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SUMMARY 

Knowing customers, their needs, preferences 

and requirement is one of the prime objectives 

for any service company. Still, these concepts 

lack emphasis in a B2B environment. This 

research presents results from survey 

conducted with both Norwegian Asset 

Integrity Service providers and their 

customers. Customers’ insights can provide 

useful input to improving business models 

and strategic decision-making to become 

more attractive, competitive and sustainable 

in the market.  
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Preface 

A s se t  In t eg r i t y  i s  a  h a r d co r e  en gi n eer i n g  env i r on m ent ,  l ed  b y ex p e r t s  

an d  ex ce l l en t  en gin ee r s .  M y m o t i v e  fo r  t h i s  r e s ea r ch  was  to  b e  ab l e  t o  

s ee  i t  f r om a  bu s i ne s s  pe r sp ec t iv e .  T he  id ea  fo r  t h i s  r e sea r ch  came  f r om 

yea r s  o f  w o rk i n g  ex p e r i en ce  i n  sev e r a l  A ss e t  In t eg r i t y  p r o j ec t s .  

C om bin in g  en g in eer i n g  s k i l l s  wi t h  b us i n es s  un d e rs t and ing  h e l ps  m ak in g  

b e t t e r  s t r a t eg i c  bu s i n es s  d ec i s i on  th a t ,  i n  mos t  c as es ,  a r e  no t  v e r y w e l l  

u n de r s to od  b y en g i n eer s .  M y s t r on g  b e l i e f  i s  t ha t  kn ow i n g  cu s to mer  

n eeds ,  i n no v a t i ve  bu s i n ess  m od e l s  f o l lo w ed  b y s t r a t eg i e s  a r e  t h e  k ey t o  

p r o f i t ab l e  and  s us t a i n ab l e  A I  b u s i n es s .  

  



  
   
 

7  

 

Abstract 

W it ho u t  su i t ab l e  bu s i n ess  mo d e l  an d  s t ra t eg i e s ,  comp an ie s  h av e  t ou gh  

t im e  s u rv i v i n g  and  s us t a in in g  i n  an y mar k e t .  C us t om er  va lu e  i s  a  co rn e r  

s to n e  i n  mo s t  bu s in e ss e s .  Cu s to m er  need s  a r e  d yn am i c ,  ch an g in g  f rom  

t im e  to  t im e  d ue  t o  d i f f e r en t  r e as on s  (m ark e t ,  p r i c e ,  q ua l i t y  e t c . ) .  T h i s  

r e s ea r ch  a t t em pt s  t o  c ap tu r e  and  id en t i f y cu s t om er  v a lu e  i n  a  Bu s i ne ss -

t o - Bu s i ne ss  ( B2 B)  en v i ro nm ent  f o cu s in g  o n  N or w eg i an  A s se t  In t eg r i t y  

( A I)  S e r v i ce  P ro v i d er  In d u s t r y.  A n  o n l i n e  qu es t i on na i r e  su r v ey i s  

p r ep ar ed  to  co l l e c t  f e ed back  f r om  th e  A I  ex p e r t s  a f f i l i a t ed  wi t h  k ey  

N o r w egi an  s e r v i ce  p r ov id e r s  an d  cus to m er s .  Id en t i f i ed  pe r cep t io n  gaps  

a r e  h i gh l i gh t ed  r e l a t e d  wi th  cus tomer  v a lu e ,  a l i gnm en t ,  m an ag i n g ,  

co mmu ni ca t in g  and  de l i ve r i n g  i t .  M an y i n t e r es t i ng  t r ends  and  

p r e f e r en ces  c an  b e  s een  o n  t h e  u s e  o f  ne t wo r k i n g  chann e l s ,  q u a l i t y ,  p r i c e  

p e r cep t i ons ,  r e l a t i on sh ip  an d  c r ea t i on  o f  v a l u e .  M os t  f i n d i n gs  r e l a t e  t o  

t h e  A I  b u s i ne ss  mo d e l s .  T h i s  s tu d y i s  t h e  on e  o f  t h e  f i r s t  a t t empt s  t o  

ex p l o r e  t h e  con cep t  o f  cu s t om er  v a lu e  and  i t s  u nd e rs t and i n g  in  A I  B2 B 

s cen ar io  an d  can  b e  t ak en  as  b en chm ark  fo r  an y f u tu r e  r esea r ch es .  
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co mp et e  i n  t h e i r  p a r t i cu l a r  m a rk e t s  ( b us i n es s - l ev e l  s t r a t eg y i s  o f t en  

ca l l e d  as  co mp et i t i v e  s t r a t eg y)  ( J o hn so n ,  W hi t t i n gt on ,  R egn e r ,  S cho l e s ,  

&  A n gw in ,  20 14 )  

C us t o mer  i s  a  p a r t y  t ha t  r e ce iv e s  o r  con su m es  p r odu c t s  ( go od s  o r  

s e r v i ces )  an d  h as  t h e  ab i l i t y  t o  ch oo se  b e t w een  d i f f e r en t  p r od u c t s  and  

s up p l i e r s .  In  t h i s  co n t ex t ,  C us tom er  i s  r e f e r r ed  a s  bu ye r  o f  N o rw eg i an  

A s se t  In t eg r i t y  ( A I )  S e r v i ces  an d  P ro du c t s .  

C us t o mer  R el a t ions h ip  Man ag emen t  ( C R M )  i s  t h e  p l an  an d  s ys t em  th a t  

a  b us i n ess  h as  f o r  d ea l i n g  wi t h  cus to mer s  ov e r  a  pe r io d  o f  t im e :  

C us t om er  r e l a t i o nsh ip  m anagem ent  a im s  to  a t t r a c t  and  re t a i n  cus tom ers  

i n  a  co s t -e f f ec t i v e  w a y.  

C us t o mer  S a t i s f a ct i on  i s  a  m easu r e  o f  h o w h ap p y cu s tom ers  f e e l  w hen  

t h ey d o  bu s in e ss  wi th  a  co mp an y.  

C us t o mer  Lo ya l t y  i s  l i ke l i ho od  o f  p r ev i o u s  cus t om ers  t o  con t in u e  to  

b u y f r om  a  sp ec i f i c  o r gan iz a t i on .   

http://www.businessdictionary.com/definition/party.html
http://www.businessdictionary.com/definition/ability.html
http://dictionary.cambridge.org/dictionary/english/plan
http://dictionary.cambridge.org/dictionary/english/system
http://dictionary.cambridge.org/dictionary/english/business
http://dictionary.cambridge.org/dictionary/english/dealing
http://dictionary.cambridge.org/dictionary/english/customer
http://dictionary.cambridge.org/dictionary/english/period
http://dictionary.cambridge.org/dictionary/english/time
http://dictionary.cambridge.org/dictionary/english/relationship
http://dictionary.cambridge.org/dictionary/english/management
http://dictionary.cambridge.org/dictionary/english/aim
http://dictionary.cambridge.org/dictionary/english/attract
http://dictionary.cambridge.org/dictionary/english/retain
http://dictionary.cambridge.org/dictionary/english/customer
http://dictionary.cambridge.org/dictionary/english/cost-effective
http://dictionary.cambridge.org/dictionary/english/measure
http://dictionary.cambridge.org/dictionary/english/customer
http://dictionary.cambridge.org/dictionary/english/feel
http://dictionary.cambridge.org/dictionary/english/business
http://dictionary.cambridge.org/dictionary/english/company
http://www.businessdictionary.com/definition/likelihood.html
http://www.businessdictionary.com/definition/organization.html
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D i vers i f i ca t ion  i n c r ea s i n g  th e  r an ge  o f  p r od u c t s  o r  m a rk e t s  s e rv ed  b y an  

o r gan iz a t io n  ( J o hns on  e t  a l . ,  20 14 ) .   

S erv i ce  i s  a  v a lu ab l e  a c t io n ,  d eed ,  o r  e f f o r t  p e r f o rm ed  t o  s a t i s f y a  n eed  

o r  t o  f u l f i l l  a  d eman d .  A ccor d i n g  to  A m er i can  M ark e t ing  A ss o c i a t i on  

( A M A) ,  S e rv i ce  “ i s  a c t i v i t i e s ,  b en e f i t s  o r  s a t i s f ac t i on s  w h i ch  a r e  o f f e red  

f o r  s a l e ,  o r  a r e  p r ov id ed  i n  con n ec t i on  wi t h  th e  s a l e  o f  go o ds ' '  

S t ra t egy  i s  a  l on g - t e rm d i r ec t i on  o f  an  o r gan iz a t i on .  ( Jo h nso n  e t  a l . ,  

2 0 14 )  

Mo di f i ca t i on  i s  a  com bi n a t i on  o f  a l l  t e chn i ca l ,  admi n i s t ra t i ve  and  

m an agem ent  m easur e s  i n t en d ed  to  chan ge  on e  o r  mo r e  f u n c t i on s  on  a  

u n i t / s ys t em  ( NS -EN 1 33 06 ,  20 10 )  

Qu al i t y  i s  s up e r i o r i t y  o r  ex ce l l en ce  o f  a  p r od u c t  o r  s e rv i ce .  P e rce iv ed  

q u a l i t y  i s  t h e  co nsu m er ' s  j u d gm ent  abo u t  a  p r od u c t ' s  o ver a l l  ex ce l l en ce  

o r  s up e r i o r i t y  ( Ze i th aml ,  1 98 8 ) .  

