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Abstract 

The increasing awareness of products as well as the fast access to comparison 

methods makes it easy for customers to select the goods with the most value to 

them. The understanding of customers’ preferences therefore is of increasing 

importance. 

This thesis deals with the measurement of preferences according to specific 

customer groups in foreign markets. For this reason, a model with the consideration 

of customers’ behaviour and cultural values, as well as the existing and defined 

attribute of the analysed product has been created. The defined goals of the 

company Nextsense are the generation of new product ideas as well as new 

branches for possible market entries.  

The first chapters build the theoretical base for the model and cover the elements 

of organisational buying behaviour as well as the introduction of several preference 

measurement methods. Furthermore, a strong emphasis on the creation of fictive 

archetypes of customers, the personas, has been made. The theoretical section of 

the thesis is concluded by the model in theory, which tries to function as a guide for 

the practical application.  

The empirical part, beginning with chapter 6, focuses on the development and 

application of the created model. With the practical description of the templates, 

which are created in Microsoft Excel, the thesis supports the company to implement 

the model. As a practical example an attempt has been made to identify a set of 

preferred attributes for Nextsense’s product CALIPRI C10 in the American 

automotive industry. 

Chapter 9 reflects the empirical part and proved the applicability of the model. 

However, the critical point of measuring preferences requires continuous monitoring 

due to the dynamic characteristics and the consideration of a bigger sample size is 

recommended in order to deliver more accurate information about the customer. 

Nevertheless, the model supports the targets of Nextsense and provided product 

ideas out of the elicitation of customers’ data. Further recommendations referring to 

the application and monitoring of the model conclude the final chapters of the thesis. 
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Zusammenfassung 

Das stetig ansteigende Bewusstsein für ein Produkt sowie die vereinfachten 

Möglichkeiten zum Produktvergleich machen es dem Kunden heutzutage einfach 

das für ihn bestmögliche Produkt auszusuchen. Das Verständnis der 

Kundenpräferenzen gewinnt daher für Unternehmen zunehmend an Bedeutung. 

Diese Arbeit beschäftigt sich mit der Messung von Präferenzen von speziellen 

Kundengruppen in ausländischen Märkten. Aus diesem Grund wurde ein Modell 

unter Berücksichtigung von Kundenverhalten und kulturellen Werten sowie bereits 

existierende und neu definierte Produktattribute erstellt. Die definierten Ziele des 

Unternehmens Nextsense sind die Generierung von neuen Produktideen sowie das 

Finden neuer Branchen für mögliche Markteintritte. 

Die ersten Kapitel bilden das theoretische Grundgerüst für das Modell und decken 

die einzelnen Elemente des unternehmerischen Käuferverhaltens sowie die 

Vorstellung diverser Präferenzmessmethoden ab. Des Weiteren wird besonderes 

Augenmerk auf die Erstellung fiktiver Kunden, sogenannter Personas, gelegt. Der 

theoretische Teil wird mit dem theoretischen Modell beendet, welches als Richtlinie 

für die praktische Anwendung dient. 

Der empirische Teil, beginnend mit Kapitel 6, fokussiert sich auf die Entwicklung 

und Anwendung des erstellten Modells. Mit der Beschreibung der Vorlagen, welche 

mit dem Programm Microsoft Excel erstellt wurden, unterstützt diese Arbeit das 

Unternehmen die Implementierung des Modells durchzuführen. Als praktisches 

Beispiel dient die Anwendung des Modells für das Produkt CALIPRI C10 in der 

amerikanischen Automobil Industrie.  

Kapitel 9 reflektiert den empirischen Teil und beweist die Anwendbarkeit des 

Modells. Auch wenn zu kritisieren ist, dass das Messen von Präferenzen stetige 

Überprüfung aufgrund der dynamischen Charakteristik benötigt und die 

Berücksichtigung einer größeren Befragungsgruppe anzuraten ist um genauere 

Informationen über den Kunden zu erhalten. Abschließend ist jedoch zu sagen, 

dass das Modell die Ziele von Nextsense unterstützt und diverse Produktideen aus 

den Kundenbefragungen erhoben werden konnten. Weitere Empfehlungen 

betreffend der Anwendung und Steuerung des Modells schließen die letzten Kapitel 

der Arbeit ab. 
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1 Introduction 

1.1 Initial Situation 

Due to a multi-million euro grant from the SME section of the Horizon 2020 

Programme Nextsense is able to expand globally and become an international 

success. The company plans to invest the 2 million strong grant from the EU 

Commission to create value and to strengthen Austria as a business hub. As a result 

of the company’s expansion, management expects a marked increase in its turnover 

over the next five years (cf. NEXTSENSE GmbH 2016b). 

Nextsense has an export quota of above 90 percent. Therefore they operate through 

direct and indirect sales channels. Within the company there are 7 regional sales 

managers, who are responsible for the sales activities in their own global segmented 

regions. Additionally the cooperation with 40 international affiliates ensures they can 

serve the global demand. The markets with the highest sales volume are Germany, 

the Unites States and China. The plan is to open new subsidiaries in the USA and 

in China while significantly developing the resources and infrastructure in Austria at 

the same time (cf. NEXTSENSE GmbH 2016c). 

The American automotive industry especially is an attractive market for Nextsense 

to sell their mobile profile measurement device CALIPRI. With an increase in U.S. 

auto sales of more than 67 per cent since the 2009 financial crisis, the American 

automotive market has grown from 10.4 million vehicles to 17.4 million vehicles in 

2015. Forecasts of the American Automotive Policy Council (AAPC) show that the 

industry is expected to exceed 12 million vehicles per year through 2018. This 

shows the rapid growth in the market and hence makes it highly attractive for 

Nextsense (cf. AAPC 2016, p. 6). 

Customers nowadays have higher awareness of the products and it is easier to 

inform themselves about alternatives. They tend to buy products, which fit their 

individual needs (cf. Samli 2013, p. 5). For companies like Nextsense it means that 

they need to create value for the customers as a strategic driver to stand out in the 

competitive market (cf. Weinstein/Johnson 1999, p. 3). 

Furthermore, the competitiveness in the market is dependent on the ability to modify 

existing products to the changing needs of customers and create customer oriented 

innovations. Due to the increase of competitive constraints in the market, the 
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importance of innovation activities has also increased in recent years (cf. Steiner 

2007, p. 1f.).  

1.2 Company Objectives 

Nextsense plans to generate five ideas for the improvement of existing products as 

well as five specific product features for new branches by the end of 2018.  

Furthermore, it is planned to create training documents for the employees and sales 

partners in the affiliates. The documents are also the result of the buying behaviour 

of the personas and help the sales people to get a deeper understanding of the 

customer and increase the number of sales closures. Therefore Nextsense expect 

a revenue increase of 5 percent in the end of 2018 measured on the base of 2017’s 

annual total revenue. 

1.3 Problem Statement 

To compete in the market the design and the features of a product is a challenge 

for every company. The creation and use of fictional users, commonly referred to as 

‘personas’, is a useful interaction design technique (cf. Grudin/Pruitt 2002, p. 144). 

A Challenge for Nextsense is the creation of such personas to understand the 

customers’ behaviour and create suitable products which fit their needs as well as 

to find new branches, where the products could be placed. This also means that the 

information about the preferences of customers in certain countries must be 

collected, analysed and clustered to different personas.  

The gathering of information is crucial in order to be able to create detailed insights 

of the consumer’s behaviour. There are several ways to get to the right information 

like data research, interviewing or observing the target group or testing people in 

experiments. To find a good mix of techniques to get a deeper understanding of the 

customer is another challenge that arises (cf. Osterwalder et al. 2014, p. 106). 

With all the different kinds of information, it is essential to arrange them in a 

structured way. The problem is to find a tool that structures the ideas and data and 

makes it accessible for all involved users and affiliates.  

Another challenge is the international communication and information sharing 

between the affiliates and the headquarters. The information flow needs to be 

transparent in order to guarantee a genuine view of the customer’s habits.  
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The process of making the gathered information measureable and furthermore 

converting it to values which can be implemented into new product features is a 

challenging problem but essential for Nextsense to gain revenues.  

1.4 Master Thesis Objectives 

This paper aims to create a model, that helps Nextsense to measure and monitor 

preferences, needs and expectations of customers in the B2B market.  

To demonstrate and visualise the model, a creation of three personas of the specific 

buying center role “User” in the American automotive sector is planned by the end 

of June 2017.  

1.5 Non Objectives 

The goals do not include the creation of all personas for the American or any other 

target market of Nextsense.  

It also needs to be clarified that the generation of ideas for the product improvements 

as well as the features of the new products or the training document are not part of 

this paper’s aim.  

Furthermore, the scope of the paper does not cover the conduct of the measurement 

process in the practical section of the thesis, although recommendations for further 

steps are made. 
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1.6 Reference Framework 

 
Figure 1: Frame of Reference (own presentation) 
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2 Organisational Buying Behaviour 

This chapter illustrates the Business to Business (B2B) market and the buying 

behaviour of its customers. To successfully implement a model for measuring 

customer preferences, it is necessary to get an understanding of the processes and 

the single roles within the buying processes of an organisation. In addition there are 

factors which influence the buying behaviour in a certain way.  

2.1 Characteristics of B2B and Purchase Situation 

2.1.1 B2B Market 

The industrial marketing or B2B marketing is primarily focused on transactions of 

products produced for consumption by other businesses as well as the items that 

went into the production process of other organisations (Lilien/Grewal 2012, p. 3). 

The customer in the B2B sector differs from the ordinary Business to Consumer 

(B2C) customer. While in most cases of B2C purchases the customer equals the 

consumer, the B2B market is more complex due to the different influences and 

decisions. For this reason multiple persons or departments are involved in the 

decision-making-process. At some points there are even external organisations 

involved and the processes become multiorganisational (cf. Engelhardt/Günter 

1981, p. 31). Other key differences between the B2B and the B2C markets are 

determined in the following table. 

Business-to-Consumer Business-to-Business 

Marketing culture Manufacturing/Tech culture 

Market to end of chain Market to value chain 

Perceptual proposition Technical proposition 

Value in brand relationship Value in use, quantifiable 

Large customer segments Small number of customers 

Smaller unit transactions Large-unit transactions 

Transaction linkage Process linkage 

More direct purchases Complex buying sequence 

Consumer decides Web of decision participants 

Table 1: Key differences between B2B and B2C marketing (Lilien/Grewal 2012, p. 4) 
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Furthermore differentiation between organisational and consumer buying behaviour 

needs to be stated. In contrast to B2C buyers, there exists a small number of 

organisational buyers who act more rationally in buying processes. B2B purchasing 

decisions may be processed by a group of people with professional backgrounds in 

different departments of an organisation (cf. Turka/Sasan 2015, p. 392). 

2.1.2 Purchase Situation 

The buyclass gives information about the different purchase situations. The 

purchase of industrial goods can be differentiated to three classes (cf. 

Anderson/Chu/Weitz 1987, p. 71).  

 

Figure 2: Buyclass Grid (Robinson/Faris/Wind 1967, p. 25) 

The new task is high in all dimensions and happens relatively rarely compared to 

other buyclasses. The sale is more important and can set the pattern for later 

purchases. The number of people involved in the buying decision process tends to 

be large due to the high risk situation. In addition, more alternatives are 

considered because the buying organisation perceives search benefits higher in 

relation to costs.  

The modified rebuy can be an upgraded routine buy or a modified new task 

situation and is classified by moderate dimensions.  

Type of Buying

 Situation

Newness of 

the Problem

Information

Requirements

Consideration of

 New 

Alternatives

New Task HIGH MAXIMUM IMPORTANT

Modified Rebuy MEDIUM MODERATE LIMITED

Straight rebuy LOW MINIMAL NONE
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The straight rebuy is the most common purchase situation. The purchase is 

routine and the supplier is not expected to propose upgrading or new solutions. In 

this case the search costs for new alternatives outweigh the expected benefit (cf. 

Anderson/Chu/Weitz 1987, p. 72f.). 

The buyclasses considered in this paper are mainly new tasks and in some cases 

modified rebuy. Products in the B2B automotive industry which are not raw 

materials, tend to be investment goods and therefore require a high involvement 

as with Nextsense’s CALIPRI. 

2.2 Stages in Organisational Buying Process 

In contrast to B2C-Marketing, where the buying behaviour is seen as an isolated act 

or event, the organisational buying behaviour is a process with certain stages where 

a decision is required. In most cases the purchasing process gets initiated when the 

organisation recognises a problem, which can be triggered by internal or external 

forces (cf. Hutt/Speh 2012, p. 35-37). The process of organisational buying contains 

eight stages. The industrial buyer makes decisions based on information which is 

delivered through direct contact more likely than on information provided through a 

trade advertisement (cf. Burnett 2008, p. 93f.). 

 
Figure 3: 8 Stages in organisational buying (based on Kotler/Keller 2012, p. 195) 

1) As organisations are very task-oriented, they operate in a stage of decision 

making referred to as extensive problem solving (cf. Hutt/Speh 2012, p. 37). So 
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as mentioned before the Recognition of a Problem initiates the buying process 

of an organisation if a problem or a need can be met by acquiring a specific 

good or service. The stimuli for the problem recognition can be internal or 

external. Examples for external stimuli are advertising or a presentation of a 

salesperson, while internal stimuli could be a new development of a product that 

requires new material or machines (cf. Burnett 2008, p.93). 

2) The next stages are summarised in one paragraph due to their close 

connection. The focus is on General Need Description and Product 

Specification. The buyer or buying team determines the characteristics and 

quantity of the needed product. If the product is complex the buyers have to 

work together with others like technicians, users or business marketers in order 

to describe the product’s technical specification and how the products meet or 

even exceed the buyer’s needs (cf. Kotler/Keller 2012, p. 196). Within the buying 

center (BC) user and influencer help the buyer by providing necessary 

specifications for the need description (cf. Tanner/Raymond 2012, p. 126f.). 

3) Within the stage of Supplier Search the most appropriate vendor tries to be 

identified. There are several ways to research for suitable suppliers. Most 

people look online first to find vendors and suppliers. The move to Internet 

opened new methods of purchasing, which offer advantages to the buyer. The 

utilisation of electronic marketplaces or E-procurement are some examples for 

the online vendors’ advantages. However there exist other potential ways, like 

industry trade shows and conventions or telephone or email suppliers, to collect 

information about the vendors and evaluate them. Suppliers who do not meet 

the criteria, provide too little information or are hard to find due to a lack of lead 

generation, are unlikely to get into closer consideration by the buyer (cf. 

Kotler/Keller 2012, p. 197f.; cf. Tanner/Raymond 2012, p. 127). 

4) The next stage is called Proposal Solicitation, where the buying organisation 

invites qualified suppliers to submit proposals which are evaluated afterwards. 

Complex or expensive items require detailed information (cf. Kotler/Keller 2012, 

p.198). When the information needs of the buying organisation are low, this 

stage can occur simultaneously with the stage of supplier search, which is 

common for standardised items (cf. Hutt/Speh 2012, p. 37f.). The skill of 

researching, writing and presenting proposals is essential for business 

marketers. Furthermore, good sales and marketing professionals focus on the 
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buyer’s problems and adapt their offers according to the solution of the problem. 

Proposals and selling are team efforts (cf. Kotler/Keller 2012, p. 198; cf. 

Tanner/Raymond, p.127f.). 

5) Before the Supplier Selection can happen, the BC defines attributes for the 

evaluation of the supplier. Attributes like price, supplier reputation or service 

reliability help the buyer to identify the most appropriate vendor. For the supplier 

it is crucial to investigate the needs and valuations, which differ from 

organisation to organisation. There are several methods for the customer value 

assessment (CVA). Classical instruments like interviews or survey questions 

can help to rate the importance of different attributes (cf. Kotler/Keller 2012, p. 

199f.). Analysis-Tools like the conjoint analysis or the self-explicated method, 

which are explained in chapter 3.2.2, are also helpful in terms of determining 

customers’ preferences. Furthermore, the organisations’ different preferences 

for certain attributes need to be considered in order to create a credible CVA. 

However, there are buyers, who try to keep competition running and achieve 

low-priced offers by doing business with multiple suppliers (cf. Tanner/Raymond 

2012, p.129). 

6) After CVA and selecting suppliers, the Order-Routine Specification provides 

information about agreed price, needed quantity, expected time of delivery, 

warranties and other specifications in terms of the order fulfilment. Long term 

contracts are often signed out of companies’ fear of key material shortages. 

They are willing to hold larger inventories rather than running out of material. 

Hence, they use automatic ordering systems for continuous replenishment (cf. 

Kotler/Keller 2012, p. 201). In general orders can be made on paper, online or 

sent electronically from an e-procurement system (cf. Tanner/Raymond 2012, 

p.129). 

7) A Performance Review is the final stage in the organisational purchasing 

process and happens in the post-purchasing phase. The buyer uses different 

methods to evaluate the buying performance. Attributes like on-time 

performance, quality and customer satisfaction influence the buying 

performance. To provide the results to the vendor is up to the buying 

organisation. Transparency of the evaluation is given, but might also lead to 

performance improvements of the supplier (cf. Tanner/Raymond 2012, p. 130). 

However, a performance review leads the buyer to continue, modify or cancel 
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further purchases of the evaluated vendor. If a product fails to meet the needs 

of the user, decision makers may consider screening vendors in detail earlier in 

the buying process (cf. Hutt/Speh 2012, p. 38). 

These eight stages give a general view of the process. Nevertheless, the real 

organisational buying processes can differentiate from this model. Whether the 

purchase is causal or routine with low priority the decision approaches are different. 

While causal purchases focus on the transmission of the order, the routine low-

priority purchases involve a moderate amount of analysis and information (cf. 

Hutt/Speh 2012, p. 40).  

CALIPRI, the measuring device system of Nextsense, is an investment product. 

Therefore, the buying situation for the customers is in most cases a new task or a 

modified rebuy. In both ways, the customer has a higher need of information and a 

higher level of risk than in a routine buying situation. (cf. Wind/Thomas 1980, p.245). 

The stages mentioned above are advisable to consider in the selling process for 

CALIPRI. 

2.3 Buying Center 

The organisational buying decision is viewed as a process which develops over 

time. Therefore, different members of the organisation are involved at different 

stages in the process. The identification of these people is significant (cf. 

Parkinson/Baker 1986, p. 111). Furthermore, structure and communication within a 

buying center are dimensions that need to be considered in order to get an 

understanding of a buying center’s dynamics.  

2.3.1 Roles within the Buying Center 

The buying center includes all members of the organisation who are involved in the 

organisational buying process. Webster and Wind identified five roles involved in 

the buying center: users, influencers, deciders, buyers and gatekeepers (cf. 

Webster/Wind 1996, p. 53-56). However, other roles, such as initiators and 

approvers (Kotler/Keller 2012, p.188), have been conceptualised after a period of 

time. Within the purchase of products, such as production material, it is easier to 

define clear roles than for services. The formation of a buying center is commonly 

informal at the beginning. Unlike households, buying centers do not have fixed 
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memberships. The roles within the buying center can vary in each buying process 

(cf. Mattson 1988, p. 205-210; cf. Rolfes 2007, p. 17).  

 Initiator: The role of an Initiator was added by Bonoma in 1982. Initiators are the 

persons who recognise the problem first and therefore start the buying process 

(cf. Bonoma 1982, p. 113). Furthermore the request for a purchase is made by 

this role (cf. Kotler/Keller 2012, p. 188), hence the initiator is the first person in 

contact with the buying process. The initiation can vary in each process. 

Sometimes the purchase starts by a notification of the purchasing agents of what 

is needed, other times executives have to be convinced for a change (cf. 

Tanner/Raymond 2012, p.121f.). 

 User: Users are people or groups within the organisation who will use or work 

with the product, which can be a good or a service. (cf. Clark/Price/Murrmann 

1996, p. 73) Often, the user takes over the role of an initiator and starts the 

purchasing process and defines requirements of the product that is planned to be 

acquired. However, when purchasing a good or service in order to improve or 

change the performance of the user, the responsibility for implementing the 

purchased product is on the user. Frequently, users have certain specifications 

in mind for how the product needs to perform. (cf. Tanner/Raymond 2012, p.122). 

Hence, the user is often targeted as a key role for marketing activities in the 

buying center. 

 Influencer: People who influence the buying decision either directly or indirectly, 

are named Influencers. In many cases they provide information for alternatives 

or help to define specifications (cf. Webster/Wind 1996 p. 56) Even though this 

specific role frequently overlaps with the one of a user, the influencer does not 

necessarily use the product. However, they have a certain degree of experience 

or expertise, which can be provided in order to improve the buying decision. Their 

expertise is often demanded at the stage of product specification, if the 

purchasing product is more unique or customisation is needed. The involvement 

of influencers may reduce the risks that occur in this phase (cf. Perdue 1989, p. 

126). 

 Buyer: Buyers are authorised to negotiate prices, delivery dates, and terms of 

payment for goods and services. Furthermore, the identification of suppliers and 

obtaining bids from them are the duties of a buyer (cf. Tanner/Raymond 2012, 
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p.121). This role is usually occupied by people from the purchasing department 

(cf. Rolfes 2007, p. 42). The authority of the buyer for the supplier selection may 

be constrained in earlier stages of the decision process, nevertheless, in most 

cases the buyer is the one who decides in the final purchase phase. This makes 

the buyer a target for influence attempts by other members of the BC (cf. 

Webster/Wind 1996, p. 65). Researches have shown, that the price of the 

purchasing good has significant influence on the number of negotiators 

represented by the buyer role (cf. Perdue, 1989, p. 126). 

 Decider: The Decider is defined as the person who makes purchasing decisions. 

These involve for instance product requirements or supplier selection (cf. 

Kotler/Keller 2012, p.188). Some deciders may be authorised to decide on behalf 

of the organisation and hence could behave in an autocratic, authoritarian 

manner (cf. Webster/Keller 2004, p. 394). If the purchase is routine with low cost 

goods, the decider often is identical to the buying manager (cf. Webster/Wind 

1996, p.56f.). On the other hand, if the purchase is more complex the decision 

may be made with the help of other people in the organisation, so there is a group 

of deciders who reach consensus. Furthermore, the input of all other members in 

the BC need to be concerned. In sales a key question is “Who makes the buying 

decision?”, which determines that the decider plays another essential role in the 

marketing activities. (cf. Tanner/Raymond 2012, p.123). 

 Gatekeeper: People who are able to prevent sellers or information from reaching 

members of the BC are known as gatekeepers (Kotler/Keller 2012, p. 188). 

Generally, they have a lot of information about the information flow and the 

informal processes of the BC (cf. Clark/Price/Murrmann 1996, p. 73). Therefore 

gatekeepers have a certain amount of informal power. Gatekeepers often appear 

in positions, such as buying assistants or personal assistants (cf. 

Tanner/Raymond 2012, p. 122f.). 

 Approver: The role of an Approver has the ability to authorise the actions of the 

decider after considering the reservations of influencers and users (cf. Bagozzi 

et al. 2000, p. 436). This role often is occupied by positions in the higher 

hierarchical order of an organisation. This often applies when the purchase can 

dramatically affect the company’s profitability (cf. Perdue 1989, p. 126). It is also 

possible that the approver is an external person who needs to approve certain 
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decisions (cf. Rolfes 2007, p. 50), for instance public institutions which check 

legal restrictions in order to approve the purchase of a new machine.  

The possibility of one individual occupying multiple roles is given. A purchasing 

manager, for instance, may occupy the role of a buyer, influencer and gatekeeper 

simultaneously. Furthermore, the BC may include people outside the organisation, 

such as government officials, consultants and technical advisors (cf. Webster/Keller 

2004, p. 394). 

However, to develop effective and efficient marketing activities, the prioritisation of 

certain roles as target persons in the BC is recommended (cf. Rolfes 2007, p. 261).  

An approach for further marketing steps is the comprehensive characterisation of 

the roles, which will be covered in chapter 4. 

2.3.2 Structure & Size 

The conceptualisation of a buying center’s structure has various aspects, but the 

consensus among experts and theorists defined complexity, formalisation and 

centralisation as the major dimensions of organisational structure (cf. Lau/Goh/Phua 

1999, p. 576; cf. Johnston/Bonoma 1981, p. 148).  

Another dimension which also has an impact on organisational buying behaviour is 

the size of a BC. This factor correlates with the structural dimensions (cf. 

