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Abstract  

 

Title: The past, present and future of networking: Do you dare to wait? 

Author: Sandra Petersson, Agnes Åström 

Keywords: Network, value, partnering, abductive, prime movers 

The purpose of this thesis is to investigate how the partners in a network can work together to 

create value in the future. This is a pre study within the subject and there is a need for further 

investigation within the subject in the future. The research questions have been examined with 

a qualitative research method with an abductive view to make it possible for the writers to 

create value together with the respondent. Theories used treats subjects including innovation, 

value, network, prime movers and partnering. The result shows there is a need to work in 

deeper relationships together with an internal and external network to create value. Barriers 

for this to happen would be a company who does not take advantage of feedback and is afraid 

of sharing knowledge; this can lead to a company that cannot handle threats in the future. The 

contribution to innovation is a new model named “heartfeed” created by the writers.  

 

 

 

 

Titel: The past, present and future of networking: Do you dare to wait? 

Författare: Agnes Åström, Sandra Petersson 

Nyckelord: Network, value, partnering, abduktive, primemovers 

Uppsatsens syfte är att undersöka hur aktörerna i ett nätverk kan arbeta tillsammans för att 

skapa värde I framtiden. Detta är en förstudie I ämnet och det kommer krävas djupare 

forskning i framtiden.  Frågeställningarna har undersökts med en kvalitativ metod med en 

abduktiv ansats för att författarna tillsammans med respondenterna ska skapa värde. Teorier 

som används är bland annat innovation, value, network, primemovers and partnering. 

Resultatet visar att det finns ett behov av att I framtiden arbeta I djupare relationer 

tillsammans med ett internt och externt nätverk. Hinder för detta är ett företag som inte tar 

vara på synpunkter från andra, inte vågar dela med sig av kunskap och risken blir ett företag 

som inte kan hantera framtidens hot. Innovationsbidraget är en ny modell kring nätverkande 

som heter ”heartfeed” och är framtagen av författarna. 
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1 Introduction 

It is getting more important to use the knowledge within the company and start to collaborate 

with partner’s surrounding the organization. (Benner, 2005) The competition is getting harder 

between organizations with rapid globalization requiring higher transformation and 

innovation speed, this makes it hard for companies to develop new knowledge within the 

company. Because of this organizations need to look for new knowledge outside their comfort 

zone instead of trying to develop new knowledge within the company, by collaborating with 

other companies organizations can get hold of new information. To receive new knowledge 

from other partners, organizations need to take the risk to share knowledge and skills with 

other partners in the network. If organizations don’t take risks they need to be prepared not to 

be attractive on their market and stagnate. (Huber, 1991) 

It is getting more important to create effective relationships to the partners within the network 

to create development processes and stay competitive, as a company it is important to change. 

When fewer organizations manage to survive on their own it is important to look outside the 

organization when performing a radical transformation. It is important to realize that an 

organization does not have all of the excellence within the organization for them to start using 

the partners surrounding the company to create a strong network. By creating a strong 

network the company can become a prime mover with competitive advantage that no one else 

in the network have. All partners in the network are dependent on each other and the 

organization that manage to use the network in the correct way in collaboration with others  

will manage to avoid the risks and threats whenever they occur. (Hamrefors, 2009) 

Tidd and Bessant describe innovation as not being about one individual but instead being 

about collaboration with different partners. It is important to involve others to get input from 

different perspective to increase the level of innovation. Innovation takes a lot of resources 

and is risky that’s why it is important to take advantage of the partners within your network. 

The partners include suppliers, customers, companies and financiers providing resources and 

knowledge relevant to the others in the network. (Bessant & Tidd, 2007) To succeed creating 

innovations it is important taking into account the different partners in the network, it is a 

collaborating process where many people are involved in affecting and getting affected. 

(Martin, 2008)  

Our research question in this thesis is divided in two parts to create a holistic perspective 

around network. Our research questions are: 

 How should the network cooperate to exchange knowledge and information and 

contribute to create value for the customer? 

 What are the main barriers to create a value network around the quarry site? 

 

To investigate our thesis we have decided to analyze the network around quarry sites where 

Volvo CE is the supplier of construction equipment, to have a look at the possibilities for the 

partners to create more value in the network. 
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 We will try to understand how a new way of collaboration in the network around the quarry 

sites can look like, by having a look at other cases in different segments where the partners in 

the network has managed to create value together. Our thesis will give you an insight to the 

work of the partners in the network and how they can work in a more closer and systematic 

way in the future to create value for the customer.  

We hope our thesis will result in proposals for how Volvo CE can work closer to their 

network in the future. 

1.1 Background 

In this chapter the background of the thesis will be described. We will also describe the 

research questions examined during the thesis. The background will create an understanding 

for the purpose with the thesis. 

1.1.1 Company presentation 

Volvo Construction Equipment AB is a manufacturer of construction equipment as part of the 

Volvo Group. Volvo Construction Equipment (Volvo CE) is one of the oldest industrial 

company’s and the world´s leading suppliers of transport solutions for commercial use. The 

company has a wide range of machines and also offers a complete solution for financing and 

service. Volvo CE is available worldwide, which means that they can provide service and 

spare parts to customers in a large extent. Volvo Construction Equipment mainly distributes 

its machines through dealers both owned and independent, and is available in more than 200 

countries. Volvo CE core values are Quality, Safety and Environmental care. The 

organization has been active since 1832 and was started by Johan Theofron Munktell. Volvo 

CE is constantly evolving and growing all the time, today almost 15000 people work for 

Volvo CE. 

Volvo CE is divided into 4 different regions taking care of different customer segments, in 

each region there are owned and independent dealers selling the customer equipment to the 

customer.  

1.1.2 Presentation of interviewed companies besides Volvo CE 

Swecon is a Dealer of Volvo Construction Equipment in Sweden, Baltics and some parts of 

Germany. Swecon has around 400 employees around Sweden.  

NCC - Nordic Construction Company operates within house, construction work and building 

services in Sweden. 

Skanska AB is one of the leading companies in Sweden within construction. They work with 

house and construction work together with development of residential and commercial 

premises.  

Eskilstuna Elektronik Partner AB, EEPAB, is an electronic company in Sweden with 

integrated product development and manufacturing of electronics. Their strengths are working 

together with the customer with design, construction and production. 
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Structor is a knowledge company within project planning and implementation of building, 

industrial and infrastructure projects. They work all over Sweden to realize ideas and develop 

projects together with their customers. 

1.1.3 Clarification 

 The people in the network will be defined as partners, these partners are a cluster of 

customers, dealers, subcontractors and suppliers. 

 We have decided to write this essay in a personal way because of our abductive view, 

this means we won’t use the term ”writers” when giving our own opinions in the 

subject. 

 Abductive means mixing theory with observations.  

 Quarry site is where raw material like stone or metal is mined for use at construction, 

or as building material. 

1.1.4 Problem 

One challenge in organizations today is to reconfigure value chains to become more fluent in 

their structure and create value networks. The value network helps companies to exchange 

information between the customers, suppliers, enterprises and community to create an 

economical value. (Allee, 2000) 

Companies have changed focus from value created for the customer to value created with the 

customer (Hamrefors, 2009; Normann, 2001) Today it is easier to see how some companies 

leads the market and create standards, while other companies don’t take as big initiative on 

the market but instead put focus on continually making improvements to their products. 

(Normann, 2001) 

A big part of the industry use Lean to create value for the customer, today lean is also used in 

other areas then the industry to create value. An automated process creates more value for the 

customer, because of its ability to reduce unnecessary stops and usage of unnecessary 

resources. (Liker, 2004)  

Volvo CE can see a change on the market where the customer is putting more focus on total 

solutions instead of just having focus on the machine, they can also see that the company is 

moving towards a new paradigm where energy efficiency, smarter machines and a total 

business solution will be more common on the market in the industry. Today the company has 

a big focus on the hardware instead of software and work in a stage gate process when they 

develop their services. How will the future look like for the company when products move 

toward being services and a big focus will be put on the functions the company creates for the 

customer? Will the company be able to stand up against the new paradigm without help from 

the network? 

With this investigation we want to examine how Volvo CE can work closer with their 

network to create value for their customer. 
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1.2 Research question 

- How should the network cooperate to exchange knowledge and information and 

contribute to create value for the customer? 

 

- What are the main barriers to create a value network around the quarry site? 

1.3 Purpose and goal 

The purpose of the thesis is to examine how the partners in the network surrounding Volvo 

CE can work together in the future and come up with meaningful solutions on how to create 

value together with their partners in the network. And a way for the company to understand 

how they need to work in the future to stay competitive.  

Our goal is to find new solutions for companies to move from a traditional stage gate product 

development process to a more iterative product development process where partners are 

continuously involved and create value together throughout the development process and find 

a new way for companies to take advantage of the network they are a part in. 

1.4 Contribution to innovation 

Our contribution to innovation is a new way for the companies to develop new solutions, by 

utilizing and involving the complete network around the customers and users. This is 

important due to the paradigm shift in the construction industry towards total business 

solutions.  

We assume that companies can find new ways to develop new solutions for (and with) their 

customers by using the expertise and understand the function distribution in the network. 

The work is written with an innovation perspective. This has led us to use different sources 

when collecting facts and information and not only the use of scientific articles. In the 

empirical findings, empirical findings are observations of the reality,  we have described 

different case that is not connected to the segment we have examined to try to find new 

solutions by ”thinking outside the box”.  We have been inspired by Frans Johansson and his 

book ”the medici effect” (2005) which deals with the intersections between different subjects 

to find breaking ideas. Diversity in our case studies and theories will increase the capacity for 

innovation in the work. 

1.5 Disposition 

The thesis is divided in six chapters to make sure an understanding is created around the 

research questions and to answer our thesis. 

 Introduction:  

Describes the background to the thesis and gives the reader an insight to the research 

question that should be treated in the thesis. 

 

 Method:  

Describes the procedures we have used to answer our research questions.  
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 Theoretical approaches and conceptual definitions:  

Describes the theoretical parts and conceptual definitions used to answer the research 

question. 

  

 Empirical findings:  

Assembly of the interviews made and the cases collected from the literature and other 

sources. 

 

 Analysis:  

The result of theoretical and empirical material.  

 

 Conclusion:  

Proposal to continuing work within the subject, answers to the research question and 

our contribution to innovation. 
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2 Method 

The Method describes procedures and is made to be able to judge our result and see how it 

has been affected by our procedures. The method is described to make sure our results give a 

correct view of the reality. (Jacobsen, 2002) In this chapter we will present our chosen 

method, sample of respondents and procedure of our thesis. 

2.1 Methodological choices 

There are several different scientific methods when doing science, three of them are: 

Induction, deduction and abduction. We have decided to describe the three different 

methodological choices to give a clearer view of our methodology of choice. This makes it 

easier for the reader to judge the result and its relevance. We have tried to find the method 

suited best for the thesis and the result we want to accomplish with the thesis. 

2.1.1 Induction 

Observations are supposed to be connected with theoretical material in induction, this makes 

the theoretical material the result of the scientific view. In some cases induction mean the 

scientist need to go back collecting theoretical material after making observations to get a 

result, this method is called grounded theory. (Bryman, 2011; Langemar, 2008) By induction 

conclusions are made after observations and experiences. If the observations shows the same 

pattern after several times a conclusion is made from the observations telling the phenomenon 

always will act the same way. This have created the induction problem, the problem shows 

the difficulty with observations. Just because something has shown a pattern after 

observations does not mean the phenomenon always will act the same way. If the sun has 

raised seven days in a row does not mean it also will be raised on the eight day. (Christensen, 

2002) 

2.1.2 Deduction 

When using a deductive view, theories are gathered in the beginning of the studies to later on 

be tested against the reality, these observations are the material forming the result. Deductive 

view is the opposite of inductive view where the study is governed by the theory and tested 

with help from the empirical findings. (Bryman, 2011; Langemar, 2008) Deduction is related 

to causal relations (that is when the cause is followed by effect, given the causal relationship). 

It seems to be possible in the causal relations to construct the cause when you know the effect; 

this is the same thing that will happen in deduction. (Christensen, 2002) 

2.1.3 Abduction 

Abduction means switching between induction and deduction in the same research. 

(Langemar, 2008; Larsson et al 2005) We have decided to use the abductive view and the 

reason for this is that we wanted to produce something new together with our respondents. 

When using the abductive view it is possible to produce something new and get a result that 

can be used to produce new solutions. (Alvesson & Sköldberg, 2008)  
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The good thing with the abductive view is that things been said in interviews can be moved to 

a new context and be used in following interviews with new respondents as input to the 

research. In this way it is possible to get to new and interesting solutions. By using an 

abductive view it is permitted to switch between theory and empirical findings, this makes it 

possible for the chapters to grow along side with the study. By starting with collecting facts 

and knowledge within the area it is possible to create relevant question to ask our respondents 

to collect valuable material for our study. (Alvesson & Sköldberg, 2008) 

2.2 Qualitative method 

The basics for all science is the same when conducting research in both qualitative and 

quantitative method, it is about collecting material, make data of the material and analyse the 

material. The difference between qualitative and quantitative methods is how these steps are 

preceded. The hard thing about qualitative method is to describe the object exactly how it is, 

this make it almost impossible to come up with the exact same result again and the 

interpretation is often subjective. Qualitative research was developed to be able to catch all 

experiences people have, the research wanted to collect all the material the quantitative 

method is looking beyond when doing research. The quantitative method focuses on facts and 

numbers when performing research when the qualitative method looks at feelings and the 

subconscious. The researchers in the qualitative method thought these variables were hard to 

study with only help from the facts. It is hard to know when the different methodological 

views should be used, but it is commonly said that the method should be chosen after deciding 

the research questions. It is quite unclear when the different methods should be used, when 

many qualitative researchers often describe amount and not only experiences in their work. 

(Wedin & Sandell, 2004)  

The qualitative method was used in this study to reach the depth of our research questions and 

try to explain how, what and why things happen and interpret its context. (Bryman, 2011) 

By using the quantitative method the researcher has a clear picture of what he or she wants to 

examine and has beforehand structured the method according to current theories. After this 

you have a quantitative material with relevant answers that should be treated with statistics 

and presented in graphs, diagrams and excel sheets. (Bryman, 2011) When using the 

qualitative method the researcher use observations studies of different kinds, interpreting of 

texts and interviews with specific respondents or focus groups. In these interviews the 

discussion is open and focuses on the respondents memories, experiences feelings, attitudes, 

and from this a theory will grow alongside with the study. The researcher studies, interpret, 

repeat the study and interpret the data once more. This hopefully lead to the material being 

able to be structured and generate a deep understanding of how a certain type of people 

experience their situation from a given context. (Bryman, 2011)  

This is why we think the qualitative method with an abductive view is suitable for our 

research questions. We want to generate new relevant solutions for Volvo CE. 

