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Tiivistelmä 

Asiakastyytyväisyyden ymmärtäminen on noussut tärkeäksi tekijäksi nykypäivän 

kansainvälisessä liiketoimintaympäristössä. Yritykset ovat kiinnostuneita hankkimaan 

tietoa asiakkaidensa mielipiteistä. Yritysten menestys riippuukin usein niiden kyvystä 

pidentää asiakassuhteiden kestoa tai lisätä ostosyklien määrää. Tämän diplomityön 

tarkoitus oli luoda kansainväliselle sahatavarayritykselle asiakastyytyväisyyden 

mittausprosessi.  

 

Tutkimus suoritettiin kahdessa vaiheessa. Ensiksi tehtiin kirjallisuuskatsaus, jossa 

hahmoteltiin asiakastyytyväisyyden mittausprosessi. Toisessa vaiheessa prosessi 

räätälöitiin kohdeyritykselle puolistrukturoitujen haastatteluiden avulla.  

 

Kohdeyritykselle räätälöity asiakastyytyväisyyden mittausprosessi koostui viidestä 

vaiheesta. Ensimmäiseksi määritettiin haastattelujen avulla asiakkaalle arvoa tuottavat 

tekijät. Seuraavaksi määritettiin tavoitteet asiakastyytyväisyyden mittaukselle. Näiden 

vaiheiden perusteella kohdeyritykselle muodostettiin malli 

asiakastyytyväisyyskyselystä. Tämän jälkeen tarkasteltiin asiakastyytyväisyyskyselyn 

välitystapoja ja analysointia. 

 

Erityisesti asiakastyytyväisyyden mittausprosessin kaksi ensimmäistä vaihetta koettiin 

kohdeyrityksessä erittäin hyödyllisiksi. Asiakastyytyväisyyden mittaamisen 

aloittaminen asiakkaiden arvon määrittämisellä koettiin loogiseksi lähestymistavaksi 

asiakastyytyväisyyteen. 
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Abstract 

Understanding customer satisfaction is an important issue in the global business 

environment. Companies are interested in gaining knowledge about their customer’s 

presumptions.  In the present marketplace the success of companies depends on their 

ability to lengthen the period of time or number of purchase cycles before customers 

switch to another supplier. The purpose of this Master’s thesis project was to create a 

customer satisfaction measurement process for an international sawn timber company.  

 

From the insights gained from literature a customer satisfaction measurement process 

framework was created. The customer satisfaction measurement process framework 

consisted of five different steps: creation of performance attributes and customer 

satisfaction measurement objectives, survey design, survey distribution and analysis of 

survey results. The customer satisfaction measurement process framework was then 

tailored to suit the case company’s needs. This was done by conducting unstructured 

interviews inside the case company’s organization.  

 

A comprehensive customer attribute map was generated from the insights gained from 

the interviews. From these findings an example satisfaction survey was made to follow 

objectives generated from the interviews. After that possible delivery methods were 

chosen.  
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1 INTRODUCTION 

The primary purpose and the objectives of this study are presented in the first chapter. 

In the beginning the relevant literature about the topic is introduced. This is followed 

by an explanation of the research brief given by the case company. After that the 

research problems are introduced. Then methods of the study are presented briefly 

and finally the structure of the study is explained.  

1.1 Background of the study 

Understanding customer satisfaction is an important issue in the global business 

environment. Companies are interested in gaining knowledge about their customer’s 

presumptions (Hayes 1998). In the present marketplace the success of companies 

depends on their ability to lengthen the period of time or number of purchase cycles 

before customers switch to another supplier. In addition to extended customer 

retention, satisfied customers can be expected to spread positive word of mouth 

inside their connection network. On the other hand dissatisfied customers can have 

the opposite reaction and express their dissatisfaction to multiple other companies in 

their network. (Vavra 2002) 

The linkage between attribute performance, customer satisfaction, customer retention 

and profit is shown in Figure 1. If product and service attributes are improved, 

customer satisfaction should increase. When customer satisfaction is increased 

customer retention should be greater. This leads to greater profits. (Anderson & 

Mittal 2000) All of these linkages have been studied in satisfaction literature. High 

attribute performance has been found to increase overall satisfaction ratings (Mittal et 

al. 1998). There has also been research about the satisfaction – customer retention 

relationship. Various publications (Zeithaml et al. 1996, Anderson 1994) show that 
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customer satisfaction leads to customer retention. This leads to higher profits (Rucci 

et al. 1998). 

Figure 1. The satisfaction profit chain (Anderson & Mittal 2000). 

Customer satisfaction measurement can be used to find answers to why customers are 

switching to competitors. Satisfaction data can give early warning signs of problems 

before they show up in revenue and profit figures. (Kessler 1996) The gap between 

customer expectations and experiences can be traced as the major reason for customer 

decay. By conducting well-designed customer satisfaction research these gaps can be 

identified. (Hill et al. 2003)  

1.2 Thesis brief   

This master thesis was conducted from a brief given by the case company. The case 

company is a manufacturer of sawn timber. It operates globally and has production 

units in Europe. In the beginning of the project the brief was: develop a customer 

satisfaction measurement process for the case company.  

This thesis brief was formed due the lack of understanding in the case company about 

how the customer satisfaction measurement should be conducted. The staff 

responsible for the customer satisfaction measurement was frustrated about the 

amount of time needed to conduct the customer satisfaction measurement. The 

company could not use the data from customer satisfaction measurement to improve 

their business performance.  

1.3 Objective of the thesis  

An objective for the thesis was constructed from the thesis brief. The objective of the 

thesis was to develop a customer satisfaction measurement process for the case 

company.  

Attribute 
performance 

Customer 
satisfaction 

Customer 
retention 

Profit 
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1.4 Research questions  

The research questions of this thesis were based on the thesis brief given by the case 

company to fulfill the objective of the thesis. The main research question of this 

thesis was: How to measure customer satisfaction in a complex B2B environment? 

This main research question was then divided into four research questions. 

Research question 1: How should a B2B company measure customer satisfaction? 

1.1 What does customer satisfaction mean? 

1.2 What are the common objectives for customer satisfaction? 

1.3 How should the questionnaire be designed? 

1.4 How should the customer satisfaction data be gathered?  

1.5 How should customer satisfaction data be analyzed? 

Research question 2: What attributes affect the case company’s customer 

satisfaction?  

Research question 3: What are the case company’s objectives for collecting 

customer satisfaction data?  

3.1 What are the objectives for the case company to ask customer 

satisfaction? 

3.2 Who in the case company will benefit from the customer satisfaction data? 

3.3 What do customers value in the case company’s offerings? 

Research question 4: How should the case company measure customer satisfaction? 

These research questions are displayed in a chronological order. First the answer to 

research question 1 needs to be found. After that the second and third question can be 

answered. The last question concludes the first two research questions.  

1.5 Definitions  

Important terms and their definitions used in the study are shown below:  
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B2B: Business to Business market, where a commercial transaction occurs between 

two businesses 

B2C: Business to Customer market, where a commercial transaction occurs between 

a business and a nonbusiness consumer 

Customer: Customer is the recipient of case company’s products. Customer is not an 

internal part of case company’s organization.  

Product: Product refers to the traditional concept of the term – a tangible result of an 

act or work 

CSM: Customer satisfaction measurement  

Customer attribute: A characteristic or a feature of a product or service that is 

important for the customer.  

1.6 Research methodology 

This study was an exploratory qualitative research study aiming to develop a 

customer satisfaction measurement process for an international sawn timber 

company. First topics related to customer satisfaction measurement in B2B 

environment were explored to gain a holistic understanding about the topic. Then a 

five step framework was generated on the basis of insights gained from the literature 

review.  This framework was used to form the empirical part of the study. 

Representatives through the case company organization were interviewed. Through 

this the empirical data and insight from literature review were turned into the analysis 

and conclusions.  

1.7 Structure of the thesis  

The structure of the thesis is described in Figure 2. The study begins with an 

introductory chapter, which gives a brief background to the study, forms research 

questions, shows research objectives and introduces the scope of the study.  
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Figure 2. Structure of the thesis.  

The second chapter explains the theory behind customer satisfaction measurement. It 

defines important concepts and discusses literature around customer satisfaction 

measurement. In the end a general framework for the empirical study is constructed. 

This section gives an answer to the research question 1. 

The third chapter introduces the general methods for gathering qualitative data. It 

explores qualitative research and introduces case study methods and different 

interview types.  

The fourth chapter uses the third as a background to form a solid data gathering 

process for the empirical part of the study. It introduces detailed plans for conducting 

the case study and carrying out interviews. Also methods for recoding the data and 

analyzing it are introduced in this chapter.  

The fifth chapter shows the research findings. It combines the information gathered 

from the case study and interviews. This chapter answers the second and third 

research question.  

The final chapter draws conclusions about the study and gives recommendations for 

the case company. It combines information gathered from the empirical part with 

Introduction Literature review 
Research 

methodology 

Data collection Research findings  Conclusion 
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theoretical knowledge from literature review. This chapter answers the fourth 

research question.  

1.8 Scope of the thesis  

This thesis research was conducted to generate a customer satisfaction measurement 

process for an international sawn timber company. The thesis started with a literature 

review where important concepts related to customer satisfaction measurement were 

explored.  

The second part of the thesis was about the empirical research conducted.  The 

purpose of this part was to understand what affected customers’ satisfaction in the 

context of the case company. Company managers were interviewed to gain an 

understanding about possible goals for customer satisfaction measurement. The 

empirical research was conducted by interviews and examining material gained from 

the company.  

In the third part of the thesis an example process for measuring customer satisfaction 

was generated for the case company. This was done by combining information gained 

from the literature review with information gathered from the empirical part.  

It was also decided that the example process generated for the case company was not 

going to be tested during the thesis process. Testing the actual survey would have 

given beneficial information about how suitable it is for the case company. However, 

the thesis was conducted in a relatively short time span of six months (May 2013 – 

October 2013). This time period did not allow additional testing of the concepts 

generated.  
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2 LITERATURE REVIEW 

This chapter presents the theoretical background for understanding the essential 

concepts of the study.  The literature review starts with defining major concepts. The 

second section discusses the relevancy of customer satisfaction. Why customer 

satisfaction is important in a business-to-business environment is introduced. The 

third part of the literature review will demonstrate whom in the customer organization 

the customer feedback surveys should be aimed at. The fourth section of the literature 

review discusses what information is relevant to be gathered from the customers. 

After that the literature review brings out different methods of gathering the customer 

satisfaction information.  

2.1 Customer satisfaction 

To develop a customer satisfaction measurement process, a holistic understanding 

about customer satisfaction as a concept needs to be possessed. This section also 

gives answer to the research question 1.1: What does customer satisfaction mean? 

 Customer satisfaction is a topic of discussion and debate. The most widely used 

model of customer satisfaction is the comparison standards paradigm or 

disconfirmation of expectations (Oliver 1980).  In general, this means how products 

and services meet the customer expectations (Gerson 1993).  

