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Abstract 
Lately the pharmaceutical industry is confronted with newly emerging needs which puts firms 

under a high cost pressure. As a result pharmaceutical equipment provider such as Sartorius 

Stedim Biotech (SSB) are affected by that in a similar way trying to deliver products and 

services that promise best value for money. A so-called go-to-market project should serve to 

evaluate each customers’ sales potential in order to allocate resources accordingly. Hence, some 

market segments such as the “academic market” which is comprised of research institutes and 

academic institutions (=colleges and universities) with biotech-oriented study programs needed 

to be disregarded. Therefore, this thesis investigated the organizational buying behavior of 

academic institutions in order to advise the product management department Fermentation 

Technologies (FRT) how to improve marketing efforts of the Biostat® A to get it marketed and 

sold, given the go-to-market limitations. 

 

To find a solution to this problem, a case study of FRT and their Biostat® A at SSB has been 

conducted. Data has been collected through five company interviews, six customer interviews 

with different institutions as well as through a customer survey with overall 69 respondents (59 

from Germany, 10 from the UK).  

 

This study identified that there is a current misbalance of the Biostat® A’s marketing mix. 

Further, the academic institutions’ bioreactor procurement process could be outlined and several 

aspects influencing their buying behavior were identified. In addition it was found that academic 

institutions demand the personal contact to their bioreactor suppliers, not wanting to be visited 

on a regular basis while using the internet as a main information source. 

 

Based on above findings, the advice to FRT is to establish a direct marketing approach with 

telesales to realize a market pull. Given the go-to-market limitations this presents a solution that 

creates a direct customer response, establishes customer relationships and is of a cost-efficient 

nature.  

 
 

Key-words: Pharmaceutical Industry, Organizational Buying Behavior, Purchasing Behavior, 

Buygrid Framework, Marketing Mix, Relationship Marketing, Direct Marketing. 
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1 Introduction 

Chapter 1 aims at providing a brief introduction to the background of the underlying 

problem, to present the derived problem formulation, the thesis’ objective, its research 

questions as well as its delimitations and will end with illustrating the thesis’ outline.  

1.1 Background 

The Pharmaceutical Industry is facing major changes in the ways it used to work in the 

past. Relying on a few molecules which have been heavily promoted and turned into 

blockbusters will not work out as a promising strategy in the future. This is due to sev-

eral reasons: increasing chronicle diseases are putting higher pressure on healthcare 

budgets, healthcare payers are increasingly checking on the pharmacoeconomic perfor-

mance of various medicines and the medicine demand is increasing in emerging mar-

kets, just to name a few (Friend et al., 2011). To rephrase the previous, the global need 

for cost effective and innovative medicines proceeds to rise while health care providers, 

payers, regulators and patients demand more transparency, access to information, great-

er value for money and proven effectiveness of products. In order to deal with these 

requirements, firms are looking for ways to increase their operations’ efficiency, to im-

prove the productivity of research & development, optimize financial performance and 

rationalize spending on commercial operations (PWC, n.d.). 

Considering the above aspects, it is reasonable that providers of equipment for this in-

dustry are affected by the mentioned changes in a similar way. When pharmaceutical 

companies are corresponding to the mentioned constraints, it implies that their suppliers 

need to adjust to them as well in order to support them to cope with the changes.  

This provides the ground for the case study of Sartorius Stedim Biotech (SSB). As a 

provider of equipment and services for the production processes, quality assurance and 

development of the biopharmaceutical industry (Sartorius Stedim Biotech, n.d.) they are 

forced to adapt to the needs of their customers as a prerequisite to reach their own 

growth targets. In this context, SSB has run the so-called “Go-to-Market Project”. The 

project was rolled out in all of Sartorius’ sales regions (America, Europe, Asia). Its aim 

was to allocate the sales representatives’ resources as efficiently as possible. Meaning 

the sales representatives should spend their time at those accounts that are most promis-

ing in generating the highest return. An illustrative example of the visualization of the 

project’s outcome can be seen in Figure 1. Due to the confidentiality of the data, the 

chart has been anonymized. 
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Figure 1: Customer Segmentation Go-to-Market 2020 (Source: Sartorius GTM 2020, 2014) 

Customers in segment 1 and 2 are those that are important for Sartorius in order for 

them to meet their own growth targets. This is due to the fact that these accounts already 

now generate the highest returns or seem promising to do so in the near future where-

fore more sales resources should be spent there. Contrary, segment 3 does not provide 

such valuable returns in which case a sporadic coverage is proclaimed. More detailed 

insights into the derived actions from above chart can be seen in Appendix A. The focus 

group this thesis is concentrating on, state the customers of segment 3. These are mainly 

considered opportunistic and low-potential customers wherefore sales representatives 

are not actively serving them anymore in the future. Alternatively, new established in-

house sales should take care of them, while not even all of the accounts will be covered.  

1.2 Problem Formulation 

The previously presented development provided a new challenge for the product man-

agement department Fermentation Technologies (FRT) within SSB. One of their prod-

ucts, the Biostat® A, the bioreactor for beginners, is specifically designed and positioned 

in the so-called “academic market”. This market consists of research institutes and aca-

demic institutions (=colleges and universities) with biotech-oriented study programs. 

Due to the generally small sales potential compared to SSB’s pharma customers this 

market is of an opportunistic nature for the company as a whole wherefore it ended up 

in the not-to-be-served-by-sales-representatives-segment/ customer segment 3. As a 

consequence, the product management department now needs to consider alternative 

ways how to get this product sold and marketed.     
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1.3 Objective 

The objective of this thesis is to understand organizational buying behavior (OBB) of 

the academic market in order to advise the product management department FRT how 

to improve current marketing efforts given the go-to-market limitations. With regards to 

this the purchase and procurement processes of bioreactors at academic institutions, 

factors influencing their buying behavior and main sources to get informed about sup-

pliers’ products are going to be examined. By doing so, the thesis shall contribute to the 

field of knowledge in OBB. 

1.4 Research Questions 

In order to fulfill above presented objective the paper strives to answer the following 

main research question: 

How can the product management department FRT improve current marketing efforts 

in order to sell the Biostat® A at biotech-oriented academic institutions given the limi-

tations of the go-to-market project? 

The main research question will be answered, by posing three sub-questions: 

1. What is the current state of sales and marketing efforts of the Biostat® A at aca-

demic institutions? 

 

2. How do academic institutions with biotech-related study programs procure bio-

reactors? 

 

3. What are the most beneficial marketing instruments to address academic institu-

tions? 

1.5 Delimitations 

The thesis was conducted in the product management department FRT of SSB. Alt-

hough the department manages various different bioreactors, the thesis focuses on the 

case of the Biostat® A. 

As requested by the department and due to the newly launched version of the Biostat® A 

in June 2014 present the product’s attributes and set-up no area of investigation as these 

are considered fixed and unchangeable. As a consequence no recommendations in how 

to adjust the product to better fit the market needs will be made. 

Besides that, the investigation of the academic market has solely focused on academic 

institutions with biotech-oriented study programs while research institutes have been 

neglected. The investigation was further limited to the countries: France, Germany and 

the United Kingdom (UK). 
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Figure 2: Thesis Outline 

1.6 Thesis Outline 

This chapter has so far presented the problem background, the problem formulation, the 

thesis’ objective, the derived research questions and the study’s delimitations. Chapter 2 

will then follow to illustrate the theoretical background the thesis is based on. After-

wards, the methodological approach of the thesis will be outlined in chapter 3. The fol-

lowing chapter 4 presents the case company, the FRT department and issues relevant for 

this thesis. Chapter 5 will then continue to represent and discuss the collected empirical 

data. And lastly, chapter 6 will close with the overall conclusions and the recommended 

solution to improve the current state. 
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2 Frame of Reference 

This chapter presents the theoretical background the thesis is based on in order to come 

up with feasible recommendations. It illustrates the concept of OBB, the buygrid 

framework, legal regulations of public procurement in the countries under investigation 

and closes with briefly presenting the marketing mix, relationship and direct marketing. 

The presented literature and models will provide the ground for the subsequent discus-

sion of the empirical data and from that derived recommendations. It shall further help 

to answer the posed research questions.  

2.1 Organizational Buying Behavior  

It can be observed that the majority of buying and selling activities in advanced econo-

mies takes place between organizations rather than towards consumers (Anderson et al, 

1987). It is therefore of interest to understand organizational buying behavior (OBB) 

(Anderson et al, 1987; Johnston and Lewin, 1996; Bunn, 1993) in order to enhance the 

understanding of organizational customers, as well as to better retain and serve them 

(Lewin and Donthu, 2004). Additionally, it is important to investigate procurement pro-

cesses of products and services in business markets in order to establish an efficient 

marketing strategy for these. Therefore it is necessary to analyze the organization, pro-

cesses and criteria for procurement decisions to develop appropriate marketing concepts 

(Godefroid and Pförtsch, 2008). 

The topic of OBB and organizational buying processes gained in importance and 

awareness in the late 1960s. The main authors and pioneers in this area have been Rob-

inson, Faris and Wind (1967) with their publishment of “Industrial Buying and Creative 

Marketing”, in which they present a model of the industrial buying process and the buy-

grid framework, Webster and Wind (1972) when presenting their “General Model for 

Understanding Organizational Buying Behavior” followed by Sheth (1973) who pre-

sented his “Model of Industrial Buyer Behavior” (Johnston and Lewin, 1996).  

OBB differs in a number of features to that of consumers (Backhaus and Voeth, 2014). 

This is essentially important when it comes to the establishment of marketing strategies 

and operations. Due to the tremendous differences between marketing goods and ser-

vices between companies and consumers, distinct strategies need to be implemented to 

meet business customers’ needs. A differentiation between the two domains of market-

ing is mainly rooted in the diversities of their buying behavior (Baines et al., 2011). 

These are visualized in Table 1. 
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Table 1: Buying Characteristics in Consumer and Organizational Markets (Source: Fill and Fill, 

2005) 

The main differences between consumer and industrial markets present the market 

structures, the type of demand as well as the decisions to be taken and their correspond-

ing buying decision processes (Kotler et al., 2007). 

Market Structure. Suppliers of industrial goods might have fewer costumers but higher 

sales volumes. Additionally, industrial markets can concentrate geographically on spe-

cific areas (e.g. financial services mainly concentrate on New York, London, Zürich and 

Frankfurt). 

Type of Demand. The demand of industrial goods is a derived demand which means that 

it finally depends on the demand of consumer goods. It further is described as an inelas-

tic demand, meaning it barely reacts to price changes in the short term.  

Buying Decision Process. Organizations usually face more complex buying decisions 

wherefore a higher amount of people is involved in that process. Due to the economic 

and technical complexity of it, it usually takes a lot of time until a decision is taken. 

Besides that it can be noted that stronger formalized procurement processes are imple-

mented at organizations. These are often based on detailed product specifications while 

suppliers are carefully selected and evaluated. Additionally, procurement guidelines 

properly control the procurement process. Other than in consumer markets, buyer and 

supplier are much more dependent on each other. Suppliers of industrial goods work 

closely together with their customers within each stage of the buying process. Lastly, 

the perspective of a long-lasting and trustful collaboration between buyer and supplier 

plays an important role (Kotler et al., 2007).  
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With respect to the above, OBB can be defined as followed: “[…] the decision-making 

process by which formal organizations establish the need for purchased products and 

services, and identify, evaluate, and choose among alternative brands and suppliers.” 

(Webster and Wind, 1972, p. 2). 

Formal organizations are further defined as the sum of governmental agencies, educa-

tional institutions, business firms, hospitals, and political and religious organizations 

(Webster and Wind, 1972).  

2.1.1 The Buying Center 

“Members of the organization who interact during the buying decision process can be 

defined as the buying center.” (Webster and Wind, 1972, p. 77). The buying center is 

composed of individuals and subsets of organizational units that decide upon the details 

of a single buying process (Kotler et al., 2007). Members are usually identified by their 

area of functional responsibility or their role in the buying process (Moon and Tikoo, 

2002). Besides differentiating buying center members according to their function and 

role in the buying process, they can also be distinguished with regards to “personal 

identification”. This helps sales representatives to identify a concrete contact person 

within the dedicated organization and his/ her influence in the buying center. Attributes 

such as individual’s concern of the buying decision and buying experience are consid-

ered very important within this form of differentiation (Backhaus and Voeth, 2007).  

Role concepts attracted great attention within the literature of industrial goods market-

ing. This is due to the assumption that the behavior within the procurement process can 

be derived from the roles of the buying center members (Backhaus and Voeth, 2007). 

The most well-known role concepts are: 

 Webster and Wind’s (1972) role concept, 

 Promoter and opponent model (Witte, 1973) and 

 The gatekeeper concept (Allen and Cohen, 1969). 

Due to its simplicity and its gained attention in the literature (Backhaus and Voeth, 

2007) shall the Webster and Wind (1972) role concept be described in more in-depth in 

the following. Accordingly, Webster and Wind (1972) suggested considering the below 

roles in the buying center: 

Users are defined as organizational members who are going to use the acquired product 

or service (Kotler et al., 2007). They are also the ones evaluating its performance 

(Baines et al., 2011). Frequently, users initiate the purchasing process or even partici-

pate in the formulation of the product specifications (Webster and Wind, 1972). 

Influencers are members that indirectly or directly influence the purchase or usage deci-

sion. This is done either by the definition of criteria that restrict the choices to be con-
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sidered in the buying decision or by the provision of information which help to evaluate 

alternative purchase actions (Webster and Wind, 1972). Additionally, they participate in 

the establishment of specifications. With regards to this technical personnel are consid-

ered as some of the most important influencers (Kotler et al., 2007). 

Buyers are those members that are able to select the supplier and arrange the terms and 

conditions of purchase due to their formal authority. Although buyers might have the 

power to negotiate with sources of supply and commit the firm to provide contracts, 

available choices might be very restricted formally or informally by the influence of 

others. For example technical staff can be authorized to decide upon specifications that 

force the buyer to cope with a specific supplier (Webster and Wind, 1972). Consequent-

ly, buyers do not have an influence on the product’s specifications but on the framework 

within which decisions regarding the purchase are taken (Baines et al., 2011). There-

fore, they are the ones with the most important function with respect to the selection of 

a supplier and the course of negotiation (Kotler et al., 2007).  

Deciders are either in the position of informal or formal power to finally select a suppli-

er. Buyers might take the role of deciders, but it can also be the case that this is up to 

somebody else and only left for implementation to the buyer (Webster and Wind, 1972). 

In case of routine purchases buyers tend to have the final say. Besides that it is common 

habit that employees are individually able to account expenditures until a particular fi-

nancial threshold (Baines et al., 2011).  

Gatekeepers are members able to control the information flow within the buying center 

(Webster and Wind, 1972). Telephone switchboard operators, secretaries, assistants and 

technical staff are possible members that can take on the role of a gatekeeper (Baines et 

al., 2011). 

Bonoma (2006) expanded Webster and Wind’s (1967) role concept by a sixth role, the 

one of the Initiator (Backhaus and Voeth, 2007). The initiator can be understood as the 

person kicking off the buying process (Foscht and Swoboda, 2011). By doing so, he/ 

she identifies that an organization’s problem can be solved by the acquisition of a ser-

vice or product (Bonoma, 2006).  

The buying center does not present a sound and formal organizational unit. It can be 

more understood as a total sum of the roles and duties connected to the purchasing pro-

cess that is built by various members with different subtasks to submit the purchase. For 

the particular purchases, buying situations and to be procured products the specific buy-

ing centers are built within the dedicated organization. It illustrates the complex pro-

cesses taking place that lead to a purchase. Suppliers are recommended to be aware of 

the different roles within the buying center of their customer in order to influence the 

decision making process efficiently (Kotler et al., 2007).  
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2.1.2 Phases of the Buying Decision Process 

More prominent than in consumptive buying processes, it is possible to differentiate 

between distinct phases within organizational buying decisions (Backhaus and Voeth, 

2007). Consequently, the organizational buying process can be divided into various 

stages or phases of a buying decision-making process (Havaldar, 2005). Taking the buy-

ing phases of Robinson et al. (1967) as a reference, the various phases’ importance is 

subject to the type of buying situation (to be explained in section 2.1.3) (Havaldar, 

2005). All of the following presented eight stages take place in a new task buying situa-

tion. In case of a straight or modified rebuy, some of the phases might be neglected 

(Baines et al., 2013) (see Table 3). Further, it should be noted that phases might occur 

simultaneously while usually following below sequence (Robinson et al., 1967). In this 

respect, Robinson et al. (1967) identified the below eight phases, the buyphases, that 

comprise the procurement process in an industrial firm. 

Phase 1: Anticipating or Recognizing a Problem. A buying process is kicked-off when 

anyone within the company identifies a problem or need, which can be solved or satis-

fied with a specific product or service. Problem recognition can stem from internal or 

external sources (Kotler et al., 2007). 

Phase 2: Determining Characteristics and Quantity needed. During this stage the de-

sired characteristics of the needed product or service to solve the problem are deter-

mined (Baines et al., 2013). This determination takes place in the using department as 

these employees are largely responsible on taking decisions concerned with the general 

problem solution. People outside the department can serve as additional information 

sources and can therefore be consulted (Robinson et al.,1967). The outcome might be a 

general functional description or a detailed analysis in order to create a detailed tech-

nical specification serving a specific purpose (Baines et al., 2013; Robinson et al., 

1967).  

Phase 3: Describing Characteristics and Quantity needed. By translating the need into 

a specific solution that is able to be communicated to others, this phase can be viewed 

as extending phase 2. The description should be as detailed and precise as possible as it 

works as a foundation for further actions for people inside and outside the purchasing 

organization. This phase also states an important one for marketers as influencers may 

join the procurement process. Therefore, marketers need to be aware of the people who 

prepare the specifications, in order to know the information sources that are drawn up-

on, the roles of the various individuals that are providing these information, taking part 

in the decision-making process and who are responsible for the revision of the deci-

sions. In case a supplier has already anticipated a need in an organization, he must have 

worked closely together with the buying organization to create a solution to the problem 

at hand (Robinson et al., 1967). 
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Phase 4: Searching for and Qualifying Potential Sources. This phase concentrates on 

the search for potential sources of supply and their qualification. The latter depends on 

the buying organization, the particular buying situation as well as on the people influ-

encing the decisions. Alternative suppliers are subject to screening and an evaluation. 

The final outcome presents a list of suppliers out of the total sum that are considered to 

be potential vendors (Robinson et al., 1967). Baines et al. (2013) further address, that 

organizations in this phase base their decisions on rational criteria. Meaning, they strive 

to minimize risk and uncertainty. As a consequence organizations tend to work with 

known suppliers, those they already have experience with and those they consider that 

can be trusted. By doing so, aforementioned risk and uncertainty are reduced.  

Phase 5: Acquiring and Analyzing Proposals. In this phase suppliers are contacted for 

specific proposals. This can range from routinized procurements that only involve 

checking a catalog or calling a supplier to complex situations where a number of coun-

ter-proposals and new offers are required (Robinson et al., 1967).  

Phase 6: Evaluating Proposals and Selecting Suppliers. Suppliers’ proposals are evalu-

ated and analyzed, followed by the selection of a supplier. After the selection, further 

negotiations on the terms and conditions of purchase and delivery might take place 

(Robinson et al., 1967).  

