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Sammanfattning 
Innovation är idag en välkänd framgångsfaktor för företag att skaffa sig konkurrensfördelar 
(Mansury & Love, 2008; Sicotte, Drouin & Delerue, 2014). En bra utgångspunkt för innovation 
är att samla kundinsikter genom en metod som kallas Voice of the Customer (VoC) där det har 
visat sig att användningen av metoden kan leda till en hel del förbättringar, både finansiella och 
icke-finansiella, t.ex. högre lönsamhet och kortare ledtider (Cooper, 2013). Trots dessa 
identifierade positiva effekter har ingen tidigare forskning undersökt sambandet mellan VOC och 
Return on Investment (ROI). Därför är syftet med denna studie att hitta relationen mellan VoC 
och ROI.   

Studien genomfördes som en fallstudie på ASSA ABLOY och inkluderade flera källor för 
insamling av data. En omfattande litteraturstudie utfördes följt av en empirisk datainsamling i 
form av intervjuer och enkäter. De viktigaste områdena som undersöktes var innovation, VoC, 
kunskapshantering samt mätetal kopplade till innovation. Den kvalitativa delen bestod av 16 
intervjuer med chefer och den kvantitativa delen av 155 användbara enkätsvar från ASSA 
ABLOY globalt. Resultaten från intervjuerna transkriberades och analyserades genom ett 
kvalitativt analysverktyg. Resultaten från enkäterna analyserades både statistiskt med hjälp av 
linjär regression och T-test samt en kvalitativ beskrivande analys.  

Denna studie har hittat en relation mellan ROI och VOC, på projektnivå, genom en värdekedja 
där immateriella tillgångar och kunskapshantering har en central roll. Resultatet av studien visar 
att det är av stor betydelse hur värdet av att utföra en VOC tas tillvara på i ett antal nivåer. Detta 
inkluderar hela kedjan från insamling av kundinsikter till hur dessa driver innovationsprojekt och 
till slut ger resultat. Mer konkret så utformades en modell för att kunna se effekterna från VoC 
på ROI på projektnivå. Den utformades för att ge implikationer till ASSA ABLOY om hur man 
kan följa upp investeringar, processer samt resultat av de projekt som drivs av insikter från VoC. 
Detta gavs med ett förslag om hur en kunskapsdatabas för VoC skulle kunna utformas. 

Nyckelord: Voice of the Customer, Innovationsmätning, Innovationsprestanda, 
Kunskapshantering 
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Abstract 
Innovation management is today a well-known success factor for companies to gain competitive 
advantage (Mansury & Love, 2008; Sicotte, Drouin, & Delerue, 2014). One useful starting point 
for innovation is to gather information about customers wants and needs through a method called 
Voice of the Customer (VoC). It has been shown that the use of VoC lead to several 
improvements, both in financial and non-financial terms, among them higher profitability and a 
shorter time to market can be gained (Cooper, 2013). Despite these positive effects, no previous 
research has investigated the link between VoC and Return of Investment (ROI). Therefore, the 
aim of this paper is to find the relationship between VoC and ROI.  

The study was conducted as a case study at ASSA ABLOY including multiple sources of data. 
An extensive literature review was performed followed by an empirical data collection through 
interviews and questionnaires. The main areas investigated were innovation, VoC, knowledge 
management and innovation measurements. The qualitative part consisted of 16 interviews with 
managers and the quantitative part of 155 useful questionnaire answers, at ASSA ABLOY 
globally.  The results from the interviews were transcribed and analysed through qualitative data 
analysis software. Furthermore the results from the questionnaires were analysed statistically 
using linear regression and T-test. The analysis of the questionnaires was also carried out 
qualitatively.   

This study found a relationship between ROI and VoC, on a project level, through a value chain 
where intangible assets and knowledge management have a central role. It was found to be of 
great importance for the final outcome how the value of performing a VoC is captured in a 
number of levels, from the beginning where insights are gathered to how these drive innovation 
projects and give tangible results. More concrete, a model towards how to see the impact VoC 
has on ROI of projects. It was designed to give managerial implications to ASSA ABLOY on 
how to track investments, the process and outcome of projects driven by insights from VoC. This 
including a proposal of how a knowledge database regarding VoC could be designed.  

 

Keywords: Voice of the Customer, Innovation measurements, Innovation performance, 
Knowledge management 
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NOMENCLATURE 
Presented here is the abbreviations used throughout the study.   

Abbreviations 
 

CPI Continuous Product Innovation 

ICT Information & Communications Technology 

KM Knowledge Management 

NPI New Product Innovation 

QFD Quality Function Deployment 

R&D Research and Development 

ROI Return on Investment 

VoC Voice of the Customer 
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1 INTRODUCTION 
This chapter starts by describing the background for the study and is followed by the purpose 
and the research question. Finally the delimitations are presented. 
 

1.1 Background 
Innovation management is today a well-known success factor for companies to gain competitive 
advantage (Mansury & Love, 2008; Sicotte et al., 2014). Activities and methods used to identify 
innovation opportunities are many and have various features in different companies, depending 
on their specific markets and products. This variation and complexity bring about challenges for 
management as there is no common and well-established way of measuring innovation (Adams, 
Bessant, & Phelps, 2006; Goffin, 2010). Nevertheless, measuring performance methods related 
to innovation is unquestionably of great importance and an on-going concern in many firms 
(Birchall, Chanaron, Tovstiga, & Hillenbrand, 2011; Cañibano, García-Ayuso, & Paloma 
Sánchez, 2000; Mankin, 2007). As innovations require fruitful combinations of customer needs 
and technologies to come into being, it is clear that the measurement of customer-related 
activities are of importance for innovation. Another important aspect is that management of 
knowledge plays a central role in the work with innovation since communication and flow of 
information affects innovation capabilities (Magnusson, 2004; Adams et al., 2006).   

One specific method that has been given substantial attention recently as a useful starting point 
for innovation is to gain customer insights through Voice of the Customer (VoC) (Griffin & 
Hauser, 1993). When using VoC, cross-functional teams are encouraged to participate in market 
research with customers, leading to a wider understanding and better data capturing in many 
different areas. It has been proven that by listening to VoC and using the insights throughout the 
product development chain, higher profitability and a shorter time to market can be gained as 
well as higher customer value (Cooper, 2013). According to Dreher (2010) VoC is something 
fundamental to succeed and studies made by Brandt (2007) and Lindstedt (2003) show that 
companies providing their customers with a high value succeed better.  

The value of VoC is not only in finding the needs from the customers, it is very much about how 
the insights are taken care of in the business. VoC is also a resource in the sense that it can be 
used to build intangible assets that the company need to be able to succeed with innovation 
strategies and it can support both strategic decisions as well as operational decisions (Griffin & 
Hauser, 1993; Kaplan & Norton, 2013). Despite this apparent need, no previous research has 
been found that specifically investigate how to link VoC to ROI and without being able to see 
positive effects from VoC, future investments is hard to motivate.  

To find the relationship between VoC and ROI an investigation of the value chain and applicable 
measurements was conducted at a large global company that is currently performing VoC. As 
they are in an early stage of working with VoC it is desirable to use the findings to motivate and 
facilitate decision-making. As the current market is changing, more emphasis has been put on 
companies to work with innovation and customers closely together. Therefore, to find the 
relationship the theoretical framework is based on the following areas: innovation, value, VoC, 
knowledge management and measuring innovation. These areas are linked together to find an 
overview of relevant relations from previous research.  

 

1.2 Purpose 
A clear gap has been found in the field of managing innovation on how the value and impact of 
VoC can be tracked and measured within a company. This study aims to develop an analytical 
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framework linking VoC to the outcome in form of ROI. More specifically, to find measurable 
key activities and outcomes that can facilitate decision-making in the process of innovation. 

Ergo, the following research question was established: 

RQ: What relationship exists between VoC and ROI?  
The final goal of the study was to provide ASSA ABLOY with management implications 
including potential areas of improvements and concrete suggestions of tools and metrics. The 
result shall contribute to a wider understanding of the value creation of VoC and beneficial 
measurements.  

 

1.3 Delimitations 
• This study was conducted as a Master’s Thesis and therefore had a time limitation of 20 

weeks 

• This study does not include details about the preparation of conducting a VoC since 
ASSA ABLOY already have an established structure for this  

• Due to confidentiality some detailed findings highly linked to the company are excluded 
from the report  

• This study does not investigate how VoC leads to different kinds of innovation in terms 
of incremental and radical innovation 
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2 THEORETICAL FRAMEWORK 
This chapter presents literature in the fields of innovation, value, VoC, knowledge management 
and measuring innovation. All of these fields play an important part in the understanding of the 
relationship between VoC and ROI. The chapter starts by explaining and defining the complex 
topics related to innovation on a general level. This is followed by a section about value and the 
different kinds of values that are created by an organization, for example customer value and 
how that is linked to innovation processes. The section that follows explains the general concept 
of VoC and what benefits that can be gained from gathering knowledge about customers. How 
knowledge is handled is vital to make sure that it becomes an asset for an organisation and 
therefore knowledge management is presented. Finally, to find out how VoC can be measured, 
previous research and studies made on the topic of innovation measures are included. The frame 
of reference is presented in Appendix F.  
 

2.1 Innovation 
For a long time, innovation has been known to be a success factor for companies to gain 
competitive advantage (Mansury & Love, 2008). This advantage was already recognized in 1934 
by the economist Joseph Schumpeter who defined important aspects of innovation and stated that 
innovators will grow faster than competitors that do not innovate (O'Sullivan & Dooley, 2010; 
Goffin, 2010). In the long run, the innovators will gain more market shares, be more effective in 
their development and therefore be more profitable (Mansury & Love, 2008; Porter, 1980).  

In recent years, surveys carried out by governmental organisations and leading consultant firms, 
show the importance of innovation for companies. Furthermore, the surveys show that it is 
important that innovation is supported from the top management to succeed, but also highlight 
that this is far from a guarantee that innovation is performed efficiently. To manage innovation is 
a complex challenge with no universal solutions nor shortcuts. (Goffin, 2010) 

 
Defining innovation 
The definition of innovation in a dictionary is clear, introducing something new, but explain very 
poorly of what it means in a business context (Coombs, 2000; Goffin, 2010). This simple 
definition can mislead companies in excluding types of innovation that for example include 
modification of already existing products. Because of this, it is of great importance for a firm to 
have a clear view on functional aspects of innovation within the organisation. The pioneer 
Joseph Schumpeter, that was mentioned earlier, considered five different aspects to define 
innovation: 

• The introduction of a product, which is new to consumers, or one of increased quality 
than was available in the past 

• Methods of production, which are new to a particular branch of industry (these are not 
necessarily based on new scientific discoveries and may have, for example, already been 
used in other industrial sectors  

• The opening of new markets 

• The use of new sources of supply 

• New forms of competition, which lead to the re-structuring of an industry 
Porter (1980) defines innovation in a similar way like Joseph Schumpeter but additionally point 
out that innovation can arise from knowledge of an organisation and not just Research and 
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Development (R&D). It often touches upon what and how much that is being changed. This 
together with the source of the change and the influence that it had, e.g. commercial or social 
value (Goffin, 2010).  
 

Innovation strategies 
An innovation strategy can be described as an organization's consistent activities that are based 
on conscious decision-making in connection to goals with innovation (Sundbo, 1997). It is also 
described to be the strategy that considers competitive environment and include new product 
development and market plans (Dyer & Song, 1998). Without an articulated strategy for 
innovation a company can perform several best practices without seeing it as an interdependent 
processes that coherent builds up an innovation system (Pisano, 2015).  

Many companies today invest substantial money and resources in innovation but still find it 
frustrating to manage. The underlying problem can most likely be traced back to the absence of 
an innovation strategy, a strategy that aligns different groups within an organization with clear 
goals, objectives and priorities when it comes to innovation processes. Additionally, it has been 
found that few companies manage to align their efforts within innovation with their overall 
business strategies (Adams et al., 2006). According to Kaplan and Norton (2013) the innovation 
strategy is only one part of the entire business strategy that the company must have in place and 
many different perspectives need to be considered. In the strategy map shown in Figure 1, the 
different perspectives that are important for long-term value can be seen. 
 

 
Figure 1. The Strategy map illustrates the different perspective and levels that is needed to be 

able to succeed with organizational- and project strategies (Kaplan & Norton, 2013) 
 

As can be seen in the figure above, there are a number of aspects affecting what will come out of 
the internal perspective and all of these aspects within the processes always need to be 
considered. This model also put an emphasis on that a company’s resources and intangible assets 
is core to be able to build successful processes. Kaplan and Norton (2013) discuss how 
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intangible assets are essential to keep a sustainable value to the firm. Human capital, information 
capital and organizational capital must all be linked to the strategy since these are the pillars that 
support the execution of the strategy. The foundation, the learning and growth perspective needs 
to be looped with the internal perspective consisting of four main processes to eventually reach a 
financial value. The internal perspective includes both innovation- and customer management 
processes as two of the necessary aspects for reaching a higher customer value proposition.  
According to Adams et al. (2006) many firms tend to focus only on inputs and outcomes of 
innovation and overlook the entire process.  

The innovation process consist of identifying opportunities for new products and services, 
managing the R&D portfolio, design and develop the new products and services and bring these 
to the market (Kaplan & Norton, 2013). Although, it is true that R&D should be the main source 
for new ideas and handle those. But firms that solely depend on their R&D department to 
generate new ideas and innovations can miss out on opportunities, apart from improved or new 
technical products. Therefore, a good way to increase effectiveness in innovation is to have a 
cross-functional team consisting of employees from different departments (Goffin, 
2010).  Diverse departments see different opportunities and therefore it is of great importance to 
include every part of an organisation, with various knowledge areas, to work successfully and 
effectively with innovation (Goffin, 2010; Pisano, 2015). 

Trying to copy-paste how another company designed their innovation strategy is not the solution. 
Of course one can learn from others but should be careful to believe that the same approach will 
work for another organisation. When creating an innovation strategy the customer value 
proposition needs to be determined in terms of how the innovation will create value for the 
customer, how this value will be captured and what kind of innovation to go for. (Pisano, 2015) 
 

2.2 Customer value  
There are many simultaneously ongoing processes within an organisation that create value in 
many different ways, however with the same focus, to deliver long-term value for the company. 
It is therefore crucial to identify which of these processes that are most critical to the customer 
value proposition. Figure 2 shows the difference in time before the benefits for the different 
internal processes will appear (Kaplan & Norton, 2013). 
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Figure 2. Internal processes deliver value over different time. This diagram shows after how 
long different processes are expected to deliver shareholder value (Kaplan & Norton, 2013) 

 

Improvements in operations management often lead to fast benefits, while customer and 
innovation management often requires a longer time before the effects can be seen. If one or 
more of the processes is always included in the strategy, both short- and long-term value can be 
delivered over time, which ultimately ensures revenue growth (Kaplan & Norton, 2013). 

Customer value can be defined in many different ways but the most common definition is that 
customer value is the relationship between the perceived benefits the customer gains from a 
product minus the sacrifices (Hogan, 2001; Lapierre, 2000; Lindstedt, 2003; Ulaga, 2003). The 
value can be raised for customers if their needs and expectations are fulfilled or by reducing the 
buying cost of the product (Bowman & Ambrosini, 2000; Lindstedt, 2003). Value has rarely 
something to do with other costs (such as production, delivery etc.), but in the end it has the most 
impact on growth, profitability and survival for the company leading to a higher business value 
(Lindstedt; Priem, 2007). Value is also relative to the current market situation in form of 
competition (Ulaga, 2003) and in the future the customer value will be the biggest deal-breaker 
for market competition (Lindstedt, 2003). According to Lindstedt (2003) successful companies 
focus on creating customer value through innovative methods, where VoC is one proposed 
method. 
 

2.3 Voice of the Customer 
VoC is a method that is used to gather information about customers wants and needs and a useful 
starting point for innovations. It originates from the Quality Function Deployment (QFD), a 
product development process for using customers throughout the entire product chain to ensure 
quality (Griffin & Hauser, 1993).  