Satisfaction was defined by Oliver (1997) in the following way: 

“Satisfaction is the consumer’s fulfillment response. It is a judgment that a 

product or service feature, or the product service, itself provided (or is 

providing) a pleasurable level of consumption related fulfillment, including 

levels of under or over fulfillment.” 

Kotler (1997) defines customer satisfaction in a very similar fashion to Oliver: 

“Satisfaction is a person's feelings of pleasure or disappointment resulting 

from comparing a product's perceived performance (or outcome) in relation 

to his or her expectations.” 
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Also a definition by Brown (1992) follows the definitions of Kotler and Oliver. 

However this definition includes the outcomes of customer satisfaction. Brown 

(1992) defines satisfaction in the following way: 

“The state in which customer needs, wants and expectations throughout the 

product’s or service's life are met or exceeded resulting in repeat purchase, 

loyalty and favorable word-of-mouth.” 

Customer satisfaction can be divided into different “satisfaction elements”. These 

elements contribute to the customers overall satisfaction judgment. Satisfaction 

elements can be divided into four different categories: Information satisfaction, 

performance satisfaction, attribute satisfaction and personal satisfaction. (Rossomme 

2003). 

Information satisfaction is satisfaction about the information used in selecting the 

product (Spreng et al. 1996).  Performance satisfaction is satisfaction about how the 

business performance of a product meets the business expectations (Rossomme 

2003). Attribute satisfaction can be stated as a more specific satisfaction judgment, 

which results from observations of the performance of a product or service feature or 

dimension (Oliver 1993).  Personal satisfaction shows the individuals’ psychological 

judgments of pleasure or comfort surrounding the relationship with the supplier 

(Rossomme 2003). 

However there has been discussion about how suitable this model is in a B2B 

environment. First of all most of the employees in the client organization did not have 

experience in using the product. In that case the employees did not have a solid 

experience foundation to base their satisfaction judgments. (Rossomme 2003) 

Secondly, in a business-to-business context customers execute their roles on 

objectives in the organization in addition to personal and psychological issues 

(Webster Jr & Wind 1972). 
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2.2 Customer satisfaction measurement process  

The literature review was formed to include every step used in the customer 

satisfaction survey process from the beginning to the end. Multiple processes were 

investigated to find a suitable process for the case company. Dutka (1994) suggested 

that normally a process consisting of three steps: internal planning, determination of 

performance attributes and development and implementation of the survey should be 

used. Barsky (1995) introduced a very similar process for customer satisfaction 

measurement. This process consisted of eight different steps:  

1. Identify customer satisfaction priorities, 

2. Identify customer’s  value-chain, 

3. Collect customer and employee input, 

4. Benchmark the best satisfaction collecting practices, 

5. Identify methods of how to link customer satisfaction into employee 

programs,  

6. Build a customer loyalty program, 

7. Evaluate technological and international trends about satisfaction 

measurement, 

8. Implement the process.   

Hayes (1998) introduced a simple three-step process (Figure 3). 

Figure 3.  Model of customer satisfaction questionnaire development and use by 

Hayes (1998). 

Nauman and Giel (1995) suggested a very similar process to Hayes (1998). The 

difference between the models is that Nauman and Giel (1995) suggest that customer 

satisfaction objectives should be identified as a starting point of the survey design.  

However Hayes (1998) states, that knowledge of customer requirements will facilitate 

Determine 
customer 

requirements  

Develop and 
evaluate 

questionnaire 

Use 
questionnaire 
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the development of a customer satisfaction questionnaire. The questions of the 

satisfaction survey should assess the extent to which customers are satisfied on each 

of the quality dimensions.  

For this study the process introduced by Hayes (1998) was used. This framework 

offered a simple and effective starting point for the literature review. The prosess by 

Hayes (1998) had a strong emphasis a understanding customers’ value chain. This 

aspect was lacking from the process introduced by Nauman and Giel (1995). The 

process introduced by Barsky (1995) also had a strong focus towards customers. 

However the model by Barsky (1995) was much more complex. The model 

introduced by Hayes (1998) was completed with details from the customer 

satisfaction measurement process introduced by Nauman and Giel (1995). This 

process consists of five steps (Figure 4): identifying customer attributes, determining 

satisfaction measurement objectives, designing the survey, distributing the survey and 

analyzing survey results.  

 

Figure 4. Customer satisfaction measurement process used for the literature review 

of this study. A combination of processes presented by Hayes (1998) and Nauman 

and Giel (1995) 

Identifying 
customer attributes  

Determinng 
satisfaction 

measurement 
objectives  

Designing the 
survey 

Distributing the 
survey 

Analyzing survey 
results  
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2.3 Performance attributes  

Customer satisfaction research explores how products and services meet customer 

expectations. These expectations can be formalized as performance attributes, which 

capture the important issues about how customers judge a product or a company. 

(Dutka 1994) Identifying customer attributes accurately is the foundation of holistic 

customer satisfaction measurement. If this step of the process is done poorly it will 

affect the whole customer CSM process. (Naumann & Giel 1995) 

A widely used technique for understanding performance attributes is the critical 

incident approach which was developed by Flanagan (1954).  The critical incident 

method uses customers to gain information about the services and products they use. 

Hayes (1998) describes critical incidents as an example of organizational 

performance from the customer’s perspective. Critical incidents have two 

characteristics: they are specific and they describe the service provider in behavioral 

terms. 

Critical incidents can be categorized in clusters. These clusters can be called as 

satisfaction items. Satisfaction items together form customer performance attributes. 

An example of critical incident categorization by Hayes (1998) is shown in Figure 5. 
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Figure 5. Hierarchical relationship between critical incidents, satisfaction items and 

customer requirements. An example by Hayes (1998). 

2.3.1 Identifying performance attributes  

Identifying customer attributes can be done through internal channels and also with 

external sources. Using both of these channels offers the best outcome. (Dutka 1994) 

There are multiple ways of identifying customer attributes through internal channels. 

Warranty and guaranty records can be tracked to see what was unacceptable for 

customers. This usually gives managers a rough idea what customers’ expectations 

are related to certain products. Customer service records also give a valid database for 

understanding what customers prefer. For example the frequency of inquiries of 

certain attributes can indicate what is important for customers. (Naumann & Giel 

1995) 

Personnel of the company can act as a good source of information for seeking 

customer attributes. Employees who are in direct contact with customers should be 

asked about the attributes. Sales personnel and service staff often receive information 

Critical incidents  

Satisfaction item  

Customer attribute  Responsiveness of service  

The waiting time for service 
was very short.  

I got response for 
service after 20 

minutes.  

The service person 
contacted me just after 

request. 
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from customers during their normal activities. Managers in a company typically 

possess a large amount of knowledge about customer attributes. Part of this 

knowledge comes straight from customer interactions. The other part is gained from a 

diverse array of sources: trade magazines, professional conferences, benchmarking 

visits and through colleagues. (Naumann & Giel 1995) 

Using external sources for identifying customer attributes is considered to be 

important for the CSM process. The attribute list generated from a company’s internal 

sources can be reasonably accurate. However managers can lack knowledge and 

exposure to generate an accurate list of the attributes. Company staff also can be 

biased towards their own specialties. This can have an impact on the attribute list. 

(Naumann & Giel 1995) 

Gathering external information can be done in many ways. Two of the most 

commonly used methods for gathering feedback are in depth interviews and focus 

groups. In-depth interviews a customer is interviewed by a company manager or an 

unbiased third party member such as a consultant or researcher. (Naumann & Giel 

1995, Hayes 1998) Focus groups can also be used for gathering information about 

customer attributes. In most cases focus groups consist of small group of individuals 

who are gathered together to discuss a specific topic with a moderator. Focus groups 

enable participants to build on each other’s comments. (Hayes 1998) Therefore a 

deeper understanding of customer preferences can be gained. However focus group 

can limit how individuals can express themselves, because the time is limited and 

some individuals might feel intimidated in the social situation. (Dutka 1994) 
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2.3.2 Possible attributes affecting to satisfaction  

In the section 1.1 the relationship between satisfaction and value was discussed. 

Value drivers in a B2B environment have been investigated. The research done by 

Ulaga (2003) divides the relationship value drivers into eight categories (Figure 6). 

 

Figure 6. Value drivers in a B2B environment by Ulaga (2003). 
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Product quality is identified as being the most important driver in relationship value.  

The quality of the product can be defined as the extent to which the supplier’s product 

meets the customer’s specifications. The product quality can be divided into three sub 

categories:  product performance, product reliability and product consistency. (Ulaga 

2003) 

The third most important factor affecting customer value is the delivery.  

Considering delivery, customers value punctuality in the delivery schedule.   (Hutt & 

Speh 2012) Problems in this area can cause great additional costs to customers by 

premium freight charges. Flexibility and accuracy are also considered important 

factors for customers. For example the ability to respond to emergency deliveries is 

highly valued by manufactures. (Ulaga 2003)  

Service support refers to product related services, customer information and 

outsourcing activities. These are important in differentiating suppliers’ offerings. 

Service support can be understood as the second key dimension of relationship value. 

(Anderson & Narus 1995) 

Supplier know-how plays an important role in affecting the relationship value 

(Ulaga 2003). For example suppliers can have knowledge about the supply market, 

which the manufacturer does not possess. Also suppliers might have past experience 

of customer’s products. This can lead to opportunities for improving existing 

products. Suppliers can also be beneficial in the early stages of product development. 

For example they can suggest solutions for reducing product costs. (Ulaga 2003, 

Parasuraman et al. 1985) 

Time-to-market also affects to the relationship value. Manufacturers are interested in 

a supplier’s skill to speed up their design tasks, prototype development and also 

helping in product testing and validation. (Ulaga 2003) 

Crucial link in supplier – manufacturer relationship is the personal interaction. 

Business relationships are founded between the organizations, but they are managed 
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between individuals. As a value driver communication, effective and efficient 

problem solving and understanding each partner’s goals are important. (Ulaga 2003) 

Direct product costs (price) are also seen as an important value driver in supplier – 

manufacturer relationship. Also commitment to cost reduction can add value to the 

relationship. (Ulaga 2003)  

Manufacturers also appreciate other ways of reducing costs. These can be found from 

inventory management, order handling, incoming inspections and manufacturing. 

However it can be difficult to distinguish direct product costs from process costs. 

(Ulaga 2003) 

2.4 Customer satisfaction measurement objectives  

Identifying the objectives is an important step in building a CSM program. When the 

objectives are clarified in detail the company can take clear directions in designing 

the CSM program. These objectives need to be tailored to suit into a company’s 

culture and environment. By defining the objectives, much cleaner research design 

can be done. Objectives that are too ambiguous can also lead to challenges in 

developing hypothesis and unclear objectives can lead to unusable customer 

satisfaction data. (Naumann & Giel 1995) This section will give an answer to the 

research question 1.2: What are the common objectives for customer satisfaction? 

When designing the CSM program it is important to answer the question: “Who will 

use the data?” (Naumann & Giel 1995). Usually customer satisfaction data is 

gathered by marketing organization, but it is used all around the organization. 

However the CSM data does not often have uniform ownership. Hayes (1998) 

suggests that it is important to create a corporate culture which will support the usage 

of the data rather than use it for pointing fingers at the company’s employees.  