Phase 7: Selecting an Order Routine. During this phase the dedicated organization pre-

pares the determination of regularly reoccurring order procedures (Kotler et al., 2007). 

This includes preparing the purchase order to be forwarded to the supplier, discuss as-

pects of expediting, troubleshooting, inspecting, invoicing and so on. As buyers learn 

throughout every purchasing activity, vendor performance turns to be important feed-

back to qualify suppliers for future procurement activities (Robinson et al., 1967).  

Phase 8: Evaluating and Assessing Performance. Here a fundamental evaluation of the 

procured item in use takes place. The evaluation covers aspects of the procured prod-

uct’s ability to solve the occurred problem as well as the supplier’s performance (Rob-

inson et al., 1967).  

The above illustration of the various phases taking place within an organizational buy-

ing process presents the attempt to systematize the various different activities into a 

phase concept (Backhaus and Voeth, 2007). “Appendix B – Overview Phase Concepts 

Buying Decision Process” presents several other phase concepts dealing with systema-

tizing the buying decision activities into different phases. Although some differences 

could be observed, some similarities can also be noted such as the problem recognition 

phase, which appears in all concepts while being named slightly different. Overall, the 

main difference between the concepts presents the degree of detailing where some mod-

els split the decision process in more phases while others concentrate on just a few 

(Backhaus and Voeth, 2007).  



2 Frame of Reference 17 

2.1.3 The Three Buyclasses 

Robinson et al. (1967) found out that purchasing processes and individual buying pat-

terns of the same product vary notably over time in subsequent purchases and when 

collaborating with different suppliers. In other words, organizational buying decisions 

differ with regards to several aspects: relationship with suppliers, the offering’s nature, 

their strategic impact and the frequency and relative value of purchases made (Baines et 

al., 2013). Consequently, Robinson et al. (1967) identified three distinct forms of buy-

ing situations, the buyclasses, each of which occupies particular characteristics (Baines 

et al., 2013).   

Their classification took place according to below three criteria: 

 familiarity of the influencers and buying decision makers with the problem, 

 degree of information required by the influencers and buying decision makers, 

and 

 consideration of new alternatives by buying decision makers (Robinson et al., 

1967).  

Table 2 illustrates the differences of the presented criteria for each class in more detail. 

 

Table 2: Main Buyclass Characteristics (Source: modified from Fill, 2006) 

As a result, the three buyclasses can be illustrated as follows: 

New Task. In this case, the organization faces a new problem that has not arisen in the 

past, wherefore no previous buying experience exists. A marketer can try to influence 

the buying situation by providing the influencers and decision makers with the required 

information and by persuading them that one’s own solutions are the best to the present 

problem (Robinson et al., 1967). Due to the non-existing former buying experience, risk 

associated with such a purchase increases. This is why there is usually a great amount of 

decision makers involved. As lots of new information is needed, and as this takes time 

to be assimilated, it takes an even longer time until decisions are made (Baines et al., 

2013).  

Modified Rebuy. During this stage organizations reevaluate suppliers’ offerings. The 

reevaluation is considered significantly valuable compared to the effort involved to do 



2 Frame of Reference 18 

it. Although alternatives sources of supply are evaluated, it does not mean that the sup-

plier or the purchased product will change in any case (Robinson et al., 1967). A modi-

fied rebuy situation also signals that the purchase organization might want to change 

product specifications, prices, conditions of delivery and purchase or the supplier. Cur-

rent suppliers are forced to react to the organization’s requests while potential alterna-

tive suppliers might take advantage of this and present a better solution to the problem 

in order to be considered for future purchases (Kotler et al., 2007).  

Straight Rebuy. This buyclass presents the most common buying situation within indus-

trial purchasing. Organizations only consider the same solution they took into consid-

eration the last time the problem occurred. The problem is deemed to be of a reoccur-

ring, continuing nature which is why the solution becomes routinized. This buying situ-

ation can also include changes of the product’s chemical or physical properties, the pur-

chased quantity, shipment method, delivery time and the price paid. But it does not 

touch upon prevailing procurement procedures and patterns wherein no alternative 

sources are evaluated. This also means that basic product specifications are not subject 

to change (Robinson et al., 1967). Current suppliers try to keep their product and service 

quality and offer improved order procedures to enable purchasers to save time during 

their purchases. Alternative suppliers try to offer their products at better financial condi-

tions to gain access to the organization (Kotler et al., 2007).   

 

Table 3: Occurrence of Buyphases within each of the Buyclasses (Source: according to Kotler et al., 

2007, p. 380) 

Table 3 represents the occurrence of the buyphases within each of the buyclasses. As 

already mentioned above do not all phases take place in every single buyclass. This is 

somehow supported by Johnston and Bonoma’s (1981) study which revealed that the 
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buyphases might not follow a chronological order while the process is more described 

as iterative and recursive. Furthermore, they identified that according to the purchased 

product a different amount of functional areas are involved in the buying process. This 

is why they recommend to investigate the buying influence in each task and act accord-

ingly.  

The buyclass approach attracted broad attention within the literature of organizational 

buying behavior (Backhaus and Voeth, 2007). This is claimed to be reasoned in it’s 

simple structured nature (Backhaus and Voeth, 2007; Foscht and Swoboda, 2011) while 

it still generated a great amount of testable hypotheses (Backhaus and Voeth, 2007). 

Contrary, it was also subject to lots of criticism concerning its generalizability claiming 

the buyclass to be the ONE influencing factor to explain organizational buying behavior 

(Backhaus and Voeth, 2007; Foscht and Swoboda, 2011). Consequently, different au-

thors point out that the model should also be differentiated according to (Backhaus and 

Voeth, 2007): 

 Different product classes (for example capital goods or parts) (Choffray and Li-

lien, 1978), 

 Classes of value (different procurement processes appear in the case of a new 

purchase of a light bulb and a new purchase of a car pool) (Johnston and Bono-

ma, 1981) 

 Personal and organizational factors (Peters and Venkatesan, 1973; Wilson, 

1971). 

2.2 The Buygrid Framework 

The buygrid framework has been established with the thought in mind to provide indus-

trial marketers with a useful framework that specifies the selling task in order to enable 

them to efficiently plan and execute marketing activities (Robinson et al., 1967). It is 

further based on the following three premises (Robinson et al., 1967): 

 “Buying” involves sequential activities with varying complexity. Additionally, it 

requires members from different functional and hierarchical areas of the organi-

zation. 

  The central area of investigation represents the buying situation. This is created 

every time an individual within an organization recognizes a problem which res-

olution requires a purchase. Robinson et al. (1967) identified and differentiated 

the previously illustrated three buyclasses: new task, modified rebuy and straight 

rebuy. 
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 Lastly, the procurement process is considered to comprise sequential activities 

that need to be executed in order to resolve the buying situation. These activities 

present the earlier described buyphases which include eight distinct steps. 

The authors claim their model to be of such a generalist nature that it can be applied to 

any procurement process. Besides that, it shall help to identify critical points of decision 

and information requirements as well as to provide support to examine customer buying 

behavior within their organization (Robinson et al., 1967).  

 

Table 4: Buygrid Framework (Source: modified from Robinson et al., 1967) 

As presented in Table 4 illustrates the framework the correlation between the three dif-

ferent buyclasses and the eight distinct buyphases (Stephany, 2010; Robinson et al., 

1967).  

Overall bases the above framework on the two-dimensional assumption that the particu-

lar buyphases take on different forms depending on the type of buyclass (compare 

2.1.2). This specifically applies to the routinization of the buying process and in that 

involved members (Foscht and Swoboda, 2011). Robinson et al. (1967) investigated 

throughout a case study of purchasing a special drill the impact of their buyclass ap-

proach on buying center structure (Backhaus and Voeth, 2007). Brand (1972) conducted 

a similar study where he investigated the correlation between the two buying character-

istics (buyclass and phases) as well as their impact on the buying center composition 

(Foscht and Swoboda, 2011). Both studies revealed different buying center members’ 

involvement in each buyphase as well as a distinct occurrence of the buyphases within 

the buyclasses (Foscht and Swoboda, 2011; Backhaus and Voeth, 2007).  
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Besides this, the buygrid framework was subject to several different empirical investiga-

tions trying to proof its applicability (Backhaus and Voeth, 2007). These delivered di-

verse results, some proofing in main parts the established theory (Anderson et al., 1987; 

Doyle et al., 1979; Matthyssens and Faes, 1985; Moon and Tikoo, 2002) while some 

revealed evidence that it cannot be supported (Bellizzi and McVey, 1983; Jackson et al., 

1984). 

Summarizing, it can be noted that especially the buyclasses attracted attention in the 

literature of industrial goods marketing. However, it cannot be concluded that the 

buyclasses on their own are able to describe and explain organizational buying behav-

ior. With regards to this more influencing factors need to be considered (Backhaus and 

Voeth, 2007).  

2.3 Academic Institutions as Customers of Organizations 

From a marketing perspective customers within business-to-business markets can be 

differentiated according to their usage of a product or according to their organization’s 

goals (Godefroid and Pförtsch, 2008). As academic institutions fall into the last-

mentioned category, this is going to be examined a little closer. 

Organizations’ goals of potential customers can tremendously impact their buying be-

havior and therefore marketing activities accordingly. In this respect, three organiza-

tional classes can be identified: 

 Commercial enterprises, 

 Governmental entities and 

 Other organizations (Godefroid and Pförtsch, 2008). 

Universities and colleges belong to the second class, governmental entities. These are 

characterized by tight budgets and the decision-makers’ narrow scope of action. For 

suppliers to be successful within this segment, they need to identify the decision mak-

ers, determine factors influencing buying behavior and understand the prevailing deci-

sion making process (Kotler et al., 2007). As an outstanding characteristic of academic 

institutions as organizational customers, they are forced to procure according to the 

budget law (Godefroid and Pförtsch, 2008). Purchasers are strongly supervised which is 

why they underlie the procedures of tendering and contracting. This goes along with 

completing lots of different forms (Kotler et al., 2007). All of this shall help to increase 

transparency of the buying process on behalf of the supplier, while it highly limits the 

scope for marketing activities which leaves the supplier only with permanently being in 

touch with the institution (Backhaus and Voeth, 2007). On the other side, due to the 

market’s complexity and inertia it also presents strong market barriers for newcomer. 

This is why some kind of lock-in effect might be created in case an institution decided 
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on one particular supplier (Godefroid and Pförtsch, 2008). The procedure to apply for 

such tenders varies from one country to another. Hence, it is important for an organiza-

tion targeting this audience to be aware of the regional practices with regards to the con-

tract award process (Kotler et al., 2007).  

Governmental entities mainly award contracts via tendering. With respect to this, the 

tenderer with the lowest price needs to be considered (Kotler et al., 2007; Godefroid and 

Pförtsch, 2008). In exceptional cases higher prices can be accepted when these are root-

ed in higher quality standards or reliable delivery deadlines (Kotler et al., 2007). Alt-

hough the most economic tenderer needs to be considered, the way this is assessed is 

often not based upon economic analyses (Godefroid and Pförtsch, 2008). Besides the 

mentioned economic criteria that are used to assess a tenderer, also non-economic fac-

tors might play an important role (Kotler et al., 2007). For example can governmental 

entities be forced to consider tenderers from a specific region in order to secure jobs 

(Godefroid and Pförtsch, 2008). 

2.4 Public Procurement Regulations in Europe 

In the following some of the most important public procurement regulations in Europe 

and in the corresponding countries under investigation (France, Germany and UK) of 

this thesis shall be outlined. This shall support to expand the theoretical model of OBB 

with a legal perspective on public procurement law. This is considered an important 

aspect with regards to OBB at academic institutions as these need to comply with men-

tioned regulations. And as it was illustrated in the previous section, it is important for a 

supplier to be familiar with the regional procurement practices in order to be successful 

within such a customer segment (Kotler et al., 2007).  

The European Commission (EC) defines regulations, rules and guidelines for contracts 

regarding public works, public supply and public service (EC Public Procurement, n.d.). 

The corresponding rules and procedures are outlined in the “Directive 2004/18/EC of 

the European Parliament and of the Council on the coordination of procedures for the 

award of public works contracts, public supply contracts and public service contracts”. 

Further, they determine thresholds from which the aforementioned regulation and di-

rective apply (Directive, n.d.). The dedicated thresholds are illustrated in below Figure 

3: 



2 Frame of Reference 23 

 

Figure 3: EC Thresholds Public Procurement (Source: according to EU Schwellenwerte, n.d.) 

As is can be derived from Figure 3 the directive differentiates thresholds within public 

work, supply and service contracts according to the relevant contracting authority (Di-

rective, n.d.). The thresholds are subject to a biannual review where they might be 

adapted accordingly (EU Schwellenwerte, n.d.).  

If a public contract reaches the above presented thresholds, the contracting authority 

needs to follow the guidelines of the previously mentioned directive about public pro-

curement from the EC (EU Schwellenwerte, n.d.). In case of academic institutions pro-

curing bioreactors, these can be grouped into the section of service and supply contracts. 

Further, as bioreactors are usually not procured by the utilities, security & defense sec-

tor nor by central government authorities, they can be claimed to belong to above group 

“Others”. Consequently, academic institutions planning to procure bioreactors worth 

more than 206.000 Euros need to comply with the dedicated EC directive.  

The following sections shall present some of the public procurement specificities of the 

investigated countries of this thesis. The information are mainly drawn from a compara-

tive study of national public procurement systems across PPN (public procurement net-

work) (PPN, 2010). Consequently, if not noted differently, the information source rep-

resents “(PPN,2010)”. Within this survey 27 EU countries as well as Macedonia, Nor-

way, Switzerland and Turkey have been investigated. The survey was supposed to shed 

light upon the legal, institutional and review framework of public procurement in Eu-

rope (PPN, 2010). As solely the legal and institutional framework state an interesting 

aspect for this paper, the review procedures are neglected.  

2.4.1 Public Procurement Regulations in France 

The PPN survey revealed that all EC directives relating to public procurement have 

been implemented into French law. Below the EC thresholds, other relevant provisions 

in the same text define national legislation. The procedure below these thresholds is 

named “adapted procedure”. Consequently, contracts awarded according to this proce-

dure were published and set out to competitive tendering obligations by the contract’s 
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responsible. Further, it was found that the only threshold below the EU’s ones is pre-

sented by the Public Procurement Contracts Code. This is 90.000 Euros VAT (=value 

added tax) from where: 

 It is mandatory to publish a contract notice using particular media: 

o “Bulletin Officiel des Annonces de Marchés Publics-BOAMP” (=The 

Official Bulletin of Public Procurement Contracts Announcements), this 

can be understood as the national and official newspaper dealing with 

publishing contract notices; or 

o Another newspaper that is allowed to edit legal announcements. 

 The awarding entity might also decide to incorporate the value and nature of the 

concerned goods, services or works as well as publishing the same notice in a 

specialized journal in the dedicated economic sector. 

Below 89.999,99 Euros VAT the procurement officer determines the modalities for 

publishing notices based on the contract’s subject-matter, its value and degree of com-

petition. Contract notices are to be finalized using standard forms provided by Ministe-

rial order. Time limits to respond to such a contract notice, are also defined by the con-

tracting entity. Additionally, selection criteria also need to be laid out in the tender doc-

umentation or contract notice. Further, legal regulations dictate that contracting entities 

should base their selection on various criteria while these need to be linked to the sub-

ject-matter without discriminating potential bidders.  

It should be noted that the latter mentioned criteria only apply to procurements above 

EU thresholds. If the contracting authority bases their selection on a single criteria, this 

needs to be the price.  

2.4.2 Public Procurement Regulations in Germany 

The German Regulation on the Award of Public Contracts (Vergabeverordnung – VgV) 

and the German Act Against Restraints on Competition (Gesetz gegen Wettbew-

erbsbeschränkungen – GWB) build the core of the German public procurement law. The 

mentioned have been subject to various adoptions to implement EU law. Detailed pro-

curement procedures are presented within the legislation in the procurement regulations 

(procurement regulation for professional services: Vergabeverordnung für freiberufliche 

Leistungen, VOF; procurement regulation for public supplies and services: Vergabe- 

und Vertragsordnung für Leistungen, VOL/A; procurement regulation for public works: 

Vergabe- und Vertragsordnung für Bauleistungen, VOB/A). 

Below the EC thresholds, it could be noted that variable national legislation (mainly 

budget law) apply in the case of public procurement while the former mentioned GWB 

and VgV are not called into action. The rules below the EC thresholds are represented in 
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the former mentioned VOL/A and VOB/A. Further, the respective budget law applies 

on the federal as well as on the state (Bundesland) level. 

In Germany three different procurement procedures are in place: 

 Single tender action, 

 Selective tendering and 

 Public tendering. 

Public entities are forced to publish tenders in sources available to public access such as 

internet websites, daily newspapers, professional journals and official announcements. 

Further, these regulations dictate to choose the most economic tenderer. This decision is 

not solely based on the price but can also take criteria such as operating costs, environ-

mental features, quality, advisability and aesthetics into account.  

2.4.3 Public Procurement Regulations in the UK 

In the UK the office of government commerce (OGC) is in charge of the government’s 

procurement policy and the corresponding legislative framework. Here, the EU pro-

curement directives are transposed by secondary legislation. As well as in France and 

Germany, the UK implemented the EU directives into national law. The Public Con-

tracts Regulations 2006 and the Utilities Contracts Regulation 2006 regulate public pro-

curement in the UK. These apply to England, Northern Ireland and Wales. Scotland, 

with its own parliament, implemented two similar regulations by the Devolved Scottish 

Administration.  

In the UK there are no particular procurement laws or regulations in place in case of 

procurements below the EC thresholds. Nevertheless ensures the UK that procurements 

below the thresholds are covered by the government procurement policy. This means 

that buying activities of the government should be performed relying on value for mon-

ey through competition. Further, covers the public procurement policy the consideration 

of the principles of transparency, openness and non-discrimination within all procure-

ment activities.  

2.5 The Marketing Mix 

The marketing mix presents the unique composition of product, place, price and promo-

tion (known as the 4 p’s) in order to efficiently address a target market’s needs. The 

marketing manager is able to control all of the four components while their strategies 

need to be mixed in order to achieve optimal results. By doing so an organization is able 

to gain competitive advantage and better meet their customer segments requirements 

(Lamb et al., 2012). Consequently, the demand is affected by each of the four p’s and all 

of them working in relation to each other. For a successful mix, the 4 p’s do not only 
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interact but also need to balance with each other. Hence, new product launches tend to 

incorporate a misfit of these (Cheverton, 2004). 

Product. The product represents the core of the marketing mix. It is hard to establish a 

price, promotion and placement strategy as long as one does not know what it actually is 

that is to be marketed (Lamb et al., 2012). The P of the product includes the physical 

product unit itself, its warranty, package, after-sale service, company image, value, 

brand name, quality, product features and styling (Lamb et al., 2012; Young and Pago-

so, 2008).  

Price. The price defines what a purchaser needs to give up in order to acquire a specific 

product. It is deemed the most flexible marketing element that marketers can easily and 

quickly change (Lamb et al., 2012). This P covers pricing, discounts and credits (Kotler 

et al., 2007). Further, terms and conditions of delivery and purchase are also part of this 

marketing instrument (Holland, 2011). 