Qu al i t a t iv e  res earch  i s  m e t ho d  o f  i n qu i r y em p l o ye d  i n  acad emic  

d i s c i p l i n e  l i k e  so c i a l  an d  n a t u r a l  s c i ence s ,  m ar k e t  r es ea r ch  and  bus in ess .   

Qu an t i ta t iv e  re s ea rch  i s  Em pi r i c a l  i n v es t i ga t io ns  m at h em at i ca l  and  

s t a t i s t i c a l  an a l ys i s  t o  d ev e l op  t h eo r i es  and /o r  h yp o th e s i s .  

Su rv eys :  As k in g  qu es t i on s  o f  a  t a r ge t  p op u l a t i on  (o r  a  s am pl e  o f  i t )  and  

an a l yz i n g  t he  r es pon s es  i n  o r d e r  t o  gen e r a t e  i n f o rm at i on .  

Su st a in ab i l i ty  i s  co n cer n ed  w i th  a s se s s i n g  wh i ch  p ro po s ed  s t r a t eg i es  

ad d r es s  t h e  k ey o p p o r t un i t i e s  &  con s t r a in t s  an  o r gan iz a t io n  f aces .  

S erv i ce  and  supp ly  in dus t ry  i n  t h i s  con t ex t  a r e  t h e  co mp an i es  t h a t  

s up p l y o i l -  an d  ga s - r e l a t ed  p r od u c t s  an d  s e rv i ce s  t o  t he  up s t r eam  o i l  and  

ga s  i nd us t r y ( ex c l ud in g  h o t e l ,  t r ans po r t a t io n ,  o f f i c e ,  p ro pe r t y an d  

t e l e comm un i ca t io n  s e r v i ces ) .  

  

http://www.businessdictionary.com/definition/action.html
http://www.businessdictionary.com/definition/deed.html
http://www.businessdictionary.com/definition/need.html
http://www.businessdictionary.com/definition/demand.html
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Structure of  the report  

T h e  r epo r t  i nc lu d es  1 1  ch ap t e r s .  

C hap t er  1 :  In t r o duces  mo t i ve  an d  impo r t an ce  o f  t h e  r es ea r ch  

C hap t er  2 :  P r e s en t s  a  b r i e f  i n t r od u c t i on  t o  No r w eg i an  A s se t  In t eg r i t y  

S e rv i ce  P r ov i d e r  In d us t r y .  I t  a l so  i n c lu d es  cu r r en t  r e f l e c t i on s  o n  o i l  an d  

ga s  ma r k e t  s i t u a t i on  as so c i a t ed  wi th  A s se t  In t eg r i t y  In d u s t r y.  

C hap t er  3 :  P r e s en t s  con cep tu a l  t oo l  fo r  b us in es s  mo d e l i n g  f o r  A I  

S e rv i ce  P ro v i d er  In d us t r y.  

C hap t er  4 :  D escr i be s  m ain  r es ea rch  o b j ec t iv es ,  m et ho do lo g y t h e  

l imi t a t io ns .   

C hap t er  5 :  G i ve s  an  o v er v i ew o f  r e l ev an t  l i t e r a t u r e  c i t ed  d u r in g  t h e  

r e s ea r ch  an d  p r es en t s  a  b r i e f  su mm ary  o f  t h e  l i t e r a t u re  a t  t h e  end  o f  t he  

ch ap t e r .  

C hap t er  6 :  P r es en t s  t h a t  t r end s  an d  p re f e r en ces ,  a s  s een  in  t h e  co l l e c t ed  

d a t a  f rom  b o t h  in du s t r i e s  

C hap t er  7 :  H i gh l i gh t  f i nd i n gs  i n  t e rm o f  con s en su s  an d  pe r cep t io n  gaps  

b e tw een  t h e  tw o  ind us t r i e s  

C hap t er  8 :  Co nc lud es  th e  o u t com e  o f  t h e  r es ea r ch  

C hap t er  9 :  S u gges t s  wh a t  c an  b e  d one  f o r  fu tu r e  r es ea r ch  

C hap t er  1 0  i n c l udes  r e f e r en ces  an d  Ch ap ter  1 1  app end i ce s .   
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1  Introduction 

D u e  to  s qu eez ed  mar g i ns  an d  to u gh  co mp et i t i on  i n  g lo ba l  O i l  and  G as  

( O &G )  s ec t o r ,  t h e  N or w eg i an  A ss e t  In t eg r i t y  ( A I)  S er v i ce  P ro v id e r  

In d u s t r y i s  i n  a  s e r i ou s  “ t ho u gh t  p r oce s s ”  o f  h o w to  su rv iv e  t he  f i e r ce  

co mp et i t i on ,  t h e r eb y b eco min g  mo r e  a t t r a c t i v e  an d  com p et i t i v e  i n  t he  

m ark e t .  T h i s  h as  l ed  m an y o r ga n iz a t io ns  t o  t h in k  “ou t  o f  t h e  box ”  o n  

h o w to  in no v a t e  t h e i r  b us i n es s  m od e l s  t o  c r ea t e  add i t i o n a l  v a lu e  f o r  t h e i r  

C us t om ers .  No r w eg i an  A I  i n du s t r y,  a s  o f  t o d ay,  h eav i ly  r e l i e s  o n  t h e  

O &G  m ar k e t .  Th e  m an agem ent  n eed s  t o  un d e rs t and  C us to m er  v a lu e  t h e i r  

r eq u i r em en t s ,  ex p ec t a t io ns  and  f u t u r e  n eeds .  R ecen t l y ,  i n  t h e  No r w egi an  

m ark e t ,  w e  s ee  m an y m er ge r s ,  fu s io ns  and  acq u i s i t i on s  t o  i n c r eas e  t he  

co mp et i t i v e  s t r en g th ,  su s t a i n ab i l i t y  an d  g r ow th  ( o r gan i c  an d  in o r gan i c ) .  

T h e  o r gan iz a t i on s  th a t  f a i l ed  to  s u r v i ve  m ay f ace  s e r i ous  con s eq u en ces  

l i k e  l o s in g  in com e,  p ro f i t ab i l i t y  an d  ev en  d an ge r  o f  ban k ru p t cy.  A l l  

o r gan iz a t io ns  hav e  m od e l s  and  s t ra t eg i e s ,  i n  s om e  cas es ;  t h e se  evo l ve  

f r om  o r gan iz a t io n a l  cu l t u r e  an d  lo n g  b us in e ss  ex p e r i en ce s .  T h es e  m od e l s  

an d  s t ra t eg i e s  h av e  w o r ke d  w el l  i n  a  goo d  m ar ke t ,  bu t  m ay n eed  a  s econd  

t ho u gh t  t o  co p e  wi th  f l u c t u a t i n g  m ar k e t  ch a l l en ges .  On l y go o d  an d  w el l -

t ho u gh t fu l  b us i n es s  m od e l s  wi l l  s u r v i ve .  T h i s  t h es i s  ex p l o r e s  con cep t  o f  

cu s t om er  v a lu e  in  A s se t  In t eg r i t y  B2 B env i ro nm ent .  Cus t om er  va lu e  i s  a  

c en t r a l  t h em e  i n  any  b u s in e ss  m od e l  an d  can  b e  a  r o adm ap  t o  r o bus t  and  

s us t a in ab l e  b us i n es s  s t r a t eg i es .  I t  i s  im po r t an t  t o  un de r s t and  t h e  A I  

b us in e ss  env i r on m en t  and  cu r r en t  A I  m ark e t  cha l l en ges .    
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2  Norwegian Asset Integrity (AI)  Market  

A s se t  In t eg r i t y  ( A I )  t a s ks  a r e  v i t a l  f o r  r e t a i n i n g  sa f e t y,  p r o du c t iv i t y  an d  

e f f i c i en c y o f  t h e  o f f sh or e  as se t s .  Po o r  i n t eg r i t y  c an  co n t r ib u t e  t o  

co mpl e t e  o r  p a r t i a l  l o s s  o f  a s s e t  r esu l t i n g  i n  en dan ge r i ng  h u m an  l i f e ,  

en v i ro nm ent a l  d amage  an d  h u ge  f in anc i a l  l o s s e s .  A  r ecen t  ex ampl e  i s  t h e  

l o s s  o f  an  o f f sh ore  d r i l l i n g  r i g  i n  20 1 0 ,  M aco nd o  th a t  c aus ed  Br i t i s h  

P e t r o l eu m  ( BP)  Co mp an y ab o u t  1 0  b i l l i o n  €  ( i . e .  84  b i l l i o n  N O K)  

( Wik ip ed i a ,  2 01 7 ) .  Th e  A I  s e r v i ces  a im  to  s a f egu ar d  aga i ns t  s u ch  r i sk s  

an d  un w an t ed  o u t co m es .   