 2.4.1 Common goals for CSM program  

Getting closer to the customer is often stated to be the main reason for a CSM 

program. By getting closer to the customers companies seek to understand customer 
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attributes. The information about customer attributes can be divided into three 

groups. First the company can research which attributes affect customers decision 

making and post-purchase satisfaction. Secondly the company might seek out the 

relative importance of different attributes to the customer. The company might also 

be interested in understanding how well the customer evaluates the performance of 

delivering different attributes. To achieve these goals data can be gathered from 

existing customers. (Naumann & Giel 1995) 

One possible goal for a CSM program might be to measure continuous improvement. 

In this case the company measures attributes which are important for customers and 

linked directly in to value-added processes in the company. The company can survey 

existing and lost customers. Lost customers often have a good understanding if 

company’s value adding processes are at the level of competitors. The data gathered 

from customers should be comparable with the company’s internal processes. This 

data can be then used to recognize internal processes which impact the customer 

satisfaction. (Naumann & Giel 1995)  

A company can also conduct a CSM program to achieve customer driven 

improvements. This goal differs from the previous ones dramatically. Instead of 

measuring the performance of the company from a customer’s perspective it sees 

customers as a source of innovation. To achieve this, a different sampling plan, 

questionnaire design and survey techniques need to be adapted. However, all the 

customers are not equally valuable sources of innovation. (Naumann & Giel 1995) 

One objective of a CSM program might be to measure a company’s competitive 

strengths and weaknesses. By analysis like this, the company can determine customer 

perception of competitive choices. To achieve this, in addition to the existing and lost 

customers, potential customers also need to be interviewed. Through this, unbiased 

data can be gathered. On the other hand finding proper sampling procedures can be 

challenging.  (Naumann & Giel 1995) 
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CSM data can also be linked to employee attitudes or reward systems. It is shown that 

customer satisfaction and employee satisfaction correlate positively. If employees are 

satisfied, they usually put extra effort in to customer interaction. Employee 

satisfaction can be measured in many different ways. Overall satisfaction score can be 

calculated. Employee satisfaction can be calculated in various facets of the job. 

(Naumann & Giel 1995)  

2.5 Questionnaire design  

To achieve the goals wanted from the CSM program, the actual questionnaire plays 

an important role. The purpose of this section is to present different steps when 

designing in the questionnaire. This section also answers research question 1.3: How 

should the questionnaire be designed? 

2.5.1 Survey methods  

Gap analysis is one of the most commonly used customer feedback measuring 

methods. It measures the gap between customers’ expectations and experienced 

service. The size of the gap determines the amount of attention the issue is given. 

There are some problems in the gap analysis method. Gap analysis does not take into 

account which questions are important to the customers’. (Jemmasi et al. 2011) It 

might lead to big gaps which are not important for the customers. Other downside is 

that the method does not pay attention to the fact that attributes might affect each 

other. (Buttle 1996)  

One way of measuring customers feedback is the performance based method. In this 

method the expectation variable is excluded and customers only focus on assessing 

the performance attribute. After collecting the data, the company can see which 

attributes score highest and which lowest. However, performance based analysis 

might not reflect the actual service. (Danaher 1997) 

The conjoint analysis method is a widely used market research technique to find out, 

for example, what price range or features a new product or a service should have. In 

conjoint analysis, multiple different opinions are asked from one person. It gives an 
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understanding of the relative importance of measured product or service attributes. 

Therefore managers can gain guidance about how to raise customer satisfaction 

levels. However the conjoint method can require extra effort from respondents and 

therefore affects response rates. (Danaher 1997) 

2.5.2 Communication model 

A questionnaire is often understood as a one-way communication tool, where 

information is only obtained from the customers. It is beneficial to think of 

questionnaires as a two-way communication tool. First the company communicates 

an information request. After that the customer sends back the response. The 

communication model (Figure 7) can be divided into eight different steps. (Naumann 

& Giel 1995) 

 

 

Figure 7. The questionnaire as a two way communication model (Naumann & Giel 

1995). 
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2.5.3 Volality, valibility, meaningfulness and reliability 

Volality related to CSM is concerned to be the stability of customers’ attitudes over 

time. However it has been found that the importance of an issue is negatively 

correlated to volatility. (Naumann & Giel 1995) 

When designing a survey it is important to keep in mind the validity of the survey. 

Validity can be divided into three groups: construct validity, convergent validity and 

discriminant validity. (Vavra 1997, Naumann & Giel 1995, Hayes 1998) Construct 

validity indicates that the question measures what it is supposed to measure. Scaling 

and wording of the question have a large impact on construct validity. (Hayes 1998) 

Convergent validity shows the ability of the questions to measure certain different 

dimensions of the survey. Discriminant validity shows the ability of each question to 

measure something, which is different from other questions. Discriminant validity 

can be a problem when many different customer attributes are being included in the 

survey. In this case some attributes might be overlapping and do not bring anything 

new to the survey. (Naumann & Giel 1995) 

In many cases the respondent’s answers can lack meaningfulness. This can affect the 

quality of data. For example respondents may not possess the knowledge needed to 

answer the questionnaire. Even if the respondent answers in a sincere way the 

answers might not be meaningful. (Naumann & Giel 1995) 

Reliability means the ability to achieve constant results constantly with repeated 

samples. Reliability can be considered as a function of previous attributes: volality, 

validity and meaningfulness. The reliability of the survey will suffer if any of these 

issues are not being taken care of properly. (Naumann & Giel 1995) 

2.5.4 Cultural issues  

It is important to take cultural factors into account when considering customer 

satisfaction measurement.  Clearly the most important factors are language and 

cultural values. Both these factors should be considered when designing customer 
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satisfaction surveys. Taking these factors into account can boost response rates and 

affect the quality of the data gained from the surveys. (Harzing 2006) 

The choice of language in a survey template can have a great impact on the results. 

For example if a survey written in English is sent to a native speaking country and a 

non-native speaking country the answers can be similar. However if the survey is 

given to both respondent nations with their own native languages can the results be 

significantly different. (Harzing 2006) 

It has been investigated that surveys in English lead to an increased level of middle 

responses compared to responses in respondent’s native language. In most cases the 

language has an impact on the level of certainty, which has an impact on the answers. 

A high level of uncertainty increases the middle answers and, on the contrary 

certainty increases the amount of extreme answers. (Hayes 1998) 

2.5.5 Template items  

Hayes (1998) states that, the survey should start with asking general questions. After 

that more specific issues can be asked. By using this approach the respondents do not 

feel overwhelmed in the beginning. They can first warm up with easier questions and 

then provide accurate information on more precise questions. It is also important that 

the questionnaire structure is simple, because it tends to raise the response rates. (Hill 

& Alexander 2000, Vavra 1997) 

The structure of individual questions should be clear and statements used should 

leave no room for interpretation. Items, which do not measure satisfaction from a 

respondent’s point of view, should be left out from the survey. These can create 

confusion and therefore affect the survey results. The survey should not include 

redundant words and the items should be kept short and simple. (Hayes 1998) 

The purpose of different items in the satisfaction survey is to show the difference 

between customers who are satisfied versus customers who are dissatisfied. Using 

mathematical methods or personal judgment items for the survey can be chosen. 
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When personal judgment is used the company staff picks the most relevant items. 

This can be done by letting staff members pick items individually and then the ones 

that are picked by the biggest number of staff members are chosen in the survey. The 

mathematical methods require conducting pre-surveys with actual customers and then 

calculating means and standard deviations from that data. (Hayes 1998) 

A key characteristic of a survey item is unambiguousness. The respondent needs to be 

able to understand precisely what the item is asking. If ambiguity occurs in the items, 

can the responses be unclear. Hayes (1998) gives an example of an ambiguous item 

and how it could be coded unambiguously:  

 “The transaction with the service provider was good.”  

In this case the item does not reflect precisely why the service was good and it leaves 

room for interpretation. Some respondents might think that the question is about the 

promptness of the service while others might think it’s about the professionalism of 

the service. Therefore the question could be coded into two separate items: 

“The transaction took a short period of time.” 

“The service provided talked to me in a pleasant way.”  

Hayes (1998) states that, when constructing the survey template the golden rule of 

thumb that needs to be kept in mind is: keep it simple, short and single-minded. In 

many cases the questions include complex questions, language that only professionals 

can understand and multiple items in one question. These all affect the quality of the 

data gained from the survey.  

2.5.6 Scaling 

The purpose of conducting customer satisfaction surveys is to rate issues in order and 

find magnitude to levels of satisfaction (Hayes 1998). To achieve this, the right 

response format needs to be chosen. The way customers can respond to the 

questionnaire is determined by the response format. It is important to choose the right 

response format thus it affects to the way the data can be used. (Vavra 2002)  
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A Likert scale (Interval scale) format (Table 1) is an often used method for gathering 

customer satisfaction data. It is used because it gives robust information in simple 

format. Measurable distances between each variable are shown in Likert scale. If 

neutrality is accepted in the survey an odd number scale (e.g. 1-5) can be used. When 

neutrality is not accepted the scale needs to be even numbered (e.g. 1-6). However, if 

a neutral alternative is provided some respondents might prefer to remain indifferent 

or neutral on certain issues. (Vavra 1997) 

Table 1. Odd number and even number scaling formats by Vavra (1997).  

Strongly 

disagree 

Disagree Neither Agree 

or disagree 

Agree Strongly Agree 

1 2 3 4 5 

 

In addition to the Likert scale there are many other scaling formats available. One 

commonly used is the checklist format. In this format the answering scale is “yes” or 

“no”.  The data obtained from the questionnaire using a checklist scale is simple 

binary.  The checklist format should be used only when the satisfaction items are 

being used as the items in the questionnaire. (Hayes 1998) 

The advantage of using the Likert format rather than the checklist format is reflected 

in the variability of scores that result from the scale. With the quality dimension 

represented in the questionnaire, the customers are allowed to express the degree of 

their opinion about the service or product they received rather than restricting them to 

a yes or no answer. (Hayes 1998) 

 

Strongly 

disagree  

Disagree Somewhat  

disagree 

Somewhat  

agree  

Agree Strongly  

agree 

1 2 3 4 5 6 
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2.5.7 Introducing to the survey  

The introduction letter plays an important role in maximizing response rates for the 

customer satisfaction survey. It also affects how customers feel about the survey. In 

addition to maximizing the response rate a well-designed introduction letter can 

improve the quality of responses by increasing the perceived importance of the 

survey in the respondent’s mind. As introduced previously, CSM works as a two-way 

communication. The first step of the communication cycle happens when customers 

are introduced to the survey. This can be used to improve the overall impression of 

the organization. (Hill et al. 2003) 

When designing the introduction to the survey three key questions needs to be 

answered. First it needs to be decided whom to inform about the questionnaire. 

Secondly the researcher should address how to tell respondents about the survey. 

Lastly the question about what to tell the respondents should be answered. Deciding 

on whom to inform is fairly simple. In most cases a researcher can choose if they 

want to inform all the customers or just the sample which is going to be surveyed. 