Place. The place determines the distribution strategies chosen to make products availa-

ble to customers when they want them wherever they are (Lamb et al., 2012). The P of 

place includes the physical product distribution such as transportation and storing, as 

well as the chosen sales channels and the places where the product is offered (Kotler et 

al., 2007).  

Promotion. The role of the promotion P intends to generate mutually satisfying ex-

changes with target customer segments by reminding, persuading, informing and edu-

cating them about an organization’s or product’s benefits. It covers the range of activi-

ties from public relations, advertising, personal selling to sales promotions (Lamb et al., 

2012). 

The marketing mix presents a tactical tool that is used to achieve a strong position on 

targeted markets. It should however be kept in mind that it is a tool on behalf of a sup-

plier which might help to influence potential buyers. In order to do so, the 4 p’s must 

address wants and needs of the customers and create some kind of value (Kotler et al., 

2007).  

2.6 Relationship Marketing 

In least cases ends the relationship between sellers and buyers with the closing of the 

purchasing contract. In fact it gets more intense after the closing and therefore affects 

the buyer’s decision for future purchases (Levitt, 1983). Levitt (1983) compares the 

situation when a sale is made with one starting a relationship or getting married. In this 

context he describes that the relationship’s quality depends on the seller’s efforts and 

how well this one maintains the relationship. Further, he states that firms can avoid get-

ting in trouble in case of a potential “divorce” on the part of their customers when con-
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sidering such a relationship approach. This briefly touches upon the importance of the 

relationship between organizations and their customers and that it should be carefully 

maintained. The following sections shall therefore present the origins of relationship 

marketing, the benefits it incorporates and its distinctive characteristics.  

2.6.1 The Development of Relationship Marketing 

 The concept of relationship marketing has first been mentioned in literature by Berry 

(1983) (Henning-Thurau and Hansen, 2000; Clark et al., 2003). Since then it was sub-

ject to the discussion of many other authors (Levitt, 1983; Jackson, 1985; Rosenberg 

and Czepiel, 1992; Crosby and Stephens, 1987; Gummesson, E. (1987); Grönroos, 

(2011)). Further, similar terms such as customer-lifetime-value-management, manage-

ment of business relationships and customer relationship (CRM) emerged within the 

same context. It could be noted that all of these concepts contain the features of interac-

tions between sellers and buyers as well as the long-term existence and development of 

business relationships (Meffert et al., n.d.). Besides that, this new focus in marketing 

was often considered as a paradigm shift from a transaction-based marketing that focus-

es on customer acquisition to a relationship-based marketing (Foscht and Swoboda, 

2011; Webster, 1992; Sheth and Parvatiyar, 1995). Relationship marketing is also con-

sidered as a manifestation of the customer orientation within marketing practices 

throughout the last decade (Bruhn, 2013). 

In this context, it could be noted that marketing was focus of a reorientation within the 

last decades due to changing economic and competitive conditions (Bruhn, 2003b).  

2.6.2 Benefits of Relationship Marketing 

With the above mentioned tendency towards thinking in customer relationships, cus-

tomer retention becomes the central target of marketing activities (Bruhn and Homburg, 

2013). This bases on the belief that customer retention is beneficial both on the cost and 

income side (see Figure 4) (Reichheld and Sasser, 1990, Blattberg and Deighton, 1996).  

 

Figure 4: Effects of Customer Relationship Management (Source: Holland, 2011, p. 252) 
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On the income side, customer retention is important due to its effect upon sales and 

price. It shall contribute to secure current sales while it is more likely to increase pur-

chase frequency and generate cross-selling potentials at retained customers (Bruhn 

2013; Götz and Krafft, 2010). Consequently, additional sales potential occurs. Further, 

it can be assumed that retained customers are willing to pay “price premiums” due to 

risk reduction (Bruhn, 2013; Diller, 2006). Generally it can be noted that customer re-

tention contributes to increasing sales of an organization (Bruhn, 2013). 

From a cost perspective, customer retention contributes to cost saving potentials that 

base upon accumulated experiences (Bruhn, 2013; Duffy, 2003). Customers are further 

conductive to the provider’s increasing performance efficiency due to its relationship 

with him (Bruhn, 2013). 

Besides above mentioned benefits, Bruhn (2013) also mentions indirect success factors 

with regards to retained customers. In this respect, he states that retained customers are 

more likely to recommend an organization and do not dissuade others from it respec-

tively (Bruhn, 2013; Duffy 2003). This word-of-mouth communication is characterized 

by a high degree of credibility as it does not origin from the provider itself but from 

others (Bruhn, 2013; Markert, 2008). This indirectly affects an organization’s proceeds 

as without direct activities, customer losses are prevented and new customers are ac-

quired (Bruhn, 2013).  

2.6.3 From Transactional to Relational Marketing 

The relationship marketing approach can be understood as focusing on the development 

and improvement of existing customer relationships across the whole lifetime instead of 

solely focusing on acquiring new customers (Payne and Rapp, 2003). Often relationship 

marketing is seen as the transition from transactional to relational marketing (Brodie et 

al., 1997; Hennig-Thurau and Hansen, 2000; Rapp, 2000; Payne and Rapp, 2003). In 

order to present the idea of relationship marketing, the two controversial approaches 

shall be illustrated in Table 5. 

Hennig-Thurau and Hansen (2000) further proclaim that customer relationships should 

be considered as capital assets. This includes that investments have to be done either in 

the customer itself, the product usability or in services. Consequently, a need for care-

fully allocating resources and prioritizing selected market segments arises (Rapp, 2000). 

 



2 Frame of Reference 29 

 

Table 5: Major Differences between Relational and Transactional Marketing (Source: Hennig-Thurau 

and Hansen,2000, p. 21; based on findings from: Diller, 1991; Glynn and Lehtinen, 1995; Hansen and 

Bode, 1999) 

2.6.4 Relationship Marketing and its Distinctive Characteristics 

Based on the above illustration about relationship marketing aspects, Bruhn (2003a, p. 

11) defines Relationship Marketing as follows: 

“Relationship marketing covers all actions for the analysis, planning, realisation, and 

control of measures that initiate, stabilise, intensify, and reactivate business relation-

ships with the corporation’s stakeholders – mainly customers – and to the creation of 

mutual value.” 

From this definition the following four attributes of relationship marketing can be de-

rived (Bruhn, 2013): 

 Stakeholder orientation, 

 Decision orientation, 

 Time-horizon orientation and 

 Value orientation. 
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The focus of the stakeholder orientation presents the relationships of an organization 

with their stakeholders. Although marketing activities can address different stakehold-

ers, customers play the most important role here. Therefore, two different forms of rela-

tionship marketing can be observed, one only addressing customer relationships and the 

other dealing with all the firm’s relationships with all stakeholders. A company’s suc-

cess depends on their relationships with their customers, the relationships’ quality fur-

ther depends on the firm’s relationships with the remaining stakeholders. This is why 

the customer relationships are the center of attention (Bruhn, 2013). This goes along 

with Payne and Rapp’s (2003) conception of relationship marketing, who mention the 

consideration of the six core markets (internal markets, reference markets, influence 

markets, personnel recruitment markets, supplier markets and customer markets as the 

center of the previous all) as one of relationship marketing’s attributes. Gerdes (2010) 

with reference to Holland (2004) solely puts the focus of relationship marketing on cus-

tomer orientation. By doing so he proclaims that customer relationship management 

implies a consequent alignment of a company’s activities towards their customer re-

quirements in terms of a holistic customer handling. Focus are existing and potential 

customers to whom as much products as possible that are oriented towards their re-

quirements should be offered. Contrary, the goal is not to present specific offers to as 

many customers as possible and maximize market share.  

Further, relationship marketing presents a management approach which converts a deci-

sion orientation through activities such as analysis, planning, implementation and in-

spection. By doing so, relationship marketing presents an integrated approach that com-

prises all marketing activities of an organization. Subsequently, measures are to be de-

termined that are conductive to the control of relationships. 

The time-horizon orientation deals with the initiation, stabilization, intensification, re-

newal or termination of customer relationships. This control of relationships can include 

a termination of a customer relationship due to legal or economic reasons. This reflects 

the dynamic character of such relationships which can be illustrated with the help of 

customer relationship lifecycle. This is in line with Gerdes’ (2010) illustration of cus-

tomer relationship management characteristics. With reference to Holland (2004), 

Gerdes (2010) states that the focus should be on customers that are profitable to the firm 

in a long-term perspective. He also mentions that customers are segmented and selected 

which means they are not subject to an equal treatment. Only those that are valuable to 

an organization and whose loyalty is important to the firm are targeted.  

Lastly, relationship marketing follows a value orientation where the mutual benefit is 

prioritized. The customer’s benefit lies in the satisfactions of his needs through the or-

ganization, while the organization sees the benefit in profitable customer relationships 

(Bruhn, 2013). 
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Summarizing, relationship marketing presents the above illustrated orientations as well 

as the presented facts in Table 5. 

2.7 Direct Marketing 

The above presented customer orientation within relationship marketing requires the 

dialogue with the customer. This is mainly implemented by a strategic direct marketing 

approach (Beyer, 2002). Direct Marketing can be understood as all marketing activities 

aiming at directly addressing target customers in order to establish a direct contact/ re-

sponse (Dallmer, 2002). Its particular characteristics can be described as follows (Hol-

land, 2011; Wirtz, 2005): 

 Direct marketing uses all marketing instruments in an integrated fashion. 

 Direct marketing also covers multilevel marketing campaigns aiming at estab-

lishing the direct contact. 

 Direct marketing uses all communication media including electronic and interac-

tive ones. 

 Database management with its acquisition of all customer contacts presents the 

foundation for the direct marketing’s individualized and personalized approach. 

 Direct marketing aims at increasing customer value. 

Further, the direct marketing’s goal, as well as the one of relationship marketing is the 

establishment of long-lasting customer relationships. Similar to the differentiation of 

classical marketing into various instruments (the 4 p’s), can these also be set up regard-

ing a direct marketing approach (Holland, 2011). Direct marketing instruments can be 

found in all dimensions of the 4 p’s while most of them accumulate in the areas of pro-

motion and place (Holland, 2011, Meffert, 2002). 

A direct marketing approach seems further beneficial in case (Holland, 2011): 

 the target group/ person is identifiable,  

 target person is known,  

 the offer is of such a nature that it is in need of explanation, 

 the offer requires a high degree of involvement, 

 a complex buying decision process exists, 

 purchase is not a one-time event but followed by other purchases and  

 the purchase is not of a low-value. 

Most companies use direct marketing as an expansion of their current marketing ap-

proach. It is especially useful for the establishment of customer relationships. With the 

help of customer databases, single persons or specific groups can be contacted in a per-

sonalized manner. Further, it is a cost-efficient type of marketing. Sales representatives 
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incorporate high investments while direct marketing elements such as telemarketing, 

direct mail advertisements or a company’s website present low-budget alternatives in 

order to reach customers. The most important forms of direct marketing are personal 

selling, telemarketing, catalogue marketing, direct mail marketing, online marketing and 

direct response marketing such as TV home shopping channels (Kotler et al., 2007). 
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3 Methodology 

This chapter presents the research methods used in order to conduct the thesis. The 

choice of each chosen method will be justified. Further, an evaluation about the study’s 

quality with regards to its validity, reliability and generalizability will be presented.  

3.1 Research Approach 

The methodological approach used in this study is one of an explanatory case study. In 

this context presents the case of the Biostat® A of SSB’s Product Management FRT 

department the area of investigation.  

A case study examines a present phenomenon within its real-life context while the 

boundaries between context and phenomenon are not clearly evident. It is used to estab-

lish an understanding of complex social phenomena (Yin, 2009). It further uses various 

methods to gain an in-depth understanding of the unit of analysis. Besides that the con-

text is considered an important condition of case studies (Collis and Hussey, 2009).  

The study’s objective was to understand organizational buying behavior of academic 

institutions with biotech-oriented study programs in order to advise Sartorius how to 

improve sales of their Biostat® A system. With regards to this, research questions of a 

“how“ nature have been posed which is an indicator to apply a case study approach 

(Yin, 2009). Further, the different actors involved in a bioreactor purchasing process at 

the dedicated academic institution were to be identified, influences affecting their buy-

ing behavior to be determined and their main source to acquire information to be recog-

nized. This situation can be seen as one, which is in need of an extensive and in-depth 

description in order to gain a holistic understanding of the processes taking place. This 

is deemed another indicator for a case-study approach (Yin, 2009). 

As mentioned in the introductory sentence, this thesis applied the type of an explanatory 

case study. This can be understood as one that uses existing theory in order to under-

stand and explain the case at hand (Collis and Hussey, 2009; Scapens, 1990). Although 

there are other different types of case studies, they seem hard to be clearly distinguished 

while they might be combined with one another (Collis and Hussey, 2009). In this con-

text OBB theory has been used to identify the relevant actors involved in the buying 

process and the corresponding purchasing process, namely the buyphases. Furthermore, 

literature on relationship and direct marketing was used to provide recommendations for 

the FRT department in how to improve their current condition regarding the Biostat® A.  
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As already mentioned previously, do case studies imply the use of different methods. 

This is also known as “triangulation” (= “[…] the use of multiple sources of data, dif-

ferent research methods and/ or more than one researcher to investigate the same phe-

nomenon in a study.” (Collis and Hussey, 2009, p.85)) which increases the validity of a 

particular study (Collis and Hussey, 2009).  

Due to the above presented aspects of case studies, this method was considered suitable 

to reach the objective of this specific thesis. 

3.2 Data Collection 

As illustrated in the previous paragraph triangulation has been used for this thesis. This 

means different research methods (quantitative and qualitative) have been applied for 

collecting case-relevant data (Collis and Hussey, 2009). In order to generate a contextu-

al understanding of the FRT’s problem and the buying behavior at academic institu-

tions, qualitative data collection methods have been considered as useful. Collected data 

is deemed to be of a high validity while quantitative data is claimed to inherit a higher 

degree of reliability (Collis and Hussey, 2009). This underlines again the use of multiple 

research methods to increase a study’s overall validity and reliability.   

3.2.1 Interviews 

Unstructured company and Semi-structured customer interviews were used as a primary 

data collection method in order to gain an initial understanding about the above men-

tioned context of the problem and academic institutions’ bioreactor buying behavior. 

Interviews present a method for primary data collection where participants are chosen 

selectively while being asked questions in order to find out what they feel, do or think 

(Collis and Hussey, 2009). As a method to investigate the current state and accumulate a 

basic understanding, interviews were therefore considered a useful and fitting method. 

The unstructured company interviews intended to gain an understanding about the pre-

vailing problem. They were partly held on the telephone as well as face-to-face. Un-

structured interviews are those where the questions are not prepared upfront but rather 

evolve during the course of the interview (Collis and Hussey, 2009). In order to hold 

these in a somehow structured manner, interviewees were asked to elaborate on the 

strengths and weaknesses of the Biostat® A. Therefore, four application specialists and 

the responsible product manager of the Biostat® A have been interviewed. Application 

specialists were chosen as interviewees as they were considered as the ones having the 

greatest market knowledge when it comes to bioreactor applications and customer 

needs. The product manager was seen as an important interviewee, as he is the one be-

ing responsible for decisions on the Biostat® A’s marketing mix. All in all should these 

interviews help to outline the current state of the Biostat® A’s marketing mix. 
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The semi-structured telephone and face-to-face customer interviews intended to map the 

procurement process of bioreactors at academic institutions. Further, they should con-

tribute to identify the most influential actors within this process as well as to identify the 

usefulness of specific promotional tools FRT has considered using. Additionally, they 

should serve as a basis to determine areas of further investigation. In order to do so, six 

customer interviews with distinct academic institutions possessing biotech-oriented 

study programs have been held, see Table 6. The interviewees were mainly chosen ran-

domly as long as it could be identified that they are active in the field of fermentation. 

Besides that and in order to gain the most holistic customer perspective, different types 

of institutions (colleges and universities), diverse positions as well as Sartorius and 

Non-Sartorius costumers have been interviewed.  

 

Table 6: List of Customer Interviewees  

The customer interview approach that was chosen, was one of a semi-structured nature. 

This means that some questions are prepared while there is room left for further remarks 

or issues that are not covered by the prepared questions. This approach was considered 

valuable, due to its flexibility it leaves to the interviewer to follow up other interesting 

arising aspects (Collis and Hussey, 2009).  

In order to generate more open responses and greater freedom of expression (Collis and 

Hussey, 2009), interviewees were assured to stay anonymous. Besides that all inter-

views were recorded while some were held in German and some in English according to 

the institution’s location (see Appendix C). The interviews were then partly transcribed 

in a bullet-point fashion in order to extract as much information as possible and not to 

rely on memories only. This enabled a more thorough and repeated examination of the 

interviewees’ answers (Bryman and Bell, 2015 with reference to Heritage, 1984). 

3.2.2 Questionnaire 

The questionnaire was conducted in order to obtain primary data that verified, con-

firmed or validated the findings from the initial customer interviews. Questionnaires are 

a quantitative method to collect primary data. They can be defined as a collection of 
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structured and pretested questions that intend to generate reliable answers from a specif-

ic group of people. Further, they pursue the same objective as interviews such as finding 

out what people feel, think or do (Collis and Hussey, 2009).  

The questionnaire was conducted as an online survey enabling the participants to self-

complete it (see Appendix D – Questionnaire for complete survey). Again the question-

naire was distributed in an English and German version depending on the country it was 

distributed to (France, Germany or the UK). The internet platform “Survey Monkey” 

was used to establish the questionnaire. 

With respect to the above, the questionnaire intended to serve two goals: 

 Collect general data about the survey’s participants in order to map the academic 

market/ landscape (information about the participant’s academic institution such 

as the name and type of it, the faculty/ department/ work group the participant 

belonged to as well as the use of bioreactors at their institution were obtained), 

 Verify and validate findings from the initial interviews regarding the procure-

ment process of bioreactors (participants should identify the responsible within 

each of the buying phases, rate the importance of a supplier’s brand, provide the 

reasons when a new bioreactor is bought and what are the most important attrib-

utes to be considered from a product perspective, which information sources are 

used, how important they rate the relationship with their supplier and lastly what 

effect their experiences with equipment from their studies had on the decision 

they take nowadays with regards to procuring new bioreactors).  

Collis and Hussey (2009) present the below process to be considered when establishing 

a questionnaire: 

 

Figure 5: Process Steps when Establishing a Questionnaire (Source: Collis and Hussey, 2009, p. 192) 
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As an initial step it is important to decide upon the variables about which data is needed 

in order to address the research questions (Collis and Hussey, 2009). These were deter-

mined by the help of the six customer interviews which provided the ground for any 

further investigations. As follows the above presented goals of the survey should be 

met. Additionally, a list of potential participants is needed (Collis and Hussey, 2009). 

This was established by the help of the internet pages of academic institutions with bio-

tech-oriented study programs. The pages have been screened for professors, research 

associates and lab technicians seeming to be active in the field of fermentation. Due to 

the author’s limited professional knowledge in the mentioned field, it was slightly diffi-

cult to identify the right contacts. Therefore, most contacts gathered from the websites 

were collected according to their familiarity with fermentation and their mention with 

regards to study programs such as biotechnology, bioengineering, biochemistry and 

microbiology. Besides this, SSB sales representatives and application specialists were 

asked to forward the survey to established FRT academic customers and ask for their 

participation. By doing so, the list of contacts was supplemented by those the author 

might have left out throughout the web search. 