Lewin/Donthu 2004, p. 1387f.). 
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Figure 4: Structural Dimensions of a Buying Center (based on Jonhston/Bonoma 1981, p. 148) 

Complexity refers to the degree to which the organisation is compartmentalised and 

pursues functional specialisation (cf. Johnston/Bonoma 1981, p. 148). Within the 

BC this dimension is characterised by the degree of specialised tasks and routines 

that are performed by the members (cf. Lau/Goh/Phua 199, p. 576). It has been 

found out that a correlation between the buying situation and the dimension of 

complexity exists. New tasks can be seen as high level complex processes, while 

straight rebuys are of low complexity. Therefore, the buyclass functions as an 

indicator for the factor of complexity. Although, the buying situation affects the size 

and complexity of a BC, the degree of formalisation and centralisation have no 

correlation. (cf. Lewin/Donthu 2004, p. 1387f.).  

The degree of formalisation indicates the rules, policies and procedures followed by 

an individual. Jobs which are highly formalised have explicit descriptions and 

organisational rules, therefore the work process is clearly defined and therefore the 

discretion is low (cf. Lau/Goh/Phua 1999, p. 576f.). As an indicator to measure the 

degree of formalisation one of Trompenaars’ seven cultural dimensions determines 

the degree of universalism vs. particularism of certain cultures or nations. Countries 

with a high degree of universalism are characterised by many rules and procedures 

universally to ensure equity and consistency. In particularist cultures, on the other 

hand, the focus is on personal relationships rather than universal rules and laws. 
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The commitment is built through trust. Resumed, universalistic cultures, such as 

many western countries, show a higher degree of formalisation and low 

formalisation can be noted on particularist cultures, such as Russia or China (cf. 

Trompenaars/Hampden-Turner, 1997, p. 29-34).  

With regard to centralisation of a buying center, the distribution of power and control 

within an organisation is meant. Highly centralised buying centers have meaningful 

influence over the decision processes held by a few participants, regardless of the 

number of people involved. The decision maker controls the whole process, from 

information seeking to the execution of the decision itself (cf. Lewin/Donthu 2004, 

p. 1283). A possible indicator for the centralisation is provided by the power distance 

index of Hofstede’s cultural dimensions. This index determines the acceptance and 

expectance of unequally distributed power through the members of a society. High 

power distance suggests the extreme difference amongst the members of a society, 

while on the other hand a low degree the individuals strive for equality of power 

distribution (cf. Hofstede 2017).  

The size of a BC reflects extensivity as well as vertical and lateral involvement. The 

extensivity determines the number of individuals participating in the BC, while the 

vertical involvement considers the amount of hierarchical levels involved. 

Furthermore, the lateral involvement represents the number of functional areas or 

departments within a company, which often correlates with the different roles of a 

BC (cf. Ghingold/Wilson 1998, p. 98f.). These factors are positively influenced by 

the degree of complexity and negatively affected by the degree of formalisation and 

centralisation. Another influencing factor is the company’s size, which also has a 

positive effect on the size of a BC (cf. Perdue 1989, p. 122-126). 

Next to structural dimensions the involvement in form of communication is an 

essential dimension that impacts the BC. 

2.3.3 Communication  

The BC can also be seen as a communication network that has its own patterns, 

which reflect the individuals involved and their relationships. In order to identify 

relevant roles of the BC, the communication of the participants can be seen as an 

indicator referring to informal power. There are several dimensions that have an 

impact on a buying center’s communication. Johnston and Bonoma identified five 
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dimensions within the communication network of a BC (cf. Johnston/Bonoma 1981, 

p. 143 - 147).  

 

Figure 5: A Communications Picture of a Buying Center (Johnston/Bonoma 1981, p. 147) 

The vertical involvement in the communication is characterised by the organisation’s 

number of hierarchy levels, while the lateral involvement numbers the different 

departments and divisions in the buying communication. The total number of 

individuals involved is determined by the extensivity. The degree of the 

connectedness between the members of a buying center illustrates the fourth 

dimension. The last dimension is the centrality of the purchasing manager in the 

buying communication network. These five communication concepts picture the 

internal connection of the members’ roles in terms of communication (cf. 

Johnston/Bonoma 1981, p. 146-149). Familiarity among members of a buying 

center facilitates communication and therefore information is shared easily (cf. 

Park/Bunn 2003, p. 242). However, the determination of a communication network 

as an external organisation is implausible, therefore connections to BC structure 

and purchase situation can be deducted and interpreted.  

Studies have shown that both, the purchase situation and BC structure, effect the 

dimensions of communication (cf. Johnston/Bonoma 1981, p. 151f.; cf. 

Lewin/Donthu 2004, p. 1387f.). The dimensions of vertical and lateral involvement 
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as well as extensivity are influenced by structural dimensions and the purchase 

situation. In contrast centrality and connectedness are variables that are mainly 

affected by structure, especially centralisation and formalisation (cf. 

Johnston/Bonoma 1981, p.151-153).  

The external communication pattern gives insight about the information exchange 

with the vendor. The information therefore is easier to research due to the 

involvement of their own salesforce. With identification of key contact persons to the 

sales worker the importance of and also the demand for information about the role 

increases. As the internal communication is very complex and different in almost 

every company this paper is considering only external communication by 

consultation with the salesforce as a factor to identify key roles (cf. Johnston/Lewin 

1996, p. 5f.). 

2.4 Influences on Organisational Buying Behaviour 

The identification of a buying center’s structure and communication was the focus 

of the previous chapter. To find out relevant key roles within a buying center, the 

effects of these factors, as well as informal influences, are essential.  

2.4.1 Source of Influence 

Every buying decision is subjected to various influences. For marketers the 

identification of the involved influences and their impact on the decision process is 

necessary in order to understand when, how and why buyers make particular 

choices (cf. Kauffman 1996, 94f.). As figure 6 illustrates, the buying behaviour model 

of Webster and Wind identifies four classifications of influence that impact buying 

decisions and choice progress. Environmental-, Organisational-, Social- and 

Individual Influence (cf. Webster/Wind 1972, p. 13). Other theorists enhanced the 

categories in order to generate a more detailed classification. Nevertheless, these 

four categories represent most of the influencing sources of organisational buying 

behaviour (cf. Kauffman 1996, p. 95).  
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Figure 6: Layers of influence (based on Webster/Wind 1972, p. 13) 

As figure 6 shows, the individual is at the center of the buying process, operating 

within the BC that is in turn bounded by the formal organisation which is likewise 

embedded in the influences of the environmental factors (cf. Webster/Wind 1972, p. 

18). 

Environmental 

Analysis of the external environment is often made in order to enter foreign markets 

or to make decisions about marketing strategy (cf. Solomon/Marshall/Stuart 2012, 

p. 74). In the context of buying behaviour the environmental influences also have an 

impact on the decision of the customer (cf. Webster/Wind 1972, p. 14).  

Political 
Taxation regulations, Trade restrictions or reforms, Health and 
safety requirements, etc. 

Economic Inflation rate, cost of living, GDP & GNP, globalisation, etc. 

Social and 
Culture 

Attitudes & beliefs, education, ethics & religion, Cross-cultural 
communications etc. 

Technological 
Rate of change, use of outsourcing, Research & Development 
(R&D), network coverage, production efficiency, etc. 

Legal 
Compliance, import & export laws, employment laws, e-
commerce laws, etc. 

Environmental 
and Ecological 

Infrastructure, climate, disposal of materials, ecological 
consequences, energy availability & costs, etc. 

Table 2: PESTLE Factors (based on Team FME 2013, p. 10-20) 
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The different dimensions of the external influences are shown by the PESTLE-

Analysis in table 2. A special focus for the selection of key roles and also the creation 

of personas is on the social and cultural dimension of the environment, as they are 

defining values and norms in interorganisational and interpersonal relationships 

between buyers, sellers and further participants, such as competitors and 

governments. Nevertheless, the threat to overlook the environmental influences is 

given since these values often seem to be basic and pervasive (cf. Webster/Wind 

1972, p. 14).  

Organisational 

Organisations are not buying products. They are buying solutions to their economic 

and strategic problems. Organisational needs legitimate the buying process and its 

outcomes (cf. Kotler/Keller 2012, p. 189). Thus, organisational influences cause 

individual decision makers to act in a different way than they would if functioning 

alone or in a different organisation (cf. Webster/Wind 1972, p. 16). The 

organisational influence refers to the actors, structure and buying tasks of an 

organisation (cf. Leavitt, 1964, p. 56f.). The impact of organisational determinants, 

such as structure and size, on the purchasing decision is determined in the following 

section. 

Referring to an organisation’s size, studies have revealed that the larger the 

organisation is, the less independence of an individual user or department in 

operating is given. This confirms that larger companies establish purchase criteria 

and guidelines for individual decision making units (DMU) and restrict the flexibility 

in purchasing decisions. On the other hand they are relieved of burdens, such as 

paper work, controlling the payment and inventory (cf. Berkowitz 1986, p. 39f.; cf. 

Brown et al. 2012, p. 511).  

The variable of complexity influences information processing. The more complex an 

organisation’s buying processes are, the higher the uncertainty is. Hence, decision 

making requires more information. This may peak at a point, where an information 

overload occurs and strategies to reduce or limit information must be implemented 

(cf. Brown et al. 2012, p. 509).  

The degree of formalisation and centralisation both influence the independence of 

a DMU. Highly formalised companies may restrict flexibility by creating frameworks 

and guidelines for the process, while high centralisation concentrates power and 
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control among relatively few organisational members (cf. Lau/Goh/Phua 1999, p. 

576). Previous studies have shown that companies open to external environment 

are more likely to be early buyers of an industrial product. There is a similar effect, 

when the degree of formalisation is low or the attitude of the organisation is positive 

to changes (cf. Baker 1975, p. 84-88). Both factors have an impact on the 

distribution of influence among BC roles, as a high degree of formalisation leads to 

standardised behaviour and decentralisation allows decisions to be delegated from 

top management to lower hierarchical positions (cf. Dawes/Lee/Dowling 1998, p. 

58). 

Furthermore, reward systems affect the decision process of a DMU. The aim of the 

organisation by introducing a reward system is to connect organisational task 

accomplishment to individual nontask objectives. Therefore, the DMU is operating 

in the company’s objectives in order to achieve a reward (cf. Webster/Wind 1972, 

p. 17).  

Social 

This dimension of influence focuses especially on the interactions within the BC and 

between members of the BC and external participants such as vendors and 

salesmen. Communication of the DMU’s is the main driver of interpersonal influence 

and has been described in chapter 2.3.3. The influence of the communication of a 

buying center and the impact of interpersonal relationships on buying decisions is 

determined in the followed paragraphs.  

Existing patterns of communication affect the intensity of information exchange 

between the members. Hence the organisational decision making process changes, 

based on the accessible information. Interpersonal communication relates directly 

to the mobilisation of resources and the acquisition of information such as the 

supplier selection decision (cf. Dawes/Lee 1996, p. 27). 

Interpersonal communication is related to flexibility in the decision process. This is 

because interpersonal channels can have a sharper focus and be more attuned to 

specific problems of the receiver (cf. Tushman 1978, p. 626). Furthermore, 

interpersonal communication channels are able to carry more information through a 

variety of codes, thus communication may reduce uncertainty in decision making 

caused by the complexity of organisational settings (cf. Johnson 1990, p. 9f.). 
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The intensity of interpersonal communication can vary through the different stages 

of the buying process. In addition, existing factors, such as heterogeneity or prior 

experience, can affect the intensity. By heterogeneity the variables of vertical and 

lateral involvement are meant. The higher the degree of these variables, the less 

intense the interpersonal communication is. Also, prior experience can be 

associated negatively to the intensity of information exchange. Individuals with prior 

experience in purchase decision making are unlikely to be motivated to engage in 

intense communications with other participants (cf. Dawes/Lee 1996, p. 22-25).  

Interpersonal relationships also influence the purchase decisions of the individual 

DMU. Members of the buying center can provide opinions about the product and 

services. This concept of opinion leadership shows the importance of informal 

contact within the BC and between the participants (cf. Parkinson/Baker 1986, p. 

163f.). 

Individual 

“The fundamental point is that individuals, not organisations, make decisions” 

(Webster/Keller 2004, p.395). This makes specific individuals the target for 

marketing effort (cf. Webster/Wind 1972, p. 18).  

Individuals are motivated by their own needs and perceptions as they work in an 

attempt to maximise the rewards such as payment or recognition and feelings of 

achievement (cf. Webster/Keller 2004, p. 395).  

In contrast to the organisational influence of structure such as formalisation or 

centralisation, the size of an organisation has a negative impact on the individual 

influence. Smaller organisations tend to make decisions in the buying process 

individual, while a higher percentage of larger firms report joint decisions (cf. 

Patton/Puto/King 1986, p. 136f.).  

As individuals are the ones making purchasing decisions, the DMU’s are often the 

influenced target of environmental, organisational and social effects. Nevertheless, 

individuals also differ through characteristics of the people such as demographics, 

personality traits, buying related attitudes and knowledge etc. (cf. Parkinson/Baker 

1986, p. 164). The characteristics and behaviour patterns can be categorised with 

the use of Personas, which are explained in more detail in chapter 4.1.  
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2.4.2 Influencing Power 

Each individual possesses a certain level of influencing power, which they attempt 

to exert in order to get the expected return. The influencing power can be formal, 

such as rewarding power, which is sourced as organisational influence or informal, 

such as expertise. The latter is mainly sourced from social and individual influences 

(cf. Corfman/Lehmann 1978, p.3). As the influencing power affects the purchasing 

decision of a DMU, it is considered as a factor of selecting key roles of a BC. 

Although groups are involved in most organisational choice processes, individual 

influence can dominate the process (cf. Kauffman 1996, p.4). The influence 

individuals have in a group decision varies, depending on the individual’s expertise, 

informational access and control, referent power, formal authority, reward power, 

specific self-confidence and stake in the decision (cf. Kohli 1989, p. 51).  

Type of 
power 

Characteristics Resources 
Decision role 
with respect 

to target 

Motive of the 
target 

Legitimate 
Power 

Occupies 
legitimate position 

of authority; 
secured position by 
legitimate methods 

Symbols of 
legitimacy, 

labels of others’ 
action as right or 

wrong 

Announces 
decision; asks for 

support 

Wishes to fulfil 
moral obligations 

Reward 
Power 

Occupies important 
position in 
hierarchy 

Control over 
material rewards 

Makes requests, 
coupled with 

promise of reward 
for compliance 

Wants rewards 
controlled by 

influencer 

Coercive 
Power 

Occupies important 
position in 
hierarchy 

Control over 
material 
penalties 

Gives order, 
coupled with 

threat of 
punishment for 
noncompliance 

Wants to avoid 
punishment but 

maintain self 
esteem 

Expert 
Power 

Special training, 
special experience 

Knowledge 
about how to 
reach certain 

goals 

Investigates, 
makes tests, 

gives information 
to others 

Wants to find 
best ways to 
reach goals 

Referent 
Power 

Strong, successful, 
has attractive 

qualities 
Approval 

States own 
opinions, 

preferences 

Wishes to be 
similar to/ 

approved by 
influencer 

Information 
Power 

Accessibility and 
control of 

information and 
information 

sources 

Access to 
information and 

information 
sources 

Forward or 
restrain 

information 

Wants to 
establish the 

own perception 

Cooperation 
Power 

Influenced by 
certain decisions 

Own cooperation 
Preferences are 
communicated 

differently 

Wants high 
degree of 

cooperation 

Table 3: Power-based resources (based on Patchen 1974, p. 197; based on Brinkmann 2006, p. 27) 

Table 3 summarises the resources of influencing power, which are considered for 

the model. While formal power (orange) depends on the position in hierarchy, 
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informal power (blue) is connected to individual characteristics. Nevertheless, 

assumptions of BC roles possessing distinctive amounts of certain power resources 

are plausible and can be made in cooperation with local sales people. 

The determinants for the measurement of influencing power are defined as 

information control, stakeholding and participation. While information control is 

basically referring to informal power, stakeholding is represented by the formal 

power. The participation (grey) is weighted as the strongest determinant and 

represents the involvement during the stages in buying process. (cf. 

Dawes/Lee/Dowling 1998, p. 65f.). Chapter 2.4.1 revealed that two determinants of 

the organisational structure, centralisation and formalisation (green), also have an 

impact on the influencing power.  

 

Figure 7: Weighted determinants of Influencing Power (based on Dawes/Lee/Dowling 1998, p. 65) 

Further measures, such as originality, conformity and efficiency were also 

mentioned as considerable. Nevertheless, these factors are individual and therefore 

not able to be measured on roles or patterns (cf. Dawes/Lee/Dowling 1998, p. 61).  

Besides influencing power, the relative intensity of a preference dominates the 

relative influence of the group preference formation. Individuals who have more 

intense preferences exert more influence. In contrast, those who care less also use 

less influence due to the lack of importance to them. When preferences are equally 

strong relative preference intensity could no longer explain relative influence (cf. 

Corfman/Lehmann 1987, p. 2-4). Therefore, the awareness of an individual’s 

preferences can be a crucial point in decision making.  

Information Control
13%

Stakeholding
15%

Participation
45%

Centralisation
20%

Formalisation
7%

INFLUENCING POWER



  24 

3 Preferences  

Preferences are defined as a one-dimensional indicator for subjective favouritism of 

a product (good or service) against an alternative product at a certain point in time 

Therefore, buying decisions are made based on preferences (cf. Steiner 2007, p. 

11).  

To design and evaluate new product or service strategies, the understanding of how 

customers form preferences and how they will behave if a new product is launched 

is essential (cf. Hauser/Shugan 1980, p. 278f.).  

Furthermore, the measurement of preferences determines favoured attributes of the 

customers and can also be seen as part of the analysis of profitability, due to 

predicted demand (cf. Steiner 2007, p. 17).  

The following chapter covers the topics of preference formation and measurement. 

3.1 Formation of Preferences 

Preference formation refers to a mental process that determines the values of a 

product, relevant for the individual or organisation, considering past and current 

experiences (cf. Chai 2001, p. 5). 

When theorists or marketers talk about preferences in general, in most cases the 

individual preferences are understood. As the definition of Steiner explained, it is a 

subjective perception of an individual and therefore preferences differ from person 

to person (cf. Steiner 2007, p. 11).  

Individual preferences are characterised by three main attributes. First, it is a 

subjective judgement about a preferred alternative and hence refers to a specific 

individual. Second, they have no static value. Preferences can change during a 

period of time or if the situation changes, for instance the launch of new products. 

Finally, preferences are noticed as a result of an evaluation procedure, which 

involves the evaluation of all feasible alternatives. To conduct the evaluation, certain 

decision rules for prioritising an alternative need to be defined (cf. Brinkmann 2006, 

p. 20f.). 

Preferences can be seen as relative attitudes (cf. Mairhofer 2013, p. 58). The values 

always need to refer to correlated attributes in order to generate a comparison. 

Attitudes, on the other hand, are defined as the mental orientations that a particular 
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individual holds toward other participants, the environment or actions (cf. Chai 2001, 

p. 4). Unlike preferences, they are not dependent on a rating process (cf. 

Foscht/Swoboda 2007, p. 62). 

An essential factor in order to form preferences is the utility of a product. A product 

possesses certain attributes or characteristics which all have a certain degree of 

utility to the customer. Hence, preference orderings are assumed to rank a product’s 

utility indirectly through recollections of characteristics and attributes they possess. 

The advantage of this theory is that a higher objectivity between the product and the 

preferences is given due to the similar perception of the characteristics (cf. 

Lancaster 1966, p. 133f.). In other words, the individual’s preference of a product is 

dependent on the attributes and characteristics a product possesses and 

furthermore the utility these attributes and characteristics bring. Hence, preferences 

can be seen as an outcome of comparison between the utility of all alternatives (cf. 

Perrey, 1998, p. 15).  

The most common approach for individual preference formation is the rational 

choice approach, where preferences are representable by a utility function that 

assigns a number to each possible outcome. This number represents the magnitude 

of the individual’s desire for the outcome. However, the rational optimisation, as it is 

called, cannot be used to make predictions about actions (cf. Chai 2001, p. 5-8) 

such as buying decisions. The individuals are operating with limited understanding, 

which means that future events and effects are unknown and therefore decisions 

can only made by information based on the evaluation. Next to utility, costs are 

another criteria for the decision. Nevertheless, a positive net-utility, which is the 

difference between utility and costs, only states the condition for a possible 

purchase. Individuals define their own minimum utility, which is the standard of net-

utility depending on the willingness to use resources in order to purchase the 

product (cf. Brinkmann 2006, p. 21f.).  

Influencing factors such as environment or personality may change the attitude of 

an individual. Therefore, beliefs and also preferences can be affected. The rational 

choice approach is compatible with other approaches that influence the formation 

of preferences, by providing a base for further assumptions and approaches (cf. 

Chai 2001, p. 9). Despite the broad acceptance of the rational choice approach in 

theory, self-interest always impacts the formation of individual preference formation 

(Hausman 2012, p. 20). 
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3.2 Measurement Method 

The topic of preference measuring has been broadly discussed for many years. The 

circle below determines the three main components of preference measurement. 

 
Figure 8: Components of Preference Measurement (based on Netzer et al. 2008, p. 339) 

This circle shows the problem that the measurement intends to address, the 

specification and estimation of a preference model, and the design of the preference 

model and the data collection approach (cf. Netzer et al. 2008, p. 339). Furthermore, 

the circle illustrates the planned action for the preference measurement according 

to the papers aims. 

3.2.1 Comparison of different Approaches 

For the selection of the right preference measurement method compositional and 

decompositional approaches can be differentiated. In addition a mixture of both 

approaches expands the selection: 

 Compositional Approach – Self-Explicated Method (SEM) 

 The compositional approach follows the bottom-up principle where firstly the part-

worth utilities are ascertained and afterwards connected to the cumulative utility 
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and product attractiveness. A widely spread method for compositional 

measurement is the self-explicated method (cf. Sambandam 2016, p.1).  

 Decompositional Approach – Conjoint Analysis (CA) 

 Unlike the compositional approach, the decompositional approach starts with the 

overall evaluation of the product and gets decomposed to features which are 

measured. The most considered model for this top-down approach is the CA, 

which has become a popular research tool for preference measurement, 

especially for the development of new products or modification of existing 

products. This decompositional method estimates the structure of a costumer’s 

preferences, given the overall evaluation of a set of alternatives that are 

prespecified in terms of levels of different attributes (cf. Green/Srinivasan 1990, 

p. 4). The goal of CA is to explain and predict preferences that result in an 

assessment of achievements (cf. Gustafsson/Herrmann/Huber 2007, p. 4). 

Nevertheless, CA may show differences in the amount of information compared 

to realistic scenarios and the instability of tastes and beliefs of costumers (cf. 

Haaijer/Wedel 2007, p. 203). 

 Hybrid Approach – Customised Conjoint Analysis (CCA) 

 The hybrid approach tries to enhance the classical CA by adding compositional 

elements in order to enable a larger number of attributes without increasing 

complexity (cf. Sattler/Hensel-Börner 2007, p. 68). A possible method for the 

hybrid approach is the Customised Conjoint Analysis (CCA), where first the self-

explicated partworths for a large number of attributes are obtained.  

Each of these above mentioned approaches has their advantages and 

disadvantages. To find the method that suits a company’s processes best the direct 

comparison of these approaches is helpful. Table 4 is created as a summary of 

theoretical findings, which are listed in the section below. 
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Criteria SEM CA CCA 

Low degree of complexity High Low Low 

Realistic in situation Low High High 

Range sensitivity Low High High 

Range of attributes High Low High 

Simplicity of data collection High Middle Low 

Simplicity of data analysis High Middle Low 

Low costs in conducting High Middle Low 

High = desirable; Middle = acceptable; Low = not desirable 

Table 4: Comparison of preference measurement methods (own presentation) 

Self-explicated preference measurement minimises the problem of information 

overload because the respondent is questioned separately on each attribute, while 

the CA procedures impose complex tasks, where the respondents resort to 

simplifying tactics and the results are likely to be distorted (cf. Srinivasan 1988, p. 

295). 

The profile descriptions of the CA are more realistic representations of real products 

than the attributes of the SEM. Therefore, the task for the respondents in the CA 

resembles a more realistic choice situation and may result in higher predictive 

validity (cf. Sattler/Hensel-Börner 2007, p. 68).  

Furthermore, empirical studies have shown that conjoint measurement is 

significantly more sensitive regarding different ranges of attribute levels compared 

to SEM. Self-explicated approaches are able to be more intensive to changes in 

attribute level ranges, which results in considerable validity problems (cf. 

Sattler/Hensel-Börner 2007, p. 69). 