Informing all customers about customer satisfaction surveys can have an impact on 

overall satisfaction. (Kaplowitz et al. 2004) Actions like that will deliver a message 

that you are committed to customer satisfaction (Naumann & Giel 1995). 

Choosing the method for informing the customers depends on the number of 

customers. If there are only a few customers, visits can be done to explain the survey 

process personally. However, when the number of customers increases, existing 

communication channels with the customers can be used. (Naumann & Giel 1995) 

The introduction to the customer satisfaction survey should inform the customers 

about the purpose of the survey, survey details and what they will be told afterwards. 

It is important to communicate to customers what they gain from the survey. The 

introduction to the survey should also include some details about the survey. The 

method of the survey, timeframe and brief introduction about topics will encourage 

customers to answer the survey and improve participation rates. It should also be 
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stated that customers will receive feedback after the survey. This feedback should 

include the key findings of the survey and what actions will be taken regarding the 

findings. (Hill et al. 2003) 

If a written cover letter is chosen as the method of introduction, a three paragraph 

structure can be used. The first paragraph is used to catch reader’s attention. The 

second paragraph should inform the purpose of the survey. The final paragraph 

should be the call-to-action (asking reader to do something). Personalization of the 

cover letter can also be used to increase response rates. However this should be 

carefully considered when sensitive topics are surveyed. (Heerwegh 2005) 

2.6 Sampling plan design 

Sampling plan design is a highly important element in research design. A key goal in 

sampling is to make sure that results from the questionnaires are representing larger 

population of the customers. The process for sampling plan design (Figure 8) was 

described by Naumann and Giel (1995).  

  

Figure 8. Sampling as a sequential process by Naumann and Giel (1995). 

2.6.1 Types of sampling  
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disadvantages. The final choice of the sampling plan should relate to the objectives of 

the CSM program. Sampling procedures can be dived into three different main 

categories: census, fixed and sequential sample (Figure 9). (Naumann & Giel 1995) 

 

Figure 9. Sampling methods organized hierarchically (Naumann & Giel 1995). 

In the census procedure all possible cases in the population are included in the 

sample. The major advantage of the census procedure is that all the customers are 

included. (Johnson & Gustafsson 2006) This can also work as tool for building 
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disadvantages in the census protocol. It can be time consuming to conduct the survey 

for the whole customer base. This might also affect the overall costs of the survey. 

Sending the survey to all customers does not imply that all the customers contacted 

will answer the survey. This might affect to the accuracy of the survey. (Naumann & 

Giel 1995) 

In sequential sampling the sample size is not fixed and data is analyzed when it 

arrives. This data is then used for constant process development. The primary 

advantage of sequential sampling is that the data is flowing all the time to the 

company. This enables the company to quickly detect problems in their processes and 

act according to these. The sequential sampling method is often used after some type 

of customer contact. (Naumann & Giel 1995)  

In a fixed sample a fixed number of customers complete the survey. The fixed 

number refers to the number of responses that can be used. In this case the manager 

usually uses statistical methods or managerial judgment to set the sample size. The 

data gathering usually happens in fixed periodic basis with the fixed sample. This 

helps managers estimate the resources they need to allocate to data gathering. 

Sequential and fixed samples can be further divided into a probability method and a 

nonprobability method. (Naumann & Giel 1995) 

In the probability method a defined process is used to choose the sample. There are 

three different subgroups in the probability method: random sampling, stratified 

sampling and cluster sampling. In the random sample each customer has an equal 

chance of being included in the sample. This method can be used for example when 

managers are interested in the overall satisfaction of the customers. (Hill et al. 2003) 

Stratified sampling refers to the method where the population is divided into two or 

more groups. In these smaller groups random sampling is done. (Hill et al. 2003) This 

type of sampling can be used when the company has many different market segments 

or groups, which are known to have different decision criteria. Dividing the 

population into segmented groups can cause the results to be more precise and 
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homogenous. When a customer base is stratified, variations between different 

customer groups can be identified rapidly. (Naumann & Giel 1995) 

In cluster sampling, the customer base is also divided into smaller subgroups. 

However, in cluster sampling the number of subgroups is considerably larger than in 

the stratified method. An example of the situation when a cluster sample can be used 

could be a global sales office network. If the company has 200 sales offices, 20 might 

be randomly selected. After that every customer within a particular sales office would 

be surveyed. (Hayes 1998)  

Nonprobability sampling occurs when managerial judgment is used in selecting 

customers from the customer base. In this case the customers are not chosen 

randomly. However nonprobability sampling may show high quality estimates of 

population characteristics, but no objective evaluation of the accuracy of the estimate 

can be done. The most common nonprobability sampling techniques are: convenience 

sampling, judgmental sampling, quota sampling and snowball sampling. (Malhotra & 

Birks 2007) 

In convenience sampling the interviewer usually selects the sample by himself. 

Usually, respondents are chosen because they are in the right place at the right time. 

Convenience sampling could be used, for example, when people are interviewed on 

the street, without qualifying the respondents, or with tear out questionnaires included 

with newspapers. Convenience sampling does not consume a great amount of 

resources from the measurers. However there are numerous limitations with 

convenience sampling.  For example, convenience samples are not representing any 

defined population. Convenience samples can be used for exploratory research to 

generate ideas, gain insights or in developing a hypothesis. (Hill & Alexander 2000) 

 Judgmental sampling is a form of convenience sampling where selection of samples 

happens by judgment of the researcher. In judgmental sampling the researcher 

chooses the samples because he or she believes that these samples represent the 

population, which is interesting for the researcher. Judgmental sampling is also fast to 
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conduct, and does not cost much. However the population in judgmental sampling is 

not defined explicitly and therefore no direct generalizations can be made. The value 

of the research is only based on the subjective judgment of the researcher. This 

sampling method can be used for B2B marketing research projects where the target 

population is often small. (Hill & Alexander 2000) 

2.6.2 Sample size and sample error 

The sample size signifies the number of elements, which will be included in the 

sample. The size of the sample can have a big impact on the precision of the sample 

estimate. However just increasing the sample size does not guarantee unbiased or 

precise results. There are multiple factors which affect sample size. For example 

firms’ resources, sample type, questionnaire type, variation in customer base, 

precision and confidence level have an impact on the sample size. Companies always 

have to fight in the world where the time of the employees and money are in shortage. 

If the company wants to outsource the satisfaction surveys money is a major 

constraint. On the other hand if CSM activities are conducted by an in-house CSM 

unit the time of the staff becomes an issue especially in labor-intensive data gathering 

techniques.  (Naumann & Giel 1995) 

The type of the sample also affects the sample size. For example if the customer base 

is homogenous only one sample might be enough. On the other hand if the company 

has a diverse array of different sub-groups or market segments a larger sample size or 

a different sampling technique is necessary. In addition to the sample type, the 

questionnaire type also affects how labor intensive the process is. Large and complex 

questionnaires can be costly when labor-intensive data gathering methods are used. 

(Naumann & Giel 1995)  

The precision wanted also affects the sample size. Precision states the width of the 

estimate. For example political polls are often described as being inside plus or minus 

percentages. This is a statement of precision. If the researcher wants to achieve high 

precision it means that sample size needs to be increased. Another key component in 
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sample size formats is the confidence level. It tells the certainty of the conclusion. 99 

%, 97,5 %, 95 % and 90 % are the most commonly used confidence levels. (Hayes 

1998) 

2.7 Data gathering  

The purpose of customer satisfaction questionnaires is to gather satisfaction data from 

customers. To achieve this, a suitable survey distribution technique needs to be 

chosen and also timing needs to be correct. The purpose of this section is to provide 

information about issues related to data gathering. This section also answers research 

questions 1.4:  How should the customer satisfaction data be gathered? 

2.7.1 Timeline 

The amount of time needed to carry out a survey project depends on the personnel 

resources available for it. This translates to understanding and planning the personnel 

resources.  The way a company has established customer satisfaction measurement 

organization affects the speed and accuracy of the results gained. However customer 

satisfaction measurement should be understood as a never ending process and 

therefore the tasks regarding it should not be viewed as separate actions. (Hill et al. 

2003) 

However organizations tend to conduct customer satisfaction surveys periodically. 

Usually these surveys are timed annually, quarterly or at the same time as 

conventions, expos or big projects. This approach can cause biased customer 

satisfaction measurement results. A company staff’s focus on satisfaction tends to rise 

before the measurements. On the other hand it is efficient to mass distribute surveys 

at only certain times of the year. No ongoing department or organization need to be 

established. (Vavra 1997) 

By changing the survey schedule and delivering the survey only to a limited group 

within the company’s organization can decrease the bias in the results. However 

measuring continuously or after “moments of truth” can be also used to decrease the 

bias. Moments of truth are understood as critical points where employees either live 
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up or fail to meet customers’ expectations. On the other hand using continuous 

measurement the resources needed might be increased. (Hayes 1998, Vavra 1997) 

2.7.2 Survey distribution techniques  

In different survey techniques structured questionnaires are distributed to a sample of 

a population. Questionnaires can be given to the chosen sample by electronic means, 

telephone, verbally or mail (Figure 10). In all of these methods the data collection is 

standardized. Telephone interviews include calling to the chosen sample of 

respondents and   asking questions from them. Different computer software is also 

available to help the interviewer in guiding and personalizing the questionnaire. The 

main advantage of telephone interviews is the speed and ability to cover a wide 

geographical area from one place. However the respondents are often unwilling to be 

interviewed by telephone. (Naumann & Giel 1995) 

 

 

Figure 10. Survey methods organized hierarchically by Naumann and Giel (1995). 

In personal surveys the respondents are questioned face to face. This might happen in 

various places: homes, offices or streets. The interviewer contacts the respondents, 

asks the questions and records the responses. Personal interviews are costly and slow 

for the interviewer. On the other hand the quality of the survey process and ability to 

use probes increases the quality of data gained. (Self & Roche 2012) 
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Traditional mail surveys are used for getting customer feedback. The process starts 

with assembling and maintaining a current list of respondent contact information. 

After that the surveys are mailed to respondents. Usually the envelope includes the 

cover letter, questionnaire and return envelope. The respondents can also be 

encouraged to fill the survey by including an incentive to the envelope.  However the 

response rates of mail surveys tend to be fairly low, which can increase the 

nonresponse bias. (Dutka 1994) 

In email surveys the researcher submits set of questions to responds. Questions can be 

written inside the email body or included with the email as a file attachment. The 

respondent sends the answers back using email. Email surveys are considered 

convenient for respondents because no facilities or expertise are required. (Naumann 

& Giel 1995) On the other hand email surveys can appear uninteresting and dry to 

respondents. No programmed skip patterns, logic checks or randomization can be 

used with email surveys. Also the email format can cause problems while the surveys 

are sent. Email address list might not be current or accurate and emails might be 

blocked by a spam filter (Self & Roche 2012).   

Internet surveys use a programming language by which the survey is coded and 

posted on a website. Respondents are guided to a particular web location to fill in the 

survey. Images, graphs animations and links can be added to probe the respondents. It 

is also possible to program automatic skip patterns in the survey.(Naumann & Giel 

1995) There are some advantages in conducting internet surveys.  They are fast to set 

up and scalability makes it cheap. Also interviewer bias does not exist. The quality of 

data is good, because logic and validity checks can be programmed into the survey. 