What is important in a VoC is not to try and help the customer straight away, but rather to 
understand the customer situation and what needs they might have. If the focus is on solutions, 
new opportunities might be lost at an early point. As stated by Griffin and Hauser (1993) and 
Lindstedt (2003) there are four different information concretisation that are considered to lead to 
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insights; customer needs, a hierarchical structure, priorities and customer’s perception of 
performance. The needs that are gathered from VoC must be analysed and structured thoroughly 
and divided into primary, secondary and tertiary needs. Primary needs, sometimes called 
strategic needs, are the needs that are necessary for the products/services and that helps to 
establish a marketing strategy. The secondary needs, also known as tactical needs, comes from 
the primary needs but are more specific on what is necessary to be done to succeed with the 
primary needs. The tertiary needs, sometimes called operational or detailed needs, suggest a 
solution for developers on how to build the product. These different kind of needs are then 
prioritized according to what importance they have for the customers, where surveys are one way 
of doing this. Important to measure afterwards is the customer’s perception of performance. This 
aspect is measured through quantitative methods where the customers rate how well a certain 
product fulfils their expectations today. How well a certain product/service fulfils their needs can 
be tested and new aspects of where new opportunities can be established by doing this 
(Lindstedt, 2003; Griffin & Hauser, 1993).  

Normally performed market researches have a limitation in their data gathering, but with VoC 
data can be gathered supporting both strategic decisions as well as operational decisions (Griffin 
& Hauser, 1993). According to Cooper (2007) it is critical to use VoC to succeed with new 
products and according to Ottum (2013) without the customer insights innovation capabilities 
will be limited. VoC is much more than talking to customers; it is a strategic resource and should 
be considered essential to establish successful partnerships (Stank, Daugherty, & Ellinger, 1997). 
It is also a resource in the sense that it can be used to build intangible assets that the company 
need to be able to succeed with innovation strategies (Kaplan & Norton, 2013). 

One of the benefits for using customers in the product development process is that the 
development team can get a better understanding of important factors such as important 
requirements, design specifications etc. (Griffin & Hauser, 1993) and at the same time it 
minimizes the risks of failing with projects (Lindstedt, 2003). When using VoC, cross-functional 
teams are encouraged to participate, leading to a wider understanding and better data capturing in 
many different areas. For example, the focus and needs for engineers varies from the focus and 
needs from a marketer. Many companies has also seen an improvement in communication 
internally in regard to this (Griffin & Hauser, 1993). 

Another benefit is that the best insights tends to come from customers, which often leads to 
superior ideas and the companies that offers products with a real value acknowledged by 
customers becomes the market winners (Cooper, 2013; Lindstedt, 2003; Stank et al., 1997). In 
the theory it has been proven that, by using VoC, the profitability is improved and the time to 
market for new products are shorter. By spending more time on VoC in the beginning of 
projects, companies can become more time efficient over the whole project since they better 
know what to focus on (Cooper, 2013; Griffin & Hauser, 1993). As a result of this, late changes 
and rework can be avoided (Kay et al., 2012; Lindstedt, 2003). Studies have shown that 
successful companies spend more than twice as much time and money than unsuccessful 
companies on an entire project, where the main costs are in the front-end of the project (Cooper, 
2013; Kay et al., 2012). 

The advantage that can be given by using VoC is not only in finding the needs from the 
customers, it is very much about how the insights are taken care of in the business. Even though 
many authors acknowledge that it is very important with customer activities a study made by 
Brandt shows that many companies are struggling on how to integrate the insights they get into 
the product development process (Brandt, 2008). Some of the issues are that companies have a 
hard time to link organizational performance to VoC and also to take actions based on insights 
from VoC. Another issue is that core information gathered from VoC is not kept throughout 
every step of the process. According to Lindstedt (2003) it is essential to always keep the value 
and the customer in mind. Difficulties also lies in that the customers does not exactly know what 
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they want, which makes the material hard to analyse and this will affect the outcome. The needs 
articulated by the customer might not always be exactly those that should be fulfilled at the end 
of the day and therefore it is important that VoC are well planned and that skilled staff interpret 
and analyse the findings (Lindstedt, 2003; Ulwick, 2002). The most reliable VoC-findings comes 
from information from many different sources (Lindstedt, 2003). 
 

Different VoC activities 
When talking about VoC activities they are most commonly used in the beginning of a project in 
the concept phase (Lindstedt, 2003) (fuzzy front-end) for either new products or processes 
(Dreher, 2010) and it can consist of both quantitative and qualitative research. The results 
gathered from these activities are analysed and divided into different attributes that are more or 
less important for the final outcome according to what is considered to be fruitful for the 
company (Dreher, 2010). Other VoC activities exist in other parts of projects, for example in 
terms of beta-testing and verification during development, but these are more commonly used to 
verify that the customer needs are fulfilled all the way through the project. There are many 
different VoC activities, here are the most common ones used in the fuzzy front end of 
innovation presented in Table 1.  

 

Table 1. Overview of the most common VoC activities  

VoC activites  

Contextual inquiry or ethnography 
 

The purpose of this activity is to understand 
the customer experience of a certain product 
by watching how they interact with the 
product. 

Interviews or customer visit teams 
 

A team interviews and observes the customer 
in their workplace. This is considered one of 
the most effective VoC activities.  

Focus groups 
 

Collaboration with the same customers 
throughout the whole product development 
process. 

Lead user analysis 
 

Finding needs from lead users is an effective 
VoC activity to create solutions for future 
innovations.   

 

All of most commonly used VoC activities are explained more thoroughly below. This including 
implications of when they should be used.  

• Contextual inquiry or ethnography 
This activity takes place through immersion somewhere where the customer uses the product 
(Griffin & Hauser, 1993) and it has been called “One of the invisible success factors in product 
innovation” (Schirr, 2013). The purpose is to understand the experience that the customer has by 
watching how they use the product in a natural environment and at the same time ask questions. 
This activity has been said to be the most effective way of generating new ideas and to get a 
deeper understanding of the customers’ situation (Macdonald, Wilson & Konus, 2012), but still 
there are few companies that actually use it (Dreher, 2010). The disadvantages with this activity 
are, according to Dreher (2010), that it is time-consuming and expensive and that it requires the 
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observer to be practised and have the right skills to know what to look for and articulate it to 
others. Another disadvantage is that since the customers know that they are being watched, they 
will unconsciously act in a way they believe is desired by the observer (Macdonald et al., 2012).  

• Interviews or customer visit teams 
For the interviews a team follows an interview-guide and interviews the customers in their 
workplace. When referring to the customer visit teams activity it also includes a walkthrough of 
the site (Schirr, 2013). Often cross-functional teams are sent to visit the customers because they 
have different views and backgrounds and can look for different things when observing and 
talking to customers (Griffin & Hauser, 1993). This method requires some amount of training to 
be able to perform properly and the persons conducting the interviews or do the visits need to 
have a deep understanding what to look and ask for to be able to see innovation opportunities.  

According to Griffin and Hauser (1993) 20-30 interviews is enough to cover over 90% of the 
needs and 4-6 persons should analyse the interview material afterwards. This VoC activity is 
considered to be very effective and can gather surprising information depending on the interview 
questions (Dreher, 2010). As Schirr also states, these user inputs is vital for the own company 
and it is important to gather them before the competition gets too rough on the market, or the 
competitors might have been at the customer's sites first gathering important insights and needs. 
This activity often leads to a strengthened relationship with the customers, which ultimately 
leads to a higher engagement in the future (Schirr, 2013).  

• Focus groups 
Usually focus groups are used in the product development process to test and verify concepts, 
but as a VoC activity it is used to gather information and understand needs through a cross-
functional team from the company collaborating with the customers usually throughout the entire 
product development process. (Dreher, 2010) 

• Lead user analysis 
The expression lead user was first founded by von Hippel (1988). It is characterised as users that 
earlier than other users describe a need that will be general on the market in the future. The lead 
users themselves would benefit of having a solution to that need (von Hippel, 1988) and 
therefore they are more eager to help finding a solution so that they can benefit from the product 
themselves (Schirr, 2013). This is an effective activity since innovative users can describe a 
future need, but the difficulties lies in finding these lead users (Dreher, 2010).  

The methods explained are the most major VoC activities that are considered to be very effective 
in gathering information about needs. In Table 2, some other minor VoC activities are described. 
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Table 2. Minor VoC activities 

Minor VoC 
activities 

 

Community of 
enthusiasts 

Online forums where customers and users can discuss solutions and new 
ideas for a given product or service. It is time-consuming since someone 
with skills need to analyse the conversations in the forum and it is the 
least used activity by companies. (Dreher, 2010) 

Customer Toolkit Similar to the above, but here customers are given a toolkit to 
experiment with, which can lead to changes on existing products or 
services. This however, requires that the innovation is not kept as a 
secret within the company. (Schirr, 2013) 

Customer 
Brainstorming 

An old activity that is still used to discover needs and new ideas in 
bringing the customers to the company. However it is often time-
consuming and it can be hard to get customers to be involved. (Dreher, 
2010) 

Customer 
Advisory Board 

One of the activities that leads to the fewest new ideas. Companies use 
customer advisory boards to get help and information when they want to 
develop new products but more often the idea generating leads to 
discussions on what to produce. (Dreher, 2010) 

Customer helps 
design product 

The customers are invited to help designing the features of a new 
product. However, this activity is not applicable in every industry when 
a deeper knowledge is required about the product. It is still relatively 
new but is rising because of new information technology that makes it 
possible to launch on the internet, reaching customers that has a sincere 
interest in helping designing the product. (Dreher, 2010) 

 

Although some VoC activities are more extensive than others, keeping a close relationship with 
the customers is never a waste of time. Even though many of these methods are time consuming 
and demanding, the return can come both in an improved customer relationship as well as 
meeting customer needs better and creating a buzz. Aspects that a company can benefit from in 
their innovation work (Schirr, 2013).  

By performing either of these activities the companies ought to have more satisfied customers 
since the products are specifically developed on the customer’s needs (Stank et al., 1997). An 
indication that Stank et al. (1997) got through their study was that the more personal meetings 
the company had with customers the higher the customer satisfaction was, which ultimately 
leads to a higher profitability. Consequently, the quality of the meetings with the customers also 
affects this, indicating how important it is to perform VoC activities thoughtfully and to make 
use of it in the business.  

Since the goal of performing a VoC is to gather data about customer wants and needs a very 
important aspect of this is how the insights are handled as a source of knowledge within the 
company. In the next section important aspects of knowledge management is presented. 

 

2.4 Managing customer knowledge  
When working with innovation, the management of knowledge plays a central role (Magnusson, 
2004). In order for an organization to be successful Knowledge Management (KM) must be seen 
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as a critical tool to fully take advantage of the value of knowledge (Omotayo, 2015). KM 
includes all communication activities regarding communication and flow of information linked 
to innovation capabilities. It is here relevant to work with gathering and to decide how the 
information should be used within the organisation (Adams et al., 2006). Previous research 
within KM has until now had a focus on how to design and use information systems for 
knowledge sharing. An IT-based KM, which can also be referred to as an Information and 
Communications Technology (ICT), helps to spread individual knowledge efficiently through a 
database and hence facilitate sharing of knowledge between employees. Although, research has 
also shown the importance of not limiting KM to the sharing of knowledge but to acknowledge 
other important aspects such as the contextual and dynamic dimensions of knowledge. Also, the 
more employees that have access to the database the more important it is to have a clear structure 
of the database and to control quality and actuality (Magnusson, 2004).  It is also important in 
the sense that important knowledge stays within the company even if individuals leave the 
company (Omotayo, 2015).  

An interesting aspect is the combining of new and existing knowledge within the organisation 
(Nonaka, 2007; Pitt & Clarke, 1999). This capability can be referred to as the “absorptive 
capacity” of the organisation (Cohen & Levinthal, 1990) and firms with a strong capability are 
more likely to acquire new knowledge and learn effectively from external sources. Higher level 
of absorptive capacity seems to have a positive impact on a firm's innovation performance 
although it varies from different firms (Chen, 2004; Tsai, 2001). The absorptive capacity can 
also differ on an individual level because of prior knowledge and capability to filter information. 
Furthermore, perception of the value of the knowledge being shared can also influence the 
knowledge sharing (Magnusson, 2004). It is important for an organisation to organize their 
knowledge so it is accessible by the appropriate individuals. Hence it is a fundamental objective 
for organizations to make the knowledge retrievable. It is critical for knowledge to be available 
to managers since they are ultimately the decision-makers. The more accurate and available that 
knowledge is to managers the higher is the chance of the decisions to lead to successful results 
(Omotayo, 2015).  

An important area where a firm need understanding and knowledge is when it comes to customer 
and Atuahene-Gima (1995) has collected several methods on how to specifically measure to 
what extent an organisation make use of customers as a source of knowledge.   

 

2.5 Measuring innovation performance  
For an organisation to measure performance on innovation activities is unquestionable of great 
importance and an ongoing concern at many firms (Birchall et al., 2011; Mankin, 2007). The 
measurements of innovation performance include generation and commercialization of new 
product/services, new or improved processes and internal processes (Goffin, 2010). But even 
though processes related to innovation might be harder to measure, as the old management 
saying goes, you cannot manage what you cannot measure (Kaplan & Norton, 2013). What kind 
of measurements that are relevant varies between companies and markets and there is no correct 
way of measuring since it differs too much (Brandt, 2007).  

Key objective when it comes to measure innovation is that obtained numbers facilitate decision-
making (Birchall et al., 2011). Many firms today invest a sizeable amount of money in 
innovation despite this poor follow-up on if their investment meets their expectations. Important 
is also to not only measure financial inputs and results but to measure all the complex processes 
that builds up to an organisation's innovation capability, for example as stated before, the process 
of handling knowledge. This so that they can be managed in an optimized way (Adams et al., 
2006). In a recent survey by KPMG (2015) firms that mentioned specific innovation metrics had 
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a strong connection to financial benefits. Profitability was the ranked the highest and 21% of the 
respondents answered that they do not formally measure ROI of innovation. 

Innovation has for a long time been considered as something that mainly comes out of R&D and 
has therefore been measured with the same measurements as R&D. However, recent research 
states that R&D numbers measure only an input and therefore it is hard to directly link to the 
outcomes of innovation. One common way of measuring is through patent data, which is not 
sufficient as a measurement for innovations since patent data tells very little of what actually 
came out of the innovation, for example about the economic value (Dodgson & Hinze, 2000; 
Evangelista, Sandven, Sirilli, & Smith, 1998; Trajtenberg, 1990). Another metric is to simply 
count the number of new products that have been launched. The reason for doing this is that 
these numbers are already tracked in many firms. However, these accessible numbers have 
limitations that are important to take into consideration. One limitation is that the meaning of 
“new product” is uncertain because the different products can represent different degrees of 
innovation. For example an improvement of an existing product is hard to compare to new-to-
the-world product (Goffin, 2010).  

Traditional financial numbers, e.g. ROI, revenue growth and profitability, are lag indicators of 
whether the strategy of an organization is succeeding or failing. This means that the tangible 
financial terms shows the long-term effects of the strategy (Kaplan & Norton, 2013). ROI is in 
the research acknowledged as the discounted profits over an entire project presented as a 
percentage of the initial investment and it is used as a standard measure of project profitability 
(PDMA, 2013). ROI traditionally considers the financial aspects, measuring inputs and outputs, 
and not other benefits that might come out of the initial investment. However, recently more 
emphasis has been put to that intangible assets can give indications to the result of ROI, which is 
critical to meet changing business environments. Some suggestions to intangible assets has been 
given as: enhanced communications, increased brand awareness, improved reputation, enhanced 
public image and increased employee engagement. What is important when measuring ROI on a 
project is to decide on objectives and purpose early to be able to link that to the reporting of data 
(Phillips, Phillips & Pulliam, 2014).  