Although CA works well for a small number of attributes, it places a severe 

information load on respondents when the number of six attributes is exceeded. The 

SEM is well suited to measure preferences for multiattributed products that involve 

a large number of attributes (cf. Green/Srinivasan 1990, p. 8f.). However, hybrid 

models such as CCA handle the problem of large attributes and products in 

combination with realistic situations the best (cf. Netzer et al. 2008, p. 343). Another 

risk of the self-explicated approach is that redundancy in the attributes may lead to 

double counting (cf. Sattler/Hensel-Börner 2007, p. 70). 
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SEM is clearly an advantage in respect of the process of conducting the 

measurement. Due to the simplicity of the cognitive method, the data supplying 

respondents have less cognitive strain than in CA or CCA. The data collection can 

be done more easily in the SEM, which is particularly relevant for postal or telephone 

surveys where complex descriptions of total profiles in the conjoint measurement 

are hard to undertake. Also the analysis of the data is eased with the self-explicated 

measurement because no special software of statistical knowledge is required 

compared to the CA (cf. Sattler/Hensel-Börner 2007, p. 70). The CCA constitutes 

the highest effort in processing the measurement due to the requirement of two 

interviews and the design of individualised full-profile cards in order to conduct a 

self-explicated approach as well as the CA (cf. Srinivasan/Park 1997, p. 286f.). 

The effort in conducting the measurement mirrors the costs. While the SEM is 

relatively cheap compared to the CA, the hybrid alternative is the most expensive 

(cf. Srinivasan/Park 1997, p. 287; cf. Sattler/Hensel-Börner 2007, p. 69f.) 

To conclude this section, an overall preferred measurement method cannot be 

identified. Depending on the use of the output each approach has its advantages. 

Green and Srinivasan suggest the CA with the full-profile method for a small number 

of attributes. Trade-offs and realistic purchasing situations are more precise (cf. 

Green Srinivasan 1990, p. 15f.) On the other hand, as products become more 

complex, preferences need to be measured over a large number of product 

attributes and levels. Therefore, the selection of SEM or CCA is be advised (cf. 

Netzer et al. 2008, p. 343).  

In the case of Nextsense the complexity of the product CALIPRI requires the 

determination of more attributes than six. The costs and speed of the SEM also 

highlight the choice for the compositional approach, therefore the SEM is considered 

for the model and is explained in more detail in the next section. 

3.2.2 Self-Explicated Method 

As the comparison has shown, the SEM is more popular for determining the 

preferences for complex products (cf. Schlereth et al. 2014, p. 185). This approach 

focuses on each attribute separately. Therefore, the problem of an information 

overload for the respondent is minimised (cf. Srinivasan 1988, p. 295).  
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For the data collection, ratings of the desirability of attribute levels within each 

attribute as well as the relative importance across attributes is necessary. The part-

worth function of an attribute provides different levels of utility. The overall utility for 

the product is the sum of the partworths for the product’s level on the different 

attributes (cf. Srinivasan 1988, p. 296).  

𝑈𝑝,ℎ = ∑  

𝑗∈𝐽

∑ 𝑃𝑊𝑚𝑗,ℎ

𝑚𝑗∈𝑀𝑗

× 𝑥𝑝,𝑚𝑗
 (𝑝 ∈ 𝑃 , ℎ ∈ 𝐻) and 

𝑃𝑊𝑚𝑗,ℎ = 𝑤𝑗,ℎ × 𝑏𝑚𝑗,ℎ (𝑗 ∈ 𝐽, 𝑚𝑗 ∈ 𝑀𝑗 , ℎ ∈ 𝐻) 

where 

𝑈𝑝,ℎ: utility of product p for respondent h; 

𝑃𝑊𝑚𝑗,ℎ: partworth of level m of attribute j for respondent h; 

𝑥𝑝,𝑚𝑗
: binary variable that shows if level m of attribute j is part of product p; 

𝑤𝑗,ℎ: importance weight of attribute j for respondent h; 

𝑏𝑚𝑗,ℎ: evaluation of level m of attribute j for respondent h; 

𝑃: index set of products; 

𝐽: index set of attributes; 

𝑀𝑗: index set of levels of attribute j 

𝐻: index set of respondents. 

(cf. Srinivasan 1988, p. 296f.) 

The SEM is based on a two stage process referred to the choice among 

multiattributed products. In addition, a conjunctive stage, represented as stage 0, 

pre-selects products with a totally unacceptable attribute level and eliminates them. 

A totally unacceptable attribute is defined as a knock out criteria. The product gets 

rejected no matter how attractive it may be on all other attributes. (cf. Srinivasan 

1988, p. 295-297). The pre-selection is used in order to reduce the number of 

attribute levels that are evaluated. Nevertheless, researchers recommend avoiding 

stage 0 due to fact that the unacceptability of attribute levels is unreliable (cf. 

Schlereth et al. 2014, p. 191f.) Figure 9 illustrates different methods of the self-

explication approaches, classified by the differences in the stages.  
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Figure 9: Classification of Self-Explicated Methods (based on Schlereth et al. 2014 p.190) 

Stage 1 basically determines the desirability of attribute levels, while stage 2 weighs 

the importance of the attributes. The differentiation in the two stages between trade-

off and non-trade-off based evaluation types is one of the most important decisions, 

when the selection of the right SEM is operated. The rating method, allows more 

flexibility in evaluation as respondents rate attribute levels separately or in 

comparison with the most attractive attribute or level. On the other hand, trade-off 

evaluation types, such as the constant-sum method, where a fixed number of points 

is divided across attributes, make the result easily comparable across respondents 

(cf. Schlereth et al. 2014, p. 188-192).  

Studies have shown, that in stage 1 both evaluation-types provide reliable results, 

therefore the rating method is favoured due to the simplicity of the method. The 

comparison of attribute levels, which are similar to each other is less challenging. 

However, for the rating of attribute importance in stage 2, the trade-off evaluation 

type is recommended as non-trade-off scales can be noted differently by the 

respondent according to means and variances (cf. Green/Krieger/Agarwal 1993, p. 

376-378; cf. Pullman/Dodson/Moore 1999, p. 132-134.). The comparison of different 
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attributes, which are more challenging due to the heterogeneity in interpretation, can 

lead to insufficient discrimination of attributes when evaluated with non-trade-off 

based evaluation types. This means that respondents tend to rate attributes as 

equally important although they perceive them as different in importance (cf. 

Krosnick/Alwin 1988, p. 532f.). Although, the trade-off evaluation types bear the 

disadvantage of becoming taxing when more than 10 attributes are involved, the 

constant-sum method is advised in order to create comparable and valid results (cf. 

Schlereth et al. 2014, p. 192).  

Table 5 illustrates an example for the selected SEM by using of a rating scale in 

stage 1 and the constant sum-method for stage 2. 

Attributes(J) and 
Levels (Mj) 

Desirability (D) 
(0 - 10) 

Importance (I) 
(100 divided) 

Partworth (PW) 
(D*I/100) 

Attribute A  60  
Attribute A Level 1 ⚓10  6 

Attribute A Level 2 8  4.8 
Attribute A Level 3 7  4.2 
Attribute B  15  
Attribute B Level 1 ⚓10  1.5 

Attribute B Level 2 6  0.9 
Attribute B Level 3 1  0.15 
Attribute C  25  
Attribute C Level 1 3  0.75 

…
 

…
 

…
 

…
 

Table 5: Self-explicated approach (based on Srinivasan 1988, p. 296-298) 

First, the different levels of each attribute get evaluated on a for instance 0-10 scale, 

in which the most preferred level of an attribute receives 10 and need to be defined 

as the critical attribute level. By using the critical attribute level as an anchor the 

other levels’ importance gets rated from 0-10, compared to the anchor (cf. 

Srinivasan 1988, p.296f.)  

The relative importance of the attributes can be reflected by allocating for example 

100 points across the attributes. Partworths are obtained by multiplying the 

importance weights with the attribute-level desirability ratings (cf. Green/Srinivasan 

1990, p. 9). 

The SEM is well suited to measure preferences for multiattributed products that 

involve a large number of attributes, due to the simplicity of the method 

(Netzer/Srinivasan 2011, p.140). Nevertheless, SEM has problems with ambiguity 

by asking direct questions such as “How important is attribute X?”. Respondents 
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may interpret the question differently. Furthermore, any redundancy in the attributes 

may lead to double counting because each attribute is questioned separately. 

Another limitation to the SEM is the difficulty to evaluate a respondent’s purchase 

likelihood because no full profiles are seen (cf. Green/Srinivasan 1990, p. 9f.).  
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4 Conception of Personas and Attributes 

In the organisational buying behaviour it is essential to identify the unit of analysis. 

The individual unit refers to persons influenced by culture, ecological environment 

etc. (cf. Wind/Thomas 1980, p. 251). However, it is impossible to measure the 

preferences of each individual. With the creation of personas, fictional persons are 

created as archetypes in order to target audience groups with a similar mind-set and 

measure their preferences on the basis of predefined attributes. 

4.1 Personas 

Personas are defined as hypothetical archetypes of actual users. They are not real 

persons, but they represent them throughout the design process. These fictional 

characters are primarily defined by their goals (cf. Cooper 2004, p. 138). Personas 

summarise user research findings and furthermore bring that research to life in such 

a way that a company can make decisions based on these personas. (cf. 

Mulder/Yaar 2006, p. 19). 

Especially for B2B marketing, personas are essential to ensure that each piece of 

information about the values is created for and communicated to the correct 

persons. To state the difference to a BC role as mentioned in chapter 2.3, personas 

are more detailed descriptions of the persons occupying the BC roles.  

 

Figure 10: Personas within a buying center (own presentation) 

The behaviour of the BC members may vary significantly in different values and 

attitudes. Furthermore the possibility of more personas occupying the same role 

within a BC is given, like the situation of one persona occupying multiple BC roles. 
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4.1.1 Benefits of Personas 

The creation of personas brings several advantages for the understanding of the 

customers’ mind-set. Also in B2B users may have different characteristics.  

When creating value for a specific group of people it is essential first to target a 

selected user group (cf. Barnes/Blake/Pinder 2009, p. 62). Personas are helpful to 

put the focus on a specified group of people.  

Second, personas help the organisation to see the product from a user’s 

perspective. As personas start to feel like real people it is easier to build empathy 

than with randomly specified target groups (cf. Mulder/Yaar 2006, p. 23). 

Third, the encouragement of consensus is given with the introduction of personas 

because the team creates together one shared vision of exactly whom the product 

is designed for. Without a clear picture of the target group different people may 

target different audiences, which creates inefficient processes and a disjointed end 

product (cf. Mulder/Yaar 2006, p. 24). 

Finally, if personas are implemented early in the process decisions can be made 

according to their expected behaviour. The uncertainty of the marketers is reduced 

due to the fact that personas are grounded in research. Everyone knows exactly 

how to satisfy them and how that leads to business results. Furthermore, wrong 

decisions can be avoided, which leads to savings in costs and time (cf. Mulder/Yaar 

2006, p. 25f.).  

4.1.2 Types of Personas  

Even though the definition of a persona as a fictional person for marketing targets 

is clear, there are differences in types of personas. They can vary in the purpose for 

their creation as well as in different roles. The latter is especially the case in B2B. 

Marketing Personas represent the target market segments of a company. The 

focus on these persona types is on distribution channels, buying behaviour and 

demographics. Hence, marketing personas provide information about the different 

communities the product serves. In addition, the mind-set of a customer is revealed 

through different stages of the buyer’s journey. In contrast, Interaction Design 

Personas are focused on the identification of behavioural patterns and the 

understanding of interaction with the environment. Although they represent a subset 

of end users, they focus less on demographics. Instead, the key tasks a person is 
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motivated to accomplish are in the center (Kardys 2016). There exists also a 

difference in time, when personas start to get involved. Design personas are getting 

embraced early in the process in order to make decisions about user experience, 

while marketers use personas as a framework for marketing campaigns branding 

and messaging which appears later in the process (cf. Mulder/Yaar 2006, p. 26f.). 

 

Figure 11: Creation of personas in process (based on Mulder/Yaar 2006, p. 27) 

While marketing personas help to plan the marketing activities according to the 

target audience, design personas can be a support to map the needs of a product 

(cf. Kardys 2016). Therefore, the focus for this paper is mainly on design personas 

even if hybrid variants may not be excluded. 

As mentioned already in chapter 2.3, the organisational buying process involves 

several participants, known as the Buying Center. Here also differences in the types 

of personas may occur. Personas are primarily defined by their goals, hence the 

types of personas vary through different desirability of achievements (cf. Cooper 

2004, p. 138). 

The creation of personas within the buying center requires direct engagement with 

each specific role. Otherwise there is no guarantee of accurateness (cf. 

Revella/Ross 2016, p. 6). In order to process organisational buying decisions, 
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personas for each role involved in the BC can be created to simulate a realistic 

situation. Nevertheless, the practical part focuses on the creation of a user persona, 

as this role has the highest product involvement and therefore the largest impact on 

product feature adaptation. 

4.1.3 Process of Persona Creation 

Persona creation is a serial and straightforward process, where data gets 

summarised, analysed and clustered in order to discover themes (cf. Adlin/Pruitt 

2010, p. 21).  

 

Figure 12: Process of persona creation (based on Adlin/Pruitt 2010, p. 52-55; based on 

Mulder/Yaar 2006, p. 35) 

The following steps must be considered to form personas in a structured way. 

1) The Definition of the Research Method is essential in order to understand the 

users and what is desired to find out about them. Therefore, the decision for a 

qualitative or quantitative persona is the first step in the process. While the latter 

gives insights about what is happening, qualitative personas explain why 
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something is happening. For instance qualitative research can reveal that thirty 

per cent of the users are men between twenty and thirty years. In contrast 

qualitative research may give a deeper understanding of the needs and what 

drives the persona. Also here it is possible to mix qualitative approaches with 

quantitative validation. This method can be conducted if qualitative personas 

are desired, but stakeholders need quantitative data to believe and use 

personas (cf. Mulder/Yaar 2006, p. 36-49.). For Nextsense the importance of 

generating new features is focused on, hence the creation of a qualitative 

persona is used as a research method and the following process refers to 

qualitative personas. 

2) If the decision for the right research method is made, next the question of how 

the research is conducted needs to be asked. There are several Methods for 

Data Processing in qualitative persona creation. The most common method is 

the interview, which is a simple and effective way to get insights of the customer. 

Another method is conducting field studies, where users’ behaviours are 

observed or usability is tested (cf. Mulder/Yaar 2006, p. 41). In addition, it can 

be helpful to build on existing work with data research. Secondary research and 

existing customer data may provide a solid foundation. Finally, one of the 

alternative methods is to be the customer and actively use the product. The 

possibility to get first-hand experience of jobs, pains and gains is highly valued 

(cf. Osterwalder et al. 2014, p. 106f.). 

3) Next, it is relevant to Cluster User Categories based on Research. Through 

segmentation, patterns that enable to group people with similar characteristics 

are identified and sorted into types of users. This segmentation is based on the 

goals, attitude and behaviours of a person. The segmentation is less a 

qualitative process but more a collaborative and repetitive process involving 

internal members of the organisation (cf. Mulder/Yaar 2006, p. 118-120). In 

terms of segmentation, B2B personas may be defined by behavioural patterns, 

goals and tasks rather than demographics (cf. Revella/Ross 2016, p. 24). 

However, the predefinition of geographic characteristics such as country are 

highly recommended for a global company like Nextsense. 

4) After the definition of important categories, the organisation is ready to Create 

Skeletons, which are brief, typically bulleted lists of distinguished data ranges 

for each category user. They help to put the focus on specific details and present 
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first key findings. For each segment a skeleton is created. Next, overall terms 

can be defined as headings to get a clear structure. The use of common 

headings is recommended in order to have a similar structure and a direct 

comparison. Under each heading bullet points with the information found can 

then be listed (cf. Adlin/Pruitt 2010, p. 50f.). 

5) Finally, it is necessary to Develop Skeletons into Personas by adding 

concrete and individualised details to give them personality and context. 

Storytelling elements, name and photos are helpful to make the personas come 

to life. (cf. Adlin/Pruitt 2010, p. 56f.). 

The number of personas created is dependent on the product and business 

goals. Furthermore it is based on the collected data or clearly identified 

assumptions. Nevertheless, Adlin and Pruitt defined roughly three to five 

personas as a good number to target (cf. Adlin/Pruitt 2010, p. 23). 

4.2 Attributes 

Next to the understanding of customers and their needs, the solution of fulfilling 

these needs is an essential part in order to create utility. Buyers see a market 

offering as a bundle of tangible and intangible benefits consisting of perceived 

product attributes (cf. Lichtenthal/Goodwin 2006, p. 227). Buying choice may be 

predicted by the various offerings in relation to some set of relevant product 

attributes after they have been weighed by the customer according to their relative 

importance (cf. Lehmann/O’Shaughnessy 1974, p. 36). The identification of relevant 

attributes in B2B has significant influence on sales training, product development 

and modification research and buyer feedback on perceived performance (cf. 

Lichtenthal/Goodwin 2006, p. 226f.). 

To make a meaningful choice of attributes in a manner that links derivation and 

selection of the attributes to specific types of business offerings is very important for 

measuring preferences and training the salesforce. Especially for the salesforce it 

is important to find out attribute descriptors used by the customer. (cf. 

Lichtenthal/Goodwin 2006, p. 234f.). 

Studies have shown that the perceived importance of attributes vary significantly in 

different functions within the organisation. For instance safety is rated higher by a 

person in the production process than by people from finance or administration (cf. 
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Parkinson/Baker 1986, p. 84). Furthermore, Lehmann and O’Shaughnessy found 

out that the relative importance of attributes may vary according to the problem 

situation of a product. The attribute that takes part in solving performance problems 

influences the relative importance in a different way than the ones solving 

procedural problems. When performance problems occur there is doubt if the 

product will perform satisfactory, while procedural problems will disappear in the 

long run. (cf. Lehmann/O’Shaughnessy 1974, p. 37f.).  

An attribute can be expressed by different Attribute Levels, which determine the 

importance an attribute possesses (cf. Srinivasan 1988, p. 295). While, one attribute 

of a notebook can be the power of the processor, the different attribute levels are 

expressed by the RAM. Therefore, the processor power is not the same in every 

notebook. The attribute levels are different in the performance and can be directly 

compared as described in chapter 3.2.2.  

Attributes can be perceived through three different dimensions. Characteristics or 

Features are product referred and can describe a product in two subcategories. 

While physical characteristics are the most objective types and are measurable on 

some sort of physical scale, pseudophysical characteristics are objective in nature 

but not quite as measureable on a physical scale. Examples for pseudophysical 

characteristics are strength or smoothness and are generally perceived and 

understood by customers and sellers alike. Attribute levels need to be described as 

characteristics in order to be measureable and rateable by the customer. Task or 

outcome referred variables are known as Benefits, which describe the specific 

need-satisfaction. Benefits can also be understood as utility. Imageries can be seen 

as user referred and reflect what usage of the product the user perceives. This may 

include associations that are evoked by the product. Imagery is not intrinsic to the 

product itself, so such attributes need to be conveyed symbolically in promotions 

(cf. Lehmann/O’Shaughnessy 1974, p. 228-230; cf. Perrey 1998, p. 46f.). 

Especially in organisational buying behaviour the differentiation of the above 

mentioned classification of attributes is relevant. The selection of attributes for the 

measurement of preferences depends on the purchase of goods, whether it is the 

purchase of raw materials where characteristics play a central role or if it is the 

purchase of an investment good which focuses mainly on benefits (cf. 

Lehmann/O’Shaughnessy 1974, p. 230f.). 
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4.3 Value Proposition 

A Value Proposition (VP) describes why a customer buys from a company. In 

general perceived value comprises the concept of perceived benefit and perceived 

costs (cf. Lindič/Marques da Silva 2011, p. 1694). Nevertheless, the VP focuses on 

solving customers’ problems or satisfying customers’ needs. In other words, it offers 

a bundle of benefits to a specific customer segment (cf. Osterwalder/Pigneur 2010, 

p. 22). 

 

Figure 13: Creating and delivering value proposition (based on Barnes/Blake/Pinder 2009, p. 60) 

Understanding the market and specific group of customers 

Before the VP can be created, the understanding of who is going to buy the product 

is essential. The start point therefore is a focus on the market. Critics states that 

focusing down means that opportunities are getting wasted rather than increasing 

the likelihood of success. Nevertheless, focus is essential to concentrate the 

activities of the offerings to the targeted markets and customers. (cf. 

Barnes/Blake/Pinder 2009, p. 61f.). A focused approach: 

 defines and targets the markets,  

 understands who are the decision makers and how to meet their needs,  
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 and forms market segments by combining like-minded decision makers (cf. 

Barnes/Blake/Pinder, 2009, p. 63). 

Value experience defining and understanding precisely what the value is 

The basic concept of customer experience is that price and functionality are no 

longer enough. Through research not only product or service needs can be 

identified, but also support, service quality, relationships, knowledge, skills required 

to deliver and other factors relevant for the preference formation (cf. 

Barnes/Blake/Pinder, 2009, p. 67f.).  

The VP for the customer needs to deeply understand the motivational values of the 

user, especially for innovations that aim to change the user’s behaviour. If these 

values are not considered, the customer may stop using the product and the 

potential value of innovation at other levels is lost. In the B2B market it is also 

essential to understand the differences between individual users and user groups. 

Cultural differences and personal preferences may influence the adoption of a 

product (cf. den Ouden 2012, p. 14). 

Personas, introduced in chapter 4.1, are an effective method to define the needs of 

a specific customer group. 

Offering of own products and features: 

As mentioned in chapter 4.2, offerings consist of tangible and intangible benefits 

consisting of product attributes. Companies serve the customer with different 

offerings which have an effect on customers’ preferences. An offering has two types 

of components: 

 Outputs are attributes which consciously or subconsciously influence customers’ 

choices 

 Inputs are all other attributes which do not enter the customer’s selection process 

In the example of a car, the maximum speed is an output if it affects a customer’s 

choice. The equipment, such as the engine, which produce the speed can be seen 

as input. Although inputs are not necessarily perceived by the customer as a choice 

criteria, they are important for the product due to the fact that they can shape and 

deliver outputs (cf. Mathur/Kenyon 2001, p. 42). 
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The idea is that with offerings the gap between the marketing promise made to the 

customer and the ability of the delivered product to fulfil the promise is identified and 

closed. The combination of the right offerings can generate solutions to higher value 

and preferences can be formed according to benefits (cf. Barnes/Blake/Pinder 2009, 

p. 82f.). 

Benefits taking views of the value experience and prioritise them 

Benefits are created out of the customers’ value experience and the offering served 

by the company. Benefits can also be categorised into three different types:  

 Expected benefits are usually hygiene factors. Customers generally expect to 

experience values like reliability, timeliness, good pricing, responsiveness, and 

so on. These benefits are the minimum value experience and are usually seen 

as given. 

 Augmented or additional benefits are those which pleasantly surprise the 

customer because they were not expected. Benefits of this kind are the most 

useful ones for understanding why the company provides different and significant 

value to the customer. It can also be seen as the maximum value experience. 

 Potential benefits are the room for growth of the company. This is where 

customers proffer suggestions of benefits that may improve the products value 

(cf. Barnes/Blake/Pinder 2009, p. 88f.). 

Benefits are created when the organisation identifies what the customer wants. The 

VP is about customers but also for the organisation. Although it is not addressed to 

customers the awareness of communicating the values in a proper way is essential. 

It needs to be defined what the organisation fully intends to make happen in the 

customer’s life (cf. Barnes/Blake/Pinder 2009, p. 115). 

VP provides possible improvement for the performance of products and helps to 

tailor products to the specific needs of personas or roles. Some value propositions 

may satisfy an entirely new set of needs that customers previously did not perceive. 

These outcomes form a solid set of attributes for the base of preference 

measurement. In addition, the outcomes can help to determine the value of a 

specific brand (cf. Osterwalder/Pigneur 2010, p. 23f.).  
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5 Model for Measuring and Monitoring Customer 

Preferences 

This chapter gives insights of the preferences within an organisational buying 

process. Therefore, a model is created to measure and monitor individual 

preferences based on personas under the consideration of organisational decision 

dynamics.  

5.1 Definition of a Model 

First the definition of the term model is helpful in order to understand the approach. 

Referring to Stachowiak, models consist of three main characteristics:  

 First, the illustration aspect assumes a representation of an original, which 

can be natural, technically produced or processed in any other kind. 

 Second, the shortening aspect considers not all characteristics of the original. 

Only characteristics that are relevant to the creation or usage of the model are 

necessary. 

 Third, the pragmatic aspect assumes that models replace certain subjects 

within a time frame under limitation of specific intellectual or actual operations. 

Therefore a model can be defined as a simplified reflection of the reality by 

illustrating a certain original image (cf. Stachowiak 1973, p. 130-133).  