Step 1 – Design the questions and instructions. The questions have been content-wise 

designed in collaboration with the responsible product manager for the Biostat® A. This 

enabled him to add his perception of relevant facts to be investigated and provide his 

professional knowledge about the market. Further, it was paid attention that the comple-

tion of the survey could be done as easy as possible in order to prevent participants from 

feeling too overload to answer it. In the same context it was tried to keep the question-

naire as short as possible.  

Step 2 – Determine order of presentation. The questions followed an order to examine 

the general to the particular. In the beginning general aspects of the participant were 

investigated, followed by his/ her institution’s procurement practices with regards to 

bioreactors and ends with some personal estimates about factors affecting this procure-

ment.  

Step 3 – Write accompanying letter/ request letter. Collis and Hussey (2009) emphasize 

the importance of providing the context for the survey towards the respondents (Collis 

and Hussey, 2009). With respect to this an introductory paragraph has been established 

as well as a cover note in the invitation email (see Appendix D – Questionnaire and Ap-

pendix E – Questionnaire Invitation Email). This intended to provide the ground for the 

survey (an investigation of purchase and procurement processes of bioreactors at institu-

tions of higher education) and inform the participants what the results are used for (ana-

lyze Sartorius’ bioreactor marketing at institutions of higher education).  

Step 4 – Test questionnaire with a small sample. Testing the survey before it is distrib-

uted is considered an important aspect (Collis and Hussey, 2009). For this thesis, this 
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was done in collaboration with two colleagues from the FRT department, which served 

as guinea pigs. This first trial should serve to detect any errors within the survey’s set up 

(e.g. whether questions with multiple answer possibility are really able to be answered 

multiply), to cross-check whether the proposed time is really sufficient to answer the 

survey as well as to test whether the questions are of an understandable manner. The 

author herself tested the questionnaire several times before sending it out. Further, the 

feedback from the two colleagues resulted in some slight changes until the survey was 

able to be sent out.  

Step 5 – Choose method for distribution and return. This thesis chose an online survey 

sent out via email as the method for distribution and return. This choice was taken based 

on the advantages it brings with it. Compared to traditional post surveys, this method 

presents advantages regarding time and money (Collis and Hussey, 2009; Bhaskaran 

and LeClaire, 2010). Online surveys are much more easily geographically distributed, 

which is with regards to the countries under investigation of this study (France, Germa-

ny and UK) a real advantage (Bhaskaran and LeClaire, 2010). Further, the need for en-

veloping, stamping, etc. does not apply where again time and money is saved (Collis 

and Hussey, 2009; Bhaskaran and LeClaire, 2010). The same applies to phone ques-

tionnaires, where the costs of calling and the time spent doing the questionnaire would 

need to be considered (Collis and Hussey, 2009). Further, online surveys present a use-

ful tool to obtain quick feedback. The provider platforms enable users to track real-time 

responses which is due to the limited timeline of the thesis again considered as advanta-

geous (Bhaskaran and LeClaire, 2010). Based on this assessment presents the choice of 

an online survey the most suitable fit with this study.  

Step 6 – Plan strategy for dealing with non-responses. As a first and preventive step to 

deal with this issue, weekly reminders were sent out via email to the survey’s receivers. 

Further, an appropriate timeline of three and half weeks to complete the questionnaire 

was granted. Besides this, respondents were assured confidentiality and anonymity re-

garding their responses which should also encourage them to participate. Lastly, an in-

centive to complete the questionnaire was provided. Every respondent leaving his/ her 

contact details received a Sartorius USB flash drive and was entitled to participate in a 

lottery for a former demo unit of a BIOSTAT® Qplus (a terminated bioreactor system of 

Sartorius). The winner of the dedicated system was to be raffled off after the survey was 

closed. All of the above (reminders, an appropriate time line to respond, assured confi-

dentiality and an incentive) are considered tools that support to decrease non-response 

bias (Penwarden, 2013). As these were successfully implemented, it can be assessed 

that an appropriate strategy of how to deal with non-responses has been established.  

Step 7 – Conduct tests for validity and reliability. The survey’s validity can be under-

stood as its ability to measure what it is intended to measure (Bhaskaran and LeClaire, 

2010). With respect to this Bhaskaran and LeClaire (2010) claim that in case the ques-
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tionnaire’s questions are not tied to its objectives, it will not be of a valid nature. The 

survey’s intention was to investigate purchase and procurement processes of bioreactors 

at academic institutions. Considering this and comparing it with the questions posed in 

the survey, it can be assessed that there is an existing link between the survey’s objec-

tive and its questions. Questions examine the bioreactor procurement process and the 

corresponding responsible. Further, it investigates the most important attributes when 

considering a bioreactor for purchase as well as the reasons for such. Finally, some per-

sonal estimates about academic bioreactor buying behavior are conducted. Taking all of 

this into account, it can be assessed that based on the existing link between the survey’s 

objective and the questions posed, that it is of a valid nature. 

In order to further test the survey’s validity and reliability, the attached test in 

“Appendix E – The Survey’s Reliability and Validity” was conducted. A survey’s relia-

bility can be understood as its ability to provide consistent answers from the same sur-

vey at different points in time (Brace, 2013). The applied test bases on the principle that 

the reliability as well as the validity of a questionnaire can be checked and increased by 

piloting and pretesting it in order to evaluate whether respondents answer the questions 

meaningfully and whether they understand them (Brace, 2013; Survey, n.d.). Besides 

this approach to examine a survey’s reliability, there are the three other common meth-

ods such as: test-retest, equivalent or alternate form and internal consistency (Walonick, 

2012; Field, 2003). Due to the ease and applicability Brace’s (2013) list of questions in 

order to assess a survey’s reliability and validity by pretesting and piloting it, it has been 

considered useful and therefore was applied in this thesis to examine the specific attrib-

utes. The test-retest method for example would have been too time consuming facing 

the tight time frame of the thesis. The conducted test anyhow revealed that everything 

was done from a pretesting perspective in order to ensure the questionnaire itself is of a 

reliable and valid nature. 

Summarizing, the questionnaire’s establishment following the above presented seven 

steps and the final discussion to assess its reliability and validity let the author conclude 

that everything was initiated in order to gain reliable and valid results from the survey.  

3.3 Data Analysis 

In the following sections the way how the collected data from the interviews and ques-

tionnaire was analyzed, shall be illustrated.  

3.3.1 Data Analysis from Interviews 

The mix of a directed and conventional content analysis (Hsieh and Shannon, 2005) has 

been used in order to analyze the interview data. The first-mentioned approach intends 

to extend or validate conceptually a theory or theoretical framework (Hsieh and Shan-
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non, 2005). This was applied with regards to the company interviews where findings 

were analyzed in order to assess the current state of the Biostat® A’s marketing mix. In 

order to do so, the 4p’s framework was used as a guideline to categorize the interview 

findings accordingly. Further this type of content analysis was also applied to the cus-

tomer interview sections about the procurement process of bioreactors at academic insti-

tutions and their buying center set-up. In these cases, existing theory about organiza-

tional buying behavior was used in order to classify the interview findings. The latter-

mentioned approach, the conventional content analysis, was used in the second part of 

the customer interviews where additional aspects of the institutions’ buying behavior, 

their source for information search about a supplier’s products and a few other aspects 

were investigated. Within this approach, it is not common to classify findings under 

preconceived categories but rather allow them to emerge from the collected data itself 

(Kondracki and Wellmann, 2002).  

As an initial step after transcribing the interview data, it was subject to the common 

steps of analyzing qualitative data such as data reduction, restructuring and detextualiza-

tion (Collis and Hussey, 2009).  Consequently, the transcripts have been transferred in a 

bullet point fashion into an overview sheet to display the findings right next to each 

other as well as further reducing and compressing them. This was followed by reading 

through the findings repeatedly in order to gain an impression of the context as a whole 

(Tesch, 1990). During the establishment of the overview sheet, the findings have first 

been arranged according to the questions they belonged too. This was especially helpful 

regarding the directed content analysis where the questions targeting the procurement 

process of bioreactors with regards to the theory of OBB could easily be classified un-

der the corresponding key words (e.g. buying center members). For the findings of the 

second part of the interviews, it was looked for content similarities, differences and pat-

terns which were then categorized into common themes following the procedure of a 

conventional content analysis. This was followed by restructuring the data in a newly 

established diagram presenting the major findings. The latter presents the step of 

detextualizing qualitative data in form of a diagram (Collis and Hussey, 2009). These 

findings then served to establish the questionnaire in order to define the areas that are of 

interest to investigate further.  

3.3.2 Data Analysis from Questionnaire 

The questionnaire was sent to 252 potential respondents in total via email. 155 present-

ed German contacts, 97 were from the UK. No potential contact list for French academ-

ic institutions could be established, as the author of this study does not have profound 

knowledge of the French language in order to search webpages for contacts active in 

fermentation. In order to overcome this drawback, French sales representatives were 

asked for support. Unfortunately, these could not help out either which is why the sur-
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vey could not be sent and be conducted at French academic institutions. As a result, 

France as an area under investigation will be neglected throughout the rest of this study. 

Overall, 183 (96 from Germany, 87 from UK) potential respondents did not participate 

in the survey at all, 10 (7 from Germany, 3 from UK) started the survey but did not 

complete it while 69 (59 from Germany, 10 from UK) contacts participated and com-

pleted the questionnaire. Table 7 illustrates presented figures as well as the correspond-

ing response rates. 

 
Table 7: Questionnaire Participation 

(GER – Germany, GB – Great Britain (= UK – United Kingdom)) 

The questionnaire was sent out on the 2nd of April 2015. It has been analyzed, illustrat-

ing all findings from all countries under investigation at once. In case differences ap-

peared these have been pointed out separately. In case of the multiple choice questions 

with multiple answer possibility, the response tendencies have been illustrated in form 

of a bar chart. In conjunction with this were “others” responses showing a certain pat-

tern, meaning several respondents stated a similar “others” answer, accumulated repre-

senting a new response category which was then illustrated in the results figure next to 

the initially listed findings.  In case Likert-scale questions were asked the mean value 

was calculated and then adjusted upward or downward representing a full value in order 

to assess the result’s message. Following, the response tendency (represented by the 

fully adjusted mean value) was illustrated in a scale displaying the overall result.  

After the questionnaire results have been evaluated, they were subject to a qualitative 

analysis connecting them to relevant theory and findings from the customer interviews 

in order to draw conclusions and explain relationships between certain aspects.  

3.4 Validity, Reliability and Generalizability 

Weaknesses or deficiencies in research present a study’s limitations (Collis and Hussey, 

2009). These are going to be addressed in form of validity, reliability and generalizabil-

ity.  

3.4.1 Validity 

Validity is concerned with the degree to which research results accurately reflect the 

phenomena under investigation (Collis and Hussey, 2009). In order to assure validity 

company interviewees were chosen according to their expertise knowledge regarding 

the Biostat® A and market knowledge. Voss et al. (2002) advertise in this context that it 

is good to interview persons with the best knowledge in the field of investigation when 
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it comes to case based research. Besides that customer interviewees were chosen, trying 

to consider and capture all possibilities (colleges and universities, Sartorius customer 

and non-customer, different positions, …) to make sure that what is intended to be 

measured gets measured. Qualitative data is generally claimed to be of a high degree of 

validity (Collis and Hussey, 2009). In order to proof whether interview findings accu-

rately reflected what they were intended to measure, they were further taken to be veri-

fied by the questionnaire respondents intending to increase their reliability. 

3.4.2 Reliability 

Reliability is described as the degree to which research results would illustrate the same 

findings in case the study would be repeated (Collis and Hussey, 2009). Key words that 

are stated in this respect to ensure a study’s reliability are transparency and replication 

(Gibbert and Ruigrok, 2010). In this respect, the used interview guideline and posed 

survey questions are attached in the appendix, made transparent and useable for replica-

tion purposes. Although interviewees were kept anonymous, at least the customer inter-

views were taken from a random sample which enables other researchers to easily repli-

cate them. Further, as much gathered data as possible was illustrated within the scope of 

this study in order to make it as transparent as possible. Consequently, efforts were tak-

en to enable a replication of this study by making it the most transparent while these two 

attributes are considered to have been met. As a result, it is also assessed that the study’s 

reliability is of a solid nature. 

3.4.3 Generalizability 

Generalizability is defined as the degree to which research results can be applied to oth-

er settings or cases (Collis and Hussey, 2009). As the main method used in this thesis 

presents a case study approach including the interpretation of qualitative data from a 

specific case in a specific setting, the findings might not be easily generalized (Klenke, 

2008). However, triangulation has been used collecting qualitative and quantitative data 

ensuring to increase the overall validity and reliability of this study as well as enabling 

it to generalize its findings to some extent. This is why it is believed that the gathered 

data supports the final conclusion while some of it can be generalized to some degree to 

similar contexts and cases. In conjunction with this one might assume that the study’s 

findings of the applicability of the OBB theory to academic institutions can also be ap-

plied to institutions with different study programs. 

3.5 Ethical Issues  

Research ethics can be understood as “The application of moral rules and professional 

codes of conduct to the collection, analysis, reporting, and publication of information 
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about research subjects, in particular active acceptance of subjects' right to privacy, con-

fidentiality, and informed consent.” (Marshall,1998). In this respect it can be noted that 

several associations, universities and government agencies have established specific 

codes, policies and rules concerning research ethics (Resnick, 2011). Resnick (2011) 

developed a list of ethical principles that are generally addressed in the mentioned 

codes. In order to discuss research ethics of this study some of these principles, applica-

ble to this thesis are going to be illustrated in the following. Therefore, research should 

be conducted inhibiting the features of (Resnick, 2011): 

  

Feature of Research Ethics How it was achieved in this thesis 

Honesty (truthfully communicating results 

and the research process without falsify-

ing findings or deceiving any stakehold-

ers) 

In order to achieve this feature, research 

data has been made as transparent as pos-

sible while thoroughly presenting the re-

search process. 

Respect for Intellectual Property (includes 

honoring copyrights, patents or other 

forms of intellectual property) 

This thesis strongly kept track of used 

literature or other persons’ ideas and ref-

erenced it accordingly. 

Confidentiality (protection of confidential 

or sensitive data) 

A requirement in order to conduct the 

thesis at SSB was to sign a master thesis 

contract involving a non-disclosure 

agreement, forbidding the author to share 

confidential information with someone 

outside the company. Further, the inter-

viewees and survey respondents granted 

anonymity. 

Non-Discrimination (avoidance of dis-

crimination against colleagues on the ba-

sis of their sex, origin or other aspects not 

concerning scientific research) 

As far as the author is concerned, no dis-

crimination relating to non-scientific as-

pects of colleagues took place throughout 

the thesis.  

Table 8: Consideration of Ethical Aspects in this Study 

Derived from above table it can be noted that the author of this study considered ethical 

aspects throughout the course of research in order to ensure its compliance with it. 

However Table 8 does not present an exhaustive list but rather features that were fo-

cused on within this thesis.  
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4 Case Company – Sartorius Stedim Biotech 

This chapter briefly presents the case company SSB and the FRT department where the 

thesis was conducted. 

SSB is a corporation belonging to the Sartorius AG. They are a leading supplier of state-

of-the-art services and equipment for quality assurance, development and production 

processes of the biopharmaceutical industry. With the help of their products they cover 

technologies ranging from fluid management, purification, lab and filtration to fermen-

tation in order to support the global pharmaceutical industry to produce and develop 

drugs economically, safely and timely (Sartorius Stedim Biotech, n.d.). 

During 2014 SSB earned sales revenue of approximately 683.5 M€ and kept more than 

3.500 worker employed (Annual Report, 2014). 

The company divides into two different divisions, namely “Lab Products and Services” 

(LPS) and “Bioprocess Solutions” (BPS). The product management department FRT 

where the problem for this study emerged, belongs to the BPS division of SSB. 

4.1 Case Department – Product Management FRT 

The product management department FRT is responsible for managing all bioreactor 

related issues at SSB. Their main tasks include: coordination of development projects of 

bioreactors, initiation of marketing activities and promotions, 4p’s (price, product, 

place, promotion) positioning as well as being the interface between sales and research 

& development department in order to transform market feedback into useful product 

solutions. These are just to name a few of the various tasks of a single product manager. 

Besides the Biostat® A which is the focus product of this study, the department is re-

sponsible for seven other bioreactors. These are categorized according to their main 

differentiating feature: 

 

Table 9: Bioreactor Product Portfolio FRT 
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Overall three product managers are accountable for managing above bioreactors. Each 

bioreactor category (autoclaveable, in-situ sterilizable and single-use) is assigned a sep-

arate product manager. Further, the majority of the presented bioreactors is designed to 

fulfill the needs of customers in the biopharmaceutical industry. The only exception 

illustrates the Biostat® A which was specifically developed to address research insti-

tutes, biopharma start-up companies and particularly academic institutions with biotech-

oriented study programs.  

Although all of the other bioreactors can also be sold to this audience, they have not 

been designed to address the specific needs of this market. Opposed to this intends the 

Biostat® A to provide potential customers with an opportunity of a beginner system for 

basic fermentation practices. 

 

Figure 6: Biostat® A (Source: Sartorius Marketing, 2013) 
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5 Empirical Findings & Discussion 

Within this chapter the results gained from the interviews as well as those drawn from 

the questionnaire are going to be presented. At the same time they are subject to be dis-

cussed, interpreted and their implications explained. Further, this chapter shall support 

to answer the posed research questions.  

The thesis’ objective was to identify possibilities in how the FRT department can im-

prove current marketing efforts in order to sell the Biostat® A at biotech-oriented aca-

demic institutions. In order to do so, this thesis concentrated on understanding the OBB 

at these accounts. Due to the limitations the go-to-market project has put on the FRT 

product management department (terminated personal selling), the wish arose it would 

be sufficient to improve the Biostat® A’s internet appearance in order to keep and attract 

the academic customers base. The study revealed that the internet plays an important 

role within this customer segment while it still does not completely replace some sort of 

personal selling. Instead academic customers demand the personal contact to their sup-

plier, willing to build a relationship. Corresponding findings and arguments are going to 

be presented in the following sections.  

5.1 Current State of Marketing and Sales Efforts of the 

Biostat® A 

In order to investigate the current state of marketing and sales efforts of the Biostat® A, 

five company interviews have been conducted with four application specialists and the 

responsible product manager. The interviews aimed at generating a contextual under-

standing of the Biostat® A case as well as identifying relevant problem areas. To illus-

trate the present state, the current marketing mix of the Biostat® A has been assessed. 

This was considered important as the marketing mix should represent how a target mar-

ket is addressed within all of the four p’s dimensions (Lamb et al., 2012). The findings 

are as follows: 

Product. The new version of the Biostat® A has just been launched in June 2014. This 

development was based on a thorough market analysis and established in close collabo-

ration with partners in the academic market. As the product targets customers that just 

start with fermentation practices, it was designed intending to create a “fear-free” envi-

ronment and appearance. Most of the advanced bioreactors are made of stainless steel. 