2.3 Collecting of data  

This chapter describes the resources used to collect the material for the study. In this chapter 

the sources of primary and secondary references will be described and the critics we want to 

point out for our own research and how the critic has been dealt with. 
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2.3.1 Primary data 

To collect material from the primary sources we have decided to perform semi-structured 

interviews. Characteristics for the qualitative research are trying to get a clear picture of the 

respondent’s reality by being conscious of your own subjectivity and understanding, to be 

able to interpret the material from the theoretical foundations. (Carlsson 1991) 

2.3.2 Secondary data   

Secondary data is the material that has probably been collected by another researcher, not 

being conscious about the purpose of the material. This is a good way of collecting data; 

because of its time and money saving possibilities when other type of collecting data can be 

expensive and takes a lot of time. Another advantage of this material is to secure good quality 

on the material because of the hard selecting processes made by earlier skilled researches 

(Bryman 2011) When using secondary resources, the hard part is understanding the material 

and to be able to know how it should be used and how it should fill the correct purpose. In the 

same hand the researcher does not have to collect all data on his own and can spend time and 

energy on analysing the material, one of the most important parts of the work. (Bryman 2011)  

After completed the interviews with our respondents we realised we did not get the amount of 

data we were hoping for. This made us look for more secondary resources to get information 

about how other organizations or phenomenon work with networking. By examine this 

material we had the possibility to find new ways and interesting information about the 

network. We have decided to put these case studies in chapter empirical findings. 

2.3.3 Criticism against sources 

When collecting and using existing data it can be hard to have an insight about the quality of 

the resources. It takes time and commitment to get to know the material and to examine the 

credibility, authenticity and reliability of the resources, it is important to never take the 

material for granted. Sometimes an analysis in the material can have been drawn in a 

completely different context and this mean the information does not need to fit all contexts. 

Another critical perspective to keep in mind when collecting existing data is the theoretical 

perspective that can have been changed or developed after the collection of the material have 

been made. (Bryman, 2011) 

Before making the conclusions of existing material we have tried to strengthen the material by 

researchers reaching to the same or similar conclusions. We have mostly used scientific 

articles because skilled researches or institutes created them.  It is probably impossible to find 

data that’s absolutely reliable, but if we are aware of this and question the material with a 

critical eye it is possible to be objective and get the most reliable result.  

2.4 Selection 

In this work different selections have been made throughout the process, we have used a 

combination between a subjective selection and a snowball selection. The selection made of 

respondents was made by their experience from working around and with quarry sites or had 

good knowledge about the area. We wanted to have a wide selection of respondents and tried 

to find a versatile selection of respondents on different departments and companies. The 
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respondents chosen should have a clear connection to quarry sites or other relevant areas, 

other than this we did not have any special preferences for the selection. By doing this we 

wanted to capture the big picture. The first respondents were chosen by the giving criteria, but 

the contact with the last respondents was established much later and made the selection to 

reassess regularly.  

When using the snowball selection, snowball selection is when a sample group appears to 

grow like a rolling snowball, our understanding for the subject grew and the valuable input 

got bigger for each interview. At every interview the understanding was built together with 

the respondent and with inputs from earlier interviews. One problem that can occur when 

using the snowball selection is the risk of losing focus when being a part of the study and not 

having an overview. It is important to have this in mind and be aware of this to adapt the 

research according to these conditions. (Bryman, 2011) 

The first respondents contacted were asked to give a proposal of other people that could be 

interested in participating in the study. This is a subjective choice that could open many 

closed doors when getting referred to by recommendations and finding the right people for 

our work. (Denscombe, 2000) 

During the study we decided to remove literature and one of the starting research questions, 

this was made when the material didn’t fulfil the purpose of the study. Only ethical approved 

articles were used and articles including ethical principles. 

2.5 Interviews  

When performing the individual interviews a semi structured interview was used. A semi-

structured interview is designed to capture the deep in a question, more than a questioner 

would do. The question is often formulated and the interviewer has the possibility to add or 

remove questions from the interview during the interview, to capture important answers. 

(Bryman, 2011) A disadvantage of this type of interview methodology is the time demanding 

when every interview needs to be compiled and analysed individually before comparison with 

other interviews can be made. (Bryman, 2011) We would have wished for the possibility to be 

able to perform some of the interviews in focus groups, this was impossible because of our 

aim to stick within the time frame and the respondent’s lack of time.  

Despite the fact that we were using a method where questions involving a specific event or 

situation with relevance to the research questions were given to the respondents we didn’t 

receive the information wanted from the interviews. The information received from the 

respondents at Volvo CE was only confirming information of facts. This made us look at 

cases outside the organization where organizations or phenomenon have managed to create 

value in the network. This made it possible for us to perform a deep analysis with a big 

contribution to innovation. We consciously decided to choose case in both segments and 

industries where value has been created together with the customer and partners in the 

network. This made it easier to get a full understanding of how a network should look like and 

how this could be implemented on Volvo CE.  

Our goal with the interviews was to get an understanding of how the partners in the network 

experience their working processes in real life and in this way be able to come up with 

solutions together with the respondents. The qualitative method was used in a wish to 

understand the reality of the respondents. We didn’t succeed completely with this, either 
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because of interviewing the wrong respondents or asking the wrong questions to the 

respondents.  

2.5.1 Material  

The interviews were compiled and shaped from the theory. Same questions were the 

foundation to all of the interviews, but because of the abductive view we had the possibility to 

reshape the questions when our knowledge got bigger within the subject and new information 

became available. The questions were a support for creating a discussion together with the 

respondent to create knowledge together.  

Since interviews were performed with different respondents in different organizations and on 

different positions we created different questions adapted to their function in the network. It 

was also necessary to perform semi structured interviews to get to the bottom of the 

respondents thoughts, position and department. This means almost every research question 

has been adapted to every respondent. In the end of this work you’ll find an annex with the 

research questions. 

2.5.2 Respondents 

The interviews were performed with respondents from different departments on Volvo CE 

with a connection to quarry sites. Bryman (2011) consider an interviewed can be performed 

with anyone as long as the theme is relevant to the respondent. It is almost always good to use 

a lot of different respondents with different backgrounds, age, sex and education to get the 

most accurate picture. (Bryman, 2011)  

Five interviews with six respondents were performed at Volvo CE. One of the interviews was 

performed together with two of the respondents, this was good as they could build on each 

other's answers and discuss problems. One interview was performed with one of the dealers 

working together with Volvo CE, and two interviews were performed with quarry sites, who 

are customers to the dealer. The interviews were performed to get a better insight to the 

network around quarry sites. We also conducted two phone interviews with two different 

external companies EEPAB and Structor. These interviews were performed because of the 

two companies good ability to take advantage of their network. By interviewing the two 

companies outside the network of Volvo CE quarry site segment we wanted to see if there 

were any connections that could be drawn to Volvo CE or be used in their network around 

quarry sites. 

2.5.3 Procedures 

As mentioned above the interviews are only one part of our material in the empirical findings. 

This means that the analysis of the study is not only founded on the basis of these interviews 

but also on theory and cases. In this chapter the reader will get the full picture of how the 

interviews were performed.  

 

15 to 25 persons were found to be relevant for our work, these people were contacted by mail 

and telephone for the possibility to book an interview. We were aware of that people might 

having a lack of time and handled this risk by contacting a lot of respondents in good time 

before the interviews. When contacting the respondents we made sure to point out our 
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flexibility and their contribution to the study. As we predicted a lot of mails didn’t came back 

and a lot of the respondents didn’t have time to meet up with us. The interviews were 

performed on the workplace of the respondent, except of the two last interviews that were 

performed by telephone. At the two interviews with the quarry sites we had the possibility to 

see the quarry site to give us a better understanding of the work performed at site.  All 

interviews were performed on a time frame between 30-80 minutes dependent on the time the 

respondent could manage to give us. All interviews were recorded and written down to reduce 

the risk for information to get lost. In the beginning of every interview a presentation of our 

project was made where we clearly pointed out the purpose with the study and the 

respondents also received a presentation of us. Our intention was to create a comfortable and 

safe environment for the respondent to be able to create a good discussion between the 

respondent and us. During all the interviews we tried to let the respondent govern the 

conversation and highlight important stuff in their work. After the introduction we informed 

about the ethical principles and the purpose of the interview. We also asked the respondent if 

we could record the interview under the condition the material would be deleted after the 

study was finished. We also asked for permission to use their name as well as their company 

name in the study, which all respondents agreed to.  

The respondents also got the possibility to get the final copy of this study sent to their mail 

after completed study. After performing the interviews we decided only to transcribe, 

transcribe is to write down every word of the interview, the parts of the interview that were 

relevant and interesting for our interviews. Because of the use of an abductive view we have 

created an understanding together with the respondents and interpret the empirical findings 

we received from the respondents. The reason for the performing of transcription is to make 

sure there is no space to interpret of the data. The purpose of our study was to interpret the 

material we collected to be able to create a result together with the respondent. This is the 

reason only some parts of the interviews were transcribed. 

2.6 Limits  

To examine our thesis we have decided to limit our work to quarry sites within Volvo CE. We 

have made this limit because of the complexity and big network surrounding Volvo CE, and 

the impossible work to be able to map and understand the full network within the frames of 

the thesis. Our hope and expectations is for the results to be applicable also to other areas 

within Volvo CE. Our study has mostly had focus on how to create value for the partners 

within the network and how they should collaborate. Because of the short time frame it has 

been impossible for us to perform more interviews than we have done. We have also limited 

the analysis made from the relatively extensive interview guide and the semi structured 

interviews that left us with a heavy material to analyse. Because of this we have decided to 

focus on the areas connected to our research questions and the parts in the material where 

barriers get visible and problems experienced within the network. 

2.7 Criteria’s for truth   

In this chapter we will account for the different criteria’s for truth that describes the credibility 

and durability of our study. 
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2.7.1 Reliability 

To reach a perfect reliability it is important for the object observed or the measurement being 

made to get exactly the same result every time the observation or measurement is done. All 

factors influencing the risk for the measurement to give a different result is called random 

factors. These factors can occur because of a mistake being done with the instrument 

measuring the variable, that the research isn’t made in the exact same way every time, the 

human factor, concentration skills from the people involved in the study or mistakes done by 

the researcher. There are random factors and systematically mistakes; one systematically 

mistake can be a different clock being used in different groups during the same study or 

individuals in the study interpret the given information in a wrong way. To avoid these 

random factors the researchers tries to standardise as much as possible of the research, the 

more credibility the different part in the research can get, the more reliability the researcher 

receives. When the researcher actively is trying to reduce the random factors it is called intern 

judgement reliability. (Wedin & Sandell, 2004) According to Langemar (2008) it is not 

necessary to talk about reliability in qualitative research, when no measurements are being 

made. Langemar says it is not necessary to draw a line between reliability and validity in the 

qualitative research method.  

2.7.2 Validity  

The validity in the research is judged to make sure the research is investing the correct 

phenomenon, if the research has high reliability (the research is performed in the correct way) 

and have low validity (the researcher is investigating the wrong things) the research will be 

more damaged, then if the researcher would have a low reliability and a high validity. When a 

research is conducted it is always a chance for things to happen that will lead to some sort of 

mistake and a misleading conclusion, these mistakes is as mentioned above called random 

factors. (Wedin & Sandell, 2004) According to Langemar (2008) validity is the scientific 

value found in the investigation, with validity the research credibility, quality and 

meaningfulness is judged. Validity can be judged in different ways, among support in the 

data, qualitative generalizability, meaningfulness, usefulness, logical explanations and 

consistency with resent studies. The participants in the study should also have the possibility 

to review the results. (Langemar, 2008)   

In our research the truth factors have been taking into account, we have been trying to make 

sure the validity and reliability get as high as possible. We agree to Langemar (2008) and do 

not find it important to draw a clear line between validity and reliability in the qualitative 

research methods because of our lack of measuring instruments in our research that affect the 

research. We are aware of the random factors that could occur if the respondents interpret our 

interview questions in the wrong way. To make sure validity is achieved we have followed 

the guidelines from Langemar (2008), to make sure the study in the biggest possible way can 

be generalized against the subject studied with focus on the usefulness and meaningfulness of 

the study.  

2.7.3 Relevance 

Relevance is about making sure the study examines the correct context and a context that can 

also be relevant for other groups and people than just for the researchers. The result of the 

study should be well founded, reasonable and produced with appropriate methods. (Eriksson 

& Wiedersheim-Paul, 2006) The relevance in a study is important because if a mistake has 
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been committed in the study this will affect the relevance in the result. If a result from a study 

where an organization has been studied at a certain time or place, and the result should be 

possible to use at another organization or segment it is important for the material to have a 

high relevance. If the material should be possible to apply on the new area it must be 

representative to the new context. (Jacobsen, 2002)  

To make sure the relevance in the study sustain high we have had discussions with our 

supervisor at Volvo CE to make sure the research questions are relevant to their context and 

the people working in the organization. It was also performed an early search for literature to 

see earlier subjects treated in the theory around our area and the relevance in the subject. The 

qualitative method was chosen to create an understanding together with the respondents and 

because it was most suitable to use in the research. During the study we have been critical to 

our own work and theories to make sure we didn’t make any early conclusions about the 

subject.  

2.8 Ethics 

By following the Research Council´s principles of ethics this will eliminate ethical 

transgressions. The guidelines of ethical principles within humanities and social science are 

developed by the council of science to make sure all science is useful for the society and do 

no harm the individuals taking part of the research projects. The principles are divided in two 

basic demands to fulfil these requirements. The demands are research requirement and 

individual protection requirement. The individual protection requirement is divided in four 

different parts to make sure there is always a good protection for the individual participating 

in the research. 

The individual protection consists of consent requirement, information requirement, 

confidentiality requirement and use requirement:  

Consent requirement, designed to make sure that the individual never will be forced by 

anyone to participate in research, for example by the school or an employer. If a person under 

15 years age is participating in the research, permission needs to be given from the guardian. 

The participant in a research study decides on what terms and how long the person wants to 

participate. If a participant decides to discontinue the research it will not have any negative 

impact on the participant. A respondent in an interview always have the right to interrupt an 

interview if the respondent does not want to participate any more. If material already have 

been collected it is up to the researcher and participant in consultation to decide if the already 

collected material can be used in the study or not.  

Information requirement is designed to inform the participant about the study. The 

participant should be informed of their voluntary participation and the possibility to interrupt 

their participation whenever they want.  It is important to present the research purpose for the 

participant and inform about the knowledge the research will bring to the society. It is also 

important to present risks and discomfort that the participant may be exposed to. It is also 

good to tell the participant about where the result will be presented.  

Confidentiality requirement is designed to make sure sensitive data is regulated in the 

professional secrecy. If a participant has expressed a desire to be anonymous in the study the 

research must make sure it is impossible for outsiders to trace the data or figure out whom the 

participant may be. This is extremely important if the participants find themselves in a 

vulnerable position.  
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Use requirement is designed to make sure all collected material in the research does not get 

used in commercial or non-scientific areas. Collected material from a participant can never be 

used against the participant to make decisions that personally affects this person (example. 

compulsory treatment or care). (Vetenskapsrådet, 2013)  

2.9 Data Processing  

After the interviews were preceded discussions were made to be able to take advantage of the 

information in the fastest way. The material was written down in different groups to easier be 

able to analyse the material. The material we got from the interviews was compiled in the 

categories: experiences, relations in the network, future and barriers. 