However being precise with the sample can be difficult. There is no true certainty of 

the respondent and that can lead into difficulties when generalizing findings into 

particular populations. Some technical problems might also occur. The software and 

hardware set respondents have might affect how respondents see the questionnaire 

(Self & Roche 2012).  
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2.8 Data analyzing  

To turn the customer satisfaction data into usable insights it needs to be analyzed. 

The purpose of this section is to highlight different data analysis methods. This 

section also answers to research question 1.5: How should customer satisfaction data 

be analyzed? 

2.8.1 CSM model 

To be able to understand and communicate the results gained from customer 

satisfaction surveys, a proper CSM model should be used. In this study the model 

described by Naumann and Giel (1995) is used. This model, shown in Figure 11, 

consists of five key elements: business performance, overall customer satisfaction, 

summary characteristics, specific attributes and satisfaction items. This model reflects 

the internal and external processes, which affects customer satisfaction.  

 

 

Figure 11. The CSM model linking business performance to individual satisfaction 

items by Naumann and Giel (1995). 

The business performance refers to the goals of the organization. For companies 

business performance is usually measured by calculating revenue, profit and market 

share. However for nonprofit agencies the business performance can refer to the 
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as the ultimate outcome of customer satisfaction. By measuring customer satisfaction 
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and analyzing the satisfaction data it is possible to link this information with business 

performance. (Naumann & Giel 1995) 

The second stage in the model is overall customer satisfaction. Overall satisfaction 

has been defined to be how customers meet their value expectations. In general 

customer overall satisfaction is a combination of product and service quality, price 

and corporate image. Usually the product and service quality has the biggest impact 

on the overall customer satisfaction.  (Naumann & Giel 1995) 

Summary characteristics are the derivatives of specific service or quality attributes. 

Determination of these characteristics happens by customers. These summary 

characteristics should reflect company’s primary value-creating processes. The 

specific attributes can be understood as individual components of summary 

characteristics.   (Naumann & Giel 1995) 

Satisfaction items are the components of CSM model where the customer’s voice 

enters the organization. These components are derived from the specific attributes 

and have a direct impact on them. Identifying the satisfaction items is the corner stone 

of improving customer satisfaction. (Naumann & Giel 1995) 

2.9.2 Data analysis  

The key reason for analyzing the data is to identify the sequential changes in 

customer responses over time. This can be done with tracking analyses. Techniques 

used in tracking analyses aim to show different patterns in the data. Commonly used 

methods for tracking analyses are: cross-tabulations, frequency distributions and 

means and standard deviations. (Naumann & Giel 1995) 

Cross tabulations are a simple and straightforward data analysis method. It is used to 

show relationships between two variables. (Naumann & Giel 1995) These can be for 

example questions and demographics. Research might be investigating how responses 

from one region’s customers compare to responses from another region’s responses. 
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Cross tabulations are not considered to be an intimidating method, therefore it can be 

easy to get managers involved in the CSM process. (Hill & Alexander 2000) 

Frequency distributions must be used for the data analysis when the questions are 

scaled into categories. The purpose of frequency distributions is to show the 

frequency of responses in each category. These frequencies can be shown as 

percentages and visualized for example in pie charts. Mean and standard deviation 

can be used for tracking analyses. However when using means, the standard deviation 

should always be considered. (Naumann & Giel 1995) 
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2.10 Framework of the customer satisfaction measurement process in a B2B 

company 

On the basis of the secondary research presented in this literature review chapter a 

framework for the empirical part of the study was built. This framework includes all 

the relevant aspects concerning the implementation a customer satisfaction survey 

process in the B2B sector. This framework (Figure 12) consists of five different 

components. It will be used as the basis of the empirical part of this study. This 

framework also answers the research question 1: How should a customer satisfaction 

measurement process be implemented into a B2B company? 

 

Figure 12. Thesis framework created for the empirical part of the study based on the 

literature review. 

In this framework, the previous component affects to a later component. Therefore if 

wrong decisions are made when designing the first components, the later components 

will be negatively affected. This will have an impact on the goal of measuring 
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customer satisfaction. The impact of different components on the framework is 

discussed below:  

Performance attributes: Identifying customer requirements and the characteristics 

of products or services offered, is the starting point of the customer satisfaction 

measurement process. If customer requirements are not understood it is difficult to 

satisfy them.  

Satisfaction measurement objectives: After understanding performance attributes 

and their relative importance the company can set objectives for a customer 

satisfaction measurement program. Managers need to be able to answer the following 

questions: Why are we doing this? Who will be using the data? 

Survey design: The third component builds on the previous components. The survey 

is designed to provide useful data for achieving the satisfaction measurement 

objectives. Template items should be chosen to differentiate satisfied customers from 

unsatisfied customers regarding the objectives of the satisfaction measurement. Then  

scaling and survey methods can be chosen.  

Survey distribution: This component provides information about identifying the 

correct medium for sending the survey. It also describes information for choosing the 

proper timing for sending out the surveys. This component should be done after 

designing the survey. However some thoughts about the distribution should also be 

given when designing the survey.  

Survey results: The last component of the framework collects the decisions made in 

the previous parts. The satisfaction model should be built to link individual 

performance attributes to customer satisfaction and then to overall business 

performance.  

2.11 Summary of the literature review 

The purpose of this literature review was to gain theoretical understanding related to 

customer satisfaction measurement in a B2B environment. The chapter started with 
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opening the customer satisfaction as a concept. Then possible customer satisfaction 

measurement processes were examined. Finally a framework of customer satisfaction 

measurement process for a B2B company was presented. This chapter also gave 

answers to research question 1 and all sub questions of it.  
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3 REVIEW OF RESEARCH METHODS IN QUALITATIVE 

RESEARCH 

The focus of this chapter is to highlight the methods that can be used for conducting 

the empirical part of this study. It begins by presenting qualitative research. Then the 

case study methodology and interviewing as a tool for qualitative research are 

explained.   

3.1 Qualitative research 

Qualitative research can be described as a research strategy which highlights words 

rather than quantification (Bryman 2012). On the other hand Denzin and Lincoln 

(2005) state that, when qualitative research methodology is used for collecting and 

analyzing data, it is done to answer how social experience is created and given 

meaning.  Many different practices can be used to gain understanding and insights 

with qualitative research. The most commonly used ones are: ethnography, 

participant observation, qualitative interviewing and focus groups (Bryman 2012).  

However, each of these methods conceives the world in a different way, and that is 

why more than one method should be used in any study (Denzin & Lincoln 2005).  

3.2 Case study research 

Yin (2008) describes case studies as an approach used in qualitative research. Case 

studies can be also described as a research strategy, which focuses on understanding 

the dynamics present within a single setting (Eisenhardt 1989).  However Denzin and 

Lincoln (2005) describe case studies as a detailed examination of a single example of 

a class of phenomena. Case studies can be used to test or generate theories in social 

sciences. Case studies are usually conducted by using data collection methods as 

archives, interviews, questionnaires and observations (Eisenhardt 1989).  

There are many benefits in the case study method. It can be used to investigate the 

holistic and meaningful characteristics of real-life events like individual life cycles, 

small group behavior, organizational and managerial processes and the maturation of 

industries. (Yin 2008) Case studies are also considered to have depth of meaning 
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detail, richness and completeness.  In addition case studies can provide information 

on what generates phenomena by linking causes and outcomes. However case studies 

are criticized for various reasons. For example the statistical significance is often 

unclear. (Denzin & Lincoln 2005) 

3.3 Interviewing  

Interviews are a commonly used as a data gathering method. Interviews are generally 

understood to be a series of questions and answers. The most common way of 

conducting an interview is that the interviewer asks the questions in person from the 

interviewee. Interviews can also be conducted by phone.   

There are three types of interview techniques for collecting qualitative data: 

positivist-, emotionalists-, and constructionists approach. In the positivist approach 

the interviewer is mainly interested in facts related to interview topic. This approach 

can also be called naturalist or realist. The emotionalist approach focuses on 

understanding experience of the interviewee. In the constructionists approach the data 

is gathered from the result of the interaction between interviewer and interviewee. 

(Eriksson & Kovalainen 2008) 

Knowing and understanding the source material, being aware of the interviewee 

situation and preparing well for the interview situation can ease the interview process. 

Punctuality is also an important factor when conducting interviews. If the interviewer 

follows the agreed timeframes the interview situation is more relaxed which leads to 

unbiased results. To ensure reliability and validity, exactly the same questions should 

be asked from all interviewees with identical clarification. (Gray 2009) 

The data collection methods in each of the three different interviewing techniques 

differ. There are several types of data collecting methods: structured, semi-structured, 

unstructured, informal and interviews 

Structured interviews are used to provide valid and reliable measurements of 

theoretical concepts (Blumberg et al. 2008).  The most common application for 
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structured interviews is survey research (Bryman 2012).  In the structured interview 

the questions and the order of the questions are fixed for all participants.  In most 

cases questions are specific and the range of answers is fixed (Bryman 2012b). In 

general structured interviews are valuable if the goal of the research is to explain or 

describe, but they do not allow the topic to be explored (Blumberg et al. 2008).  

The purpose of semi-structured interviews is to learn the respondent’s viewpoint 

regarding situations relevant to a boarder research problem. In semi-structured 

interviews questions are not totally fixed. The interviewer prepares an outline of the 

topics aimed to be discussed. This enables the interviewer to change the order and 

wording in different interviews. Through this approach an interviewer can gain 

flexibility with each interviewee. However in semi-structured interviews it might be 

difficult to ensure that all the topics, which are included to the interview, are covered. 

(Blumberg et al. 2008) 

In unstructured interviews the interview starts with some guiding questions. There 

might be just one question to start the interview, and after that the interviewee can 

answer freely (Bryman & Bell 2007). After that the interview flows like a 

conversation. This allows a great deal of flexibility and the ability to direct the 

interview to areas of interest. Unstructured interviews are useful if the research 

problem refers to a wide ranging problem area and the researcher needs to identify 

issues relevant to understanding the situation (Blumberg et al. 2008).   
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4 DATA COLLECTION 

The purpose of this chapter is to explain the empirical research done in this study. In 

the beginning the background of the study is given. After that the process for the case 

study and semi-structured interview is explained. Then follows a brief explanation of 

how data was recorded. Last, the content analysis method is introduced.  

4.1 Background 

The empirical part of this study was conducted in two different stages. The first stage 

of data collection consisted of carrying out a case study about the company by using 

secondary sources. This was done to gain an understanding of the case company’s 

business process, business context and organizational structures.  In the second stage, 

first-hand information was gathered from case company employees by semi-

structured interviews. These interviews were conducted during a two months’ time 

period from June 2013 to July 2013.  

4.2 Case study of the case company  

The purpose of the case study was to understand how the case company operates 

internally and externally. This includes investigating the basic business process, 

customer base and organizational structures. The case study was conducted using 

material given by the case company’s employees. This material consisted of general 

brochures about the company and internal presentations about the business process 

and organizational structures. The company’s internet pages were used to gain 

general information about the case company.  Also informal discussion during the 

research process was used to gain a deeper understanding of the case company.  