O p e r a t i on  and  M a in t en ance  ( O &M )  i s  a  v i t a l  r o l e  i n  r e t a i n i n g  i n t eg r i t y  

o f  an y a s s e t .  T h ese  ac t i v i t i e s  a r e  a l so  a  m ajo r  con t r ib u t o r  t o  a  p l an t ’ s  

ex p en d i t u r es .  E u rop ean  i nd us t r y s p end s  abo u t  60 0  Bi l l i on  € /  yea r  ( c a .  5  

t r i l l i on  N OK )  m ai n t a i n i n g  t h e i r  i n du s t r i a l  a s s e t s  (M a in t wo r ld ,  20 16 ) .  In  

N o r w ay,  ab ou t  6  B i l l i o n  €  i . e .  c a .  60  B i l l i on  N OK 1 i s  sp en t  on  op e r a t i ng  

8 0  o f f sh o re  f i e ld s  i n  20 16  ( NP D,  2 0 17 b ) .  Ab ou t  3 8%  of  t h e  to t a l  

ex p en d i t u r es  i n  201 6  a nd  44 % in  20 15  re l a t e  t o  O &M  of  t h e  o f f s ho r e  

f a c i l i t i e s  (NP D ,  201 7 b ) .  

N o r w egi an  P e t ro l eu m  S af e t y A u t ho r i t y  ( P S A)  h as  a  v i t a l  ro l e  f o r  

s up e r v i s in g  a l l  o i l  an d  ga s  a c t iv i t i e s  on  th e  N CS.  PS A  h as  imp os ed  a  se t  

o f  r egu l a t io ns  ( i n c lu d i n g  HS E r egu l a t io ns ,  em er genc y r e s p o ns e ,  wo r k in g  

en v i ro nm ent ,  op e r a t io n ,  m ai n t en an ce  e t c . )  f o r  a l l  o f f s hor e  O &G  ass e t  

o w n er s  ( i n c l ud i n g  O &G  op e r a t o r s  and  r i g  o wn e r s ) .  A l l  O&G  com p an i e s  

o p e r a t i n g  i n  N CS  op e r a t e  i n  com pl i an ce  t o  t h e se  r egu l a t ion s  a t  a l l  t im es .  

PS A con du c t s  r egu la r  au d i t s  t o  ens u re  co mpl i an ce  and  f o l lo w  u p  o f  t h e s e  

r egu l a t i on s .  PS A ’s  r u l e s  an d  r egu l a t ion s  a r e  o n e  o f  t h e  m ai n  d r i v e r s  o f  

t h e  i n t eg r i t y  m anagem ent  a c t i v i t i e s .  Ot h er  d r iv e r s  i n c lu d e  cos t ,  

p r od u c t i v i t y  an d  q ua l i t y .  

                                                 
1 T h e  o p e r a t i n g  c o s t  i n c l u d e s  d a y - t o - d a y  o p e r a t i o n  a n d  l a b o u r  c o s t  f o r  a l l  

m a i n t e n a n c e  a n d  m o d i f i c a t i o n s  o n  t h e  a s s e t .  
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2 .1  Norweg ian  AI  Serv ice  Provider  Indus t ry  

N o r w egi an  A I  S e rv i ce  P ro v i d er  In d u s t r y i s  m at u r e ,  o f f e r i n g  th e i r  

s e r v i ces  s in ce  th e  s t a r t  o f  t h e  o i l  ad ven tu r e  i n  No r w ay i n  19 69 .  T he r e  

a r e  s ev e r a l  co mp an i e s  o f f e r in g  h i gh l y co mp et en t  n i ch e  s e r v i ce s  t o  t h e i r  

N o r w egi an  Cu s t omer s .  Cu s to m er  i s  “A  pa r t y  t ha t  r ece i ve s  or  co ns um es  

p ro du c t s  (go od s  or  s e r v i ces )  an d  ha s  th e  a b i l i t y  t o  ch oo s e  b e tw een  

d i f f e r en t  p ro du c t s  a nd  s up p l i er s”  (D i c t i on a r y,  2 01 6 ) .  W i t h  age in g  

o f f sh or e  a s s e t s ,  t he  dem an d  fo r  t h ese  se r v i ces  i s  con t in u ous l y r i s i n g .  

T yp i ca l  A I  S e r v i ces  a re  i n  fo rm  o f  l on g - t e rm con t r ac tu a l  en gagem ent s  

b e tw een  C us tom er  an d  th e  S e rv i ce  P ro v i d er .  M ai n t en an ce ,  M od i f i c a t ion  

an d  Op e r a t io ns  (M M O)  f r am e  ag r eem en t s  r an gi n g  up  t o  6 - 8  yea r s  

d u r a t i on .  Th e  A I  s e r v i ce s ,  i n  gen er a l ,  a r e  d iv id ed  t o  t h e  fo l l ow in g  m aj o r  

c a t ego r i es :  

2 . 1 . 1  O p e r a t i o n s ,  M a i n t e n a n c e  &  I n s p e c t i o n s  

T h es e  a r e  en g in ee r i n g  s e rv i ce s  ( & p ro d uc t s )  t o  op e r a t e ,  ma in t a in  and  

i ns p ec t  o f f sh o r e  as s e t s .  T h i s  i n c l ude  p ro v i s io n  o f  sk i l l ed  w o rk fo r ce  

( m ech an i ca l ,  e l e c t r i c a l  an d  in s t ru m en t  d i s c i p l i n es )  and  r eq u i r ed  t oo l s  t o  

p e r f o r m t h e  w or k .  O f f sh o re  op e r a t i ons  a l so  r equ i r e  s up po r t  f ro m on sh or e  

en g i n ee r in g  d i sc ip l i ne s  t o  f o l l ow u p  d a y- t o -d a y o p e r a t i on s  and  

m ai n t en an ce  co or d in a t io n ,  p l ann i n g  and  ex ecu t io n  o f  i n t en d ed  ac t iv i t i e s .  

A l l  t h es e  s e r v i ces  mu s t  com pl y w i t h  r egu la t o r y r eq u i r em en t s  an d  th e  

C om pan y’ s  O &M  t a r ge t s  ( i n  t e r ms  o f  s a f e t y,  e co n omy,  av a i l ab i l i t y ,  

q u a l i t y  an d  p r od uc t iv i t y) .  C us tom er  b u y o r  h i r e  t h e s e  s e r v i ces  t o  r un  

t h e i r  o f f sh o r e  as s e t  w i th  h i gh  sa f e t y an d  in t eg r i t y .  

2 . 1 . 2  S m a l l - s c a l e  a n d  m e d i u m - s c a l e  m o d i f i c a t i o n  p r o j e c t s  

Sm al l - s ca l e  mo d i f i c a t io ns  in c lu d e  co mp on en t  m ain t en an ce ,  s imp le r  

u p gr ad es  and  n ecess a r y  r ep a i r s  ( s uch  a s  c l e an i n g  an d  r e fu r b i sh i n g  e t c . ) .  

T h es e  s e rv i ces  a l so  r eq u i r e  on sh o re  en g in ee r i n g  s up po r t  i n  f o rm  o f  

p r o cu r em en t ,  l o g i s t i c s  and  co o rd i n a t i on  e t c .  T h e  e con omic  s ca l e  o f  t he s e  

m od i f i ca t i ons  d ep en ds  o n  th e  s co p e  an d  com pl ex i t y o f  t h e  u p gr ad es .  

C us t om er s  bu y o r  h i r e  t h es e  s e r v i ces  t o  p e r f o rm  s a f e  an d  co s t  e f fec t iv e  

http://www.businessdictionary.com/definition/party.html
http://www.businessdictionary.com/definition/ability.html
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u p gr ad es  to  t h e i r  a s s e t ,  i n  com pl i an ce  w i th  r egu l a t o r y r eq u i r em en t  an d  

co mp an y t a r ge t s .  

2 . 1 . 3  L a r g e r  m o d i f i c a t i o n  p r o j e c t s  a n d  f i e l d  d e v e l o p m e n t  

S om e mo di f i c a t i on  jo bs  a r e  mo r e  comp l ex  r equ i r in g  ex t en s i v e  p l an n i n g  

p r io r  t o  t he  ex ecu t io n .  S u ch  m od i f i ca t i on s  m a y  r equ i r e  h un d r ed s  o f  

r e s ou r ces  a t  a  t i m e  r e s u l t i n g  i n  mul t i -b i l l i on  p r o j ec t s .  S u ch  p r o j ec t s  a r e  

u su a l l y m a j o r  r ev enu e  gen e r a to r  f o r  t h e  A I  S e r v i ce  P ro v i d er  

o r gan iz a t io n s .  Such  mo di f i c a t i on s  m a y a l s o  n eed  n ew  co n cep t  

d ev e l opm ent ,  d e s i gn  an d  f eas i b i l i t y  s tu d i e s  (k no w n as  FE E D i . e .  F ron t  

E n d  E n g in ee r in g  Des i g n)  p r i o r  t o  t h e  ex ecu t i on .  Du e  t o  co mpl ex i t y and  

s ca l e  o f  t h e  s co p e ,  t h es e  s e rv i ce s  m ay i n c lu d e  en g in ee r i ng ,  f ab r i c a t i on ,  

co ns t r u c t i on  and  i ns t a l l a t i on  ac t i v i t i e s  (k no w n as  EPC IC  i . e .  

