 and	 goals.	 Experiencing	 the	 products	 in	 a	 real-life	 setting	 will	 enable	 the	

customer	 to	 envision	 their	 transformation	 towards	 a	 better	 office.	 Trying	 an	 ergonomic	

chair	can	help	the	customer	envision	how	that	chair's	function	will	 improve	the	working	

environment	 leading	 to	 better	 employee	 health	 and	 effectiveness	 which	 can	 be	 a	 task	

related	organisational	goal	(Webster	&	Wind,	1972).	The	chair	might	also	have	an	aesthetic	

that,	 together	with	 the	overall	 customer	experience,	conveys	a	 feeling	 that	 the	customer	

wants	to	transfer	into	their	own	customers'	experience	when	visiting	their	office.	It	is	in	line	

with	the	argument	made	by	Zolkiewski	et	al.	(2017)	and	Homburg	et	al.	(2017)	that	when	
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designing	the	customer	experience,	companies	need	not	only	to	consider	their	customers,	

but	also	the	customers'	customers	and	employees.	

																					

Further,	knowledge	was	identifiable	in	relation	to	the	behavioural	experience.	By	educating	

the	customers	about	the	products	and	its	benefits,	companies	can	influence	the	customers'	

purchase	 intent	 by	 providing	 them	with	 the	 opportunity	 to	make	 an	 informed	 decision	

based	on	both	rational	and	experience-based	processing	(Kaufmann	et	al.,	2017)	to	meet	

both	non-task	 related	 as	well	 as	 task	 related	 goals	by	 improving	 the	work	 environment	

(Webster	&	Wind,	1972).	

																					

(B)	We	really	want	to	educate	our	customers	on	how	important	it	is	with	the	right	acoustics,	
that	you	should	have	a	good	working	environment	

																	

Customers	involved	in	organisational	buying	do	often	use	emotional	and	experience-based	

processing	 early	 on	 in	 the	 purchasing	 stage	when	 evaluating	 alternatives,	 during	which	

WOM	 can	 be	 of	 great	 importance	 due	 to	 its	 ability	 to	 influence	 consumers'	 behaviour	

(Aarikka-Stenroos	&	Makkonen,	2014;	Lim	&	Chung,	2014).	All	of	the	companies	utilised	

different	marketing	activities	to	encourage	WOM	about	the	brand,	such	as	advertisement,	

events,	showcase	themes	and	collaborations.	

																					

(C)	...it	has	nothing	to	do	with	our	product	really,	it	is	really	just	us	trying	to	do	something	
that	is	noticeably	different	to	make	an	influence...	

	
(B)	...it	has	always	been	a	hot	topic	"I	wonder	what	theme	they	have	this	year"	[for	the	

showcase]	
	

(C)	...where	you	create	a	sort	of	longing,	people	have	heard	about	it	and	wants	to	be	a	part	of	
it	as	well,	it	is	a	question	among	people	of	"what	do	I	do	to	get	invited?"	

4.1.4 Intellectual 

As	previously	stated,	Webster	and	Wind	(1972)	define	the	intellectual	experience	as	mostly	

designed	around	the	task	related	motives	of	the	customer,	often	connected	to	the	specific	

buying	problem.	Task	related	motives	do	often	concern	the	quality,	function	and	price	of	the	

product	 (Verhoef	 et	 al.,	 2009;	Grønholdt	 et	 al.,	 2015).	Regarding	 the	price	 setting	of	 the	

products	all	companies	expressed	that	they	could	not	implement	a	higher	profit	margin	due	

to	the	competitive	industry.	However,	company	A,	B	and	D	stated	that	since	they	produce	

high-quality	products,	the	prices	are	premium.	
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(D)	Our	products	are	made	out	of	a	solid	handcraft	which	makes	the	price	generally	a	bit	
higher.	

	
(B)	We	set	our	prices	based	on	the	quality.	

																					

A	practice	that	was	evident	among	two	of	the	participating	companies	was	the	fact	that	they	

both	showed	their	production	during	a	visit,	which	could	be	interpreted	as	an	attempt	to	

show	the	quality	and	function	of	the	company	as	well	as	the	products.	

																					

(A)	Usually,	we	show	our	production	and	walk	around	to	show	how	everything	works	and	
what	it	looks	like.	

																					

Further,	 the	task	related	motives	are	divided	into	cognitive	considerations,	such	as	price	

and	 lead	 times,	and	rational	processing	 to	make	a	purchasing	decision	(Kaufmann	et	al.,	

2017;	 Verhoef	 et	 al.,	 2009,	 Grønholdt	 et	 al.,	 2015).	 Concerning	 lead	 times,	 three	 of	 the	

participating	companies	disclaimed	that	they	do	not	keep	any	inventory	which	will	impact	

the	lead	time	of	a	product.	

																					

(D)	We	have	a	large	variety	of	standard	fabrics	and	do	everything	upon	order,	we	do	not	
keep	inventory	or	anything,	everything	is	adjusted	according	to	the	customer's	order.	