5.2 Theoretical Model 

Besides the analysis phase, two further phases for dividing the measurement 

process can be illustrated according to Perrey:  

 The conceptualisation phase defines the construct dimensions for the 

operationalisation. In addition, this phase includes the allocation of data, such 

as the attribute set, required to implement the operationalisation phase. 

 The development of the measurement instrument as well as the actual 

measurement of individual and organisational preferences is defined as 

operationalisation phase (cf. Perrey 1998, p. 42).  
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Figure 14: Model for Measuring and Monitoring Customer Preferences (own presentation) 
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While the conceptualisation phase is based on the value proposition approach, as 

described in chapter 4.3, the operationalisation phase includes the preference 

measurement according to chapter 3.2.2. In addition, an action plan in the form of a 

flow chart illustrates the steps in order to create a persona specific attribute set 

(appendix 1). 

5.2.1 Analysis Phase 

Before the creation of relevant personas and the suitable attribute sets can be 

conducted, a detailed desk research is necessary in order to provide the relevant 

information for the conceptualisation phase. This analysis is divided into three 

sections which have different purposes. 

 

Figure 15: Analysis Phase (own presentation) 

Situation Analysis 

The situation analysis is basically a research of a country’s culture. With selected 

values of the culture, differences in the society can be found out. These specific 

differences function as a base for the user categories as described in chapter 4.1.3.  

The dimension of individualism determines the coherence of a society or a team. 

Individualistic societies tend to take care of only themselves and their immediate 

families, while unquestioning loyalty and a tightly-knit society are the characteristics 

for collectivism. This factor can be measured by Hofstede’s cultural dimension of 

Individualism (cf. Hofstede 2017). In the context of personas, the individualist puts 

the personal goals above the company goals. 

A supplement to the factor of individualism is the degree of masculinity, where the 

desires of a society are analysed in more detail. While masculinity is driven by 

achievement, assertiveness and material rewards, femininity stands for 

cooperation, caring for the weak and consensus orientation. In the business context 

these dimension can be compared to “tough versus tender” cultures (cf. Hofstede 

2017). 

Situation Analysis
Buying Center 

Analysis
Competition Analysis
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Although demographics are not significantly relevant for the persona creation in the 

B2B market, the factor of gender inequality reflects the differentiation of women 

and men in the labour market. As a part of the Human Development Index (HDI), 

the Gender Inequality Index considers the dimensions of reproductive health, 

empowerment and also the labour market (United Nations Development 

Programme 2016). The index is used in order to define gender as a user category 

for personas. Countries with high values may see the factor of gender as an 

essential criteria, while low values confirm the statement of Revella and Ross, that 

tasks and goals are superior to demographics in B2B (cf. Revella/Ross 2016, p. 24). 

Education plays a significant role in the creation of personas. Although it can be 

assumed that there is a connection to the job position of the person, the overview 

of the countries educational situation can be derived as an indicator for user 

categories. Therefore, the UNESCO provides a dataset for educational statistics, 

which can be used to research the current situation (cf. UNESCO 2017). 

Buying Center Analysis 

The research on the BC investigates the size and structure of a buying center, which 

form the base of the conceptualisation phase.  

There are differences in the buying center’s size according to the company size. 

Large companies tend to have a buying center with more members. The buying 

process is dynamic with changing participants and changing influence of authority 

in each stage of the buying process (Ghingold/Wilson 1998, p. 97).  

Stage 1 Recognition of a Problem 

Stage 2 General Need Description  
& Product Specification 

Stage 3 Supplier Search 

Stage 4 Proposal Solicitation 

Stage 5 Supplier Selection 

Table 6: Stages in Organisational Buying Process (based on Kotler/Keller 2012, p. 195) 

Under the consideration of the stages in organisational buying behaviour, as shown 

in chapter 2.2, the differences of participants and lateral levels are identified. Stages 

six and seven, which involve Order-Routine Specification and Performance Review 

are not in the focus of the buying process due to the post decision characteristic. 
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However, the average size of a BC varies in the range between two and ten 

members, depending on structural factors, purchase situation and company size (cf. 

Ghingold/Wilson 1998, p. 98-102.). 

 

Figure 16: Extensivity of a BC by stage of buying process (based on Ghingold/Wilson 1998, p. 101) 

As illustrated in figure 16 the BC in involves between six and ten members on 

average. The varying number of participants shows the dynamic characteristic of a 

BC through the buying process. In addition to the size of the BC, five to nine different 

departments are involved through the stages and hence can be referred to different 

roles in the BC (cf. Ghingold/Wilson 1998, p. 101f.). 

The structure of a BC reflects the participants of a buying center together with 

roughly described patterns of decision process involvement (cf. Lilien/Wong 1984, 

p. 1f.). As already described in chapter 2.3.2 the dimensions of structure are 

determined by following dimensions: 

1. complexity (referring to the buyclass) 

2. formalisation (referring to Trompenaars and Hamden-Turner’s dimension of 

universalism vs particularism) 

3. centralisation (referring to Hofstede’s dimension of power distance) 

This information can be essential for the selection of relevant key roles. Hence, it is 

advisable to consult local sales partners for information in order to crosscheck the 

interpretation. 
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The research of competitive products on the market is the third section of the 

analysis part. This desk research functions as an investigation of all products in the 

market. In the next step these products are decomposed to their attributes in order 

to generate a list of all possible product attributes. This includes own offerings as 

well as attributes of competitive products.  

Once the attributes are defined, different attribute levels can be set for the 

measurement base in order to measure the desirability of different levels an attribute 

can possess. As reference values different attribute levels of the competition in the 

market is recommended (cf. Srinivasan 1988, p. 296f.). Therefore, the analysis of 

competitive products can also be seen as a benchmark for attribute levels, which 

each attribute possesses. Realistic assumptions according to attribute levels can be 

made and later measured. Referring to chapter 4.2 attribute levels need to be 

described as product characteristics in order to be measureable, which means the 

description is not referring to any benefits or imageries otherwise the perception of 

the target persons might be distorted (cf. Perrey 1998, p. 46f.). Also in this situation 

it is advisable to involve the sales force to check if all competitive products and 

furthermore the attributes are considered. 

5.2.2 Consultation of Salesforce 

After the desk research in all three sections is completed, the information needs to 

be verified and adjusted. For this purpose, consultation with the salespeople is the 

best way to ensure the completeness of information. As local sales partners are in 

direct contact with the customer, they have the expertise and experience of the 

behavioural patterns of the customer and know the role- and country specific 

characteristics which can be used to create personas.  

Furthermore, they have insight into the structure and behavioural patterns of the BC 

due to the contact with different members of decision making unit. The input of 

salespeople therefore cannot only strengthen the interpretation of structure and 

size, moreover they can identify important key roles by revealing the first, main and 

crucial contact persons. The perception of the salesforce regarding the formal power 

of each BC participant is also an essential element that has influence on the model. 

To make the formal power perceived by the salesforce measureable and 

comparable, a rating score from one to ten is implemented, which later flows into a 

scoring model. 
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Finally, the interviewed salesforce is able to provide information about the products 

in their operating market. The product analysis can be verified and adjusted.  

5.2.3 Identification of Key Roles 

The selection of relevant BC roles in order to create personas is the next step in the 

model. Different factors affect the selection and therefore the emphasis of activities 

are advised to be allocated according to relevance (cf. Tanner 1999, p. 247). 

The selected method for the identification of relevant key roles is a weighted scoring 

model. Each factor can be rated from zero to ten. The values are afterwards 

weighted according to the company’s definition of relevance. 

 

Each identified role is rated according to four factors: 

1) The Influencing Power reflects formal and informal aspects of the participants on 

the purchasing decision. Derived from theoretical findings of chapter 2.4, the 

different influencing power criteria as well as the actual influencing power are 

listed in this column. The more resources of influencing power a role possesses, 

the higher the influence in purchasing decision and also the relevance as a key 

role (cf. Patchen 1974, p. 197).  

2) The perceived importance of salesforce determines the assumptions of 

importance the people from local sales made, who have the most direct contact 

to the customer. For this criterion it is important to consult more than one sales 

person in order to gather different important points of view.  

3) The communication functions as an indicator for accessibility of the BC role and 

also as a target for possible attempts to influence the salesforce. It is advised not 

to underestimate this factor due to the fact that the sales department is not able 

to talk to all members of the BC (cf. Johnston/Lewin 1996, p. 5). 

The relevance of a BC role is identified, if the weighted sum reaches a pre-defined 

critical value. If the value is reached or exceeded, the BC role is considered as a 

key role. The possibility of multiple key roles is given. Furthermore, one persona 

Secondary Research

BC Role Influencing Power
Perceived 

importance of SF
Communication Result

Initiator 2 5 3 3,66

Primary Research
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may occupy multiple roles or key roles in the BC as described already in chapter 

4.1. 

5.2.4 Persona Creation 

The model uses personas as a representation of the target groups and states the 

customer-centred design (cf. Miaskiewicz/Kozar 2011, p. 418). According to the five 

step process, as described in chapter 4.1.3, the personas are created and used as 

a base to select relevant attributes for the preference measurement.  

1) The selection of the research method and the survey instrument illustrate the 

first process steps and are discussed on the research design in chapter 7.  

2) In the process of Data Processing not only information about the personas 

behavioural patterns and goals are identified, also a pre-selection of relevant 

attributes are defined. Furthermore, the personas perceive different problems 

and benefits which can be used to generate new ideas for the product.  

3) For the clustering of user categories the input of the situation analysis serves as 

a base. Together with the factor of tasks and goals, which are represented by 

job title and are relevant for persona segmentation referring to chapter 4.1.3, 

the situation analysis provides information to divide the collected data from the 

certain key roles into specific persona data.  

4) Built on the user categories, the collected data can be sorted in order to create 

skeletons. Therefore certain characteristics are evaluated and listed to the 

specific skeleton (cf. Adlin/Pruitt 2010, p. 50). 

5) Last the skeletons are developed into personas by the addition of storytelling 

elements and photos.  

The outcome is a manageable number of personas, which can be used for different 

purposes, such as the creation of training documents or comparison of country 

specific differences of similar personas (cf. Mulder/Yaar 2006, p. 27). 

5.2.5 Attribute-Set 

The identification of preferences usually considers a complete spectrum of 

attributes. However seen from a realistic perspective, the degree of complexity is 

too high for a complete consideration of perceived attributes. Therefore, a process 

for identifying relevant features is essential (cf. Perrey 1998, p. 54-57). 
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Existing product features are normally already known in the company and are 

generally advised to be included in the considered attribute set. However, the 

product analysis reveals the attributes in order to create the feasible attribute set, 

which next is used as a catalogue to assess the importance of the interviewed 

persons. This is happening in the Data processing stage of the persona creation 

and is measured in magnitude on a scale from one to five. The possibility of 

attributes, which do not contribute a value to a specific persona is also given (cf. 

Barnes/Blake/Pinder, 2009, p. 65f.). 

Furthermore, the process of persona creation may also generate possible, new 

product ideas. As shown in appendix 1 the ideas for new product features as an 

outcome of the data processing are handed over to the product management that 

tries to evaluate the realisation and costs for implementing together with the R&D 

department (cf. Böhm 2017). The realisable and affordable ideas are added to the 

feasible set of attributes and also to the persona specific attribute set.  

5.2.6 Persona Specific Attribute Set (Value Proposition) 

Once the interviewees are segmented into personas and the attributes are rated 

according to, the average value of the attributes are evaluated. Therefore, attributes 

with a value of three or higher is defined as important to the specific persona and is 

considered for the Persona Specific Attribute Set (PSAS). The selected PSAS lead 

to assumptions of the persona’s motive of value of the attribute. Therefore, the 

interpretation of the magnitude scaling is also an essential part of the value 

proposition (cf. den Ouden 2012, p. 14f.).  

Nevertheless, in order to make the value measureable and comparable another 

more detailed preference measurement in form of a self-explicated method as 

described in chapter 3.2.2 is advised. Together with the attribute levels defined in 

the product analysis, the PSAS build the base for the operationalisation phase and 

the preference measurement. 

5.2.7 Preference Measurement 

The preference measurement represents the operationalisation process of the 

model. This section measures the relative desirability of a product or attribute in 

relation to other products or attributes. Referring to chapter 3.2.1, the self-explicated 

method has been selected as a measurement tool for this model.  
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In order to have a valid result on the individuals’ preferences, a quantitative method 

for measurement with a moderate sample size is recommended (cf. Mulder/Yaar 

2006, p. 36). The target group of the survey needs to be the same as the personas 

or BC roles that the attribute set is defined for. This ensures the validity of the chosen 

PSAS. The conduction of a preference measurement for multiple personas or roles 

is also possible. Here the attribute sets can simply be merged since the self-

explicated approach allows a large number of attributes as a base for measurement 

(Netzer/Srinivasan 2011, p.140). 

As described in chapter 3.2.2 the following steps must be considered: 

1. The desirability of attribute levels must be evaluated from 1-10 based on the 

most desirable 

2. The importance of the attributes is evaluated by dividing 100 points across the 

attributes 

3. Partworth utility is determined by multiplying the desirability with the importance 

4. Total utility is identified by summarising all the partworth utilities of the attribute 

level a product possesses 

The self-explicated method measures the single attributes directly (cf. 

Green/Srinivasan 1990, p. 9). Different than the conjoint analysis, the self-explicated 

approach therefore does not necessarily require a set of feasible products in order 

to measure preferences of attributes. However, if two products are directly 

compared, the single part-worth utilities can be cumulated according to the products 

features and the sum of all partworths defines the individuals’ preference of a 

product (cf. Choffray/Lilien 1978, p. 24). For this phase, software supported surveys 

or tools, such as excel, is recommended. 

5.2.8 Interpretation of Results 

Once, the persona specific preference measurement is conducted, the part-worth 

utilities leave room for hypotheses or interpretations. The received information gives 

insights of important attributes and attribute levels. Features or attribute levels which 

are rated with a high part-worth may be in focus for the product improvement or 

even open the path for a new product. The VP concept also leaves room for 

interpretation of the motivation behind the preferences. Based on the perceived 

benefits, training documents for the salespeople can be created, which target 

specific personas and help to increase the sales.  
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5.3 Resource Plan 

The implementation and conduction of the model requires a certain amount of 

resources. Table 7 tries to estimate the approximate amount of time, financial and 

human resources for the implementation of the model referring to the action plan in 

appendix 1. The following estimation is conducted for a process in the new foreign 

market in order to create preference values of two to three personas.  

 

Table 7: Resource Plan for the Implementation of the Model (own presentation) 

The working days are estimated with 500 euros for each day with exception of the 

measurement process, which is treated as one working day referring to costs, due 

to the evaluation of data. Furthermore, research costs as well as interview and 

annual licencing costs are considered in the planning.  

  

Process
Financial

(in €)

People

(departments)

Time

(in working days)

Analysis Phase 500 1 (marketing) 1

Attributes and Levels 2150
1 (marketing)

3 (product development, customer service)
1

Consultation of Salesforce 1050
1 (marketing)

5-6 (sales, sales partner)
2

Selection of Key Roles 0 1 (marketing) 0

Elicitation of Data 2200
1-2 (marketing, sales)

5-10 (customers)
4

Creation of Skeletons 1000 1-2 (marketing) 2

Development of Personas 1000 1 (marketing) 2

Cluster and Evaluate Attributes 0 1 (marketing) 1

Check Feasibility of Product Ideas 4500
1-2 (product development

1 (product management)
3

Document Data for Monitoring 500 1 (marketing) 1

Create Hypotheses 4500 3 (marketing, sales) 3

Quantitative Preference 

Measurement
500 20-30 (customers) 0

Evaluate Preferences and 

add Data to Monitoring Tool
1000 1 (marketing) 2

o
ve

ra
ll

Annual Licence costs for Monitoring 

Tool
500 - -

Sum 19400 22

s
te

p
 1

s
te

p
 2

s
te

p
 3

s
te

p
 4

s
te

p
 5
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6 Company Introduction – NEXTSENSE 

NEXTSENSE GmbH is an Austrian company which provides laser-based profile 

measurement devices and customised system solution in the market for optical 

sensors (cf. NEXTSENSE GmbH 2016a).  

Nextsense was founded in 2007 as a spin-off of the Austrian research company 

Joanneum Research. The company currently employs 60 people to ensure that 

highly precise optical measurement devices and user-friendly software applications 

for different target groups are successfully developed, sold and supported.  

The key to the technology leadership of Nextsense is its patented measurement 

method, which allows the evaluation of almost any profiles. The non-contact 

measurement of the object contour guarantees highly precise measurement results, 

independent of user influences and proof against manipulation. This method can be 

applied to an extensive range of tasks in determining dimensional accuracy. Thus, 

the measuring and analysis solutions of Nextsense are used for the measurement 

of wear in quality assurance, and as a development tool (cf. NEXTSENSE GmbH 

2016c). 

With the swivelling optical measurement device CALIPRI, the company created a 

unique selling preposition which makes the measurement of gaps more precise and 

eases the capture of complete body contours in an innovative way.  

The company with its headquarters in Graz mainly serves customers in the B2B 

sector. Since its foundation, the company has recorded increasing turnover in the 

rail, automotive, and steel industries. The greatest demand currently stems from rail 

technology. The development in sales also shows strong growth in the automotive 

and at this time undefined industries. Nameable references are DB, ÖBB, 

SIEMENS, VW, BMW, Ford, Magna Steyr as well as VOESTALPINE, Miele and 

EVRAZ.  

The product range of Nextsense can be mainly categorized into two product 

segments. CALIPRI are the hand-held and robotic profile measurement devices 

which can be used for gap measurement & fold evaluation, wheel profile 

measurement, wheel set measurement as well as for track system measurement. 

The second category is called SURFILES, which are stationary surface inspection 

and profile measurement facilities. 
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7 Research Design 

This chapter covers the concept for the research conducted in this master thesis, 

including research targets, method, sample selection and survey instrument. For the 

creation of personas a primary market research is conducted. The data of the 

external situation analysis support content creation of the survey instrument and find 

behavioural patterns in persona creation (cf. Kuß 2012, p. 12). 

7.1 Information Demand 

First, the country specific characteristics of the people help to give an insight of the 

behavioural patterns and help to create user categories for personas. Furthermore, 

several dimensions of a buying center’s structure is analysed in order to build the 

base for a selection of relevant BC roles. Also the analysis of the American market 

is needed in the form of a competition analysis in order to identify competitive 

products and their attributes and attribute levels.  

Nextsense has a deficit in the identification of product features that are desired by 

the international customer. The literature review of chapter 3 reveals that relative 

preference measurement can be conducted with a base of attributes related to 

utility.  

Furthermore, the applicability of the theoretical model created in chapter 5 needs to 

be ensured by adjusting the dimensions to the company’s needs. Therefore, 

company specific information is relevant for the development of the practical model.  

Finally, the development of a suitable tool for the measurement of preferences as 

well as the selection of a tool for monitoring persona needs and product attributes 

is also required.  

7.2 Research Targets 

The main aim of the research is to create fictive users of the American market and 

create a set of attributes that serves as a base for further measurements of 

preferences. Hence, the following targets are supporting the main aim: 

 Derive country specific characteristics of cultural values, structure of a buying 

center and competition in the market 

 Identify key roles of the buying center in the American automotive market 

 Gain information about the jobs and goals of the customers 
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 Identify specific needs and benefits of the customers as well as current 

problems with the product 

 Find out patterns of behaviour and cluster personas according to these patterns 

 Define specific product features, which meet the desired benefits of the 

personas 

Furthermore, the applicability of the model represents the second main aim and is 

supported by following targets: 

 Develop a suitable tool for the application of the model 

 Gain information about the dimensions and measurements from the company 

 Generate two to three persona specific attribute-sets to prove the applicability 

 Selection of a tool to monitor and maintain persona and attribute data globally 

7.3 Research Method 

For the selection of the research method, the section is split into two parts. While 

the secondary research is mainly focusing on past data from existing studies, the 

primary research aims to gather data in order to answer the research questions (cf. 

Fantapié Altobelli 2007, p. 35). For this thesis, both methods are required and 

described in the following section. 

7.3.1 Secondary Research 

For this thesis, the secondary research is required in order to gather data for the 

analysis phase. Cultural values and information of the structure of a BC can be 

collected by desk research.  

The analysis of the competition can be derived from past analysis the company 

provided. In combination with an online research the actuality of the data is 

guaranteed.  

Finally, the selection of suitable tools for the monitoring of preference data is also 

conducted on the base of a desk research.  

7.3.2 Primary Research 

The method for the primary research, which is used for the insights of salesforce 

and qualitative personas, distinguishes between quantitative and qualitative market 

research.  
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Table 8: Characteristics of qualitative and quantitative market research (based on Weis/Steinmetz 

2012, p. 38) 

Based on the information demand and the criteria in table 8, the method selected is 

an explorative research in the form of a qualitative research. This method is suitable 

in order to gather insights about the motives, attitudes and behaviour of the 

interviewee (cf. Klampfl 2016, p. 11). In the qualitative research toolbox, interviews 

often have the best return on investment (cf. Mulder/Yaar 2006, p. 57). Quantitative 

research would not provide the information needed to understand the behaviour of 

the users. 

7.4 Sample Selection 

The research is split in two areas, focusing on different samples. For the general 

input of the American automotive market and the customers’ specific behaviour, five 

interviews of the salesforce, distributing the product CALIPRI C10 in the American 

market, are conducted. Therefore, three local sales partners of the company ASI 

Datamyte as well as former and current sales representatives of Nextsense in the 

U.S market are interviewed. Furthermore, the input of the head of customer service, 

responsible also for the American market, completes the sample group of the 

salesforce, which numbers six in total. The main focus on the sample selection was 

the expertise of the American market and the direct contact with the U.S. customer. 

Quantitative research Qalitative Research

High number of participants
Small number of participants selected 

by certain characteristics

Always the same method with 

the same questionnaires

Purpose to understand motives, 

opinions,

preferences and attitudes

Representation of results from 

the whole ansers of all participants

Survey situation is characterised by 

less structure carried out personally

Includes numerical statements, 

opinions, behavour and attitudes

Psychological background leading

to qualitative results

Mathematical and statistical 

statements are applicable

Representation of behaviour, 

attitudes,

thoughts, opinions of participants

Single sureys and repetitive 

surveys whith same principals and 

questions

results are not valid for a whole 

entirety

Probablilities allow statements of

the entirety

Qualitative information, which are 

normally not accessible
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Table 9: Interviewsample - Salesforce (own presentation) 

In order to create qualitative personas for a specified BC role, the study is focusing 

on the user in the American automotive industry. Nevertheless, within this selection, 

qualitative personas in the B2B sector are more effective by the segmentation 

around key insights, such as behavioural patterns, tasks and goals (cf. Revella 

2016, p. 10).  

Next to the input of the salesforce and the situation analysis, the base for creation 

of personas are people who use the product or recently have been in contact with 

the product (cf. Mulder/Yaar 2006, p. 55). Nextsense’s customers occupying the role 

user consist mainly of blue-collar workers in the production and post-production 

process as well as people in the quality departments. With tasks such as assembling 

cars and doing quality checks, the product CALIPRI is generally used by production 

workers, manufacturing engineers, assemblers, metal workers and quality 

engineers and quality assurance managers. Therefore most interviews are 

conducted with people occupying these jobs (cf. Böhm, 12.01.2017).  

The Interviewees are selected from the American customer base of Nextsense. The 

current population of the customers occupying the role user in the American 

automotive market numbers 40 (cf. Böhm, 12.01.2017). 

Nr. Respondent Company Function

1 Jim Dallos ASI Datamyte Regional Sales Manager U.S.

2 Christoph Reiterer Nextsense

International Sales Manager

(former responible for the U.S. 

market)

3 Manuel Haushofer Nextsense

International Sales Manager

(responsible for the U.S. 

market)

4 Scott Savage ASI Datamyte Regional Sales Manager U.S.

5 Steve Martens ASI Datamyte Regional Sales Manager U.S.

6 Rene Maiberg Nextsense
International Customer Service 

(including the U.S. market)

Sa
le

sf
o

rc
e
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Table 10: Interviewsample - User (own presentation) 

For conducting interviews in order to create personas, quality of the interviews is 

more relevant than quantity (cf. Revella 2016, p.11). Based on this fact ten 

respondents will be interviewed. In addition to the user interviews, the input of the 

salesforce about a specific customer contacts completes the sample of the user 

interviews, which numbers 16 in total and is used in order to create three personas. 

Referring to Adlin and Pruitt this number of personas is adequate for a buying center 

role (cf. Adlin/Pruitt 2010, p. 23f.). 