E n g in ee r i n g ,  P ro cu r em en t ,  Co ns t ru c t i on ,  In s t a l l a t i on  and  

C omm iss io n i n g  co n t r ac t s ) .  D ep en d in g  o n  t he  s i z e  and  co mp e t en ces  o f  an  

A I  S e rv i ce  p r ov i de r ,  t h e r e  m ay b e  a  n eed  f o r  a l l i an ce  wi th  ex t e rn a l  

s up p l i e r s  ( s ub -s upp l i e r s )  and  equ ipmen t  m anu f ac t u r e r s .  C us tom er s  b u y 

t h es e  s e rv i ce s  t o  pe r f o rm  l a r ge r  u p grad es  to  t h e i r  a s s e t ,  i n  com pl i an ce  

w i t h  r egu l a t o r y r equ i rem en t  and  com pan y t a r ge t s .  So me  gen e r a l  r e as on s ,  

w h y C us tom er s  h i re  t h e  A I  s e r v i ce s  i nc l ud e :  

  C om pl ex  p r ob l em  so lv in g  

  G et t i n g  ex p e r t s  t o  d o  th e  jo b  wi th  h i gh  s a f e t y  i n t eg r i t y  an d  qu a l i t y  

  C om pens a t in g  th e  l a ck  o f  i n t e r n a l  c apac i t y o r  comp e ten ces  an d  

  Lo w er  co s t s  (o u t so u r c in g  vs .  d ev e lop in g  in -h ou s e  comp e t en ces )  

e t c .  

2 . 2  O & G M a r k e t  C h a l l e n g e s  

E con om ic  r eces s i on s  an d  f in an c i a l  c r i s i s  h as  s t ru ck  b us i n es s  t h e  wo r ld  

i n  t he  p as t  an d  w i l l  con t in u e  to  d o  so  i n  t h e  f u t u r e .  An  ex ampl e  i s  t h e  

f i nan c i a l  c r i s i s  o f  2 00 7 -2 00 8 ,  a l so  k n ow n  as  g lo b a l  f i n an c i a l  c r i s i s  

( Wik ip ed i a  2 01 7 ) ,  s t a r t ed  f r om co l l apse  o f  b an ks  h i t t i n g  ho us in g  m ark e t ,  

s l o wi n g  d ow n econo mi c  g r o wt h  r es u l t i n g  i n  m i l l i on s  o f  l o s t  j ob s .  T h e  
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co u rs e  o f  O &G bu s i n es s  i s  k no w n as  ro l l e r  coa s t e r  r i d e ,  r e ach i n g  s t e ep  

h e i gh t s ,  sh a rp  t u rns  an d  d eep  d i v es .  F i gu r e  1  sh o ws  g lo b a l  o i l  p r i c e  

v a r i a t i o n  in  p a s t  5  yea r s .   

N o r w ay i s  8 th  l a r ge s t  ex p or t e r  o f  c r ud e  o i l  and  3 r d  l a r ge s t  G as  ex po r t e r  

( N PD ,  2 01 7 a ) .  T he  ex po r t  o f  o i l  co n t r i bu t es  t o  2 %  o f  g lo b a l  o i l  

co ns um pt i on  wh e r ea s  t h e  ex po r t  ga s  f u l f i l l s  u p  to  20 % o f  EU ’ s  gas  

d em an ds .  

 

Fi g ure  1 .  Oi l  p r i ces  p a s t  5  yea r s  (S our ce :  h t t ps : / / i n ves t o r . dn .n o )  

T h e  No r w eg i an  O&G  in du s t r y i s  a  ma jo r  con t r ib u to r  t o  cou n t r y’ s  

e co no m y.  N o r w eg ian  P e t r o l eu m Di r ec t o r a t e  c on f i rm s  th a t  t h i s  i s  t h e  

l a r ge s t  bu s in e ss  s ec t o r  i n  t e rms  o f  va l u e  ad d ed ,  gov e rnm en t  r ev enu e ,  

i nv es tm en t s  an d  ex po r t  v a lu e  ( NPD ,  2 01 6 ) .  In  2 015  O &G s ec t o r  

gen e r a t ed  ab ou t  18  b i l l i on  €  ≈  1 69  b i l l i on  NO K  (H au gan ,  2 01 7 ) .  O i l  

p r i c e s  h i t t i n g  do wn  to  $3 0  p e r  b a r r e l  pu sh ed  th e  O &G i nd us t r y  t o  i t s  

l imi t s .  T h i s  l ed  to  m aj o r  r es t r uc tu r i n g  and  re f o rms  in  b o t h  S e rv i ce  

p r ov id e r s ’  an d  Op e r a t o r s ’  o r gan iz a t io n s .  Th e  w ho l e  i n du s t r y i s  

u n de r go in g  a  l o t  o f  o r gan iz a t i on a l  and  man agement  ch an ges .  In  N o rw a y,  

s e r v i ce s  and  s up p l i e r  i n du s t r y ( i n  gen e r a l )  i s  s eco nd - l a r ge s t  i n dus t r y  

i n c lu d i n g  m o re  t h an  11 00  co mp an i es  ( N PD ,  2 01 7c ) .  A mo n g  th es e  1 100  

co mp an i es ,  m os t  r e l a t e  d i r ec t l y  o r  i n d i r ec t l y  t o  t he  O &G i nd us t r y.  

  

https://investor.dn.no/
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3  AI Service  Providers’  Business  Model  

M os t  o r gan iz a t io ns  h av e  a  ( f o r m al  o r  i n f o rm al )  m od e l  o f  d o i n g  b us i n es s  

b a s ed  o n  w hi ch  s t r a t eg i c  d ec i s io ns  a re  b as ed .  In  t h i s  t he s i s ,  t h es e  a r e  

r e f e r r ed  to  as  a  “B us in e ss  Mo d e l ”  ( BM) ,  and  “B us in es s - l eve l  S t r a t eg ie s ” .  

BM  i s  “a  co n cep t ua l  t oo l  co n t a i n in g  a  s e t  o f  o b j ec t s ,  con cep t s  a nd  t he i r  

r e la t io ns h ip s  w i t h  t h e  o b j ec t i v e  t o  e xp r ess  t h e  b us ine s s  l og i c  o f  a  

s p ec i f i c  f i r m ”  ( Os te r w a ld e r ,  P i gn eu r ,  &  T u cc i ,  20 05 ) .  Wh er eas  s t r a t eg y,  

i s  a  l on g - t e r m d i rec t i on  o f  an  o r gan iz a t i on  ( J oh nso n  e t  a l . ,  2 01 4 ) .  

B u s in e ss  M od e l  d esc r ib e s  ho w  an  o r gan iz a t i on  m an ages  in com e  an d  cos t  

o f  i t s  a c t iv i t i e s  w h e r eas  bu s in e ss - l e ve l  s t r a t eg y  de s c r i be s  h o w  an  

i nd iv i du a l  b us i n ess  com p et es  i n  i t s  p a r t i cu l a r  m ar k e t  ( J oh ns on  e t  a l . ,  

2 0 14 ) .  I t  i s  a  con cep tu a l ,  r a th e r  t h an  f in an c i a l ,  mo d e l  o f  an y b u s in e ss  

( T eece ,  2 01 0 ) .  Bu s i n ess  m od e l s  a re  mo r e  gen e r i c ,  co up l in g  m an y 

b us in e ss  e l em en t s  t o ge t h er .   

Lev i t t  (1 96 0 ) ,  i n  h i s  ex ce l l en t  a r t i c l e ,  p r e s en t e d  t he  v i ew o f  i n du s t r y a s  

a  cu s to mer - sa t i s f yi n g  p r o ce ss ,  n o t  a  go o ds - p ro du c i n g  p r o ce ss  t ha t  i s  

v i t a l  fo r  a l l  b us i n ess p e rs ons  to  un de r s t an d .  I t  s t a r t s  wi th  cu s t om er  n eed s ,  

n o t  pa t en t  an d  r aw  m at e r i a l  o r  s e l l i n g  s k i l l s .  T he  i nd us t r y d ev e lo ps  

b ack war ds ,  a cco rd i n g  to  cu s t om er  n eeds ,  b y d e l iv e r i n g  cus t om er  

s a t i s f ac t i on  and  c rea t i n g  t h e  th in gs  b y w h i ch  th e se  s a t i s f ac t i on s  a re  

a ch iev ed  ( Lev i t t ,  1 96 0 ) .  Th e  b us in e ss  s t r a t eg y  s e l ec t ed  b y an  

o r gan iz a t io n  s ho u ld  m ee t  bo th  p ro f i t ab i l i t y  t a r ge t s  a s  w e l l  a s  cus t om er  

r eq u i r em en t s .   