	
(A)	We	cannot	keep	an	inventory	just	because	everyone	has	so	many	choices.	

																					

Further,	in	correlation	to	the	delivery,	it	was	evident	that	customer	support	is	an	essential	

component	for	all	participants	which	they	all	work	extensively	with.	All	companies	argued	

that	providing	excellent	customer	support	after	sales	is	something	that	is	of	high	value	to	

both	the	company	and	the	customer.	Company	C	had	realised	the	importance	of	this	and	

assigned	a	new	position	within	the	company	handling	precisely	this.	

																					

(C)	We	now	have	a	new	employee	role	concerning	after	sales	support	and	technical	support.	
																					

In	addition	to	this,	company	A	was	developing	customer	service	strategies	surrounding	the	

restoration	of	their	product.	

																					

(A)	Of	course,	some	of	our	products	we	can	change	the	fabric	on	[…]	Now,	with	our	new	
products,	the	customer	will	be	able	to	disassemble	the	furniture	and	order	spare	parts.	
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Another	 consideration	 that	 needs	 to	 be	 taken	 into	 account	 regarding	 the	 intellectual	

experience	 is	 the	 series	 of	 actions	 concerning	 the	 collection,	 analyse	 and	 evaluation	 of	

information	 through	 the	 rational	 processing	 (Kaufmann	 et	 al.,	 2017).	 The	 interview	

participants	stated	that	the	largest	source	of	information	was	the	website	where	a	lot	of	the	

information	is	offered	through	BIM-objects.	These	files	allow	the	customer	to	easily	find	an	

extensive	amount	of	information	about	the	products	as	well	as	download	the	files	to	design	

programs	and	draw	the	products	in	a	design	project.	

																					

(B)	We	are	out	on	platforms	where	we	have	BIM-objects	[	…]	compilation	with	drawings,	
pictures	and	all	the	information	necessary	around	the	product	that	architects	can	download	

and	insert	in	their	drawing	with	all	the	information	about	the	product.		
	

(C)	We	have	more	overview	pictures,	interior	pictures	where	you	show	the	product	in	their	
rightful	element.	It	can	be	both	facts	and	harder	information	about	the	product	that	will	help	

the	customer	to	make	a	purchase.	
 

4.1.5 Relational 

The	 importance	 of	 relationship	 building	 in	 B2B	 and	 its	 correlation	 with	 CEM	 has	 been	

established	by	previous	literature	(Verhoef	et	al.,	2009;	Ieva	&	Ziliani,	2018;	Zomerdijk	&	

Voss,	2010;	Minkiewicz	et	al.,	2014;	Homburg	et	al.,	2017;	Rajala	&	Tidström,	2017).	In	line	

with	the	literature,	the	importance	of	creating	relationships	with	both	customers	and	other	

stakeholders	 in	 the	 industry	 was	 heavily	 emphasized	 by	 all	 participating	 companies.	

Information	derived	from	both	the	interviews	and	the	previous	research	state	that	a	close	

customer	relationship	does	not	only	positively	influence	the	purchasing	decision,	but	also	

customer	 satisfaction,	 customer	 loyalty	 and	WOM	(Pandey	&	Mookerjee,	 2016;	Rajala	&	

Tidström,	2017;	Zomerdijk	&	Voss,	2010)	

	
(D)	...we	often	have	very	deep	and	long-occurring	customer	relationships...	

	
(A)...we	work	a	great	deal	with	cultivating	the	architects	and	resellers	and	try	to	keep	a	good	

relationship	with	them.	
	

(B)	that	is	what	[	relationship	building]	we	are	working	towards	that	it	will	be	long-lived,	
that	they	will	keep	coming	back	to	us	and	add	more	products	from	us.	

																					

Often	the	salesforce	are	responsible	for	cultivating	and	maintaining	relationships,	through	

events	such	as	breakfast	lectures,	dinners	and	inviting	them	to	see	the	office,	showroom	and	

the	production.	
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(B)	...then	they	[salespersons]	do	something	fun,	like	go	bowling	or	take	them	[the	customers]		
to	dinner	with	a	lecture,	so	that	you	always	maintain	a	good	relationship.	

	
(D)	...each	respective	salesperson	and	office	often	work	with	some	kind	of	breakfast	lectures	

and	that	type	of	events.	
	

(C)	...we	have	a	lot	of	architects	visiting	us.	We	have	visits	here	every	week	from	different	
parts	of	the	world,	and	then	we	have	the	opportunity	to	spend	some	time	with	them.	

	
(A)	It	is	the	sellers'	job	really....	the	larger	architects'	bureaus	get	more	visits,	and	you	invite	

them	to	lunch	to	tell	them	about	the	latest	[product]	news.	
																					

However,	not	all	relationship	building	efforts	are	made	by	the	salesforce.	Other	functions	

within	 the	 company	 were	 referred	 to	 as	 being	 essential	 in	 creating	 good	 customer	

relationships,	such	as	the	marketing	department	and	sales	support	during	as	well	as	after	

the	purchase.	The	 ability	 to	 customise	 the	product	 and	 receive	knowledgeable	 guidance	

through	the	entire	purchasing	process	was	also	brought	up	by	interviewees	about	customer	

relationships.	