Even though it is important for companies to measure their performance financially many 
authors acknowledges how important it is to look at other aspects and outcomes of innovation 
that ultimately create value for the company. Score cards is something Cooper (2013) as well as 
Kaplan & Norton (2013) recommends as a good way of predicting success instead of just using 
financial metrics. It is a translation of a certain strategy into targets and measures that should be 
acted upon. In 1996 Kaplan & Norton first started talking about Balanced Scorecards and 
stressed the importance for businesses to have a variety of measures and not only focus on the 
traditional financial numbers. The measures in the balanced scorecards covers besides financial 
aspects also innovation-, learning- and customer perspectives and the efficiency of internal 
business processes all proposed that together they will lead to a successful execution of a 
strategy (Goffin, 2010). One other aspect is also that scorecards can be used to distribute 
resources to the projects with most need or best potential (Cooper, 2013). However, for each 
measure on the scorecard the targets needs to be specifically set as an own business case to be 
able to take action into reaching the target for that specific perspective. Eventually, these targets 
together will lead to results. In the customer perspective the specific targets are often in one of 
the following categories: Customer satisfaction, customer retention, customer acquisition, 
customer profitability, market share or account share (Kaplan & Norton, 2013). 
 

Challenges in measuring innovation performance    
Companies have to adapt quickly and develop skills needed to manage innovation effectively 
and it has therefore attracted attention from both practitioners and researchers. Despite all recent 
attention to this “hot” topic, there is no commonly accepted way of how to measure innovation 
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today (Adams et al., 2006; Dodgson & Hinze, 2000; Oztemel, 2011). The problem is not a 
shortage of suggested measures to use but lack of validity and reliability (Birchall et al., 2011). A 
large number of measurements exist in different management areas of innovation but two types 
of gaps can be identified. The first one is validity gaps that occurs since there many times are 
poor evidence that the measures actually show an indication of innovation output or drivers. The 
second one is omission gaps that occurs when important aspects of innovation is found in the 
literature but practical measurements for firms does not exist (Adams et al., 2006).  

The company strategy and project strategy affects this since one set of measurements of 
innovation cannot be suitable for every strategy. For example, the projects be either consumer-
based, financial or technical and sacrifices need to be made in one dimension in order for 
achieving success in another (Griffin & Page, 1996). This makes innovation multidimensional 
and hard to measure. Product innovation is unquestionably of great importance but covers only 
one aspect of a firm's overall innovation ability and performance (Adams et al., 2006). A 
research made by Arthur D Little (2012) at among over 400 companies from several industry 
sectors showed that 72% rated their measurements for innovation performance to be weak.  

Some firms focus too much on the financial results and have a “project” mindset in regard to 
how innovation is performed. This concern can be avoided if the firm start looking at innovation 
as a process that do not necessarily have a clear end-goal but rather see it as continuous 
identification of new opportunities of products, services and processes (Kuczmarski, 2001). Too 
many metrics can also result in excessive amount of data, which can be questioned if it really 
facilitates the key challenge with innovation measurements - to improve decision-making 
(Birchall et al., 2011). Some researchers and practitioners claim that measurements of innovation 
can harm the process, but a solution to this is for the companies to not just focus on financial 
numbers but also always consider the value of intangible assets as a way of reaching financial 
success.  
 

Customer satisfaction 
Customer satisfaction is one way of measuring and predicts customer value without focusing 
entirely on financial numbers. Customer satisfaction can be defined as “When the user of the 
product is satisfied with the performance of the product and the expectations are met from the 
product” (Naveed, 2012). Hence the customer's judgement of a certain product after the 
purchase and use of it (Stank et al., 1997). It is highly linked to innovation since it is a key 
component for long-term business success and meaningful for competitive advantage, since 
keeping the customers satisfied is an important asset for the performance of the firm (Griffin & 
Hauser, 1993; Stank et al., 1997). It is however not a simple task to measure customer 
satisfaction in a true manner. Griffin and Hauser (1993) acknowledged the complexity of 
measuring customer satisfaction and also that it has been used for taking wrong decisions about 
segments and future investments. In 1993 they performed tests to find the best way to measure 
customer satisfaction and found that the results were dependent on the company brand and what 
kind of products/services they offered, which in the end affected the outcome (Griffin & Hauser, 
1993). This was also acknowledged by Naveed et al. (2012) that states that the relationship 
between customer satisfaction and brand is strong and affects the outcome.  

According to similar studies made by Anderson, Fornell, and Lehmann (1994) they found that 
quality is the factor that affected customer satisfaction the most but expectations from customers 
was something that could also affect customer satisfaction. Quality is referred to the consumers’ 
judgement of the overall excellence of a product (Anderson et al., 1994). Past quality and past 
expectations of the company’s products can give a good indication of whether the customer 
satisfaction will be high or not, making it important to look at how certain products and services 
has been assessed previously. The reason for this is that older products that have had a high 
customer satisfaction will have a carry-over effect for the new products, which ultimately will 
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have an effect on innovation (Anderson et al., 1994). If a customer is very satisfied with a certain 
product it is likely that they will stay loyal and buy from the same brand again (Naveed, 2012). 

When customer satisfaction is increased the value of the company’s assets and the future 
profitability is also increased. The reputation of the company will be affected in a positive way, 
lowering the risks with new products and providing instant awareness. When having a higher 
customer satisfaction costs linked to failure are decreased and at the same time the costs for 
having to attract new customers are decreased. Anderson et al. (1994) found that return on 
investment (ROI) is strongly affected by customer satisfaction. Firms will stop trying to improve 
customer satisfaction unless it can be measured in economic returns that are of sufficient size to 
the company (Anderson et al., 1994).  

Therefore there is a big interest in trying to measure the outcomes between customer satisfaction 
and firm performance and to make use of those insights in the business (Anderson, Fornell, & 
Mazvancheryl, 2004). As proposed by Griffin and Hauser (1993) it can be used as an indication 
both in a short- and long term perspective. In short term the measurement can indicate where to 
take actions to increase customer satisfaction. In the long term perspective it is possible to see 
effects, since the returns are not immediate but affected over time (Andersson et al., 1994). 
 

2.6 Summary and subquestions    
In the literature review it was found that several different aspects are affecting the relationship 
between VoC and ROI. Firstly, innovation is very important to manage however it is also very 
complex. For companies to have a clear innovation strategy with clear goals and objectives is 
essential to increase innovation capabilities.  

One useful starting point for innovations is to use VoC. Even though the research on VoC is 
limited today it still emphasize the great importance of performing it to gather information about 
customer wants and needs. Hence being closer and understanding customers and use insights 
more effectively in the development process.  

Common denominators acknowledged were KM and intangible assets. These will affect the 
work with innovation and VoC and ultimately the outcomes. It was also found that there are 
several ongoing processes that deliver long term value to the company. The value of performing 
VoC is not only in finding the needs but how the insights are taken care of to create business 
value. This led to that a subquestion was established to be able to answer the research question: 

What does the value chain look like for VoC? 
Furthermore, there are a number of different ways to measure outcomes of activities linked to 
innovation. This includes both financial and non-financial measurements. The problem does not 
lie in metrics available but how companies make decisions on what measures to use since these 
need to be customized depending on many factors. Therefore, a second subquestion was 
established:  

How can ROI on VoC be measured?  
These two subquestions will facilitate the answering of the research question. The method used 
in this study will be presented in the following chapter.  
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3 METHOD 
In this chapter the research setting and research design is described of how the study has been 
conducted. Further the methods for data collection and data analysis is described in detail of 
how interviews and questionnaires have been handled. A method discussion with focus on 
validity, reliability and delimitations is presented in the end.  
 

3.1 Research setting 
The project was planned and structured in collaboration with a supervisor from ASSA ABLOY 
and a supervisor from KTH. The purpose of the research was to make a contribution to ASSA 
ABLOY in how they can measure VoC as well as implications on how to move forward with 
VoC as from today. This study was also aimed to contribute to the research area of VoC within 
innovation management, as of today there are limited studies made within this topic. 
  

The ASSA ABLOY Group 
The ASSA ABLOY Group is the global leader in total door opening solutions and is present in 
more than 70 countries today. The company is divided into six divisions in total, three regional, 
two global and two subglobal. The regional divisions are Americas, APAC (Asia Pacific) and 
EMEA (Europe, Middle-East and Africa). The global divisions are Entrance Systems and Global 
technologies, where global technologies can be divided into Hospitality and HID Global. 

It was formed in 1994 when ASSA AB was merged together with the Finnish high-security lock 
manufacturer Abloy Oy. Innovation is highly prioritized within the company and they have 
increased their R&D investment by 160% since 2005 and grown the number of development 
engineers by 70%. This has generated a 30% increased sale of new products during the last three 
years. They link their success to understanding their customers underlying needs to ensure that 
they are focusing on the right things. (ASSA ABLOY, 2016) 

ASSA ABLOY has identified the importance of working with VoC and they use it in the 
development of new products. What they have not developed yet is a method/tool on how to 
measure the return on investment (ROI) on VoC. They are interested of both a long- and short-
term perspective, this to be able to be VoC critical and in an efficient way work with innovation. 
(ASSA ABLOY, 2016) 
 

Innovation management 
ASSA ABLOY’s innovation process is throughout the entire organization driven by enhanced 
customer value, sustainability and lower product costs. Every insight to this process is grounded 
in the customer’s needs and behaviours both today and tomorrow. The overall goal is that all the 
new products, referring to products that are less than three years old, should stand for 25% of 
total sales and that they should also contribute to higher margins.  

For ASSA ABLOY to keep their leading position in innovation they need to have a thorough 
understanding of their customers, both the expressed need as well as the unspoken needs. They 
collect knowledge about customer insights by monitoring and collecting market data and 
continuously perform surveys among different customer segments. A great number of employees 
participate every year in special programs to make to collection of customer insights systematic. 
The output of this is used both in the process of generating concepts of new products and to plan 
for the future.  
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ASSA ABLOY’s product development is divided into three categories: pre product innovation 
(PPI), new product innovation (NPI) and continuous product innovation (CPI). All projects 
implement lean principles with focus on cross-functional teams, results, visual planning and 
management. Specifically, visual systems and a pulse method are used. This basically means that 
they have regular meetings where all operations are visible. The knowledge of the product’s total 
value chain is important and looked into throughout every process. (ASSA ABLOY, 2014) 
 

3.2 Research design 
This work was conducted as a case study, which is appropriate in early stages of new 
management theory when key variables’ relationships are investigated (Gibbert, Ruigrok, & 
Wicki, 2008) and as Yin stated it “When the focus is on a contemporary phenomenon in a real-
life context” (Yin, 2013). Case studies are appropriate when the situation, which is investigated, 
is complex and there are more variables affecting the situation than there are data available. The 
tactics of a case study is to find multiple sources of data. Therefore case studies usually start with 
a broad literature study to find all the existing theoretical propositions that can guide the data 
collection and the analysis (Yin, 2013). Consequently, case studies combine different kinds of 
data collection methods, often consisting of both qualitative and quantitative measures, 
(Eisenhardt, 1989; Yin, 2013).  

When using different kinds of data collection methods that are investigating the same thing it is 
called triangulation. In this case methodological triangulation was used, meaning that more than 
one method or qualitative- or quantitative data source was used for investigating the same 
phenomenon (Jack & Raturi, 2006). This study collected quantitative data from two 
questionnaires, qualitative data through semi-structured interviews and an extensive literature 
review. The advantage of using the triangulation is that weaknesses in one method can be 
balanced with strengths in another and that findings can be confirmed by alignment of different 
perspectives (Jack & Raturi, 2006). 

The process of working with the case study was carried out according to Yin’s model, which is 
illustrated in Figure 3. 

 

Figure 3. Case study illustrated as an iterative process (Yin, 2013, pg 1) 
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Case studies follows a structured planning but the process is much more iterative than a 
traditional research method. In this case, the study was planned and designed according to the 
topic given by the company on “How to measure return on investment on voice of the 
customer”.  

Five components of research design is specifically important for a case study: The research 
questions, propositions (if there is any), units of analysis, the logical linking of data to the 
propositions and the criteria for interpreting the findings (Yin, 2013). For the first component, 
research questions, an extensive literature study was made in the beginning of the project in the 
area of innovations, VoC and value related to the topic given by the company. The following 
keywords were used in the research: 

Value, Innovation, “Voice of the Customer”, “Measure Innovation”, “Customer insight”, 
“Innovation Value”, Measure, “Return on investment” 

The literature showed that no successful measurement had been implemented between VoC and 
ROI and this indicated that several aspects influence this relationship. By conducting the 
literature review before setting additional subquestions, these could be developed to be 
significant for a case study as well as for the topic. The research question and the two 
subquestions guided the data collection and the analysis. They were developed according to the 
form of “how and why” so that they would be explanatory (Yin, 2013).  

Interviews with employees at ASSA ABLOY were conducted early in the study to be able to 
establish a framework of how the company are currently working with innovation and VoC and 
what kind of results they are measuring today. The data from the interviews were analysed and 
helped to limit the scope of the study. The questions in the questionnaires were logically linked 
to the subquestions and the findings in previous research, which ensured that the right areas were 
investigated in the analysis. The questionnaires were analysed statistically to examine and show 
differences.  

Due to findings in the interviews and questionnaires the theoretical framework was 
complemented with KM since it was considered to be an important aspect influencing the final 
result.    
 

3.3 Data collection  
As stated before, data was gathered through different kinds of methods relevant for a case study 
according to methodological triangulation (Jack & Raturi, 2006; Yin, 2013). The methods used 
for the data collection were literature review, interviews and two questionnaires. In this section, 
the approach of how the interviews and the questionnaire were conducted will be explained. 
 

Interviews 
The qualitative part of the research was conducted through semi-structured interviews. The 
interviews were held with 16 employees with different positions, see Appendix D, and different 
geographical location within ASSA ABLOY. An interview-guide was prepared with questions 
linked to areas of interest (innovation, measure innovation and VoC) based on the literature 
review. See Appendix A. The interview-guide contained questions aimed to map the current 
situation of how the work with innovation and VoC are conducted within the company. All the 
respondents received the interview-questions prior to the interview to allow reflection and 
preparation in advance.  

Almost all of the interviews were conducted over Skype, due to different geographical location 
of the respondents. The interviews lasted for approximately one hour and were recorded. One 
person asked the questions and one person took notes and made observations during the 
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interview. The interview material was transcribed so that the findings would be easier to analyse 
and to avoid missing important aspects. 

One interview was conducted with an external company working with VoC. The company is a 
Swedish global industrial company. The purpose was to get another perception of how work with 
VoC can be performed. This interview was held face-to-face, recorded and transcribed as the 
other interviews.  
 

Questionnaires 
The quantitative part of the research was conducted through two questionnaires. Both 
questionnaires were iterated numerous times and designed in Surveygenerator (Alstra, 2015), 
which ASSA ABLOY provided. The design of the questionnaires was made with help from 
Anton and Perkins (1997) checklist of how to design a questionnaire. The questionnaires had the 
same design with only necessary alternatives in form of arrows guiding them through the 
questionnaires and with ASSA ABLOY’s graphic profile and logo to aid the respondents. In the 
beginning the purpose of the questionnaires was described as well as in the e-mail that was sent 
to the respondents. Both of the questionnaires had an average response time of 10 to 15 minutes, 
which was considered necessary to enhance the response rate. An explanation of the questions 
was also included. In the beginning of the questionnaires control variables were added to be able 
to differ between in the analysis, these were: educational background, division, country, what 
area they were positioned in and manager position. These were chosen because of their relevance 
and possible influences on VoC.  

A set of innovation questions were asked where two of them had open alternatives to highlight 
important or less important attributes according to the respondents’ own opinion. Some of the 
questions were measured using a seven-point Likert scale on level of agreement from strongly 
disagree to strongly agree. The Likert scale questions were all put together in a matrix to avoid 
confusion (Anton & Perkins, 1997). In the end of the questionnaires the respondents had the 
opportunity to answer an open-ended question allowing them to leave a general comment. 
Reminders were sent after seven days to all the employees that had not yet responded. After a 
further seven days a last day reminder was sent.  