In  t h i s  t h es i s ,  t h e  A I  S e rv i ce  i nd us t r y i s  co ns i d e r ed  a s  a  cu s to m er -

s a t i s f yi n g  in du s t r y .  To  i nv es t i ga t e  t h e  bu s in e ss  m od e l  o f  A I  S e rv i ce  

P ro v i d er  i n du s t r y,  b us in e ss  m od e l  canv as  p r op os ed  b y O s t e r w al d er  and  

P i gn eu r  ( 2 01 0)  i s  u s ed .  Th e  r eas on  fo r  s e l ec t i n g  O s t e rw a ld e r  bu s in e ss  

c an v as  i s  i t s  v i su a l  r ep r es en t a t i on ,  ea s e  o f  u s e ,  co ncep t u a l  mo d e l l i n g  

p r o cess e s  and  fo cus  on  Cu s t om ers .  Wh i ch  i s  qu i t e  r e l evan t  i n  t he  cas e  o f  

A I  S e rv i ce  P ro v i d er  In d u s t r y.  Bas ed  on  t h e  ow n  ex p e r i ence  w or k i n g  in  

A I  o r gan iz a t io n  and  r es ea rch ,  t he  gene r i c  bu s in e ss  mo d e l  f o r  A I  S e rv i ce  
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P ro v i d er  i s  p ro v id ed  in  F i gu r e  2 .  T h e  bu s i n ess  mo d e l  fo r  i s  b as ed  m ark e t  

r e s ea r ch  an d  ow n  ex p e r i en ce  f r om  AI  S e r v i ce  P r ov id e r  In d u s t r y .  T h i s  

ex p r es s e s  a  gen er i c  co ncep t u a l  “a s - i s ”  Mo d e l ,  and  no t  t o  b e  

m is un de r s to od  a s  r ep r es en t a t i v e  fo r  a  s in g l e  A I  S e rv i ce  P ro v id e r .  

H o w ev e r ,  t h e  co ncep t  i s  o p en  and  can  be  ad op t ed  b y an y  A I  o r gan iz a t io n ,  

w h om ev e r  f i n ds  i t  r e l ev an t  and  i n t e r es t in g .  
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Fi g ure  2 .  G en e r i c  A s se t  In t eg r i t y  S e rv i ce  P r ov i d er s ’  Bus in e ss  Mo d e l 2 

                                                 
2 B u s i n e s s  m o d e l  c a n v a s  t e m p l a t e  t a k e n  f r o m  ( O s t e r w a l d e r  & P i g n e u r ,  2 0 1 0 )  

Key 

Partners:

 Suppliers & 

equipment 

manufacturers

 Recruiting agencies   

(headhunter) 

 Local universities/

research institutes

 Industry ventures

 Other partners 

(workshops, 

warehouse etc.)

Costs

 Infrastructure cost (Digital and physical)

 Salaries (Engineers + management)

 Marketing and Advertisement etc.

 R&D

 Training and development

 Other costs (IT support and other facilities etc.)

Revenue 

 Sales of AI Services & Products

 Consultancy

 Project bonus (Targets)

Key Activities

 Asset Integrity 

Services & 

Products

 Consultancy

 Other engineering 

services (project 

management etc.

 MMO Services

Value 

Proposition

 Cost and risk 

   reducing solutions

 Compliance with 

   regulations

 Maintain safety, 

quality and integrity of 

the asset

 Complex problems

 Environmental and 

energy friendly 

solutions

Customer 

Segments

 O&G Operators 

(Offshore/Onshore)

 Land-based Industries 

(other than O&G)

 Niche market 

  (specialized, supplier-

  buyer relationship)

Key Resources

 Human 

resources

 Asset Integrity tools

 Infrastructure 

(building)

Customer 

Relationship

 Customer-

oriented management

 Customer services 

 Direct Access to 

Engineeirng teams

Channels

 Internet

marketing

  Sales force

 Conferences & local 

seminars

 Customer satisfaction 

surveys & feedback

 Newspaper & media
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T h e  Os t e r w al de r ’ s  bus in e ss  m od e l  can v as  comp r i s es  o f  n in e  bu i ld i n g  

b lo cks .  T h i s  con cep t  f o cu s es  o n  d e l ive r in g  an d  m an ag i n g  v a lu e  c rea t io n  

an d  p ro po s i t i o n  in  t h e  A I  B2 B en v i ro nm ent .  F in an c ia l  p a r t  (R ev enu e  and  

co s t ) ,  com p et en ces  an d  i n f r a s t ru c tu r e  ( K e y R eso ur ce s )  a re  n o t  i n c l ud ed  

a t  t h i s  s t age  o f  t he  r e s ea r ch .  T h e  r ea s on  b e in g  f ocus  o f  r es ea r ch  o n  

C us t om er  v a l ue  and  no t  p r o f i t a b i l i t y .  

B r i e f  d es c r i p t i on  o f  9  bu i ld i n g  b lo ck s  in  a  b us i n es s  m ode l  i s  a s  f o l l ow s  

( O s t e r w ald e r  & P i gn eu r ,  2 01 0 ) :  

1 .  Key  Pa r tn ers  d e s c r i be  th e  n e t wo r k  o f  su pp l i e r s  an d  p a r tn e r s  t ha t  

m ak e  th e  b us in es s  m od e l  w or k .  In  A I  b us in e ss ,  t h e  s e rv i ce  p r ov i d er  

m a y e s t ab l i sh  s t r a t eg i c  pa r tn e r s h ip s  and  a l l i an ce s ,  wi th  t h i r d  

p a r t i e s ,  t o  com p ens a t e  an y l a ck  o f  co mp et en ces  ( o r  f a c i l i t i e s )  o r  

r e s ou r ces .   

2 .  Key  A ct iv i t i e s  d es c r i be s  t h e  mos t  i mp or t an t  t h i n gs  a  compan y m us t  

p e r f o r m  t o  m ak e  i t s  b us i n es s  m od e l  w o r k .  K ey ac t i v i t i e s  f o r  A I  

S e rv i ce  P ro v i d er  a r e  m ai n l y en g i n eer in g  s e r v i ces  s uch  a s  

co ns u l t an cy  an d  MM O  s e rv i ce s  and  p ro d uc t s .  

3 .  V a lu e  Pro pos i t ions  d es c r i b es  t h e  bu nd l e  o f  p r od u c t s  and  s e r v i ces  

t h a t  c r ea t e  v a l u e  f o r  a  s p ec i f i c  C us t om er  S egment .  AI  S e r v i ce  

p r ov id e r  d e l iv e r  va l u e  i n  t e rms  o f  co s t  an d  r i sk  r ed u c in g  so lu t io ns ,  

co mpl i an ce  wi t h  regu l a t io ns ,  m ai n t a i n i n g  sa f e t y i n t egr i t y  an d  

q u a l i t y  b y s o l v i n g  C us t om er ’ s  com pl ex  t e chn i ca l  p r ob lem s .  

4 .  C us t o mer  R ela t i on sh ip  d es cr ib es  t h e  t yp es  o f  r e l a t i o ns h i ps  a  

co mp an y e s t ab l i she s  wi t h  s p ec i f i c  Cu s t om er  S egm ent .  C us t om er  

h a s  a  ke y r o l e  i n  A I  S e rv i ce  P ro v i d er  i nd us t r y.  A I  S e r v i ces  In d u s t r y  

f o cus  on  be in g  h i gh l y cu s t om er -o r i en t ed  and  a i ms  t o  k eep  a  s t ro n g  

r e l a t i on sh ip  w i th  th e i r  Cu s t om ers .  I t  r eq u i r es  e f fo r t s  f rom  

m an agem ent  a s  we l l  a s  en gi n eer in g  t ea m s  wo rk in g  on  a s s i gn ed  A I  

p r o j ec t s .  
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5 .  C han ne l s  d es c r i b es  ho w a  comp an y co m mu ni ca t es  wi th  and  r each es  

i t s  C us t om er  S egmen t s  t o  d e l iv e r  a  Va l u e  P r op os i t i on .  Th es e  a r e  

“C us to m er  to u ch  po in t s”  a r e  v i t a l  l i f e l i n e  fo r  AI  S e r v i ce  

P ro v i d er s .  A I  S e rv i ce  P ro v i d er s  u s e  d i f f e r en t  m eans  to  r each  th e i r  

C us t om ers  i n c l ud in g  e - ch ann e l s  ( i . e .  Wo r l d  Wid e  W eb ,  w ww ) ,  

d i rec t  s a l es / m ar k e t in g  m ee t in gs ,  s em in a rs ,  adv e r t i s em en t s  an d  

C us t om er  s a t i s fac t io n  su r v eys  e t c .  

6 .  C us t o mer  Seg ment  d e f in es  t he  d i f fe r en t  g r ou ps  o f  peo p l e  o r  

o r gan iz a t io n  an  en t e r p r i se  a i ms  t o  r e ach  an d  s e rv e .  Fo r  mos t  

N o r w egi an  A I  S e rv i ce  P r ov id e rs ,  m a in  cus t om er  s egm en t  i n c lu d es  

o f f sh or e  O &G Ope r a to r s .  S om e m ay h av e  cus tom ers  i n  o th e r  

m a rk e t s  i nc lu d i n g  l and -b as ed  i nd us t r i e s ,  m an uf ac tu r i n g  e t c .  Th i s  

b u i ld i n g  b lo ck  ha s  a  l im i t ed  fo cu s  th ro u gh ou t  t h i s  r es ea rch .  

7 .  Key  R es ou rces 3 d es c r i b es  t h e  mo s t  im po r t an t  a s se t s  r eq u i r ed  to  

m ak e  a  bus in e ss  mod e l  wo rk .  C om p et en t  s t a f f ,  t oo l s  ( app l i c a t io ns )  

an d  in f r as t r u c tu r e  e t c .  