																					

(B)	...and	the	same	for	us	in	the	marketing	department,	our	customers	that	we	supply	with	
marketing	material	[	…]		we	provide	them	with	a	great	deal	of	marketing	material	so	that	
they	can	fill	their	platforms	with	relevant	material	that	fits	with	their	website	design,	so	we	

always	try	to	cater	to	their	needs.	
	

(D)	...we	work	a	great	deal	with	relationship	building	marketing...	
																																	

All	of	the	companies	have	many	different	types	of	customers,	such	as	installers,	architects	

and	 resellers.	 The	 purchasing	 process	 is	 quite	 individual	 and	 lengthy	 which	 also	 have	

become	evident	in	the	previous	research	(Kemp	et	al.,	2018;	Pandey	&	Mookerjee,	2018;	

Webster	&	Wind,	1972).	The	customer	experience	is	a	co-creation	between	all	stakeholders	

involved,	 and	 it	 is	 therefore	 essential	 that	 the	 social	 environment	 is	 fostering	 the	 right	

conditions	for	the	experience	(Kim	&	Choi,	2013;	Ponsignon	et	al.,	2017;	Lemon	&	Verhoef,	

2016;	Zolkiewski	et	al.,	2017).	Both	Sarmento	et	al.	(2014)	and	Homburg	et	al.	(2017)	argue	

that	 the	 customer	 experience	 is	 vital	 for	 the	 establishment	 of	 long-lasting	 and	 active	

relationships.	Company	B	and	C	identified	relationship	building	as	heavily	influenced	by	the	

corporate	culture.	Company	C	also	identified	their	brand	community	of	preferred	customers	

to	be	essential	for	the	relationship	building.	
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(B)	we	used	to	be	a	family	company,	and	I	believe	that	we	are	good	at	maintaining	that	
feeling,	that	we	are	a	family	and	we	still	conduct	ourselves	as	a	family	company,	and	I	believe	

that	many	appreciate	that	you	get	that	feeling.	
	

(C)	...we	have	created	a	sort	of	training	programme	for	our	preferred	customers	[	…]		They	
belong	to	a	sort	of	little	club	where	they	can	feel	that	they	are	special	[	…]		you	make	them	

feel	included	and	connected	with	the	brand.	
 
 

4.2 Experience Values 

4.2.1 Cost Value 

As	stated	in	the	conceptual	framework,	the	cost	value	firstly	concerns	the	economic	value	

provided	 to	 the	 customer	 (Smith	&	 Colgate,	 2017).	 One	 aspect	 of	 this	 is	 the	 concern	 of	

minimising	the	economic	cost	of	the	product.	As	previously	mentioned,	all	the	companies	

stated	that	they	do	charge	a	price	equivalent	to	the	competitors	in	the	business.	Another	

reasoning	behind	the	choice	of	price	setting	expressed	during	the	interviews	was	the	fact	

that	a	lot	of	the	customers	seek	the	lowest	price,	and	therefore	the	prices	are	kept	at	a	low	

to	accommodate	the	customers'	needs.	Company	A	explained	that	customers	often	contact	

several	distributors	 for	a	quotation	 in	order	 to	 find	 the	 lowest	price,	 this	was	especially	

evident	during	public	procurement	deals.	

																					

(B)	Depending	on	the	amount	of	money,	if	it	is	a	public	procurement,	they	usually	have	a	
basic	amount.	

	
(D)	Public	procurement	is	always	a	gamble	where	you,	on	the	one	hand,	try	to	press	the	price	
as	much	as	possible	in	order	to	win	the	deal,	but	also	need	to	charge	enough	to	make	a	profit.	
																	

Further,	 the	 cost	 value	 concerns	 the	 psychological	 and	 relational	 costs,	 which	 can	 be	

connected	to	several	findings	from	the	interviewees.	One	aspect	of	the	revised	literature	is	

the	search	cost	consideration,	which	could	be	connected	to	the	concept	of	experience-based	

processing	presented	by	Aarikka-Stenroos	and	Makkonen	(2014).	They	claim	that	referrals,	

WOM	and	a	good	reputation	could	influence	the	customer	to	make	a	faster	decision	through	

a	 more	 straightforward	 buying	 decision	 process.	 The	 empirical	 findings	 highlight	 the	

companies’	extensive	work	of	creating	a	good	experience	and	reputation	in	order	to	assure	

positive	WOM.	
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Additionally,	due	 to	 the	digital	 revolution,	one	company	highlighted	 the	 importance	of	a	

well-structured	website	as	a	tool	to	minimise	the	search	cost	for	the	customer.	

																					

(B)	We	have	changed	a	lot	with	the	website.	Minimising	the	amounts	of	clicks,	providing	
more	information	about	the	products,	the	number	of	pictures	per	product	and	usage	areas,	
movies	have	also	arisen.	So,	the	whole	digital	part	has	become	much	bigger	and	continues	to	

grow.	
																					