Alongside with the collection of empirical findings our theory has been developed in line with 

the abductive view. The purpose of the abductive view is the possibility to change theory to 

facilitate the analysis. We have continuously interpreted theory and empirical findings during 

the study, and developed the research question during the process of achieving our purpose.  

Analyse of the material lead to a new model for networking named heartfeed. The model is 

presented in the chapter contribution to innovation. 
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3 Theoretical points and definition of concepts 

A theory is a simplified view of what reality looks like. The theory can help us understand the 

context and understand why a phenomenon behaves in a certain way, this data is important 

when we should interpret the various phenomena that we have observed. (Jacobsen, 2002)  

3.1 Innovation 

An innovation can be defined as a new idea or solution, but must be a novelty that has reached 

the market (Mickos, 2013). Innovation is not easy to define as it is a complex process that is 

not just about inventing things, or a product of fact findings (Tidd & Bessant, 2012).  

Both Burns (2011) and Mintzberg (1983) describes innovation as to break away from 

established patterns or in other words, to do things very differently. The innovation comes 

when you least expect, therefore you need to be receptive to it. (Swap & Leonard, 1999) 

Innovation is a creative process, which leads to ideas created by ambition from idea to 

finished product. The result do not need to be something concrete, it can be a process, or a 

new way of working. (Tidd & Bessant, 2012) 

3.1.1 Innovation process 

Baregheh, Rowley and Sambrook (2009) have developed a model describing generalized 

definition of the innovation process or the basic concept of innovation. In their model they 

describe the innovation process as an ensemble of six different pieces that together describes 

the definition of innovation. The six parts are stages of innovation (i.e. implementation, 

development and adoption), social contexts (i.e. people and groups that participate to create 

innovation), means of innovation (i.e. resources needed to create the process like creativity 

and technology), aim of innovation (i.e. success or competitive advantage), type of innovation 

(i.e. process, technology, service) and nature of innovation (ex. is this something completely 

new or an improvement of something). 

3.2 Value  

Value is primarily to put together the right combination of service, quality and price for the 

target market (Kotler, 1988). Kotler (1988) defines value as the difference between what the 

customer gives and what the customer receives. It is the difference between the benefits that 

customers receive and the cost that they pay to achieve these benefits. Value aims to do what 

the customer will benefit from. You can create value by eliminating unnecessary waste in 

your development process. (Womak & Jones, 1996) It may be difficult to define the value as 

there is no general definition of the value. Value can mean different things for each individual 

and for each new project. The value refers not only to economic value, but also qualities. It is 

the end customer's demand that is the actual driving force and gives the product or services its 

value. (Aasen & Amundsen, 2011) 

Added value refers to improvements or changes in the product that would otherwise be 

considered relatively homogeneous along with what competitors are offering, which gives 

potential customers and consumers a greater sense of worth. (Porter, 1985) 
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Shared value refers to the value created jointly between companies, customers, and others in 

the network. Shared value can be defined as the activities that will increase the company's 

competitiveness, while they look to improve conditions in the communities in which they 

operate. (Porter, 1985) 

Knowledge is regarded as the most basic resource, and learning the most important process 

for innovation and competitiveness. Companies may need to supplement their existing skills 

with knowledge based on whether they will manage to survive in the long term. Organizations 

cannot build knowledge on simply an internal learning, they must have greater access to 

repositories of both systematic and analytical knowledge on a national and globalized level. 

Through increased collaboration can the various partners gain access to more information and 

skills, which increases their common capacity for innovation and discourage technological 

lock-in. (Benner, 2005) 

3.3 Network 

The different actors in an organization are forming a network. They may have close 

relationships with strong ties or barely have any contact at all. The different actors that 

constitute a network can be suppliers, customers, shareholders and employees. The research 

emphasizes how important it is to have a strong bond between the various partners. By 

creating a clear network organization, the various stakeholders exchange knowledge, 

information and experience with various external partners outside the organization. As long as 

there is a willingness of the partners to be part of this network, mutual exchange of knowledge 

and shared values, they will succeed. It depends on their openness if it will be a functioning 

network or not. (Dalsgaard and Bendix, 1998) 

Alvesson and Svenningsson (2007) describe the concept of network as a metaphor and 

describes the network metaphor as a variable based on the relationships, information and its 

environment that exist around a company. From this metaphor, they assert that it is difficult to 

identify how this network looks like, to understand what properties relationships have and 

how they affect the company in different contexts. Alvesson and Svenningsson also points out 

the importance of relationships for networking to occur. These relationships exist in different 

forms, such as common standards, communication and information exchange between 

enterprises, where organizations share and exchange of personnel, or when a parent 

organization (i.e. municipality) creates relationships with organizations in the same industry.  

If you are in a network environment, you have to continuously improve the processes, more 

than the network requires. To increase efficiency, it is necessary to provide knowledge that is 

changing the process so that it is well synchronized with the external knowledge 

development. This applies to both find the right knowledge at the right time and the ability to 

integrate knowledge in the processes which will generate the creation of their own knowledge 

that will create meaningful impact in the company. (Hamrefors, 2009) 

3.3.1 Value chain by Porter 

The value chain is a strategic tool for companies to develop a framework for performing 

different activities to reach a competitive advantage. The value chain describes value as price 

the customers are willing to pay minus the cost for the company to create the service or 

product. The value chain looks different for buyers, suppliers and firms. If a firm only work in 

one industry segment it is possible for the firm to tailor the value chain and make it even more 
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cost effective. The value chain contains of nine different categories that are put together to 

show the company value activities. Companies that work in the same segment can have 

different value chains; this is because the company value chain is built on the infrastructure of 

the company, the people that work in the company, the technology in the company and so on. 

It is possible for firms and suppliers to take advantage of each other’s value chains to create 

value. By doing this firms and suppliers can reduce their costs. (Porter, 1985)  

The value chain is used largely in companies to create value but you can see significant trends 

that the companies are gradually moving to use the value networks to become more 

competitive and create a larger change and value in the organization. (Normann, 2001)  

3.3.2 Value network 

When Porter created the value chain he created a model where material is transported in a 

linear process and where the value is added in each step of the process from the different 

suppliers and partners in the value chain, before the product or service reached the final 

destination, the customer. Usage of material has been more decentralized today and this has 

made it possible for companies to create value in different ways. When focus was on 

production and material the value chain was useful but isn’t as useful in today’s society when 

knowledge and information has a higher price than material and production. (Normann, 2001)   

Porter examines the activities an individual organization use to create value, but he does not 

examine the activities that create value between companies. (Kothandaraman, Wilson, 2001) 

One challenge in today’s companies is to reconfigure value chains to become more fluent in 

their structure and create value networks. The value network helps companies in an easier 

way to exchange information between the suppliers, customers, community and enterprises to 

create an economical value (Allee, 2000). Key users in the value chain create the value 

network. The usage of electronically devices and the development of technology make it 

possible to reconfigure the value chain to a place where low cost solutions creates value for 

the customer. (Kothandaraman, Wilson, 2001) Value means different things to different 

people, the word has a different meaning to stakeholders, suppliers, employees, customers, 

companies and investors. (Bowman & Ambrosini, 2010)  

A value network can be compared to a complex value chain where a partner can apply 

multiple roles in the value network; this is possible because of the big growth of knowledge in 

the network and because of the possibility for knowledge to change faster in this type of 

construction compared to the traditional value chains. Because of this the partners in the 

network create a bigger addiction to each other to create value and guiding in the value 

network. Critical to success is the organization's ability to create efficiency in their position 

and create value for the entire value network instead just for their own benefit. Organizations 

in the value network must therefore develop a broader strategic focus. (Hamrefors, 2009)  

Value creation is increasing more within the context of networks of independent actors, so 

called value networks. These value networks are used instead of the more linear chains that 

were used before to create value. An organization that wants to position in a value network 

must be able to act appropriately and quickly, and most preferably immediately. By knowing 

their role in the network and have the knowledge of what the rest of the network has the skills 

and performance of doing they can easily handle major changes and threats together. In a 

network all partners will be dependent on each other to be able to create value. It is the people 
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in the network who manage to position themselves at a correct position that easier can handle 

threats and barriers and are able to see the possibilities instead. (Hamrefors, 2009) 

 

Figure 1: Sven Hamrefors value network (Hamrefors, 2009) 

 

3.3.2.1 Important components for value network 

Allee (2000) describes three different components that are important in a value network. She 

defines the three components as “currency” because the three components are something that 

can be exchanged within the value network. The first currency is goods, service and revenue, 

this currency contains all things that have to do with the products (invoices, contracts, 

development). The second currency in the value network is knowledge because it is important 

to be able to change information, process knowledge and everything else supporting the main 

product or service. The third currency is intangible benefits, these benefits go beyond the 

main product or service and have focus on loyalty against the customers and a sense of 

community. Kothandaraman and Wilson (2001) describes another model of how value is 

created that consists of three main parts. 

1. Core capabilities: Main features of existing partners in the network. These features 

will together create a value for the customer.  

2. Relationship: The features are affected by the relationship between the partners in the 

network. The Relationship between the partners helps the network to move forward 

and stay in the correct position. 

3. Superior customer value: By knowing what the customer wants it is possible to work 

against a place where the customer value is met. 

To create a value network the company needs to be surrounded by partners who all benefit 

from being in the network. A value network is a dynamic constellation where companies try 
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to find their place in the environment surrounding the companies and in the network. Some 

partners in the network have a bigger part in the network and helps to shape and reconfigure 

the network, while other companies in the network reshapes and reconfigures by the network.  

Today the value network is formed by e-commerce and with help from internet. Internet has 

made it possible to redefine the boundaries around when and how it is possible to get in 

contact with the customers. Internet makes it possible to supply support for already existing 

customers and the possibility to easy reach new customers. It is easy to get information from 

and about the customer that can be used to create even better relationships between the 

partners in the network. Electronic transition will not be the only way to reach customers in 

the future, but it will be a good supplement to ways used in today’s communication with 

business to business. By removing intermediaries more value and efficiency is created for the 

customer. (Kothandaraman, Wilson, 2001) 

Hamrefors (2009) describes how the value network has been created due to the company's 

ability with the current technology revolution where transparency has increased and 

information is a perishable commodity when everyone has the opportunity to put their values 

and opinions through the Internet. Knowledge is the second reason that the value network is 

created, since it easy to get access to knowledge, innovation may increase in the company and 

powers of innovation do not have to be driven by needs. Instead for the organizations to keep 

adding value, they need to build relationships with the players in the network, since they do 

not possess all the knowledge within the company. 

The difference between Porter's value chain and the value network is that in the value chain 

the actor will create something, which will be redefine further in the next steps and then 

reaches the customer. In the value network, it is common with parallel processes and internal 

loops, i.e. a company does something for another company, which then does something for a 

third company , which then helps the first company with something new and then reach the 

customer. In the value network knowledge is important because of the frequently changes of 

the network and because of all knowledge held by participants. The uncertainty in the network 

leads to the importance of the companies to strategically position themselves and determine 

what function they want to be in the network. Some companies in the network want to take 

the lead role to lead the creation of value, these are called prime movers. Others want to wait 

and follow the prime movers these are called second-movers. Both positions carry a risk for 

the company, the prime movers does not know if there is any value in what they do and those 

that come after do not know if there is any place for them in the market when others are one 

step ahead, even though they see the value in the product. (Hamrefors, 2009) 

Triggers or external circumstances may affect companies and networks. The triggers can be 

new laws, new technology, business model innovation or unpredictable events (terrorist 

attacks) (Tidd & Bessant, 2012) 

3.3.3 Customer value  

Customer value is the customer's perceived benefits relative to total costs. All customers 

strive to maximize the value of their purchases. They weigh price against performance and 

choose the products and services that are perceived to give the most for the money. 

Companies must develop the ability to interpret customers future needs in the right way while 

technologies utilized throughout the commercial process. Maximum value must be supplied in 

the struggle to be competitive. Customer value can be used to manage and lead an 
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organization towards better outcomes for clients, employees and shareholders. (Lindstedt & 

Burénius, 2003) 

3.4 Lean thinking    

”James Womack and Daniel Jones define lean manufacturing as a five-step process: Defining 

customer value, defining the value stream, making it ”flow”, ”pulling” from the customers 

back and striving for excellence.”(Liker, 2004, p.7) 

To create a Lean process we must know exactly what the customer values. All the steps in 

creating something that the customer wants are called a value stream. In the process of Lean 

we want to eliminate the risks of creating something the customer don’t need or want. This 

increases the possibility to create a more efficient flow in the production and by doing this it 

is possible to create a product development process that will come close to the customer 

values and demands. (Agbabian, Overgaard, Schley & Wojyys, 2009) Lean is today reaching 

beyond manufacturing and is not only used on an operational level but also to a strategic level 

in companies. (Shamah, 2013)  

Lean processes has mostly been used in the manufacturing industry but in this studies 

performed by Agbabian et al. (2009) lean thinking has been showed to be a successful process 

when trying to improve the current problems in healthcare with long waiting for the patients 

when trying to schedule an appointment with a doctor. In their study they begun with asking 

the patients (their customers) what they wanted, and they quickly could see the problems the 

patients experienced when trying to get an appointment. After recognizing the value they 

mapped out the processes, as they looked today when the customer wanted to have an 

appointment with the doctors. It showed that in many cases the patient had to spend over 

twenty minutes in phone and over 36 days of waiting for the appointment to be booked. The 

time waste depended on a lot of gates before the patient could be booked in an appointment 

with the doctor. After discover the time waste they changed the processes and made it 

possible for the call centers to book almost every patient to an appointment after their first 

call. The call lasted approximated 2,5 minutes per patient. By changing the healthcare system 

using the traditional manufacturing processes lean thinking they decreased the time waste and 

created value for their customers. 