8 .  R ev enu e 3  r ep re s en t s  t h e  ca sh  a  com p an y gen e r a t es  f r o m each  

C us t om er  Segm ent  b y s e l l i n g  t h e i r  s e rv i ces  and  p r od u c t s .  

9 .  C o st s 3  d es c r i be s  a l l  co s t s  i n cu r r ed  to  o p e r a t e  a  b us i n es s  m od e l .  I t  

i n c lu d es  a l l  cos t  su ch  a s  s a l a r i e s ,  ad mi n i s t r a t i o n ,  m anagem ent ,  

f a c i l i t i e s ,  t r a in i n g ,  R es ea rch  and  D ev e l op ment  (R &D )  e t c .  t h a t  a r e  

r e q u i r ed  to  p e r fo r m k ey ac t i v i t i e s .   

A I  b u s i n ess  i s  h eav i l y r e l yi n g  o n  th e  C us t om ers .  Id en t i f yi n g  C u s t om er  

v a lu e  d e l iv e r i n g  an d  m an ag i n g  i t ,  a re  k e y t o  a  su s t a i nab l e  bu s i ne ss .  

H i gh e r  Cu s t om er -o r i en t a t io n  i s  r eq u i r ed  f o r  f u t u r e  g r o w th  and  

d ev e l opm ent  o f  new  p r od u c t s  o r  s e r v i ce s .  Ch a l l en ges  r e l a t e d  wi th  

cu s t om er  v a lu e  in c lu d e  q u a l i t y  i s s u es ,  p r i c in g ,  mi s un d e rs t and in g ,  

co mmu ni ca t io n  gap ,  mi s i n t e rp r e t a t ion  o f  r equ i r em en t s ,  mi s a l i gn men t  

e t c .  Mo s t  o f  t h es e  i s su e s  d i r ec t l y  r e l a t e  t o  t h e  b u i l d i n g  b lo ck s  o f  t he  

                                                 
3 N o t  i n c l u d e d  i n  s c o p e  o f  t h e  r e s e a r c h .  
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gen e r i c  bu s in e ss  mo d e l  p r es en t ed  i n  F i gu r e  2 .  A  bu s i nes s  r es ea r ch  i s  

r eq u i r ed  to  ex p l o r e  t h e se  i s s u es  i n  com pl ex  A I  B2 B env i r o nm en t .     
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4  Research objectives ,  methodology and l imitations  

Id en t i f yi n g  cus tomer s  an d  th e i r  r eq u i r em en t s ,  a cqu i r ing  i n fo rm a t io n  

ab ou t  ho w  th ey ex pe r i en ce  th e  s e rv i ces  ( an d  p r od u c t s ) ,  c ap tu r i n g  g r ow th  

o p po r t un i t i e s  an d  d ev e l op i n g  s t r on g  r e l a t i on sh ip  m ay r eq u i r e  i n  d ep th  

r e s ea r ch .  S u ccess f u l  bu s in e ss es  dep end  o n  go od  r e s ea r ch  and  

i n t e rp r e t a t io n  o f  em pi r i c a l  ev id ence .  In  a  B2 B  co n t ex t ,  u nd e rs t an d in g  

co mpl ex  t h i n gs  t h ro u gh  so c i a l  i n t e rac t i on  o r  hum an  beh av i o r  i s  n o t  e a s y.  

Wi t ho u t  empi r i c a l  s c i en t i f i c  ap p ro ach  to  d ev e lo p  k no w led ge ,  o u r  

u n de r s t an d i n g  wi l l  b e  i n com pl e t e  (W eath in g to n ,  C un n i n gham,  & 

P i t t en ge r ,  2 01 2 ) .  Bu s i n ess  r es ea r ch  n eed s  c l ea r  pu r po se ,  o b j ec t iv es  and  

m et ho do lo g i es  t o  so lv e  t h e  m ar k e t  cha l l en ges .  N ex t  s ec t i on  de f in es  t h e  

m ai n  ob j ec t i v es  o f  t h e  A I  b u s in e ss  r e sea r ch .  

4 . 1  R e s e a r c h  o bj e c t iv e s  

T h e  pu rp os e  o f  t h i s  s tu d y  i s  t o  con t r i bu t e  t o  t he  in c r eas ed  un d er s t an d i n g  

an d  p r ac t i c a l  i mp l i ca t i on  o f  bu s in e ss  m od e l  f o r  A I  S e r v i ce  P r ov id e r  i n  a  

B2 B en v i ro nm en t .  I t  a t t empt s  t o  i d en t i f y o p po r tu n i t i e s  i n  t h i s  b us i n ess  

m od e l  t o  c r ea t e ,  i d en t i f y an d  cap t u re  v a lu e  t o  b ecome  comp e t i t i v e  

en ab l i n g  a  m o re  s us t a in ab l e  g r o wt h .  H i gh e r  pe r ce i v ed  va l u e  i s  e s s en t i a l  

t o  ach i ev e  ex ce l l en ce  i n  t h e  A I  m ar k e t .  Fo l l o win g  a r e  m ai n  re s ea r ch  

q u es t io ns  th a t  t h i s  r e s ea r ch  s eek s  t o  an s w er ,  r e l a t ed  t o  d i f f e r en t  bu i ld in g  

b lo cks  o f  t h e  gen er i c  A I  Bu s in e ss  m ode l ,  p r es en t ed  i n  F i gu r e  2 ,  S ec t i o n  

3 .  

V a lu e  p ropo s i t io n :  

1 .  H o w  t h e  k no wl ed ge  ab ou t  cus tom er  v a lu e  us ed  b y A I  S e rv i ce  

p r ov id e r  t o  b eco m e mo r e  com p et i t i v e ,  s us t a in ab l e  and  e f f i c i en t ?  

2 .  H o w  t o  a s s es s  cus tom er  v a l u e  p e r cep t ion  in  an  A I  B2 B en v i r o nm en t  

i . e .  t h e  w o r th  o f  A I  P r od u c t s  an d  s e rv i ce s  i n  t h e  e ye  o f  Cu s t omer ?   

3 .  A r e  C us t om er ’ s  v a lu e s  a l i gn ed  w i th  t he i r  A I  S e r v i ce  P r ov i d er s?   

 

 

 



 
 

 

2 5  

 

C us t o mer  R e la t i ons h ip :  

4 .  H o w wi l l i n g  a r e  b o t h  i nd us t r i e s  i n  co -c r ea t in g  va lue?  (Wi t h  

s up po r t  f ro m  th e  th i rd  p a r t i e s ,  e . g .  s e r v i ce  p r ov id e rs ,  su p p l i e r s ,  

s ub - su pp l i e r s ,  co mp e t i t o r s  e t c . ) ?  

5 .  Is  t h e  A I  S e r v i ce  p r ov i d e r  i n du s t r y cu s t om er -o r i en t ed?  i . e .  

C us t om ers  a r e  cons id e r ed  a s  a  k e y a s s e t ,  t h e i r  v a l u es  i n t eg r a t ed  

w i t h  r es t  o f  t h e  bu s i n es s  m od e l .  

6 .  Wh at  a r e  t h e  gap s  b e tw een  t h e  t wo  bus in e ss es  ( i n  t e rm s  o f  qu a l i t y  

&  p r i ce  p e r cep t io n ,  i nn ov a t io n  and  co mm uni ca t io n  i n  l o n g - t e rm 

r e l a t i on sh ip  e t c . ) ?  

C han ne l s :  

7 .  Wh at  a r e  t h e  p r e f e rab l e  e - ch ann e l s  Cus to mer s  w an t  t o  b e  r each ed?  

8 .  H o w w el l  t h e  Cus tom ers  a re  awa r e  o f  A I  m ar ke t?  

M os t  o f  t h e  re s ea rch  qu es t io ns  a r e  no t  n ew to  t he  A I  Se r v i ce  P ro v i d er  

In d u s t r y.  H o w ev e r ,  t h e r e  i s  a  l a ck  o f  any  i n du s t r y- w i d e  b us i n es s  r e s ea r ch  

ad d r es s in g  th e s e  co n cep t s .  Th e  bu s ine s s  r e s ea r ch  m eth od  ado p t ed  f o r  

co nd u c t i n g  t h e  r es ea r ch  i s  d e s c r ib e  in  n ex t  s ec t i on .  

4 . 2  R e s e a r c h  Me t h od o l o g y  

Bu s i n es s  r es ea r ch  p r o cess  i n  r e a l  w or l d  i s  d yn am i c ,  m ul t i -d i m en s io na l  

an d  n on - l in ea r  p r oce s s  ( G r een e r  &  Mar t e l l i ,  20 15 ) .  I t  i s  s tu d y i n  w h i ch  

b us in e ss  d a t a  i s  co l l e c t ed  and  an a l yz ed  t o  p r ov id e  in pu t  t o  t h e  d ec i s i on  

m ak er s .  Go od  bu s in e ss  dep en ds  on  go o d  r es ea r ch  and  th os e  wh o  k no w 

h o w to  in t e r p r e t  t h e  em pi r i c a l  ev i d en ce  (Wea th i n g to n  e t  a l . ,  20 12 ) .  