Another	 aspect	 is	 the	 concept	 of	 learning	 cost,	 which	 company	 C	 has	 taken	 into	

consideration	since	they	offer	the	customers	education	in	the	product	and	how	to	install	it.	

																					

(C)	Since	the	buying	process	is	rather	complicated,	we	have	created	a	program,	a	kind	of	
education	for	our	installers.	

																					

The	 final	 consideration	 in	 the	 conceptual	 framework	 concerning	 the	 cost	 value	 is	 risk	

reduction	surrounding	the	purchase.	When	analysing	the	respondents'	answers,	it	shows	

that	they	all	work	with	extensive	customer	support	in	order	to	offer	the	customer	a	stress-

free,	uncomplicated	and	highly	 supportive	buying	process.	They	all	work	with	generous	

return	policies	to	foster	a	good	relationship	with	their	customers.	

																					

(A)	You	want	everything	to	work	smoothly.	The	customer	should	receive	the	products	they	
have	ordered.	They	should	get	them	in	time.	Everything	hopefully	works	without	any	reclaim.	
Everything	should	run	as	smoothly	as	possible	so	that	they	feel	assured	enough	to	make	a	

new	order.	
	

4.2.2 Functional Value 

As	 stated	 in	 the	 conceptual	 framework,	 the	 functional	 value	 is	 concerned	 with	 the	

appropriate	 performance	 of	 the	 company	 in	 terms	 of	 three	 considerations;	 reliability,	

performance	and	service-support	outcomes	(Smith	&	Colgate,	2007).	These	considerations	

are	 also	 evident	 in	 rational-based	 processing	 (Kaufmann	 et	 al.,	 2017).	 The	 empirical	

findings	state	that	all	the	participating	companies	consider	these	aspects	when	aiming	to	

create	value	for	their	customers.	

																																					

Regarding	 reliability,	 company	 A	 expressed	 that	 trust	 is	 of	 high	 importance	 to	 their	

customers	and	that	they	are	considered	to	be	reliable	on	the	Swedish	market.	
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(A)	On	the	Swedish	market	they	know	that	we	deliver	on	time,	they	can	trust	us.	It	will	be	
good.	However,	in	the	export	market,	that	journey	is	much	longer.	For	them	to	say	“Okay,	we	
trust	you	enough	to	choose	you,	we	believe	you	will	deliver	on	time”	There	we	have	more	to	

work	on.	
																					

Performance	 and	 the	 service-support	 outcomes	 are	 practices	 that	 are	 important	 for	 the	

companies	to	offer	their	customers.	As	mentioned	in	the	intellectual	experience,	these	are	

aspects	that	all	the	participating	companies	work	with	extensively	in	order	to	offer	the	best	

customer	service.	

																					

(B)	We	care	very	much	about	our	customers.	We	want	a	lot	of	feedback	on	delivery	security,	
quality	security	and	we	do	a	lot	of	product	checks.	We	have	a	delivery	security	of	98	%	[	…]	

We	are	super	generous	towards	our	customers.	
																					

The	next	consideration	that	needs	to	be	taken	into	account	in	order	to	offer	functional	value	

for	the	customer	is	the	appropriate	outcomes	or	consequences	(Smith	&	Colgate,	2017).	The	

empirical	 findings	 show	 that	 strategic	 value	 is	 something	 that	 company	 D	 take	 into	

consideration.	

																					

(D)	A	lot	of	that	goes	back	to	our	brand	claim	that	we	create	workspace	solutions	that	will	
lead	to	success	and	well-being	for	the	company.	

																					

In	the	reviewed	literature,	Webster	and	Wind	(1972)	state	that	the	B2B	buying	behaviour	

is	 influenced	by	organisational-	and	environmental	 influences.	Smith	and	Colgate	(2007)	

further	 claim	 that	 it	 is	 reflected	 in	 the	 appropriate	 outcomes	 and	 consequences	 in	 the	

functional	value.	Regarding	organisational	influences	the	empirical	findings	show	evidence	

connected	to	the	customer	budget	limitations,	in	for	example	public	procurements.	Further,	

regarding	technological	influences	the	usage	of	design	programs	and	BIM-objects	could	be	

viewed	as	offering	functional	value	to	the	customer.	Additionally,	environmental	influences	

are	more	concerned	with	external	aspects	such	as	competitors,	where	the	result	shows	that	

all	the	companies	aim	to	differentiate	themselves	from	their	competitors	through	the	brand.	

																					

(C)	I	would	say	that	we	are	entirely	unique	regarding	our	branding	strategy.	
		

The	 functional	 value	 that	 is	 offered	 through	 correct,	 accurate	 or	 appropriate	 features,	

functions,	attributes	or	characteristics	(Smith	&	Colgate,	2007)	of	the	product	is	something	

that	all	the	participating	companies	take	into	consideration.	Company	A	stated	that	their	

products	come	in	several	versions	in	order	to	accommodate	several	different	functionality-
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needs.	All	companies	expressed	that	they	stay	updated	about	the	industry	in	various	ways,	

such	as	attending	lectures	and	visiting	distributors	(B),	browsing	fairs	for	what	competitors	

offer	(A)	or	try	to	extract	information	from	visiting	architects	that	have	knowledge	about	

the	industry	(C).	