This was intentionally avoided in the case of the Biostat® A, not to discourage fermenta-

tion beginners by the style of the bioreactor. Further, the market research served to de-

velop product attributes that create a competitive edge and offer customers with added 

value. This is especially seen in the optional tablet control function and the low cost 
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mass flow controllers which competitors are not able to offer. Besides that, Sartorius 

positions themselves as a high-quality brand which goes along with premium prices. 

Consequently, quality is considered an important bioreactor feature. Regarding the Bio-

stat® A’s after-sale service it could be noted that no special treatment or procedures 

were established for the academic customers. Rather they are served the same way as 

SSB’s big pharma customers.  

Price. The newly launched Biostat® A was developed, having the academic customers 

in mind and them being of a very price-sensitive nature. Therefore, the goal for the re-

search & development team was to cut the manufacturing costs of the old system in half 

in order to enable the FRT department to be price-competitive on the market while of-

fering above-average bioreactor functionality. This was only slightly transposed. The 

current Biostat® A units are sold for an average price of 15.862,5 € depending on the 

vessel size and system set-up (microbial or cell culture set-up). The company interviews 

revealed that competitors are much more price-competitive in the targeted market, 

sometimes even selling their bioreactors to manufacturing costs (approx. 8.000-

10.000€) without generating any margins or servicing bioreactors for free. Overall and 

as already stated above, SSB seems to be the most expensive provider in the market. 

Besides the current pricing state, it was found that tender applications on behalf of FRT 

got lost once in a while as SSB could not comply with terms and conditions of delivery 

and purchase an academic institution was demanding. This was later verified by aca-

demic customers stating that suppliers are demanded to respond to the institution’s 

terms and conditions of delivery and purchase. In case they do not or are not able to do 

so, they are automatically kicked out of any further purchasing negotiations/ activities. 

Place. As already touched upon is the Biostat® A mainly placed in the academic market 

targeting research institutes and academic institutions with biotech-oriented study pro-

grams. Besides that presents the Biostat® A also a valuable choice for start-ups initiating 

basic fermentation practices. Due to the go-to-market project, the BPS sales representa-

tives are not actively visiting the Biostat® A’s biggest customer group, the academic 

market, anymore. Consequently, an alternative distribution channel besides personal 

selling was needed to be developed. The academic accounts were, based on the go-to-

market findings, evaluated according to their sales potential and distributed across new-

ly established inhouse sales representatives. These shall from now on take care of the 

academic accounts via telesales. In this context it is interesting to note that the newly 

appointed inhouse sales is still in the setup phase which is why an effectivity analysis 

could not be run yet. In this respect, it was also noted that some of the known academic 

accounts are even going to be disregarded from the inhouse sales customer list as there 

is a higher amount of small to medium pharma companies left that are considered more 

worthy. Consequently, even existing academic customers might be lost in the future due 

to non-existing service and maintenance. In the same context interviewees also stated 
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that an appropriate concept how to approach lead generation for academic target cus-

tomers is missing. Further, it was revealed that competitors have a dedicated sales force 

for academic accounts in place which can provide these customers with a much better 

service than SSB currently can. Moreover, it was observed that neither the FRT depart-

ment and the BPS sales know about all existing and potential customers within the aca-

demic market nor are these captured in a customer database. Consequently, it can be 

assessed, that it seems questionable whether the current placement of the Biostat® A 

really is sufficient for the current state. 

Promotion. Within this segment only few to none activities can be noted. Currently 

there are no active promotion campaigns with regards to the Biostat® A running. The 

only presence the Biostat® A has in a public sphere, is its presentation on the Sartorius 

website. Once in a while google AdWords or display ads are used to control google 

search results.  Further, no sales promotions or similar have taken place recently. Alt-

hough it seems from a product perspective, that the Biostat® A is advantageous towards 

its competitors the question arises whether academic customers have been reminded, 

persuaded, informed and educated about it in such a way that they are aware of its func-

tional advantages. This calls into question whether sufficient promotion has been done 

in order to spread the word about the newly launched Biostat® A while advertising it 

across the target market.   

5.1.1 Summary on Current State of Marketing and Sales Efforts of the 

Biostat® A 

Considering above evaluation of the 4 p’s, it is found that the marketing mix of the   

Biostat® A provides some opportunities and does not seem to fit well with current mar-

ket needs. Further, it seems like the right balance of all of the four p’s has not been 

found yet either. It is obvious that great efforts have been put into the new development 

of the Biostat® A from a product perspective, while the remaining p’s were disregarded. 

Overall, most of the interviewees were expressing a need for a particular strategy how 

to approach the academic market. With respect to this, the procurement and purchase 

processes and behavior of academic institutions have been investigated in order to shed 

light upon the actors affecting the buying process and what aspects are most influential 

when it comes to a bioreactor purchasing decision. These are going to be presented in 

the next section. 

5.2 Bioreactor Procurement Process at Academic Institutions 

Literature suggests to investigate OBB in order to better retain and serve customers 

(Lewin and Donthu, 2004). Such knowledge shall further help to establish efficient 

marketing strategies by analyzing the organization, processes and criteria for procure-
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ment decisions (Godefroid and Pförtsch, 2008). This is what has been done within this 

study. 

Throughout the literature review it could be noted that most of the OBB theory focuses 

on industrial organizations as customers. Some of the fundamental marketing books 

(Kotler et al., 2007; Godefroid and Pförtsch, 2008; Backhaus and Voeth, 2007) mention 

government entities (which include the here investigated academic institutions) as or-

ganizational customers but in all cases that was more an add-on than thoroughly illus-

trating OBB of this customer segment. Therefore, the results from this study shall shed 

some light upon this segment of organizational customers. Consequently, the thesis’ 

results are partly going to be positioned in the theoretical framework of OBB in the fol-

lowing. 

The findings of this section are partly obtained through the initial customer interviews 

as well as through findings from the customer survey. The interviews served to establish 

an initial understanding about bioreactor procurement processes and behavior at aca-

demic institutions. Further, hypotheses drawn and interesting issues from the interviews 

were later verified in the questionnaire for their relevance.  

Interviews 

Six initial customer interviews have been conducted in order to gain insight into aca-

demic institutions’ procurement practices. The findings from these interviews are pre-

sented here in an accumulated fashion, illustrating their overall tendency and meaning. 

Consequently, interview results are not going to be discussed separately for each inter-

viewee.  

Questionnaire 

The majority of the questions posed in the questionnaire presented multiple choice and 

Likert-scale questions. In case of the multiple choice questions mostly multiple answers 

were possible. Consequently, a rank order of the mostly chosen answers and therefore 

their importance was established. With regards to the Likert-scale questions, mean val-

ues have been calculated representing the overall response tendency of the particular 

question. 

As the survey was conducted in different countries (Germany and UK) the specific re-

sults for each country shall be illustrated in correlation with a presentation of the overall 

results. Therefore, the collected data will present all findings at a glance for a specific 

survey question. In case the results vary tremendously from one country to another, they 

are going to be presented separately. Unfortunately, and as stated previously, France 

needs to be neglected as no questionnaire results could be generated in that area. This is 

due to the difficulty to identify concrete contacts familiar with and active in the field of 

fermentation on French institutions’ websites based on the language barrier. The author 
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of this study is unfortunately not fluent in French which made it further difficult to 

screen the websites for potential respondents the way it was done for Germany and the 

UK. In order to overcome this issue SSB’s BPS sales was asked to forward the survey 

to relevant costumers which did not work out to be a successful strategy either. Subse-

quently, the questionnaire results’ presentation therefore only focuses on those gathered 

in Germany and the UK.  

5.2.1 The Academic Customer 

As the above analysis of the current state of the Biostat® A’s marketing mix revealed, 

the FRT department and the BPS sales are rarely aware of the academic customers they 

consider as the bioreactor’s target market. Consequently, dealt the first part of the con-

ducted survey with general questions about the respondent’s position, institution, de-

partment and their main bioreactor use. As follows these questions helped to map the 

academic institutions’ customer landscape in that sense to identify the different posi-

tions that in any way are dealing with bioreactors at these sites. Further, relevant institu-

tions and the specific departments could be identified, as well as the type of institution 

(in Germany either “Fachhochschule” (=College) or university) and their main bioreac-

tor use.  

 

Figure 7: Survey Participants’ Positions 

Figure 7 represents the survey respondents’ position. The initial response possibilities 

only included: professor, research associate/ assistant, doctoral candidate, post-doc and 

others. Among the German 26 “others” responses, technical employees and laboratory 

engineers could be identified as important positions dealing with bioreactors at academ-

ic institutions that were initially left out. These answers were therefore summarized and 

illustrated as a separate response possibility in above chart. In addition it was interesting 
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to note that professors and research associates/ assistants represented the highest amount 

of respondents in the German survey while the majority of English respondents inhibit-

ed the positions of a professor or post-doc. At this point it should be noted that above 

illustration is based on the total amount of respondents participating in the survey of 

each country. Therefore, 59 institutional members participated in the German survey 

and only 10 respondents from the UK. This should be noted as it might blur the overall 

picture regarding the findings that are drawn from the survey.  

The findings regarding the respondent’s belonging to a certain institution and the specif-

ic department he/ she is working at can be seen in “Appendix F – List of participating 

Institutions”. It turns out that every institution follows a different logical order how their 

faculties are set up and where departments or institutes majoring in fermentation are 

located. Additionally, the buzz words under which such activities might be found vary 

widely across the institutions. This reflects how multifaceted fermentation activities can 

be spread across academic institutions. Considering it, one can imagine that it takes a 

significant amount of time and effort to recognize the right “places” to look for potential 

customers at these accounts. 

5.2.1.1 Bioreactor Use at Academic Institutions 

At the start of this study the hypothesis existed that academic accounts can be differen-

tiated according to their bioreactor use: 

 Bioreactor use for academic research, and 

 Bioreactor use for practical trainings. 

The customer interviews verified this categorization as it turned out that either the insti-

tutions focus on research or on practical trainings. In the least cases both aspects were 

considered equally important. Along with this finding, it turned out that customers with-

in the academic research segment inhibit different requirements regarding the bioreactor 

compared to those in the practical training segment. The latter are satisfied with simple 

bioreactor set-ups to perform basic fermentation only. The research part contrarily re-

quires more advanced control capabilities with regards to the adjustment of different 

fermentation parameters. Within this context it could be noted that the focus either to 

concentrate on research or on training varied across all interviewed institutions as well 

as their provided study programs.  

The final question of the first part of the survey intended to validate this interview find-

ing by investigating the distribution about the main bioreactor use across the institu-

tions. It was found that overall 24 university members and 35 college members partici-

pated in the German questionnaire which presents a 40:60 ratio of the participants from 

the different institutions. As opposed to this 10 university members have participated in 

the English survey. Based on the English results it seems like a distinction between dif-
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ferent kinds of institutions of higher education is not needed in the UK. This might be 

reasoned in the small sample of respondents. This can be confirmed as no participants 

belonging to a different type of academic institution have taken part in the survey 

wherefore such a finding might got lost. As some internet research revealed this seems 

to be the case. According to this, academic institutions in the UK might take three dif-

ferent forms: 

 Universities, 

 University Colleges/ Colleges, and 

 Higher / Further Education Institutes (HEI’s) (Studies UK, 2015).  

The below figures represent the main bioreactor use according to the type (university or 

college) of the participating institution.  

 

Figure 8: Main Bioreactor Use at English and German Universities 

 

Figure 9: Main Bioreactor Use at German Colleges 

As shown in Figure 8 and Figure 9, the interview results that either an academic institu-

tion focuses on research or on practical training application regarding their main biore-

actor use can be confirmed. Only in a few cases the bioreactors are used for both inten-
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tions. Further, it can be clearly identified that universities in both countries mainly use 

the bioreactors for research purposes. Besides that German colleges mainly focus on 

using them for teaching while also conducting research to some extent. Due to these 

findings one might speculate that the survey would have generated similar findings for 

the UK in case respondents from different types of academic institutions would have 

participated.  

Overall, these findings illustrate important insights into the academic customer land-

scape. Based on the above it can be derived that institutions conducting practical fer-

mentation trainings are those representing the target audience for the Biostat® A. Fur-

thermore, the questionnaire revealed that this audience is represented by colleges as the 

type of academic institution mainly using bioreactors for training purposes. For now, 

this finding is only applicable to Germany as no other types of institutions than univer-

sities have participated in the English survey. But as already mentioned above and due 

to the existence of other institutional types, one might assume that this finding can also 

be duplicated to the UK. 

5.2.2 The Buying Center of Academic Institutions 

Findings from the Customer Interviews 

The customer interviews initially served to identify actors participating in the bioreactor 

purchasing process of an academic institution. Throughout these interviews several dif-

ferent participants influencing the buying process at different points in time could be 

identified. These were students, (post-) doctoral candidates and research associates as 

those mainly using the procured bioreactors either for research, degree projects or prac-

tical fermentation trainings. Research associates were identified as the actors mainly 

influencing any bioreactor buying decision while the position of the professor was 

deemed as always having the final say. Besides that in most cases the institution’s gen-

eral procurement department entered the buying process at some point. They were de-

scribed as being responsible for formally handling the bioreactor purchase, negotiating 

terms and conditions of delivery and purchase with the specific supplier and placing the 

final order. Besides that the professors, research associates and the procurement de-

partment were described as those having the greatest decision power as well as being 

able to control the flow of information in a particular direction. 

Considering these findings, it can be noted that the identified actors show some patterns 

of the buying center roles defined by Webster and Wind (1972). With respect to this, the 

Table 10 categorizes the identified actors according to their function and responsibilities 

into the buying center roles of Webster and Wind (1972).  
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Table 10: Institutions’ Actors in the Bioreactor Buying Center 

User. The role of the user in the bioreactor buying center of the academic institutions 

mainly varied with the mentioned focus of the particular site. In case they were mainly 

concentrating on academic research, the research associates, doctoral candidates and 

professors provided the main end-users of the bioreactors. In case the institutions fo-

cused on practical trainings, students and to some extend research associates presented 

the biggest end-user groups. 

Influencer. The actor(s) that is (are) the most influential within the buying center of bio-

reactors at academic institutions, are the research associates and professors. For the ma-

jority of the interviewed sites, it could be assessed that research associates are usually 

the ones with the biggest impact on the buying decision. This is reasoned to the fact that 

they are mainly the ones working with the equipment. Therefore, they are the ones most 

knowledgeable about bioreactors wherefore the professor relies on their judgement. As 

the professor is in any case the one who has the final say, he/ she might also be consid-

ered as the one having the greatest influence. 

Buyer. The decision to select and choose a supplier is in most cases obliged to the re-

search associates and/ or the professor. The procurement department is only responsible 

for negotiating the terms of delivery and purchase as well as ensuring compliance with 

the legal procurement regulations. Therefore the procurement department can be 

claimed to take on the classical role of a buyer/ purchaser while the decision power to 

select a supplier is up to the influencer (research associates and professor). 

Decider. The role of the decision-maker is also threefold. With regards to the choice of 

supplier, the professor and the research associates present the final deciders. With re-

gards to approving the investment of a new bioreactor purchase, the professor solely 

presents the decision-maker whether to procure it or not. Finally, with regards to a final 

order placement, the procurement department represents the decider. Consequently, 

depending on the specific task within the buying process different deciders can be iden-

tified. 
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Gatekeeper. This question was hardly to be answered by the interviewees and difficult 

while interpreting the corresponding findings. Some interviewees mentioned the pro-

curement department to present the buying center’s gatekeeper as they function some-

how as a control unit by crosschecking whether the procurement requests fulfill all for-

mal requirements. Others mentioned the research associates as gatekeepers as they are 

the ones deciding on the suppliers from which quotes are to be acquired. And lastly, the 

professor was also sometimes considered as a gatekeeper, in fact he can control the in-

formation flow in such a way that it needs to follow his guidance.  

During the above analysis it turned out that sorting the identified actors into the differ-

ent buying center roles seemed somehow simple. However, the roles present a rather 

stiff framework in which to categorize such findings. It was further surprising to reveal 

that several different actors can take on the same role while not being responsible for 

the same tasks. This is very well illustrated regarding the roles of the buyer and decider. 

In these cases different actors take on the same role while being responsible for different 

sub tasks. This might present a specialty of academic institutions while it would require 

additional empirical research to validate this. Lastly, the simple categorization of insti-

tutional actors into the role framework let anyhow assume that it is not only applicable 

to the case of industrial organizations but also to academic institutions. This enables 

further speculations that academic institutions provide a similar buying center structure 

as industrial organizations which would have found some proof with this study.  

Findings from the Questionnaire 

In order to identify whether the buying center roles’ findings are verified by a broader 

audience and therefore be considered representative for academic institutions with bio-

tech-oriented study programs a matrix question has been posed in the survey. This in-

tended to validate the identified buying center roles and the responsibilities connected to 

each role. For this question the position of the buyer (= the procurement department) 

has been neglected as it was considered not being of an influential nature as the inter-

views revealed that it only formally handles the bioreactor procurements without having 

any influence on the supplier decision or establishment of specifications. The corre-

sponding results are illustrated in Table 12. 

It can be assessed that the initially identified bioreactor end-users such as research asso-

ciates, students, doctoral candidates and professors match the results from the question-

naire where the same positions have been considered as end-users. Only the English 

universities have not mentioned professors as end-users of bioreactors which could be 

due to the small sample. The largest user groups anyhow represent the students, the re-

search associates and doctoral candidates in both countries.  

Further, the following steps of defining the bioreactor requirements and potential bio-

reactor supplier which are the tasks of the influencer and decider (Webster and Wind, 
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1972) illustrate comparable results. In both cases, the professors are the ones in a highly 

influential position to affect these buying steps followed by research associates and doc-

toral candidates. This again goes along with the findings from the previous customer 

interviews. Another interesting group, which has not been considered in the interviews, 

are the technical employees at academic institutions who also seem to have a not-

irrelevant impact on the buying decision. At least when it comes to the definition of the 

bioreactor’s requirements as well as on the choice of potential suppliers. 

The acquisition of offers and proposals seems to be the major task of research associ-

ates at any questioned institution. In the UK it seems like this task is also equally up to 

the position of professors too while in Germany they seem to play a minor role at this 

point of the buying process. In both countries doctoral candidates and technical employ-

ees might also take on this responsibility. This task might be claimed to belong to the 

role of the influencer as well as this is the one evaluating alternative sources of supply, 

while one can assume they acquire the relevant offers in order to do such an evaluation. 

With regards to the previously identified roles through the interviews these findings 

underline the role of research associates and professors as influencers at academic insti-

tutions with biotech-oriented study programs. 

When it comes to the evaluation and selection of a particular supplier, professors and 

research associates are the ones mainly being responsible for that buying task. This is 

again followed by the technical employees group which represent the third most respon-

sible group at this stage of a bioreactor purchasing process. These tasks can again be 

sorted into the area of responsibilities of an influencer (see above) (Webster and Wind, 

1972). 

Lastly, the position with the greatest impact on the buying decision is represented by the 

professor. It is followed by the one of research associates and then by the one of tech-

nical employees. This again is in line with the findings from the interviews in which 

professors and research associates have been identified as the most influential buying 

center actors and therefore the deciders. 

Based on the above and the interview findings, the revised bioreactor buying center ac-

tors can be summarized as follows in Table 11. 