3.5 Stage gate  

Cooper developed the stage gate process as structural processes to successful develop new 

product and service ideas. The idea is to use gates with different criteria’s that the project has 

to pass through on the way from concept development to commercialization. (Bessant & Tidd, 

2011) 

The stage gate processes helps organizations to effective develop new ideas and realize the 

ideas. The stage gate process maps activities that need to be completed in the process and how 

to perform the activities to reach the goal with the process. The stage gate process can look in 

different ways depending on the project. Several different steps are each followed by a gate to 

construct the process. In the gate, different checklists are completed to see if the project 

should be carried on with, be transformed or if the project should be interrupted. A gate 

consists of three steps that need to be completed before moving on towards a new step in the 

process. The three steps in the gate is evaluating the completed activities from the last gate, 

Criteria’s on how the project should be judged and new activities that should be completed 



The past, present and future of networking 

21 

 

moving towards next gate in the stage gate process. The assignment of the gates is to stop 

unwanted projects before they reach the market and become a failure. (Cooper, 2008) 

3.6 Prime movers    

Richard Normann (2001) describes in his book,  "When the map is changing the business 

landscape", how the new age of business opportunities will look like and how resources 

should be used in the new age of networks to create value for the customer. He describes how 

the density principle and the vacuum principle should see new opportunities in the business 

landscape to create value for the customer and ensure that the company becomes prime 

movers. “The difference between ”producers” and “consumer” or “service supplier” and 

“customer” are becoming increasingly blurred as the business landscape becomes more" 

service oriented" (Normann,2001,p.116) 

The density principle describes how to make the best resources moving to create value in new 

ways for the customer. The density is affected by the ability to think differently and new 

technologies. By making existing resources variable (Normann defines this as 

dematerialization) and break these up to pieces, new resources will be created that can be 

connected and bundled to a new offer that can create value for the customer, this is what 

Normann defined as density. In order to dematerialize resources companies need to look 

beyond the existing products, what are they really selling? Norman takes the example of a car, 

he describes the car as more than a product of plastic and steel, and instead describes it as a 

product that carries the information about how the future might look like, developments and 

research, as well as factory behind the car. If we can get information about how a product is 

used we can also see how this resource can create value. By seeing when things can be done, 

where things can be done, who can do the things and with whom these things can be done, we 

can release the resources that we have in the current situation and create something new. 

(Normann, 2001) 

Another term that Normann (2001) describes is the vacuum principle. This principle is used in 

the creation of new business opportunities and companies that are choosing to use the 

business opportunities to reorganize their value creation. It dissolves the boundaries of the 

firm and new structures can be created in the value creation network, in this period existing 

networks becomes weaker and some players will be eliminated from the market, while other 

players get new positions. The actors who take advantage of the opportunities are called prime 

movers. Prime movers often have a vision to improve the inefficiencies of the current system 

and ensure that the focus is moved from the services and products offered to instead focus on 

value creation. The companies that consider the big picture they are part of and focus on value 

creation processes have a high chance of becoming a prime mover. If the company has a big 

identification with their product and production process, it is often difficult for the company 

to take a leading position in the value network. But this does not mean that the possibility to 

take a position as a prime mover disappears, as long as the company has focused on 

understanding the context in which their products are used. "When the prime movers 

reconfigure they are drawing the new boundaries and blurs thus releasing old system 

definitions" (Normann, 2001, p.87) 
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The companies that don’t become prime movers must often adapt to the companies that are 

leading on the market, this does not mean that these companies will never lead. These 

companies have the chance to keep track of the big corporate mistakes and then improve their 

business based on these and take a leading position in the network. The result of the prime 

movers tends to redefine the roles of actors, become transactional and introduces new rules. 

"Whilst retaining and developing their specific skills as they add to the whole of the 

value creation system, brings all prime movers special skills: A vision of a network, and 

the ability to really bring together actors with different assets and skills, thereby 

creating a new and operating value-system"(Normann,2001, p.86).  

One company that transformed the playfield for the industry in the past and became prime 

movers in their area is IKEA. The company saw weakness in the past system and made a 

radical change in how the furniture was manufactured, sold and assembled. Another example 

of a company that became a prime mover in their field was Microsoft. When the paradigm 

changed from an industrial paradigm to a value creation paradigm, Microsoft understood that 

their strength would not be to sell computers or manufacturing them they should instead make 

money by almost completely dematerialize the product they already had. "They realized how 

they could use the software, their more or less dematerialize resource. In order to harness 

and control the hardware, physical manufacturing and product development. They created a 

new ecosystem for computers and communication". (Normann, 2001, p.83) 

3.6.1 Ekogenes  

A prime mover is the leader in a segment and is able to change opportunities for companies in 

the same segment. Changes can be implemented by thinking in new ways about the business 

model, improve the existing model, or with a radical change where a company alters the 

market so that it adapt to their new business model. Through a radical change companies have 

the opportunity to shape the network and create new rules for the business environment, when 

this happens ekogenes is created. Many strategies to create ekogenes are based on technology, 

to build a new infrastructure and set new standards for the society. One example is when 

Apple did not see the strength of selling its operating system to other actors and insisted only 

used the operating system in-house, this meant that Microsoft was the company that managed 

to become the new standard in the market. Customers often accept standards in the market 

even though it is possible that other systems are better. Most of us are familiar with the 

companies that succeeded in building infrastructure and not the companies that were close to 

the company that became the prime mover in the market, one example of this is the fight of 

the customers between VHS and Betamax. Ekogenes can also be a concept based and 

grounded in a vision or a concept around something, but the concept is in need of technology 

to become real. To make the concept real the company needs to look for the knowledge 

outside of their organization. (Normann, 2001) “Ekogenes usually arise from the interaction 

between ”hard” technology/infrastructure and “soft” concept” (Normann, 2001, p 110). 

Williamson and De Mayer (2012) also describes an ecosystem were partners work to create 

value together, but in this ecosystem one company has the leadership role and make sure that 

the other companies in the network helps to create value that can be beneficial for the 
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company on top of the chain. The company that leads the ecosystem does not need to be the 

company with the most power or resources but it will be the company that succeed in 

controlling and encourage the other companies in the ecosystem. 

IBM launched a "smarter planet" initiative, to achieve this vision they went together with 

eight other actors and created a new business model, known as "the green sigma solution". By 

creating a new business model together with other actors they entered into a relationship with 

the companies in order to achieve the vision of a smarter planet. 

3.7 Function 

A function map describes the motivations and the competition that drives the company 

forward. There are different function maps of different areas within the company, this means 

that marketing, production and market often have completely different functions in the 

organization. There are often function maps where all company functions are integrated in 

order to understand and identify the company's performance and competitiveness. It is 

important to know the key factors that drive the company to reach a competitive criterion. 

(Karlsson & Åhlström, 1997) 

3.8 Benchmarking 

Because of the several factors that are of importance to make all parts fall into place before 

successfully involve all actors and get them to participate, networking is not simple. For a 

large company it can be difficult to change the process in order to create more value in the 

network. It is not easy to manage a synergy in the network to make sure all share the relevant 

knowledge, ideas and experiences. It may be useful to examine and analyze other industries to 

gain an insight into how they have succeeded. By paying attention on how others have created 

close relationships with customers and suppliers and how information is disseminated to 

generate valuable ideas on how to develop their network and create stronger relationships and 

create value together. To study and analyze a different company in relation to the own 

company is called benchmarking. To look for the companies that are the most successful in 

the same field can be obstructive for innovation and therefore it may be better to examine and 

compare with a company that works with similar processes but in a different sector. When 

examining a different sector it is important to define the process to be improved in order to be 

able to compare how companies in other sectors work with similar processes to develop the 

process in an innovative way. (Hamrefors, 2009) 

3.9 Partnering 

Partnering is collaboration where all the actors involved in a joint project collaborate on 

common objectives, activities and finances. They have the same vision and goals, and succeed 

to achieve better results with their different skills and experiences. (Dubois & Gadde, 2012) 

This collaborative approach differs from the traditional methods of cooperation when the 

various actors in the network usually work individually with their part and then handing it 

over to the next actor. (Lindfors & Karlsson, 2011) 

Everyone involved in the project must have the same conditions and take part of the incentive, 

for everyone to feel like a part of the team and work against the same goal. (Dubois & Gadde, 

2012) It is important for all partners to be open and share their experiences and knowledge, 
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and not to hide anything for the rest of the team. The partners start the project together and 

cope with different problems and risks that may arise and in the end define a future solution or 

product. (Lindfors & Karlsson, 2011) 

There are two types of partnering: strategic partnership that are based on long-term solutions 

that extends over a variety of projects and project partnering based on the forms of 

cooperation created and maintained in a specific project. Some of the benefits of partnering 

are saved costs, increased productivity, shorter project times, contribute to increased quality 

through learning and continuous improvement. (Dubois & Gadde, 2012) 

There is a risk to get a funnel vision when continuously dealing with similar projects all the 

time. By working with multiple actors in different departments the risk of this reduces. When 

working with different projects beside each other it is possible to use the knowledge over the 

project boundaries. Conflicts can easily occur when the different partners can´t agree on a 

decision, this can create an imbalance between the actors. One of the key elements of 

partnering is mutual adaptation to create opportunities for improved performance. (Dubois & 

Gadde, 2012)  
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4 Empirical findings   

Empirical findings are described as data about how reality looks like. When the material from 

the reality has been collected a first interpretation is made based on notions of the subject in a 

more or less conscious level. This is not necessarily negative for the research as long as we 

recognize that this is happening, this interpretation can be called reflectivity. (Jacobsen, 2002) 

4.1 Interviews 

In this section we describe the data that we have collected through our interviews. 

4.1.1 Experiences  

4.1.1.1 Volvo CE 

Several of the respondents we interviewed at Volvo CE have contact with the end customers 

or other partners in the network. Most find that this contact should be more frequent to easier 

create a view around the customer needs. All respondents noted that the customer in the 

current situation have some kind of insight into the development of new products. One 

respondent have another opinion and do not think the customer needs to be involved in the 

process creating new products for the company to understand the needs of the customer. He 

thinks it is possible to find the needs of the customer by studying the customers in their 

natural environment.  

Several of the respondents mention that they believe that there is a concern from the company 

when the employees have a direct contact with the customer, the concern is that employees 

give the wrong impression to the customer around the information they provide or retrieves. 

The customer may think the information given or the products tested will become actual 

products in the near future. Elfsberg (2013) believe that the fear of giving the wrong 

impression or information to the customer is based on misunderstandings done in the past and 

that this affects the vision on collaboration with the customer. A shared vision with customer 

will prevent these misunderstandings that many of the respondents are concerned about when 

integrating with the customer. Clarity towards the customer and frequently stay at a customer 

site where they can participate and make input into projects that may be reality in the future. 

Customer solutions are the department in the organization with the biggest customer 

responsibilities. Albertsson is working with soft products and describes his work as one step 

into the organization, this means he almost does not have any contact with the end customer. 

Developments in soft products are faster within the organization than the development of 

hardware and it is important to seize these opportunities. It is important for the organization to 

accept the new business model emerging in software products because of its capabilities in the 

future. (Albertsson, 2013) 

Atencio (2013) think the function of the organization is to fill the gaps at the customer and be 

a total business provider for the customer. Pull and Push on the market makes it possible for 

Volvo CE to create an activity plan to meet the needs from the market.  

Unnebäck and Uhlin (2013) describes Volvo CE as a strong brand where the customer 

appreciates the traditional products and the feeling of knowing what they get. They think 

Volvo CE could be more customer oriented by making machines for special segments, instead 
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having focus on the usefulness of the machines to be useful over the segment boundaries. 

Volvo CE listens to feedback from the customer but for the company to stay unique it is 

important for them to stay customer oriented. Several of the respondents mentions that Volvo 

CE have big focus on their core products ”the yellow machines” and not surrounding ways to 

make business. 

4.1.1.2 Dealers 

One of the owned dealers at Volvo CE is called Swecon. The respondent at Swecon thinks 

that they have an influence on the products and services provided by Volvo CE, but in the end 

it is Volvo CE who has the final decision. The company has a global market they need to take 

into account before making a change to the current products.  

The respondent does not think it is negative for the dealer to be controlled by Volvo CE. He 

believe that if they had not been controlled, they had been able to everything their own way 

and this may have meant they had gotten a worse result in the end. The respondent believes 

that it is positive that Volvo CE has a more parenting role and controls Swecon who are like 

kids in this network. Today Swecon is trying to bring Volvo CE to the customers as often as 

possible in order for Volvo CE to get a better understanding of the customer. Bäck thinks it is 

important to look at the end customer to get a clearer understanding of how the customers use 

the products and identify the customer needs. Today the dealers acts as a mediator between 

the client and the Volvo CE and this allows the dealers to miss important things or convey a 

distorted picture of how the reality looks back to Volvo CE (Bäck, 2013)  

4.1.1.3 End customer  

It is not common for Volvo CE to be out at the quarry sites but sometimes they have contact 

over the phone with the sites. Wengland (2013) think that more value could be created if 

Volvo CE would have a closer contact with the quarry sites to avoid important information 

getting lost between the customer and Volvo CE. The respondent thinks the dealers have an 

important role in the network because they have a different kind of core competence within 

their companies compared to Volvo CE. The value that would be created with a closer 

connection between the customer and Volvo CE would be the opportunity to give their 

opinion on what technology they want and need in the machine; this could cause them to buy 

more machines. It would create more value for all partners if the customer got involved earlier 

in the product development process, because everyone possesses different skills and can get 

an even better machine that customers are willing to pay for even though it is expensive. 

Some companies today are not always willing to buy new equipment because of the high price 

but if they can join in and produce a new machine, they know from the beginning how the 

machine will operate and meet the requirements. (Wengland, 2013)  

4.1.2 Relationships between partners in networks  

4.1.2.1 Volvo CE 

Several of the respondents see Volvo CE as an organization governed by a hierarchal 

organization that needs to improve the internal collaboration.  However, there are major 

differences in this area within the organization. All of the respondent mention the advantages 
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to work within a network and the importance of integration between external and internal 

network.  

All respondents think it is good to study the customer at an early stage and think this could be 

good for the future development of products and relationships with the network. They think 

that the dialog between partners in the network is important to create value. One of the 

respondents mentioned that it is important to not forget to develop the internal network next to 

the external network.  

Atencio (2013) mention the importance to create deep relationships with subcontractors and 

not just have an exchange of information. A deep relationship makes it possible for faster 

processes with the subcontractors and a deeper confidence between partners. By creating 

these deeper relationships with subcontractors over long time they can create a deep and long 

collaboration.  

It is important to have a look at how integration is created and make sure the different partners 

interacting talk the same language. When Volvo CE is reaching out to their customer and their 

vision it is possible to identify the needs of the customer. If you don’t see the problem the 

customer is facing it is impossible to find new solutions. It is also possible to see a parallel 

between partnership and marriage. Just because you're married to a person does not mean that 

the partner have the right to read the other partners diary, or the need to do everything that 

they ask each other for. It is important to respect each other’s secrets in a partnership but still 

have transparency. (Elfsberg, 2013)   

Most respondents see Volvo CE as a second mover in the network and think that this depend 

on the innovative skills which have stalled in the company, a couple of respondents still think 

that the company is a prime mover in some parts of the company. Elfsberg (2013) points out 

that it is important for Volvo CE to realize that the cost of being second mover is the same as 

being prime mover in their business. This is because of the same money and time spent on 

development as the company who launches the new technique or product first on the market.  

4.1.2.2 Dealers  

Swecon have worked with Volvo CE for a long period of time. Volvo CE makes the machines 

and Swecon establish the contact with the customer selling the machines and service 

contracts. It is a business build on relations and it is the dealer who manage the relations with 

existing and future customers. Focus is to constantly evolving to create good and close 

relationships with the customers. Swecon works for Volvo CE and only sell their machines, a 

dealer survives by doing business and this makes a lot of other dealers not owened by Volvo 

CE to not care if they sell a Volvo or a Caterpillar. The dealer is not always trustworthy to 

only one brand. By working in a deep relationship with a dealer the companies creates trust. 