																					

(D)	We	worked	together	with	some	scientists	and	developed	an	analysis	model	to	help	our	
customers	to	adjust	the	office	after	their	activity.	

4.2.3 Emotional Value 

The	 emotional	 value	 associated	 to	 the	 company	 and	 its	 offerings	 by	 the	 customer	 is	 a	

compilation	 of	 responses	 to	 actions	 taken	 by	 the	 company	 affecting	 the	 four	 values	 (1)	

sensory,	(2)	emotional,	(3)	social-relational,	and	(4)	epistemic	(Smith	&	Colgate,	2007).	

																					

Sensorial	 experiences	 are	 essential	 drivers	 for	 the	 created	 emotional	 value	 (Smith	 &	

Colgate,	 2007).	 The	 visual	 experience	 of	 the	 website	 and	marketing	material	 is	 of	 high	

importance	for	the	perception	of	the	brand	(Verhoef,	2009;	Kaufmann	et	al.,	2017;	Meyer	&	

Schwager,	 2007).	 The	 same	 applies	 for	 the	 other	 senses	 impacted	 in	 the	 servicescape	

through	fairs	and	showrooms	where	the	customer	gets	a	physical	experience	when	having	

the	opportunity	to	try	the	furniture	or	get	to	smell	and	taste	freshly	made	coffee	at	an	event	

or	the	company’s	office	(Schmitt,	1999).	All	of	this	builds	up	to	the	establishment	of	brand	

value	 and	 identity	 since	one	 connects	 the	 company	 to	 these	 experiences	 (Ieva	&	Ziliani,	

2018;	Verhoef,	2009;	Bolton	et	al.,	2018;	Homburg	et	al.,	2017).	

																					

Emotional	experiences	can	result	in	the	creation	of	an	emotional	value	(Smith	&	Colgate,	

2007).	The	activities	mentioned	above	can	bring	emotions	that	add	value	on	the	brand.	As	

mentioned	by	 the	 companies,	 having	 a	 creative	 showcase	 or	 playful	 furniture	 can	 bring	

emotional	value.	Further,	innovativeness	brings	an	aspect	to	the	value	due	to	the	excitement	

it	might	trigger	for	the	customer	(Smith	&	Colgate,	2007).	

																					

(B)	You	should	feel	that	‘’this	is	fun,	fresh,	new’’.	
																					

Providing	a	satisfactory	level	of	service	post-purchase	was	recognised	as	a	common	practice	

among	the	companies	in	order	to	make	the	customers	pleased	with	their	encounter	with	the	

company,	which	generates	an	emotional	response	towards	the	company	(Smith	&	Colgate,	

2007).	
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(B)	Complaints	are	acknowledged.	It	is	brought	up	and	dealt	with;	‘’Why	did	it	happen?	Why	
did	it	go	wrong?	What	can	we	do	in	order	to	make	it	right?’’	to	make	sure	it	will	not	continue.	

	
(C)	We	do	almost	anything	in	order	to	please	our	customers,	and	it	is	the	same	thing	with	
complaints.	We	are	extremely	generous.	When	it	comes	down	to	it,	it	is	all	about	making	the	

customer	satisfied.	
	

(B)	They	can	call	us	and	ask	anything,	there	is	no	problem,	and	we	have	bilinguals	working	
at	the	customer	support	as	well.	

																					

Excellent	service	generates	feelings	that	add	social-relational	value	to	the	company	(Smith	

&	Colgate,	2007).	For	example,	if	a	company	does	everything	to	make	the	customer	satisfied,	

the	customer	will	perceive	the	company	as	accommodating	and	friendly.	Here,	the	company	

culture	 plays	 a	 significant	 role	 and	was	 evident	with	 the	 hospitality	 and	 friendliness	 of	

company	 B,	 shaping	 their	 brand	 community.	 Further,	 all	 companies	 emphasised	 the	

importance	of	establishing	trustworthiness.	

																					

The	 epistemic	 value	 is	 created	 through	 the	 intellectual	 experiences	 such	 as	 sharing	

knowledge	 (Smith	 &	 Colgate,	 2007),	 which	 some	 of	 the	 companies	 embraced.	 Some	

companies	 accomplished	 this	 by	 gaining	 knowledge	 about	 the	 industry	 by	 attending	

lectures	 or	 searching	 the	 internet	 and	 later	 applied	 this	 knowledge	 to	 be	 able	 to	 create	

innovative	 products	 and	 servicescapes.	 Intellectual	 experiences	 were	 also	 achieved	 by	

sharing	information	about	the	products	through	BIM-objects,	where	the	customers	got	their	

curiosity	and	imagination	stimulated,	further	deepening	an	epistemic	value	to	the	customer	

(Smith	&	Colgate,	2007).	

