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Abstract 


The purpose of this study was to look into the how customer journeys was represented in the 
 business-to-business marketing literature and from that, exploratively study the conceptual framework of 
 customer journeys in the market. As research has covered through numerous publications within the 
 B2B marketing literature and equal balance between the economic impact which the B2B market has is 
 not equally represented in the literature. It was then, further a purpose within this study to make an initial 
 step in that direction and generate knowledge within B2B marketing literature when it comes to customer 
 journeys.  


The methodology of this study was a mixture of grounded theory approach through usage of 
 the Delphi method, to thoroughly study customer journeys and how customer experience and an optimal 
 journey is secured across stakeholders.  


The findings concluded that working with any aspect of the customer journey in a B2B market 
 is a complex matter. But in order to grasp the complexity of customer journeys it was through the in-
 depth interviews with the Delphi Expert panel, based that in order to secure an optimal journey for a 
 client in the B2B marketing industry, companies needed to keep ‘the bigger picture’ in mind at all times. 


‘The bigger picture’ was through the grounded theory coding determined by simplifying the customer 
 journey and continuously be truly customer centric. In order to simplify the customer journey while being 
 continuously customer centric was then determined through the value proposition of a given company.  


Practical implications were determined through a conceptual framework of one guiding star, 
 being ‘the bigger picture’ determined through ‘simplifying the customer journey’ and create ‘continuously 
 customer centricity’ through the value proposition.  


Theoretical  implications  were  then  argued  to  be  the  further  emphasis  on  bridging  the  gap 
 between B2B marketing literature and practitioners in order to fulfill the purpose that literature initially 
 has, to generate knowledge and prepare the future talent, of business markets, for their position in it.  


Contribution  this  study  contributed  to  the  B2B  marketing  literature  by  initially  generating  a 
 conceptual framework for working with customer journeys in a B2B field, based on an extensive range 
 of practitioners’ expert knowledge. What this study then further contributed with was further research 
 opportunities  to  assess  the  conceptual  framework  in  different  settings  across  industries  and  markets. 


Lastly this study contributed to the initial step of generating literature which contributes not only to the 
understanding  of  customer  journeys  in  a  B2B  marketing  setting  but  further  to  the  practitioners  own 
understanding of working with customer journeys in the future.  
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Chapter 1 – Introduction 


Throughout the history of marketing research, the majority of the research focus has been on the 
 consumer market. Mora Cortez & Johnston (2017) argues that there lies a gap between the practitioners 
 in the Business-to-business (B2B) marketing field and the research derived from there in comparison to 
 the Business-to-consumer (B2C) marketing field. Many researchers have in the past 10-15 years focused 
 a lot on the imbalance between the economic impact in the market between B2B and B2C, which is not 
 equally  balanced  when  it  comes  to  academia  and  the  literature  representation  of  the  two  (Cortez  & 


Johnston, 2017; Hadjikhani & LaPlaca, 2013; LaPlaca & Katrichis, 2009; Lilien, 2016; Steward et al., 2019; 


Wiersema,  2013).  In  the  academic  field  and  educational  field  of  marketing  theory,  the  majority  of 
 literature presented within the marketing field is also majorly represented by studies and research done 
 within the B2C marketing field. It is argued by LaPlaca & Katrichis, (2009), that balance between the 
 economic impact of the B2B and B2C segments in the US market is predominantly equal and thereby 
 they question the lack of equal focus when it came to published research. As the B2C marketing research 
 is vividly overrepresented in comparison to the B2B marketing research. “So, while many college marketing 
 graduates obtain their initial job in a B2B setting, American colleges and universities have emphasized consumer markets 
 and marketing in their programs for decades” (LaPlaca & Katrichis, 2009, p. 2). 


Which  argumentatively,  would  be  applicable  for  most  universities  across  the  world  as  the 
 representation  of  the  literature  that  students  are  taught  through  primarily  are  grounded  in  the  B2C 
 marketing field.  


1.1. Motivational interest 


As  argued  by  LaPlaca  &  Katrichis  (2009),  marketing  graduates  obtain,  or  preferably  want  to 
 obtain, their initial job in a B2B setting. Meaning, preparing for that through their academic endeavors 
 could be argued as most efficient through relevant B2B oriented literature and developed theory. Within 
 the Danish market not many graduate students go through their academic life with no student job as “The 
 best strategy for entering the Danish labor market is to find a relevant student job or get other relevant experience while you 
 study”  (CBS,  2019).  Graduate  students  are,  at  least  in  the  Danish  market,  very  exposed  to  the  real 
 problematics of their respective company’s challenges and are often through that inspired to generate 
 solutions based on their obtained academic knowledge. Adapting, most academic B2C oriented models 
 and concepts are for the most part then, according to practitioners ‘easier said, than done’ (Håkansson & 


Shenota, 1995; LaPlaca & Katrichis, 2009). Meaning, the urge for connecting the academic background 
with the problematics in the student job is profound. The literature has equally argued for mending the 
bridge  between  academia  and  business  and  through  that  utilize  the  value  that  the  cooperation  could 
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generate. As LaPlaca & Katrichis, (2009) argues, there is significant differences in managerial marketing 
 to businesses than consumers. Further, LaPlaca & Katrichis, (2009) argues that “business marketers need to 
 be more supportive … not only for the sake of academic inquiry but also because they can help the business marketer 
 understand their own businesses better” (p.18). Which stands in perfect line with their next argument that the 
 linkage between marketing research and the practitioner usage hereof makes a tremendous difference in 
 business performance and as “Denmark has a strong tradition for employing students in part-time positions while they 
 study, and a part of them are hired as full-time employees after they finish studying” (CBS, 2019) both practitioners 
 and  academics  share  a  mutual  interest  generating  the  best  possible  outcome  of  students’  knowledge 
 (LaPlaca & Katrichis, 2009).  


Opposite many of the reviewed articles for this research, the goal, and motivation is not to suggest 
 a research agenda for the future. It is to find the presumed gap in research within customer journeys on 
 a business to business field and then fill that gap in the research and through conducted data analyze 
 what  businesses  do  and  generalized  through  findings  create  concepts  and  tools  to  further  help  the 
 practitioners in the B2B field. 


The goal for this study is to generate a broader understanding of the practical implications of the 
 theoretical  standpoint  and  usage  of  customer  journeys  across  stakeholders.  Meaning,  generating  an 
 understanding  of  the  framework  and  the  importance  of  it  throughout  the  supply  chain  to  gain 
 understanding of the impact and processes within the supply chain and further visualize meaning for all 
 stakeholders  through  the  customer  journey  framework.  It  is  further  the  aim  to  strengthen  the 
 understanding and importance of thorough and complete understanding of a customer centric approach 
 through the customer journey framework.  


The motivational interest could be summarized into the management of the customer journey 
 when more than two parties are involved. Due to the reoccurring continuous struggle to streamline the 
 overall  customer  journey  when  more  parties  were  involved  in  the  direct  touchpoints  of  a  client  or  a 
 customer.  