The questions in the first questionnaire, Questionnaire 1, were based on the results from the 
interviews as well as the findings in the theory. See Appendix B. The questions were linked to 
important aspects relatable to either VoC directly or perceived performance. All of the questions 
where asked in relation to VoC. Before it was sent out, eight test-respondents evaluated the 
questions and confirmed their relevance. The questionnaire was sent to 138 employees globally. 
The selection of the respondents was chosen to be anyone that had formerly been a part of any 
kind of formal VoC activity in the last two years including training in VoC and participation in 
an event. These respondents were chosen because of their recent experience of VoC. Out of these 
138 persons, five were unable to answer, which gave a total of 133 possible respondents. Since 
the work with VoC is in an early phase at ASSA ABLOY, some division did not have a 
sufficient group of suitable participants. These divisions had fewer than eleven respondents and 
due to the respondent’s rights to be anonymous it was decided that only EMEA would be 
presented alone. The other divisions are only used in a global perspective. A summary of the 
respondents and the response rate are shown in Table 3. 
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Table 3. Number of respondents and response rate for Questionnaire 1 

Division Survey sent to Responses Response rate 

EMEA 91 55 60% 

All other divisions 42 32 74% 

All divisions total 133 87 65% 

 

As stated before, the first questionnaire could only be sent to a very limited group of people that 
had participated in VoC. Therefore it was decided that a reference group was needed to be able 
to show the effects of VoC. A second questionnaire, Questionnaire 2, was designed and sent to a 
reference group only within EMEA. The group of respondents consisted of employees that had 
not participated in a VoC but had similar roles within the company. In the first part of this 
questionnaire, control variables and questions regarding innovation were the same.  In the second 
part the questions had to be changed, however as little as possible to be able to compare to the 
first survey (Anton & Perkins, 1997). This questionnaire was sent to a total of 126 employees 
where four were unable to answer, which gave a total of 122 employees. A summary of the 
number of respondents and the response rate is shown in Table 4.  
 

Table 4. Number of respondents and response rate for Questionnaire 2 

Division Survey sent to Responses Response rate 

EMEA 122 68 56% 

 
3.4 Data analysis  
The collected data was analysed either qualitatively or quantitatively. An overview of the 
different approaches of the analysis is presented in Figure 4. 
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Figure 4. Illustration of data collection methods together with type of data analysis and 

investigated area 

Interviews 
The interviews were analysed qualitative trying to find patterns and matches to the literature and 
to build an understanding of how ASSA ABLOY are working with VoC. The interviews were 
analysed in the software Nvivo (QSR International, 2016). Nvivo is a tool for analysing 
qualitative data that allows the user to divide statements into categories and subcategories. For 
this study the categories were: Innovation, VoC and customer satisfaction. These three had 
several subcategories. This enabled a good overview of the most important findings in each 
category.  
 

Questionnaires 
The first questionnaire with VoC participants were analysed in two different ways. The first 
analysis was conducted according to a linear regression, which was carried out in SPSS Statistics 
(IBM, 2016). Where EMEA was the only division included.  

Before conducting the statistical analysis on the data, a reliability test was performed using 
Cronbach’s alpha. This test is important to ensure consistency and validity associated with the 
scores of the scales. According to Schmitt it is desired or adequate to have a level of Alpha at 0.7 
or higher (Schmitt, 1996). Furthermore the Corrected Item-Total Correlation indicates to what 
degree each of the items correlates with the total value. If the corrected item-total correlation 
value is below 0.3 it indicates that the item should be considered to be removed, unless the 
overall Cronbach’s Alpha is higher than 0.7. Also the Cronbach’s Alpha if Item Deleted needs to 
be tested. If that value is higher than the overall Cronbach’s score it should be considered to be 
removed. This again, only if the overall Cronbach’s alpha value is lower than 0.7 (Pallant, 2013). 

The following steps for conducting the linear regression were used: 

Model 1: Examine the interrelationships between the control variables and the dependent 
variables  
 

Data collection 

Survey 

Qualitative Globally 

Quantitative 
T-test 

Linear regression 
EMEA 

Interviews Qualitative 
Nvivo analysis 

 
Globally 

Literature review Qualitative 
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Model 2: Examine the interrelationships between control variables together with the independent 
variables and dependent variables   

 
Model 3: Examine the interrelationships between control variables together with the independent 
variables and independent variables * enablers and dependent variables  

 

The data from the second questionnaire was analysed together with the first questionnaire by 
using an independent-samples t-test. This type of test can only be used to compare the mean 
score of two different groups or conditions (Pallant, 2013).  

In both of the questionnaires there were some open questions were the respondents freely could 
leave a comment. These comments were analysed qualitatively on a global scale for 
Questionnaire 1 and for EMEA in Questionnaire 2.  
 

3.5 Method discussion 
In this section the reliability and validity as well as delimitations of the study is discussed. This 
includes arguments for chosen methods and implementation.  
 

Reliability and validity  
There are four criteria for judging the quality of a research through reliability and validity (Yin, 
2013). The four criteria are: construct validity, internal validity, external validity and reliability 
as described in Table 5. Due to the methodological triangulation approach used in this case 
study, as stated before, weaknesses in one method can be balanced with strengths in another. 
This ultimately leads to a higher validity and reliability (Jack & Raturi, 2006).  
 

Table 5. Criteria for validity and reliability (Yin, 2013) 

Tests Case Study Tactics Phase of research in where 
tactics occur 

Construct 
Validity 

• Use multiple sources of evidence 

• Establish chain of evidence 

• Have key informants review draft 
case study report 

Data collection 

Data collection 

Composition 

Internal 
Validity 

• Do pattern matching 

• Do explanation building 

• Address rival explanations 

• Use logic models 

Data analysis 

Data analysis 

Data analysis 

Data analysis 

External 
Validity 

• Use theory in single-case studies 

• Use replication logic in multiple-case 
studies 

Research design 

Research design 

Reliability • Use case-study protocol 

• Develop case study database 

Data collection 

Data collection 
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Construct validity is about using multiple sources of evidence and building a chain of evidence 
(Yin, 2013). An extensive literature study was made in the beginning of the project together with 
interviews within ASSA ABLOY that helped designing a chain of evidence as well as 
establishing important measures to answer the research question. Many possible options of 
evidence were considered since the area of the investigation is broad and multidimensional in 
many aspects. Our study was relying mostly on the specific company and by having a 
triangulation approach and using different methods, validation could be made between the 
different approaches. By using both qualitative approaches for the interviews as well as both 
qualitative and quantitative methods for the questionnaires, a deep understanding could be 
gained. Reviews of the report and the questionnaires from other sources helped strengthening the 
construct validity as well as the fact that two people were always conducting the interviews 
together. Therefore the construct validity for this study is considered to be high. 

Internal validity is about establishing a relationship (Yin, 2013), as in this case the relationship 
between VoC and ROI. The research design has investigated many possible relationships. 
Through the literature review, the interviews and the questionnaires a pattern matching could be 
made that strengthened and built explanations from different perspectives. This helped to 
increase the internal validity. The internal validity is high for ASSA ABLOY since the model 
was designed and customized based on findings from the company.  

External validity is about how the findings from this setting can be used in other contexts and 
many critics claim that single-case studies cannot be used for generalizing. However, Yin claims 
that this is not true when both analytical and statistical research is conducted (Yin, 2013). Even 
though ASSA ABLOY is the main focus of this study, some of the context can be useful to 
others since it is a new kind of research. The future research as well as practical- and theoretical 
implications can be interpreted and further investigated by others. The case study is conducted 
both statistical and analytical, which enables it to relate to a broader research previously made 
within the topic. Although, generalisation of the entire study can be difficult for other companies 
since the results are reliable on a number of different factors within the company. For ASSA 
ABLOY the study can be used again and in different divisions when more data is available. 

Reliability is about minimizing errors and biases in the study. It means that the study could be 
conducted again and the same conclusions and findings would be obtained (Yin, 2013). This 
study has been reported in detail along the way and all the material has been saved for future 
work. Decisions taken are also well documented and saved. For the literature review, the search 
was initially conducted by keywords and all of the articles that were gathered were saved even 
though some of the initial ones were discarded. The articles cited have been scanned for more 
articles of interest for the study but also to verify the original source of the information. This 
increased the reliability and reduced the bias from unreliable sources. The methodological 
triangulation approach also increased the reliability.  
 

Delimitations 
The literature review made on the searched topics has been broad and sometimes unreliable. 
Therefore, after pattern matching some aspects were delimited from the theoretical framework 
because of their limited connection to the findings in the interviews and the questionnaires.  

The conducting of the questionnaires was limited because of time and limitations in the data that 
could be collected. Since the number of people trained in VoC was very limited it affected the 
number of employees that the study could be conducted on.  
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4 RESULTS AND ANALYSIS  
In the results and analysis chapter the qualitative analysis of the interviews is firstly presented 
and compared to previous research. The questionnaires are then analysed in a qualitative and 
quantitative way. The quantitative analysis is presented in form of a regression analysis and a t-
test analysis to find inter-relations between VoC and perceived performance. Finally, the 
chapter ends with an overall summary of the main findings.  
 

4.1 Interviews 
To establish how ASSA ABLOY works with VoC today, 16 interviews were conducted, where 
most of them were with members of the VoC-council. For a summary of the respondents 
positions see Appendix D. Different questions were asked related to innovation, innovation 
measurements and VoC. It was also of interest to investigate how insights from VoC affects 
decision-making. The interviews were analysed with Nvivo by categorizing the specific 
comments to nodes either related to innovation, VoC or customer satisfaction with subcategories 
in each node. The main findings of the different topics are presented separately below, followed 
by a concluded overall summary. 
 
Innovation 
In Nvivo this category was divided into the following subcategories: Innovation tools and 
identifying opportunities, innovation performance and measuring innovation.  

Overall the respondents mention innovation as something important for the survival of the 
business, to keep leadership and stay above the competition. This is something that is highly 
supported in previous research (Mansury & Love, 2008; O’Sullivan & Dooley, 2010; Porter, 
1980, Goffin, 2010). Furthermore, the importance of integrating customers in the process of 
innovation is also highlighted (Pisano, 2015; Kaplan & Norton 2013; Griffin & Hauser, 1993). 
As one respondent states “How you approach customers and how we interpret that and use it in 
our innovation and product design has become something that’s more important to us recently”. 
The importance of integrating customers is clearly acknowledged by the respondents.  

However, the overall opinion seems to be that improvements can be made on how innovations 
are handled today and how ASSA ABLOY should develop to stay innovative. This could be 
explained by the uncertainty of what the goals and strategies are for innovation. Although some 
refer to the overall goals and strategies that ASSA ABLOY has established, for example the new 
product ratio of 30% and following up the organic growth. One respondent said “We don’t 
necessarily have a really good strategy for defining how we’re going to achieve some of these 
goals”. This is a common issue according to Adams et al. (2006) that companies struggle to 
manage innovation and that it can be traced back to an absence of an innovation strategy. This 
referring to established goals, objectives and priorities. Research highlights the importance of 
having project strategies together with the overall business strategy to be able to see when the 
results are reached and to be able to deliver short- and long-term value over time (Kaplan & 
Norton, 2013). 

 

Innovation tools and identifying opportunities 
It seems that opportunities for innovation arises from many different sources at ASSA ABLOY 
and currently several different tools are being used. Some of the opportunities mentioned come 
from research, internally, from customers, trade shows and magazines, surveys etc. Several 
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methods can directly be linked to VoC (Dreher, 2010; Lindstedt, 2003). One person said “Our 
biggest kind of tool is understanding the customer, obviously they’re not going to tell you, they 
don’t know to tell you”. Which goes in line with what Griffin and Hauser (Griffin & Page), said 
about VoC being a useful starting point for innovations.  

No systematic way for how innovation opportunities are taken care of and shared among 
employees at ASSA ABLOY seems to be in place. Communication activities regarding 
innovation are strongly linked to the innovation capability of the company (Adams et al., 2006). 
Some interviewees mentioned that the opportunities are articulated in a roadmap or generation 
plan, which is basically a plan for what projects they will work on for the coming three to five 
years, depending on product category. Decisions on which projects that ultimately end up in 
these roadmaps are often based on numbers, for example the quickest estimated return on 
investment. This is not in line with research that instead suggests that identification of innovation 
opportunities should be seen as a continuous process rather than focusing on financial results 
(Kuczmarski, 2001).  

 

Innovation performance 
There seems to be a consensus among the respondents that there is room for improvements when 
it comes to how well innovation is performed. Several respondents refer back a few years and are 
proud to say that improvements have been made in recent years and several opportunities lies 
ahead. As one person stated “We have a huge amount of opportunities out there to be truly really 
innovative”.  
Specific challenges mentioned when discussing innovation performance are related to time, 
money, speed and prioritizing. One person said “I would go for medium, we do have some very 
cool things in our portfolio but also I would say we are a bit too slow. This is simply because 
stretch of resources when you have only four people who can work on new projects you can only 
do a limited number of projects”.  And two other respondents said “Many projects are fighting 
for the same resources, typical things” and “It is always a problem with resources and it is 
always people just fire-fighting and not having time for innovation but rather than fixing a 
quality problem, customer concern or something like that”. These challenges are highly relatable 
to research carried out by Goffin (2010) that highlight innovation management as a challenging 
task even though it is supported from the top management.  

 

Measuring innovation 
One global goal for ASSA ABLOY is that at least 25% of all sales come from new products that 
have been on the market for less than three years (ASSA ABLOY, 2016). However, several 
different metrics with main focus on financial outcome where mentioned during the interviews. 
Some of these metrics were more relatable to innovation than other. 

Key Performance Indicators (KPIs) seem to be used but no common specific metrics for 
innovation are set in a global perspective. As one person stated “I can tell you how many 
products we launched or how many part numbers we created. I can tell you how much money we 
saved in production last year versus this year, things like that. But we don’t really have a pure 
innovation metric”. The number of new products that has been launched is an easy accessible 
number since it is already being tracked within many companies, including ASSA ABLOY. 
Although Goffin (2010) highlights limitations regarding this measurement, for example that it is 
necessary to distinguish between different degrees of innovations. Another person said, “We 
look at it what we call an innovative set of criteria so, is it different from anything in the 
competitive space? Is it, you know, is it unique? Is it using new technology, you know? Does it 
provide a better experience than what we have today? We look at standard criteria, such as how 
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much money is it going to make us? Over long term? What is the impact on existing customer 
base? And those things”. Or as a third person said “I don’t believe we do. Or if we do, I am not 
familiar with how we do it”. This showed the great variance in used metrics for innovation and 
as mentioned by Griffin and Page (1996) one set of measurements cannot be suitable for every 
project and setting.  

Although, what is common structured but only mentioned by a few of the interviewees, is that 
every project at ASSA ABLOY has a report that shows all the financial data linked to each 
project. This report is supposed to be used in decision-making but also to see the final outcome 
where ROI is one of the metrics.  

 
Voice of the Customer 
In Nvivo this category was divided into the following subcategories: Importance of VoC, 
difficulties with VoC, follow-ups on VoC, VoC activities and measure VoC. 

The main perception of VoC is that it is a valuable method that can generate insights about 
customer wants and needs to the company. However, it is obvious that the work with VoC is in 
an early phase and not yet established entirely. The perception is that it has only been performed 
in a formal way within ASSA ABLOY for the last two years. As person said “We have been 
working formally with VoC for about two years. It is very new to ASSA ABLOY”. Even though a 
VoC-council is established, their work so far with implementing VoC is still in an early stage. 
Some of the respondents said “We all have room for improvements” and “I would say that we are 
just at the start of the learning curve”.  

Some of the main challenges so far seems related to time and the ability to prioritize VoC. The 
overall opinion is that when you have performed a VoC you believe it is really useful but when 
prioritizing, VoC is the thing people would give up first. Although, it seems that ASSA ABLOY 
is on the right track with VoC according to a majority of the comments, one of them being “We 
have some improvement to do, so I mean like I said, we are just getting started. I think as soon as 
we can all have standardized…. and we are getting there I think we are 100 times better than we 
were last year”. 

 
Importance of VoC 
A number of aspects were mentioned during the interviews regarding the importance of VoC and 
examples of when it has lead to improvements. The understanding of the customer and the idea 
of being able to help customers better is something that can be noticed in the interviews. A few 
interviewees spoke about how VoC makes limited sense in their business area but at the same 
time they gave examples of improvements they had made because of insights from VoC. These 
were then more related to processes and internal improvements. As one person said “I think VoC 
stuff helps selling the idea internally to the business and get people more excited to work on 
them, that´s been a benefit”. This person also brings up the importance of intangible assets that 
gets affected by VoC and how it can help with building skills and motivation. An entirely 
different aspect was also that VoC could help to prevent that resources are spent on projects that 
would eventually fail or be corrected through a re-launch. Hence saving time and resources for 
the company. Some also mentioned the importance of using VoC on lost customers to 
understand where improvements can be made and why these customers were lost in the first 
place. 