4.2.4 Symbolic Value 

The	symbolic	value	refer	to	the	way	that	a	product	or	brand	can	help	a	customer	to	express	

themselves	towards	others,	as	well	as	have	a	symbolic,	internal	meaning	for	the	customer	

(Smith	&	Colgate,	2007).	Evidence	of	symbolic	value	connected	to	the	brand	community,	as	

well	as	brand	value,	was	most	apparent	in	the	case	of	company	C	where	being	part	of	the	

brand	community	are	desirable	among	customers	since	it	expresses	expertise,	innovation	

and	design.	The	strategic	experiential	modules	Sense,	Feel,	Think,	and	Act	is	the	foundation	

of	the	fifth	module	Relate	which	is	argued	by	Schmitt	(1999)	to	be	branding	efforts	made	to	

create	a	brand	community	that	offers	the	customer	a	social	identity	through	the	relational	

experience.	
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(C)	...where	you	create	a	little	bit	of	a	community,	you	could	say	that	you	are	part	of	the	club	
of	the	projects	that	we	think	are	so	good	that	we	want	to	display	them	[	…]	You	create	a	sort	
of	additional	value	that	is	softer	than	the	rest	of	the	after-sales	process,	that	makes	them	feel	

that	they	belong.	
																					

Further,	the	brand	value	in	being	a	Swedish	brand	on	the	export	market	was	mentioned	by	

all	companies.	The	interviewees	believed	the	reason	to	be	based	on	the	popular	opinion	that	

connects	Scandinavian	design	with	trendiness	and	innovation,	which	could	be	used	by	the	

customer	to	establish	a	self-identity	or	expression	as	such	(Smith	&	Colgate,	2007).	

																					

(A).	...for	exports	you	want	it	to	be	a	brand	label	on	the	product,	it	is	important	for	those	
customers	that	“I	have	bought	a	[company	name]”	It	is	something	you	want	to	display.	

																					

Company	A,	B,	and	C	said	that	the	Swedish	culture,	in	relation	to	the	company	culture,	is	

used	during	international	visits	to	emphasize	the	Swedish	heritage.	

																					

(A).	...if	it	is	around	crayfish	season,	they	get	to	go	out	with	the	boat	and	catch	crayfishes	and	

then	have	a	crayfish	party...	

																					

Additionally,	 the	brand	can	carry	symbolic	value	 in	what	 it	 represents	 for	 the	customer,	

whether	it	may	be	creativity,	environmental	sustainability,	innovation	or	quality.	Company	

A	 and	 C	 had	 a	 history	 of	 design	 collaborations,	 functioning	 as	 a	 symbolic	 value	 for	 the	

company	and	therefore,	also	for	their	customers	regarding	the	value	chain	(Zolkiewski	et	

al.,	2017).	

	

4.3 Conclusion of Analysis 

Based	 on	 the	 interviews	with	managers	within	 the	 OSIS	 industry,	 it	 is	 evident	 that	 the	

participating	companies	are	 implementing	CEM	towards	their	customers,	but	not	always	

intentionally.	The	experience	dimensions	(1)	Sensory,	(2)	Emotional,	(3)	Behavioural,	(4)	

Intellectual	 and	 (5)	 Relational,	 in	 the	 framework	 Customer	 Experience	Management	 for	

B2B,	 are	 all	 present	 in	 the	 marketing	 activities	 of	 the	 participating	 OSIS	 companies.	

However,	the	dimensions	are	approached	as	separate	units	instead	of	being	integrated	into	

a	 holistic	 experience	 design.	 Further,	 the	 participating	 OSIS	 companies	 are	 still	 relying	

heavily	on	a	relationship	marketing	approach	to	which	CEM	is	a	successor	for	the	future	of	

marketing.		
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As	previously	stated,	the	intellectual	dimension	has	been	believed	to	be	of	most	importance	

within	the	B2B	buying	process	with	the	argument	that	B2B	customers	solely	used	rational-

based	 processing	 to	 meet	 task	 related,	 organisational	 goals.	 Factors	 connected	 to	 the	

intellectual	dimension	such	as	price,	delivery	 times,	quality	and	practical	 function	of	 the	

product	are	still	an	essential	foundation	for	the	experience.	Nevertheless,	both	research	and	

the	participating	companies	indicate	that	the	other	dimensions	are	essential	for	providing	

a	 successful	 customer	 experience.	 The	 argument	would	 be	 that	 customers	 are	 prone	 to	

emotional	 and	 experience-based	 processing,	 concerning	 both	 non-task	 related	 and	 task	

related	motives	for	not	only	organisational	but	also	personal	goals.		

																					

The	experience	dimensions	are	based	upon	the	individual	buyer's	subjective	perception	of	

the	 experience	 delivered	 by	 the	 company.	 Therefore,	 OSIS	 companies	 should	 take	 into	

consideration	that	it	is	the	individuals	within	the	organisation	that	are	making	the	buying	

decision,	and	the	experience	design	should,	therefore,	be	targeting	the	individual	and	not	

the	organisation.	If	implemented	correctly,	OSIS	companies	can	be	able	to	offer	additional	

cost-,	functional-,	emotional-	and	symbolic	value	through	the	experience	to	not	solely	their	

customers,	but	also	the	customers'	customers.		