1.2. Problem statement 


Given the former argument, the problem statement and the focus for this research will be to 
minimize the gap between the practitioners within the B2B marketing field and the existing research 
within B2B marketing. The problem statement that emerges from the focus is then what areas of the 
customer journey are different within the B2B marketing field compared to the B2C marketing field, if 
any and if so, how? What are the main areas of focus when working with customer journeys within the 
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B2B marketing field and how are they approached by practitioners? Lastly the focus of this study is then 
 to generate some sort of conceptual model or framework of the practitioner’s usage of customer journeys 
 and  further  clarify  what  areas  would  need  further  focus  in  the  future.  Given  those  focus  points  and 
 problem statements, an exploratory research question is formulated as followed (Bryman, 2012).  


1.2.1. Research question 


How are business to business enterprise companies securing the customer journey across stakeholders 
 for an optimal overall experience for their clients? 


1.2.1.1. Sub questions 


1.  What  are  the  current  trends  or  gaps  within  the  B2B  marketing  literature  when  it  comes  to 
 customer journeys? 


2.  What differences and similarities are there when focusing on customer journeys within a B2B 
 enterprise field compared to enterprise companies in a B2C marketing field? 


3.  How  are  businesses  currently  securing  an  optimal  experience  in  their  end-to-end  customer 
 journey? 


4.  What should the future focus for the B2B enterprise marketing field be when it comes to securing 
 an overall experience through the customer journey? 


1.2.2. Definitions 


As the literature review will show, it was necessary to define what companies where explored and 
 generalized upon when it came to the B2B marketing field. As the general perception was that smaller 
 B2B businesses and the entrepreneurial field did not fall into the same complex categories as enterprise 
 businesses. Which was mainly the reference point when describing the B2B marketing industry.  


Customer journeys will equally be defined through the literature review upon the representation 
 of terms and concepts that the peer-reviewed literature overall agrees upon. Define customer journeys – 
 through the literature review – hence, there might be a need for a sub-question which defines customer 
 journeys.  


In general, further definitions will be presented along the way as the study progresses.  


1.3. Outline of the study 


In order to understand, solve, and propose solutions for the research question, and through that 
generate the insights in order to reach a conclusion, this study will be structured as follows. Chapter 1 is 
the introductory aspect of the study and includes the motivational interest for the study as the problem 
statement and research question guiding this study. Chapter 2 will include a narrative review, which will 
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entail relevant theory and concepts, which will be explored within the two main factors of the research 
 question, customer journeys and the B2B marketing literature. Chapter 3 will entail the methodology 
 used  in  this  study,  including  research  design,  types  of  data  collection  and  analysis  tools  within  the 
 research. Chapter 4 will include the data collection and the initial coding of the data. Chapter 5 will include 
 discussion of the findings and further discussion of the findings in comparison to the theory presented 
 in the research and what impact the findings will have both managerial and methodological. Finally, that 
 summarizes the findings into a conclusion of the study at the end of chapter 5 including a scope of 
 contribution to both the academic and practical field is argued for and defined. 


• Introductioon


• Motivational intrest 
 and Reseach 
 Question


Chapter 1


• Literature review


• Customer journeys 
 representation in the 
 field


Chapter 2 • Methodological 
 approach


• Grounded Theory


• Delphi Method


Chapter 3


• Data collection


• Analysis through 
 coding


Chapter 4 • Findings


• Dicussion


• Contribution


• Conclusion


Chapter 5
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Chapter 2 – Theory and current stage of literature 


In order to understand the trends and gaps within the B2B marketing literature, the differences 
 there is when it comes to representation of the two fields and the applicability of theory tested within 
 one  field  to  another,  a  narrative  review  of  the  current  literature  is  made.  The  review  will  further  be 
 structured like the rest of this study, with a purpose of the literature review, the methodology leading the 
 review, the findings and the discussion thereof (Denyer & Tranfield, 2009). With that structure presented 
 the narrative flow of the review will be guided, and the natural exploitation determined by the purpose 
 of this study and therefore the review, will channel narrative through the review (Bryman, 2012).  


The  purpose  of  the  review  is  to  understand  the  basis  of  customer  journeys  according  to  the 
 literature and how it is used as an approach. Further the purpose is to clarify how the customer journeys 
 are represented in the B2B marketing literature and how the B2B marketing literature have evolved in 
 comparison to the B2C marketing literature. Meaning, the narrative review will have the basis in the 
 understanding of customer journeys as an approach overall, then it will move into the understanding of 
 the B2B marketing literature and how customer journeys are linked to that development. Lastly the review 
 will  branch  out  in  the  areas  where  the  B2B  marketing  literature  further  has  relevance  when  talking 
 customer  journeys  in  a  B2B  enterprise  market.  Within  the  review  a  representation  and  discussion  of 
 methodological approaches within the literature will also be conducted in order to reason for the best 
 methodological approach going forward. Meaning, what approaches, and decision are according to the 
 literature and the explorative research questions the optimal approach in order to gain the knowledge 
 required to answer the overall research question.  


Based upon the purpose of the review, the overall search parameter and methodological choices 
made upon the review are matched accordingly. The literature review will therefore have a consistency 
with a mixture of the techniques of synthesis coherence and progressive coherence (Bryman, 2012) and 
further have base in the B2B marketing literature and customer journeys. Given the point of departure 
in the literature and how customer journeys are represented in the literature, as it is now, it was important 
to find recent literature that would give an understanding of where the market is today and how the 
customer journey is conceptualized today. Of course, in order to understand your current foothold, you 
need to understand where it comes from, meaning you need to understand the development of the history 
to understand where you are today and why. Hence, the focus within the B2B marketing literature was 
to figure out how it had developed in order to understand how it is represented today. To some extent, 
the  same  applies  for  the  customer  journey.  Meaning,  there  was  a  need  to  understand  the  historical 
development  of  both  the  B2B  marketing  literature  and  the  customer  journey  literature  to  fully 
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comprehend  where  the  two  are  today.  Given  the  point  of  departure,  being  todays  knowledge  upon 
 customer  journeys  within  the  b2b  marketing  field,  the  recentness  of  the  literature  consequently  was 
 important. As the review will disclose many articles has already defined the timeline of the evolution of 
 b2b marketing theory. Therefor the focus for the review will be put more into the resent articles about 
 the development of b2b marketing. Resent articles are then defined as going max 10-20 years back of 
 publishing. The two equivalent factors for the initial conduction of the literature is peer-reviewed and 
 recent literature within the B2B marketing field and customer journey literature. 