4.3 Semi-structured interviews 

The second stage of the empirical part consisted of conducting semi-structured 

interviews with the case company’s employees. These interviews were done to link 

the insights gathered from the literature review with the case company’s employee’s 

experiences. The data from the case company employees was collected by qualitative 

interviews. In this study the emotionalist approach was used. Understanding how the 
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interviewees experience processes related to topic was considered meaningful. A 

semi-structured technique enabled the interview to be focused on particular topic. 

This ensured that the know-how of every interviewee was collected.  

The interview framework was composed on the basis of information gathered from 

the literature review and secondary sources of the case study. Information from these 

sources was combined into a questionnaire keeping in mind the chosen interview 

methodology. The interview framework consisted of two main parts: customer 

attributes and customer satisfaction measurement objectives. These topics were then 

divided into more accurate sub questions (Figure 13).  

 

Figure 13. Interview framework and  questions for the case company. 

The interviewee’s where chosen across the organization to the cover whole chain 

from management to sales as shown in the list below. This was done to ensure that all 

the possible users of customer satisfaction data were interviewed. The interview path 

went down from the sales manager to area managers and then to the sales office 

managers.  In addition a mill manager and the manager of the ordering and delivery 

process were interviewed to gain an understanding from the perspective of supporting 

stake holders. The interviewees were the following: 

 

• Who will be using the data ? 

• Why should the customer satisfaction data be 
gathered?  

Why should the customer 
satisfaction measurement be 

done? 

• What do customers value regarding the 
products? 

• What attributes are the most important 
regarding the sales - delivery process?  

• What are the most important factors regarding 
the customer's overall satisfaction  

Customer attributes  
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1. UK manager  

2. Area manager, UK 

3. Director, sales and supply chain 

4. Area manager, China 

5. Manager, order delivery process 

6. Mill manager, Finland 

4.4 Recording research data 

The research data needs to be recorded in a format that enables multiple analyses 

(Krippendorff 2012). The nature of social situations is unique. If the situations are not 

recorded, the information gets lost. Different research methods require different 

notation techniques. An audio record of the interviews was made with a computer. 

Also quick notes were made to a notebook by intuition. After the interviews the audio 

was transcribed to text format to enable quick reviewing.    

4.5 Analysis  

For the analysis of empirical data, content analysis technique was used. This 

technique can be described as a way of classifying textual material and reducing it to 

more relevant manageable bits of data. (Dutka 1994) Common uses of content 

analysis include for example making sense of historical documents, newspaper 

stories, political speeches, open-ended interviews and diplomatic messages. (Weber 

1990) According to Bryman (2007) there is emphasis on allowing categories to 

emerge out of the data.  

For this study the content analysis method was used rather freely. According to 

Weber (1990) the central idea in content analysis is that many words in the text are 

classified into much fewer content categories. In this study the interviews were 

converted into text. These notes were read numerous times to make sure that full 

understanding of the text were gained. Weber (1990) states that analyzing of the data 

should be done by counting words and organizing them into categories. In this study 
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the amount of data gathered from interviews was low. That is why the emphasis was 

on finding how often similar meanings occurred in the texts.  

4.6 Summary of data collection  

To collect empirical data about the case company, a case study and semi structured 

interviews were conducted. The case study worked as background information for the 

interviews. Information about company’s process and organizational structure was 

obtained through a targeted case study. In total six semi-structured interviews were 

conducted. Lastly the recorded data was transformed into text and analyzed by using 

content analysis.  
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5 RESEARCH FINDINGS  

The purpose of this chapter is to present the findings of the empirical research of this 

study. First, basic information, organizational structure and business processes is 

explained. The second part showcases results of the interviews.   

5.1 The case company  

The case company produces standard and special sawn timber products from spruce 

and pine. These products can be used for construction, interiors and industrial end 

uses. The company has production units around Europe with around 2 million cubic 

meters annual production capacity. The company has gained various certificates for 

its products and the raw material is harvested from sustainable sources. The case 

company has an extensive sales network around the globe.  

5.1.1 Organizational structure 

The senior vice president of the case company leads the management team with mill 

directors, sales and supply chain manager, business continuity director, 

communications manager and human resources director. Sales director leads the sales 

organization. He is controlling area managers, order and delivery process manager 

and business intelligence managers.  

5.1.2 Business process  

The case company business process (Figure 14) consists of four key elements: sales, 

raw material procurement, production and delivery. All of these four key elements are 

handled by the organization.  These elements are steered by strategy work, business 

planning and sales steering. There exist also units supporting the business process: 

communications, BC (business continuity), HR (human resources), development, 

safety, environment, IT (information technology) and BI (business intelligence).  
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Figure 14. Case company’s business process.  

5.1.3 Sales-delivery process  

The sales-delivery process (Figure 15) begins from conversations with the customers. 

The target markets sales assistant and the sales person co-operates closely with the 

customer. They use phone and email to receive enquiries from customers. Then the 

enquiries are sent to area managers. After this the staff in head office check which 

products are available in the stock, does the available stock fill the customer 

requirements, is the pricing profitable and is the offering competitive.  In the next 

step the target markets sales office accepts the enquiry or composes a counter-offer. 

Information about these actions is sent back to the customer with contract details and 

delivery information. 

   

 

Supporting processes 

Communications, BC, HR, Development, Safety, Environment, IT, BI 

Raw material 

procurement 
Production Sales 

Customers Organization Customers 

Delivery 

      Steering                                                

Strategy work, Business planning, Sales steering  



 

58 

 

 

Figure 15. Case company’s sales process.  

In addition to the sales delivery process the market area managers from head office 

conducts field visits to markets frequently with target-market sales office 

representatives. During these meetings, customer relationships are nurtured and new 

ones are established. Customers are also frequently invited to visit production 

facilities to ensure transparency through the process.  

5.1.4 Customer base 

The case company’s customers consist of two main groups: industrial users and 

wholesalers. Industrial users use the sawn timber for various different purposes like 

furniture and construction products. The wholesalers group sell the sawn timber 

forward to end-users. The case company has recently classified the customers to three 

different categories: A, B and C. The A-category represents the most important 

customer category. These customers are understood as strategic partners. B- and C-

category represents customers, which are not seen as valuable in strategic terms 

compared to A-category customers.  

The case company’s clientele is global. It has large markets in Asia, Northern Africa, 

Europe and North America.  However these markets have major differences. In Asia 
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the business is growing and the markets are fairly new. On the other hand in Western 

Europe the case company has been operating for a long time. 

5.2 Interviews  

The purpose of the interviews was to understand the building blocks of the customer 

satisfaction measurement process from the case company’s perspective. The 

interviews focused on understanding the case company’s customer attributes in the 

business process and customer satisfaction measurement objectives for the case 

company.  

5.2.1 Customer attributes in the business process  

The first interview question theme focused on understanding the customer 

performance attributes from the employee’s views. The case company’s business 

process was gone through with the interviewees to find out important attributes. The 

overall opinion from interviewees was that product quality, promptness and 

information delivery in sales and delivery processes and personal interaction between 

stakeholders were the most important attributes.  

There was a clear indication that actual product quality has a big impact on customer 

satisfaction. Also the consistency of the delivered products was stated to be important 

for the customers.  One interviewee stated:  

“Sawn timber is sawn timber. The quality must be what we promise and that 

is how we compete in this market.“ 

It was also stated that the properties of the product can have an impact on customer 

satisfaction. Customers often need products with many different specifications. Being 

able to fulfill these needs can improve customer satisfaction. They can do greater 

purchases and don’t need to buy as much from the competitors.  

Information delivery considering the sales process was stated to be important for the 

customers. The sales personnel needs to be able to answer enquiries quickly. These 

answers should include facts about possible delivery times. The sales personnel 
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should also have enough product related information to offer suitable products 

according to a customer needs. As one interviewee stated: 

“They want to have a quick response time for the offer.” 

The importance of continuous presence was mentioned during interviews. In many 

cases the buyers want to talk about issues during the negotiating process. As one 

interviewee stated:  

“They also want to be able to talk with you when they feel like talking.” 

The importance of price was discussed with interviewees. It was agreed that the price 

of products has an impact on customer’s satisfaction, but that is not the most 

important point.  The price should follow the market levels, but then the knowledge 

about the products plays an important role as one interviewee stated:  

“The price is important, but not necessarily the most important thing. Of 

course the price must be in line with the market level, but then the other 

factors become very important. Like, do they have experience with us from the 

past? Do they have an understanding about timber quality? For example if 

they know our production they are far more comfortable with their buying. 

The buyers want to have peace of mind when they are buying.” 

The delivery process was also considered important for the customers. Many 

interviewees stated that on-time delivery is considered as the most important aspect 

regarding the logistics process. As one interviewee stated that:  

“Customers don’t order these products for fun during certain times. They 

really need the products to arrive in agreed times. That means we need to be 

punctual and deliver as promised.” 

However one interviewee stated that the problems in the delivery could be turned to 

benefit the organization by reacting fast and informing the customers immediately 
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about changes. Then the customer can adapt to the changes and minimize the losses 

as one interviewee stated:  

“Yeah, but these things (problems in delivery) can be turned into positive by 

acting quickly and contacting to the customer. Then they can order goods 

from someone else.” 

Personal interaction was stated to be an important factor considering the overall 

satisfaction of customers. The importance of fast and high quality service was praised 

during many interviews.  

“It affects how well we can serve the customer. We might have higher prices 

but the quality of the service and knowledge of staff affects to customers 

experience.” 

The importance of long term relationships between buyers and sales people were 

mentioned by the interviewee. If buyers are familiar with the buying process it is 

easier for them to commit to the company.  

“Of course the relationship is very important. And the customers have of 

course many companies where they can go to and buy the same products we 

have. One reason is also that they know us well. Often the buyers will buy 

some part of the wood from some retailer and then another part from us. They 

don’t want to have all their eggs in the same basket.” 

There was some indication that the corporate image also had an impact on customers 

overall satisfaction. Customers appreciate a trustworthy partner when buying is done.  

“In this business the reputation is very important. If the customer gets bad 

service or promises are not kept they might turn to another supplier. In this 

case bad reputation easily spreads inside the customer’s network.“ 



 

62 

 

5.2.2 Customer satisfaction measurement objectives  

The second question theme consisted of investigating possible customer satisfaction 

measurement objectives. The questions discussed finding potential objectives for 

satisfaction measurement and understanding potential users of satisfaction data. The 

overall-input from the respondents was that the customer satisfaction data could be 

used by the whole sales organization from the top management to salespersons in the 

field. However when asking about the objectives the results were often vague.  

The nature of the answers given when asked about the objectives was general. Most 

of the respondents agreed that the customer satisfaction measurement needs to be able 

to help the whole order-delivery chain. As one interviewee stated:  

“So what I want from this customer satisfaction measurement system is how 

we can make the pipeline from mill to customer work better.” 

However there were mixed results about including satisfaction about the product 

quality with the measurement objectives. It was stated that product quality is very 

important for customers, but information about poor quality comes through 

reclamations.  