	

The	result	indicates	that	OSIS	companies	are	not	able	to	charge	a	higher	price	exclusively	in	

relation	to	the	customer	experience.	Nevertheless,	CEM	can	deliver	great	financial	value	for	

the	companies	regarding	both	financial	and	market	performance.	Customer	experience	can	

be	 a	 differential	 competitive	 advantage	 that	 generates	 customer	 turnover	 and	 a	 more	

significant	market	share.		

	

Expanding	the	B2B	customer	experience	model	with	the	results	of	this	thesis	indicates	that	

through	CEM,	a	B2B	company	can	strategically	design	the	sensory,	emotional,	behavioural,	

intellectual	 and	 relational	 experience	 dimension	 to	 deliver	 a	 successful	 customer	

experience.	The	customer	experience	does,	in	turn,	influence	which	value	the	customer	will	

associate	 with	 the	 company.	 The	 values	 will	 then	 influence	 the	 customer's	 purchasing	

intention.	However,	 it	can	be	argued	that	the	benefits	of	CEM	will	not	simply	end	with	a	

single	purchase.	A	positive	customer	experience	can	influence	the	customers'	post-purchase	

behaviour	to	remain	loyal	towards	the	company	and	the	possibility	of	re-purchase.	Another	

possible	behavioural	intention	is	that	existing	customers	could	then	spread	a	positive	WOM,	

which	 is	 highly	 beneficial	 for	 attracting	 new	 customers	 since	 WOM	 can	 evoke	 a	 need	

recognition	 among	 prospective	 customers	 by	 triggering	 experience-based	 processing.	
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Further,	WOM	could	also	contribute	to	higher	initial	trust	when	entering	the	buying	process,	

which	 might	 positively	 influence	 the	 customer	 experience.	 The	 experience	 is	 highly	

dependent	on	trust	for	establishing	an	excellent	relationship	to	enable	co-creation,	which	

might	lead	to	a	purchase	decision.	

	

 
Figure 2: Extended Customer Experience Management for B2B 
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5 Discussion 

	
This	 section	will	 discuss	 practical	 implications	 and	 academic	 contribution.	 Additionally,	
limitations	 of	 the	 study	 and	 suggestions	 for	 further	 research	 areas	 will	 be	 presented.	
	

 

5.1 Practical Implications 

The	result	of	this	study	indicates	that	B2B	companies	are	heavily	focused	on	relationship	

building	as	a	marketing	strategy,	which	implies	that	the	emotional	aspect	of	the	business	is	

being	acknowledged.	However,	strategically	working	with	a	specifically	designed	CEM	is	not	

being	widely	implemented.	Therefore,	the	Extended	Customer	Experience	Management	for	

B2B	model	offer	a	helpful	tool	which	can	be	used	by	mangers	in	order	to	design	a	holistic	

experience.	Understanding	the	concept	as	a	whole	can	be	a	positive	start	to	evaluate	the	

dimensions	already	existing	within	the	company	and	adjust	them	into	becoming	a	seamless	

strategy	that	later	can	be	individualised	to	suit	the	customer’s	preference.	

	

The	 Extended	 Customer	 Experience	 Management	 for	 B2B	 model	 could	 be	 useful	 for	

companies	in	other	industry	sectors	where	the	aesthetics	of	the	product	are	of	importance.	

When	the	product	not	only	attend	to	a	functional	need	but	should	also	fulfil	an	emotional	

need	for	the	customer,	the	experience	surrounding	the	product	is	essential	due	to	that	the	

economic	value	of	design	can	be	difficult	to	establish.		

	

5.2 Contributions 

This	 thesis	 has	 provided	 deeper	 insights	 regarding	 CEM	 in	 B2B,	 which	 to	 the	 authors'	

knowledge,	has	received	limited	academic	attention.	Previous	research	has	focused	on	the	

customer	experience	management	within	B2C,	while	this	study	has	transferred	the	concept	

to	the	B2B	sector.	The	study	has	elaborated	on	Pandey	and	Mookerjee's	(2018)	Customer	

Experience	Management	for	B2B	model,	providing	further	insights.	Pandey	and	Mookerjee	

(2018)	base	the	model	on	the	customers'	perspective	regarding	the	customer	experience	in	

B2B.	This	study	deepens	the	insights	of	the	topic	by	including	OSIS	companies'	perspectives	

on	CEM.	Additionally,	the	model	is	extended	to	investigate	the	outcome	of	CEM	in	B2B	and	

why	it	is	a	beneficial	marketing	strategy,	highlighting	the	relevance	of	the	topic	and	why	it	

deserves	further	academic	attention.	
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5.3 Limitations 

All	 interviews	were	 conducted	 and	 transcribed	 in	 Swedish.	 The	 results	were	 translated	

when	compiled	 into	raw	constructs	as	well	as	 the	direct	quotes	used	 in	 the	 thesis.	Even	

though	careful	considerations	were	made	regarding	the	translation,	it	can	be	argued	to	be	a	

limitation	that	opens	up	for	variations.	