According to one person VoC has helped with “Better product reliability, more of course user-
friendly products, more customer oriented products, maybe even less expensive products”. All of 
this is in line with research made by Cooper (2007), Lindstedt (2003) and Griffin and Hauser 
(1993) of improvements that can be obtained by using VoC.  
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VoC activities 
Many different VoC activities that have been performed so far were discussed during the 
interviews. For example workshops, interviews, tradeshows, partner and end-user events, 
surveys, focus groups, internal VoC, environmental examination, observations, beta-testing etc. 
It can be validated that ASSA ABLOY is using some of the most effective activities for 
gathering customer insights, in line with previous research. They are also good at using different 
activities for different kind of events, as one person said “Depending on the objective of the 
project we can choose the right VoC method”. Other opportunities and chances to talk to 
customer and understand their situation seems to be utilised. As one person stated “The purpose 
of the events is not necessarily just VoC, but it’s an opportunity for us to combine VoC initiatives 
with other things that are happening at those events”.  
When discussing different VoC activities that has been performed many of the interviewees tell 
success stories based on their experience and things that were surprising or good with the 
insights they gathered. The general opinion is that no negative effects can be seen from 
performing VoC. It is rather that everyone wants to do more often because they have received 
interesting findings and built better relationships with their customers. This is an important part 
of VoC according to Schirr (2013). Today there is a need for training more employees in how to 
perform VoC. When asking about the future work with VoC one comment is “Hopefully doing a 
lot more”. 
 
Follow-ups of VoC 
There were many different opinions regarding how follow-ups of VoC were currently conducted. 
Some refered to follow-ups as of how the material can be analysed after a VoC and some 
referred to how the value from VoC insights can be kept and delivered to customers. However, 
the importance of performing follow-ups with customers as well as internally with stakeholders 
or managers is well understood.  

The level of documentation after a VoC seems to vary between the different divisions. Several 
interviewees mentioned a list or a summary of the main findings. Some mentioned that insights 
were placed in a special map that was used for guidance in decision-making. One person said 
“We put our insights together writing down the short term internal and the long term activity”. 
Another example was “So we would go through each visit, we have a kind of a form that was 
filled out on the top three things that we felt were important during that visit.” Different kind of 
documentation seems to be used and number of respondents highlighted the fact that this part of 
documenting a VoC is not yet fully in place. This was acknowledged to be relatable to the fact 
that ASSA ABLOY is in an early phase of working with VoC formally.  

As of today the insights does not seem to be available so that employees can take advantage of 
them. A question asked by one of the interviewees was “So how do we get that information to 
everybody?” In line with previous research, to fully benefit from the value of knowledge it is 
important for an organisation to be successful in KM (Omotayo, 2015). An IT-based system 
could facilitates the sharing of knowledge between employees through a database. However, if a 
database is implemented it is important to consider aspects such as contextual and dynamic 
dimensions of knowledge (Magnusson, 2004).  

The importance of insights being accessible for decision-makers seems to be acknowledged 
within ASSA ABLOY. One person said “It is always used in every decision, projects doesn’t 
start without these insights”. This person also explained the importance of that the insights come 
from many different sources and not just supported by one VoC. This creates a problem since the 
sharing of insights from VoCs is very limited today. Furthermore, this also affects decision-
making in the sense that relevant insights not have sufficient validity and therefore might be 
risky to use.   
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Difficulties with VoC 
One difficulty identified was how to ask the right questions to the right customers so that the 
information is received correctly, for example “VoC must be tailored differently depending on 
whom you are talking to”. Another aspect of this was also to carry out VoC without trying to 
solve customer problems straight away. This is an acknowledged problem in research (Griffin & 
Hauser, 1993; Lindstedt, 2003). As of today these difficulties are being handled and improved by 
training since they are in an early stage of working with VoC. The overall opinion is that ASSA 
ABLOY has a good structure for how to conduct formal VoC activities and the training that is 
required. VoC training in learning how to conduct a formal VoC is appreciated, however so far it 
is a very limited amount of employees that has received this training. Quoting one comment out 
of a several “They haven’t had this proper training, not that many people have been trained”.  
Another issue that was found was how to motivate investments in early VoCs. It is hard to show 
in advance what the actual outcome of a VoC will be and since there is no separate budget for 
VoC the management has to invest in it. If the VoC is carried out in a project with a budget, the 
insights would come too late and instead of helping the projects they will cause delays. The most 
value out of VoC comes when the insights are used by decision-makers for starting new projects 
“Putting research and the voice of customer really at the centre of decision-making it's an area 
that I, you know, I think ASSA ABLOY still has some room to improve”.  

To analyse the data gathered from a VoC activity requires both time and skilled staff (Ulwick, 
2002). The main issue at ASSA ABLOY seems to be that there is not sufficient time for being 
able to conduct the analysis in a way that it should. As two of the respondents phrased it “If you 
want to find those really unique opportunities, you really need to analyse the data quite 
groundly” and “It’s about giving the project team the time to analyse the data and we don’t 
actually”. This is an issue and as previous research shows, the more time that is spent on VoC 
activities in the beginning means that projects can be more time efficient later (Lindstedt, 2003). 
The main reason for not spending time on VoC seems to be that it is still quite new and needs to 
be integrated in their current ways of working. As one person put it “Getting it into everyone's 
mind-set that it needs to be used”. 
Even though VoC can be difficult to manage it seems that the positive effects that can be gained 
is more worth in a general opinion, for example one comment  “I would say, first of all it’s not 
only complicated it is also very rewarding because you have so many different things to work 
on.”  

 

Measuring VoC 
The interviewees gave a unified view of that measuring VoC is a complex topic. When they were 
given questions regarding how VoC could be measured, several different ideas were suggested. 
Many stated the importance of that VoC is connected to revenue to be able to motivate and make 
decisions regarding investments in VoC activities. Two comments on this were “The most 
important part, something that you can rely on to make a decision” and “They care about the 
success of their individual projects”. Another opinion that was particularly interesting was “I 
think the sooner we can get it to a standard set of tools the easier that process will be because 
then will see the same output, we will, you know, see similar outcomes. At least consistency in 
the outcomes”. This indicated a need for a common structure in the process after performing a 
VoC to see actual results.  

Another aspect that was discussed frequently was how the sharing of insights would affect the 
way of measuring VoC. Hence it was again a question concerning KM. To be able to get as 
much knowledge and value out of VoC as possible, the insights needs to be available for more 
employees. Quotes from the interviews were “Of course insights and the summary gotten from 
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VoC is something you need to keep in your file and also use it across the different departments” 
and “So sometimes cascading information through the organization is another challenge that 
directly bears on the return of the investment whether it's getting all the way down to the level of 
the individual engineers for innovation or whether it's getting all the way down to people in 
technical support for service innovation”. This again highlights the importance of not only 
measuring it financially since it does not cover all kinds of innovation that can be initiated from a 
VoC. There are several intangible assets involved in the process and affects the value that can be 
gained (Kaplan & Norton, 2013). These aspects will bring an entirely different value that can 
support internal changes in for example processes or services rather than just in product projects. 
As one person stated “I wish there was more measures outside of financial.” 

One difficulty that arose was that VoC needs to be adjusted for different customers and for 
different activities and that this also applies to the measurements. One opinion was to have some 
kind of general measurement “At the end of each voice of customer what maybe we should be 
doing is having three questions or something that's consistent”. 
 
Customer satisfaction 
According to previous research, customer satisfaction is a way of measuring and predicts 
customer value (Naveed, 2012). The use of customer satisfaction measurements varies between 
the different divisions within ASSA ABLOY on whether or not it is used at all. As one person 
phrased it “Individual regions will do it in certain ways. Some will do online questionnaires etc. 
but not in particularly structure, in a very structured way” and another said ”I think we do it. I 
don’t believe we do it that structured that everyone do it the same way but it’s probably more 
like scattered ways of how it’s done”.  
It also differs how the results from the customer satisfaction surveys are used. However, the 
usefulness of measuring customer satisfaction is agreed to be important among those who use it. 
One person said “I think customer satisfaction is one of the points we want to measure because 
we will measure these against the starting point where we define, but how to make it and how to 
measure it and make it easy to measure”. As Griffin and Hauser (1993) stated, customer 
satisfaction can be used as a good indicator of brand perception and profitability.  

 
Summary of interviews  
Presented on the next page is a summary of the findings from the interviews, see Table 6. It 
presents an overview of the current situation at ASSA ABLOY today regarding their work with 
innovation and VoC. It also points out the main challenges that the interviewees are 
experiencing.  
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Table 6. Summary of the main findings from the interviews 

 Current situation Challenges  
Overall innovation Important for business, 

integrating customers in the 
process  

Uncertainty of strategy 

Tools and identifying 

opportunities 

Different tools are used, 
Opportunities articulated in 
roadmaps and generation 
plans 

No systematic way for how 
opportunities are shared  

Innovation performance Progress during the last years  Time, money, delays and 
prioritizing  

Measure innovation  KPI (globally), Number of 
new products, Sales from new 
products, Project report  

No common specific metrics 
for innovation  

Overall VoC Early in the implementing 
phase (2 years ago),  
Valuable method  

Time and ability to prioritize 

Importance of VoC Facilitate the understanding of 
customers, allocate resources 
better and build intangible 
assets  

Some mention that it makes 
limited sense for their 
business unit  

VoC activities Using effective activities and 
are selected for different 
purposes  

Need to train more 
employees  

Follow-ups of VoC The importance of using 
insights to take decisions is 
well understood, different kind 
of documentation is used 

No structure in 
documentation, limitations in 
the ability to share the 
knowledge  

Difficulties with VoC No specific budget, early 
phase with the implementation  

Time, hard to motivate 
investments, few employees 
are trained so far  

Measure VoC Complex topic, not sure how 
this should be measured 

No data to facilitate decision 
making in this early phase, 
lack of standardized and 
general metrics  

Customer Satisfaction The use of the method varies 
between the divisions  

Lack of structure and how 
the data is used  

 
4.2 Questionnaires 
In this section the qualitative analysis of the results from the questionnaires is presented. Firstly 
the main findings from Questionnaire 1 is presented descriptively using the same chronological 
order as in Appendix B. Questionnaire 2 is presented in the same way but according to Appendix 
C. This material is concluded in a summary at the end of the section.      

The two questionnaires were conducted to collect statistical data with the purpose to find effects 
of using VoC. Therefore the first questionnaire targeted employees with experience from formal 
VoC in the past two year, Questionnaire 1. This questionnaire was sent out globally and had 
respondents from 19 countries. Answers from 87 out of 133 respondents could be analysed in a 
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global perspective qualitatively. For the quantitative analysis only the 55 respondents from 
EMEA were used.     

Questionnaire 2 was targeted to employees within EMEA with similar background and positions 
as the EMEA respondents in Questionnaire 1. The purpose was to create a reference group to be 
able to show differences. The overall response rate for Questionnaire 1 can be seen in Table 7 

and for Questionnaire 2 in  
Table 8. 

Table 7. Respondents and response rate for Questionnaire 1 

Division Survey sent to Responses Response rate 

EMEA 91 55 60% 

All other divisions 42 32 74% 

All divisions total 133 87 65% 

 
Table 8. Respondents and response rate for Questionnaire 2 

Division Survey sent to Responses Response rate 

EMEA 122 68 56% 

 
Questionnaire 1  
Presented here are the main findings from Questionnaire 1. This result and analysis is presented 
for all employees, globally, that have participated in a VoC.    

The introductory questions where asked both to collect control variables but also to find out 
more about the group of employees that have participated in one or several formal VoCs. This 
since it is important with cross-functional teams in VoC according to Griffin and Hauser (1993). 
The representation from the different work-areas is presented in Figure 5. 

 

Figure 5. An overview of within what area the respondents work 
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A majority of respondents that participated in this questionnaire worked within marketing (24%) 
or sales (22%). None of the participants worked within Economy and Finance or Human 
Resources. Furthermore, although not presented in Figure 5, 71% of the respondents had a 
manager role. Cross-functionality is an important aspect to consider when using VoC since it 
will lead to a better data capturing, wider understanding and the fact that diverse departments see 
different opportunities (Griffin & Hauser, 1993; Dreher, 2010; Goffin, 2010).  
 

Innovation 
Since VoC is highly linked to innovation, broad questions about innovation were asked. First of 
all, the respondents were asked to rate on a Likert-scale ranging from “not at all well” (1) to 
“Excellent” (7) how well innovation is performed in their business unit today. The result is 
presented in Figure 6. 
 
 

 
Figure 6. Subjective rating of how well innovation is performed in their business unit today 

 

The majority of the employees that have performed formal VoC believed that innovation was 
performed moderately good or very good (71%). No respondent answered “not at all”. This 
question was followed up by two open questions asking the respondents to rate what the business 
unit’s main strengths and main weaknesses regarding innovation were. One comment regarding 
strength was “Enthusiasm to be innovative from senior management”, lifting and verifying the 
importance of innovations needing support from top management to succeed (Goffin, 2010). 
Other comments regarding strengths were “Flexibility to change projects based on new ideas 
and innovations” and “We're close to the customer and quick to respond in order to meet their 
needs and requests”, which is also something that has been proven by previous research to affect 
innovation capability (Ottum, 2013).   

Even though the respondents think very highly of ASSA ABLOYs innovation performance, 
among the comments about weaknesses, time is something that is often mentioned in the context 
regarding not having enough time or that management does not have enough time to perform 
innovation properly. One comment to this was “No communication with other departments”, 
which affects both information capital and organisation capital, these are two of the foundations 
for innovation and customer management to be supported (Kaplan & Norton, 2013).  
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One comment that could bring some clarity to the divers answers in the questionnaire is “ASSA 
ABLOY and our group continue to evolve, adding companies, changing roles, responsibility, 
adding new players and processes for innovation/program management. This dynamic creates 
challenges to our full adoption and full cultural transition of our organization. The level of 
acceptance, understanding and support of our Innovation Process has expanded and gained 
clarity but is still evolving and not fully embraced at all levels”. This comment indicates that the 
innovation process has slowly been changing over the years, as is also stated in some of the 
interviews. Because of many new acquisitions the focus has been on getting them to work 
according to ASSA ABLOY’s model instead of just focusing on improving internal innovation 
processes as the following person states “Tying the legacy of numerous companies together 
under the ASSA ABLOY banner means there is still a significant amount of resource required to 
manage this which reduces the focus on innovation”. This also explains why many respondents’ 
states that time is an issue.  

 

Voice of the Customer 
To get a deeper understanding of what formal VoC activities that has been conducted, questions 
regarding what activities the respondents had been involved in were asked. Presented below, see 
Figure 7, is the results of what kind of VoC-activities that has been performed. Note here that 
multiple answers were possible in this question.  
 

 
Figure 7. Different kinds of VoC activities that the respondents has been involved in 

 

The most commonly performed VoC-activity is Face-to-face interviews, which according to 
Dreher (2010) is considered to be very effective and as stated by Schirr (Schirr) leads to a 
strengthened relationship with the customer. Surprisingly very few of the respondents answered 
environmental examination, although this is an activity that has been spoken of numerous times 
during the interviews.  

Another important aspect was whether the employees believed that there is enough time and 
money to perform VoC activities. The results from those questions are presented in Figure 8. 
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Figure 8. Employees’ perception on whether there is sufficient time vs. money for undertaking 

VoC activities 
 

It can be interpreted that the respondents are more confident in answering the question regarding 
time rather than money. Although, 49% of the respondents believed that there is not sufficient 
time for undertaking VoC-activities.  

In the next part of the questionnaire, the respondent rated how well they agreed with different 
statements regarding VoC on a Likert-scale from 1-7, from “strongly disagree” (1) to “strongly 
agree” (7). These statements were linked to training, value and motivation. The results are 
presented in Figure 9, Figure 10, Figure 11, Figure 12, Figure 13, Figure 14, Figure 15 and 
Figure 16. 
 