(Bäck, 2013) 

The reason it is important building close relationships with the customer is for the customer to 

realize that sometimes it is better to pay a higher price for the product and get good service 

then choosing a cheaper dealer and get bad service. By creating a relationship with the 

customer and creating a strong bond the customer can feel trust and confidence to the dealer. 

There is an established template of how Volvo CE and Swecon interact. Volvo CE drives 

Swecon in the direction Volvo CE believes to be most effective and creates better 

opportunities and conditions. Volvo CE has a clear picture of how they think Swecon should 

act on the market, but Swecon have a strong vision of how they should work to keep their 
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strong relationship with the customer. Swecon understands how the individual customer 

thinks and acts on the market. The collaboration between Volvo CE and Swecon is a family 

relationship where it is several strong wills to take in account, it is all about finding a way to 

make everyone happy. (Bäck, 2013)  

4.1.2.3 End customer  

It is extremely important to collaborate internal within the company boundaries and external 

with companies in the same segment. Wengland (2013) thinks that NCC and Swecon has a 

close collaboration, because of their frequently visits to the sites taking care of the machines. 

Swecon is good taking feedback from the site and have a good dialog when they are trying to 

solve a problem or find a solution.  

It is not good to have to many people in an organization, because of the difficulty in taking 

care of all of the knowledge in the company. By creating an organization with fewer 

employees in each segment it is easier to create collaboration between these people and taking 

advantage of the knowledge within the company. (Wengland, 2013) 

4.1.3 Barriers  

4.1.3.1 Volvo CE 

The respondents mention several barriers for the relationships in the network to change from 

the current view to a value network. Three of the respondents points out that it may be 

difficult to change the company's culture and tradition around networking and the company's 

willingness to change.  

Today Volvo CE determines in the network and sometimes they have trouble listening and 

taking feedback from other dealer and suppliers. This could be because of their already clear 

idea of how they want the result to be and because of the organization being afraid to do 

things in a new way. The dealer is sometime a barrier between Volvo CE and the customer 

because of the relationship Volvo CE have with their dealer. Volvo CE does not want to upset 

their dealers because of their importance to the company. (Unnebäck, Uhlin, 2013). 

An internal barrier in the company is not being aware of the innovative skills in the company. 

When the internal company is afraid of sharing information it gets hard to share information 

with external partners. If Volvo CE does not transform from today’s business to a more value 

creating solution they will be out of the game in the near future. (Elfsberg, 2013) 

”It is like we are fighting a war instead of being in love with each other.” (Elfsberg, 2013)  

4.1.3.2 End customer  

An obstacle within the nearest future is the shift of generation within the industry. It is hard to 

find the right people for the industry when there is not the same interest for the market 

anymore. Another barrier is the manufacture of material, in the future there will be a lot more 

need of rock material and a the communities will get harder to give permissions for our 

segment. (Wengland, 2013)  
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4.1.4 Future   

4.1.4.1 Volvo CE 

Rylander (2013) think that Volvo CE still will have the same foundations in the future but 

offering more to their customers. He thinks the company will move more towards selling 

services instead of products, he also thinks there will be a bigger network internal and 

external with partners contributing to the products. ”I believe Volvo CE needs to start seeing 

themselves as a function and not only as technical solutions.” (Rylander, 2013) 

It is important to work with the soft products and the machines at the same level and not as 

two different products. In the future there will be a bigger need for integrated solutions. A 

bigger focus on the customers will be important in the future to make sure the company 

retrains their standards. To be able to succeed with this it is important to work with good 

subcontractors with core competence within their companies and choose a couple of 

development partners that can be representative for a big group of customers. A total business 

solution will create competitiveness and help the company to compete with different core 

values. In the future there will be big focus on understanding how the customer uses the 

machines to create value and understanding how the machine will work in the context and 

structure at the customer work site. If Volvo CE can find these values it will be possible for 

them to understand what function they have in the network. ”In the reality functional sales 

don’t exist, at least not at my level.” (Albertsson, 2013) 

Volvo CE has to have a clear picture of how the customer will look like in the future. This 

does not necessarily mean that they must have personal contact with their customers. By 

removing the arm length between partners in the network today it will be possible to create 

shared visions together. It will also important to use the internal knowledge before external 

partners is connected. (Atencio, 2012)  

The future for the company is in total business solutions and to let go of the hardware to 

understand the customer needs and help their customers reach a higher effectively. It is also 

important to take advantage of external partners and knowledge. (Elfsberg, 2013)  

There will be a need for better understanding of the customer to be able to work closer 

together with the customer and partners in the network, by doing this the ability to take risks 

will increase. Volvo CE needs to decide on what position the company wants to have on the 

market. It is important taking advantage of the external partners, but even more important not 

to forget about the internal competes within the company. To be able to collaborate with 

partners, Volvo CE must learn how to work closer to subcontractors, these subcontractors also 

need to have a bigger influence on the process. By doing this the company can gain or lose 

opportunities, gaining by getting the possibility to put more focus on the customer and putting 

the company at risk by getting more in the hands of the subcontractors and letting them step 

up in the ecogenes. ”If Volvo CE does not change their way of working they will stagnate and 

fall behind in the development process.” (Unnebäck, Uhlin, 2013)  

Three of the respondents mention benchmarking as something the companies will use more in 

the future. (Unnebäck, Uhlin, Rylander, 2013) 
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4.1.4.2 Dealers 

In the future it is important for Volvo CE to have a bigger focus on the customer and work 

closer to the end customer. It is also important for Volvo CE to create a strong relationship 

with all of their dealers to create strong bonds within the network to be able to feel like a team 

working together aiming at the same vision. (Bäck, 2013)  

4.1.4.3 End customer 

It is necessary to create a better network in the future to be able using knowledge of other 

companies, it is also important to cooperate across borders in order to create more value for 

the customer. By collaborate with competitors and partners the risks and threats are reduced. 

Today you look a lot on your competitors to learn from each other, if they instead helped each 

other with all the knowledge and experiences they have it would improve everyone’s work. 

This will be crucial to stay on the market and still be competitiveness. It is important to let 

other partners into the company by joining ventures; you only need to agree on the terms of 

condition. There is no reason to have all knowledge within a company and not use it, then it is 

better to use partners with core functions. Everyone can’t be good at everything; this is why it 

is important with value networks. (Wengland, 2013) 

4.2 Case 

In this section different cases will be described. The case describes how other phenomenon or 

companies have succeeded to use their network. 

4.2.1 Lego 

The Danish Ole Kirk Christiansen founded Lego in 1932. He started his company with 

manufacturing wooden toys and went on to manufacture plastic toys. The target group of the 

toys was boys between 5-9 years of age, but the company also attempted to manufacture Lego 

that would attract girls to the company. Lego's biggest strength had long been their ability to 

innovate and in 2003 Lego was appointed to be the best toy of the 2000-century. The 

company expanded its sales from just Lego to clothing, watches and amusement but in spite 

of the successes and focus on innovation Lego was getting closer to bankruptcy. The focus on 

innovation enabled the company to lose their self and what they were really good at and this 

lead to big failures. To reverse the downward trend, the management decided to bring in 

outside consultants who would reverse the trend. The consultants directly located a problem 

within the company, the company had stopped listen to their customers and become arrogant. 

To get back to the customer focus they once had they decided to look back at the basics of the 

company and the things that had meant something in the beginning, they found the basic 

function of the company that was "the system of play”. Lego understood that just because 

they were good at putting blocks together did not automatically mean that they were good at 

manufacturing other products. "We realized that being good at making bricks does not make 

you a movie producer"(Keighran, 2013, p.54). To regain their focus in the company they 

decided to hand over parts of their company to the experts and focus on what they were best 

at. They stopped producing video games, children's programs and sold off Legoland parks and 

started working with partners who are experts in these areas. Lego realized the importance of 

that a child plays across platforms, and therefore did not entirely get rid of the digital world 

beyond the physical product Lego, to solve this all Legos digital products are today produced 

by companies outside Lego. ”We see the digital world as an extension to the physical play we 
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are offering” (Keighran, 2013, p.58). Although Lego uses digital platforms, they know that 

the kids will not abandon their physical products. There is simply too crucial, take two bricks 

and build them together with their own hands. Lego knows that conditions change quickly and 

they know how important it is to be open to change, they realized that a strong brand was not 

enough and after the refocusing of the organization they managed to turn its downward trend 

and is today one of the world's most valuable toy companies. (Keighran, 2013)  

4.2.2 Nature 

An ecosystem is a lake, a forest or other natural area (Andersson, 1983). With the ecosystem 

we can investigate the interaction between life, the environment and the impact humans have 

on the environment. The ecosystem is divided into Operational functions to ensure that the 

system works as it should, and features for support that is a support system for all living 

organisms. Operational functions are the product of two interacting systems. There is an open 

and a closed energy Cynical subsystem.  

The energy system exists to ensure that the ecosystem get energy, and the subsystem supplies 

the building blocks for all living and non-living components of the ecosystem. If any of the 

systems will be affected in a negative way by external factors (emissions, global 

temperatures) then there is a risk to the system. The effectiveness of the ecosystem is 

important and depends on how well the system is doing, and the stronger the system becomes; 

the better it can withstand external shocks. (Dickinson & Murphy, 1998) The ecosystem is 

like a pyramid; the bottom of the pyramid is made up of the plants that build themselves by 

dioxide, minerals and energy. Then the herbivorous animals live by eating the plants, and on 

top of the herbivorous are the carnivores that eat the herbivores make up next step. At the top 

of the pyramid are the decomposers that live by breaking down dead plants and animals. The 

end products after the break down are water, carbon dioxide and minerals that can return to 

the ground. Decomposers complete thus the cycle. (Andersson, 1983) 

The collaboration between different species in the nature is called a symbiosis. Symbiosis is 

such a union between a fungus and an alga that creates conditions for lichen to be created. 

Another example of an environment where plants and animals live in symbiosis is an island of 

Mauritius, on the island lived the bird species dodo that ate fruits of now dying trees. When 

the dodo ate the fruit it crushed the hard shell of the kernels inside the fruit and new trees 

could grow, when the species of don’t died there was no natural way for kernels to be 

crushed, which has led to the fruit tree is now on the verge of extinction. Another example 

from the animal world is sea anemones that live on the crab shell, crab are protected by the 

anemone nettle bacteria while the anemone gets carried around and get food particles, which 

the crab loses. (Andersson, 1983)  

Amensalism is a reverse symbiosis, and a relationship between two species in which one 

species at a disadvantage and the other species is unaffected. An example is when a large 

animal mistakenly steps on a smaller animal or when a large tree shadows a smaller plant, this 

leads to a situation where the smaller plant dies. (Encyclopeadia Britannica, 2013) 

4.2.3 Structor  

Structor is a company focusing on environmental engineering and working with engineering 

in 6 different areas. They have been good at developing their internal and their external 

network.  
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Structor consists of 25 different groups with different responsibilities. These groups don’t 

have any responsibilities towards each other and they can decide to work with whom they 

want. The internal network contains a lot of knowledge within environmental engineering that 

every group can take advantage from. Structor in Eskilstuna have close relationships with 

more than 50 % of the group. It is important to have in mind that the bigger a company gets; 

the harder it is to seize the advantages and failures.   

Externally they have around 50 companies that they have a close relationship to and a few 

deep relationships with big transparency. It is a strategic move being closer to some 

companies then others. The companies also have a close relationship with universities to be 

able to be close to the latest research within their area.  

If Structor come across a problem at a customer’s site they contact one of the companies in 

the external network to help them solve the problem. When coming across a problem Structor 

first use the knowledge within the internal network and then move on to the external network.  

To be able to work in a big internal and externally network it is important to listen to the 

needs of the customer and have a good relationship with the network. Caring of relationships 

and creating trust takes time, but it also gives value over time. In the future network the 

respondent does not think there will be any bigger changes within the area, but he thinks it is 

even more important to build a trustworthy relationship with the customer. 

4.2.4 Eskilstuna Electronic Partner AB 

The company develops industrial technique and has competence around product innovations. 

The company see themselves as a knowledge company because of there frequent use of 

external partners and have a wide range of knowledge within the company. They work close 

to the customer in an early part of the process to find solutions to be produced in their factory, 

to help their customers come up with competiveness solutions. Involvement with the customer 

makes it possible for EEPAB to meet requirements on the market and make sure their 

products stay competiveness. When working together with the customer the customer owns 

the final product and EEPAB owns the technique. The positive thing with working alongside 

with the customers and subcontractors is the transparency between the companies. Today the 

company has a close relationship with around 10 different companies and around 20 deep 

relationships with companies where transparency is not used to the fullest. When working 

with or close to the customer it is important to make sure there are clear agreements and that 

everyone should know who have the right to the ownership of the final products. Despite 

working close to other companies with transparency the company keep some secrets within 

the company. The company let other companies get to their core values or how their software 

works but the company is always working towards the customer to get added value in their 

products.  

More companies will belong to the closest circle in the future and that transparency will be 

more common and used between companies. They will have bigger collaboration in 

developing the product of the customers and the company will no longer be a brick in the 

context but instead a part of the collaboration. He believes there will be bigger opportunities 

to analyses the market of the customer and to learn how to work with the customer needs for a 

longer period of time. (Joki, 2013) 
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4.2.5 Ebay 

Ebay's been good at making use of the players that are in the network to create value. Ebay 

offer their customers to have the opportunity to bid on items they want to purchase in a user-

friendly environment, while doing this ebay will earn money and get users to contribute 

ratings of sellers. Sellers in turn get offered their own page where they are able to sell their 

products and ebay provides the auction function to create value. Around ebay is a group of 

people who think it is fun to contribute with the assistance to improve the user experience on 

ebay, these volunteers are contributing with their knowledge without getting something back 

by ebay. Around ebay are different services, such as payment and logistics solutions; these 

services also contribute with knowledge to the company. All these groups collaborate to 

create a sense of belonging, where they integrate with each other and contribute with 

knowledge and skills. By managing to taking care of their value network ebay managed to get 

many people without employment to create an income by auctioning off things, while many 

other people have found a new hobby through ebay. (Townsend, 2013) 

4.2.6 GM vs. Toyota 

Partnering has been high on the strategic agenda in the last 10-15 years, but it all started in the 

1980s when the Japanese managed to be more competitive than ever. Despite the sharp 

competitive automotive industry, the western producers had ended up in their heels on the 

Japanese automakers. (Dubois & Gadde, 2012) 

The reason many companies choose to have a lot of different subcontractors is to make sure 

they are not getting dependent of individual suppliers and their technical solutions. By having 

a lot of suppliers you have no commitment to a certain supplier and the company will not be 

damaged if a supplier asks for a higher price or can’t meet a certain need. If this is the case the 

company can just choose another subcontractor for the development. (Dubois & Gadde, 2012) 

The difference between the American and Japanese way of thinking around subcontractors 

becomes clear when comparing the amount of subcontractors between companies. General 

motors used 3000 subcontractors directly to the production line while Volvo PV had 800 and 

Toyota only had 164 subcontractors, despite this Toyota was much bigger then Volvo PV. 