7.5 Survey Instrument 

As the aim of the primary research is to get insights of personal motives and 

opinions, the author’s decision came to one-on-one interviews. Referring to methods 

on the qualitative interviews, the exploratory interviews are selected due to the 

detailed insights into the research problem or information deficit in detail (cf. Broda 

2006, p. 112f.).  

Nr. Respondent Company (described) Function

1 Jim Dallos ASI Datamyte Quality Engineer 

2 Christoph Reiterer Nextsense Quality Engineer

3 Manuel Haushofer Nextsense Quality Engineer

4 Scott Savage ASI Datamyte Quality Supervisor

5 Steve Martens ASI Datamyte Production Supervisor

6 Rene Maiberg Nextsense Production Worker

7 Mike Duwensee Tesla Data Analyst - Quality/Reliability

8 (Anonymous) Daimler Production Worker

9 Ralph Grube Daimler Supervisor Production

10 Matt Moskal Audi Assembly Worker

11 William Massey Jaguar Landrover Metrology Engineer

12 (Anonymous) Audi Measurement Engineer

13 (Anonymous) Ford Manufacturing Engineer

14 Rene Tscharnke Daimler Quality Engineer

15 Jakob Suits BMW Assembly Worker

16 Dave Haman BMW Production Worker
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Figure 17: Qualitative survey methods (based on Fantapiè Altobelli 2007, p. 43) 

The degree of involvement is dependent on the level of standardisation and 

structuring of the interview. While a high level of standardisation implies a great input 

by the interviewer, a low degree of structuring leaves room for narrative 

presentations of the respondents. Nevertheless, a certain degree of standardisation 

facilitates the comparability of responses. Therefore, semi-standardised interviews 

are used within this thesis (cf. Meffert/Burmann/Kirchgeorg 2008, p. 161; cf. 

Berekoven/Eckert/Ellenrieder 2006, p. 96). 

With the semi-standardised interview the process and content are only roughly 

specified within the interview guide. The guide covers pre-defined topics and 

questions, but does not follow a strict structure. It is up to the interviewer to skip 

questions or ask additional ones to deepen some aspects and create a natural flow 

of conversation. Therefore, deeper insights of interesting subjects of the personas 

can be identified. In addition for the survey questions with given answers, such as 

the importance of existing product features are planned in order to make the 

responses more measurable (cf. Berekoven/Eckert/Ellenrieder 2009, p. 250). 

The chosen survey instrument for the qualitative research is the interview guide 

which helps to structure conversations. Introduction and warm-up questions help to 
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give an overview of the topic and break the ice. The major part consists of the 

combination of main questions, follow-up questions and probes, which help to steer 

the respondent through the interview. The conclusion summarises the main points 

(cf. Klampfl 2016, p. 36f.; cf. Meffert/Burmann/Kirchgeorg 2008, p. 161f.).  

For the interview guide of personas it may be useful to create topics which are 

necessary to cover (cf. Mulder/Yaar 2006, p. 64f.). As described in chapter 7.3 the 

semi standardised interview process and the content are roughly specified within 

the interview guide (cf. Berekoven/Eckert/Ellenrieder 2006, p. 96). 

7.6 Fieldwork 

The fieldwork was conducted by the author of this thesis from April 20th to May 20th 

in 2017. Furthermore, the implementation was organised wholly by the author.  

As telephone interviews are easy to conduct and cost-efficient, the interviews with 

the American customers are processed via telephone. It is also favoured due to the 

geographical distance between the author and the interviewees (cf. Mulder/Yaar 

2006, p. 58; cf. Kuß/Wildner/Kreis 2014, p. 128). 

7.7 Data Analysis 

The data of the analysis can be divided into different steps:  

 First, the transcription of the interviews converts the data into a readable 

format. 

 Each interview need to be analysed separately by highlighting relevant 

passages. 

 Next, similarities between the interview responses need to be identified in 

order to identify similarities 

 Finally, the results need to be crosschecked in order to avoid possible 

misinterpretations (cf. Lamnek 2010, p. 368f.). 

For the monitoring and actualisation of the data an information tool is selected and 

described. Due to the global internal communication the accessibility of the tool for 

each affiliate in the company is advised. The selection phase is also a part of the 

practical section of this thesis. 
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7.8 Summary of the Research Design 

To summarise this chapter, the following table gives an insight of the selected 

design. 

 

Table 11: Research Design (own presentation) 

  

  

      qualitative research

      telephone interview

      sales managers/sales partner with direct contact to the

     American customer            

      head of customer service

 

      customers in the American automotive industry

      occupying the buying center role “user”

      manufacturing engineers, assemblers, production 

     workers, quality engineers and metrology engineers

      semi standardised

      Interview guide

Field Work       From April 20th to May 20th 2017

Data Analysis
      cloud-based tool for monitoring persona specific 

     attributes

Research Design

Research Method

Sample Selection

Survey Instrument
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8 Development and Application of the Model 

Chapter 5 has already described the theoretical model for measuring and monitoring 

customers’ preferences. However, to make the model applicable to the company 

Nextsense, the development with concrete steps in a tool is necessary. This chapter 

aims to describe the detailed actions to be taken in order to apply the model for 

Nextsense.  

Furthermore, the practical example of the role user in the American automotive 

industry is used in order to prove the applicability of the model.. The role was pre-

defined by the company Nextsense. However, the relevance of the user in the 

purchasing process is also evaluated and reviewed in this model. The scope of the 

application does not cover step 5 with respect to the limitations of this thesis. The 

complete analysis with the prepared template is attached to the paper (appendix 4 

to 13) 

8.1 Tool for Template Creation 

As the theoretical model has shown, the model is divided into an analytical, 

conceptualisation and operationalisation phase. For Nextsense a customised 

solution to apply the model is shown by the action plan (appendix 1). To ease the 

execution of the preference measurement, a pre-defined template for the evaluation 

of the required information is created and described in the following section. 

First the selection of a software program in order to create the template is required. 

The software program Microsoft Excel developed by Microsoft Corporation allows 

the user to organise, calculate and format data by using a spreadsheet system 

broken up by rows and columns. This tool is the most widely used tool for 

calculations and data organisation and it is used by over 1.2 billion people worldwide 

(cf. BusinessDictionary 2017; cf. Windows Central 2017). This software is basically 

simple and user friendly. Furthermore, due to the fact that one in seven people in 

the world have already worked with this software it is selected to serve as a tool for 

the development of the template of the model.  
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8.2 Step1 - Analysis Phase 

 

Figure 18: Reference to Model - Analysis Phase (own presentation) 

As already mentioned in chapter 5.2.1 the analysis phase consists of three different 

sections, all affecting a different dimension in the model. The sections demand 

information from different sources and transfer it automatically for further evaluation. 

All aspects in the analysis phase are either country or market specific. Therefore, it 

is advised that Nextsense conduct the analysis phase every time when entering a 

new market in a new country.  

8.2.1 Situation Analysis 

The situation analysis helps to find out cultural behaviour patterns which are country 

specific and can be used to create archetypes of fictional users. Furthermore, it 

defines specific user categories as described in chapter 4.1.3, which are important 

to cluster the personas.  

 

Table 12: Template for Situation Analysis (own presentation) 

The white fields as shown in table 12 are editable and require the input of 

researched data, while the grey fields are non-editable and serve for the monitoring 

and interpretation of results.  

Persona characteristics 

Dimension Value AT Interpretation Source

Individualism 55

Masculinity 79

Gender Inequality 0,078  UNDP

Education IESCD 3 79,01  

Education IESCD 5 26,93  
UNESCO

Hofstede
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The dimensions used for persona characteristics are represented by individualism 

and masculinity. Both values give insight of the goals and motives of a person, which 

is essential for interaction design personas and are described in chapter 5.2.1. 

However, the combination of these two values reveals certain characteristics of a 

persona which can affect purchasing behaviour as well as their behaviour in daily 

business life. Strong individualistic cultures tend to be selfish and independent. In 

combination with a high degree of masculinity, which shows that the culture is driven 

by competition and success, this implies that cultures define their own success 

individually. This is often shown in western cultures. Eastern cultures, on the other 

hand, are often characterised by collectivism and feminine influences which results 

in characteristics such as loyalty and solidarity.  

As an indicator for the measurement Hofstede’s cultural dimension provides a tool 

to evaluate the countries according to six different dimensions including 

individualism and masculinity (cf. Hofstede 2017). The free accessibility and 

actuality of the data strengthen the decision of selecting these dimensions as 

indicators. To ease the access to the measurements, links to the sources are added 

on the right column and provide immediate availability per one click.  

The interpretation section automatically evaluates the researched data supplied in 

the value column and classifies the country’s individualism and masculinity either as 

high, medium or low. As classification, research on several countries served as 

reference values. Furthermore, the values have been crosschecked by the head of 

marketing of Nextsense as he has the expertise and experience to decide the 

relevance for the company. 
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Figure 19: Countryspecific characteristics according to cultural dimensions (own presentation) 

The values in figure 19, are the output of the persona characteristics according to a 

country’s culture. These values are transferred as qualities of character in the 

persona creation process. The characteristics described in figure 19 are derived 

from Hofstede’s cultural dimensions (Individualism and Masculinity) by researching 

several different countries and analysing the characteristics (cf. Hofstede 2017). The 

characteristics mentioned most commonly in connection within the degree of 

masculinity and individualism were considered in the matrix. In chapter 8.4.2, the 

correct values of the matrix are transferred into the personas skeletons as 

suggestions for culture specific characteristics. 

User Categories 

As Nextsense is focusing at first hand on the creation of interaction design personas, 

demographic factors as gender and education do not necessarily have an impact 

on behaviour of the personas. This was explained in chapter 4.1.2. However, these 

factors may be of importance if the cultural differences are significantly high. Again 

the rating is conducted on the base of reference countries and the confirmation of 

the head of marketing after a benchmark on strongly characterised countries. 

Gender as a user category does not affect the tasks and goals of an individual in 

work unless the difference in treatment impacts on their behaviour. For this situation 
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gender can be seen as optional user category, depending on the inequality of 

treatment in work. The Gender Difference Inequality Index (GDII) which measures 

the different treatment between male and female persons in countries serves as an 

indicator. A high value indicates a high degree of gender differentiation, while a low 

value indicates equal treatment in working life. The GDII is a dimension of the 

Human Development Index and can be found on the official webpage of the United 

Nations Development Programme (cf. UNDP 2016). The defined minimum value of 

consideration is 0.3.  

The level of education generally has an impact on the clustering of personas. 

However, in the context of working the educational level does not significantly vary 

among similar job levels or positions. Nevertheless, the fact that user categories do 

not necessarily lead to a division of personas, more as a consideration of a possible 

differentiation may consider the different education levels as optional user 

categories. The percentage of population by minimum completed level of education 

serves as an indicator for consideration.. With respect to the International Standard 

Classification of Education (ISCED), two different levels are analysed, due to the 

relevance of Nextsense. While ISCED3 represents the upper secondary education, 

ISCED5 equals tertiary education which includes university degrees and similar 

qualifications. The values are cumulated, therefore ISCED3 includes the higher 

levels as well. Here each level reaching more than 10 percent is considered as large 

enough to be differentiated. 

In the interpretation column the user categories are rated either as considerable or 

not considerable. Also in this case the positive rated values are automatically 

transferred in the persona creation process. 

As reference values for the situation analysis of the country, the values of Austria, 

the home market of Nextsense, is shown to compare the differences more easily 

and support to state interpretations.  

Practical Application – American Culture: 

The research into American culture has revealed strong characteristics of 

individualism and masculinity. The United States, with a score of 91, is the most 

individualistic country in the world (cf. Hofstede 2017) which means that they are 

prioritising self-image and their own interest above the company’s image and 
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interest. This situation may also affect the harmonisation of the BC, where everyone 

tries to establish their own opinion instead of finding consensus.  

However, combined with the value of masculinity, the mentality to be the best 

workers are also assessed on past achievements. Compared to Austria, the U.S. is 

less success and task oriented, however American culture is still characterised by 

precise target settings and competitive behaviour (cf. Hofstede 2017).  

The combination of both values suggests that Americans live in a hard-working 

culture. Nevertheless, the motivation of the culture is based on a reward based 

motive in order to achieve a better status for the individual person.  

 

Table 13: Situation Analysis American Automotive Market (own presentation) 

Gender inequality is more than twice as high as in Austria (cf. UNDP 2017), however 

the critical value for the model has not been reached. The changes in past years 

also show that a steady improvement of gender equality has been indicated. In the 

business context the gender difference is also prohibited by legal restrictions, 

however some informal treatment of inequality may arise. However, gender is not 

considered as a category to segment personas due to the fact that the gender 

inequality is relatively small compared to the global average.  

There are differences in the education of the population, which occurs in almost all 

western countries. While around 88 percent of the American population has at least 

finished secondary school education, also around 42 percent of them attend 

university or education of similar level. For the definition of user categories this leads 

to the assumption that there are large groups of people with different educational 

backgrounds, which can occur in the working environment. The question of 

educational level may also have an impact on the preferences and behaviour of the 

respondents and hence, can be seen as possible user categories.  

 

Dimension Value AT Interpretation Source

Individualism 91 55 Individualistic

Masculinity 62 79 Masculin

Gender Inequality 0,20 0,078 not considered as User Category UNDP

Education IESCD 3 88,41 79,01 considered as User Category

Education IESCD 5 42,34 26,93 considered as User Category
UNESCO
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8.2.2 Buying Center Analysis 

Basically, the aim of the BC analysis is to give a rough overview of the structure and 

estimate the number of participants occupying a different role within a BC. As 

described in chapter 2.3.2, the latter is influenced by the determinants of structure, 

consisting of the degree of complexity, formalisation and centralisation in 

combination with the size of the company.  

 

Table 14: Template for Buying Center Analysis (own presentation) 

Determinants 

 The degree of complexity has a positive effect on the lateral involvement. The 

higher the complexity is, the more BC roles are likely to appear in the process. 

Every company defines complexity in a different way. As the products of 

Nextsense all have a high technological background they can be seen as 

complex. Furthermore, the buyclass serves as an indicator for the measurement 

of complexity. As described in chapter 2.1.2, the different purchase situations of 

new task, modified rebuy and straight rebuy can be defined. As new tasks are 

often associated with high risk and information demand, they are rated in the 

model with high complexity. A straight rebuy, on the other hand, deals with routine 

purchases and therefore deals with a low degree of complexity. To ensure that 

the user of the model adds the right value, a list with the three purchase situations 

is pre-defined in the value field.  

 Formalisation has the opposite effect to complexity for the lateral involvement. 

Highly formalised companies or cultures are characterised by rules and 

standards, which implies a lower number of participants. Every task and 

responsibility is clearly defined. Cultures can either be defined as universalistic 

when they are formed by rules or as particularistic when the emphasis is on 

Dimension Rating Source

Complexity  Nextsense

Formalisation  THT-Consulting

Centralisation  Hofstede

Company Size

Lateral involvement

Small (<50 Employees)

Please fill out all data above!

Value

N/A
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relationships. This model selected Trompenaars and Hampden-Turner’s Cultural 

Dimension of Universalism vs Particularism as an indicator for the degree of 

formalisation. The range of the value goes from zero to one hundred, where a 

low value stands for highly particularistic countries and a high value assumes 

strong universalism. The range from 40 to 60 does not assume any specific 

manifestation and therefore is rated with a medium degree of formalisation. 

 Centralisation determines the level of power distribution within a company or 

culture. Referring to this fact, highly centralised organisations do not need many 

advisors for making decisions and therefore centralisation also has a negative 

effect on the lateral involvement. Again one of Hofstede’s cultural dimensions 

serves as a measure for this dimension. The dimension of power distance 

determines the differences in power distribution of a culture. High values imply a 

strong concentration of decision power, while a low degree assumes cultures with 

more equal power levels distributed among the people. Similar to formalisation 

the values from 40 to 60 indicate no strong characteristic of centralisation or 

decentralisation.  

 As organisational size also has an impact on the number of departments in a BC, 

this dimension was added to the model as well. Referring to Eurostat the different 

classification of a small enterprise numbers less than 50 employees, while from 

50 to 249 employees is considered as a medium enterprise. Every enterprise that 

numbers 250 employees or more are defined as large enterprise (cf. Eurostat 

2017). These three categories are considered and rated also as high, medium or 

low on the positive influence for the lateral involvement.  

The lateral involvement is the output of the BC analysis and determines an 

approximate number of different departments within the BC. As this value is highly 

dependant on the individual organisation only assumptions can be made and 

therefore the number fluctuates in a range of three. This value is the sum of all 

ratings in this analysis with either a positive or negative value that affects the lateral 

involvement. A range from one to ten departments builds the base for the 

calculation, as the average number of departments involved according to Ghingold 

and Wilson (cf. Ghingold/Wilson 1998, p. 102). Depending on the four determinants, 

the number of departments, which can also be interpreted as the number of different 

BC roles, builds the base for the selection of key roles. Furthermore, the structural 

dimensions of formalisation and centralisation also have an impact on the 
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influencing power as described in chapter 2.4.2. For Nextsense only the research 

of the determinants is necessary to automatically calculate the value of lateral 

involvement and provide the structural dimension for the selection of the key roles.  

Practical Application – U.S. Buying Center for CALIPRI: 

As described in chapter 2.3.2 the structural dimensions have an effect on the 

extensivity and also the lateral involvement of a BC.  

With respect to the complexity, the purchase situation of the products of Nextsense 

has been identified as important with a high degree of uncertainty for the customers, 

due to the categorisation of new task and modified rebuy. Therefore marketers can 

expect larger buying centers. For the American automotive market with products of 

the buyclass of a new task or modified rebuy situation as described in chapter 2.1.2, 

studies have shown that a high involvement of different participants occupying 

different positions has led to the assumption of a high number of BC roles 

participating in the buying decision process (cf. Ghingold/Wilson 1998, p. 100-102). 

Furthermore, the buyclass influences the involvement of different participants within 

the BC. The high degree of uncertainty and risk leads to higher involvement of 

different BC roles and hierarchical positions (cf. Kotler/Keller 2012, p. 186). 

 

Figure 20: Reflection of a Buying Center Structure Dimension (own presentation) 

As the research on the value of Universalism vs Particularism determines, a BC in 

the U.S. is revealed as a decision making unit where all participants have their clear 

roles and tasks (cf. Trompenaars/Hampden-Turner 2017). This is characterised by 
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a high degree of formalisation as illustrated in figure 20. In combination with the high 

degree of complexity, which arises due to the buyclass of a new task, certain norms 

and standards have to be implemented to handle the purchasing situation.  

According to the cultural dimension of power distance, which indicates the degree 

of centralisation, American BCs reach a moderate level by scoring 40 points (cf. 

Hofstede 2017). Therefore, power and decisions are distributed not only from the 

formal decision makers, such as the role of a decider or approver.  

 

Table 15: Buying Center Analysis on the American Automotive Market (own presentation) 

The number of employees in the American automotive market is in almost every 

case more than 250 people. The fact refers more to the industry than to country 

specific characteristics. In general, it can be assumed that most automotive 

companies are large enterprises (cf. Böhm 2017).  

With respect to the positive effect of complexity and company size together with the 

negative influence of formalisation and centralisation the estimated number of 

different departments is between six and eight. This supports the assumption that 

all of the seven BC roles, described in chapter 2.3.1 are participating in the BC.  

8.2.3 Competition Analysis 

The competition analysis gives insights about the relevant competitors in the market. 

This analysis serves as a benchmark for attributes and a analysis of the current 

offerings in the market.  

Identification of Competitors 

According to Nextsense the analysis generally includes reseach on the product 

range, price level and the annual sales revenue of the company. As the market for 

gap and flush optical measurement devices is a niche market the number of 

Dimension Rating Source

Complexity High Nextsense

Formalisation High THT-Consulting

Centralisation Middle Hofstede

Company Size

Lateral involvement

Large (250 or more employees)

around 6 to 8 departments involved

40

New Task

91
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competitors is moderate and they are relatively easy to identify. Basically this is 

conducted through online research and observations at specialist fairs (cf. Böhm 

2017).  

 

Figure 21: Identification of Competitors (own presentation) 

The identified companies and competitive products can be entered below the 

constant value of Nextsense. Next, the products will be transferred automatically to 

the next section for a detailed analysis of the products attributes. 

Identification of Product Attributes and Levels 

Once the competitive products are identified, the detailed analysis of different 

attributes is the next step. The online research usually provides direct comparisons 

of products or product brochures where detailed features are listed. Another 

possibility is to test the product on attributes. However, this requires a certain degree 

of expertise and therefore the product management and product development is 

involved in the process of attribute definition.  

Company Product

Nextsense CALIPRI C10

Competitor A Product A

Competitor B Product B

Competitor C Product C

- -

Price Level

Product Range

Sales Revenue

Online Research 
Fair Attendace
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Table 16: Template for defining Product Attributes and Levels (own presentation) 

To structure the data of attributes and levels the vertical column represents the 

component of the product that possesses the attribute and provides the value to the 

customer. Due to the fact that CALIPRI C10 is a complex product, it is split into three 

components. The two different devices represented by sensor and portable 

computer unit and an own software for making adjustments and creating 

measurement plans are categorised as the components. The components are 

complemented with the overall fact, which includes attributes like price and 

warranty. For further structural regulations, subcategories are pre-defined in order 

to cluster the attributes according to component and function. For different products, 

different templates can be built. However, the main structure may serve as a 

template for all the products Nextsense is offering currently. 

Once the attributes are identified and integrated into the structural template, the 

different attributes according to product need to be filled out into the cells. The 

example in table 16 shows that not every product in the columns possesses all 

Calipri C10 Product A Product B (Dummy Value A) (Dummy Value B)

Attribute 1 Attribute Level 1-1 Attribute Level 1-2 Attribute Level 1-3 - -

Attribute 2 Attribute Level 2-1 Attribute Level 2-1 Attribute Level 2-1 Attribute Level 2-4 -

Attribute 3 Attribute Level 3-1 - - Attribute Level 3-2 Attribute Level 3-3

Attribute 4 Attribute Level 4-1 Attribute Level 4-2 Attribute Level 4-1 Attribute level 4-3

Other factors:
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attributes. With a simple “minus” the field is marked as not available for the product. 

However, if there are still values needed or desired in order to create a suitable set 

of attribute levels, the two columns on the right represents so called dummy values, 

in order to simulate additional values for the measurement of desirability according 

to the SEM in chapter 3.2.2. It is advised that these dummy values are realistic and 

feasible. Therefore, this process also needs to involve people from the product 

development or product management. In this phase of the model ideas for new 

product may also arise. If that is the case, these attributes can also be added to the 

set for later testing the perceived importance of the personas. The output is a set of 

attributes and levels which builds the base for the empirical research of defining 

persona specific attributes.  

Practical Application – U.S. Competitors: 

Nextsense has already conducted research on the competition in the U.S. market 

and provided the data for further research. Nevertheless the names of company and 

product have been anonymised at the request of Nextsense. The research identified 

two main competitors for detailed analysis on the attributes and attribute level they 

possess.  

For the analysis on the product attributes and levels the cooperation with the head 

of customer service as well as three people from the product development has been 

ensured in order to define credible and realistic values. The analysis resulted in 52 

attributes each with different attribute levels, which highlights the high degree of 

complexity that the product brings. This justifies the pre-selection phase of 

importance-rating to personas. All attributes are categorised into device-specific and 

function-specific categories to structure the list.  
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Table 17: Identified Attributes and Attribute Levels (own presentation) 
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8.3 Step 2 – Relevance of Participants 

 

Figure 22: Reference to Model - Selection of Key Roles (own presentation) 

This step includes the verification of the values researched in step 1. Furthermore, 

in this phase the selection process of relevant BC members is conducted for 

narrowing the number of creating personas for the following step. As in step 1 this 

selection needs to be conducted when the company enters a new foreign market.  

8.3.1 Interview on Salesforce 

As Nextsense is distributing globally, they are cooperating with many local sales 

partners, who distribute and sell their products. To get an insight of their knowledge 

about the customers in their specific market, an interview with at least five sales 

persons is advised.  

Relevance of BC Role 

For this purpose an interview guide is created (appendix 2) with the aim to identify 

the BC roles, and rate them according to the perceived importance of the 

interviewee. Furthermore, the contact with the BC roles is defined for Nextsense as 

a significant figure and therefore is considered in the later selection process. Here 

the interviewees are asked about the first, last and crucial contact person and their 

role in the BC. These two values guarantee the conscious and unconscious 

importance of the relevant BC roles for Nextsense.  
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In the Excel sheet, the values for relevant BC roles need to be generated for the 

next action point of the model. Therefore, templates for the evaluation of data are 

created and accessible with a link.  