A s se s s men t  o f  v a lu e  i s  no t  po ss i b l e  w i t ho u t  ga t h e r in g  em pi r i c a l  d a t a .  

Fo r  t h i s  pu r po s e ,  a  q u es t io nn a i r e  su r v ey  i s  s e l ec t ed  t o  co l l e c t  i n pu t  f r om 

A I  S e r v i ce  P r ov ide r  In d u s t r y an d  C us t om ers ’  p e r cep t io n  abo u t  t he  

r e ce iv ed  s e rv i ce s  ( an d  p r od uc t s ) .  T he  em pi r i c a l  da t a  i s  im po r t an t  t o  

u n de r s t an d  i nd i v i du a l  p r e f e r en ces  ( as  s een  i n  ex p er t s  f ro m i nd i v i du a l  

i nd us t r y)  an d  t o  h i gh l i gh t  an y p e r cep t io n - gap s  b e tw een  t h e  two  

i nd us t r i e s .  Su ch  i n fo r ma t i on  can  p ro v id e  q u i t e  us e fu l  i npu t  fo r  s t r a t eg i c  

b us in e ss  d ec i s io ns .   
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F i gu r e  3  s ho ws  t h e  b us i n es s  r es ea r ch  p r o cess  ad op t ed  i n  t h i s  r e s ea r ch  

s tu d y.  

 

Fi g ure  3 .  Bus in e ss  R es ea rch  P r o ces s 4 

L i b r a r y r e s o u r ce s  f r o m Uni v e rs i t y  o f  S t av an ge r  (C re sp o  M ár qu ez  e t  a l . ) ,  

b o oks ,  r e l evan t  co mp end i um  m at e r i a l  f r om EM BA s tu d i e s ,  i n t e r n e t  

s ea r ch  and  go o gl e  s cho la r  a r e  a  p r im e  so ur ce  fo r  l i t e r a tu r e  sea r ch .  

Ex p lo r a t o r y r e s ea rch  i s  n ece ss a r y t o  i d en t i f y an d  c l a r i f y t h e  p r ob l em 

a r ea .  Th e  r e s ea r ch  s t a r t ed  w i th  a  l i t e r a tu r e  r ev i ew  t o  u n de r s t an d  t he  

i s s u es  wi t h i n  th e  a r ea  o f  i n t e r es t .  To  ex p l o r e  re s ea r ch  ob jec t iv e s ,  

d e s c r ip t iv e  r e sea r ch  w as  ad op ted .  D ue  t o  l a ck  o f  ava i l ab l e  l i t e r a tu r e ,  a  

s u rv e y t a r ge t i n g  A I  S e r v i ce  P r ov id e r s  and  t h e  Cus to mer s  ( O &G 

O p e r a t o r s )  i s  r equ i r ed  (Q u a l i t a t i v e  r esea r ch  m eth od ) .   

A  Q u es t io nn a i r e  i nc l ud es  qu es t i on s  as k i n g  “wh o ” ,  “wh a t ” ,  “ho w ”  an d  

“h o w mu ch”  t yp e  q u e r i e s .  Th e  q u es t ion s  a r e  fo cus i n g  on  co n t em po r a r y  

ev en t s  t h e r e fo r e  e l em en t s  f r om  cas e  s tu d y r e s ea r ch  we r e  u t i l i z ed  in  

p e r f o r min g  th e  r e sea r ch  ( Yi n ,  2 00 3 ) .  T wo  s ep a r a t e  q u es t io n na i r e  we re  

p r ep ar ed ,  t a r ge t i n g  bo th  p a r t i e s  i n  v a lu e  c r ea t io n  p r o cess  i . e .  A I  S e r v i ce  

P ro v i d er s  an d  C us to m er s  ( O &G O p e r a t o r ) .  Qu es t i on n a i r e  d e s i gn  i s  b as ed  

o n  th e  c i t ed  l i t e ra tu r e ,  ex p e r i en ce  an d  p e rs on a l  i n f e r en ce .   

                                                 
4 A d a p t e d  f r o m  ( G r e e n e r  & M a r t e l l i ,  2 0 1 5 )  
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4 . 2 . 1  Q u e s t i o n n a i r e  d e s i g n  

T h e  d e s i gn  o f  t he  q u es t io nn a i r e  i s  s ho w n  in  F i gu re  4 .  C omp l e t e  

q u es t io nn a i r e s  a r e  a t t a ch ed  in  Ap p en d ix  A  o f  t h i s  r epo r t .  

 

F i g ure  4 .  Q ues t i onn a i r e  d e s i gn  

A l l  q ues t i on s  w er e  cu s t omiz ed  to  f i t  t he  A I  en v i ro nm ent  an d  th e  i n t end ed  

r e s ea r ch  ob j ec t i ve s .  An  on l i ne  q u es t ion n a i r e  su rv e y w as  p r ep ar ed  us i n g  

a  w eb -b ased  ap p l i ca t i on ,  S ur veyXa c t .  T h e  q u es t io ns  in  t he  q u es t io nn a i r e  

a r e  d iv id ed  i n t o  t h ree  r es po ns e  ca t egor i e s .  

1 .  C a t eg o ry  I :  G en era l  i n f o rm at i on  q u es t io ns  ( s i z e  o f  o r gan iza t i on ,  

q u a l i f i c a t io ns ,  ro l e ,  r e sp on s ib i l i t i e s  e t c . ) ,  a l l  r e sp on s es  a re  

q u a l i t a t i v e .  

2 .  C a t eg o ry  I I :  Ab out  70 %  of  t h e  q u es t io ns  a r e  s eek in g  r e sp o ns es  i n  

f o rm  o f  l ev e l  o f  ag r eemen t  r an g ing  f r om  S t ro n g l y A gr ee  t o  

S t r on g l y D i s agr ee  (a l so  kn o wn a s  Li k er t  S ca l e ) .  Th i s  i s  on e  o f  t h e  

Zeithaml (1988); Woodruff 

(1997); Sheth & Sharma (1997); 

McDougall & Terrence (2000); 

Ulaga (2001); Anderson et al. 

(2006); Boksberger & Melsen 

(2011); Kumar & Reinartz 

(2016).

Ref. Appendix A1&A2: Q1-Q14

Main Literature

Organizational 

size

Roles & 

Responsibilities

Competences

Scope of 

Business

Key activities

Market Position

ASSESSING 

CUSTOMER 

VALUE

Integration

Price & Quality 

Perception

Value 

Alignment

Customer-

orientation

Communication

Customer 

Satisfaction

UNDERSTANDING 

BUSINESS MODEL

Business 

Strategy

Co-Creation

Business 

Alliance

Value 

Proposition

Innovation

Competitive 

advantages

- Experience & Market 

understanding, inference

- General info. 

Ref. Appendix A1&A2: Gen. 

Info. Q1-Q10

Brandenburger & Stuart (1996); 

Gordijn et al. (2001); 

Osterwalder & Pigneur (2010); 

Doganova & Eyquem-Renault 

(2009); Teece (2010); Zott et 

al.(2011); Batocchio et al. 

(2016); Yang et al. (2016).

Ref. AppendixA1&A2:Q15-Q35

Main Literature

Quest ionna ire Des ign

GENERAL 

INFORMATION 

(RESPONDENT) 
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m os t  wi d e l y u s ed  s ca l e  us ed  f o r  cu s t om er  su r v eys  an d  o n l i n e  

q u es t io nn a i r e s .   

3 .  C a t eg o ry  I I I :  R emai n in g  3 0 %  q ues t i on s  a r e  s eek i n g  r esp o ns e  in  

t e rm s  o f  m ul t ip l e  “Y es ,  M a yb e ,  No ,  an d  D o  no t  kn ow ”  op t i on s .   

In  d ev e l o p i n g  th e  qu es t i on n a i r e ,  f o l lo wi n g  c r i t e r i a  we r e  t ak en  in to  

co ns id e r a t i on  ( Gr een e r  &  Mar t e l l i ,  2 015 ;  Li e t z ,  2 01 0 ;  Vi n ten ,  1 99 4 ;  Yin ,  

2 0 03 ) :  

  A l l  q u es t io ns  mu s t  b e  v a l id  an d  f a i r  

  T h e  q u es t io ns  h av e  c l ea r  o b j ec t i v e  an d  r e l a t i n g  d i r ec t l y  t o  t h e  n eed  

f o r  i n f o rm at i on   

  Fo r mu l a t io n  o f  t he  qu es t i on s  to  b e  n on - t h rea t en i n g  an d  n on -

p r ov ok in g  

  Les s  us e  o f  “Do n’ t  kn ow ” un l es s  w h er e  t h e  r e sp on d en t s  m a y h ave  

l i t t l e  o r  k no wl ed ge  

  Q u es t i on  a r e  k ep t  s imp l e ,  s ho r t  an d  avo id in g  com pl i ca t ed  

s en t en ces  

  U n bi as ed  f o r mul a t io n ,  op en  t o  con t r a ry  

4 . 3  R e s e a r c h  l im it a t io n s  

Bas ed  on  p r o f es s ion a l  e x p er i en ce  f rom N or w eg i an  A I  Se r v i ce  P r ov id e r  

o r gan iz a t io n  an d  fa i r  un de r s t an d i n g  ab o u t  No r weg i an  O&G  m ar ke t ,  t h e  

b o un da r y o f  t h i s  r e s ea r ch  w as  l im i t ed  o n l y t o  t h e  No r weg i an  i nd us t r y.  