	

To	broaden	the	empirical	findings,	the	authors	could	have	included	observations	regarding	

the	 participating	 companies’	 servicescapes	 while	 conducting	 the	 interviews.	 Further,	

observations	of	the	interviewees	could	also	have	been	included,	such	as	body	language	or	

pauses	indicating	the	interviewees’	knowledge	within	the	topic.		

	

Finally,	 considering	 that	 the	participating	 interviewees	have	expressed	 their	own	beliefs	

regarding	their	customer	experience	they	could	be	viewed	as	being	biased	towards	their	

company.	 
	

5.4 Further Research  

Based	on	the	findings	of	this	thesis,	some	future	research	areas	can	be	identified	in	order	to	

add	 additional	 knowledge	 regarding	 this	 topic.	An	 interesting	 research	 area	 could	be	 to	

investigate	if	the	benefits	of	CEM	is	evident	in	B2B	sectors	offering	products	that	possess	

higher	functional	value.		

																					

During	the	interviews,	some	insights	were	provided	regarding	the	CEM	on	the	international	

market	of	OSIS	companies.	The	subject	was	not	deeply	elaborated	on	since	it	was	not	the	

purpose	for	this	thesis.		However,	it	opened	up	for	further	interesting	research	areas.		

	

Finally,	due	to	the	novelty	of	the	topic	Customer	Experience	Management	in	B2B,	there	are	

many	interesting	angles	worth	to	investigate	further.	Therefore,	this	thesis	can	be	viewed	

as	 a	 foundation	 for	 establishing	 an	 understanding	 regarding	 how	 B2B	 companies	 can	

implement	CEM.		 	
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Appendix  
 
Appendix 1: Questionnaire for interviews 

1. Could	you	describe	your	position	within	the	company,	what	are	your	main	tasks	
within	the	company?	How	is	this	connected	to	the	marketing	and	customer	
experience?	
		 	 	 	 	 	 	

2. Do	you	work	directly	towards	the	end-customer?	Or	do	you	encounter	several	
actors	(such	as	interior	design	agency’s)?	
		 	 	 	 	 	 	

3. How	do	you	work	with	keeping	up	to	date	with	the	development	of	office	spaces?	
		 	 	 	 	 	 	

4. How	would	you	describe	the	customer	journey?	(From	a	new	purchase	to	after	
sales	support?	
		 	 	 	 	 	 	

5. Would	you	say	that	you	work	with	certain	strategies	to	develop	a	sufficient	
customer	experience?	What	are	your	main	focus	areas	concerning	the	customer	
experience?		

6. Would	you	say	that	the	customer	experience	add	value	to	your	product?	
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Appendix 2: Raw Constructs 
 
Construct Experience Dimension Value Dimension 
Website Design Sensory Emotional 
Creativity Sensory, Emotional, 

Behavioural 
Emotional, Symbolic 

Showroom Sensory, Emotional, 
Behavioural, Intellectual, 
Relational 

Emotional, Symbolic, 
Functional 

Events Sensory, Emotional, 
Behavioural, Intellectual, 
Relational 

Emotional, Symbolic, 
Functional 

Fairs Sensory, Emotional, 
Behavioural, Intellectual, 
Relational 

Emotional, Symbolic, 
Functional 

Brand Identity Sensory, Emotional, 
Behavioural 

Emotional 

Product Information Sensory, Intellectual Functional, Cost 
Product Customization Sensory, Intellectual, 

Relational 
Functional, Emotional, 
Symbolic 

Design Collaborations Sensory, Behavioural Emotional 
Marketing Activities Sensory, Emotional, 

Behavioural 
Emotional, Symbolic 

WOM Sensory, Behavioural Emotional, Functional 
Aesthetics  Sensory Emotional 
Concept Design Sensory Emotional 
Customer Support Sensory, Emotional, 

Behavioural, Relational 
Emotional, Symbolic, 
Cost, Functional 

Innovation Emotional, Intellectual Emotional, Functional 
Brand Community Emotional, Behavioural, 

Intellectual 
Emotional, Functional, 
Cost, Symbolic 

Brand Value Emotional, Relational Emotional, Symbolic 
After Sales Support Emotional, Intellectual Emotional, Functional, 

Cost 
Company Culture Emotional, Relational Emotional, Symbolic 
Satisfaction Emotional, Relational Emotional 
Environmental 
Sustainability 

Emotional, Behavioural Emotional, Symbolic 

Trust Behavioural, Intellectual Emotional, Functional 
Product Quality Intellectual Functional, Cost 
Customer Relations Intellectual, Relational Functional, Emotional 
Information Availability Intellectual Functional 
Cost of the Product Intellectual Cost 
Knowledge Intellectual, Relational Functional, Emotional 
Website Content Intellectual Functional, Cost 
Creating Customer 
Profiles 

Intellectual Functional 

Partner Relationships Relational Emotional, Symbolic 
Relationship Building Relational Emotional 
	