According to this assessment it is recommended to direct all marketing activities and 

messages towards the influencers and deciders of a particular academic institution. This 

is based on the fact that these roles are responsible for the key decisions to be taken 

within the bioreactor buying process at academic institutions with biotech-oriented 

study programs. Therefore, marketing promotions should address professors, research 

associates, doctoral candidates and technical employees. In order to do so in a personal-

ized and individualized manner it is further advised to identify which actor inhibits 

which role at a specific account.  
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Table 11: Revised Actors in the Bioreactor Buying Center at Academic Institutions 

5.2.2.1 Comparison of Findings at German Universities and Colleges 

Taking a closer look at above results obtained through the questionnaire, it seems worth 

highlighting some aspects when comparing the findings at German universities com-

pared to those at German Colleges. This slightly bases upon the fact that colleges pre-

sent the main target market of the Biostat® A wherefore it might be important to inves-

tigate whether there are some aspects worth to be mentioned. 

End-users. Regarding the end-users of the procured bioreactors it is interesting to note 

that the largest group of these at universities presents doctoral candidates. These are 

usually only temporarily present at the universities while conducting their relevant re-

search. In contrast to that are the students the largest user group at German colleges. 

Definition of bioreactor requirements and potential suppliers - Influencer and Decider. 

As these two steps seem to be hardly distinguishable they are again presented in the 

same context. At universities the research associates are in both purchasing steps the 

ones mainly being responsible for the definition of the bioreactor requirements and po-

tential suppliers. In contrast at colleges, professors take on this responsibility.  

Acquisition of offers and proposals - Influencer. At universities research associates and 

technical personnel is mainly in charge of acquiring offers and proposals from relevant 

suppliers. As opposed to this it is the research associates’ main task at colleges while it 

seems to be handled by professors once in a while as well. 

Evaluation and selection of supplier - Influencer. Research associates followed by the 

position of professors are the ones evaluating and selecting a supplier at German univer-

sities. At colleges it is the other way around, namely professors taking the lead in this 

decision followed by their research associates. 

Greatest impact on buying decision. In both types of academic institutions it can be as-

sessed that the position of the responsible professor is the one having the greatest impact 
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on the bioreactor purchase decision. This is followed by research associates and tech-

nical personnel. 

Summarizing, it seems like research associates at German universities are the ones 

mainly influencing and deciding on any bioreactor purchase opposed to professors at 

German colleges. Although, this pattern can be observed at the two different types of 

institutions, as an overall assessment it can be noted that these two positions generally 

play an important role in the bioreactor buying process at either type of institution. Fur-

thermore, it can be derived that doctoral candidates at universities seem to have a higher 

degree of decision power than they do at colleges. Some very interesting findings from 

this evaluation can be noted. However, the main actors to be targeted in marketing pro-

motions still remain the same, which enables a supplier to run the same marketing ap-

proach at universities and colleges in parallel. 
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Table 12: Total Evaluation of Questionnaire Results on Buying Center Actors and their Responsibilities in Germany and the UK  

(U-Universities, C – Colleges, GER– Germany, GB- Great Britain (=UK – United Kingdom)) 
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5.2.3 Procuring a Bioreactor at Academic Institutions 

With the help of the customer interviews it was possible to illustrate a typical procure-

ment process of bioreactors at academic institutions. This section therefore presents an 

accumulation of all the findings drawn from the six customer interviews while merging 

them in order to present a typical bioreactor procurement process. Merging the findings 

was possible due to the tremendous similarities between the different institutions. In 

case some differences occurred, they are going to be pointed out separately. As a result, 

the below process could be identified: 

 

Figure 10: Bioreactor Procurement Process 

First step: The interviews revealed that new bioreactors are procured in case the current 

equipment is broken or obsolete or in case a new research project and corresponding 

funds got approved.  

Second step: The using department defines and specifies the requirements the bioreactor 

needs to fulfill in order to serve their purposes. In this context, the department might 

also need to specify what the bioreactor is going to be used for as well as where it is 

going to be located. 
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Third step: In order to identify which supplier can offer the needed bioreactor function-

ality, the department searches for qualified suppliers on the internet as well as screening 

a supplier’s bioreactor brochures. This is then mostly followed by directly getting in 

touch with a specific supplier in order to discuss product details that cannot be obtained 

from the supplier’s webpage. As bioreactors are of such a complex technical nature, all 

interviewees claimed that personally discussing the matters is mandatory in order to 

assess whether a particular supplier is qualified or not. This might then also be accom-

panied by consulting colleagues with the same expertise that have previous experience 

with a specific supplier in order to better evaluate a provider’s service, quality or other 

attributes.   

Fourth step:  All interviewees illustrated that three quotes from different suppliers are 

needed when a new bioreactor is to be purchased. This is due to the legal regulations 

about public procurement they need to comply with (see also section 2.4). On top of that 

some institutions mentioned that they also need to comply with additional procurement 

procedures and guidelines established by their own institution. With regards to this it 

was interesting to note that the thresholds when three different quotes need to be ob-

tained, varied strongly between the different institutions, the different countries and 

even within the same country. The thresholds were ranging from 1.000-100.000€. In 

case a procurement is worth more than these amounts, the institutions are forced to ac-

quire three different quotes. In addition it was found that quotations were acquired a 

long time before the final order was placed. This is due to the fact that academic re-

searchers already have to include all the equipment they need for a specific research 

project in their application before they apply for the corresponding funds and grants. 

This means they already need to know the price information about a bioreactor, some-

time way before they would actually purchase it depending on their grant application’s 

outcome.  

Fifth step: When it comes to the evaluation and selection of a supplier it could be identi-

fied that, bound to the law, all institutions are forced to choose the economically most 

advantageous supplier, meaning the one with the lowest price. However, the bioreac-

tor’s characteristics can also be described in such a way that only one provider is able to 

fulfill these. In this case the chosen supplier does not need to be the cheapest but by 

thoroughly reasoning and pointing out that it is the only one provider able to supply the 

needed equipment, functionality comes before price.  

Sixth step: After a supplier has been chosen, either on the price or functionality basis, a 

procurement form including the product specifications and the chosen supplier is for-

warded to a central procurement department of the particular institution. Before the 

form is released to the procurement department the buying department’s head needs to 

approve the intended investment.  
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Seventh step: After receiving the procurement sheet from the using department, the pro-

curement department formally handles the purchase by checking the department’s 

budget availability, compliance with the legal procurement regulations and by finally 

placing the order at the chosen supplier. Besides that they negotiate terms and condi-

tions of delivery and purchase according to the institution’s purchase guideline. 

Eighth step: After the order has been placed at the chosen supplier the bioreactor will be 

delivered to the using department. They are usually accessing whether the delivery is 

complete and start setting up the bioreactor. Based on their satisfaction with the delivery 

and the feedback loops with the supplier, the institution will make an unconscious per-

formance evaluation of the particular vendor. This is claimed unconscious, as such an 

evaluation has not been titled “evaluation” or “performance assessment” throughout the 

interviews. Interviewees were rather stating that future purchases will be based upon 

their satisfaction with the overall service (meaning kick-off discussions until final deliv-

ery and after-sale service).  

Above presentation of the bioreactor buying process at academic institutions proofs 

Robinson et al.’s (1967) theory that organizational buying processes occur in different 

stages/ phases. Opposed to this, it can be identified that the buyphases of academic insti-

tutions with biotech-oriented study programs do not seem to follow the sequence sug-

gested by Robinson et al. (1967). To briefly recap, Robinson et al. (1967) suggest the 

following eight phases: 

 Phase 1: Anticipating or recognizing a problem, 

 Phase 2: Determining characteristics and quantity needed, 

 Phase 3: Describing characteristics and quantity needed, 

 Phase 4: Searching and qualifying potential sources, 

 Phase 5: Acquiring and analyzing proposals, 

 Phase 6: Evaluating proposals and selecting suppliers,  

 Phase 7: Selecting an order routine, and 

 Phase 8: Evaluating and assessing performance. 

Compared to the findings from above, it can be noted that the amount of buyphases tak-

ing place are aligned with those presented by Robinson et al. (1967). Further, the two 

first phases also seem to be content-wise corresponding to the findings from the inter-

views. After having determined the bioreactor’s requirements by also getting in touch 

with colleagues outside the department academic institutions then search for qualified 

suppliers in order to establish a detailed product description. This contradicts with the 

process described by Robinson et al. (1967). They suggest that a detailed product de-

scription is needed to be established first in order to search for and qualify potential 

suppliers (Robinson et al., 1967). In fact this seems not to be a practical process order in 

the case of bioreactor purchases. This might be reasoned in the complex technical nature 



5 Empirical Findings & Discussion 63 

of bioreactors which necessitates an exchange between the institution and the supplier. 

This is just then followed by acquiring quotes from three different suppliers and evalu-

ating them according to public procurement guidelines. Based on this a specific supplier 

is chosen and just then the detailed product specifications are described in a procure-

ment form. Besides that, Robinson et al.’s (1967) phase 7 is only slightly in line with 

what has been found during this investigation. The findings align on the negotiation of 

aspects concerning the formal procurement. In fact of the selection of an order routine, 

they anyhow differ. In case of bioreactor purchases it cannot be spoken about regularly 

reoccurring purchases. Rather bioreactors present some kind of investment which 

should last at least 15 years of serving until a new one is procured. Therefore, bioreac-

tors are bought repeatedly but with regards to a longer time span which is why they can 

be categorized into the buyclass of a modified rebuy. The requirements of the to-be-

procured bioreactor might change throughout this time due to newly established re-

search requirements or product development on behalf of the supplier. Lastly, as pre-

sented in Robinson et al.’s (1967) framework academic institutions also evaluate and 

assess a supplier’s performance based on their satisfaction with the full service. In this 

context no specific procedures how a supplier’s performance is evaluated or assessed 

could be identified. 

Summarizing, it can be noted that the bioreactor buying steps of academic institutions 

mainly match the buyphases suggested by Robinson et al. (1967) with some differences 

discussed above. Therefore, one might assume that also this aspect of the overall OBB 

theory can be applied to academic institutions as well. It also inhibits practical implica-

tions for a bioreactor supplier wanting to capture the academic customer segment. 

Therefore, it can be noted that academic institutions are in need of holistic product in-

formation on a supplier’s webpage in order to run their pre-assessment of supplier fit. 

Next to this, a contact person should be presented on the website. This is derived from 

the finding that customers seem to try to directly get in touch with a particular supplier 

after conducting their initial internet search. Besides that, it seems important for a cus-

tomer to get access to price information before an actual purchase is discussed. With 

regards to this, a supplier might consider making price information easily available to 

these customers in order to enable them to run their grant applications more smoothly. 

This is further supported, as interviewees stated that it costs a tremendous amount of 

time to get hold of three quotes from different suppliers only to acquire some price in-

formation. Subsequently, this would provide added value to academic customers. In the 

end a good service during the buying process as well as after-sale also seem to strongly 

impact a buying decision.  
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5.2.4 Aspects influencing Academic Institutions’ Buying Behavior 

Backhaus and Voeth (2007) pointed out that the buygrid framework is not sufficient to 

explain organizational buying behavior. They rather claim that additional factors influ-

encing this behavior should be considered. In this context below issues have been inves-

tigated in order to explore which additional aspects impact academic institutions’ buy-

ing behavior.  

5.2.4.1 Restricting Factors and Most Important Supplier and Bioreactor 

Attributes 

Restricting Factors 

Throughout the customer interviews two significant factors restricting any new equip-

ment purchases could be identified: 

 Money/ Price, and 

 Procurement Procedure. 

In terms of money the interviewees were pointing out the tight budget constraints within 

the academic market where they need to apply for public grants and funds while not 

being able to procure equipment the way they want and how it is needed. Further, they 

mentioned the procedure of getting hold of at least three quotes as very time consuming. 

As already illustrated in the previous section 5.2.3, academic institutions are in the first 

step just in need to obtain the bioreactor price information. Therefore, the interviewees 

demanded to make price information more easily accessible which would strengthen 

above recommendation. By doing so, the institution could easily access a supplier’s 

webpage and get hold of a rough price estimation for the system they would like to in-

clude in their grant application. This would then be followed by a later consultation 

when the grants have been approved and a serious purchase discussion can take place.  

Most Important Supplier Attributes 

Throughout the interviews, it could be evaluated that a well-established service and 

support is considered most important when considering a specific supplier. This was 

mentioned along with having a direct contact person in case some issues or questions 

arise. This was then followed by a supplier’s ability to quickly respond to a customer’s 

request.  

Most Important Bioreactor Attributes 

Based on the above finding, the survey should help to identify the most important prod-

uct attributes and whether there are correlations to the previous discoveries. It was 

found that a bioreactor’s functionality/ technology (Germany) and the provided service 

and support (UK) present the major factors influencing an institution’s bioreactor pur-
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chase decision. This is followed by the bioreactor’s price and quality which also seem to 

influence the purchase decision to a great extent.  

The interviews showed that the provided service and support of a bioreactor supplier 

seem to be a key decisive criteria when it comes to a bioreactor purchase. Further, it was 

noted that functionality and price are also important attributes to be considered when a 

new system is bought. This is also reflected in the questionnaire results. Academic insti-

tutions in both countries are generally obliged to procure the cheapest bioreactor in case 

all proposing suppliers are able to provide them with the same functionality. In case one 

supplier is able to offer an institution a greater deal of bioreactor functionality but to a 

higher price, the institution can always go for the supplier providing the best function-

ality. This is also displayed in this results’ illustration. In both countries functionality 

comes before price, while the latter plays an important role as well. In this respect it was 

further interesting to note that the majority of the interviewees also stated in case some-

thing is really wanted there are always reasons to be found to justify the choice of a 

more expensive supplier. 

 

Figure 11: Bioreactor Attributes considered during the Purchase Process  

Summarizing, functionality/technology, service/ support and the bioreactor’s price are 

the attributes mostly influencing any bioreactor buying decision at academic institu-

tions. In this context, it was interesting to note what kind of actions from Sartorius 

would provide academic institutions with added value for research and teaching. 

The most value adding activities, Sartorius could provide academic accounts with are 

demonstration (demo) days at the particular institution as well as guest lectures from a 

Sartorius bioreactor specialist. Besides that German “others” responses revealed that 

academic customers would be interested in using demo bioreactors (10%) and being 

provided with discounts tailored to their price levels (7%). As the last two mentioned 

results were not initially listed to be chosen by the respondents, it was not possible to 
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test whether these findings would apply to a broader audience. It was anyhow signifi-

cant to note that the “others” answers could be easily sorted into these two categories 

due to them being mentioned multiply wherefore it seems interesting for them to be 

considered. These value adding activities also match the above results with regards to 

the most important bioreactor attributes considered within a purchase. Providing aca-

demic institutions with demo bioreactors could be considered as some kind of service/ 

support while the demanded discounts definitely address the price sensitivity of these 

accounts. 

 

Figure 12: Value Adding Activities 

5.2.4.2 Additional Elements influencing a Bioreactor Purchase 

Bioreactor Functionality and Direct Colleagues 

Respondents were asked to decide for the most influencing element with regards to a 

bioreactor purchase. As it can be clearly seen in Figure 13, the bioreactor’s functionality 

is still way ahead of any other factors listed in both countries under investigation. With 

a great distance direct colleagues are following as another impacting factor on the buy-

ing decision. This connects to the results conducted in the interviews where direct col-

leagues have also been stated as a reference when it comes to the search and qualifica-

tion of potential suppliers. Robinson et al. (1967) also mention this in the buyphase 

when the product’s characteristics and quantity are to be determined. Here they state 

that those establishing the characteristics might consult colleagues outside the depart-

ment.  
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Figure 13: Additional Elements influencing a Bioreactor Purchase 

Memory of Equipment from one’s own Studies 

It was assumed that the positive/ negative memory of the equipment academic custom-

ers worked with during their own studies tremendously impacted their choice for their 

current supplier. In order to shed some light upon this aspect the particular question has 

been posed towards interviewees and survey respondents. The interviewees indeed sup-

ported this hypothesis by stating that they could imagine that it has a big impact. This 

was even emphasized by one professor who said that he worked with BBraun bioreac-

tors (the former Biostat brand) during his studies and since then only bought Sartorius 

bioreactors. 

This was again taken as a basis and questioned in the survey in order to validate this 

finding. With the help of the questionnaire it was therefore found that the majority of 

the respondents from both countries could recall their study equipment and had it in 

positive memory (see Appendix G – Additional Data Equipment Memory). The impact 

this has on nowadays choice for a specific supplier is illustrated in Figure 14: 

 

Figure 14: Impact of Equipment Memory on nowadays Supplier Choice  
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As a result it can be assessed that one’s memory of one’s own study equipment heavily 

impacts nowadays decisions on bioreactor supplier choice. It can be further assumed 

that having been in touch with a specific supplier during one’s studies, this memory is 

recalled at any time later in life when being confronted with choosing between different 

bioreactor suppliers. Therefore, some kind of brand imprint takes place at this point in 

life which suppliers could make use of. One customer interviewees stated that the time 

of conducting a bachelor/ master thesis is the most intense time a student works with a 

specific bioreactor. This might present an opportunity for bioreactor suppliers to estab-

lish research collaborations with academic institutions by providing them with bioreac-

tors to enable students to conduct their theses. With this they can imprint students and 

therefore potential future customers on their particular brand. 

5.2.4.3 Bioreactor Buying Purposes 

This question aimed at identifying the reasons behind each bioreactor purchase at aca-

demic institutions. The interviewees provided the following purposes when new biore-

actors are bought: 

 A new study program or training is established, 

 Some staff got newly appointed (professor or research associates), 

 Grants and funds have been released/ approved, and 

 Current bioreactors show some kind of limitations with regards to being broken, 

too old, not serviceable anymore, faced with too high maintenance costs and cur-

rent processes are to be optimized. 

These findings, were then again used in order to be validated by a broader audience. 

Figure 15 illustrates the questionnaire results of various purposes that might lead to a 

bioreactor purchase at academic institutions. Generally speaking, the two main reasons 

to buy a new bioreactor occurs when a former device is broken or in case a new re-

search project got approved. In Germany additionally newly appointed professorships 

state the third frequent purpose when a new bioreactor is bought. This has not been 

mentioned once by the English survey respondents although it originated in the English 

customer interviews. It is assumed that newly appointed staff/ new professorships can 

also be evaluated as a buying purpose for the UK. In case the current equipment shows 

some kind of limitation (e.g. technically not state of the art, increasing number of stu-

dents and expanding capacity) or additional resources (money) are available, a new bio-

reactor might be purchased as well. 

Overall, it can therefore be assessed that the three main buying purposes relate to former 

devices being broken, newly approved research projects as well as the appointment of 

new professorships or staff in general.  



5 Empirical Findings & Discussion 69 

 

Figure 15: Purposes to buy a Bioreactor  

Summarizing the findings, one can assume that broken devices, approved research pro-

jects or newly appointed professors are usually no things that are heavily advertised on 

the internet or other media channels. This is why it is important for a supplier to be in 

touch with academic institutions in order to be informed about such events and being 

able to act accordingly. By knowing when a new bioreactor demand arises, a supplier 

serving the customer and being the first to talk to is in the best position to win the lead. 

Therefore, it is recommended to regularly follow up on the events happening at academ-

ic institutions to be present in case a potential purchase occurs. 