2.1. Literature review 


Conducting the literature review there was first a focus on sampling the articles for review and 
 reviewing within the customer journey literature itself. Further due to the focus of this study there was 
 different line of focus drawn to the B2B marketing literature. Those two points of focus where going in 
 parallel and was the main focus to review from the initial starting point. From that themes evolved that 
 needed more attention in order to determine whether it was possible to draw lines from the customer 
 journey perspective in a B2B marketing field. E.g. supply chain in the B2B market is a dominant factor 
 and will it therefore also be a dominant factor in developing theory within customer journeys on a B2B 
 perspective. 


Nevertheless, regardless of the rolling out of the themes or new viewpoints that the review is 
 trying to embrace, there should be a clear connection to either the customer journey perspective or the 
 b2b marketing perspective and the elements that those to perspectives entails. The purpose and scope of 
 this review is to figure out whether the customer journey framework within the B2B market is thoroughly 
 studied and if so to which extend and how practitioners then use it according to the studies and if not 
 then to generate some theory upon an eventual unresearched area of the field.  


The approach at first was to find any type of article or study within the area of customer journeys 
 regardless of field. As described in the motivational interest, the management of the customer journey 
 when  more  than  two  parties  are  involved  was  something  that  occurred  as  a  continuous  struggle  to 
 streamline the overall customer journey when more parties were involved in the direct touchpoints of a 
 client or a customer.  


In order to reach consensus with the review, both when it comes to the purpose of the review 
but also when it comes to the possibilities of saturation with the possible data collection, a timespan and 
a geographical span of literature reviewed is applied. The narrative approach for the literature matches 
the purpose of the review in the sense that the study tries to generate understanding rather than accumulating 
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knowledge (Bryman, 2012). Meaning, the review will give an initial understanding (Bryman, 2012) of what 
 areas of customer journeys within the b2b marketing field has been explored already and how is customer 
 journeys dealt with when it comes to the b2b marketing field compared to the b2c marketing field.  


Overview of determination whether an article was relevant or not for this paper


Aspects   Coding  Description 
 Field  of 


research 


Bilateral 
 purpose 
 fulfillment 


Identification of the field of research in which the paper is situated. If it wasn’t clear 
 in the abstract and introduction and conclusion of the paper, it was defined as not a 
 main  focus  of  the  paper  and  then  non-relevant  for  this  study.  Meaning,  either 
 customer journey had to be an essential part of a paper or b2b marketing theory had 
 to be an essential part of a paper.  


Research 
 contribution 


Peer-
 reviewed 


It wasn’t a requirement that there was any contribution to the field, as it regardless 
 could  contribute  in  either  emphasizing  the  hypothesis  of  none-present  customer 
 journey literature 


Publication  10-20 years  As the purpose of this study is building knowledge and moving forward, the most 
 present literature is used.  


2.1.1. Customer journeys and the B2B marketing field 


The overall story and coverage of the theme customer journeys in the b2b marketing literature 
 have been given less attention, in comparison to the literature on customer journeys in the b2c marketing 
 literature (LaPlaca & Katrichis, 2009). Følstad & Kvale, (2018) argues, not only for the lack of equal 
 presence in the b2b marketing literature, but for the lack of consistency when it comes to the definition 
 and usage of terms within customer journeys. Meaning, both the term customer journey itself, how that 
 is defined, but also when it comes to the terms within the customer journey framework, e.g. touch points. 


Hence, Følstad & Kvale, (2018) argues for an incoherent usage of terms in the literature overall. What 
 further has been related to the customer journey in regards to the conceptual framework, Følstad & 


Kvale, (2018) further argues deviances in usage of terms when it comes to, service blue-printing, service 
journeys, and what Berry et al., (2006) call orchestration of clues, which all has an impact on the customer 
experience.  As  the  branching  out  of  terms  within  the  systematic  review  of  Følstad  &  Kvale,  (2018), 
identified various abbreviations of the customer journeys, as a main focus of this study overall, going 
forward it was important to narrow the search of this study’s review accordingly. Meaning, keeping this 
study’s  main  purpose  in  mind  when  continuing  the  understanding  of  customer  journeys  in  the  B2B 
marketing literature (Bryman, 2012). What Berry et al., (2006) though determined and initially referred to 
as  cues,  was  through  Zomerdijk  &  Voss,  (2010)  case  study  linked  to  customer  journeys  and  the 
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touchpoints throughout the journey. Meaning going forward, the review of customer journeys will not 
 concentrate  on  the  empirical  definition  on  customer  journeys,  but  rather  on  the  larger  scope  of 
 conceptual understanding of customer journeys. nonetheless, the definition and aspects of the customer 
 journey as described by Lemon & Verhoef, (2016), will be an anchor of reference, due to the thorough 
 conceptualized  model  within  their  article  and  the  peer-reviewed  influence  of  their  work  overall. 


Figure 1 - Lemon & Verhoef, (2016, fig. 1) 


 The case study, which Zomerdijk & Voss, (2010) conducted is then, equally to Følstad & Kvale's, 
 (2018) review, again mainly conducted with a focused on the B2C marketing field, leading to an overall 
 perception of customer journeys not being represented properly in the B2B marketing literature. Cortez 


& Johnston, (2017) on the contrary argues for their contribution to closing the gap between the practical 
 field  and  academic  research,  through  their  historical  review  of  the  evolution  of  the  B2B  marketing 
 literature. In linking the development of buying processes in the industrial marketing field to the end-to-
 end customer experience and overall decision process resulting in the customer journey and relationship 
 aspects. 


Some of the main challenges and possible also the reason for an imbalance in the B2B and B2C 
marketing field is the access to data and the knowledge it requires to obtain and fully comprehend some 
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of the data in the B2B marketing field (Cortez & Johnston, 2017; LaPlaca & Katrichis, 2009; Lilien, 2016). 


As the B2B marketing field, which multiple studies have shown, is far more complex and the knowledge 
 within the field specified to an extend which makes analysis of the content tough, in comparison to social 
 studies of consumers (Cortez & Johnston, 2017; LaPlaca & Katrichis, 2009; Lilien, 2016). While LaPlaca 


& Katrichis, (2009) might argue that the consumer market is more popular within the research field, due 
 to students interests in “music players, beer, basketball footwear, and sports cars that are central to their consumption 
 experiences” (p.16), which can be counterargued just for the unpresedented fact that it had no basis in data. 


Consequently, if anything the availability of data is the main obstacle to overcome for the popularity 
 within  B2B  academic  research  to  grow  amongst  students.  If  the  availability  even  for  experienced 
 researchers seems overwhelming, who can blame the ‘green researchers’, being the students for opting 
 to the ‘easy way out’ being the accessible consumer market data stream. What reasearchers are meassured 
 on is the impact and contribution to the field through their research. Meaning, without any point of 
 departure in real practitioners problems, the research is not going to contribute to the same extent in 
 which  research  has  contributed  in  the  B2C  market.  Cortez  &  Johnston,  (2017)  argues;“All  in  all,  the 
 historical review of B2B marketing suggests that practitioners' problems or inquiries have evolved faster than B2B academic 
 research and related initiatives” (p.92). Cortez & Johnston, (2017) then further argues; “specifically, the genesis of 
 B2B marketing theory needs to be rooted in real practitioner problems while applying the rigor of academic research” (p.91). 