There was also some indication that the customer satisfaction measurement should 

also investigate how the case company performs compared to competitors. As one 

interviewee stated:  

“It could be a good idea to find information about the competitors from our 

customers. About 90% of our customers are also using someone other than us.  

However we need to carefully think about which customers to ask it from.” 

One interviewee mentioned the importance of strategic goals when designing the 

customer satisfaction measurement process:  
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“When we start to develop our own internal processes like this customer 

satisfaction measurement, we should always keep our strategic goals in mind 

and try to make these processes adaptable.” 

When asking about the users of the customer satisfaction data the answers were clear. 

Potential users of customer satisfaction data will be found across the sales 

organization. As one interviewee stated:  

“Well, the most probable users of the customer satisfaction survey will be the 

staff from managers to actual sales people in sales organization and the 

business intelligence managers. These people will be in contact with the 

customers more than other instances. “ 

However it was stated that the results of the customer satisfaction surveys should be 

communicated in a way that people across the organization can understand and 

benefit from it. One interviewee stated: 

“The customer satisfaction results have sometimes been too ‘academic’. The 

results should be communicated in a way that they provide clear action points 

for staff regarding their role in the organization.” 
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6 CUSTOMER SATISFACTION MEASUREMENT PROCESS  

The purpose of this chapter is to form a customer satisfaction measurement process 

for the case company. It combines the insights gathered from the literature review 

with insights from the interviews done in the empirical part.  The structure of this 

chapter is adapted from the literature review section. First it discusses customer 

attributes. Then satisfaction measurement objectives are introduced. After that an 

example survey is constructed. Then methods for distributing the survey are chosen. 

Last part shows methods for analyzing the survey results. This chapter answers to the 

fourth research question: How should the case company measure customer 

satisfaction? 

6.1 Customer attributes  

The first part of developing a customer satisfaction measurement process is to 

produce a list of customer performance attributes. The performance attribute list 

generated from interviews followed closely the list shown in section 2.3.2. by Ulaga 

(2003).  The interviews showed a clear indication that product quality, service know 

how, personal interaction, delivery, costs and corporate image affect customers 

overall satisfaction. In this section a customer attribute list considering the case 

company’s business process is done. This list will specify the attributes from the level 

of summary characteristics to satisfaction items.  

It was stated that product quality matters when customers choose the supplier. 

Products must fulfill the customer requirements in quality and the quality also needs 

to be consistent.  However the company managers also stated that product quality 

itself is an issue that the company knows. If there are problems with quality it shows 

up in the reclamation information.  

Customer service was stated to be an important factor for customers. They 

appreciate knowledge from the sales people and their ability to offer suitable products 

for certain applications. Anderson and Narus (1995) also highlighted the importance 

of the sales person’s knowledge in the service support situations. The sales staff 
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needs to be able to answer questions related to, for example, product specifications, 

delivery time and pricing. It was also stated that the people who are constantly 

interacting with customers need to be available continuously for enquiries during the 

sales process.  

One key aspect which rose often during interviews and was also stated by Ulaga 

(2003) was the promptness and responsiveness of the service. Customers want 

responses to their inquiries as fast as possible. Information delivery during other parts 

of the business process also needs to flow as fast as possible to customers. 

Information delivery is especially important if something does not go as planned. For 

example if the delivery schedules are going to change, informing the customers in 

advance can have a positive effect on customer satisfaction.  

Delivery related issues were stated to be a major attribute. Customers value that 

delivery is on time as Ulaga (2003) stated. It was also highlighted that information 

flow regarding the delivery is important for the customers. The customers need to 

know well in advance if the delivery will happen on time. It is also crucial to inform 

the customers about possible delays in the delivery.  

The price of the product was stated to have an impact on the customers decision 

making. However if the price follows the current market levels other attributes start to 

impact more in the customers overall satisfaction. Again promptness and 

responsiveness about informing the pricing becomes very important. Potential buyers 

might be negotiating with multiple suppliers at the same time.  

The general image of the company was considered to have an impact to the 

customer’s satisfaction. If customers experience the supplier as a trustworthy partner, 

it is more probable that they will return as customers.  

6.1.6 Customer attributes – satisfaction items map 

Creating a map of customer attributes is an important part of the survey process. The 

map should be done to get a holistic understanding of attributes affecting the 
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customer. In the case company’s map, the summary characteristics were categorized 

to fit with case company’s business process (Figure 14, section 5.1.2.). The summary 

characteristics in the case company’s map are: product quality, invoice, sales, 

delivery, value and corporate image. These summary characteristics are divided into 

specific customer attributes which then are described in measurable satisfaction 

items.  

A list of summary characteristics and attributes can be seen in Figure 16. The 

complete attribute map can be found in the Appendix 1.  

 

Figure 16. List of case company’s satisfaction attributes.   
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6.2 Satisfaction measurement objectives  

The second part in developing a customer satisfaction measurement process is to 

decide objectives for measuring customer satisfaction. This section includes possible 

objectives for a CSM program, the hypothesis for the CSM program and discussion 

about who will be using the customer satisfaction data. This section was compiled 

from insights shown in section 2.4. and information gained through interviews 

(section 5.2.2.).  Section 5.1. also provided insightful background information for this 

section.  

6.2.1 Customer satisfaction measurement objectives for the case company 

When designing a customer satisfaction measurement process, a solid understanding 

of the objectives is needed. A company needs to be able to answer the question: 

“Why are we doing this?”. The most common objectives stated by Naumann & Giel 

(1995) were: getting closer to the customer, measuring continuous improvement, 

achieving customer driven improvement, measuring competitive strengths and 

weaknesses and linking customer satisfaction data to internal systems.  

Interviews gave only vague answers about the possible objectives of a CSM program. 

It was stated that the customer satisfaction information should help the whole pipeline 

from the production to the customer. It was also stated that information about product 

quality reaches the case company through other channels. Therefore the CSM 

program should focus on the points in the business process (presented in section 

5.1.2.), which are in contact with the customer. These parts of the process are the 

sales and delivery.  

The general impression gained by the interviews was that the company does not 

possess a holistic understanding of the performance attributes and their relative 

importance. The attribute list generated by interviewing company managers gives a 

fairly good impression about the attributes affecting the company. However, if a true 

understanding about the customers is required, the actual customers should be also 

interviewed.  
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Nauman & Giel (1995) suggested that “getting closer to the customer” can be an 

objective of the customer satisfaction measurement program. This objective 

investigates, which attributes affect the customers decision making process, the 

relative importance of different attributes to customer and a performance evaluation 

by the customer of how well the firm is delivering each attribute. Naumann and Giel 

(1995) also state that this objective is easy to implement. The sample consists of only 

current customers and the importance/performance data can be gathered through 

closed end questions. The benefits of this objective are the knowledge gained about 

customers’ needs priorities and perceptions.  

6.2.2 Users of the data 

During the interviews it was stated that the customer satisfaction data should benefit 

the case company’s sales organization from the managers to actual sales people and 

sales agents. The customer satisfaction measurement objective was defined in section 

6.2.1.  to get closer to the customer and gain knowledge about the customers.  

6.3 Survey design  

After mapping the performance attributes and identifying the objectives the actual 

survey design can begin. This section includes information about what items are 

selected to be part of the survey. Then the survey method is chosen. After that scaling 

of the survey and introduction methods are discussed. This section is built on the 

attributes and objectives generated in sections 6.1. and 6.2. It also uses insights 

gained from the case study (section 5.1.) to ensure that the survey design was suitable 

for the case company.   

6.3.1 Item selection 

When items are selected for the survey the objectives of the research must be kept in 

mind. It was stated that the survey should start with general questions and then 

advance into more specific issues. The objective of the study was stated as being to 

understand the attributes affecting the customer’s decision-making process, the 
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relative importance of different attributes and the performance evaluation of different 

attributes.  

It was also stated in a previous section (6.2.1.) that the CSM program should focus on 

the steps in the business process where the interaction with customers happens. These 

are the sales and the delivery part.  

The actual items for the survey were generated directly from the customer attribute 

map. The survey includes the following topics: Sales, invoicing, delivery and value. 

In addition to these themes the survey contains general items about demographics of 

the respondent. At the end of the survey there will also be an overall section where 

general satisfaction will be asked. An example survey can be found from the 

Appendix 2.  

6.3.2 Survey method 

For the case company the performance-based method was chosen to be used.  It is not 

too intimidating for the customers and therefore can increase the response rates of the 

survey (Danaher 1997).  

6.3.3 Scaling  

The actual items for the survey are show in section 6.3.1. To get meaningful 

information about these items a Likert scale can be used. In this case the scale should 

be a five-point scale from strongly disagree to strongly agree (Table 2). As stated by 

Vavra (1997) this allows the respondent to give a neutral answer to questions when 

he or she is not applicable to answer.  

Table 2. The Likert scale used for the case company’s questionnaire.  

Strongly 

disagree 

Disagree Neither Agree 

or disagree 

Agree Strongly 

Agree 

1 2 3 4 5 
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6.3.4 Introduction / cover letter  

Introducing the survey to intend sample is understood to be highly important. Having 

an informative and high quality introduction for the survey is said to increase the 

response rates.(Hill et al. 2003) The information to this section was generated mostly 

through insights gained in section 2.5.7. These insights were combined with survey 

objectives for generating accurate introductions. Then three examples for email, 

internet and telephone introductions were generated. These example introductions can 

be found from Appendix 3.  

6.4 Survey distribution     

The forth part of the survey process consists of introducing the survey distribution 

methods suitable for the case company. The survey distribution can have a big impact 

on the answer rates of the survey. This section is combined from insights gathered 

from the literature review and information from the case study. This part gives an 

example of what distribution methods case company can use, how to time the survey 

distribution and sampling.  

6.4.1 Distribution and sampling method  

Choosing the distribution method right can affect to the response rates of the survey. 

Also the quality of the data can be improved by choosing a suitable distribution 

method. The most common methods for delivering surveying were personal 

interview, mail surveys, telephone interviews and electronic interviews. (Hayes 1998) 

The case company has their customers divided in three categories: A, B and C. The 

A-category customers are the most important in strategic terms and the C-category 

are seen to not to have a strategic importance. It was stated that the data gained from 

A-category customers’ needs to be accurate. To achieve this personal or telephone 

interviews should be used. The time needed for conducting personal or telephone 

interviews are fairly high compared to scalable methods (mail, electronic), but it can 

provide accurate and unbiased data. (Self & Roche 2012) It was also stated that the 

amount of A-category customers is fairly low in the case company.   
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However it was also stated in the case study that the satisfaction of the B- and C-class 

companies should be measured. The case company announced that the resources for 

measuring the satisfaction of these customers are limited. Due to this a more scalable 

distribution method should be used. Electronic surveys offer a solution to this 

problem. The surveys can be mass distributed to the surveyed and the data analysis 

can be automated to some extent. 

Choosing the proper sampling method is important for the accuracy of the satisfaction 

research.  Sampling plan also affects to the amount of work that needs to be done to 

get high quality results from the survey. (Naumann & Giel 1995) Due to the overall 

low amount of customers should the case company use the census sampling and 

include all the customers to the samples.   