5.2.4.4 Probability of Bioreactor Supplier Change  

Another meaningful finding was that interviewees mentioned once they have decided 

for one supplier, it is not likely they would go for a different one. This was reasoned in 

decreasing maintenance costs as service would only need to come once as several sys-

tems could be serviced at a time, spare part costs would decrease as a higher number of 

spare parts could be bought due to their applicability for several systems, lastly compat-

ibility between the systems was also mentioned as an important factors in this context as 

it increases flexibility. 

With regards to this, the questionnaire intended to verify this interview finding. Figure 

16 represents the corresponding result: 

 

Figure 16: Probability of Bioreactor Supplier Change 
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The mean value of the question represents 2,8 for Germany and the UK together. If this 

is adjusted upward to a full value representing the value 3, it can be evaluated that it is 

more or less likely a bioreactor manufacturer would be changed in case another one is 

already present in the laboratory. So a 50:50 chance exists for a supplier to get into an 

academic institutions’ laboratory in case they are not present there yet. As a result it 

seems like some kind of lock-in effect is created when an institution decides for one 

particular supplier. This becomes even clearer when the values of the two countries are 

looked at separately. The single mean value for Germany states 2,4 and for the UK 3.13. 

The result of this assessment would remain the same in the case of the UK. Again this 

needs to be taken with care due to the small sample. The result might vary when the 

question would be asked to a broader audience. However, in the case of Germany ad-

justing the value downward it would present the full value 2, which would mean it is 

only slightly likely a bioreactor manufacturer would be changed if the laboratory is al-

ready equipped with another one. The probability a supplier is changed diminishes. This 

connects to Godefroid and Pförtsch’s (2008) statement that some kind of lock-in effect 

is created in case a government entity (here universities and colleges) decided for a par-

ticular supplier. This is further strengthened by Robinson et al. (1967) who state that 

organizations rather tend to work with known suppliers in order to minimize risk and 

uncertainty.  

It seems recommendable for a supplier not present in a specific institution’s laboratory 

to increase its efforts as in case one gets into the laboratory one will stay for a longer 

period. On the other hand one might argue that it is not worth targeting new customers 

but rather serving and maintaining the existing ones due to the high complexities to get 

into the laboratories and due to promising returns over time. Overall, it is therefore ad-

vised to maintain current relationships and observe the market for new chances in case 

new professors are assigned or research projects approved, which represent new chances 

for not-in suppliers to get in.  

5.2.5 Summary on the Bioreactor Procurement Process at Academic 

Institutions 

With the help of the various areas that have been investigated in this section lots of use-

ful and precious insights could be gained.  

The Academic Customer. It was found that diverse positions at academic institutions are 

dealing with bioreactors. Each institution follows its own logical order regarding the 

location of departments/ institutes where fermentation practices are taking place. Be-

sides that, it could be identified that academic institutions can be differentiated accord-

ing to their main bioreactor use which is either using them for conducting academic 

research or running practical fermentation trainings. In addition it was found that uni-
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versities seem to concentrate on using bioreactors more for research purposes while 

colleges tend to use them for practical trainings. 

The Bioreactor Buying Center. As most influential actors within the bioreactor buying 

center at academic institutions the following could be identified: professors, research 

associates, doctoral candidates and technical employees. In a comparison of the buying 

center compositions between universities and colleges it was found that there are some 

differences. However, it was noted those actors with the greatest decision and influence 

power remain in both cases the same which is why it is concluded that the same market-

ing approach can be run for both types of institution. 

The Buying Process/ The Buyphases. It could be noted that the bioreactor purchasing 

process at academic institutions is mainly aligned with the buyphases suggested by 

Robison et al. (1967). The only deviation that was detected was the sequential occur-

rence of the phases that follow a different order in case of a bioreactor purchase. It was 

also possible to identify some aspects influencing academic institutions’ buying behav-

ior which were later tested in the questionnaire. 

Most important Bioreactor Attributes. Functionality/ technology, service/ support and 

the bioreactor’s price could be identified as the attributes mainly influencing any biore-

actor buying decision. Questionnaire respondents suggested demo bioreactors and aca-

demic discounts as value adding activities to SSB’s current offering. In the same respect 

it was noted that although functionality was deemed to be prioritized before price (as 

academic institutions need to comply with the public procurement law), the institutions 

usually get what they want independent of price or functionality. Consequently, the cus-

tomer-supplier-relationship turns out to be a differentiating attribute towards competi-

tors. 

Additional Elements Influencing the Purchase. Within this section it could be noted that 

direct colleagues are taken as a reference when it comes to the consideration of a new 

supplier. It was found that the memory of one’s own study equipment also heavily im-

pacts nowadays supplier decisions. In this context it is advised to consider research col-

laborations with academic institutions providing them with bioreactors to enable stu-

dents to write their theses about/ with the bioreactor. This was mentioned by an inter-

viewee as being the most intense study time when a student works with a bioreactor. 

Buying Purposes. A broken bioreactor, newly approved research project and newly ap-

pointed staff were identified as the most occurring buying purposes with regards to bio-

reactors at academic institutions. It was further derived that these are no things that are 

heavily advertised which might make a supplier aware of it. Therefore, the need to be 

constantly in touch with these accounts and knowing what is going on in order to jump 

it at the right time is recommended. This again underlines the importance of an existing 

relationship with academic institutions. 
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Lock-in Effect. It was observed in case an academic institutions once decided for a spe-

cific supplier it is unlikely the particular supplier is going to be changed in the near fu-

ture. Consequently, being an in-supplier presents promising and reoccurring sales. It is 

anyhow recommended to focus on existing customer relationships while screening the 

market for new upcoming opportunities such as new assigned professorships or research 

projects. 

5.3 Most Beneficial Marketing Instruments to Address 

Academic Institutions 

Again the findings for this section were obtained through the help of the interviews and 

questionnaire and therefore present a mixture of both while representing the main and 

relevant insights. Besides that, all aspects mentioned in the introduction of section 5.2 

also apply to this one except that results are related to organizational buying theory. 

5.3.1 Main Information Source to get informed about a Supplier’s 

Bioreactors  

With the help of the interviews it could be identified that the internet/ a supplier’s 

webpage seems to  present the main information source when first wanting to learn 

more about a supplier’s products. Interesting to note was, that this was mostly followed 

by directly contacting the specific supplier. This was reasoned due to the limited availa-

bility of useful information on the internet. Furthermore, trade shows and supplier-led 

conferences were also considered as useful information sources. With regards to this it 

was also noted that the customers’ participation in such events mainly depends on their 

time as a restrictive factor. Additionally, it was found that the majority of the interview-

ees does not consider professional scientific journals as a good information source. 

These discoveries were again taken and put into the questionnaire in order to validate 

them. The results verify that the internet provides the main source to get informed about 

a supplier’s offerings in both countries. The following three information sources are 

further recognized in both countries, only occurring in a different order. These are: di-

rect contact person of the supplier, colleagues and conferences/ trade shows. The inter-

views stated that the internet is used to acquire initial information about a provider 

which is then followed by directly getting in touch with a supplier’s contact person. 

This is also reflected in the findings conducted from the German questionnaire where 

“direct contact person of the supplier” states the second most rated main information 

source while it only achieves the fourth place in the UK. This might again be down to 

the small sample in the UK especially as the English interviewees were among those 

emphasizing the direct contact to the supplier after checking the internet.  
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Figure 17: Main Information Source 

Summarizing, the internet seems to take on a major role when it comes to information 

search and qualification of suppliers. Anyhow it can also be noted that the direct contact 

to the supplier seems not replaceable but rather mandatory due to the high complexity of 

a bioreactor’s nature (see previous results). Colleagues also present an important infor-

mation source, matching the results from section 5.2.4.2. Besides that both countries 

deem conferences and trade shows of an additional source in order to obtain information 

about a supplier’s product. But as the interviews revealed the visit of such seem to 

mainly depend on the available time of the institution’s employees wherefore it can be 

assessed not to be of a great importance in the case of academic customers. 

As a practical implication of these findings a supplier might be advised to focus its at-

tention to a well-done, informative and useful internet webpage providing academic 

customers with added value. This should at the same time provide the user with suffi-

cient contact information, in case he/she is done with the initial research to be enabled 

to directly get in touch with the supplier. These findings strengthen the same recom-

mendations presented in section 5.2.3. Besides that, some marketing activities should 

also be directed towards the previously identified deciders and influencers at these ac-

counts, as word-of-mouth effects seem to indirectly influence academic institutions’ 

buying behavior as well. This also connects to the relationship marketing theory where 

word-of-mouth effects are generated without the need of an organization investing ef-

forts in any marketing. Therefore, satisfying customers and addressing their needs sup-

port an organization’s ambitions by being recommended (through direct colleagues or 

similar) to others.   

5.3.2 View of Relationship with Supplier 

Connecting to the previous question, that revealed that some kind of direct contact be-

tween the supplier and the academic institution is necessary in the phase of qualifying 
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the supplier, the customer interviewees were asked how they perceive their relationships 

with their suppliers. In most cases they considered their suppliers as partners as they see 

the relationship more as an exchange and in a long-term perspective instead of a one-

time event. Some respondents also noted that a supplier can indeed only be a supplier 

but with the chance to develop the relationship over time towards a partnership. 

In order to find out how important the personal contact really is, the survey’s respond-

ents were asked to rate the importance of it. The corresponding result is illustrated in 

Figure 18: 

 

Figure 18: Personal Relationship Importance with Bioreactor Supplier 

The mean value of the finding presents 3.9 for both countries. Adjusted upward to illus-

trate a full value, namely 4, it can be evaluated that the personal contact with a supplier 

is considered “very important” in any country. This correlates again with previous find-

ings about the main information source, where directly contacting a supplier’s repre-

sentative has been assessed as playing an important role. This finding underlines the 

relationship importance that a personal contact between academic institutions and a bio-

reactor supplier seems to be inevitable. This can also be related to the characteristics of 

relationship marketing. The general approach towards a company’s customers is 

deemed to be interaction-related while taking a long-term perspective (Hennig-Thurau 

and Hansen, 2000). This exactly matches above findings. The established relationship is 

of an interaction-related nature as it already requires feedback loops and discussion be-

fore a sales is made (bioreactor complexity). Academic accounts further perceive their 

suppliers as partners willing to mutually exchange information to benefit from each oth-

er while establishing long-term business relationships. This is further strengthened by 

the finding from section 5.2.4.4, where the lock-in effect is presented which is an addi-

tional indicator pointing at long-term customer-supplier-relationships which is why a 

relationship marketing approach is recommended.  

5.3.3 Best-Case Support by a Supplier such as Sartorius 

In order to identify what kind of serving fits best to the academic institutions’ needs 

interviewees were asked how a best-case support of a bioreactor supplier for them as 

academic institutions would look like. These findings varied tremendously across all 

interviewees. Some claimed wanting to be regularly visited while receiving product 

news and information on a regular basis. Others did not want to hear anything unless 
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there was an issue which made them getting in touch with the supplier themselves. Also 

mentioned were a quick response with regards to providing quotes, meeting delivery 

times and installation dates for equipment as well as the provision of a good post-sales 

service.  

Again, the questionnaire should shed some more light upon this aspect. Therefore, the 

posed question intended to identify how SSB can provide their academic customers with 

such a best-case support. The evaluation is shown in Figure 19. 

 

Figure 19: Best-Case Support by Bioreactor Supplier  

Surprisingly, the academic institutions does not seem to want to be regularly contacted 

by bioreactor suppliers via phone/e-mail nor being visited on a regular basis in the first 

place. Rather they consider a timely response to their initiated contact as a best-case 

support provided by a bioreactor manufacturer. This is just then followed by being regu-

larly visited and contacted. These findings are aligned for both countries while “regular 

contacting via phone/ e-mail” has not been mentioned by English respondents. This 

might again be due to the small sample. For now it can anyhow be assessed that re-

sponding to an academic institution’s request in a timely manner presents the best-case 

support a bioreactor supplier could offer.  

Considering the go-to-market outcomes this presents a really good finding for the FRT 

department. As the BPS sales force does not actively visit academic accounts anymore it 

was first thought that these might get lost. This finding rather presents that actively vis-

iting them on a regular basis is not what provides them with added value. Instead it 

seems sufficient to some extent, to only be reactive to their requests. However, it should 

be kept in mind that this only goes along with balancing the above findings (e.g. having 

a useful website with contact information) as well as maintaining existing relationships. 
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5.3.4 Summary on the Most Beneficial Marketing Instruments to Address 

the Academic Market 

This section should serve to identify how to best approach the academic market identi-

fying the right tools to use.  

Main Information Source. It was found that the internet plays a major role when it 

comes to the information acquisition about a specific supplier and its bioreactor. This is 

then followed by directly getting in touch with a company representative. 

Relationship. Customers consider their relationship with their bioreactor suppliers as 

very important and demand directly being in touch with them. 

Best-Case Support. It was surprising to note that academic accounts do not want to be 

regularly visited on site but rather demand a timely response to their initiated contact. 

From that it was derived that maintaining existing academic customer relationships and 

only being reactive to their requests needs to be balanced. 
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6 Conclusions 

This chapter presents the thesis’ overall conclusions drawn from the discussion and the 

recommended solution how to improve the current state. As an introduction, the re-

search questions are going to be answered first, followed by the mentioned recommen-

dation. Further, managerial implications, limitations and suggested future research are 

discussed. 

The objective of this study was to understand academic institutions’ bioreactor buying 

behavior in order to advise FRT how current marketing efforts can be improved. To 

achieve this objective three sub-questions were derived from the main research question 

(RQ) and answered by conducting a case study at the mentioned product management 

department FRT at SSB. 

6.1 RQ1: What is the current state of sales and marketing 

efforts of the Biostat® A at academic institutions? 

In order to assess the current state company interviews have been conducted. The corre-

sponding findings were then categorized with the help of the marketing mix framework 

of the 4 p’s in order to evaluate the current efforts.  

As a result it could be concluded that the current marketing mix is not sufficient to ad-

dress all the needs of the academic customers. Rather, the mix presents an unbalanced 

ratio of an overemphasized product perspective while the remaining three p’s (price, 

place and promotion) have almost totally been left out. 

6.2 RQ2: How do academic institutions with biotech-related 

study programs procure bioreactors? 

It was found that academic institutions incorporate most elements suggested by OBB 

theory. Subsequently, it could be assessed that it is also applicable to government enti-

ties (academic institutions) accordingly although most theory deals with industrial cus-

tomers as their focus.  

Besides that it was possible to map the academic institutions’ buying process and identi-

fy the most influential actors within their buying center (professors, research associates, 

doctoral candidates and technical employees). Further, the most influencing bioreactor 

attributes could be identified (functionality/ technology, service/ support and price). It 

was also noted that direct colleagues as well as one’s memory of one’s own study 

equipment influence the buying decision to some extent as well. Besides that the aca-
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demic institutions’ buying purposes (broken equipment, approved research projects and 

newly assigned staff) were identified. And lastly, some kind of lock-in effect was ob-

served in case an institution once decided for a particular supplier. 

All this helped to identify elements that need to be considered when establishing a new 

marketing approach. 

6.3 RQ3: What are the most beneficial marketing instruments 

to address academic institutions? 

It was found that academic customers mainly use the internet as an initial information 

source which is then followed by directly getting in touch with a company representa-

tive. These customers deem the personal contact with their supplier as very important. 

Surprisingly they still do not want to be regularly visited but rather receive a timely re-

sponse to their initiated contact. 

As a result it could be assessed that emphasizing promotional activities with a focus on 

the internet presence and appearance in combination with SSB’s newly established tele-

sales seems a fitting distribution strategy for the Biostat® A at academic institutions. By 

doing so, customers get the chance to be directly in touch with the supplier and being 

able to acquire all needed information from the internet while the supplier is able to 

allocate resources accordingly. 

6.4 Main Research Question 

With the help of answering the above presented sub-questions it was possible to find an 

answer to the main research question, which has been posed as follows:  

How can the product management department FRT improve current marketing efforts 

in order to sell the Biostat® A at biotech-oriented academic institutions given the limi-

tations of the go-to-market project? 

It was found that the current marketing mix of the Biostat® A is not sufficient to ad-

dress its target customers’ needs. Investigating the procurement and purchase process of 

academic institutions revealed several useful insights in how to adjust and improve cur-

rent marketing efforts. It was further revealed that using the internet as a main infor-

mation platform provides a cost-efficient marketing basis. 

In order to present the answer to the main research question it has been structured ac-

cording to the three question words “what”, “why” and “how”. In this respect shall the 

“what” serve to present in a clear manner what is recommended in order to improve the 

current state. The “why” shall deliver reasons why this solution should be followed or in 

other words why the solution is the best fitting to the current state. Lastly, the “how” 
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shall illustrate some of the first steps in how the solution can be approached. With re-

gards to this, it should be noted that the “how’s” are not exhaustive and rather require 

additional research to be precise.  

6.4.1 What? Take on a Relationship and Direct Marketing Approach 

Based on the findings drawn from the interviews and questionnaire and on the insights 

gained through the literature review, it is suggested to apply a direct marketing approach 

anchored in the principles of relationship marketing theory. 

6.4.2 Why? – Direct Response, Customer Relationships, Cost-Efficient 

Direct Marketing creates a Direct Contact/ Response. Due to the limitations the go-to-

market project has put on the Biostat® A, a need to generate market pull was estab-

lished. Personal selling in this segment was terminated while it was still considered val-

uable due to various reasons. Therefore presents a direct marketing approach an alterna-

tive to personal selling in creating such a market pull. 

Direct Marketing aims at Establishing Customer Relationships. It was found that aca-

demic customers consider the personal contact with their suppliers as very important. 

Bioreactors are of such a complex technical nature that an interaction between seller and 

buyer is inevitable while it additionally involves a complex buying decision-making 

process. These are attributes that benefit a direct marketing approach (Holland, 2011). 

Additionally, FRT wants to imprint students and therefore potential future customers on 

their brand which is why the relationship with academic institutions becomes important 

in order to reach these students. Besides that profits a bioreactor supplier from estab-

lished relationships as they deliver reoccurring sales (in these cases concerning a longer 

time span) while becoming much more price-insensitive and enabling cross-selling pos-

sibilities (Bruhn 2013; Götz and Krafft, 2010; Diller, 2006). Further, customer loyalty is 

created which was shown in the identified lock-in effect that is established when an ac-

ademic institution once decides for a specific supplier. 

Direct Marketing is Cost-Efficient. Compared to the investments needed for a field sales 

force, direct marketing mainly focuses on emphasizing the p’s of promotion and place-

ment within the marketing mix framework wherefore it presents a cost-efficient alterna-

tive (Holland, 2011; Kotler et al., 2007; Meffert, 2002). As academic customers are 

considered to be of a low potential compared to SSB’s big pharma customers, invest-

ments to be made within this customer segment are highly limited. This is why direct 

marketing presents a valuable solution considering its cost perspective.   
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6.4.3 How? – Establish Academic Customer Database and Improve 

Website Content 

As already mentioned above is this thesis not able to present a thorough direct market-

ing concept as it would go beyond the scope of this study. Rather the first steps can be 

roughly outlined as follows: 

Establish a Profound Academic Customer Database. This presents the foundation of 

any direct marketing approach in order to individualize or personalize it as well as to 

directly get in touch with the customer (Holland, 2011, Wirtz, 2005). As it was found 

throughout this study presents the academic customer landscape still some question 

marks regarding the knowledge of all existing and potential customers within this seg-

ment. It is therefore recommended as a first step to thoroughly screen the market and 

establish an academic customer database. By doing so, the main influencers and decid-

ers at any academic site can be identified and directly addressed, increasing the chance 

to be considered in further future bioreactor purchases. 