Meaning, approaching practitioners, ‘real-life’ challenges and solving them, through the refined art of 
 methodology, in which the academic world excell. The development of B2B theory over time has by 
 many  researchers  though  been  identified  as  a  movement  from  transactionbased  marketing  to 
 relationshipbased  marketing  (Cortez  &  Johnston,  2017;  Hadjikhani  &  LaPlaca,  2013;  Lilien,  2016; 


Steward et al., 2019; Wiersema, 2013). The movement towards the relationship based aspect of marketing 
 is where, as previously mentioned, customer journeys starts to show in the B2B marketing field as well.  


Nevertheless, the relative presence of customer journeys in the B2B marketing research, it would 
be fair to say the least, that it is a tough needle to find. In order to locate the customer journey’s presence 
in  the  B2B  marketing  literature,  the  need  for  exploring  the  various  debreviations  on  how  customer 
journeys are used in the literature in general is key. As mentioned, Følstad & Kvale, (2018) argues that 
the coherency within usage of terms regarding the customer joruney, is non apperent. Continuing in that 
mantra, it could be argued that the incoherence continues with Witell et al., (2019). On the contrarary, it 
can though be argued, as a minor detail in the eyes of the B2B practitioners field. Meaning, if there is a 
coherence and common understanding of the terms used, is it then needed in the sense of academia and 
does the problem of incoherence in term usage lie somewhere else? Leading us back to the discussion of 
what purpose does academia serve and who are the consumers of academic research? Which again is 
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backed  up  by  Følstad  &  Kvale's,  (2018)  findings  that  the  variation  in  scope  of  customer  journeys  is 
 apperently  not  seen  as  problematic.  The  presence  of  Customer  Experience  (CE)  and  Customer 
 Experience  Management  (CEM)  seems  to  be  the  closest  term  thoroughly  researched  and  defined  in 
 which the aspect of time and amount is implied in customer journeys as well. What then according to 
 Følstad & Kvale, (2018) seem to be generally accepted is the fact that “customer journeys concern the service 
 process as seen from the customer viewpoint” (p.213) and regardless of namification of the touchpoints customer 
 journeys are described as a series of those. In general through the review of literature within customer 
 joruneys, it is moreover used as a managerial tool to improve the service quality and thereby the customer 
 experience, rather than a fully customer centric approach to design what the customer needs and seeks 
 (Halvorsrud et al., 2016). Again, this is merely based on B2C oriented cases. 


Emphasizing the observations made throughout the review of the articles published on customer 
 joruneys, none of them are based in the B2B marketing field. Whenever customer journeys are mentioned 
 in a B2B positioned article it is due to the historical review of B2B marketing in general and the emergence 
 of  customer  journeys  based  on  the  buying  process  within  the  B2B  marketing  field  (See  Synthesis  of 
 literature review). LaPlaca & Katrichis, (2009) argue that much of the customer journey framework and 
 literature on customer experience has been centeret around the shopping experience and retail industry 
 itself. Lemon & Verhoef's, (2016) development and findings are not representative in the B2B marketing 
 field in the sense that it, within this study’s review, only is referenced in the historical review of (Cortez 


& Johnston, 2017, p. 97), but at the same time argued that the efforts of many customer journey studies 
 have been centrilizing in defining concepts without clearly stating the arena in which those concepts 
 belong (b2b or b2c). (Lemon & Verhoef, 2016) themselves argue for the difficulty of “developing a single 
 set of measures that adequately captures customer experience across industries and channels.” (p.81). Summarized from 
 (Lemon & Verhoef, 2016)’s article is that “Although it is a complex and difficult endeavor, it is important to identify 
 critical touch points (“moments of truth”) throughout the customer journey that have the most significant influence on key 
 customer outcomes” (p.82). 


Nevertheless Lemon & Verhoef’s Process Model for Customer Journey and Experience (2016, Fig. 1) 
argumentably  encompasses  the  customer  journey  and  its  implied  functions  and  terms  in  the  most 
exploited matter throughout the literature of customer journeys. With the extensive conceptualization of 
the  customer  journey,  Lemon  &  Verhoef,  (2016)  argue  for  further “development  of  an  omnichannel 
understanding across the journey” (p. 88) and could in that context be seemingly having marrit not only in the 
B2C field but also in the B2B market. Again, emphasizing the need for more case studies conducted in 
the B2B marketing field. Even when it comes to relations and the definition of a relationship amongst 
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businesses the definition within that are not clearly agreed upon, some argue that once transaction or a 
 resource exchange has ended, the relationship ends as well, whereas others argue that the relationship 
 doesn’t necessarily end upon those terms (Hadjikhani & LaPlaca, 2013). Further, customer experience 
 and the elements within customer journey, such as touchpoints are also heavily researched, but again only 
 within the b2c marketing field (Stein & Ramaseshan, 2016).   


Customer journeys are in the majority of the literature, being used as a framework for designing 
 or mapping the service of a company’s value proposition and further to measure whether the design is 
 living  up  to  the  desired  customer  experience  (Crosier  &  Handford,  2012;  Halvorsrud  et  al.,  2016; 


Rosenbaum et al., 2017; Trischler & Scott, 2016). In line with that, customer journeys are mentioned as 
 a competitive tool by Edelman & Singer, (2015) and they argue for utilization of the tool, also in the B2B 
 market to gain competitive advantage.  


2.1.2. Branching out: synergies in the B2B marketing literature 


When it comes to the interest field of customer journeys across multiple parties and stakeholders, 
 several topics on the B2B marketing field were explored to see if there were any synergies when it comes 
 to customer journeys within the B2B market. Some of these topics where supply chain management 
 (Hadjikhani & LaPlaca, 2013; Zomerdijk & Voss, 2010), omni channels (Barwitz & Maas, 2018; Lemon 


& Verhoef, 2016), relational selling (Arli et al., 2018; Bolton et al., 2008), business models (Norton & 


Pine, 2013), and complexity (Cortez & Johnston, 2017; LaPlaca & Katrichis, 2009; Varnali, 2019). 