 
Figure 9. Employees’ perception on whether they have received sufficient training in performing 

VoC activities 
 

As can be seen, most respondents agreed that they had received sufficient training in VoC, 
although 15% disagreed in some way, of getting sufficient training. 
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Figure 10. Employees’ perception on whether they understand the value of performing VoC 

activities 
 

A clear majority (92%) of the respondents agreed or strongly agreed that they understood the 
value of performing VoC. No one answered that they strongly disagreed with the statement. This 
is an important insight that shows that VoC has brought value to ASSA ABLOY even though it 
is relatively new. 
 

 
Figure 11. Employees’ perception on whether the insights from VoC are well documented 

 

Regarding the above statement about documentation of VoC insights most respondents 
somewhat agreed or agreed that the insights are well documented. This is not in line with what 
was said during the interviews that indicated that the knowledge management for VoC insights is 
not sufficient today. 
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Figure 12. Employees’ perception on whether they feel more motivated because of customer 

insights from VoC. 
 

It can clearly be seen that a majority of the respondent (62%) agreed or strongly agreed to the 
statement that they felt more motivated because of VoC insights. Motivation is an intangible 
asset and important for achieving innovation strategies (Kaplan & Norton, 2013). This indicates 
that internal motivation is an essential aspect to consider regarding VoC.  
  

 
Figure 13. Employees’ perception on whether they believed they were good at analysing the 

material gathered in the VoC. 
 

The majority of the respondents agreed or somewhat agreed (68%) that they were good at 
analysing the material that was gathered during the VoC. No respondent answered that they 
strongly disagreed with this statement. Griffin and Hauser (1993) emphasize the importance of 
structuring and analysing thoroughly, which goes in line with what the employees believed 
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during the VoCs. According to the interviews not all the employees that were a part of a VoC 
activity are conducting the analyses. This could be an explanation to the answers in this question. 
 

 
Figure 14. Employees’ perception on whether they believed there was enough time to analyse the 

material gathered from VoC. 
 

It can here be seen that 56% of the respondents agreed or somewhat agreed to that there was 
enough time to analyse the material gathered from VoC. This result could also be explained by 
the fact that not all employees were included in the analysis work.  
 

 
Figure 15. Employees’ perception on whether they after the VoC felt more experienced with the 

usefulness of different VoC methods 
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Regarding the question about the usefulness of different methods, 68% of the respondents agreed 
or somewhat agreed to the statement. Interesting here is that one out of five employees that have 
participated in a VoC did not feel more experienced with the usefulness of the different methods. 
This could be explained in that several of the respondents had only participated in a few number 
of VoC activities.  

The next part of Questionnaire 1 dealt with the perceived performance of VoC. More specifically 
to what extent the respondents believed that a chosen set of performance aspects would be 
increased by using VoC. These questions were answered on a Likert-scale from 1-7, from “no 
difference” (1) to “entirely” (7). An additional option was added to provide an answer for those 
who believed  “it will be worsened”. The result is presented in Figure 16.  
 

 
Figure 16. Employees’ perception on to what extent using VoC would increase some important 

performance aspects 
 

The overall interpretation of the results is that the majority of the respondents believed that the 
use of VoC would improve several of the mentioned performance aspects. Although, a 
significant group of people (20%) answered that they believe that the use of VoC will not 
improve delays. One comment on this was “Many times the VOC that we do is done too late and 
causes delays of inaction because we are waiting for VOC results before we act.” According to 
the interviews and some of the other comments in the questionnaire other reasons for delays is a 
result of them not having enough time and resources, or that they have too many projects going 
on at the same time. Furthermore, 35% of the respondents believed to a large extent that the 
degree of innovation would be improved, which is also acknowledged in the theory by several 
authors.  

As a last part of the questionnaire an open question was asked if the respondents would like to 
add something to give an extra input to the answers. Among these comments there were some of 
them supporting the value of VoC and giving overall insights. One of them was “I think VoC is 
an important part of understanding customers and market opportunities. I feel that where I am 
based we are early in our VoC journey and we will improve with additional time. I recommend 
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continuing to enforce the value of VoC and getting more people involved in VoC. It seems at 
times that we have people who are often with customers participate in VoC activities. VoC needs 
to be spread across the whole organization (engineering, technical support, customer service, 
etc.) as all of these other areas could offer customer insight opportunities”. Another persons 
highlights the value of having participated in a VoC “The training process, experience and 
participation in these events has enhanced my effectiveness by expanding my understanding of 
customer needs, our product strategies, portfolio, product families and solutions”. And another 
one “I see VoC as the lifeblood of innovation and solving customer problems. Since we sell 
primarily thru channels we need to develop better and stronger relationships with end customers 
because ultimately they are who we are trying to please primarily”. 
 
Questionnaire 2 
In the following section, the answers from Questionnaire 2 is analysed descriptively together 
with qualitatively analysed open-ended questions. Since the purpose of this questionnaire was to 
act as a control group to Questionnaire 1, only main findings will be presented.  

Questionnaire 2 was only sent out to employees in EMEA with similar positions as the 
respondents for Questionnaire 1. The representation from the different work-areas is presented in 
Figure 17. 

 
Figure 17. An overview of within what area the respondents of Questionnaire 2 work 

The respondents of Questionnaire 2 covers more departments compared to Questionnaire 1. The 
percentage of managers that took part in this survey was 56%.  

 

Innovation 
The question asking how well innovation is performed in their business unit today was exactly 
the same for the two questionnaires. This was rated by respondents on a Likert-scale ranging 
from “not at all well” (1) to “Excellent” (7). The result is presented in Figure 18.  
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Figure 18. Subjective rating of how well innovation is performed in their business unit today in 

Questionnaire 2  

 

The majority of the employees that had not performed formal VoC believed that innovation was 
performed moderately good or very good. Although it was a lower percentage than for 
Questionnaire 1, which had 71% compared to Questionnaire 2 with 65%. This question was 
followed-up by two open questions asking the respondents to rate what the business unit’s main 
strengths and main weaknesses regarding innovation was. The comments varied but expertise 
knowledge and competence among the employees was mentioned several times. One comment 
was “Innovative people, high moral for working, understanding of innovation´s influence for 
business”. Although, concerning is comments that indicated that employees have a perception of 
that innovation only comes from R&D through comments such as “We are not involved in it” 
and “I don’t really know because I have never been to the R&D department”. The most common 
answers for weaknesses regarding innovation were lack of time and resources.  

 

Customer insights  
It was of interest for this questionnaire to gather information about alternative ways of gaining 
customer understanding when not performing VoC. The result is presented in Figure 19 and note 
that this is a multiple-answer question. 
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Figure 19. Question regarding how insights are received about what customer wants   

 

The most common way of receiving information about customers was from sales people (76%). 
A number of respondents answered that they do not receive insights (9%), which is something 
that is necessary to take actions upon. The next question was regarding why these employees had 
not participated in a VoC. The result is shown in Figure 20, note that this is a multiple-answer 
question.  
 

 
Figure 20. Question asking about the main reasons for not participating in a VoC 

 
The most common answer to why the employees had not taken part in VoC was that they had not 
been given the chance (29%). Almost every fourth employee (24%) answered that time and 
resources were the main reasons. For those who answered “other” several comments stated that 
is was not relevant for their work. Examples of comments were “Belongs to another 
department” and “This is something that our Product managers do, not our engineers”. This 
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highlights an issue in the understanding of VoC and also that cross-functionality is not fully 
understood by all employees.  

 
Summary of questionnaires   
Overall, the value of VoC seems to be well understood among those who have participated in a 
VoC. Almost everyone believed it would help the organization in a number of different 
innovation performance areas. For Questionnaire 2 it could be seen that the main reason why 
employees had not participated in a VoC was related to time. Either because they had not been 
given the chance yet or due to lack of time and resources. Some of the employees were going to 
perform a VoC in a near future. There was also a misunderstanding in that not everyone should 
be participating in VoC because several believed that it made limited sense within their area of 
work.  

It is clear that ASSA ABLOY is still in the beginning of working with VoC and there are some 
aspects such as training that needs to include more employees. There is also a need to include 
more departments and spending more time in conducting VoC. One comment highlights the 
importance of improving some of the aspects within VoC “It would be good if ASSA ABLOY had 
an established VoC reporting template so different projects can be compared. A wider 
understanding of VoC within the organisation would be beneficial”. 
 

4.3 Statistical analysis questionnaires  
The following section presents the results from the T-test analysis between Questionnaire 1 and 
Questionnaire 2 followed by the linear regression analysis on Questionnaire 1.  

 
T-test 
The independent-samples t-test will show whether there is a statistically significant difference 
by calculating and comparing the mean score for the two groups in Questionnaire 1 and 
Questionnaire 2 in EMEA. The purpose of this test was to compare the answers to the question 
“How well is innovation performed in your business unit today?” between the employees that 
had participated in a formal VoC and those that had not. The null hypothesis is that there is no 
difference between these two groups. The Group Statistics and Independent Samples Test are 
presented in Table 9. 
 

Table 9. Group Statistics and Independent Samples Test 
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Levene’s test showed (Sig. value of 0.12) that the second line in the table should be used, Equal 
variance not assumed. This means that the variances for the two groups (VoC/Non-VoC) are not 
the same but by using an alternative t-value this can be compensated for.   

No significant difference between the two groups could be found since Sig. (2-tailed) is higher 
than the allowed value 0.05 (0.138). The null hypothesis can therefore not be rejected. Although, 
by investigating the mean values from Questionnaire 1 and Questionnaire 2, a trend could be 
identified. The differences in mean score showed a trend of better-perceived innovation 
performance for those employees that have experience from formal VoC than those that have not 
yet participated [VOC M=4.9636, Non-VOC M=4.6912].  
 

Linear regression 
In the analysis of Questionnaire 1, ASSA ABLOY's division EMEA is investigated further 
through a linear regression.  

As a first step of the analysis the reliability of the scales needed to be investigated to verify that 
the scales had an internal consistency through Cronbach's alpha. The results from Cronbach’s 
alpha and the Item-total statistics of the independent variables are presented in Table 10.  

 

Table 10. Cronbach´s alpha for independent variables and Item-Total Statistics for Cronbach’s 
alpha 
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The value for Cronbach’s alpha is higher than 0.7 and therefore we can consider the scale to be 
reliable for the sample. The values of Corrected Item-Total Correlation show that all items 
except Quality of products correlates highly enough to the total Cronbach’s alpha value (higher 
than 0.3). Although, since the Cronbach’s alpha value is higher than 0.7, this item do not have to 
be removed. The same applies to Cronbach's Alpha if Item Deleted were all of the items are 
slightly higher than the total Cronbach’s score (0.760). The values can be considered since the 
total Cronbach’s alpha value is over 0.7. This concludes that the scales are reliable and that the 
internal consistency is good.  

In the linear regression all the models will be tested according to the steps described in the 
method. In Table 11, the variables used are presented.  
 

Table 11. Presentation of the variables used in the linear regression   

Control variables Independent variables Enablers Dependent variables 
Educational 
background 

Customer satisfaction Time Innovation performance 

Area of work The ability to reach new markets 
and customers 

Money Customer meetings 

Manager role Profit margin Training  
 New product ratio   
 Internal motivation   
 Degree of innovation   
 Delays   
 Quality of products   

 

The section will present the results from the linear regression in two steps against the dependent 
variables: innovation performance and customer meetings.  

Foremost, the adjusted R2 value in the model summary tables and the significance in the 
Coefficients table will be analysed. High values of the adjusted R2 indicates how much of the 
variance that can be explained by the model. The significance explains the probability of the 
result being random, values lower than 0,05 will be considered to have a statistical significance. 

  
Innovation performance 
Model 1: Interrelationships between the control variables and the dependent variable  

From the ANOVA table in Appendix E, there is a non-significant model for the regression 
analysis with the control variables against innovation performance. This indicates that the control 
variables do not influence innovation performance. Even though the model is non-significant the 
results can be seen in Table 12. 
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Table 12. Model summary and regression analysis coefficients impact of control variables on the 
dependent variable innovation performance 

 
From the model summary it can be seen that the adjusted R2 value is low, which indicates that 
the model only can explain 5% of the variance. This value is considered to be weak. 
Furthermore, no significant values can be found. 
 
Model 2: Interrelationships between control variables together with the independent variables 
and dependent variable 

From the ANOVA table in Appendix E, there is a non-significant model for the regression 
analysis with the control variables together with the independent variables against innovation 
performance. Even though the model is non-significant the results can be seen in Table 13. 
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Table 13. Model summary and regression analysis coefficients impact of control variables 
together with independent variables on the dependent variable innovation performance 

 

 
 

From the model summary it can be seen that the adjusted R2 value is negative and low. This 
value is considered to be weak. Furthermore, no significant values can be found. 
 

Model 3: Interrelationships between control variables together with the independent variables 
and independent variables * enablers and dependent variable 

From the ANOVA table in Appendix E, there is a non-significant model for the regression 
analysis with the control variables together with the independent variables and independent 
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variables*enablers against innovation performance. Even though the model is non-significant the 
results can be seen in Table 14 on this and the next page.  
 

Table 14. Model summary and regression analysis coefficients impact of control variables 
together with independent variables on the dependent variable innovation performance 
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  48 

Even though the model is non-significant and indicates that there is no influence from the 
independent variables, the control variables and the enablers for innovation performance, some 
significant values can be found. The significant values below 0,05 can show tendencies on 
aspects that could be affecting the innovation performance. If not enough time is spent on 
conducting VoC it seems to affect the degree of innovation negatively leading to a lower 
innovation performance. Employees with a manager role tend to have a lower perception of how 
well innovation is performed. What heightens the innovation performance is if enough time is 
spent on improving the quality of the products and that with the proper training delays can be 
avoided.  
 

Customer meetings 
Model 1: Interrelationships between the control variables and the dependent variable  

From the ANOVA table in Appendix E, there is a non-significant model for the regression 
analysis with the control variables against number of customer meetings. Even though the model 
is non-significant the results can be seen in Table 15.  
 

Table 15. Model summary and regression analysis coefficients impact of control variables on the 
dependent variable customer meetings 

 
 
Model 2: Interrelationships between control variables together with the independent variables 
and dependent variable 

From the ANOVA table in Appendix E, there is a non-significant model for the regression 
analysis with the control variables together with the independent variables against number of 
customer meetings. Even though the model is non-significant the results can be seen in Table 16. 
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Table 16. Model summary and regression analysis coefficients impact of control variables 
together with independent variables on the dependent variable customer meetings 

 

 
 

Model 3: Interrelationships between control variables together with the independent variables 
and independent variables * enablers and dependent variable 

From the ANOVA table in Appendix E, there is a non-significant model for the regression 
analysis with the control variables together with the independent variables and the enablers 
against number of customer meetings. Even though the model is non-significant the results can 
be seen in Table 17 on the following two pages.  
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Table 17. Model summary and regression analysis coefficients impact of control variables 
together with independent variables and enablers on the dependent variable customer meetings 
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4.4 Comparative case study  
An interview was conducted with another Swedish global industrial company that started to 
work with VoC in 2013. The interviewee was the Voice of the Customer Manager that had 
worked within the company for more than 10 years. The purpose of the interview was to broaden 
the perspective by collecting information about how an external company work with VoC.  

First of all, in the external organisation, VoC was seen as one out of three different methods of 
how to gain customer insights. The other two were observations and “try to be the worker”. 
When it comes to the other methods, observations is the practise of going out and taking photos 
and filming and analysing the material after and “try to be the worker” meant that the employees 
tried to be the customer using the product in their environment. 

VoC, for the external company, includes two different types of interviews: deep- and scorecard 
interview. The interviews consist of face-to-face interviews with chosen customers within 
specific segments, while the scorecard interviews consists of three questions that are asked after 
the first interviews and the analysis of the findings from those. The first question in the scorecard 
are regarding the insights that are found in the analysis, where the customers are asked to rank 
the insights from most important to least important. The second question asks about how good 
the company are within this segment and the final question is about how well the company is 
performing in comparison to the largest competitors within that segment. All of this data is 
gathered in a database system, where people that have been trained use the material for different 
purposes. The persons that have been trained are from many different departments because they 
have different perspectives and can look at different things in the material. The scorecards and 
the database system have been implemented successfully and employees show a great interest in 
this source of collected knowledge. 