Revise Current Webpage Appearance and Content. As this study revealed presents the 

suppliers’ webpage the main information source to get informed about bioreactors in a 

first step. Accordingly it should be used to deliver the main marketing messages con-

nected to the most important bioreactor attributes (functionality/ technology, service/ 

support, price) considered in a purchase, identified in this study. In this respect it should 

be seriously considered to provide bioreactor price information on the internet as this 

represents the first information needed way before it comes to a concrete buying situa-

tion. Contact information should also be provided to enable customers to directly get in 

touch with a company representative after conducting the initial online research.  

Ensure Inhouse Telesales is sufficiently Established. The thesis exposed that academic 

customers consider a timely response to their initiated contact as a best-case support 

provided by a bioreactor supplier. Besides that they insist on the already mentioned di-

rect contact with their suppliers. In addition the mentioned lock-in effect creates an ad-

vantage for in-suppliers. To keep this it is inevitable to maintain current academic cus-

tomer relationships and being aware of arising needs. New opportunities at not-in-

supplier-institutions might arise in forms of approved research projects or newly ap-

pointed staff. In order to cease these opportunities it is important to be in touch with the 

customer which is recommended to be initiated in the form of an inhouse telesales.  

6.5 Managerial Implications on the Individual, Functional and 

Industrial Level 

Individual Level. In order to establish the recommended academic customer database 

some market research would need to be conducted by SSB employees. These should be 
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educated about the Biostat® A’s target customers in order to identify the correct con-

tacts. This is assumed to be done in collaboration with the responsible sales representa-

tives of each region as they are the ones with the most professional knowledge regard-

ing their sales territories and their customers. Telesales also needs to be educated in 

order to effectively consult customers on the phone. 

Functional Level. In order to implement the direct marketing approach the product 

management FRT, BPS sales and marketing departments need to work closely together. 

This is due to the product management being the ones establishing a specific product 

strategy, while the sales are the ones to comply with the defined placement approach by 

allocating sales resources accordingly and lastly the marketing department as they are 

the ones implementing the approach in all promotional tools and providing professional 

knowledge how this could be done the most effective. 

Industrial Level. As such an approach might enable SSB to provide their academic cus-

tomers with a better service addressing their specific needs, it can be assumed that they 

might be able to better position themselves on the market. Consequently, this might 

equip them with a competitive advantage while they are able to better compete with 

their competitors. 

6.6 Implications on Sustainability 

A trend of firms being more and more confronted with an increased pressure to act more 

sustainable, can be observed (Mohr et al., 2010; Chouinard et al., 2011). It is therefore 

interesting to discuss the study’s solution with regards to sustainability. Sustainable de-

velopment can be understood as “the development that meets the needs of the present 

generation without compromising the ability of future generations to meet their own 

needs.” (Brundtland, 1987). In this context, the concept of the triple bottom line 

emerged as a firm’s manifestation of acting sustainably (UMassAmherst, n.d.). The tri-

ple bottom line includes the consideration of social and environmental criteria next to 

economic ones (Mohr et al., 2010). All of these three criteria are therefore subject to a 

discussion of the study’s result in the following paragraphs.  

Economic Sustainability 

Economic sustainability can be understood as the optimal employment of existing re-

sources in order to obtain a beneficial and responsible balance in the long run. In a busi-

ness context, it further involves the company’s efficient usage of assorted assets to ena-

ble it to continuously function profitably in course of time (Business Dictionary, n.d.; 

GRI, 2013; Jamali, 2006). The objective of this thesis was to understand academic insti-

tutions’ OBB in order to advise FRT how to improve current marketing efforts. In order 

to do so it was recommended for them to apply a direct marketing approach, taking the 



6 Conclusions 82 

go-to-market limitations into account. Thus, by following the advice, resources are go-

ing to be allocated efficiently, enabling FRT and SSB to function more profitable over 

time. Therefore, the thesis’ recommendation positively contributes to the economic per-

spective of sustainability. 

Social Sustainability 

Social Sustainability mostly refers to issues concerned with labor conditions and ethics 

(GRI,2013; Jamali,2006). As already illustrated in section 3.5, it was taken care that 

interviewees’ and survey respondents’ identity were kept anonymous regarding ethical 

aspects. As the recommended direct marketing approach shall help to efficiently use 

SSB’s resources, one might argue that it supports employees in enhancing their daily 

work as sufficient resources and guidelines are established in how to serve the academic 

market. In a broader sense this would improve current labor conditions wherefore this 

sustainability aspect is also addressed to some extent. 

Environmental Sustainability 

Environmental Sustainability comprises the effects of processes, products and services 

on human health, biodiversity and the environment (GRI, 2013; Jamali, 2006). With 

respect to this, it feels somehow hard to directly connect it to the recommended solu-

tion. However, it can be assumed that in case FRT adapts such a direct marketing ap-

proach and improves their business, they might be able to focus their attention to the 

more environmentally concerned aspects at a later stage. By doing so, the study’s rec-

ommendation might be a first step getting FRT closer to also work environmental sus-

tainably. 

6.7 Limitations and Suggested Future Research 

This thesis made an attempt to provide the FRT department with a solution in how to 

improve current marketing efforts in order to sell the Biostat® A. In order to do so a 

mixture of qualitative and quantitative data has been collected. However, it turned out 

throughout the thesis that due to language barriers the French academic customer land-

scape could not be investigated further. This is why no valid or reliable conclusions 

could be made for this geographical region. Besides that, the sample of the English sur-

vey with only ten respondents was considered rather low. As a result the gained findings 

need to be taken with care as they might be subject to change when applied to a broader 

audience. The reliability of the English survey findings are deemed to be of a low relia-

bility. However, lots of similar patterns could be found in the comparison of the English 

and the German results wherefore one might assume that the differences in a replicated 

study with a bigger sample might not be that tremendous. 
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As a result the thesis’ findings should anyhow be taken as indicators how the academic 

customer landscape looks like, how these institutions procure bioreactors and what are 

the most beneficial marketing instruments to address them. By doing so future research 

might help to confirm them. This is why the following areas for suggested future re-

search could be identified. 

The theory of OBB presents an important part of this study. It has been used to establish 

an overall picture of the current buying practices at academic institutions with biotech-

oriented study programs. By doing so, it was found that main elements of the theory 

could be applied to academic institutions representing public entities as well. This was 

an interesting finding as the majority of the OBB theory concentrates on industrial cus-

tomers as the center of attention. With respect to this, it would be interesting for future 

studies to validate whether academic institutions with biotech-oriented study programs 

present an exception to which the theory can be applied or whether it can be general-

ized. 

Additionally, it would be interesting to identify whether the aspects influencing the buy-

ing behavior of academic institutions with biotech-oriented study programs that have 

been identified in this study would also apply to other study programs at the same insti-

tution. In this respect it could also be reevaluated whether the findings of this study also 

apply to French academic institutions with biotech-oriented study programs as this 

needed to be disregarded throughout the course of this thesis. In conjunction with this, it 

is also suggested to examine other geographical areas other than those that have been 

examined in this thesis. 

Lastly, it is suggested to conduct future research in how to best establish the recom-

mended direct marketing concept tailored to the case of the FRT department.   
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Figure 20: Actions from Go-to-Market 2020 Analysis (Sartorius GTM 2020, 2014) 
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Appendix B – Overview Phase Concepts Buying 

Decision Process 

 

Table 13: Phase Concepts Buying Decision Process (Source: according to Backhaus and Voeth, 2007, 

p. 45) 
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Appendix C – Interview Guideline – English 

1. Introductory Questions 

1.1 What is your area of responsibility/ position? 

1.2 In which faculty/ institute/ work group/ department are you working at? 

1.3 What kind of Institution of Higher Education is this (College, University, Academy, 

…)? 

1.4 Which study programmes with regards to the use of bioreactors are you offering? 

Which degrees (Bachelor/ Master) can be acquired? 

1.5 Are new study programmes with such a focus planned? 

1.6 In which areas do you use bioreactors (especially small bioreactors with a volume of 

5L)? (practical fermentation training or research) 

 

2. Procurement Processes of New Equipment 

2.1 Please illustrate a typical procurement process for equipment worth >7.500£/ <750£ 

(initial situation, restricting factors, operational procedure, …) 

2.2 Procurement processes at institutions of higher education can be compared with 

such processes at organisations (=companies). Usually there a so-called Buying Center 

is used. Which persons therefore fill in the roles in the buying center of bioreactors at 

institutions of higher education:  

 User (end-user of the procured equipment): 

 Influencer (can influence the buying decision, take part in drawing up the speci-

fication and gather information for alternative solutions): 

 Purchaser (negotiate terms and conditions of delivery and purchase, choose dis-

tributor): 

 Decision Maker (final order placement): 

 Gatekeeper (can control information flow): 

2.3 Are some of these positions affected by high employee turnover? (doctoral candi-

date, master’s degree candidate, or similar…) 

2.4 Which of these positions has the greatest impact on the buying decision? 

2.5 What are the restricting factors when buying new equipment? 

2.6 When/ in which cases do you buy new equipment? (specific purchase cycles, re-

leased budget, funds, new professorship, broken equipment, or similar) 

2.7 What is the average life time of a bioreactor in your laboratory? 

2.8 Do specific purchase cycles exist where you buy new equipment? 

2.9 What do you usually spend your annual budget on? (new hardware, upgrade of ex-

isting hardware, new software, upgrade of existing software, new services, renewal of 

existing services, others) 

2.10 How often do use tenders for ordering? 

2.11 Would a pre-defined tender specification to download from a product supplier be 

helpful? 
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3. Supplier and Information Procurement 

3.1 When considering a product/ service supplier, what do you most look for from 

them? (application knowledge, price, product knowledge, responsiveness, ser-

vice/support) 

3.2 Which word best describes your relationship to product suppliers? (friend, partner, 

suppliers, others) 

3.3 Where do you look first when wanting to learn more about a supplier’s products/ 

services? (conferences/ trade shows, colleagues, internet, publications (print), supplier’s 

sales person, others) 

3.4 How intense do you use a supplier’s website for information procurement of product 

information? 

3.5 Would a separate website section with input tailored to your specific needs provide 

added value for you?` 

3.6 Which needs are currently unsatisfied? 

3.7 Which approaches to provide you with an improved understanding of a supplier’s 

products would you prefer? (conference call, demo day at institution, trade show, webi-

nar, you tube site) 

3.8 How important do you consider professional media (professional journals or similar) 

as information sources for products and suppliers? 

3.9 How do you imagine a best-case support from a product supplier as Sartorius? 

 

4. Your Opinion 

4.1 Do you remember the equipment you worked with during your studies? If yes, did 

this impact your decision on the choice of your current supplier? 

4.2 Where do you see opportunities for a product supplier to improve your daily work 

life? 

4.3 What do you think of guest lectures of a product supplier as Sartorius? Who this 

provide you added value for your teaching? 

4.4 Do you see added value in a simulation software that enables you to simulate a CHO 

cultivation? If yes, what added value do you see in it? 

4.5 Do you know Labster? 
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Appendix E – Questionnaire Invitation Email 

Dear Sir or Madam, 

Within the scope of my master thesis I plan to investigate bioreactor procurement and 

purchase processes at institutions of higher education. The thesis is done in cooperation 

with Sartorius in order to analyse the marketing of Sartorius bioreactors within universi-

ties. 

I kindly ask you to take approx. six minutes to participate in my survey. Your data is 

kept severe and anonymous. The survey will be conducted between the 02.04.-

26.04.2015. 

All participants will receive a free Sartorius USB flash drive as a reward. You also 

have the chance to win a BIOSTAT® Qplus. This will be raffled off among all re-

spondents at the end of the survey. The bioreactor is a fully equipped and functionally 

tested former demo system. The detailed system features can be found in the attached 

document “System Features BIOSTAT Qplus”. 

Your contact information is a prerequisite for delivering the USB flash drive and partic-

ipating in the raffle. These will only be used for shipping and the raffle but not for any 

future advertisements. After the ending of the survey, the data will be deleted. However, 

you also have the possibility to participate in the survey without sharing your contact 

details. 

I really appreciate your participation and thank you in advance for your feedback. 

The following link will take you to our survey: 

https://de.surveymonkey.com/s/bioreactors 

Best regards, 

Lea Charlotte Warnecke 

Sartorius Stedim Biotech GmbH, Göttingen 

Master’s Degree Candidate Industrial Management 

Product Management Fermentation Technologies 

Phone: +49 551 308 2201 

www.sartorius.com   

turning science into solutions 

 

 

https://de.surveymonkey.com/s/bioreactors
http://www.sartorius.com/
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Questions posed to ex-
amine the survey’s reli-
ability and validity 

Qualitative Assessment 

R
e
li

a
b

il
it

y
 T

e
s
t 

Do the questions sound 

right? 
Based on the experiences drawn from the six 

initial interviews, the author accumulated a 

feeling for how to pose questions in order to 

make them sound right and understandable. 

Additionally, the discussions with the respon-

sible product manager ensured that this issue 

was overcome. 

Do the interviewer under-

stand the questions? 
As the author can be considered as the inter-

viewer, as she was the one establishing the 

survey, she can assess that the questions were 

understood from her own point of view. Again, 

the discussions with the product manager en-

sured that the questions posed, contributed to 

achieve the survey’s objective.  
Do the respondents under-

stand the questions? 
In order to assure that the respondents under-

stand the questions, a pilot run with two col-

leagues from the department was done. This 

should help to discover any further drawbacks 

or errors of the survey. Further, due to the col-

league’s professional background, they could 

also assess whether the questions would be 

understandable to the targeted audience. 
Does the interview retain the 

attention and interest of re-

spondents throughout? 

This was tried to be achieved by changing the 

order of different question types that similar 

forms of questions do not line up. Further the 

questions and the survey in general were tried 

to be kept as short as possible. Lastly, the men-

tioned incentives should prevent loss of atten-

tion and interest. 
Can the interviewees under-

stand the routeing instruc-

tions in the questionnaire? 

In order to overcome this aspect, an introduc-

tory paragraph was presented in the beginning 

of the survey. Further, sub headlines should 

provide the respondent with a guidance about 

the questionnaire’s route. Consequently, it is 

assumed that this aspect was covered. 
Does the interview flow 

properly? 
See above. The same applies here. 
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V
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Can respondents answer the 

questions? 
In order to assure that respondents are capable 

of answering the survey, the potential contact 

list was carefully established. As presented in 

section 3.2.2, it was tried to only contact po-

tential respondents that are familiar and active 

in the field of fermentation at universities.  

This includes that that the professional 

knowledge needed to answer the survey is 

implied. Hence, respondents were considered 

being able to answer the survey’s questions. 

Are the response codes pro-

vided sufficient? 
Respondents should not be forced to put their 

answers into the provided answer codes. In 

order to overcome this issue, they were in 

most cases given an answer possibility “oth-

ers”. When choosing this option, the survey 

was set up in a way that respondents could 

only proceed to the next page in case they 

filled out what was meant with “others”. By 

giving the participants this option, it can be 

assessed that the answer codes provided were 

of a sufficient nature. 

Do the response codes pro-

vide sufficient discrimina-

tion? 

See above. The same applies here. 

Do the questions and the 

responses answer the brief? 
This question can be understood as the validity 

aspect described in section 3.2.2 that a sur-

veys’ questions need to be bound to the objec-

tive it tries to fulfill. This was already illus-

trated in the mentioned section, wherefore it is 

considered to be achieved. The questions 

posed were tightly bound to reach the survey’s 

goals.  

Table 14: Questionnaire Test of Validity and Reliability (Source: according to Brace, 2013) 
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Participating Institutions from Germany 

Institution Faculty/ Institute/ Department 

Ernst-Abbe-Hochschule Jena FB Medizintechnik & Biotechnologie 

Georg-August-Universität Göttin-

gen 

Institut für Mikrobiologie und Genetik 

 Organische Chemie, Naturstoffe aus Mikroorga-

nismen 

Hochschule Ansbach - 

Universität Hohenheim Lebensmittelwissenschaft und Biotechnologie 

Hochschule Niederrhein FB Chemie/ Schwerpunkt Biotechnologie 

Universität Bonn Mikrobiologie 

Hochschule Darmstadt Chemie- und Biotechnologie, Bereich Bioverfah-

renstechnik 

OvGU Magdeburg Lehrstuhl für Bioprozesstechnik 

Hochschule Ansbach Fakultät Ingenieurwissenschaften 

Hochschule Anhalt FB Angewandte Biowissenschaften und Prozess-

technik  

 Lebensmittelverfahrenstechnik 

Westfälische Wilhelms-Universi-

tät Münster 

Biotechnologie 

 Institut für Molekulare Mikrobiologie und Bio-

technologie 

 Mikrobiologie 

Universität Regensburg LST für Mikrobiologie und Archaeenzentrum 

FH Bielefeld FB 3, Apparative Biotechnologie 

Philipps-Universität Marburg Mikrobiologie 

Hochschule Mannheim Biotechnologie/ Technische Mikrobiologie 

Hochschule Geisenheim Zentrum für Oenologie und Verfahrenstechnik der 

Getränke 

Universität des Saarlandes - 

Hochschule Mannheim - 

Leibniz Universität Hannover Naturwissenschaftliche Fakultät 

Ruprecht-Karls-Universität Hei-

delberg 

COS – Centre of Organismal Studies 



Appendix F – List of participating Institutions 105 

RWTH Aachen - 

Technische Universität Hamburg-

Harburg 

Institut für technische Mikrobiologie 

Hochschule Hannover Fakultät Bioverfahrenstechnik 

Universität Stuttgart Bioverfahrenstechnik 

 Institut für Technsiche Biochemie 

Universtität Duisburg-Essen Siedlungswasser- und Abfallwirtschaft 

Hochschule Ostwestfalen-Lippe Life Science Technologies, Biotechnologie 

Beuth Hochschule für Technik 

Berlin 

FB V, Biotechnologie 

 Bioprocess Engineering 

 Labor für Mikrobiologie 

FH Aachen Campus Jülich Labor für Zellkulturtechnik 

Eberhard Karls Universität Tübin-

gen 

Mikrobiologie 

Universität Ulm Institut für Pharmazeutische Biotechnologie 

TU Kaiserslautern Lehrgebiet Bioverfahrenstechnik 

Participating Institutions from UK 

Institution Faculty/ Institute/ Department 

University of Westminster  

University of Sheffield Chemical and Biological Engineering 

University of Strathclyde Strathclyde Institute of Pharmacy and Biomedical 

Sciences 

Loughborough University Chemical Engineering 

University of Manchester Engineering & Physical Sciences 

University of Oxford  

University of Dundee Biological Chemistry and Drug Discovery 

(BCDD) 

University of Surrey Microbial Sciences 

Table 15: Participating Academic Institutions  
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Figure 21: Results Question 17 - Do you remember the equipment you worked with during your stud-

ies? 

 

Figure 22: Results Question 18 – Do you have the equipment in a positive or negative memory? 

 