Zomerdijk & Voss, (2010) through their findings argue “to deliver superior customer experiences, the 
 whole service supply chain, not just the frontstage, should be focused on the customer experience.” (p.76) Whereas the 
 examples found in their study mostly concerned owned touchpoints, in accordance to Lemon & Verhoef, 
 (2016)  who  visualizes  the  differences  within  brand-owned,  partner-owned  and  customer-owned 
 touchpoints throughout a customer journey, it could be argued that synergies to the B2B marketing field 
 is present. Meaning, further exploitation could be made within touchpoints and their level of control 
 (owned-ness), in relation to securing a seamless customer journey across stakeholders. Another argument 
 made by Zomerdijk & Voss, (2010) was the need to understand why the “consulting firms and design houses 
 that did not see employee-customer interaction to be within their purview” (p.77) and if that according to Lemon & 


Verhoef, (2016) would compromise the overall experience of the journey. Barwitz & Maas, (2018) found 
in  their  study,  that  firms  needed  to  get  better  integration  of  channels  and  means  of  interaction, 
throughout the customer journey in order to create a seamless experience across forms and levels of 
interactions. Further Barwitz & Maas, (2018) argues that “exploring how individual customer journeys can best be 
predicted may yield interesting operational insights into how journeys can be optimally supported, which is valuable for 
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customers and providers alike.” (p.129) which enhances the trust in the relational aspect of team efforts to 
 maximize the competitive advantage for the involved stakeholders (Arli et al., 2018; Bolton et al., 2008). 


2.1.3. Moving forward: theoretical gap and research field  


With these findings within the literature, there is a clear consensus when it comes to the lack of 
 research being done within customer journeys in the B2B marketing literature. Følstad & Kvale, (2018) 
 argues for a systematic comparison between the designed customer journey and the internal expectation 
 towards the customer experience and design of the journey and the actual perceived experience of the 
 journey by the customer, to close the gap in the research field. In order to do that though, there needs to 
 be a consensus on how customer journeys are applies in the praxis. Since, little to no research is applicable 
 within  the  B2B  marketing  literature,  this  study  seeks  to  understand  the  differences  and  possible 
 similarities there is when focusing on a B2B field. Voorhees et al., (2017) argues for research topics such 
 as:  initial  contact  and  onboarding,  in  context  of  connecting  the  pre-,  during-,  and  post-phases, 
 relationship building and proactive firm activities. In which, some of the differences at least when it 
 comes to the initial contact and purchase stage of customer journeys, LaPlaca & Katrichis, (2009) argues 
 that the emotional needs are far more a deciding factor compared to the B2B buying situation. LaPlaca 


& Katrichis, (2009) continue to argue that another common difference is the number of people involved 
 with the decision processes in the B2B market compared to the B2C market. On the contrary, it has not 
 been determined within these articles whether it is representable across all sizes of companies within the 
 B2B marketing field or if there is a differentiation within the B2B marketing field and further definitions 
 are needed when exploring on the complex aspects of the business market. Which leads to the last synergy 
 found within the literature review, being the aspect of complexity. Lemon & Verhoef, (2016) argues that 


“The complexity of journeys and the speed with which both technology and consumer behavior are changing may require new 
 and  flexible  organization  models” (p.89).  Most  of  the  reviews  covering  the  B2B  literature,  argues  for  the 
 complexity  in  which  B2B  organizations  operate  in.  Arli  et  al.,  (2018)  found  that  B2B  customers 
 increasingly  were  confronted  with  complex  solutions  and  service  offerings  to  their  inquiries.  In 
 compliance with (Voorhees et al., 2017) focus on holistic approach to the customer experience, Varnali, 
 (2019) further argues that a customer’s experience with an ecosystem, which is the holistic experience of 
 a complex relational net amongst a company’s employees, partners and suppliers that determines the 
 overall customer experience. It is this net of complexity which is interesting to jump into and explore the 
 dimensions of and figure out how all of it is interlinked in the B2B marketing field and how that again is 
 managed.  


All in all, the theoretical gap when it comes to customer journeys within the B2B marketing field 
is very much present. From the reviewed articles, most of them being historical reviews upon the B2B 
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marketing research, there is a strong incentive to enforce the importance of creating a balance within the 
 research field. Meaning, there is a trend of this past decade reviewing the literature in the spectra of 
 historical development and only reinforcing the clear lack of research in the B2B academic field. When 
 looking into B2B marketing literature and customer journey literature, there are some common themes 
 emerging, which would be interesting to research in depth and figure out what connection those themes 
 have to customer journeys in general but further in the aspect of customer journeys in a B2B marketing 
 field.  Initially,  the  search  for  customer  journeys  started  within  the  B2B  marketing  literature.  The 
 preliminary  presence  of  customer  journeys  within  the  B2B  marketing  literature  would  be  through  a 
 historical  review  (Cortez  &  Johnston,  2017).  The  search  then  moved  on  to  focusing  merely  on  B2B 
 marketing itself and the development of buying processes within the B2B marketing literature (Cortez & 


Johnston, 2017; Hadjikhani & LaPlaca, 2013; LaPlaca & Katrichis, 2009; Lilien, 2016; Steward et al., 2019; 


Wiersema, 2013). Følstad & Kvale's, (2018) systematic review on customer journeys, further emphasized 
 the fact that none of the reviewed literature on customer journeys would be found to have presence 
 within B2B marketing literature. Hence, going back to the impact and contribution of B2B marketing 
 literature several of the historical reviews point out the importance of getting academia and practitioners 
 closer together (O’Cass & Wetzels, 2019) and with this study, the first step might be taken in bridging 
 that gap. 


2.1.4. Synthesis of the literature review 


As  the  literature  review  had  multiple  purposes  in  accordance  to  both  research  question  and 
 methodological approaches to conducting an explorative study, which the research question determines, 
 the review contained literature in the bilateral aspect. This is further emphasized in the synthesis of the 
 literature review as seen below (See appendix A). 


Figure 2 - Synthesis of Arli et al., (2018); Barwitz & Maas, (2018); Berry et al., (2006) 
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Figure 3 - synthesis of Blocker, (2011); Bolton et al., (2008); Cortez & Johnston, (2017); Crosier & Handford, (2012) 


Figure 4 - synthesis of Edelman & Singer, (2015); Følstad & Kvale, (2018); Gambetti et al., (2012); Hadjikhani & LaPlaca, (2013) 


Figure 5 - synthesis of Halvorsrud et al., (2016); Kotler, (2017); LaPlaca & Katrichis, (2009); Lemon & Verhoef, (2016) 
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Figure 6 - synthesis of D’Antonio et al., (2004); Lilien, (2016); Norton & Pine, (2013); O’Cass & Wetzels, (2019); Rosenbaum et al., (2017) 


Figure 7 - synthesis of Stein & Ramaseshan, (2016); Steward et al., (2019); Trischler & Scott, (2016); Varnali, (2019) 


Figure 8 - synthesis of Voorhees et al., (2017); Wiersema, (2013); Wolfswinkel et al., (2013); Zomerdijk & Voss, (2010) 
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Chapter 3 – Method 


Given  the  problem  statement  and  the  research  questions,  there  will  be  a  general  inductive 
 approach to the creation of theory in this paper. Overall an abductive approach is made, due to the review 
 of literature to generalize the point of departure within the interest field. Throughout the thesis there will 
 be  taken  an  inductive  approach  when  it  comes  to  the  development  of  knowledge.  Moreover, 
 interpretivism will be the starting point of understanding the world of data that will be collected. As the 
 interpretivism heritage, according to Bryman (2012) is founded in “Weber’s notion of verstehen; the hermeneutic 
 -phenomenological tradition; and symbolic interactionism” (p.30).  