The big difference between the companies was the way Toyota used their network, they had 

decided to transfer the responsibility to their main suppliers for system delivery and product 

development. (Dubois & Gadde, 2012) 

The Japanese had a total different perspective on the relationship with their subcontractors 

then the rest of the automobile industry. They valued long term relationships and loyalty 

between buyers and contractors instead of having competitive contracts with suppliers. They 

picked out their subcontractors carefully because they see the opportunity to create a long 

term relationship with a few really good contractors to get closer contact with them and make 

more money in the long run by making the production better and get rid of subcontractors 

that’s only a cost to the company. The vital signs that the Japanese did better than the 

Americans because they valued the long-term collaboration with companies through 

continuous interaction adapt their businesses to each other. The sustainability provides the 

necessary conditions for both the customer and supplier to adapt and improve the joint 

performance. (Dubois & Gadde, 2012) 

It will be wrong to completely focus on increasing competition as the solution. Competition is 

good, a basic requirement, but it is not enough. Current research indicates that the 
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development of enterprises in most industries is driven by increased and more highly 

developed interaction between companies. (Dubois & Gadde, 2012) 

4.2.7 Facit  AB 

At the beginning of 1920 Åtvidabergsindustries buys a company called Facit AB, at this point 

Elof Eriksson was the CEO at the company. Facit AB manufactured the Facit machine that 

was a mechanical counter, the machine was added to the range to broaden 

Åtvidabergindustries current product offering that was essentially products to the office. 

When the levers were replaced with keys on the Facit machine in the early 30's, the success in 

the world was a fact. When Gunnar Eriksson took over the company 30 years later after his 

father, he became the leader of a host group with subsidiaries in 130 countries and over 8,000 

employees, including nearly 2,000 of them who worked in Åtvidaberg.1960 there were few 

threats to Facit strong position in office machines. They held on to their mechanical 

technology, but the company also showed interest in the electronic technology. The subsidiary 

AB Åtvidaberg Facit was so senior in the group that the company decided to change its name 

to Facit AB in 1965. The city Åtvidaberg grew because of their big success in the industry 

and the directors of the successful company had great impact on the community and 

disagreements were toned down to the sight of a perfect interaction between business and 

society. (Kolsgard, 2002) 

1966 Facit joint forces together with their competitor ADDO, and they told the world that 

alone no longer was strong in the market. The same year the company recognizes that the 

positive trend in the company has turned, but despite this they still manage to regain market 

share and reach profitability in the early 70's. At this time almost 14,000 people were working 

in the company, although the company went into a crises in 1972 and sold their market shares 

to Electrolux. The sale came as a shock to many, but it was the failed attempt to keep up with 

developments that became the company's failure. People believed that efforts in Japan in the 

development of the machines were bigger and that a low wage Asia strengthened Japan's 

competitiveness. Witnesses also said ADDO and Facit come to act competitors within the 

company frames after the purchase of ADDO. 

(Kolsgard, 2002) 

The leaders in FACIT AB knew what was about to happen in the development of their 

business. In the early 60’s the CEO mentioned that the electronics probably would replace the 

mechanics in the beginning of the 70’s, but instead of trying to change their products the 

company ignored the warnings and continued with their mechanical machines.  The company 

had a strong culture and collaboration spirit within the company, and they believed that 

threats from the outside world couldn’t affect them. This is why many think the employees 

felt betrayed and chocked when the company was sold to Electrolux. (Torekull, 1982)  

A company will end up in a crisis if the growth of the business will stop, if the company does 

not recognize a new market situation, if the company is afraid of making changes in the 

company structure or if the competence does not exists in the company.  To prevent a 

company ending up in a crisis it is important for the company to understand the basics of the 

company and the opportunities with the functions, the ability to change the company way of 

govern, reward, plan and follow up, have a big knowledge of the world outside and how the 

competitors is working, the use of external knowledge, make sure business development does 

not only take place internally it is important to use the external network and be able to change 

the business on daily basis. (Torekull, 1982) 
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4.3 Trends 

“A trend is an emerging pattern of change likely to impact state government and require a 

response (i.e. adult children taking care of parents).” 

(Definitions category of megatrends,2013,p.1)  

According to Misner (2011) there are three trends in how companies make use of their 

network in the future, these trends is around integration, education and association. He 

believes integration between social networks and face to face meetings will be used in a 

bigger extent in the future. Misner believes there will be special groups with memberships 

discussing topics they have in common with a common view on organization, technology and 

special subjects (these groups will interact through social media). He believe these groups will 

create a big opportunity for communication with other people while the face to face meetings 

will deepen these relationships between people. Misner also believes that a greater 

consciousness created around network will be created when more people are getting educated 

in the subject, and that there will be more universities having classes in the subject of 

networking.   

Effective collaboration is the fastest way to success; this is the reason more companies choose 

to collaborate with help from different software’s available on the market. Collaboration 

means different things to different people, but in the end it is about together creating a context 

and integrate. The collaboration can look different in different contexts, working in teams, 

sharing information or networking through social media. Integration sometimes seems hard to 

understand and the companies that will manage to pull off this new integration is companies 

and software’s that are user friendly to the customer. (Mathieu, 2012)   

Wolff (2013) describes how he thinks that companies will survive in the future by selling 

trust. Before the companies used to have this trust from their customers, and when the 

company had established the trust they had no problem selling their products. Today we are 

moving towards a community where the customers not are as committed to their company, 

this is compensated by the companies growing in a much bigger speed then before. Today the 

customers have trouble with trusting companies collecting data about our life, politicians, 

finance, industry and it is hard for us to build a trust for a company over time when trust is 

common to be shaped after we have learnt to live with a brand or company. Through social 

media we create a context and read what others think of companies, services and products in 

the same time as we get new information all the time. Wolff thinks that this in the end will 

makes us turn back to the traditional media and the companies that we know off. We are 

tiered of information and need to get a context again. This can lead to a problem in the society 

we live in today, because we are not sure if we can trust the established companies or media. 

The future of the companies will end up in selling trust.  

  

4.3.1 Megatrend 

”A megatrend is a large, social, economic, political, environmental or technological change 

that is slow to form. Once in place, megatrends influence a wide range of activities, processes 

and perceptions, both in government and in society, possibly for decades. They are the 

underlying forces that drive trends (i.e. aging population).” 

(Definitions category of megatrends, 2013, p.1) 
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A megatrend is often caused my something evolving over time, one example is a growing 

population creating a bigger need for places to live, more schools, political resources, water 

and climate. (Definitions category of megatrends, 2013)  

According to Watson’s map around megatrends the economy will lead to ”Shared value 

creation” and the community will create trends like ”total information transparency” and 

”sharing”. The technology will lead to bigger opportunities for ”dematerialization” i.e. the 

reconfiguring of existing material/ products/ Services and in the area of employment there 

will be a ”industry consolidation”, a development in companies in a business where 

companies grow through joining ventures. Another trend Watson sees in the future is 

reconfiguring of value that’s big today but will be even bigger in the future. (Watson, 2013) 
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5 Analysis  

The analysis is based on three steps. The first step describes the data collected in a way to 

give the reader an overview of the material. The second part deals with the systematization 

and categorization, this part is important in order to pick out the parts that are important to 

study and meditate the collected information. The third part is combining data with the 

categorization in order to find interesting and hidden relationships in the material. In the 

qualitative method, the difference between these three steps is relatively small. (Jacobsen, 

2002) This section repeats in order to clearly demonstrate the similarities between the theory 

and the empirical data. We have decided to write our own reflection in italics to clarify 

between our reflection, theory and empirical data. 

5.1 Relationship between partners in the network  

Several of the respondents draw parallels between the deep relationships within a family and 

the relationships within the network and their cooperation with suppliers. Elfsberg (2013) 

mentions that just because you're married to a person it does not mean that the partner will 

read the other partners diary, or need to do everything that they ask each other about. Bäck 

(2013) mentions that Swecon and Volvo CE have a family relationship where Swecon is the 

child and Volvo CE is the parent, i.e. Volvo CE control Swecon to get maximum out of the 

results. Atencio (2013) describes that when two parties enter into a partnership then they 

should agree on the conditions before a contract is concluded. Partners will not need to check 

the contract after completion of the contract. Atencio says it is like counseling before 

marriage, both parties must agree before the marriage is fulfilled.  

In order for a network to occur, it takes relationships and collaboration both within the 

company and externally with other partners. The relationships are found in different forms, 

such as common standards, communication and information exchange between enterprises, 

organizations share and exchange personnel, or when a parent organization (ex. municipality) 

creates relationships with organizations in the same industry. (Alvesson and Svenningsson, 

2007) Close relationships are therefore necessary to create a good partnership, but it should 

still be boundaries and clear rules about how the relationship should look like.  

Bäck (2013) points out that Swecon is working in Volvo CE’s interest and sells only their 

machines. A dealer will survive by doing business, this means that many other dealers who 

sell several different brands do not care if they sell a Volvo or a Caterpillar to a customer. 

These dealers just want to do a business to survive. EEPAB pointed out that they had both 

deep and superficial relationships with their partners around their network, but they think they 

will go in one direction where the inner circle of partners increased, and that these 

relationships will be deeper in the future. By having fewer but deeper relationships it will be 

possible to create more value and it will be easier to share knowledge and experience. The 

product becomes better when you work together and develop product. The more partners dare 

to share their knowledge the better and closer relationship they will get to their partners and 

they will be more open minded to share their knowledge. (Lindfors & Karlsson, 2011) Deep 

relationships create confidence for companies to be able to trust each other and share more 

knowledge. 
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5.1.1 The traditional company 

According to Uhlin, Unnebäck and Atencio (2013), Volvo CE is a strong brand where 

customers appreciate the traditional and they know what they are getting. In the current 

situation, they find that they are not working on a customer-oriented way since they do not 

manufacture machines for specific segments and have focus on the machines to be used 

across the segment boundaries. They embrace the customer's wishes but think they need to be 

more customized and be at a place where the customer is unique. According to Wolff (2013), 

the trend is that customers are less loyal to brands. Today, we have been moving towards a 

society where customers are not as loyal to their company. Now companies need to grow 

faster to compensate for their loss of trust from customers. 

While companies should become more customer-oriented, it is more difficult when customers 

are not as loyal to companies in today's society. If Volvo CE should be able to deliver the 

same traditional products and be customer oriented in the future it is required that Volvo CE 

go from a traditional cooperative approach to the use of partnering where they together 

produce the best results for the client. When companies work together to create value for the 

customer it can make that the customer gets more confidence for the company.  

Partnering differs from the traditional methods of cooperation in which the various partners in 

the network usually work individually with their part and then hand it over to the next partner. 

(Lindfors & Karlsson, 2011) Some of the benefits of partnering as Dubois and Gadde (2012) 

raises are saved costs, increased productivity, shorter project times, contribute to increased 

quality through learning and continuous improvement and ultimately, it hopefully leads to 

more value for the customer.  

5.1.2 Prime mover or Second mover? 

Normann (2001) describes the concept of vacuum principle. This principle is used in the 

creation of new business opportunities and companies are choosing to use these opportunities 

to reorganize their creation of value. It dissolves the boundaries of the company and new 

structures can be created in the value creation network, in this period existing networks 

becomes weaker and some of the partners will be eliminated from the market. The partners 

who take advantage of the opportunities are called prime movers and those who come after 

will be called second movers. Companies that consider the whole picture and the system they 

are part of with focus on value creation has a great chance to be a prime mover. If the 

company has a great identification with their product and production process, it is often 

difficult for the company to take a leading position in the value network, but this does not 

mean that the opportunities get worse to take a leadership position. During the interviews the 

respondents gave the impression that Volvo CE identifies the company with the core product 

the yellow machines they have on the market. 

The majority of respondents see Volvo CE as a second mover, while one of the respondents 

believes that this is different in different units in the company. Those who see Volvo CE as 

second mover believe this is due to the stagnation of innovation capabilities that once existed 

in the company. Elfsberg (2013) points out that it is important for Volvo CE to realize that it 

costs as much to be a second mover as being a prime mover, as the company invests as much, 

in time and money on research for many years, as the company which will be the first with the 

new technology on the market. So there is no strategy in being a second mover. 
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5.2 The future  

5.2.1 Ecogenes 

Ecogenes is created when companies transform new rules and creates a new business 

environment. Many strategies to create ecogenes are based on technology; often it is to build a 

new infrastructure and setting new standards for society. Standards in the market are often 

accepted by customers even though it is possible that other systems are better. Most of us are 

familiar with the companies that succeeded in building infrastructure and not the companies 

that were close to the company that became prime movers in the market. (An example is the 

VHS and Betamax) 

An ekogenes can also be concept-based and built on a vision or a concept around something, 

which then get support from the technology to make it real. (Normann, 2001) Williamson & 

De Mayer (2012) describes an ecosystem where partners work together to create value 

together, but where a company has the leadership role and makes sure that the other 

companies in the network helps to create value that can be benefit to the company that is in 

the top. The company that leads the ecosystem does not need be the company with the most 

power or resources, it will be the company that succeed in controlling and encourage the other 

companies in the eco system. 

In nature, an ecosystem is a lake, a forest or other natural area. (Andersson, 1983) The 

ecosystem is divided into operational functions to ensure that the system works as it should, 

and features for support. There is an open energy system and a closed cynical subsystem. The 

energy system is there to ensure that the ecosystem gets energy and subsystem is there to 

supply the building blocks for all living and non-living components of the ecosystem. If any 

of the systems will be negatively affected by such external factors (exhaust, global warming) 

then there is a risk to the system. (Dickinson & Murphy, 1998) Triggers or external 

circumstances may affect companies and networks, these may be new laws, new technology, 

business model innovation, unpredictable events (terrorist attacks). (Tidd & Bessant, 2012)  

The studied ecosystems in nature have similarities with theoretical parts around ekogenes. In 

order for companies to survive in the chain, they need the help of the supportive functions 

(other partners in the network). Dickinson & Murphy (1998) describes how the various 

systems available in the ecosystem are there to maintain function and to protect it against 

external circumstances. In the company's food chain, you have to be mindful of how different 

triggers affect the existing network (Tidd & Bessant, 2012). Our example of this is how a 

network that manufactures baby bottles in plastic to children would be affected by a new law 

that forbids that products to children may be manufactured in plastic. This will overturn the 

companies if they are not prepared on how to handle the situation together. 