The main finding was that it was of no interest to be able to measure VoC financially today.  
Instead other benefits of the method were accounted for. Some of these aspects were regarding 
how important it was to meet with customers constantly and to get a better understanding of the 
customers to develop better products. VoC is basically a tool for them to make sure that they 
constantly build enough knowledge about the customers.  

 

4.5 Summary of analysis  
Through this analysis it has been confirmed that the value of VoC needs to be tracked through a 
number of levels to reach a successful outcome. Based on the finding in the interviews and 
questionnaires, it was decided to refer to early-performed VoC as Pre study VoC. By doing so 
the process of working with VoC could be illustrated as a four level pyramid including: Pre 
study VoC, Insights, Innovations and Results. To truly explain the value of VoC and the current 
situation at ASSA ABLOY today, each of the levels was narrowed down and divided as shown 
in Figure 21. 
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Figure 21. The figure illustrates the VoC value pyramid with Pre study VOC as the foundation 
ultimately leading up to the results 
 

The figure above illustrates the different levels as a pyramid where the valuable customer 
insights gained from the Pre study VoC is retained through the different levels all the way up to 
the top, Results. These levels will be presented separately below.  

 
Pre study VoC 
Even though ASSA ABLOY has worked with VoC in a structured way for a considerably short 
amount of time, the set-up for how to conduct it is in place. Through an implemented VoC-
council with members spread across the different divisions, experiences and methods can be 
shared globally within the council. Possible improvements within the Pre study VoC is to focus 
more on cross-functional teams and training. The training in conducting VoC is essential to be 
able to find valuable insights as well as using cross-functional teams to gather a wider 
understanding and better data capturing (Griffin & Hauser, 1993). Training and cross 
functionality is also essential when analysing the material gathered, for the same reasons 
mentioned before. According to Questionnaire 1, 85% acknowledged that they had received 
sufficient training in performing VoC. This indicates that the training is sufficient, however by 
examining the group of respondents in Questionnaire 1, a majority had a manager role (71%) and 
almost half of the respondents worked within marketing or sales (46%). This indicates that more 
cross-functionality is required. To benefit from the implications regarding cross-functional teams 
one should be able to draw the conclusion that it refers to both hierarchy levels and different 
departments within the company. 

An additional issue that was noticed both in the questionnaires as well as in the interviews was 
the lack of time that the respondents had for VoC. According to previous research, by spending 
more time in the beginning of projects, hence spending more time on VoC, late changes can be 
avoided and the time to market has been proven to be shorter (Cooper, 2013; Ottum, 2013). 
Although, this is strongly connected to the fact that ASSA ABLOY is in an early phase of 
working with VoC.  
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Insights  
From the Pre study VoC, several customer insights are collected and the value of VoC is not only 
about finding the needs but how the insights are taken care of in the business (Brandt, 2008). 
According to information retrieved from the interviews, valuable insights have been found. 
However there is no structure in documentation and there are limitations in the sharing of 
knowledge. In the current state there are very few employees that have access to the insights and 
this limits the chances to find new innovation opportunities. For innovation it is important to 
understand the value that the product can bring to the customer both in the sense of a wider 
understanding but even more important in decision-making processes. If the access to the 
insights is limited, it can be hard to establish a good innovation strategy. Without a clear 
innovation strategy it is hard to manage and achieve goals, which can be linked to that it is hard 
to prioritize VoC because of lack of results. A reason for this is the lack of standardized and 
general metrics facilitating decision-making. In this step it is crucial to handle the customer 
knowledge to increase innovation capabilities.    
 
Innovation 
Insights from VoC are not only the starting point of new innovative products but also services 
and processes. For example, during the interview several employees mentioned the important 
value that VoC has had on much more than new product development. Although, innovation 
process often requires a long time before the results can be visible (Kaplan & Norton, 2013).  
Therefore it is of great importance to continue to verify the customer value throughout the 
development process, e.g. using Beta-testing and also that the customer insights are used. It is 
also important to continuously perform Pre Study VoC, so that value can be delivered constantly 
over time.  

 
Results  
A main finding from the interviews was that ASSA ABLOY to large extent uses financial 
metrics for decision-making today. It is of great importance for ASSA ABLOY to choose 
measurements regarding VoC that goes in line with their current measurements and strategies. It 
is also essential to consider non-financial measurements. As for the external company they have 
chosen to only focus on non-financial metrics regarding VoC. Measuring intangible assets can 
give indications to ROI, support strategic- and operational decisions and is an essential part to be 
able to keep a sustainable value to the company (Griffin & Hauser, 1993; Kaplan & Norton, 
2013; Phillips, 2014). Improvements within the intangible assets human capital, information 
capital and organizational capital can lead to a higher profitability although they cannot be 
measured in financial terms directly.  

Actual results from VoC will not show for ASSA ABLOY until projects driven from VoC has 
been launched. Until then it is important to focus on measurements that can provide an indication 
of whether VoC is progressing in the right direction and by that build innovation capabilities. 
However since ASSA ABLOY has a way for measuring results related to projects, the ultimate 
way of measuring would be on a project level by adding VoC as a part of the report. It would be 
necessary to have information on what VoC insights that have been driving the project to be able 
to compare afterwards and to be able to measure overall what a specific VoC project has resulted 
in. 
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5 DISCUSSION  
This chapter begins by presenting the main findings of this study. This is followed by a section 
with practical implications and recommendations for ASSA ABLOY. Theoretical implications are 
then presented to highlight what this study has contributed with in this research field. Finally, a 
refection and proposals for future research are discussed.  
 

5.1 Main findings  
The purpose of this study was to investigate the relationship between VoC and ROI. 
Furthermore, the research question could be answered by investigating what the value chain look 
like for VoC and how ROI on VoC can be measured. It was found that it is of great importance 
for the final outcome how the value of performing a VoC is captured in a number of levels, from 
the beginning where insights are gathered to how these drive innovation projects and give 
tangible results. One way of finding the financial impact of VOC is to track which insights that 
are used in projects. By looking at the already existing ROI for each project, a comparison can 
eventually be done by comparing ROI of the projects driven by VoC to those that are not driven 
by VoC. The reason why the measuring of ROI has to be carried out through a comparison is that 
ROI of a project is affected by several other aspects than VoC.  

When the value chain of VoC was studied it was found that each VoC has different key 
objectives and desired outcomes and all VoC will not generate the same kind of outcome, which 
makes it complex and affects the possibility to measure it in a generic way. Even though a 
financial link between VoC and ROI can be found, this study shows the essence of focusing on 
knowledge management and intangible assets as a fundamental aspect of VoC. Intangible assets 
can ultimately also be used to motivate investments. Another important aspect is to have a clear 
innovation strategy in place to support and facilitate decision-making for VoC.  

More details on the main findings are presented in the following sections: practical- and 
theoretical implications. The former is directed towards ASSA ABLOY and the latter focused on 
the research field. 
 

5.2 Practical implications – Towards a model of how to 
measure ROI on VoC 
Mapping and analysing the current work with VoC at ASSA ABLOY today made it possible to 
identify three different areas for potential improvements. The first one is for the company to 
make sure to have the right conditions to perform VoC. There is a clear structure in place for 
how VoC should be performed at ASSA ABLOY but findings revealed issues with time, training 
and cross-functionality. These are important elements of performing VoC and should therefore 
be acted upon and increased. The second area of improvement is that the structured way of 
working with VoC does not apply to how the insights are taken care of in the company. There is 
a clear need for KM connected to VoC and transparency to make sure that the insights are shared 
within the company in a common and structured way. It is important to make use of the insights 
and think big about the knowledge that is retrieved from performing a VoC. Why should only the 
people involved in a specific VoC have those insights? The final area with potential for 
improvement is to arrange for measurements of VoC to be carried out. This requires traceability 
in the process of VoC and also to make decisions about what measures that should be used and 
that they are in line with the objectives as well as the innovation strategy. 
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Based on the findings in this study, a model on how to find the impact of VoC was created with 
suggested measures for ASSA ABLOY to implement. One of the measures is to track the impact 
VoC has on ROI of projects. Managerial implications for how to measure the impact of VoC are 
to track investments, process and outcome related to projects driven from VoC insights. In 
Figure 22 a schematic illustration of the model is presented.  

 

 
Figure 22. Proposed model for linking VoC to ROI 

 

This model starts by collecting information of each VoC. The purpose of this is to create an 
overview of investments such as time, people involved and area of investigation. From the VoC, 
insights are gathered that will drive one or several projects. All projects at ASSA ABLOY have a 
report where financial data and overall information about the project can be found. ROI is one of 
the metrics in the report. The comparison would primarily be between all the projects that have 
been driven by VoC and all projects that have not. It would also link all insights back to a 
specific VoC and therefore investments in successful VoCs will be visible. This would become a 
knowledge base of VoC-insights that more employees can access. Our suggestion is to add a 
section in the report solely focusing on VoC, see an illustration of this in Figure 23. 
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Figure 23. Suggested section to add on the project reports regarding VoC  

 

Our suggestion is to add two aspects of VoC in the report to be able to ultimately see the impact.  
The first one is a rating question regarding to what extent insights from VoC has driven the 
project. A suggested solution to this is to answer this on a scale of 1 to 3, where 3 mean that the 
project is entirely driven by VoC and 1 means that no insights have been used. Partly represents 
that insights have contributed in some way to the project. This opens up for more thorough 
analysis of the impact that VoC has had on projects and enables comparisons between projects 
driven by VoC to projects not driven by VoC. The second aspect is to state what insights that 
have made a contribution to the project so that also certain insights can be followed.  

Another important aspect, as stated before, is to take non-financial number into account because 
they can have a crucial influence on the final outcome. It will also increase the understanding of 
the results. Therefore suggestions on possible non-financial measurements are presented below.  

 

Mini-scorecard 
One set of measurement that could be used already when conducting the VoC is to measure 
customer satisfaction through a mini-scorecard. With this we refer to a very simple version of a 
scorecard only focusing on customer satisfaction. It could be designed with questions such as: 
How likely is it that you will continue doing business with ASSA ABLOY? How satisfied are 
you with ASSA ABLOY today? A suggestion of how these mini-scorecards could be designed is 
presented in Figure 24. 

 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 24. Suggestion on the design of a mini-scorecard to measure customer satisfaction 
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These questions regarding customer satisfaction would give an additional dimension of the 
impact of VoC and also create a unified measurement globally. Asking the same questions every 
time a VoC is performed gives the opportunity to make statistical comparisons of the results both 
in a short- and long term perspective. Furthermore, this could also be used to establish a better 
understanding of projects driven by VoC since factors regarding brand and customer satisfaction 
have been proven by previous research to affect the financial outcome. This mini-scorecard 
would enable measurements on customer satisfaction that are not financial but ultimately gives a 
better understanding of ROI on projects. 

Other measurements that are non-financial that would be of great benefit to measure internally is 
increased employee engagement and enhanced internal communication. These could be 
measured in the same way through a mini-scorecard but with the employees conducting the 
VoCs. This would allow indication of the intangible assets human and information capital, which 
are the foundation for performing processes successfully.  

 

VoC overview  
One simple measurement is to store number of insights and performed VoCs to create an 
overview over what has been gathered and where. A suggestion is to make those numbers visible 
to employees through a world map, see Figure 25.  

 
Figure 25. Suggestion on how number of insights and VoCs conducted can be shown on a world 

map. Also contact information to the responsible person for the specific VoC should be stated 
  

The purpose of this would be to act as motivation and driver to carry out more VoC. Our 
suggestion is that this information is accessible to everyone at ASSA ABLOY and that the 
information would be stated division wise together with contact details of the responsible person 
for the specific VoCs performed. This opens up for discussions and for employees to make 
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suggestion of where a VoC should take place. Ultimately, it creates an overview of the progress 
of working with VoC and makes the information retrievable for everyone.  

Our suggestion, based on alignments in the theoretical and empirical findings, is for ASSA 
ABLOY to implement a KM system around VoC. This is a critical action to fully take advantage 
of the value of the knowledge and ultimately to be able to measure the outcome and build 
innovation capabilities. A first step to handle this data is to establish a database system for the 
model. This has been shown in previous research to be an effective way of spreading knowledge 
efficiently and also to ensure that important findings stay within the company. This database 
would hence function as source of knowledge for not only projects driven by VoC but also store 
information on all projects and their reports. This would enable easier comparisons and follow-
up on projects in a more flexible and transparent way. Although, it is not enough to only 
establish a database but the organization needs to consider the management of how it is going to 
be used. This including aspects of in what context the information can be retrieved and updated 
easily to changing environments. This will be done automatically by adding more projects and 
performed VoCs into the system. Presented below is a suggestion of how the database could be 
designed.   

 

Suggestions on a knowledge database 
First of all it must be understood that to be able to measure the outcome of VoC, it is core that 
the database contains all information about a specific VoC from the start. Information that needs 
to be logged is specifically shown in Figure 26. 
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Figure 26. All the aspects and information that is necessary to save in a knowledge management 

database from VoC to be able to ultimately compare aspects within the database 
 

The data that needs to be stored for each VoC is information, people involved, insights, area of 
investigation, time, end user segment and money. All of these will build the entire foundation for 
the database and is essential for being able to see the setting and input of a specific VoC. In this 
step it is also of great importance that someone, preferably the responsible person for each VoC, 
ensures the quality of the uploaded information. Especially regarding how the insights are 
expressed and also that categorisation is made correctly, for example if the insights are specific 
for a new product concept or if it is broader insights for a new market opportunity. Important 
here is that, if implemented, the customer satisfaction and internal motivation mini-scorecards 
are also logged to a specific segment and VoC.  

The next step is how the insights can be retrieved in the knowledge database. This requires that 
the user can make choices about where to find insights for their specific purpose. A suggestion of 
the design is presented in Figure 27. 
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Figure 27. Suggestion on how the user can sort between different insights 
 

Choices that need to be available to sort information are in the first step division and area of 
investigation. For example here it would also be interesting to narrow it down to product groups 
and project categories depending on the purpose. Since a large amount of data can be stored it is 
important that good sorting alternatives are available. An algorithm that allows the user to search 
for key words would be a good idea since this enables a quicker and more flexible knowledge 
and insights retrieval. This requires that the insights are expressed in a generic way. Furthermore, 
customer satisfaction and internal motivation could also be sorting options here to be able to 
strategically focus on segments were actions needs to prioritized.  

To make the value chain complete, the report needs to be connected to the system so that the 
reports can be updated, preferably by the product managers/owners, and retrieved from the 
database. This is also important since the insights need to be linked to the reports in this system. 
For a large global company like ASSA ABLOY that constantly collects massive amounts of 
data, a database system for knowledge is crucial to increase innovation capabilities.   

 

5.3 Theoretical implications 
This study has highlighted the importance of KM around VoC and how the value from VoC can 
be tracked throughout the whole process. Previous research has focused on different methods of 
gaining customer insights and that it is of great importance for companies competitiveness 
regarding innovation. Very little implications exist on how companies should take care of the 
insights to create business value. This study has suggested how the impact of VoC on ROI can 
be measured, which is an unexplored area so far. Furthermore, some appropriate intangible 
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assets could be found in previous research that could be linked to VoC. Even though this study 
has been carried out as a single case study the generated model is believed to fit into other 
company environments. This because it is customizable to already existing financial numbers 
and track VoC on a project level. Although, there is a clear need for research about knowledge 
management and VoC and also empirical studies that can give managerial guidance on this topic. 

  

5.4 Reflection  
According to previous research and the qualitative analysis of the interviews, the best way of 
linking VoC to ROI, was considered to be by comparing projects that were driven by VoC/not 
driven by VoC and compare these to the outcome after launch of the product. However, given 
the early stages of where ASSA ABLOY are with their work with VoC, no such projects had 
been launched on the market. Therefore the only way to measure the impact of VoC was by 
asking VoC participants of their perceived performance of VoC. 