To be able to gather the empirical data for this research an expert panel will be set, and the Delphi 
 method will be used to collect the data needed to develop the theory. To set this expert panel a purpose 
 sampling method will be used. As it is important to generate a specific set of knowledge within the field 
 of  customer  journeys  on  a  jet  unfamiliar  researched  ground,  purpose  sampling  is  used.  This  is  done 
 because it is the intent to not seek sample research participants on a random basis (Bryman, 2012, p. 


418). 


This thought leaves a dilemma and a question, of how exploratory this study really is going to be. 


Isn’t  the  sole  purpose  of  inductive  and  exploratory  research  to  not  set  strategic  goals  and  purposely 
 sampled  data?  How  come  that  this  is  then  the  chosen  path  of  most  qualitative  research  designs.  As 


“purposive sampling does not allow the researcher to generalize to a population” (Bryman, 2012, p. 418) it can be 
 difficult to argue that the data found and the analysis made upon that data can create a theory or method 
 that will apply for the B2B market.  


The methodology chosen all in all is replicable in the sense that, the way that the experts were 
 chosen is replicable and the way that the surveys and the interview was designed was replicable. Hence, 
 it is first when we come to the semi-structuredness of interviews and the transcription that the repeating 
 of methodology and getting the same results is hard. As both the semi-structured interview, even though 
 it is made with the most unbiased intent still always will be biased to some extent. The same goes for the 
 transcription of the interviews and therefore also the generating of themes throughout the data analysis. 


All  in  all,  the  methodology  is  adaptive  and  therefore  neither  completely  unbiased  and  inductive  nor 
 deductively produced answers will be grounded from this.  


3.1. Critique of method and data collection  


There was a clear development in the ability to not lead the answers out of the respondent 
rather than letting the respondent understand the question how they did and then answer from their own 
perception  and  periphery  throughout  the  course  of  data  collection  and  interviews  held.  It  is  though 
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through the constructionist view of the study, naturally given that the inductive approach in the in-depth 
 interview never will be inductive to the fullest extent of the meaning. 


3.2. Philosophy of science 


To  the  extent  of  the  following  statement  made  by  (Bryman,  2012)  that  constructionism 


‘essentially  invites  the  researcher  to  consider  the  ways  in  which  social  reality  is  an  ongoing 
 accomplishment of social actors rather than something external to them and that totally constrains them’ 


the  understanding  of  the  creation  of  any  theory  or  model  from  the  dataset  is  then  built  in  the 
 understanding of constructionism as it is depended and co-created through the expert panel using the 
 Delphi method.  


As  the  narrative  review  of  the  literature  according  to  Bryman,  (2012)  fits  an  interpretative 
 epistemological  approach  the  philosophy  of  science  and  method  will  be  designed  according  to  the 
 approach. 


3.3. Delphi Method  


The way that the responses are dealt with in this process is according to Linstone & Turoff, 
 (1975) denoted as conventional Delphi. Regardless of the form the Delphi process goes through four distinct 
 phases. First phase being exploration of the subject, second phase being reaching an understanding of 
 the groups view on the subject, third phase is exploration of disagreement (if any is present) and, fourth 
 an evaluation phase where the initial results and the saturated result are then finally evaluated. 


As  Brady,  (2015)  argues,  variations  in  qualitative  research  exists  as  it  the  case  with  many 
 approaches  with  social  research,  meaning  the  Delphi  studies  will  logically  deviate  dependent  on  the 
 context  in  which  they  are  in.  Nonetheless,  equal  to  Linstone  &  Turoff,  (1975)  phases  of  the  Delphi 
 method, Brady, (2015) argues for three waves of collecting data. An overall general evolution of data 
 collection  within  the  Delphi  method  is  then  an  introductory  phase,  a  rigor  phase  of  deepening 
 understanding  and  a  phase  reaching  saturation  (Brady,  2015;  Linstone  &  Turoff,  1975).  Further  the 
 Delphi method is chosen as a qualitative method to conduct data in an non-bias setting due to the four 
 key features that are significant in order to conduct data collection based on the Delphi method (Brady, 
 2015). 


The four key factors/features are: 


● Anonymity – the experts didn’t know each other and didn’t know the other participants also 
 the anonymity in the aspect of their input being directly related to their company’s stance, was 
 assured in order to create the safe space the Delphi approach does.  


● Iteration / repetition  
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●  Retroaction 


●  Statistical aggregation of group response 


The initial point of departure was to create an expert panel that needed to go through three rounds 
 of surveys and interviews. The introduction to the experts and the initial plan there was for them was as 
 follows (See appendix B): 


Initial introductory information upon the research process and design based on the Delphi Method  
 The first round you will go through is a survey round, where you in general give your input on 
 customer journeys in a B2B market today. Second round will be conducted through an in-depth interview 
 based on the answers from the first round. Third round will be a sum-up ‘survey’ where you will give 
 your input on the findings from the collective answers from the entire expert panel.  


The expected timeframe that would be required from you is between 2-3 hours over the next-
 coming weeks. The first round requires between 20-40 minutes in total and is an introductory survey 
 with 4 initial questions to upon a creative thought process of your experience in general and how your 
 experience related to customer journeys is used in your daily life. Then, for the second round I would 
 need between 1-1,5 hours for a semi structured in-depth interview. Lastly, I would need between 20-40 
 minutes  of  your  time  for  the  third  round  of  sum-up  survey  that  will  present  the  findings  from  the 
 interview round and where your will be asked to state your opinion on those findings.  


This was then amended to an introductory survey round, where the questions from the initial 
 survey  was  split  up  in  three  rounds  that  would  take  approximately  10-15  minutes,  in  order  to 
 accommodate the Experts limited time due to covid-19. The survey round was made in two versions to 
 be  more  adaptable  to  the  time  of  the  experts.  Then  further  the  second  round  of  semi-structured 
 interviews was amended to last between 35-45 minutes.  


This has then throughout the process of the data collection changed due to covid-19. The process 
 was amended 2-3 times along the way and there was an overall focus of collecting interviews through 
 semi-structures interviews with an exploratory focus and thereby a generating consensus through the in-
 depth interviews. 


For the experts that deviated from the original structured process an introduction was made in 
the interview to generate an overall consensus of the questions that the experts went through and to 
create  the  same  kind  of  creative  and  openness  going  into  the  interview  as  initially  meant  for  in  the 
introductory survey process. Hence, all experts in one way or another got presented with the same kinds 
of questions. Meaning, a quasi-Delphi approach was used for the saturation of findings in this study.  



(23)Page 23 of 59 


As  previously  mentioned,  the  data  collection  process  deviated  a  lot  due  to  covid-19. 