5.2.2 Interaction with the customer 

The respondents think it is important to have interaction with the end customer and think this 

will be necessary in the future. Most respondents mentions the concerns within the company 

to employees who visit the customer on place and accidentally say something wrong about the 

product or give the impression to the customer that the product will soon be on the market and 

not in development for the future. Elfsberg (2013) believe that this is based on a 

misunderstanding that has happened sometimes before and that today affects the vision on 

collaboration with the customer. She believes that a shared vision with the customer will 
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prevent these misunderstandings that many of the respondents are concerned about is due on 

integration with the customer. Collaboration between different species in the nature is usually 

called symbiosis. Symbiosis is for example a union between a fungus and an alga that creates 

conditions for moss to be created. (Anderson, 1983) 

Collaboration within the network is a value creation according to the theories. The value can 

be divided into shared value and customer value as both aim to point out the positive value 

that is created in collaboration with others, even the lean process exists to create value for the 

customer. Shared value refers to the value created jointly between company, customers, 

consumers, and others in the network. Shared value can be defined as the activities that will 

increase the company's competitiveness, while they look to improve conditions in the 

communities in which it operates. (Porter, 1985) Customer value is the individual customer's 

perceived benefits relative to total costs. All customers strive to maximize the value of their 

purchases. They weigh the price against performance and choose the products and services 

that are perceived to give the most for your money. (Lindstedt & Burénius, 2003) 

Atencio (2013) sees the function of the organization to be someone who fills the gaps at the 

customer and is a total business provider for the customer. Albertsson (20139 mentions that in 

the future he believes it will be a major focus on understanding how customers use the 

machines to create value, the focus will be on understanding how the machines operate in the 

client's structure and in its context. If Volvo CE understand and can find these values, they 

can see what function they should have in the network. A map of the future describes the 

motivation and sharpness of competition that drives the company forward. It is important to 

know the key factors that drive the company to reach competitive criteria. (Karlsson & 

Åhlström, 1997)  

The common vision created together with the customer is important to be able to create a 

common goal of collaboration where the partners have a shared value and where activities 

are carried out to create competitiveness among all partners. By the associations between 

partners in the network, the client can be involved in the development and affect the company 

so they can maximize the value of their purchases. The company and the partners can be 

compared with the association that occurs between fungi and algae so that new conditions 

can be created in the network. 

5.2.3 Trends  

Several of the respondents mentioned that they believe that Volvo CE will move the focus 

from the machines to a greater focus on software and key solutions for the machine. This is 

done because the concept of the company needs to be broadened in order to survive, but at the 

same time give the customer added value. Rylander (2013) mentions that a competence 

development towards software products would be needed and they do not see this as an area 

of the product where the future lies in integrated system solutions. 

Lego went from being a company working with a core product to begin working with a 

variety of media surrounding this product, when they realized they did not have the expertise 

in all areas they chose to sell off many markets to people who could handle those markets. By 

doing this they had the opportunity to focus on their core product that always has been the 

traditional toy, at the same time they spread across multiple platforms with the help of 

competent contacts in the network. Lego realized that children does not only play on a 

platform with Lego, they play across platforms, this meant that Lego could not let go of the 
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digital world and just focus on the building blocks. ”We see the digital world as an extension 

to the physical play we are offering” (Keighran, 2013, p.58)  

If Volvo CE would choose to use the same mindset that Lego did on the question of which one 

was their core product, the company would be able to offer a comprehensive solution through 

the network they operate in. If the company in the future chooses to see the machine as their 

core product, but choose to work with other partners who are talented in the digital market, 

they can place themselves on different platforms. We believe this is important because it is not 

only children who want to work on different platforms with their products. In the digital world 

we live in today with access to the large amount of information we are used to switch between 

different platforms. 

5.2.4 Mega trends 

According to Watson's map around megatrends the economy will lead to "shared value 

creation" and society will create trends as "total information transparency and sharing ". 

(Definitions category of megatrends, 2013, p.1)  

Respondents believe that Volvo CE will work closer to other businesses and suppliers in the 

future. They mention that shared goals and vision can be an opportunity for companies to 

work together on equal terms and in teams. Atencio (2013) mentions that by removing the 

arm length that exists between companies and subcontractors today they can create shared 

goals. 

The technology in the future will create more opportunities to "dematerialization" that are 

transformative of existing materials, products, services and the area employment will create 

"industry consolidation". (Definitions category of megatrends, 2013) Density principle 

describes how to make the best resources mobile to create value in new ways for the 

customer. The density is affected by the ability to think differently and new technologies. By 

making existing resources variable (Normann defines this as dematerialization) and break up 

these it will create new resources to interconnect and stack on the new deals that can create 

value for the customer, this is what is called density. (Normann, 2001) If megatrends 

according to Watson will become a reality in the future, it is important that the network itself 

creates a common goal for them to survive. It will also be important to dare to share their 

materials and create a transparency between companies.   

5.2.5 From stage gate and value chains to value network 

The stage gate process maps activities that need to be completed in the process and how to 

perform the activities to reach the goal with the process. The stage gate process can look in 

different ways depending on the project. Several different steps are each followed by a gate 

construct the process. (Cooper, 2008) 

The value chain is a strategic tool for companies to develop a framework for performing 

different activities to reach a competitive advantage. The value chain describes value as how 

high price the customers are willing to pay and the cost for the company to create the service 

or product and the gap between them becomes the profit. If a firm only work in one industry 

segment it is possible for the firm to tailor the value chain and make it even more cost 

effective (Porter, 1985)  
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In the value network, it is common with parallel processes and internal loops, that a company 

does something for another company, which then does one thing for a third company, which 

then helps the first company with something new and then reach the customer. (Hamrefors, 

2009) Stage gate process is similar to Porter's value chain in which processes are performed 

one after the other to create value. The difference between a stage gate process and the value 

network is that the stage gate process implements the stages of the project after each other, 

while the value network allows that multiple steps are performed in parallel by different 

partners in order to create maximum value for customers.  

Today companies using the value chain, this means that each unit produces a single thing and 

then sends it on to the next department or actor. To create more value and closer relationships, 

it is important to start working as a team in the value network. (Hamrefors, 2009) Rylander 

(2013) mentioned that Volvo CE must realize that they do not possess the latest and best 

knowledge in the technology and therefore must look outside their companies and realize that 

you are stronger and more competitive with their partners and other businesses. 

5.3 Barriers and risks 

Several of the respondents pointed out that they are moving towards a shift in generation, and 

this comes with a lot of changes. One of the challenges Volvo CE face is to manage to retain 

knowledge within the company so that it does not disappear out of the company when the 

younger one replaces the older generation. This is one of the reasons why it is important need 

to move from a value chain to value networks. One of the advantages of having a value 

network is the close relationships within the company and collaboration with external 

stakeholders as they can share knowledge and experiences. (Hamrefors, 2009) Value network 

is based primarily on knowledge that must keep updated of the latest information in order to 

provide benefits to the rest of the network even if it requires a lot of resources. It may be an 

advantage to constantly learn from other actors' core competencies and the access to a lot of 

important knowledge. (Dubois & Gadde, 2012) EEPAB also describe that it is incredibly 

important to have a big knowledge within the organization but also dare to bring in external 

parties to raise awareness in order to continuously develop and improve the company. This 

reduces the risks faced by a generation shift through the use of a value network. Elfsberg 

(2013) describes that if Volvo CE does not implement a change to the value creation network, 

they are soon out of the game. This is something that many companies are afraid of and they 

think there are more barriers than opportunities to work together within the network. They 

think they will become too dependent on their suppliers and therefore they choose to keep 

some distance to them. But if the company continues to work in the same way they must be 

prepared to take the risks involved in not interact with the other actors in the network. (Dubois 

& Gadde, 2012) Unnebäck and Uhlin (2013) also mention that the Volvo CE must increase 

the ability to take risks in order to have a broader understanding of the customer in the future. 

It is important to be aware of the risks in order to manage and avoid them. An important 

aspect is that the various parties that cooperate together is on the same level and have the 

same drive. It can easily be that one partner pulls down the other or creating unnecessary 

conflicts because they have different approaches and strive for different goals. (Dubois & 

Gadde, 2012) Elfsberg (2013) describes that an obstacle in the current situation is that you 

have no knowledge of the network's innovative capabilities. They are afraid to share their 

knowledge within the internal network because everyone within the internal network is 

measured on its internal business. Dubois and Gadde (2012) point out that when all the time 

working with similar projects there is a risk that you get funnel vision. By working with 

multiple stakeholders in different departments reduces the risk of this by consensus. 
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5.3.1 Increasing power in the network  

The respondent who works for the dealer in the network we have chosen to study find that 

they are able to influence Volvo CE and make suggestions about improvements that can 

increase the quality of the final product at the customer. But it is ultimately Volvo CE that 

determines when they need to adapt their products and services for the entire world and not 

just focus on one country. Unnebäck and Uhlin (2013) are of the opinion that today it is 

Volvo CE that determines in the network because they are the greatest and they sometimes 

have trouble taking advantage of feedback.  

When conflicts arise and the various parties disagree, it is easy that one of the partners is 

using its power of advantage. This uneven balance between partners requires mutual 

adjustment. (Gadde & Dubois, 2012) In nature, the concept amensalism is the phenomenon is 

a reverse symbiosis and a relationship between two species in which one species is 

disadvantage and the other species is unaffected. An example of this is when a large animal 

happens to step on a smaller animal or when a large tree shadows a smaller plant this leads to 

the species disadvantaged. (Encyclopeadia Britannica, 2013)  

 

When Volvo CE starts to get involved in deep relationships with suppliers it is important that 

it is done on equal terms by all partners in the network. If a supplier has the power of 

advantage, this can affect the relationship with the other actors in the network in a negative 

way. For the network to survive and stay strong symbiosis is necessary and not amensialism. 

If the network is to remain strong and competitive, the companies need to interact and benefit 

from each other on equal terms rather than that one party has the power of advantage over 

the others. 
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6 Conclusion  

In this chapter we will account for the solutions and answers created in the analysis, this is our 

interpretation and our conclusion of the subject. The conclusion might have looked in a 

different way of more respondent would have participated in the thesis, or if we had decided 

to make the respondents anonymous. It also might have looked different if more cases were 

found that had been relevant to our study or if the method of the study would have looked in a 

different way. The time frame has also affected the result that lead to this conclusion.  

6.1 Answers to research questions 

 How should the network cooperate to exchange knowledge and information, and 

contribute to create value for the customer?  

Customer requirements should be the main driving force for renewal, Volvo CE must become 

more customer-oriented and focused on strategic cooperation with various actors in the 

network. By leaving the traditional approach with focus on machines and focus on features 

and the other platforms available around the core product, they will create more value for the 

customer and the collaboration with the network. 

Volvo CE should improve integration and collaboration with suppliers and customers before, 

during and after production. Developed interaction creates the conditions for long-term and 

effective arrangements and to find suitable forms of alignment between the various partners. 

This will hopefully lead to benefits for all partners involved in the network and cost efficiency 

and stimulation of innovation for renewal.  

We suggest that Volvo CE starts to increase collaboration within the company to take 

advantage of the skills they possess; they have to start with small increments. By starting with 

increased interaction in an individual project within the company and move on to greater 

collaboration between different project and then take on the external interaction with partners 

in the network will be possible to make this radical change to the organization. In the same 

way we have used benchmarking when we looked for the various successful case in other 

industries to see how Volvo CE could work in a similar way. We think that they should make 

more use of benchmarking and studying various industries and phenomenon to learn from the 

best in networking. 

Management should show a clear will to promote the cooperation between the different 

partners, both internally and externally within the network. They should also support greater 

sustainability in relation to key suppliers and subcontractors. They also need to change the 

focus from thinking short term in the individual projects with focus on profitability, to instead 

think more in a long term and see what good collaboration with stakeholders will mean in the 

future. 

The trends in the future show that companies will need to work more with the common 

understanding through shared values and visions. There are trends that are closer in time such 

as integration and education within network, but also the mega trends that are a bit further 

away in time with a focus on networking and transparency within the company. By keeping 

an eye on trends in the future Volvo CE have the opportunity to prepare for possible threats 

and risks within their segments. It is important to note that companies can never fully predict 
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the future or when trends will come true, the triggers in society can influence trends in 

different directions.  

Some companies choose to have many short-term relationships to increase profitability, while 

the companies working with partnering has several deep and lasting relationships to increase 

profitability in the long term, partnering can be an opportunity for Volvo CE in the future. 

Moving towards an integrated community the demands on organizations increases for some 

one to be prime mover in the network. It is not always necessary to be prime mover in the 

network, but when getting the perception of Volvo CE adding huge amount of resources 

developing technology parallel with competitors and become second mover we believe that 

there is potential for Volvo CE to become a prime mover in the field by collaborating with the 

partners in the network.  

Volvo CE should also introduce some type of measurement of collaboration internally and 

externally in order to see what value they got from cooperation of project internally and 

externally. A proposal is to have some form of experience exchange between partners at the 

end of each project to ensure that the relationships have been taking care of between 

participants during the project and make sure the different partners have got some value of the 

project.  

 What are the main barriers to create a value network around the quarry site?  

It is important not to have a centralized and bureaucratic way of ruling the organization and to 

take advantage of the views and the changes that come from the bottom in the organization, 

such as machine technicians who have close relationship with the customers.  

Volvo CE must dare to invest in order to succeed, if the company does not dare to take the 

risk of sharing the knowledge that exists within the company they maybe do not retain their 

position on the market in the future. Volvo CE must dare to let go of the control to interact 

with the other partners in the network. Volvo CE does not have to own the rights to all 

technology, what is important are the ability to utilize the available technology.  

The network where you have the most to contribute will also be the network you will benefit 

from, it is equally important to be able to give that to take. If you are in an industry 

characterized by rapid growth of knowledge and not allow employees mandate and practice in 

exchanging information, there is a high risk of determent to the company by the sharing of 

knowledge in an inefficiently way. By creating a culture of participation where employees 

must expose their skills, future ideas and concerns, and to be open and responsive to 

surroundings the business can benefit from having a network within the company in which 

they have experience and knowledge exchange. One good reason to work with value network 

and keeping an eye on future trends is that it increases the ability to detect threats. The actors 

who choose not to cooperate with other players will have more difficulty to manage threats 

than those who choose to work together, it is all about position themselves in a good location 

in the network.  (Hamrefors, 2009) 

A strong focus on low price at each stage gives a short-sightedness instead of betting on the 

long term relationships for increased profitability in the end. If companies are afraid to share 

their knowledge and information internally and externally, it can become an imbalance 

between the partners. 
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6.2 Contribution to innovation   

In this part of the work we want to give room for thoughts and speculations that not have been 

mentioned earlier in the thesis to be able to contribute with innovation.  