No high statistical significances could be found through the linear regression and the t-test that 
could statistically explain how much the innovation performance was improved by using VoC. 
One reason for this could be that the group of people that had experience from a formal VoC 
within ASSA ABLOY was very small. The main respondents had a manager position and many 
of them also worked within sales or marketing. This is something that could be a disadvantage 
since cross-functional teams are encouraged to participate in VoCs so that a wider understanding 
and better data capturing can be obtained. It has also been seen that internal communication is 
improved by cross-functionality in VoC (Griffin & Page, 1993).  

When using the reference group for Questionnaire 2, contact persons were asked to choose at 
least 15 persons with similar roles as the ones that had participated in questionnaire 1, with the 
difference that these persons had not participated in a formal VoC. Even though a sufficient 
number of respondents could be found within EMEA, there is an uncertainty in whether these 
persons could act as a reference group. If both groups had been more cross-functional, a better 
homogeneity could have been received in the answers. Since innovation and VoC are two topics 
that could be interpreted in many different ways, this might have caused respondents to interpret 
the questions differently. This last reason could also be a result of respondents coming from a 
total of 19 different countries with different ways of working. Especially a difference in how 
well VoC has been established has differed between countries.  

The set-up of the questionnaire had to be formed very differently from the first one and asked 
more generally about customer insights and innovation performance. This might have been a too 
big of a contrast to the first questionnaire for us to be able to draw conclusions from. This also 
led to the questionnaires not being able to compare sufficiently in the t-test, which ultimately 
might have lead to the limited outcome. 

Even though the statistical analysis was not sufficient on its own, because of the research design 
when using methodological triangulation, the qualitative analysis could balance the weaknesses 
in the quantitative part (Jack & Raturi, 2006). Since case study approach was used in the study, 
the process of working on the topic was iterative and it allowed us to probe thoroughly. The 
questionnaires included some open questions that allowed the respondents to speak freely, which 
surprisingly gave more interesting and valuable inputs that expected from the beginning. 

 

5.5 Future research  
KM has been identified in this study to have an important role in the management of VoC. 
Previous research do not reveal any attempts to confirm this link directly and this opens up for 
several new research topics. For example it would be interesting to investigate how an ICT-
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solution could be developed in a fruitful way for customer knowledge. Also how it should be 
handled and integrated into the organisation. Some suggestions have been given based on the 
outcome of this study, however the entire VoC-chain needs to be narrowed down extensively to 
truly find the appropriate solution. One thing that directly relates to this topic is to see how VoC 
eventually affects ROI. The suggested model in this study for measuring the impact that VoC has 
on ROI is supported by the theoretical and empirical findings. Although, it would be of great 
interest to test this model with real projects driven by VoC insights to be able to compare how 
much VoC actually affects ROI on projects. Since the findings indicates that knowledge 
management has an important role for VoC it would also be interesting to test the proposed 
model in different organizational environments to see if it is customizable together with an ICT-
solution and from there link VoC to ROI.  

There is also a need for a deeper research in how to track and acknowledge the intangible assets 
that are strongly connected to VoC. The suggested model only suggests how to integrate or 
separately handle some of these assets. Since this study has been conducted globally, differences 
need to be investigated at a smaller scale since intangible assets can differ between divisions or 
even departments. Consequently, how these kinds of assets can be measured and implemented in 
the same ICT solution, to really see the whole picture of the value that can be gained from VoC. 

Another topic for future research is suggested since the statistical analysis did not generate any 
significant model out of the collected data. It would be interesting to perform the questionnaires 
on a larger group of respondents to see more specifically how VoC affects innovation 
performance and if differences can be found for different kind of innovations. This study focuses 
on innovation as a whole and the model was created to track product development projects. 
Therefore it would be interesting to look into radical- and incremental innovation but also to 
investigate process and service innovations and their relation with VoC. It would be beneficial if 
all different kinds of innovation could be taken into account. Furthermore, it would also be 
interesting to see if VoC has a larger impact on a certain kind of innovation.  
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APPENDIX A. INTERVIEW GUIDE 
Purpose and background:  This study aims to develop an analytical framework linking Voice 
of the Customer-activities to the outcome in form of return on innovation. Both short- and long-
term perspective. More specifically, to find measurable key activities and outcomes that can 
facilitate decision-making in the process of innovation with minimum waste of resources.   

 

1.  Background 
Could you briefly tell us about your professional background? 

Tell us more about your role within the company? 

 

2.  Innovation 
What are your goals with innovation? 

As an organization 

For you as an individual 

What are your innovation strategies? 

What processes do you have related to innovation?  

What tools do you use when working with innovation?  

How do you categorize different kinds of innovations? 

How do you identify innovation opportunities? 

 

3.  Measuring Innovation 
How well do you think you perform innovation today? 

Please give examples 

How do you see the results of innovation activities today? 

How do you measure it? (Input, process, output) 

What do you want to achieve by measuring innovation? 

How do you measure customer satisfaction today? 

 

4. Voice of the Customer (VoC) 
What different ways of gaining customer insights do you perform?  

Could you please explain how you use VoC? 

What VoC-activities have you been involved in? 

How are VoC-activities initiated? 

What are the difficulties with using VoC? 

Can you please describe the process after a VoC activity? 

How well do you think you perform follow-ups on VoC? 

How well established would you say that working with VoC is at your site? 



 

  69 

How much do you spend on VoC? (resources, financially etc.)  

Can you mention a success story based on insight from VoC?  

What effects have you seen from using VoC? 

What would you like measure when it comes to VoC? 
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APPENDIX B. SURVEY VOC 
1. What is your educational background? 

a. Business and management 
b. Engineering/science  
c. Other 

 

2. Which division do you work within?  
a. AMERICAS 
b. APAC 
c. APAC SOUTH 
d. EMEA 
e. ENTRANCE SYSTEMS 
f. HID EUROPE 
g. HID USA 
h. HOSPITALITY 

 

3. Which country are you currently working in? 
 

4. Within what area do you work? 
a. Economy and Finance  
b. HR 
c. Innovation 
d. Management 
e. Manufacturing 
f. Marketing 
g. R&D 
h. Sales 
i. Strategy 
j. Other 

 

5. Do you have a manager role? 
a. Yes/no 

 
INNOVATION 

6. How well is innovation performed in your business unit today? On a scale from 1-7 
1 – Not at all well 
2 – Poor   
3 – Slightly poor   
4 – Neutral    
5 – Moderately good    
6 – Very good 
7 – Excellent 

 

7. What are your business unit's main strengths concerning innovation? 
Answer: ______________ 

8. What are your business unit's main weaknesses concerning innovation? 
Answer: ______________ 
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VOC QUESTIONS  
With VoC we refer to formal activities that you have performed to gather customer insights and 
needs.  
 

9. Did you have any previous experience from working with VoC before starting to work 
for ASSA ABLOY? 

a. Substantial experience  
b. Some experience 
c. I had heard of it but never practiced it 
d. No experience 

 

10. In the last two years, how many VoC activities have you participated in? 
a. Number: _____ (If answering this, send to question 11) 
b. I have not participated in any VoC activity (If answering this, send to question 27) 

 
11. What kind of VoC methods were you involved in? (multiple choices possible) 

a. Face-to-face interviews 
b. Focus groups (technical and commercial) 
c. Observations (contextual inquiry) 
d. Surveys 
e. Role play (internal VoC) 
f. Environmental examination 
g. Exhibitions/trade shows 
h. Beta-testing 
i. Others 

 

12. What target group did you have for your VoC? (multiple choices possible 
a. Customers 
b. Potential customers  
c. Lost customers 
d. End-users 
e. Internal Key stakeholders 
f. Other Key stakeholders 
g. Others 

 

13. How much time did you approximately spend on VoC activities? Please consider the total 
time spent on preparations, performed VoC activities and analysis.  
Number of days:_____ 

 

14. There is sufficient money for undertaking VoC activities 
a. Yes 
b. No 
c. I don’t know 

 

15. There is sufficient time for undertaking VoC activities 
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a. Yes 
b. No  
c. I don’t know 

 

16. Approximate number of formal and structured customer visits you have made in the last 
two years. Please no not count visits with the purpose of selling.  
Number: _____  

 

17. Approximate number of customers you have met in the last two years? Here we refer to 
the total amount of meetings with customers, formal and informal meetings.  
Number: _____  

 

18. On a scale of 1-7 how well do you agree with the following statements: 
1 – Strongly disagree    
2 – Disagree   
3 – Somewhat disagree 
4 – Neither agree or Disagree 
5 – Somewhat agree 
6 – Agree    
7 – Strongly agree  

19. I received sufficient training in performing VoC activities 
20. I understand the value of performing VoC activities 
21. The insights we got from the pre-study VoC were well documented 
22. I feel more motivated because of the customer insights I had gathered from VoC 
23. In the VoC we were good at analysing the material gathered 
24. There was enough time to analyse the material gathered from VoC  
25. After the VoC I felt more experienced with the usefulness the different methods  

 

 
PERCEIVED PERFORMANCE  

26. To what extent do you believe that the following aspects will be improved by using 
VoC...on a scale from 1-7  
1 – no difference       
2 – to a small extent  
3 – to some extent  
4 – to a moderate extent  
5 – to a large extent  
6 – to a great extent     
7 – Entirely 

a. Customer satisfaction 
b. The ability to reach new customers and markets  
c. Profit margin 
d. New product ratio 
e. Internal motivation 
f. Degree of innovation 
g. Delays 
h. Quality of products 

 

27. Is there something you would like to add? 
Please feel free to comment below: 
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NOT PARTICIPATED IN VOC 

28. What are the main reason for not having participated in a VoC? (multiple answer) 
a. Time 
b. Resources 
c. Low priority 
d. We do not use VoC yet in our business unit 
e. I have not been given the chance yet 
f. Other 

 

29. How do you receive insights about what the customers want?  
a. Information from salespeople 
b. Customer meetings 
c. Customer satisfaction surveys  
d. If other, please state: __________________________ 
e. I do not receive insights 

 

30. Is there something you would like to add? 

Please feel free to comment below: 

 
Thank you for your participation in this survey! 
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APPENDIX C. SURVEY CUSTOMER INSIGHTS 
1. What is your educational background? 

a. Business and management 
b. Engineering/science  
c. Other 

 

2. Which division do you work within?  
a. AMERICAS 
b. APAC 
c. APAC SOUTH 
d. EMEA 
e. ENTRANCE SYSTEMS 
f. HID EUROPE 
g. HID USA 
h. HOSPITALITY 

 

3. Which country are you currently working in? 
 

4. Within what area do you work? 
a. Economy and Finance  
b. HR 
c. Innovation 
d. Management 
e. Manufacturing 
f. Marketing 
g. R&D 
h. Sales 
i. Strategy 
j. Other 

 

5. Do you have a manager role? 
a. Yes/no 

 
INNOVATION 

6. How well is innovation performed in your business unit today? On a scale from 1-7 
1 – Not at all well 
2 – Poor   
3 – Slightly poor   
4 – Neutral    
5 – Moderately good    
6 – Very good 
7 – Excellent 

7. What are your business unit's main strengths concerning innovation? 
Answer: ______________ 

8. What are your business unit's main weaknesses concerning innovation? 
Answer: ______________ 
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CUSTOMER INSIGHTS AND PERCEIVED PERFORMANCE 

9. How do you receive insights about what the customers want?  
a. Information from salespeople 
b. Customer meetings 
c. Customer satisfaction surveys  
d. I do not receive insights 
e. If other, please state: ___________________ 

 

On a scale of 1-7 how well do you agree with the following statements: 
1 – Strongly disagree    
2 – Disagree   
3 – Somewhat disagree 
4 – Neither agree or Disagree 
5 – Somewhat agree 
6 – Agree    
7 – Strongly agree  

10. The products we develop are innovative 
11. We perform good follow-ups on our products 
12. We have good connections to our customers 
13. We are confident that we meet customer expectations 
14. We are good at following current trends on the market 
15. The insights about customer needs in our business unit today are sufficient  

 

16.  How well are the following aspects performed today? 
Please rate each of the areas on a scale from 1-7 
1 – Not at all well 
2 – Poor   
3 – Slightly poor   
4 – Neutral    
5 – Moderately good    
6 – Very good 
7 – Excellent 

a. Customer satisfaction 
b. The ability to reach new customers and markets  
c. Profit margin 
d. New product ratio 
e. Internal motivation 
f. Degree of innovation 
g. Delays (in projects) 
h. Quality of products 

 

17.  Do you have any experience from working with VoC before starting to work for ASSA 
ABLOY? 

With Voice of the customer (VoC) we refer to formal activities that are performed to gather 
customer insights and needs. 

a. Substantial experience  
b. Some experience 
c. I had heard of it but never practiced it 
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d. No experience 
 

18. What are the main reasons for not having participated in a VoC? (multiple answer) 
a. Time 
b. Resources 
c. Low priority 
d. We do not use VoC yet in our business unit 
e. I have not been given the chance yet 
f. Other:___________________ 

 

19. Is there something you would like to add? 
Please feel free to comment below: 

 
Thank you for your participation in this survey! 
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APPENDIX D. RESPONDENTS POSITIONS 
CTO 

DIRECTOR INSIGHTS AND INNOVATION 

DIRECTOR PRODUCT MANAGEMENT 

DIRECTOR PRODUCT MARKETING 

HR 

MANAGER PRODUCT MARKETING 

MANAGER INNOVATION PROCESSES 

MANAGER INNOVATION PROCESSES 

MARKETING RESEARCH MANAGER 

PRODUCT MANAGER 

PRODUCT MANAGER 

PRODUCT MANAGER 

PRODUCT MANAGER 
PRODUCT MANAGER 

SENIOR MANAGER PRODUCT MARKETING 

SENIOR MANAGER PRODUCT MARKETING 

VP 
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APPENDIX E. ANOVA TABLES 
 

Innovation performance 
Model 1. Control variables  

 
Model 2. Control variables together with independent variables  

 
Model 3. Control variables together with independent variables and enablers 
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Customer meetings 
Model 1. Control variables  

 
Model 2. Control variables together with independent variables  

 
 
Model 3. Control variables together with independent variables and enablers 
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APPENDIX F. FRAME OF REFERENCE 
Innovation Mansury & Love, 2008 

O’sullivan & Dooley, 2010 
Goffin, 2010 
Porter, 1980 
Coombs, 2000 
Sundbo, 1997 
Dyer & Song, 1998 
Pisano, 2015 
Adams et al. 2006 
Kaplan & Norton, 2013 
 

Innovation measurement Kaplan & Norton, 2013 
PDMA, 2013 
Phillips, 2014 
Birchall et al, 2011 
Mankin, 2007 
Goffin, 2010 
Brandt, 2007 
Adams et al, 2006 
Dodgson & Hinze, 2000 
Evangelista et al, 1998 
Trajtenberg, 1990 
Cooper, 2013 
Oztemel, 2011 
Griffin & Page, 1996 
Arthur D Little, 2012 
KPMG, 2015 
 

Customer Satisfaction Naveed, 2012 
Stank et al, 1997 
Griffin & Hauser, 1993 
Anderson et al, 1994 
Anderson et al, 2004 
 

Knowledge Management Magnusson, 2004 
Omotayo, 2015 
Adams et al, 2006 
Nonaka, 2007 
Pitt & Clarke, 1999 
Cohen & Levinthal, 1990 
Chen, 2004 
Tsai, 2001 
Atuahene-Gima, 1995 
 

Value Kaplan & Norton, 2013 
Hogan, 2001 
Lapierre, 2000 
Lindstedt, 2003 
Ulaga, 2003 
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Bowman & Ambrosini, 2000 
Priem, 2007 
 

VoC Griffin & Hauser, 1993 
Lindstedt, 2003 
Cooper, 2007 
Cooper, 2013 
Ottum, 2013 
Stank et al, 1997 
Kaplan & Norton, 2013 
Kay et al, 2012 
Brandt, 2008 
Ulwick, 2002 
Dreher, 2010 
Schirr, 2013 
Macdonald et al, 2012 
Von Hippel, 1988 
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