 

Table 18: Template for identification of customer contact (own presentation) 

The dimension of contact to the BC involves three determinants. The first contact 

reveals the roles who initiated the contact with the sales person or who are called 

first by them. According to chapter 2.3.3 these roles are an important factor for 

influencing the decision due to the power of information flow they possess. The main 

contact describes the contact person who the salesforce has the most contact with 

during the buying process. This is the person the salesforce has the most influence 

on and as the main contact is of high importance. The crucial contact is described 

as the contact the sales person makes before closing the deal. Together with the 

head of marketing and the head of sales from Nextsense, following values of 

evaluations were decided: 

 First contact (2 points) 

 Main contact (5 points) 

 Crucial contact (3 points) 

The output of the contact is an ordinal scale value from zero to ten and flows into 

the selection of key roles. This value is generated by the sum of first, main and 

crucial contact. For Nextsense the possibility of multiple roles being in any position 

of the contacts is given, due to the fact of fluctuating contact persons. Therefore, the 

template allows each respondent to name two possible roles who they are in most 

cases in contact with. For the transferred value, the average sums of all respondents 

with respect to their roles are considered.  

Next, the importance of each BC role as perceived from the respondents is 

evaluated. Therefore, a rating with an ordinal scale from zero to ten is conducted to 

1 2 3 4 5

Role Role Role Role Role

Role Role Role Role Role

Role Role Role Role Role

Role Role Role Role Role

Role Role Role Role Role

Role Role Role Role Role

Respondents
Communication (Question 5):

First Contact (up to 2 roles possible):

Crucial contact (up to 2 roles possible):

Main Contact (up to 2 roles possible):
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make the data measurable. In addition, the respondent explains the reason for the 

scaling on the basis of the interview.   

 

Table 19: Template for identification of perceived importance of the salesforce (own presentation) 

The results are added into the template as shown in table 19 and the average value 

of all ratings will be considered for the selection of the key roles. The more 

respondents are asked, the more meaningful results are created.  

Persona relevant questions 

Another important insight the sales people can provide is the typical behaviour and 

characteristics of the target market’s culture. The local sales force is aware of the 

behavioural patterns of their customers and therefore is able to verify the researched 

characteristics of the situation analysis and possibly add other characteristics to the 

description. If the sales persons have close contact with specific customers they can 

recreate their situations by answering specific persona relevant questions on behalf 

of the respondents. It is advised to conduct this method only if the customer itself, 

is not available for an interview. The result of this part can be added to the data pool 

of persona creation. Furthermore, the attributes can be rated according to their 

perceived importance to the specific persona for expanding the range of 

respondents for the persona-specific attribute set. A link accesses the user of the 

workbook to the list of attributes, where possible data can be entered. This process 

will be explained in more detail in step 3 of the model. 

Competitors and attributes 

According to attributes and competitors, the local sales people can give more 

detailed insights about new product ideas, as they are in contact with multiple 

customers and therefore have bundled information on the complaints and requests 

of customers. Furthermore, the different competitors defined in the competitor 

analysis can possibly be complemented by additional information.  

Perceived Importance (Question 6:)

Role 1 2 3 4 5 Average

Initiator #DIV/0!

User #DIV/0!

Influencer #DIV/0!

Buyer #DIV/0!

Decider #DIV/0!

Gatekeeper #DIV/0!

Approver #DIV/0!

Respondents
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Practical Application – Interview Results on Validation of the Analysis Phase 

and Importance of Roles within the BC: 

For the application of the next step, the consultation of people who are directly in 

contact with the customer is essential. With two responsible salesmen for the 

American automotive market, three local sales partners and the head of customer 

service, also responsible for the American market, the sample of this interview is 

defined and interviewed according to topics as described in the interview guide in 

appendix 3. The section below summarises the results of the interviews. 

1.) Insights and validation of analysis phase: 

First, the respondents are asked about the previous defined values in the analysis 

phase. All values are described and furthermore the assumptions and 

interpretations of the respondents are made. The following input was given: 

American culture 

The differences between American and Austrian cultures are validated, as all of the 

respondents, who were operating in both countries, agreed on the point that the US 

people act in a more self-oriented way with respect to business life. In the American 

automotive industry this leads to the high turnover in workers on the production 

lines, which has been confirmed by all respondents. The ambitious ones, loyal to 

the company, strive for promotion while the average worker leaves the company 

after receiving better offers.  

User Categories 

All respondents confirmed that gender is not a relevant segmentation for personas 

in this market. First, the different treatment of employees is relatively low. Second, 

the branch is identified as very male dominant with respect to numbers of 

employees. Furthermore, the differences in education are also confirmed by the 

majority of respondents. Even between the same hierarchical levels there may arise 

an imbalance of education. However, the impact on different jobs and tasks and 

also behaviour is only partially confirmed by the respondents. As stated by the other 

respondents, the tasks are simple in lower hierarchical positions. This is not 

dependent on the education of the people.  

Buying Center Structure - Purchasing decision 
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The values of complexity and formalisation are validated and assumed as credible 

for all respondents. 

Furthermore, the degree of centralisation in the U.S has implied a certain amount of 

commitment and team oriented decision making by the BC participants. However, 

the majority of the respondents stated that decisions are strongly dependent on a 

few decision makers. These are in most cases the deciders or positions high in 

hierarchy represented by the approver. Therefore, the value of power distance 

scoring with 40 has been in conflict with the statements of the respondents. For the 

degree of centrality the scoring has been adjusted by adding fifteen points, on the 

advice of the interviewed respondents.  

Roles in the Buying Center 

The different roles as described in chapter 2.3.1 have been confirmed by the 

majority of respondents. However the number of different departments identified by 

the respondents is marginally lower than identified in the analysis part. This may be 

due to the fact that multiple BC roles are occupied by one person or department, 

which is confirmed by all respondents. Especially, the initiator is a role that rarely 

appears without being occupied by a person possessing other roles, such as 

decider, influencer or user.  

Competition in the American automotive market 

All respondents stated the same two competitors in the market, which equals the 

competitive analysis in step 1. The reason is that the market for optical 

measurement systems is a relatively small niche and not necessarily attractive to 

other competitors entering the market.  

The attribute list received consensus in terms of completeness with exception of the 

emphasis on the measureable surfaces that need to be split into single attributes. 

This adjustment has been conducted and can be found in appendix 4. 

2.) Importance of BC roles: 

Next, the identification of important BC roles according to the contact with the 

respondent and the perceived relevance to the respondent was asked in order to 

get values that are used for the identification of key roles.  

Communication 
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Communication determines the first, main and crucial contacts which each 

respondent had in past situations according to the BC roles. The results show that 

most respondents have different contacts depending on the situation. This is why 

the number of possible answers is doubled and each respondent was able to name 

two roles in each situation.  

 

Table 20: Contacts of Interview Respondents (own presentation) 

Table 20 illustrates that the majority of the respondents named the decider and the 

user as the first contact. This is caused due to the responsibility each role has 

during this stage. Many companies leave the stage of supplier selection to the 

decider, who is responsible for the decision making, but also the user can contact 

the sales person in order to collect information about the specification. The fact 

that buyers are not named as the first contact suggests that in this stage of 

selection buyers are not involved. The buyers are not responsible for the product 

specifications and the technical needs. They negotiate the terms after the decision 

is made. This statement has been confirmed by most respondents. 

Also most of the respondents see the user and the decider as the main contacts. 

Again this is explained by the responsibility and involvement these roles have in 

the decision process. This also highlights the statement about the high degree of 

centrality which has been made before. However, it was also mentioned that the 

user has   a veto right when the product does not meet the requirements.  

Perceived importance  

The relevance of the roles in the decision process, perceived by their importance 

is evaluated by the rating from zero to ten. Each respondent was able to rate very 

important roles with ten and not relevant roles with zero.  

1 2 3 4 5 6

Decider Decider Initiator Initiator User Decider

User User Decider User Decider Influencer

User Decider Decider Initiator User User

Buyer Role Influencer User Decider Decider

Decider Decider Decider Initiator User Decider

Role Role Role User Decider Role

Main Contact (up to 2 roles possible):

Crucial contact (up to 2 roles possible):

Communication:
Respondents

First Contact (up to 2 roles possible):
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Table 21: Scoring for perceived Importance of the Salesforce (own presentation) 

The results show that perceptions on importance vary, especially in the roles of 

buyer and approver. The explanation is stated that the buyer can be seen differently 

by each respondent. The technical buyer, who is dealing with the specifications, is 

of high relevance, while the commercial buyer, who is only negotiating terms, is not 

important for the decision process. The allocation of scores can be resolved, by 

defining the technical buyer as a position with multiple roles, such as influencer and 

buyer. In a similar situation is the role of an approver, who can either be seen as a 

person in a high hierarchical position, or as a controller who approves the budget. 

Also here the multiple roles may resolve the issue of the distribution of importance.  

Nevertheless, most respondents considered decider, user, initiator and approver as 

relevant roles in the process.  

8.3.2 Selection of Key Roles 

In this action point, the evaluation of the participating BC roles is conducted. The 

selection of these so called key roles is later building the base for the elicitation of 

persona data. The created template is fully automated and receives the data from 

previous steps, such as the analysis phase and the interview with the salesforce.  

 

Figure 23: Button for Selection of Considered BC Roles (own presentation) 

The first step is to check on the BC analysis how many departments are involved in 

the buying process. Based on the frame given, the buttons above the table are ticked 

on or off depending on the involvement of the BC role. Referring to the checked 

buttons, the BC roles in the table are either struck out or considered. The struck out 

Perceived Importance:

Role 1 2 3 4 5 6 Average

Initiator 6 2 10 7 8 6 7

User 9 9 5 6 9 10 8

Influencer 8 4 8 6 8 4 6

Buyer
10 1 4 2 10 0

5

Decider 10 10 6 9 10 10 9

Gatekeeper
5 3 5 5 8 2

5

Approver 8 9 4 7 10 2 7

Respondents

Check on roles that are not considered in the Buying Center.

Initiator User Influencer Buyer Decider Gatekeeper Approver
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fields are connected to a conditional format function in MS Excel and support the 

overview of the roles involved. 

The template itself shows the different dimensions on the scoring card, which served 

as determinants for the evaluation. For Nextsense the involvement of theoretical 

input was relevant, in the same way as the input of the salesforce in the form of 

perceived importance and the communication with the customers as described in 

the previous chapter 8.3.1. 

 

Table 22: Scoring Model for Selection of Key Roles (own presentation) 

Secondary Research 

For the input of the theory, values of influencing power derived from the theoretical 

part in chapter 2.4.2. While role dependent values such as informal, formal power 

and participation can be generally derived out of the theory, the structural 

determinants of decentralisation and formalisation are variable as shown in the BC 

analysis. However, the scoring of the influencing power is ranged from zero to ten 

and is shown without the structural influence in the following figure. 

Secondary Research

BC Role Influencing Power
Perceived 

importance of SF
Communication Result Consideration

Initiator 3 5 2 3,57 No

User 7 7 4 5,78 Yes

Influencer 6 3 0 2,512 No

Buyer 3 2 2 2,36 No

Decider 7 4 5 5,078 Yes

Gatekeeper 4 1 0 1,168 No

Approver 5 2 0 1,986 No

Primary Research
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Figure 24: Distribution of the Scores of Influencing Power without Structual Influence (own 

presentation) 

Referring to table 3 in chapter 2.4.2, the role of a user or influencer possesses the 

most informal influencing power due to expertise and know-how. In addition, 

influencers are characterised by a certain degree of referent power, which makes 

them the leading role in informal influencing power. On formal influencing power, 

the decider and approver are generally the most powerful roles. Their hierarchical 

positions allow them to attempt to influence corporate behaviour. The degree of 

participation is reflected in the grey bar and indicates the involvement of each role 

during the stages of organisational buying as described in chapter 2.2. While the 

initiator starts the process, he usually is not involved in later processes. Also the 

approver has a low degree of involvement as he only appears in certain stages in 

the later process. Constant participants during the different stages are the user and 

the buyer with exception of a few stages. While the buyer is involved after the 

product specification to research the suppliers and negotiate terms, the user is 

strongly involved in the beginning but less involved for the negotiation and the 

deciding process itself.  

The weighting of influencing power as shown in figure 7 includes the dimensions of 

centralisation and formalisation. As both values are derived from the BC analysis, 

these values were also considered in the influencing power. Both values have a 

negative effect on the influencing power of all participants except for strong 

formalised authorities, such as the decider and also the approver. Therefore, the 
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other participants’ influencing power depends on the degree of centralisation and 

formalisation. The higher formalised and centralised a country or organisation is, the 

less influencing power these participants may attempt.  

Primary Research 

As already described in the previous chapter 8.3.1, the values of the primary 

research are deduced from the interview section of the salesforce, where the 

perceived importance of each role and also their contacts with the different roles is 

ascertained. Each BC member is asked directly about the perceived performance 

and the average rating is considered for the evaluation of key roles. The 

communication is evaluated on the number of first, main and crucial contacts each 

respondent stated. According to the scoring in chapter 8.3.1, also the average score 

is included in the rating.  

For the weighting of all three dimensions, influence power, perceived importance of 

salesforce and communication, the head of marketing and the head of sales are 

again consulted in order to define the ratio. The result showed: 

 Influence power weighted with 20 percent, due to the fact of previous studies and 

assumptions 

 Perceived importance, weighted with 50 percent as the past experiences of the 

salesforce give the most valuable input 

 Communication, weighted with 30 percent to consider the unconscious 

importance of the salesforce and also to detect the main targets of influence 

attempts on the side of Nextsense (cf. Böhm/Hopfgartner 2017).  

As a weighted result, an ordinal scale from 0 to 10 is the output of the evaluation, 

where a high value determines a BC role as important and a low value as not 

important. The rated roles reaching a score of 5 or higher are considered as key 

roles and shown as green field on the right column. Again, this value is aligned with 

the two representatives of Nextsense. 

Practical Application – Interpretation of Scoring: 

After all values from the analysis phase and the consultation of the salesforce are 

collected and confirmed, the interpretation of the automated calculation can be 

made.  
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Table 23: Selection of Key Roles for Nextsense (own presentation) 

First, all defined BC roles are considered in the selection process. The result of 

interviews with the salesforce confirmed the appearance of all roles in American BC 

decision processes. Therefore, calculations have been conducted for all values.  

The result shows two roles considered as key roles, which is credible, as the 

responses stated the centralisation of American buying decisions. However, the 

user is ranked high due to the high degree of involvement he attempts, which is 

connected to the complexity of the product. The user takes an important key role 

within the organisational purchasing process. In buying situations the user is seen 

as an essential source of information and in many cases an opinion leader (cf. 

Martilla 1971, p. 173f.), especially in the purchase of investment goods, where 

detailed information and a certain degree of expertise is needed.  

The role of a decider is considered as most important role in the BC. Deciders are 

responsible for the decision making process. It is mentioned that contacts with 

salespersons are often maintained during the whole buying process.  

For this thesis, as already defined, the creation of personas for the specific role of a 

user is conducted. The appearance of different roles connected to the respondents 

is given and also considered in the creation process. 

 

Secondary Research

BC Role Influencing Power
Perceived 

importance of SF
Communication Result Consideration

Initiator 3 7 2 4,48 No

User 6 8 6 6,92 Yes

Influencer 5 6 1 4,52 No

Buyer 2 5 1 2,95 No

Decider 7 9 7 8,00 Yes

Gatekeeper 4 5 0 3,04 No

Approver 5 7 0 4,32 No

Primary Research

Check on roles that are not considered in the Buying Center.

Initiator User Influencer Buyer Decider Gatekeeper Approver
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8.4 Step 3 – Persona Creation Process 

 

Figure 25: Reference to Model - Process of Persona Creation (own presentation) 

After the selection of key roles is completed, the process of the creation of personas 

is conducted according to chapter 4.1.3. As the research design in chapter 7 already 

covered the topic of the researching method, the process begins with the elicitation 

of data and continues with the creation of user categories, creation of skeletons and 

the development of personas. 

8.4.1 Elicitation and Clustering of Data 

The key roles create the base for the selection of the sample in order to create 

personas. The aim is to develop personas out of each specific key role. Once the 

roles are clear, the user of the model needs to prepare an interview guide in order 

to figure out information about the key roles. The involvement of sales partners may 

be helpful for the identification of interviewees on the customer’s side. As the aim of 

the research is to create interaction design personas, which generate ideas for the 

product improvement, many customers see this as an opportunity to state their point 

of view and give inputs. Detailed information about the sampling and sample size 

are described in chapter 7.  

For the template a pre-defined interview guide as shown in appendix 3 is added and 

can be modified according to changing situations or information demands. However, 
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the data gained from the elicitation provide the following information about the 

respondents: 

 Jobs and tasks 

 Goals and challenges 

 Specific role in the buying process 

 Benefits of using the product 

 Complaints and improvements of the products 

 and demographic data 

In addition, the respondent is asked to rate the product attributes defined according 

to chapter 8.2.3 on an ordinal scale from zero to five regarding the personal degree 

of importance. While five represents a high importance to the respondent, zero 

assumes no importance. With a click on the right column the user of the model 

automatically accesses to the attribute list and is able to record the importance 

instantly. These values are of relevance once the skeletons are created and the 

personas are developed.  

After the elicitation of the data, the respondents must be clustered to categories in 

order to form skeletons. The indicators for the segmentation of the pool of 

respondents are represented by the user categories. While some like job title, job 

goals and age are essential factors and need to be considered in every creation for 

personas in the B2B, other factors, such as gender and education, might be 

optional.  

 

Figure 26: Template - Considered User Categories (own presentation) 

The situation analysis already evaluated the relevance of the latter factors and 

provided a suggestion for the considered user categories automatically by using the 

conditional format function. The factors suggested to not consider for the 

categorisation of respondents are struck out and highlighted in grey as shown in 

figure 26. Although, user categories are suggested as considerable, it is not 

mandatory to cluster the data if there are no existing patterns of responses 

Following factors should be considered as User Categories in order to cluster the Interview Data and create personas.

Jobtitle

Job Goals

Age

Gender

Education (secondary level)

Education (tertiary level)



  91 

according to the specific categories. The output of this action point is a moderate 

number of clustered categorisations according to the user categories.  

Practical Application – Interview Results with Users: 

The model is proceeding with the results of ten qualitative interviews conducted with 

people defined as the role user according to chapter 7.4. In addition, the salesforce 

provided further input for the creation of user personas. The contact with a person 

occupying the role user has been described and questions regarding their behaviour 

have been asked. This brings the total number of the sample to 16 respondents. 

Again, the questions are categorised into different subjects and summed up in the 

following section. 

Demographics 

The information about the age of the respondents revealed that the majority of the 

users and described persons were around their mid-thirties, but also respondents 

over forty are represented in the sample. Only a small number of users specified 

their age below thirty. In relation to job position, no correlations can be found, as 

there were respondents below thirty as quality managers as well as workers older 

than forty. Furthermore, all respondents were male, which leads to the implication 

that the branch is dominated by the male gender.  

The education was mainly primary and secondary school level, while some 

respondents had attended university. However, these data were reflected on the job 

position as almost all production worker had attended college or university, while 

supervisors and executive advisors had all attained a university degree. 

An interesting fact is that a large number of the respondents were Germans, who 

had moved to America. A possible explanation was given by one respondent in the 

sales department. The quality of European cars is perceived to be better than 

American cars. This may also be caused by the different mentality people in the 

U.S. have. Therefore, European car brands with plants in the U.S. try to keep the 

European standards by hiring European workers in the quality department to 

guarantee the best possible quality. This phenomenon seems to be valid especially 

for German car brands, as many German quality engineers were among the 

respondents. 
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Table 24: Information about demographics and job of the interviewees (own presentation) 

Jobs and tasks 

The sample of respondents includes quality engineers, production workers, 

assembly workers and a measurement engineer. Finally a metrology engineer and 

a data analyst, who basically report on quality, complete the sample. 

As jobs and tasks are defined as clear criteria for the differentiation of personas, the 

first question tried to determine similar working packages or tasks in order to see 

further correlations in behaviour. Here differences in the use of CALIPRI were found 

out. While some users were only conducting the measurement on the production 

line or on samples, others were responsible for the creation of measurement plans 

and the evaluation of the data. Of the latter, the minority were conducting the 

measurement themselves while the others outsource the process of measuring to 

the production workers or their subordinates.  

Number of 

respondents

> 40 years 5

30-40 years 7

< 30 years 3

primary & secondary school level 12

university degree 4

native 10

foreigner 6

quality engineer 5

production worker 5

assembly worker 2

other 4
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Figure 27: Tasks of Interview Respondents (own presentation) 

In addition, the users of CALIPRI have a certain degree of expertise with the product, 

therefore some are responsible for training new employees on the measurement 

device. The interviews have shown that the measurement with CALIPRI is a working 

process desired by the employees, due to the simplicity of its use. Therefore, it is 

seen as a privilege to conduct the measurements on the production lines. However, 

the strict policy of most companies allows only users, who have been trained on the 

product to use it.  

Goals and Challenges 

Referring to the goals of the respondents, again some cluster of answers can be 

identified. To provide the correct data in order to prevent errors in the production 

line was the top rated answer. The analysis of the data for receiving the best quality 

of the car as well as the guarantee to fulfil the standards of the company’s quality 

has been mentioned as goals. A further response was the measurability of critical 

values, which means to identify the point where the customer gets dissatisfied with 

the product and expresses it as a value. Other goals, which are not necessarily 

related to CALIPRI are the assembling of cars as fast as possible due to piece wage, 

and the creation of production line processes that are efficient and fast. 

do measurements create measurement 
plans

both

0

1
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7

Tasks with CALIPRI C10
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Figure 28: Goals and Challenges of the Respondents (own presentation) 

In respect of challenges a large group of respondents mention limited resources 

which can be shortage of workers, budget or too little time for the measurement. 

Also, human errors cause many problems. If the workers are not trained well, the 

measuring data is no longer credible. The responses from the production workers 

mainly address the faults with the equipment, which include ripped cables, broken 

tablets and defect sensors.  

Involvement in Buying Process 

The influence of the purchasing process in the decision process was evaluated. 

Here the users were asked about their involvement in the purchasing process. The 

responses were complemented by the input of the salesforce, who have an idea of 

the involvement of the users due to direct contact. Half of the interviewed user roles 

were involved in the purchasing process actively, while some were not involved at 

all. The active involvement was reflected mostly as definition of product specification 

and research on suppliers. A part of the sample was involved partially by simply 

measuring gaps with the value and providing feedback if it works or not. These 

statements came only from workers in the production sector, which has also been 

confirmed by respondents of the sales. However, it has been explained that the 

influence of users is strongly dependent on the buyclass. If it is a new task the user 

has a high influence on the purchase decision due to the specifications. The more 
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it comes to a rebuy situation, the less the user on the decision can attempt to 

influence the decision.  

 

Figure 29: Respondents' involvement in buying decision (own presentation) 

Benefits of CALIPRI 

The main benefit identified was the accuracy which has been stated by almost all 

respondents. Furthermore, the measurement of complex profiles as well as the 

measurement of AMI corrected data, which is seen as “real data function”, were 

frequently given answers. These arguments were also stated as the main reasons 

for the purchase of CALIPRI. Furthermore, the service of Nextsense provides a high 

degree of customisation on the software and calibration, which is seen as an 

additional benefit on the part of the respondents.  

 

Figure 30: Stated benefits and complaints about CALIPRI (own presentation) 
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Complaints and suggestions for improvement 

Generally, there were no specific complaints, which was clearly stated by all the 

respondents. However, the speed of measurement has been mentioned as slower 

compared to the competing products in the market. Also, some respondents 

mentioned that there is a steep learning curve for the tool. The users highlighted the 

importance of being able to use the tool straight out of the box without much 

explanation. 

Although, the swivelling movement guarantees flexibility and has been praised by 

most users, some respondents, working on the production line, saw this feature as 

annoying in respect of fast measurements. 

Another suggestion for improvement was in respect of the handling of the tool. Most 

of the respondents described the handling as uncomfortable, especially the wireless 

communication of the sensor and the tablet device.  

Finally, the measurement of different surfaces has been stated as desirable for a 

part of the sample group. Here especially the measurement of glass and transparent 

surfaces were criticised.  

8.4.2 Creation of Skeletons 

The categorisation of data provides the base for this action point, which basically 

outlines the listing of the clustered data into a structure. The Excel workbook 

provides a template sheet for the creation of the skeletons. 
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Table 25: Template for Persona Skeleton (own presentation) 

The template includes following sections: 

 Nextsense is operating globally, therefore they have a high number of personas 

to create. For this purpose a persona ID is helpful to structure the personas 

according to country and differentiate similar persona names that possibly 

occur. Advisable is a country code with two capital letters followed by an ID 

number.  