To be in a close relationship with the customer can be hard and exhausting when having to 

take a big responsibility in handling situations and relationships with the customer. But it is 

also important to stay close to your customers. (Hamrefors, 2009)  

Linked to the theory above from Hamrefors (2009) and other theories earlier in this study we 

believe it is important for Volvo CE to take a powerful position in the network where they 

make themselves essential to the network. It is important for Volvo CE to start observe their 

customers to get a view of the customer needs to be able to solve these needs in the future. A 

close relationship with the customer internally is not necessary because this takes a lot of 

responsibility of the company, but it is still important for the customer to be able to give 

feedback to the network by being a part of the external network. This makes it even more 

important for Volvo CE to develop a wide and deep relationship with the external network to 

get a bigger understanding of the customer. We have found a model in the subject, describing 

a value network to help an idea or product get to the market, the model does not describe how 

value will be created for the different partners in the network. The Raft model below is 

developed by Johnsson (2009) and is an overview of the entire business system, it contains 

the owner of an idea, the users, the consumers, the suppliers and distributors. The model 

describes how a service or product should  reach the market. If there are people or companies 

missing in some of the fields in the model it means the idea won’t make it to the market. In 

one way this is important for the value network, because if one partner is missing in the 

network it can be though to developed the new product or service or reach out to the 

customer. Or if there are no customers for the new product the companies are developing no 

one wants to use the final product. 

Volvo CE has used the RAFT model in there work as an alternative to the stage gate process. 

The raft model is the foundation to a process within Volvo CE called “Accelerate 

innovation”. 

 

Figure 2: RAFT model (Johnsson 2009) 
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After the studying of theories and empirical findings around the value network we want to 

develop the model Sven Hamrefors describes in his book ”Kommunikativt ledarskap” (2009). 

Hamrefors describes the value network in a model with partners creating value together for 

the customer. We think there is a missing arrow in the existing model where the customer can 

be a part of the network, and not just the end user of the products developed in the network. 

By making the customer a natural partner in the network, input from the customer will be 

possible to catch early by the network instead of the customer just being hand the final 

products or services.  

6.2.1 Heartfeed 

With the new knowledge gained around the value network in this thesis we have decided to 

create a new model around how the value network should look like in the future to be able to 

use all existing information and knowledge. The name of the model is Heartfeed and is an 

artifact that represents two important features in our new network. Heart symbolize the 

relationship between the different partners around the network and feed is originally from the 

word ”newsfeed” symbolizing the newsfeed the network need to take advantage from and 

constantly need to be updated on by listening to partners in the network and input from the 

surrounding world.  

 

 

 

Figure 3: Heartfeed (Petersson & Åström, 2013) 

A heart to represent the relationship in the network symbolizes the model. By integration of 

the three different parts internally network, externally network and customer new values and 

visions will be created together. The dotted arrow represent the internal company analyzing 

the customer to be able to find needs that need to be profiled to create value. This means the 

customer won’t have any direct contact with the company, but instead will be a part of the 
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external network. The arrow between the customer and the external network symbolizes the 

two way of communication between the different partners and the customer being a part of the 

external network.  

The middle of the heart where IN + EX can be read represents the deep relationships created 

between the company and subcontractors, this area can thus be represented with more than 

two partners collaborating.  

In our conclusions we have described the importance of taking care of the knowledge in the 

external and internal network, and the importance for companies to take a good position in the 

network and involving the customer. We also understand the importance of a company having 

the possibility to study the customer to find the customer needs to be able to develop new 

products and services. By reducing the responsibility on the relation between the customer 

and the company we have decided for the company to only study the customer, not take 

feedback directly into the network. The feedback will be taken care of in the external network 

and forwarded to the company. We understand this can create the same problem experienced 

today in the customer feeling to be far away from the company, but we think this will be 

reduced by the more frequent visits from the company studying the customer needs. Together 

the internal and external network will create a family relationship where they are dependent 

on each other to work. 

Below you can see how the network has evolved over time. 

 

 

Figure 4: Three different network models 

6.2.2 The future network at Volvo CE 

If Volvo CE will succeed to transform and streamline their work, they need to put themselves 

in a good location in the network and remain competitive. We have therefore taken the help 

from various cases that we presented in the empirical data and selected those parts which we 

believe can create the most value for Volvo CE. 

By working across platforms with partners who have different skills, an opportunity is 

created, instead of a company is entering into areas where they do not have knowledge within 

the company. Volvo CE must focus on their core product, but it is not certain that this core 

product will be the traditional product they are used to in the future. Through symbiosis with 

other companies, new innovations are created. It must always be at the same level in 

collaboration to prevent one partner is more affected than the other in case of disagreement. 
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Mutual adaptation between companies creates opportunities for better performance. Although 

the projects and collaborations do not always fall out positive it is important to have an 

understanding of how individual projects can, but shouldn’t have an impact on a deep 

collaboration, just because the individual dies does not mean that the species dies. 

The exchange between actors in the network creates a sense of belonging where they integrate 

with each other and contribute with knowledge and competence. 

Through the few long-term deep relationships, companies can achieve a continuous exchange 

of business over a long period of time with loyal partners. It is important to create trust in 

each other and a trusts for partners of cooperation and their core competencies. If companies 

can trust partners they can assign certain parts of the product development and delivery 

systems, it is not important that companies own the rights to the technology, what is important 

is the ability to utilize the available technology. It is important to have a balance between 

striving for cooperation and management of conflict in the relationship. 

The future contains shared visions and values, it is important that the company understands its 

place and function in the network when all functional relationships are potential sources of 

innovation. An entity's functional user role can vary, which means that Volvo CE sometimes 

performs the function as a producer, while in other projects they are positioning themselves as 

suppliers when they get advantages in supplying components and materials to other players. 

They can also get the benefits of using new products and services and is in this case users. 

Because of this it is important that they know their function in the network to help broaden 

their perspective on what function they fulfill. It can also contribute to innovation that Volvo 

CE has an eye on what function the other actors in the network have, players can sometimes 

have several different features that can contribute to the new innovation.  

This is our speculation about how Volvo CE can interact within the network, speculations 

may not work but we want to give an innovation contribution. We do not know if this is 

applicable but we think this may be a start. This type of change will not be a change before 

taking it to heart and implemented it in the organization. Volvo CE’s attitude and mindset 

needs to change to make it be possible to evolve and adapt to the future. It is important to 

think beyond the circumstances and obstacles that it brings to work in a new way. 

There is always a risk when implementing a big change and this type of risk is never 

calculable, it is also impossible to know the degree of risk because there is no experience 

regarding the risks and it has not happened before. We believe that all partners will get benefit 

from this and that there is a risk in not implementing this change, the risk of not acting is 

greater than the risk of acting, just have a look at our case describing Facit AB.  

6.2.3 Feedback to the innovation contribution 

Through the knowledge we have got of seeing the diversity of network and, understanding 

new connections between different subjects we have analyzed and drew conclusions about 

how Volvo CE can work in a new way in the future. The model Heartfeed developed during 

the thesis, show that the internal and external network is equally important as the company 

moves toward a new paradigm shift. Using this model and our conclusions Volvo CE may 

find new ways to develop solutions and improve their competitiveness. Increased knowledge 

reduces the threats that may arise in the future. 
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The model “Heartfeed” is applicable to other areas or organizations then Volvo CE. We want 

the model to bee a tool for organizations that need to improve their relationships with the 

internal and external network to build long lasting relationships with the different partners.  

6.2.4 Future work 

Below we have described how researchers may use this material for work in the future, as we 

believe that this is just a beginning for further research in this subject. It has brought a lot of 

thoughts during the work but because of the limited scope we have not been able to immerse 

ourselves in all areas that we have touched during the work. Also, the short time we had made 

it difficult to solve complex problems in a large company. It takes both more time and deeper 

insight into the company to do a more thorough analysis of how Volvo CE could use its 

network around quarry sites in the best possible way. 

To be able to increase collaboration for the different partners in the network one alternative 

would be to increase communication. The different partners need to get an insight in how 

their partners think and work within their context. By creating a tool where industries, 

universities, institutes and partners can discuss and develop strategic projects to strengthen the 

conditions for the network, the network could discuss how to be leading in traditional areas 

and also with new material, products and services. This could be a place where they share 

information and resources, the platform could give different authorities to different partners 

meaning everyone does not need to have access to everything. To make this possible there is a 

need for the partners to be able to share their resources and information to be able to receive 

new information from others in the network. 

One alternative could be to have a shared platform with competitors to get a bigger insight in 

how their competitors work and think, this requires Volvo CE to share the same amount of 

information to their competitors. We understand that this could feel like a threat, but if 

competitors are willing to work together in some parts of the development they could increase 

the cost of the development. 

 Analyze the company's function in the network. 

 Analyze partners function in the network. 

 Examine concrete deeper cooperation between the partners both internally and 

externally. 

 Immerse themselves further in how Volvo CE could work around partnering. 
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David Rylander: Technician Engineer, global truck technology sits at the research department, 

Industrial PHd student. Earlier work surrounding the lean production. 

Interviewed 2013-12-10  

Jenny Elfsberg: Director Emerging Technologies. 

Interviewed 2013-12-11 

Customers 

Peter Bäck: Working at Sweco as sales support, technical sales support and product specialist 

within excavators. 

Interviewed 2013-12-03 

Peter Bergqvist: Working as a seller on Skanska in Lilla Nyby and has a lot of customer 

visits. 

Interviewed 2013-12-03 

Linnea Wengland: Working at NCC as a seller and her main job is to take care of the 

customers. She is also responsible for transportation, sales, production and administrative 

tasks. 

Interviewed 2013-12-05 

External companies 

Mikael Joki: CEO for Eskilstuna Elektronik Partner AB, which develops industrial 

electronics. 

Interviewed 2013-12-11 

Joakim Almberg: CEO for Structor Anläggningsprojekt AB in Eskilstuna. 

Interviewed 2013-12-18 
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Appendixes 

Interview guide for employees on Volvo CE  

Presentation of us: 

– Mälardalens University 

– Bachelor Program in Innovation, focus on Business Administration and Psychology. 

– Writes our thesis in innovation technology. 

– We will examine how you work in the quarry sites and gain an understanding of how 

you work in your network. 

Initial questions:  

Can we record the interview? 

Ethical rules: 

– The useful requirement:  

1. The information will only be used for research purposes. 

2. The information will not be used for commercial purposes. 

3. Personal information will not be used for any other purpose. 

 

– The information requirement:  

1. Your contribution to the thesis is both informative and inspiring. We want to know 

how you and others interact today. We want to discuss the relevant ideas and solutions 

for the future. 

2. Participation is voluntary. 

3. You can cancel at any time and for this you do not need a reason. 

 

– Confidentiality requirement:  

1. May we use your name and position in the thesis or do you want to remain anonymous 

against readers? 

2. Only we will listen to the tape. 

3. The band will be deleted. 

Respondent's experience: 

– Can you describe what you do and how you work around quarry sites? 

– What is your experience of quarry sites?) 

– What is function of your department? 

– How does the cooperation / collaboration within quarry sites works, from personal 

experience? 

– Which benefit (function) do you have in your network? 

– Which driving force has your department? What is your greatest strength? 

– What is your role in comparison with other partners in the network? 

– Do you have any contact with other players in the network? 

– How is this contact and how often? 

– What function do you think Volvo CE have in the network? What is it that makes 

Volvo CE competitive? 
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Customer: 

Do you think that the customer is involved in the development process from your own 

experience? 

– How is the customer involved / not involved 

What is your experience of the costumer’s activity in the process of change or improvement? 

– Are you positive / negative to involve the customer in the development process 

– Give examples of when the customer was in the process. 

– Do you think that cooperation with customers contribute to a more effective job? 

– Do you keep your self updated on what your customers are asking for (requests, 

complaining)? 

Speculations and Opportunities: 

– Can you describe a network in the best of worlds?  

– Which function should it fulfill? 

– How do you think that the partners in the network should cooperate to get the best 

benefit from each other? 

– How should the various partners work more closely to each other in order to together 

create value for the customers? 

– Do you see any barrier with the variety of partners to work together to create value for 

the customers? 

Final questions: 

Do you have any questions? 

Would you like to take part of the survey? Reading the final thesis? 

Can we contact you again if we have any more questions or if it is anything more we are 

thinking of that we need to discuss with you? 

Please feel free to contact us if you have any questions! 

  



The past, present and future of networking 

58 

 

Interview Guide to customer 

Presentation of us:  

– Mälardalens University 

– Bachelor Program in Innovation, focus on Business Administration and Psychology. 

– Writes our thesis in innovation technology. 

– We will examine how you work in the quarry sites and gain an understanding of how 

you work in your network. 

Initial questions:  

Can we record the interview? 

Ethical rules: 

– The useful requirement:  

1. The information will only be used for research purposes. 

2. The information will not be used for commercial purposes. 

3. Personal information will not be used for any other purpose. 

 

– The information requirement:  

1. Your contribution to the thesis is both informative and inspiring. We want to know 

how you and others interact today. We want to discuss the relevant ideas and solutions 

for the future. 

2. Participation is voluntary. 

3. You can cancel at any time and for this you do not need a reason. 

 

– Confidentiality requirement:  

1. May we use your name and position in the thesis or do you want to remain anonymous 

against readers? 

2. We will be the only one listen to the tape. 

3. The tape will be deleted. 

Respondent's experience: 

– Can you describe your work on a daily basis? 

 

– Dealer: Do you have a connection to quarry sites in your work? 

  

– End customer: Do you use services or products from Volvo CE? Do you have any 

collaboration (contact) with Volvo CE?  

– How does the collaboration look like between your company and Volvo CE? 

  

– Can you mention any other suppliers you work with? 

  

– How does your experience look like around collaboration with other companies/ 

organizations? 

  

– What function do you think your company has in relation to Volvo CE? 
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– What’s the driving force of your company? What’s your strongest quality?  

 

– How do your collaborate within the company to make sure all competence and 

knowledge is taking care of?  

 

– What’s your company’s place in relation to other partners in the network?  

– Do you have any contact with other partners in the network?  

– How is this contact established and how often does this contact take place?  

 

– What role do you feel that you have in your network? What is it that makes you 

competitive? 

 

– Who or whom affects your field?  

– What uncertainty do you see in the field?  

– What are the current trends? 

Customer: 

From your own experiences, do you think you, as a customer is involved in the development 

process?  

– How are you involved/ not involved 

– Can you describe a case when you were involved with your suppliers?  

– Do you think it is good or bad to be involved in the development process at your 

suppliers? 

  

– Do you think it would be possible to improve your work by working closer together 

with suppliers? How would this be preceded? 

 

– Do you think collaboration with other partners contribute to make your work more 

effective? 

  

– Do you have the possibility to give feedback to suppliers? Do you think the suppliers 

retrieve your feedback and listen to your complaining’s or wishes?  

Speculations and Opportunities: 

– Can you describe a network in the best of worlds ?  

– Witch function should the network have? 

 

– How do you think the different partners in the network should collaborate to take 

advantage of each other’s knowledge? 

 

– How should different partners in the network work closer together to create value 

together for the end customer?  

Imagine year 2020 or 20 year from know: 

– Who or whom affect the field? 

– What uncertainty do you see in the field?  

– What are the current trends? 
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– Do you see any barriers for the different partners in the network working together in 

the future?  

Final questions: 

Do you have any questions? 

Would you like to take note of the results or read the final paper? 

Can we get back to you with further questions? 

Please contact us if you have any further questions. 