6.4.2 Timing of distribution  

The timing of distribution is understood to have an impact to the quality of 

information gained from the surveys. If surveys are sent periodically the employees 

who are in contact with the customers might improve their service towards the 

surveying periods. This can bias the results. However sending all the surveys 

simultaneously can reduce the costs. (Vavra 1997) 

In the case company’s customer classification the A-class customers are agreed to 

have the biggest importance in strategically terms. The data gathered from these 

customers should be as accurate as possible. It would be beneficial to get real time 

input from them. To achieve this timing of surveying A-class customers could be 

done after moments of truth for example after closing a sales deal. The surveys can be 

delivered to B- and C-class customers periodically.  
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7 CONCLUSION  

The purpose of this chapter is to summarize the research done in this master thesis. In 

the beginning the research questions are discussed. Then the limitations of the study 

are highlighted. Last part of the chapter discusses the possibilities of future research 

related to the topic. 

7.1 Research questions  

The aim for this thesis project was to develop a customer satisfaction measurement 

process for the case company. The case company gave a thesis brief which acted as a 

foundation of the study. Research questions were formed from the thesis brief. 

Secondary (literature) and primary (case study, interviews) research were done to find 

answers for the research questions.  

The thesis brief was deconstructed into four different research questions:  

1. How should a B2B company measure customer satisfaction? 

2. What are the customer attributes affecting to the case company’s customer 

satisfaction 

3. What are the objectives for the case company to collect customer satisfaction 

data? 

4. How should the case company measure customer satisfaction? 

Answers to the first research question were given in section 2.10. A general 

framework for measuring customer satisfaction was built from the basis of the 

literature review. Interviews gave answers to the second and third research questions. 

Answer for the second research question can be found from section 5.2.1. The third 

research question was answered in the section 5.2.2. The answer for the fourth 

research questions concluded the information from the literature review and the 

empirical part. The answer can be found from the chapter 6.  
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7.2 Limitations of the study 

This research focused on B2B environment. However most of the research related to 

customer satisfaction is done in the B2C environment. Some of the articles used in 

the literature review are about customer satisfaction in B2C environment. The 

relevance of these articles for this study was evaluated by the author of this thesis.  

The nature of the topic of this study is very wide. To develop a holistic customer 

satisfaction process for the case company is a fairly heavy task to be done in a thesis 

frame of reference. This leads to that all of the issues related to customer satisfaction 

measurement process are not fully complete. For example the identification of 

customer satisfaction attributes were done with interviewing the staff of the company. 

To get a holistic understanding of the attributes a complete study with interviewing 

actual customers should be done.  

For this study the empirical data was collected during summer 2013. However the 

amount of interviews in this study was fairly low. The focus on the interviews was 

aimed towards to quality instead of quantity. Also the limited amount of relevant 

experts from this study’s point of view in case company’s organization limited the 

amount of possible candidates, which could be interviewed for this study.  The data 

was collected mostly during June and July. This timing caused difficulties on 

reaching the interviewees. A wider set of interviews could have been done out from 

the holiday season.  

7.3 Future research  

Due the general nature of this study there are factors which should be researched by 

the case company to make the customer satisfaction process more effective. The most 

important issues are related to understanding the customers’ value chain. If the 

customer value chain is understood holistically the case company can target the 

satisfaction survey in a more effective way. In this study the satisfaction attributes 

were investigated by interviewing the case company’s managers.  
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Zeithaml et al. (1996) introduced a set of questions which can be asked from 

customers to understand attributes affecting to service quality better.  The questions 

are listed below:  

 What service initiatives should we undertake to encourage customers to 

recommend the company, spend more with the company, or pay a price 

premium? 

 What levels of service quality must we deliver to retain customers? 

 What attributes should we focus on to reduce the likelihood of customers 

spreading negative word-of-mouth communications when service problems 

occur? 

 To retain customers, should we spend our money on proactive service 

improvements or on handling complaints? 

After developing a complete list of performance attributes the relative importance’s 

of different attributes should be measured. There are many different methods for 

mathematically calculating the relative importance of different satisfaction attributes. 

Most commonly used are: dual importance mapping (DIM) and simulation method 

(SM) (Bartikowski & Llosa 2004). 

DIM is an advanced iteration of the importance-performance analysis technique. In 

DIM analysis the scores of stated importance are plotted in x-y graph with derived 

importance. Derived importance stands for strength of correlation between attribute 

performance and overall customer satisfaction. (Vavra 1997) 

The simulation method consists of comparing answers of functional question and 

dysfunctional question. It takes into account that some links between performance 

and customer satisfaction are nonlinear and asymmetric. For example if there is bad 

performance in a highly important attribute, the overall customer satisfaction will 

decrease. On the other hand if the company performs well with these attributes the 

customer satisfaction will not increase. The attributes can be categorized from 

answers by two questions: functional and dysfunctional. The functional question is 
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about the customers’ feeling when the attribute performs well. An example of 

functional question could be: “If xx performs well, how do you feel?” The 

dysfunctional question is about the customers’ feeling when the attribute performs 

badly.  If answers from functional and dysfunctional questions are combined, the 

performance attributes can be categorized in six different classes. (Bartikowski & 

Llosa 2004)  
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APPENDIX 1  

The customer satisfaction attribute map generated for the case company  

Product quality 

 Customer requirements  

o Product quality fulfills the customer requirements  

 Consistency 
o Product quality is consistent through the delivered batch 

o Product quality is consistent trough different batches  

Invoice 

 Invoice accuracy 
o The information in the invoices is accurate 

o Invoice material is understandable  

 Invoice timeliness  

o Invoices come in suitable times after the deal 

 Inquiry responsiveness  

o The invoice was sent promptly  

Sales (service) 

 Know how 

o Employees help to choose a suitable product  

o Possible delivery times  

o Employees know the product specifications  

 Access 

o Sales persons are available for discussion when needed 

o Customers are able to organize convenient meetings with sales persons  
o Waiting time to receive service is not extensive 

o Convenient hours of operation 

o Convenient location of service facility 

 Responsiveness of service 

o Customer enquiries trough emails are answered quickly 

o Staff answers the phone when called 

o Staff calls back to the customers quickly 

o Staff gives prompt service  

 Professionalism 

o The sales people are listening customer needs  

o  The sales persons are pleasant for customers 

 Ordering  
o Ordering from the company is an easy process 

 Communication 

o Explaining the service itself 

o Explaining how much the service will cost 

o Explaining the trade-offs between service and cost 

o Assuring the consumer that a problem will be handled  

o The customers know who to contact  
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Communication material 

 Sales material brochures 

o The sales material was easy to read 

o The sales material was easy to understand 

o We got enough sales material to keep us well informed about your products  

o Sales material are up to date 

 Web pages  
o Web pages are easy to read 

o Web pages are include needed information about the products  

o Web pages include needed contact information 

Delivery 

 Punctuality 

o Goods are delivered as scheduled  

 Entireness & accurateness  

o The  

 Information delivery 

o Information about delivery times are delivered to customers 

o Shipments are clearly market to identify the content 

 Special shipments 

o Shipments with special deliveries are never a problem  

Shipping 

 handling 

o Items are handled properly during shipping 

 Package materials  

o Package materials protect the product during shipment  

 Protection 

o Products are protected from environmental conditions during shipment  

Relationship 

 Co-operation 
o Your company works as a team with our staff 

 Advising  

o We view your company as a valued business advisor 

o Your company provides valuable idea 

Value 

 Market standards 

o Product costs are on market standards  

 Total cost of products  

o Total costs of products are acceptable 

 Supply costs 

o Supply costs of the products are acceptable
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To help us provide better customer service, please complete this survey and return it to xx in XX by 

xx. 

Statement 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

Reliability 

The overall reliability of the contact 

person was good 
     

The contact person was reliable       

The billing was accurate      

Records were kept correctly      

Service was given in designed time      

Responsiveness      

The overall responsiveness of contact 

person was good 
     

The contact person gave prompt service      

The bill was sent immediately      

The contact person called back quickly      

Competence      

The overall competence of contact person 

was good 

 
    

The contact person was able to solve my 

problems 

 
    

The contact person had a good knowledge 

of the products  

 
    

Access      

The overall access to service was good      

Waiting time to receive service was short      

The sales office had a convenient hours of 

operation 
     

The location of the sales office was 

convenient  
     

The contact person was always on time 

for meetings  

 
    

The contact person was easily accessible 

by telephone 

 
    

 

 

APPENDIX 2  

An example survey generated for the case company. 

 

Sales service survey  
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Communication      

The overall communication of the contact 
person was good 

     

The contact person was able to explain 
how much the products will cost 

     

The contact person was able to explain the 
trade-offs between different products  

     

The contact person was able to explain 
about product specifications’ 

     

Credibility      

The overall credibility of the company is 

good 
     

The company has a good reputation      

The contact person was credible       

The company name is credible      

Security      

You felt physically safe when      

You felt that your confidential 

information was kept safe.  
     

Understanding       

The overall understanding of the contact 

person was good 
     

The contact person made an effort to learn 

customers’ specific requirements 
     

The contact person provided individual 

attention 
     

General questions      

On overall basis, we are satisfied with xx      

We are satisfied with the ease of doing 

business with xx 

 
    

We would purchase products again from 

xx 

 
    

We would recommend your company to 

an associate 

 
    

Additional Comments: 
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APPENDIX 3 

An example cover letters generated for the case company. The first cover letter is 

meant for email purposes. The second one is an introduction for phone survey. The 

third one is a follow-up letter for an internet survey.  

Dear customer xxx 

We at xxx thank you for doing business with us. At the moment we are seeking your input to help us to 

find ways how to serve you better. Your response is highly important for us and will be treated 

confidentially.  

The purpose of this survey is to measure our service quality. This information will help us to develop 

our service processes. The questions of this survey will be about how customers have experienced the 

case company’s customer service during the sales process. Your answers should refer only to the 

experienced service during the sales process.  

The survey template is attached to this email. It will contain precise instructions about how to fill and 

send the survey. Please open it and fill it. The ready attachment can be sent back to us by email.  

Thank you very much for taking the time to give us your feedback. “ 

 

“Dear customer xxx 

We at xxx thank you for doing business with us. At the moment we are seeking your input to help us to 

find ways how to serve you better. Your response is highly important for us and will be treated 

confidentially.  

The purpose of this survey is to measure our service quality. This information will help us to develop 

our service processes. The questions of this survey will be about how customers have experienced the 

case company’s customer service during the sales process. Your answers should refer only to the 

experienced service during the sales process.  

Please open the survey link: xxx and follow instructions. Filling out the web survey will take 

approximately 15 minutes. We will send you the survey results afterwards. 

Thank you very much for taking the time to give us your feedback. “ 

 

“Hello, my name is Mr/Ms___, from company xxx. At the moment we are surveying our customers and 

would like to include your opinions in our survey.  

You should have received a message stating that your company has been selected as an important 

customer of our company. We are doing this survey to improve the quality of our service. The 

information you provide will be handled confidentially. This survey will take about xx minutes. The 

results of the survey will be delivered to you afterwards. 

Is this time convenient for you? 