Consequently, the analysis of the data and the methods and time spend had to be amended accordingly. 


The decision was made that the importance lay within the number of interviews that could be collected 
 for greater generic consensus rather than the time-consuming transcribing of interviews and data analysis 
 through tools like NVivo. Hence, the choice was to manually analyze the data directly from notes taken 
 during the interview and directly from the interviews.  


For the process of the collection of data, the process of 3 rounds for the experts were planned. 


Due  to  covid-19  and  reprioritizing  of  focus  points  from  the  expert’s  points  of  view.  A  decision  to 
 generate a greater span of experts through one round of in-depth interview rather than a time-consuming 
 process of three rounds of mixed surveys and interviews were chosen, to accommodate the experts in 
 the process. Given the less time needed from every expert, a larger span of experts agreed to do an in-
 depth interview. For the participants who still could see the time to go through the more time-consuming 
 process. The data from the introductory survey was still collected. The timeframe of the process of survey 
 data collection and interviews held also had an impact. Meaning, the little amount of data given from the 
 surveys weren’t enough to generate analysis on its own but was designed as a preliminary step to the 
 interview process. Hence, the analysis of data from the survey was done post coding of themes, given 
 the large span of themes a meaning in connection with the themes derived from the interviews. The data 
 from the surveys was, on the other hand, still used as guidance for the interview process with the single 
 expert and reflection upon their answers were made prior to conduction of the interviews. Hence, still 
 applicable to the approach of the Delphi Method, to some extent.  


For  the  in-depth  interview  an  interview  guide  was  made  (See  appendix  C).  In  accordance  to 
 (Bryman, 2012) the interview guide was made based upon the research question and interview questions 
 were developed to cover the research questions.  


3.4. Expert panel 


For the selection of the expert panel it is important that the selected candidates have some kind 
of stamina in the world of B2B marketing and customer journeys. Hence attendance to conferences, 
publications and statements in leading journals etc. The initial wish was to create an expert panel with 
equal presence of experts within the academic, consultancy, and, industry practitioners. This was though 
to covid-19 changed a lot the change in approach of data collection, resulted in the change and focus on 
equal balance within the Delphi panel. Meaning, the goal was changed to get as many experts on board 
in across industries in order to generate some sort of saturation (Gambetti et al., 2012) based on scalability 
of the expert panel and the representation of industries within the panel. 
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The expert panel are a combination of consultants and practitioners, where the consultants was 
 important to get into the Delphi panel as well, due to their normally closer understanding of academic 
 aspects and methodological approaches compared to the practitioners. Further within the two categories 
 of experts there are different criteria’s to be met.  


For the practitioners it is important that the knowledge, influence and decision-making spreads 
 wide throughout the company. Further, it is important that the practitioner has a certain amount of years 
 as a background to be able to talk about the evolution of trends and therefor also have an idea of where 
 the market is going and where the focuses are. Similar to Gambetti et al., (2012) criteria of experts being 


“purposely selected according to the criteria of theoretical sampling” (p.664). Further the criteria for the practitioners 
 were, similar to the argumentation from Gambetti et al., (2012) that the impact for key-customer journey 
 related decision are made within the strategical levels of a corporation, whether that be in a customer 
 journey department itself or divided over the organization. Important parameter was for the experts to 
 have a minimum amount of years of experience with working with customer journeys, regardless of how 
 that is implemented in their respective organization.  


As customer journeys as a concept within the managerial aspect of an organization can diversify 
 greatly when it comes to titles there weren’t any specific criteria directly related to the title and position 
 of an expert, but there was a closer look into the responsibilities and familiarity towards the customer 
 journey framework for the experts and thereby a requirement based upon their level of responsibilities 
 within the field and years of experience. The way that the experts were found were through classical 
 recruitment incentive in the sense of pinpointing the companies where customer journeys are a focal 
 point of management incentives and thereby an integrated part of the organizations processes across 
 departments. Meaning, finding experts could then be across departments, where the criteria for being an 
 expert then was defined through the company’s usage of the customer journey framework and the level 
 of responsibilities and years of knowledge the single expert then had within these responsibilities. 


For the consultants the criteria were that they have an academic background and that they consult 
 or work specifically with the field of Customer Journeys. Hence, their title or responsibilities lies within 
 the holisticness of costumer journeys and their knowledge and the input they are given is based upon 
 their experience with their clients.  


In  order  to  balance  the  academic  influence  of  the  data  conducted,  the  literature  review  was 
incorporated more into the usage of data and the discussion of the findings from the interviews was then 
used to generate saturation across fields. For the articles in the literature review it was important, as 
explained earlier, that their knowledge and influence is valued. This is being measured through the peer-
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reviewed literature review. Meaning the academics represented in this study is represented through the 
 literature review and the knowledge input from academics is derived from their publications, which have 
 been reviewed.  


Once saturation in the answers start to appear, similar to the saturation in the literature review 
 process, then the conclusion is made that there are enough experts and therefore data collected for the 
 research process. Closely linked to the way (Stein & Ramaseshan, 2016) is choosing when to stop their 
 semi-structured interviews for their research.  


Out  of  41  contacted  experts  across  21  companies,  17  experts  from  9  different  companies 
 participated to some extent in the Delphi process. Out of the 17 experts, 15 experts from 8 different 
 companies continues into an in-depth interview (See appendix D). 


3.4.1. Questions for the Panel 


Questions  should  be  directly  linked  to  the  research  questions.  “Develop  your  data-collection 
 instruments  with  these  research  questions  at  the  forefront  of  your  thinking”  (Bryman,  2012,  p.  92). 


Meaning the questions presented in the survey and study had a direct link to either the overall research 
 question or the aspects of further investigation determined through the literature review. The survey 
 questions where in that case inspired by Lemon & Verhoef, (2016) and Lilien, (2016) and further specified 
 by  Følstad  &  Kvale's,  (2018)  argumentation  for  more  present  definitions  of  usage  within  customer 
 journeys. For the introductory survey process of the Delphi approach and the semi-structured interview 
 process the development of these were outlined as followed (See appendix B). 


Survey questions and survey design 


For this first round I would like to encourage your creative or passionate side about business and let you 
 know that no answers are wrong, just let the mind flow with the following introductory question: 


1)  What problems are at the top interest for you as a business practitioner at the moment?  
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Now I would like to direct your focus a little and introduce you to the definition on Customer Journeys. 


This is done for an overall consensus of the answers and focus on the questions that I am going to ask. 


Customer Journeys are the complete sum of experiences that customers go through when interacting 
 with  a  company  or  brand  over  time.  Where  customer  experiences  are  defined  through  the  different 
 touchpoints in the pre-purchase, purchase and post-purchase phases of a customer experience.  