 The respondent numbers are necessary to guarantee the traceability of the 

interviews held with the different respondents.  

 The persona name defines the working title of the persona. Therefore it is 

advisable to select names that are easy to remember.  

 As described in chapter 4.1, a persona can occupy several roles in the BC. For 

this reason the field with the occupied BC roles for this persona gives 

information about the different roles and influences the specific persona 

possesses.  

 The characteristics reflect specific attributes of the personality. Influenced by 

cultural values the situation analysis provides suggestions of the persona’s 

characteristics according to the degree of individualism and masculinity. With 

Respondent Nr.:

Buying Center Role(s):

Jobs & Tasks:

Persona Name:

Persona ID:

Gains:

Pains:

Goals:

Characteristics: competitive, selfish, confrontational

Transfer
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click on the “transfer” button the values are automatically derived and can be 

edited or complemented afterwards. These values are derived from the situation 

analysis of chapter 8.2.1. The masculinity/individualism matrix of figure 19 

serves as base for the transferred values. 

 Tasks, goals, pains and gains are derived from the different respondents and 

listed in short form in these sections. This ensures the consideration of the 

different impressions each respondent has and supports the development of 

personas. 

The created skeletons can also be seen as fact sheets with the most important 

information about the personas. 

Practical Application – U.S. User Skeletons: 

The evaluation of the interview data revealed that the user categories of jobs and 

tasks lead the segmentation. A trend of the answers according to the job function 

and connected tasks was identified. Furthermore, the perceived importance of 

attributes is revealed according to the tasks and highlight the difference of the 

personas. However, the clustering of the respondents results in the following 

skeletons: 

U.S. Quality Engineer 

This skeleton is created out of six respondents and describes a person responsible 

for the strategic plans of the measurements. Therefore, measurement plans are 

created and adjusted and the workers, who measure the car bodies in the 

production were trained and advised. The goal of the described person is to keep 

the quality standards of the company with limited resources, as the quality 

department often is seen as a cost center. The biggest complaints of his tasks are 

measurement speed and accuracy, which can be solved by CALIPRI. However, the 

handling and usability are big factors of success to the described person and 

therefore can be seen as possible obstacles in buying the product. Nevertheless, 

the preciseness of the data and also the speed compared to normal finger gages 

are big supporters in order to reach his goals.  
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Table 26: Persona Skeleton of U.S. Quality Engineer (own presentation) 

German Quality Engineer living in the U.S.  

The next skeleton was the results of clustering four respondents working mainly for 

German car producers and also originating from Germany. Such a person is hired 

to bring European standards into the American production plants. For this reason, 

the drive of motivation is different to the U.S. quality manager, as the German worker 

wants to produce cars of the best quality. They are in a continuous improvement 

process although the American standards are already reached. The described 

person has more expertise in technical matters and tries actively to improve the 

processes. Furthermore, the service of customising the software according to the 

company’s needs is often made use of in order to optimise the processes. The main 

complaints of this person is that the optical measurement device is not able to 

measure all different kinds of complex profiles, such as the seal gap, and different 

surfaces.  

Respondent Nr.: 1 2 3 4 5 12

Buying Center Role(s): User Decider Initiator

- fast and accurate measurement to guarantee the standard

- custumisable to a certain degree

- possibility to report the results fast and understandable

Persona Name:

Persona ID:
US-001

Gains:

Pains:

Goals:

Characteristics:

US Quality Engineer

competitive, selfish, confrontational, talented with numbers and figures, introverted, 

accurate

- try to achieve quality goal with limited budget and minimum effort

- identifiy problems in early stage of production

- handling of the product

- hard to train the workers due to the complexity of the product

- software does not include some desired functions

Jobs & Tasks: - create measurement plans

- analyse the data and implement adjustments if problems occur

- conduct inspections in the assembly line

- coordinate workers to do measurements or do it on their own

Transfer
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Table 27: Persona Skeleton of U.S. Quality Engineer from Germany (own presentation) 

U.S. Production Worker  

Another skeleton was segmented out of six respondents. Here the emphasis was 

on the production line workers, who actually conduct the measurements and are 

responsible for providing the data. The described person is simpler than the other 

personas, which is also reflected in his goals. He simply does not want to attract 

negative attention of this boss and wants to work no longer than he must. He is 

trained for the measurement with the optical measurement device and sees himself 

as the expert in this area, which makes him valuable for the company.  

Respondent Nr.: 7 9 11 14

Buying Center Role(s): User Decider Influencer Initiator

Persona ID:
US-002

Persona Name:
US Quality Engineer from Germany

Characteristics:

competitive, ambitious, talented with numbers and figures, introverted, accurate

Jobs & Tasks: - create measurement plans

- analyse the data and implement adjustments if problems occur

- conduct inspections in the assembly line

- coordinate workers to do measurements or do it on their own

Goals:
- try to ensure the best quality possible

- identifiy problems in early stage of production

Pains:

- handling of the product

- software does not include some desired functions (more customisation)

- the measurement does not cover values of all gaps and surfaces

Gains: - real data function

- really precise measurement

- possibility to customise the software to a certain degree
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Table 28: Persona Skeleton of U.S. Production Worker (own presentation) 

8.4.3 Development of Personas 

Based on the skeletons, the development of personas supports a simulation of real 

persons. The use of personas for Nextsense is to create and adjust training 

documents and fit product design specifications according to these archetypes. The 

workbook also provides a template sheet for the structure of the persona 

description. It is advised to keep this short, basically not more than a Din-A4 page.  

Microsoft Excel provides the function “online pictures” to add pictures directly from 

the internet and furthermore checks the creative commons (CC). It is advised to 

select a picture which does not violate the CC.  

The values derived from the skeletons flow in the text description of the personas. 

The text shall also have storytelling elements to make the personas realistic and 

make it easy for the readers to empathise with the archetypes of persons.  

Practical Application – Personas of U.S. User: 

Respondent Nr.: 6 8 10 13 15 16

Buying Center Role(s): User

Persona ID:
US-003

Persona Name:
US Production Worker

Characteristics:

selfish, confrontational, obedient, frugal, hard working, sceptical with changes

Jobs & Tasks: - create measurement plans

- analyse the data and implement adjustments if problems occur

- conduct inspections in the assembly line

- coordinate workers to do measurements or do it on their own

Goals: - try to achieve quality goal with limited budget and minimum effort

- create and interprete right measurements

- identifiy problems in early stage of production

Pains:
- slow measurement

- handling of the product: especially wires and tablet device

- complicated in the use (beginning)

- accessories (belt) does not fit american standards

- no measures able on transparent surfaces

Gains:
- faster and easier than without sensor

- easier to transfer data to the quality department

- expertise (USP) within the company
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The development of the skeletons into personas generated three different personas:  

 The persona developed out of skeleton 1 is named “Steve the Quality Engineer” 

(QE1) 

 The German quality engineer in the U.S. is represented by the second persona 

“Klaus the Quality Engineer” (QE2) 

 “Matt the Production Worker” (PW1) is created out of the third skeleton 

 

Figure 31: Summary of Personas (own presentation) 

The comparison of all three personas shows the differences in motives of the goals 

but also in the perceived problems and benefits. Furthermore, the personas are 

using CALIPRI in different ways. While Persona 1 and 2 are using the product mainly 

on software for analysing the data and creating the measurement plans, persona 3 

is the person who actually conducts the measurements. Also in these several BC 

roles there is a clear difference. Persona 1 and 2 are in many situations also 

responsible for the purchasing process of the equipment and may occupy the role 

of a decider and initiator as well. With the technical expertise, persona 2 can also 

occupy the BC as an influencer. Persona 3 is in most cases simply the person who 

uses the product for measuring and in general is not really involved in the purchasing 

process. This has also been confirmed by the interviewed salesforce. 

Once the personas are identified, the user data can be transferred to the monitoring 

tool according to chapter 8.8.  

Name:Steve the Quality Engineer

Age: 30 years

Education: Highschool Degree

Occupying Buying Center Roles:
User Initiator Decider

Name:Klaus the Quality Engineer

Age: 40 yers

Education: College Degree

Occupying Buying Center Roles:
User Initiator Decider Influencer

Name:Matt the Production Worker

Age: 35 years

Education: Highschool Degree

Occupying Buying Center Roles:
User



  103 

 
Figure 32: Persona 1 - Steve the Quality Engineer (own presentation) 
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Figure 33: Persona 2 - Klaus the Quality Engineer (own presentation) 
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Figure 34: Persona 3 - Matt the Production Worker (own presentation) 
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8.5 Step 4 – Create Value for the Persona 

 

Figure 35: Reference to Model - Creating Value (own presentation) 

This step deals with the perceived values of each persona. The pre-defined set of 

attributes gets assessed and together with new offerings a specific set of attributes 

is generated for each persona.  

8.5.1 Rating of Attribute Set 

As mentioned in chapter 8.4.1, during the interview with the respondents, data about 

the personal importance of several attributes are ascertained. These data about 

perceived attribute importance are rated from zero to five according their 

importance. To find out the importance according to persona specific categorisation, 

the respondents’ data need to be clustered according to the clustering of personas. 

The workbook therefore also provides a template where the values can be clustered 

and the average sum can be evaluated. The table of attributes are enhanced by a 

scoring field for the ratings of the interview respondents. 
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Table 29: Template for Scoring of Attribute Importance of Interview Respondents (own presentation) 

While the left column shows the attribute list, the orange column represents the 

respondents according to their interview number. Each attribute is rated from zero 

to five for each respondent and therefore can be entered in the correct cell. With 

respect to the clustering, the personas in columns on the right are defined and 

demand the data of attribute rating. Each value of the persona attributes is 

calculated as middle sum of the clustered ratings of the respondents. Here an 

unlimited number of respondents can build the base for the calculation. The cells 

with the average sum are automatically highlighted as green if they reach or exceed 

the value of three, which is interpreted as a relevant attribute for the persona. 

Furthermore, the persona columns on the right are provided with a filter which allows 

them to hide all attributes that reach an average score below three and are not 

relevant to the persona.  

Practical Application – Assess Value for each Persona 

After the development of personas, the rated attributes of the respondents can also 

be clustered and evaluated.  

Attribute

1 3 3 4 5 6 7 8 9 10 11 12 13 14 15 Persona A Persona B Persona C

Function:

Attribute 1

Attribute 2

Measurement of complex profiles:

Attribute 3

Attribute 4

Handling:

Flexibility:

Ambient conditions:

Access:

Performance:

Usability:

Functionality:

Usability Experience:

Service:

Other factors:
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Figure 36: Important Attributes perceived by Personas (own presentation) 
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Each respondent was asked to rate the pre-defined attribute list according to their 

personal perceived importance. This process step reduces the total number of 

attributes, which numbers currently 52. For the allocation of 100 importance points 

among the different attributes in the preference measurement it is advised to reduce 

the number of attributes to a minimum in order to ease the cognitive process.  

For this reason, the template provided a scoring list where each response on 

importance was noted. Appendix 4 shows a detailed illustration of the evaluation of 

the perceived importance. The results revealed the high importance of many factors 

for both quality engineer personas, while the focus of PW1 is mainly on the sensor 

device. Figure 36 illustrates the different preferences of the personas in a vertical 

line chart with respect to the average rating of the clustered respondents. However, 

to illustrate a credible graph of the attributes, it is advisable to consider more 

respondents in the sample of personas.  

In terms of the sensor device, the preferences of QE1 and QE2 again are similar, 

however, QE2 seems to emphasis also on size and accessories, such as a belt clip 

and wrist loop. This is caused due to the personal measurement, which is often 

made by QE2 as described in the results of the interview in chapter 8.4.1. 

Furthermore, an interesting fact is that all respondents of QE2 have rated the 

measureable surfaces with the highest score which makes a strong statement on 

the improvement of this feature. Also, PW1 has stated strong emphasis on a lot of 

features the sensor provided, nevertheless, the measurement of complex profiles is 

not necessarily demanded by PW1 as he conducts gap and flush measurement 

most of the time and does not see much importance in the additional features, while 

QE1 and QE2 desire at least some additional measurement features, such as radius 

and edges.  
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Figure 37: Attribute Pre-Selection (own presentation) 

Clear differences on the personas’ preferences were shown in the portable 

computer unit and also the software, where the differentiation of the quality engineer 

personas and PW1 were determined clearly. This implies that PW1 only puts 

emphasis on the sensor and the tasks he needs to fulfil. However, also in these 

sections of the product, an almost parallel scoring was shown between QE1 and 

QE2. With some exceptions, such as the access of Ethernet and the environmental 

climate in relation to storage, the importance given to all attributes was similar. 

Although QE2 gives higher importance to the desired attributes at almost every 

point, the patterns of the desirability indicates a similar perception of importance of 

attributes for both personas.  

The scoring of overall attributes was with a few exceptions similar for all personas. 

Here the price was important for QE1 and QE2, while it is of low importance for 

PW1. This implies the verification of the quality engineer roles also have a certain 

responsibility in the purchasing decision and sometimes also occupy the role of a 

decider.  

8.5.2 New Offerings 

In addition to the data about existing attributes, the possibility of new product ideas 

is given. Together with the ideas provided by the salesforce, this may create new 
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attributes that arise. For this situation, the product management needs to be 

involved to assess if the product attribute is feasible or not (appendix 1). The output 

creates possible new product attributes that can be measured. 

Practical Application – Preparation of Product Ideas: 

The interviewed users explained their problems with respect to CALIPRI (chapter 

8.4.1). However, the ideas for improving the products have also been provided by 

the respondents and salespeople. The results in table 30 shows a list of the 

problems that may arise as new product features. 

Problem Description Feature (solution) 

Measurement 
of different 
surfaces 

The sensor has problems with the 
measurement of different surfaces. 

Especially glass and mirrored surfaces are 
not able to measure. 

Using blue laser 
for the 

measurement 

User 
friendliness 

The software is not conducting auto-stop if 
demanded. 

Improved auto-
stop feature 

Software 
update 

problems 

The software used to pop up some 
dialogues for the request of data, this was 

turned off automatically with the new 
software update 

Customised 
features on 

updates 

Different 
measurement 

plan 

The software does not check the 
measurement plan. The possibility of 

human errors arises. 

Implementation of 
plausibility check 

connected to 
number of car type 

and shift plan 

Measurement 
of seal gaps 

The seal gap represents the gap between 
the seal door and the actual door. This 
gap needs to be measured in the light 

body stage. It is responsible for noises or 
correct closures of the door and therefore 

essential to measure. 

(no specific 
solution provided) 

Select 
between 
multiple 

contour lines 

The programme is not able to figure out 
what to which line it references to. 

Software 
adjustment 

Handling 
The handling is annoying with holding the 

tablet and sensor connected by a wire. 

Wireless 
connection and 
separate usage 

Table 30: Defined Product Ideas (own presentation) 

The results are reported to the product development of Nextsense in order to 

evaluate the realistic implementation of the features. Once they are assessed as 

feasible, the attributes are added to the monitoring tool and the preference 

measurement of the personas. 
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8.5.3 Persona Specific Attribute Set 

After the evaluation of the importance and the check on feasibility of the product 

ideas, as described in the previous chapters, the result of the conceptualisation 

phase in step 4 is a set of relevant attributes for each persona, which can be utilised 

for detailed measurements on desirability, relative importance and part-worth 

according to the SEM (chapter 3.2.2). The template provides an automated 

calculator in the Excel sheet that derives important values of the attribute list into 

the preference measurement table. 

 

Table 31: Template for Persona Specific Attribute Set (own presentation) 

By clicking on the “Transfer from Attribute List” button the attributes and levels, 

which are pre-defined and rated with an average score of three or higher, are listed 

in the structure as illustrated in table 31. To guarantee the persona specific values 

the data from chapter 8.5.1 serve as base and are copied into the additional transfer 

field as shown in the evaluation of perceived importance in appendix 4. A written 

code in the development tools of Excel was programmed to transfer the desired 

attributes and attribute levels into a new sheet in order to generate the PSAS for 

further measurements. 

Practical Application – PSAS for “Steve the Quality Engineer”: 

The example for QE1 is shown in the persona specific attribute set in appendix 4.  

These values furthermore are advised to be documented, as the monitoring of the 

information is of great importance. Therefore, a tool is necessary that meets the 

criteria. The selection and description of this tool is described in chapter 8.7. 

Attribute 1

Attribute Level 1-1

Attribute Level 1-2

Attribute Level 1-3

Attribute 2

Attribute Level 2-1

Attribute Level 2-1

Attribute Level 2-1

Attribute Level 2-2

Fu
n

ct
io

n
:

Attributes and Levels

Transfer from Attribute List
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8.6 Step 5 – Preference measurement 

 

Figure 38: Reference to Model - Preference Measurement (own presentation) 

In this step of the model, different hypotheses according to the attributes connected 

to importance or preferences of personas can be made in order to make different 

adaptions or adjustments on the product. With a detailed measurement method, 

where the part-worth utility of attribute levels is assessed each hypothesis can be 

validated or disproved.  

As explained in the beginning of chapter 8, the application of the model does not 

cover the preference measurement in the operationalisation phase of step 5. 

Therefore just the development of this step is described. However, chapter 10 gives 

recommendations for the practical use of this phase. 

8.6.1 Creation of Hypotheses 

With the different hypotheses the assumption of utility of attributes according to 

personas can be made. These hypotheses need to be clearly stated and connected 

to an attribute and one or more personas. These assumptions are needed to detect 

preferences for the products, attributes and attribute levels. Once the measurement 

as described in the next section is conducted, the hypotheses are either validated 

or disproved. Based on these steps further actions can be taken. 

8.6.2 Quantitative Measurement of Preferences 

With these detailed measurements on utility according to the SEM, described in 

chapter 3.2.2, the user of the model detects information about the desirability of 
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each attribute level as well as the relative importance of attributes compared to each 

other.  

 

Table 32: Template for Self-Explicated Method (own presentation) 

The left column shows attributes (coloured) and attribute levels (white), listed 

according to the selection conducted in step 4. The columns on the right determine 

the values of desirability, importance and part worth. The grey cells are not relevant 

for the row, while the white cells demand a value. The rating of desirability ranges 

from zero to ten. Here, the most desired attribute is always scored with ten and 

serves as an anchor, to compare the desirability of other attribute levels. The 

importance on the other hand, compares the attributes on a ratio base by allocating 

one hundred points among the attributes. To verify the proper allocation, the 

remaining points to allocate are illustrated in the head of the table. The part worth is 

reached by multiplying the desirability with the importance rating.  

As a result the different partworths give insight on the preferences and utility of the 

specific persona. To make the data representative at least 50 percent of the current 

customer base is recommended, due to the fact that Nextsense is operating in a 

niche market. The percentage was verified by the head of marketing as realistic and 

feasible. The results can be utilised for the validation or disproval of the previously 

formulated hypotheses.  

Once the hypothesis is validated, further operational steps can be made in order to 

improve the product or generate new strategies for sales.  

Importance
65 points left

Attribute 1 5

Attribute Level 1-1 10 0,5

Attribute Level 1-2 7 0,35

Attribute Level 1-3 8 0,4

Attribute 2 24

Attribute Level 2-1 10 2,4

Attribute Level 2-2 4 0,96

Attribute 3 5

Attribute Level 3-1 3 0,15

Attribute Level 3-2 10 0,5

Attribute Level 3-3 1 0,05

Attribute 4 1

Attribute Level 4-1 10 0,1

Attribute Level 4-2 4 0,04

Attribute level 4-3 8 0,08

… … … … …

Partworth
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n
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:
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m
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Attributes and Levels Desirability
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8.7 Tool for Monitoring Data 

The selection of the right tool to monitor preference data is individual to a company’s 

standards and information demands. Therefore, the selection has to be done 

individually for each company. 

For Nextsense the results of the measurement are of a substantial number and need 

to be filed in a structured way and be accessible when they are required. Microsoft 

Excel provided the practical tool for analysing, defining and measuring the persona 

specific preferences. However, changing processes require continuous tracking of 

the data. This imply to use a more organised tool for the handling of persona specific 

data as well as attributes and design characteristics of a product.  

As the selection of a tool for the procession of the relevant data is one of the aims 

of this thesis, some criteria have been defined together with Nextsense in order to 

provide a suitable tool: 

 First, the global access to the tool is essential for the fast and easy 

communication between the headquarters, affiliates and international sales 

partners. The best solution therefore is provided by a cloud based tool.  

 Next, the preferences need to be segmented or connected to attributes as well 

as to personas for the creation of persona specific utility.  

 Last, the usability of the tool provides easy and fast monitoring for each user 

within a short period of learning. 

The result of the research narrowed down the number of possible tools as shown in 

table 33. 

 

Table 33: Comparison of possible Tools for Monitoring Data (own presentation) 

Tool Company Description

Excel OneDrive Microsoft

The functionality to save Excel files on a cloud and let 

multiple persons have access on it. Provides all 

services of Microsoft Excel.

InVision InVision

Design-driven project management tool that enables 

users to provide ideas, and work together with other 

users on a platform either with selected users or the 

whole community.

Value Proposition Canvas Strategyzer

Supports the identification of value based on user and 

offerings. This could-based tool allows the tracking of 

multiple users and offerings.
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Excel OneDrive has the advantage of usability, as most of the users are already 

familiar with the tool. Nevertheless, the structuring of information tends to be difficult 

when the amount of data is increasing.  

Although InVision provides a platform, which allows the prototypes and attributes to 

be shared with a whole community of users, the tool is mainly focusing on new 

product ideas and does not mainly emphasise the value or part worth of the product 

attributes. Therefore, it is hard to determine different attributes of a product and 

monitor the preferences towards those attributes.  

The VP canvas fits the defined criteria the best and therefore is selected as the tool 

for the monitoring of data. In addition, the possibility to implement this tool into the 

business model canvas makes the tool attractive for Nextsense, as they are 

planning to implement the business model canvas as well.  

8.8 Final Overview of the Model 

The final graph (figure 39) summarises the different steps of the model and gives 

an overview of the whole picture based on the theoretical model of chapter 5. The 

steps according to appendix 1 are illustrated by the blue diamond symbols. The 

model was conducted in the order described below. 



  117 

 

Figure 39: Final Model based on developed Templates (own presentation) 
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8.9 Limitations of the Model 

Although, the applicability of the model has been proven as achievable, there are 

some limitations that leave room for improvement.  

First, the preference measurement of the model is a static measurement, which 

means that only the values of a specific point in time can be captured. As the theory 

revealed, preferences are dynamic and change after a period of time. Therefore, it 

is recommended to conduct the preference measurement monthly and document 

the differences in the selected monitoring tool. 

Furthermore, the model is not ideally customised to the branch of an automotive 

market. Cultural values of the countries may give insights about the character of the 

people. However the industry also has an impact on certain behaviours and 

patterns.  

Next, the sample of interview respondents might not be fully representative of the 

complete American automotive market. Therefore, the personas are not covering all 

users in the market, which is caused by the limited access to the respondents, who 

were solely customers of Nextsense. It would have been interesting to interview 

people who decided to buy products made by competitors during the purchasing 

process and to get their input.  

Last, the model is not completely applicable for highly complex products with a high 

number of attributes. As the practical evaluation of the attributes has shown, the 

respondents tend to rate more attributes as important, than other way around. 

Therefore, the persona specific attribute set may be too numerous, which leads to 

a high cognitive effort for the respondents in the preference measurement phase. 

This has not been tested in the thesis, therefore further tests are highly 

recommended. 
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9 Recommendations for further Steps 

This chapter reflects the recommendations for the operationalisation phase. 

Furthermore, the further use of the model is described in this chapter. 

9.1 Recommendations for further Research 

With respect to the practical application of the preference measurement according 

to step 5 of the action plan in appendix 1, which is outside the scope of this thesis, 

it is advisable to understand the connections between persona benefits and product 

attributes. Therefore, hypotheses can be created for a deeper understanding. Once 

the hypotheses are set, the preference measurement needs to be conducted under 

the consideration of the criteria, as defined in the persona description. It is advisable 

to select the sample according to the criteria for guaranteeing valid data. The 

research is recommended to be quantitative. In order to be representative of the 

niche market at least 20 respondents of the market that fit the criteria need to be 

asked to fill out the survey. With this data, the hypotheses can be either validated 

or negated, which leads to further processing.  

To increase the significance of the application and the results, it is advisable to 

increase the sample size in persona creation and preference measurement. An 

increased number of respondents delivers deeper insights into details and also 

strengthens the credibility of the results. 

Furthermore, to critically test the applicability of the model, it is advisable to consider 

experts in the measurement of customer preferences and creation of personas in 

order to get input of critical processes and interpretations of the model. This may 

support the further development of the model, which also improves the output. 

9.2 Further use of the Model 

The applicability of the model can be conducted for all the branches Nextsense is 

operating. The model is independent of country, industry and market size, therefore 

it is applicable for Nextsense as a tool in a long term. Furthermore, it is possible to 

replace the products in the section so that a company can conduct the 

measurements for each product on its product range and evaluate the differences.  

The information gained from the preference measurements can serve as an 

indicator for product improvement as well as strategic values for the successful sale 
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of products. With the creation of training documents the salesforce know what the 

specific customer desires and can build their sales strategy on it.  

10 Final Conclusion 

The trend of getting a deeper understanding of the customer has grown in recent 

years. With respect to the customers’ preferences it is always a challenge to see the 

motivation behind the purchasing decisions. The utilisation of personas as 

archetypes of real customer groups, shown in chapter 4.1, gives the company an 

idea of the behavioural patterns. To focus on their specific needs and desires helps 

to develop new product features as well as identify room for improvement of current 

ones. The created model tries to connect customer specific data with product 

attributes and levels for the identification of a preference, as described in chapter 

4.3. Furthermore, it tries to make the preferences measureable in order to predict 

customers’ reactions and create strategies based on the utility. The application of 

the example of Nextsense in the American automotive industry showed that the 

model is able to identify attributes, perceived as important to a certain customer 

group. However, to see it from a critical point of view, the high complexity of the 

model as well as the extensive number of action points might hinder an obstacle 

free implementation. 

For Nextsense the model helps to identify important attributes and find a way to 

understand what is important for specific customer segments. Based on this 

information the company is able to process actions and adjustments regarding 

strategy or product specifications. Nevertheless, the model at some points is 

superficial in the specification on the branch, which leads to the recommendation 

for the company to do additional research on branch specific values with respect to 

the persona creation.  
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Appendix  
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Appendix 1 – Flowchart of an Actionplan
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Appendix 2 Interview Guide – Salesforce 
 

1. Introduction 
 Personal welcome and introduction to the 

interview.  
 Mentioning that the interview will be recorded 
 

Opening 

2. What is your job title?/What are your 
responsibilities? 

Icebreaker 

3. I have researched some facts about the 
American Culture would you basically 
agree on the facts? (Situation Analysis) 

Validation of Analysis 
Phase 

4. With which departments are you in 
contact when you introduce the product 
CALIPRI? 

5. Are you familiar with the concept of a 
Buying Center? 
A Buying Center is a group of people who 
are involved in the buying process of an 
organization. There are several roles which 
are inside the buying center. Each of them 
has a different task or different influence on 
the buying decision. 
5a. Would you agree on the values in the 
Structual Dimensions? (BC Analysis) 
5b. so generally we can say that xyz Roles 
are involved in the buying process according 
to your statement of the departments? 

Identification of Buying 
Center Roles 
 
 
 
 
 
 
 
 
 
Validation of Analysis 
Phase 

6. There are several contacts with different 
BC roles.  
6a. Which BC role is/roles are your first 
contact with the organization? 
6b. Which BC role is your main contact in the 
customer’s organization? 
6c. Which BC role is your crucial contact? 

Relevance of BC roles 

7. Please rate the following BC roles according to relevance for the 
buying decision (0=not important at all, 10=highly important) 
 

Role Rating Role Description 

Initiator  Starts the Buying process 

User  Uses the product 

Influencer  Influencing the Buying decision 

Buyer  Purchasing department 

Decider  Makes purchasing decision, Leading role 

Gatekeeper  e.g. Secretaries, informal power 

Approver  High hierarchical positions 

 
 

8. Lets talk about the specific role “User” Identification of User 
Categories 
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8a.Have you noticed any differences 
between the US users and the Austrian?/ 
Are there any specific characteristics a US 
user has? 
8b. Have you noticed any differences among 
the US users themselves? 
8c. Does this depend on the jobs/tasks they 
need to fulfill?  

9. What are you trying to achieve?/What 
does success look like?  
9a. Why are these goals important? 
9b. What might prevent you from achieving 
this success? 

10. How CALIPRI can help to avoid these 
obstacles? 

Goals & Challenges 

11. Are users generally involved in the 
buying decision of CALIPRI? 

 

Buying Process 
 
 

12. Think back to one specific/recent contact 
of the BC role “User” (on the US market) 
which comes to your mind. (alternative: 
what is your stereotype of the American 
user xyz?) 
12a. What was his job/responsibilities in the 
company? 
12b. How old was he?/For how long was he 
in the company? 
12c. Can you describe his 
personality/behavior in solving 
problems/working behavior? 
12d. How was his response to CALIPI?/Any 
problems or complements to specific 
attributes of the product? 

Personaspecific 
description 
 
 
 
Jobs/Tasks 
 
User Categories 
 
 
 
 
Pains/Gains 
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13. Attribute Set 

Rate following Attributes about Optical Measurement devices from 1 (not 

important at all) to 5 (highly important) according to the above described 

User 

Attributes 
Sensor Portable 

computer Unit 
Software Overall 

Function: Interfaces Functionality:  Brand Image 

 Measurement 
Speed 

 Wifi Creation of test 
plans 

 Safety 

 Accuracy 
(Resolution) 

 Ethernet Link to SPC 
(statistical 

process control) 

Service: 

 Repeatability   USB Usability 
Experience: 

 Maintenance 

Measurement of 
complex profiles: 

 Bluetooth Multiple 
languages 

 Training 

 Gap & Flush  Battery (time) Export of Data  Warranty 

 Radius  Processor  Between 
devices 

Price 

 Edges  Memory  PDF  

 Depth  Screen  CSV  

 Countersink    XML  

 Angle   Excel  

 Fold    Customisable  

 Measurable 
surfaces 

   

 Pains    

 carbon    

 fibre    

 unpolished metal    

 plastics    

 glass     

 mirrored surfaces    

Handling:    

 Size    

 Weight    

 User feedback    

 Accessory    

Flexibility:    

 Swiveling movement    

Ambient conditions:    

 Environment    

 Impact resistance    

 



  A-5 

14. What are the competing products for 
mobile optical measurement devices in 
the US market? 
14b. Did customers mention any advantages 
of the competing products compared to 
CALIPRI? 

 

Market/Competition 
Validation on Analysis 
Phase 
 
 

15. What features/services are often desired 
and not covered in the current CALIPRI? 

Product ideas 
 

16. Do you wish to add something, which 
was not mentioned before? 

 
17. Do you want to give feedback on the 

survey? 
 
 

Closing 
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Appendix 3 Interview Guide - User 

1. Introduction 
 Personal welcome and introduction to the 

interview.  
 Mentioning that the interview will be 

recorded 
 

Opening 

2. What is your job title?/What are your 
responsibilities? 

3. What are your tasks in this job?/How is a 
normal day in your job look like? 

 3a. How is CALIPRI supporting your current 
tasks? 

4. What is the output of your tasks? 

Icebreaker /Jobs & Tasks 

5. What are you trying to achieve?/What 
does success look like?  

5a. Why are these goals important? 
5b. What might prevent you to achieve this 

success? 
5c. How CALIPRI can help to avoid these 

obstacles? 

Goals & Challenges 

6. Were you involved in the buying decision 
of CALIPRI? 

6a. What does the buying process in your 
company look like? 

7. Why did you decide to come to CALIPRI? 
7a. What was/would have been your personal 

buying criteria in purchasing the optical 
measurement device? 

  

Buying Process 
 
 
 
Gains/Benefits 

8. Do you know any other competing 
products for optical measurement 
devices? 

8a. If yes, which? (LaserGauge, GapGun Pro) 
8b. Do you know of any advantages of the other 

products compared with CALIPRI? 
 

Market/Competition 

9. What are your biggest complaints about 
our product/optical measurement device 
in general? 

9a. Do you have ideas of improvement for the 
specific problem? 

10. What features/services are desired and 
not covered in the current CALIPRI? 

Pains 
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11 Attribute Set 

Rate following Attributes about Optical Measurement devices from 1 (not 

important at all) to 5 (highly important) according to the above described 

User 

Attributes 
Sensor Portable 

computer Unit 
Software Overall 

Function: Interfaces Functionality:  Brand Image 

 Measurement 
Speed 

 Wifi Creation of test 
plans 

 Safety 

 Accuracy 
(Resolution) 

 Ethernet Link to SPC 
(statistical 

process control) 

Service: 

 Repeatability   USB Usability 
Experience: 

 Maintenance 

Measurement of 
complex profiles: 

 Bluetooth Multiple 
languages 

 Training 

 Gap & Flush  Battery (time) Export of Data  Warranty 

 Radius  Processor  Between 
devices 

Price 

 Edges  Memory  PDF  

 Depth  Screen  CSV  

 Countersink    XML  

 Angle   Excel  

 Fold    Customisable  

 Measurable 
surfaces 

   

 Pains    

 carbon    

 fibre    

 unpolished metal    

 plastics    

 glass     

 mirrored surfaces    

Handling:    

 Size    

 Weight    

 User feedback    

 Accessory    

Flexibility:    

 Swiveling movement    

Ambient conditions:    

 Environment    

 Impact resistance    

 

 11a. Do you wish to add something, which 
was not mentioned before? 

Attributes 
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12 Do you want to give feedback on the 

survey? 
 
13 Personal questions 
 How old are you? 
 For how many years have you been working 

in the company/automotive industry? 
 

 
Closing 
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Appendix 4: Excel Workbook  

 

 

Situation Analysis

The Analysis helps to form personas with characteristics typical for the countries culture.

Furthermore it is required to define User Categories besides jobs, tasks and goals in persona creation.

Dimension Value AT Interpretation Source

Individualism 91 55 Individualistic

Masculinity 62 79 Masculin

Gender Inequality 0,20 0,078 not considered as User Category UNDP

Education IESCD 3 88,41 79,01 considered as User Category

Education IESCD 5 42,34 26,93 considered as User Category

Describes the driving motivation of a culture
Hofstede

P
e

rs
o

n
a

U
se

r 
C

at
e

go
ri

e
s

Describes the driving motivation of a culture

A high value considers Gender as user category

A high value considers the secondary education as user categroy
UNESCO

A high value considers the tertiary education as user category

Description

Buying Center Analysis

This Analysis gives insight of a Buying Centers Structure. 

Furthermore it estimates the approximate size of a buying Center.

Dimension Rating Source

Complexity High Nextsense

Formalisation High THT-Consulting

Centralisation Middle Hofstede

Company Size

Lateral involvement

Value

St
ru

ct
u

re
Si

ze

around 6 to 8 departments involved

Large (250 or more employees)

Description

Gives insight of the complexity of a the task of a BC (positive effect on size)

Shows the degree of rules and standars within a BC (negative effect on size)

Shows the distribution of power within a BC (negative effect on size)

New Task

Shows the approximate number of departments within the  BC

91

Categorises the companies according to number of employees (positive effect on size)

55
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Competition Analysis

This analysis shows the competitors and their products in the market.

Company Product

Nextsense CALIPRI C10

Company A Competitor A

Company B Competitor B

- -

- -

Price Level

Product Range

Sales Revenue

Online Research 
Fair Attendace
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Persona Skeletons: 

 
 

Respondent Nr.: 1 2 3 4 5 12

Buying Center Role(s): User Decider Initiator

- fast and accurate measurement to guarantee the standard

- custumisable to a certain degree

- possibility to report the results fast and understandable

Persona Name:

Persona ID:
US-001

Gains:

Pains:

Goals:

Characteristics:

US Quality Engineer

competitive, selfish, confrontational, talented with numbers and figures, introverted, 

accurate

- try to achieve quality goal with limited budget and minimum effort

- identifiy problems in early stage of production

- handling of the product

- hard to train the workers due to the complexity of the product

- software does not include some desired functions

Jobs & Tasks: - create measurement plans

- analyse the data and implement adjustments if problems occur

- conduct inspections in the assembly line

- coordinate workers to do measurements or do it on their own

Transfer
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Respondent Nr.: 7 9 11 14

Buying Center Role(s): User Decider Influencer Initiator

Persona ID:
US-002

Persona Name:
US Quality Engineer from Germany

Characteristics:

competitive, ambitious, talented with numbers and figures, introverted, accurate

Jobs & Tasks: - create measurement plans

- analyse the data and implement adjustments if problems occur

- conduct inspections in the assembly line

- coordinate workers to do measurements or do it on their own

Goals:
- try to ensure the best quality possible

- identifiy problems in early stage of production

Pains:

- handling of the product

- software does not include some desired functions (more customisation)

- the measurement does not cover values of all gaps and surfaces

Gains: - real data function

- really precise measurement

- possibility to customise the software to a certain degree
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Respondent Nr.: 6 8 10 13 15 16

Buying Center Role(s): User

Persona ID:
US-003

Persona Name:
US Production Worker

Characteristics:

selfish, confrontational, obedient, frugal, hard working, sceptical with changes

Jobs & Tasks: - create measurement plans

- analyse the data and implement adjustments if problems occur

- conduct inspections in the assembly line

- coordinate workers to do measurements or do it on their own

Goals: - try to achieve quality goal with limited budget and minimum effort

- create and interprete right measurements

- identifiy problems in early stage of production

Pains:
- slow measurement

- handling of the product: especially wires and tablet device

- complicated in the use (beginning)

- accessories (belt) does not fit american standards

- no measures able on transparent surfaces

Gains:
- faster and easier than without sensor

- easier to transfer data to the quality department

- expertise (USP) within the company
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Personas: 
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  A-16 
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Evaluation of Perceived Importance: 

 
  

Attribute

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 Transfer
Steve the 

Quality Engineer

Klaus the

 Quality Engineer

Matt the

Production Worker
Function:

Measurement Speed 3 2 2 4 5 5 3 5 5 5 4 4 5 5 5 5 4,25 3,33 4,25 5,00

Resolution 5 5 3 5 4 1 5 2 5 4 5 5 5 5 2 3 5,00 4,50 5,00 2,83

Repeatability 5 5 5 5 5 3 5 2 5 3 5 4 4 5 2 2 5,00 4,83 5,00 2,67

Measurement of complex profiles:

Gap & Flush 5 5 3 5 5 4 5 5 5 4 5 5 5 5 4 5 5,00 4,67 5,00 4,50

Radius 5 4 3 3 3 0 2 0 5 2 4 3 0 3 1 0 3,50 3,50 3,50 0,50

Edges 3 4 4 4 3 0 2 0 5 1 4 3 1 2 1 3 3,25 3,50 3,25 1,00

Depth 3 3 1 2 3 2 2 0 5 1 3 2 2 3 1 2 3,25 2,33 3,25 1,33

Countersink 2 0 1 3 3 0 3 0 0 0 1 1 0 0 1 0 1,00 1,67 1,00 0,17

Angle 2 1 3 3 3 0 2 1 0 2 2 1 1 2 1 0 1,50 2,17 1,50 0,83

Fold 1 4 1 3 4 0 3 4 5 2 2 4 1 2 3 3 3,00 2,83 3,00 2,17

Measurable surfaces:

Paints 4 5 5 4 5 2 5 5 5 5 5 5 5 5 2 5 5,00 4,67 5,00 4,00

Carbon 4 5 5 4 5 2 5 5 5 5 5 5 4 5 3 5 5,00 4,67 5,00 4,00

Fibre 4 4 5 4 5 2 5 4 5 5 5 5 2 5 2 5 5,00 4,50 5,00 3,33

Unpolished metal 4 5 5 4 5 2 5 5 5 5 5 5 5 5 5 5 5,00 4,67 5,00 4,50

Plastics 4 4 5 4 5 2 5 5 5 4 5 5 2 5 3 5 5,00 4,50 5,00 3,50

Glass 4 5 5 4 5 2 5 3 5 5 5 5 2 5 4 4 5,00 4,67 5,00 3,33

Mirrored suface 4 5 5 4 5 2 5 3 5 5 5 5 2 5 5 5 5,00 4,67 5,00 3,67

Handling:

Size 4 2 2 3 3 5 5 5 3 4 4 3 4 5 5 4 4,25 2,83 4,25 4,50

Weight 4 2 3 3 4 5 4 4 3 3 4 3 5 5 5 4 4,00 3,17 4,00 4,33

User feedback 4 2 4 4 4 5 5 5 4 4 4 4 5 5 5 5 4,50 3,67 4,50 4,83

Accessory 1 1 3 3 3 1 3 4 2 3 4 2 4 4 5 5 3,25 2,17 3,25 3,67

Flexibility:

Swiveling movement 3 5 5 5 2 5 5 2 4 4 5 4 3 5 4 3 4,75 4,00 4,75 3,50

Tilt Correction 5 2 4 4 3 3 4 4 5 3 2 4 4 4 3 4 3,75 3,67 3,75 3,50

Ambient conditions:

Environment (storage) 1 2 1 3 3 1 2 2 4 3 3 1 2 4 1 2 3,25 1,83 3,25 1,83

Operating Environment 1 2 2 3 4 4 2 3 1 4 5 3 2 2 4 3 2,50 2,50 2,50 3,33

Impact resistance 5 3 3 4 5 4 5 5 4 3 4 3 4 5 5 3 4,50 3,83 4,50 4,00

Interview for  Persona Creation Personas

Se
n

so
r
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Attribute

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 Transfer
Steve the 

Quality Engineer

Klaus the

 Quality Engineer

Matt the

Production Worker
Access:

Wifi 4 5 5 3 4 0 5 5 3 2 4 4 5 5 0 2 4,25 4,17 4,25 2,33

Ethernet 2 1 3 0 3 0 2 0 3 1 3 2 1 5 0 0 3,25 1,83 3,25 0,33

USB 4 3 5 4 4 0 5 3 3 2 4 3 2 5 1 2 4,25 3,83 4,25 1,67

Bluetooth 4 3 5 2 4 0 3 3 3 1 3 2 3 5 0 2 3,50 3,33 3,50 1,50

Performance:

Battery (operating time) 4 4 5 4 5 0 4 4 5 3 4 4 5 5 5 4 4,50 4,33 4,50 3,50

Processor 3 5 4 4 3 5 5 4 5 3 4 5 4 5 5 4 4,75 4,00 4,75 4,17

Memory 3 3 4 4 3 2 4 2 3 2 4 3 3 5 0 2 4,00 3,33 4,00 1,83

Usability:

Screen 3 3 3 4 3 2 5 5 5 4 3 3 3 4 2 3 4,25 3,17 4,25 3,17

Functionality:

Creation of test plans 5 5 5 4 2 1 5 0 5 2 4 5 4 5 0 0 4,75 4,33 4,75 1,17

Link to SPC (statistical process control) 5 5 4 4 3 4 5 0 4 2 4 5 5 4 0 3 4,25 4,33 4,25 2,33

Usability Experience:

 Multiple languages 1 1 2 4 2 4 2 1 1 0 2 2 0 3 0 1 2,00 2,00 2,00 1,00

Export of Data between devices 5 5 3 5 5 0 5 0 5 4 5 4 2 5 0 1 5,00 4,50 5,00 1,17

Export of Data CSV 5 5 3 5 5 0 5 0 5 2 5 4 0 5 0 0 5,00 4,50 5,00 0,33

Export of Data PDF 5 3 3 5 5 0 5 0 5 3 5 5 0 4 0 0 4,75 4,33 4,75 0,50

Export of Data XML 5 3 2 5 5 0 4 0 5 0 5 4 3 3 0 0 4,25 4,00 4,25 0,50

Export of Data MS Excel 5 4 1 5 5 0 4 0 5 0 5 5 3 5 0 0 4,75 4,17 4,75 0,50

Custimisable interfaces 5 5 3 5 5 0 5 0 5 3 5 5 5 4 0 1 4,75 4,67 4,75 1,50

Safety:

Shock protection 2 3 4 3 4 4 2 3 5 5 5 5 1 3 3 5 3,75 3,50 3,75 3,50

Internal shock sensor 2 3 3 3 4 4 2 2 5 4 1 5 0 3 3 3 2,75 3,33 2,75 2,67

Service:

Maintenance 5 3 3 3 4 3 5 4 4 5 5 4 5 5 3 5 4,75 3,67 4,75 4,17

Calibration 5 4 4 4 4 4 4 5 4 5 5 5 4 5 5 5 4,50 4,33 4,50 4,67

Training 5 3 5 4 4 4 5 5 4 5 5 5 5 5 4 4 4,75 4,33 4,75 4,50

Warranty 4 3 3 3 1 1 5 3 4 3 4 4 3 5 1 3 4,50 3,00 4,50 2,33

Other factors:

Brand Image 0 1 3 3 2 1 2 0 2 1 3 1 0 4 2 1 2,75 1,67 2,75 0,83

Price 5 4 3 4 0 1 5 0 2 2 4 3 0 5 0 1 4,00 3,17 4,00 0,67

O
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Persona Specific Attribute Set for QE1: 

 Attributes and Levels Desirability 

Importance 

Partworth 95 points 
left 

Fu
n

ct
io

n
 

Measurement Speed  5  

2 seconds per section  

 

0 

2 seconds per section  0 

< 2 seconds per section  0 

4 seconds  0 

Resolution    

10 μm  

 

 

10 μm   

30 μm   

Repeatability    

+/- 15 μm  

 

 

+/- 20 μm   

+/- 50 μm   

M
ea

su
re

m
e

n
t 

o
f 

co
m

p
le

x 
p

ro
fi

le
s 

Gap & Flush    

yes  

 

 

No   

Radius    

yes  

 

 

No   

Edges    

no  

 

 

yes   

Depth    

yes  

 

 

No   

Countersink    

no  

 

 

yes   

No   

Angle    

yes  

 

 

No   

Fold    

yes  

 

 

No   
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M
ea

su
ra

b
le

 s
u

rf
ac

es
: 

Paints    

Yes  

 

 

No   

Carbon    

Yes  

 

 

No   

Fibre    

Yes  

 

 

No   

Unpolished metal    

Yes  

 

 

No   

Plastics    

Yes  

 

 

No   

Glass    

No  

 

 

Yes   

Mirrored suface    

No  

 

 

Yes   

H
an

d
lin

g 

Size    

86x72x188  

 

 

90x135x190   

Weight    

0.53 kg  

 

 

0.5 kg   

1.1 kg   

User feedback    

Audio and vibraton, Display  

 

 

Audio and vibration   

Onscreen-Text   

colour LED   

Accessory    

Wrist loop, belt clip  

 

 

just wristloop   

just beltclip   

Fl
e

xi
b

ili
ty

 

Swiveling movement    

Yes  

 

 

No   

Tilt Correction    

Yes    
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No    

A
m

b
ie

n
t 

C
o

n
d

id
ti

o
n

s 

Environment (storage)    

-20°C – 65°C  

 

 

-20°C – 60°C   

0°C – 70°C   

Operating Environment    

5°C – 45°C  

 

 

10°C –40°C   

Impact resistance    

100 G  

 

 

150 G   

A
cc

e
ss

 

Wifi    

Yes  

 

 

No   

Ethernet    

Yes  

 

 

No   

USB    

Yes  

 

 

No   

Bluetooth    

Yes  

 

 

No    

P
e

rf
o

rm
an

ce
: 

Battery (operating time)    

5 hours  

 

 

4 – 6.5 hours   

>6 hours   

4 hours   

Processor    

2.4 GHz  

 

 

1 – 2.4 GHz   

Memory    

4 GB  

 

 

8 GB   

16 GB   

2 GB   

U
sa

b
ili

ty
 

Screen    

10.1” tablet  

 

 

3.8” LCD   
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Fu
n

ct
io

n
al

it
y 

Creation of test plans    

yes  

 

 

No   

Link to SPC (statistical process control)    

yes  

 

 

No   

U
sa

b
ili

ty
 E

xp
er

ie
n

ce
 

 Multiple languages    

Yes  

 

 

No   

Export of Data between devices    

yes  

 

 

no   

Export of Data CSV    

yes  

 

 

No   

Export of Data PDF    

yes  

 

 

no   

Export of Data XML    

yes  

 

 

No   

Export of Data MS Excel    

no  

 

 

yes   

Custimisable interfaces    

yes  

 

 

no   

Sa
fe

ty
 

Shock protection    

Yes   

 

 

No   

Internal shock sensor    

Yes  

 

 

No   

Se
rv

ic
e 

Maintenance    

Yes  

 

 

No   

Calibration    

Yes  

 

 

No   

Training    

Yes  

 

 

No   



  A-23 

Warranty    

12 month  

 

 

No warranty   

6 month   

O
th

er
 f

ac
to

rs
 

Brand Image    

high  

 

 

middle   

low   

Price    

20000  

 

 

25000   

30000   

 