And touch points are further defined through Følstad & Kvale, (2018) as “an instance of communication 
 between a customer and a service provider. The touchpoint must meet the following criteria: it must be 
 visible to the customer, that is, if the customer does not encounter it in any way, it is not a touchpoint; it 
 must be a discrete event that can be appointed in time; and it must involve communication or interaction 
 between the customer and a service provider” (p.845). 


Further I would like you to take a closer look into the process model for customer journey and experience 
 defined by Lemon & Verhoef, (2016) 


Based on these definitions and the presented model I would like to ask the following questions: 


1)  In your opinion, given the definition on Customer Journeys, what are the main components 
 (touch points), of the B2B customer journey?  


a.  Classify these components (touch points) in a PRE, DURING and AFTER stage. 


2)  In linkage to the previous questions are there any of these components or stages you would 
define as most important for the customer journey? 
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For  the  semi-structured  interviews  an  interview  guide  was  made  in  consensus  with  Bryman, 
 (2012). Based on the research question, themes were derived in order to cover the aspects within the 
 research question.  


Themes: 


•  End-to-end value proposition 


•  Touchpoints 


•  Customer experience 


•  B2b market customers 


•  How is it (it being the end-to-end customer experience, what I would call Customer Journey) 
 defined amongst practitioners? 


•  Define Value proposition – what do you do/offer? 


•  Define your clients – who is your customer? 


•  Buying experience – and how does that effect the rest of the journey? 


•  Loyalty loop and customer lifecycle.  


•  Competitive advantage – what are the key capabilities  


If we take the assumption that we want to streamline the end-to-end journey and therefor do not 
 want to categorize as much in pre/during/after. We then say all stages are equal as we want each stage 
 to be as influential as the other. But more focus on where do our line of control end and where do we 
 rely on our business partners and suppliers to live up to the service level or brand that we sell to our 
 customers. And how do we ensure that throughout that supplier or partner line our customers do still 
 feel as centered as a customer as if we hadn’t outsourced that specific line of service (touchpoint).  


Themes in flow order: 


•  End-to-end value proposition explained through… 


•  Touchpoints – main components in the customer journey 


•  Define value proposition – what do you do/offer? 


•  Define your clients – who is your customer? In the sense of … 


•  B2B market customers and further… 


•  Loyalty loop and customer life cycle – who are the predominant clients defined? Loyalty or single 
 entry? 


•  Buying experience – and how does that effect the rest of the journey? 
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•  How is the end-to-end customer experience defined amongst practitioners? 


•  Competitive advantage – What are the key capabilities to ensure competitive advantage? 


The questions where then derived from these themes in order to secure an overall and thorough 
 answer to the research question. The questions for the experts where, as followed (appendix C):  


Survey Questions – if not yet answered 


English: What problems are at the top interest for you as a business practitioner at the moment?  


Questions in flow order – English: 


1.  What is your end-to-end value proposition? 


2.  What touchpoints are your clients meeting throughout that value proposition? 


a.  Which of these are the defining ones? 


b.  Which of these are outsourced? 


c.  When it comes to suppliers and partners - Who has the control and how do you determine it? 


3.  Who is your client? 


a.  How do you define your client? 


b.  Loyalty loop and customer lifecycle – are your clients predominantly loyal customers? 


c.  How does the buying experience effect the rest of the customer experience? 


i.  Relational selling as a focus point? 


d.  Does price have an overall dominating effect on the choices made in accordance to design of 
 VP and CJ? 


4.  What measures do you take to ensure a maximized customer experience for your client? 


Stepping out of the perspective of your current role 


5.  Based on your experience/position, how would you define the end-to-end customer journey in a 
 b2b market? 


6.  Based on your experience, what are the key capabilities that makes an enterprise corporation 
 competitive advanced?  


7.  How do multiple participants in the customer journey interact and create an overall experience? 
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 3.5. Grounded theory  


The interviews were semi-transcribed, and the themes were derived equally during the interviews 
 through  notes  (see  appendix  E)  and  later  more  thoroughly  through  the  coding,  done  through  the 
 qualitative data analysis tool NVivo.  


Common themes were then generated and an assessment of how many times the themes are 
 repeated over the course of the experts as well as within the single interview, was done to create statistical 
 data on the themes and their impact on the customer journey in the B2B enterprise market.  


The mental process that goes on while conducting interviews, transcribing interviews and coding 
 the interviews is an analytical mental process on its own. Therefore, it is important to also state, that 
 regardless of how inductive, impartial and unbiased the attempt to analyze the collected data from the 
 interviews, there will automatically be an ongoing analytical process going on in the subconscious level 
 (see appendix F). 


3.5.1. Transcription of the data collected 


The transcribing of data was as previously mentioned due to unforeseen difficulties, given covid-
 19, with the data collection down prioritized in order to maintain a high level of data input rather than a 
 methodologically thorough transcription. Hence, the transcription is done through a maximum number 
 of  quotes  from  the  experts  while  still  giving  the  overall  consensus  of  themes  and  meanings  implied 
 through the questions made so that the transcription is understandable on its own. Meaning throughout 
 the transcription there is an overall interpretation of the interview done while transcribing to generate a 
 better overview over the themes derived from the interview. Thereby said, that the input an answer from 
 the experts gives, are mainly directly quoted. The interpretation throughout the transcription is made to 
 make  an  overall  flow  of  the  transcribed  interview  while  not  transcribing  questions  asked  from  the 
 interviewer (see appendix G). 


Due to the exploratory nature of in-depth interviews, meanings are already explored through the 
 interview and themes are therefore built through the interview and some of the open coding will then 
 represent the axial themes. Meaning, deriving meanings in the in-depth interview already has an analytical 
 process going on, resulting in some of the analytical process going forward being explored to some extent 
 during the interview process. 


3.6. Triangulation 


As the research through multiple sources and methods of data conduction and analysis attempts 
to explore to what extent customer journeys are applicable and the research done on customer journeys 
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are applicable in the B2B market, triangulation is used. That is further emphasized through the discussion 
 of the findings cross-referencing the validity of the findings in the literature and extended relevant and 
 up-to-date expert opinions.  


3.7. Delimitation 


The purpose of this paper is not to do another extensive literature review of the gaps or lacking 
 presence of B2B marketing research in the field. On the contrary it is the aim to broaden the knowledge 
 field and based on the literature review do an exploratory research on customer journeys in the b2b 
 enterprise market. Further a delimitation within the literature review is made based upon recency in the 
 articles used. As the purpose for conducting this review is not based on a historical review over time, but 
 rather to uncover what is recently been in focus.  


It is an addition, not the aim of this research to try and generate or provide an overall definition 
on customer journeys or customer experience in relation to customer journeys. It is merely and only the 
intent  of  this  research  to  provide  the  academic  world  the  knowledge  and  best  practices  of  customer 
journeys in a b2b market. In coherence with that a model might emerge as a visual point of understanding 
when it comes to cross company customer journeys. But no, clear definition nor theorized version of the 
customer journey per se is the aim. 
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