T h e  su r ve y i s  con du c t ed  amo n g  k ey  N o r w eg i an  A I  S e r v i ce  P r ov i d e r  an d  

t h e i r  Cus to mer s ,  exc l ud i n g  o th e r  s t ak eh o l d er s  su ch  a s  su pp l i e r s  an d  su b -

s up p l i e r s .  Th e  r es ea r ch  em pl o ys  c on cep tu a l  b us i n ess  mo de l l i n g  t oo l  f r om 

( O s t e r w ald e r  &  P ign eu r ,  2 01 0 ) ,  o t h e r  s i mi l a r  b us i n es s  m od e l in g  to o l s  

a r e  t h e r e f o r e  n o t  co ns id e r ed .  Th e  r e sea r ch  ex c lu d es  i s sue s  r e l a t ed  w i th  

b u i ld i n g  b l o cks  “K ey  Reso ur ces ” ,  “ C os t s”  an d  “R even u es”  i n  t h e  

b us in e ss  mo d e l  C an v as  (R e f .  S ec t i on  3 ,  F i gu r e  2 ) .  R es u l t s  p re s en ted  in  

t h e  r e sea r ch  a r e  b as ed  o n  in t e r p r e t a t io n  o f  t he  r es po ns e s  r e ce iv ed  f rom 

3 4  ex p e r t s .  19  ex pe r t s  f r om A I  S e rv i ce  P ro v i d er  In d u s t r y an d  1 5  f r om 

C us t om ers  ( O &G O p er a to r s ) .  M o reo v e r ,  S u bs ea  In t eg r i t y  S e rv i ce  

P ro v i d er s  a r e  no t  a  p a r t  o f  t h e  s t ud y.   
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5  Business  theory and concepts  

T h e r e  i s  ex t ens i ve  l i t e ra tu r e  av a i l ab l e  ad dr e s s i n g  th e  con cep t  o f  

Bu s i n es s  m od e l  and  cus to mer  v a l ue ,  d e l iv e r i n g  v a l u e ,  meas u r in g  v a lu es  

an d  m ax imiz i n g  i t  ( Be i  &  C hi ao ,  20 0 6 ;  Bo ks b er ge r  &  Me l sen ,  20 11 ;  V .  

R .  Kum ar ,  Wer n er ,  20 16 ;  M cDo u ga l l  &  T e r ren ce ,  20 00 ;  O s t e r w al de r  & 

P i gn eu r ,  20 10 ;  O s t e r w ald e r  e t  a l . ,  20 0 5 ;  S t ab e l l  &  F je l ds t ad ,  19 98 ;  

Wo od r u f f ,  19 97 ;  Ze i t h aml ,  19 88 ) .  M an y au t ho rs  a ckn o wled ged  th a t  t h e  

cu s t om er  v a lu e  con cep t  i n  n o t  ye t  fu l l y  d ev e l op ed  ( An de r s on ,  J a in ,  & 

C h i n t agun t a ,  19 92 ;  M en on ,  Hom bu r g ,  & Beu t in ,  2 00 5 ;  P a r as u r am an ,  

1 9 97 ) .  A  s umm ar y o f  c i t ed  l i t e r a tu r e  ab o u t  t h e  r es ea r ch  to p i c s  i n  a  B2 B 

en v i ro nm ent  i s  p rov id ed  i n  t h e  n ex t  s ec t i on .  

5 . 1  B u s i ne s s  m o d e l  

Fo r  s u ccess f u l  b us i n es s  m od e l s ,  m any au t h o rs  ( D o ganov a  & E yq u em -

R enau l t ,  2 00 9 ;  En ke l ,  G assm ann ,  &  C hes b ro u gh ,  20 09 )  emp h as i ze  on  t he  

co n cep t  o f  o p en  in no v a t i on  wh e r e  v a r iou s  ac t o r s  co n t r ib u t e  i n  gen er a t io n  

an d  com m er c i a l i z a t io n  o f  t h e  c rea t ed  v a lu e .  In  p r ac t i c a l  t e r ms ,  a  

b us in e ss  m od e l  c an  w o r k  a s  a  d ev i ce  a l l o win g  en t r ep r eneu r s  t o  ex p lo re  

a  ma r k e t ,  b r i n i n g  in n ov a t i on ,  n ew  v en tu r es  an d  ne tw o rk  in t o  ex i s t en ce  

( D o gano v a  & E yq u em - R en au l t ,  20 09 ) .  So m e o f  t h e  m ai n  r eas on s  fo r  

b us in e ss  m od e l  f a i l u r es  ma y i n c l ud e  mi sa l i gnm en t  b e tw een  v a lue  

p r op os i t i on  an d  cu s t om er  s egm en t ,  co s t  and  r ev enu e  an d  im pl em en t a t i on  

( Ba t o cch i o ,  Gh ezz i ,  R an gon e ,  &  Al -M ash a r i ,  20 16 ) .  A  n ew bu s i ne ss  

m od e l  p l o t  m a y h e l p  o r gan iz a t io n  d es i gn i n g  n ew  p r od uc t s ,  o r  t u rn  on  

p r o cess  i nn ov a t io n  m ak in g  o r  s e l l i n g  o r  d i s t r i bu t i n g  an  a l r ead y p r o ven  

p r od u c t  o r  s e rv i ce  ( M agr e t t a ,  2 00 2 ) .  A cco rd i n g  t o  M agr e t t a  ( 20 02 ) ,  

b us in e ss  mo de l s  can  b e  con s i de r ed  l i k e  s to r i e s  t h a t  ex p l a in s  ho w an  

en t e r p r i s e  wo rk s .    

O s t e r w al de r  and  P ign eu r  ( 20 09 )  d es c r ib e s  a  bu s in e ss  mo de l  t h r ou gh  n i ne  

b u i ld i n g  b l o cks .  T hes e  b lo cks  sh ow  log i c  o f  h o w  an  o r gan iz a t io n  in t en ds  

t o  m ak e  ea r n in g .  S u ch  a  m od e l  p r ov i d es  m ean s  o f  a  b lu e  p r in t  fo r  a  

s t r a t eg y t o  b e  im plem en t ed  t h ro u gh  o r gan iz a t i on a l  s t ru c t u re ,  p r o cess e s  



 
 

 

3 0  

 

an d  s ys t em s .   A  b us in e ss  mo d e l  i s  a  co n cep tu a l  t oo l  co n ta i n in g  a  se t  o f  

o b j ec t s ,  co n cep t s  an d  th e i r  r e l a t i on sh i ps  w i th  t h e  ob j ec t i v e  t o  ex p r es s  

t h e  bu s i ne ss  l o g ic  o f  a  s pec i f i c  f i rm .  T h e r e f o r e  w e  mu s t  co ns id e r  w h i ch  

c o n cep t s  an d  r e l a t i on sh ip s  a l l ow a  s im pl i f i ed  de s c r i p t i on  and  

r ep r es en t a t i on  o f  wh a t  v a lu e  i s  p r ov ided  to  cus tom er s ,  how  t h i s  i s  do n e  

an d  wi th  w h i ch  f i nan c ia l  con sequ en ces .  

Fi g ure  5 .  Bus in e ss  mo d e l  i n  an  o r gan iz a t i on  (O s t e r wa ld er  e t  a l . ,  2 00 5 )  

F i gu r e  abo v e  sh ow s  b us i n ess  t r i ang l e  s ho wi n g  r e l a t i on sh ip  amo ng 

s t ra t eg y,  o r gan iz a t i on  an d  i t s  d i g i t a l  i n f r as t r u c tu r e  ( In f o rm a t io n  and  

C omm un ica t io n  Tech no lo g i es ,  IC T ) .  Th i s  b us in es s  en v i ro nm ent  i s  

s ub j ec t  t o  s ev er a l  ex t e r n a l  e l em en t s  i n c lu d i n g  h i gh  cus t om er  d em an d ,  

co mp et i t o r s ,  t e chno lo g i ca l  adv ance men t ,  l ega l  and  so c i a l  env i r on ment .  

In c r ea s i n g l y d em and in g  cus tom er s ,  cos t  f o cu s ,  g lo b a l  com p et i t i o n ,  h i gh  

o p e r a t i n g  co s t s ,  m a r g in a l  p ro f i t s  a r e  s om e  o f  t he  fa c t o r s  t h a t  a r e  

co mp el l i n g  s e r v i ce  p r ov id e rs  t o  l oo k  fo r  n ew and  in nov a t iv e  bu s i n ess  

m od e l s  t o  s e l l  t h e i r  s e rv i ce s  and  r e t a in  com p et i t i v e  ad van t age .  

5 . 2  B 2 B E n v ir o n m e nt   

In  b u s i n es s  m a r k e t ,  v a l u e  i s  a  t r ad e -o f f  b e t w een  b en e f i t s  an d  s ac r i f i c es .  

S om e d e f i n e  v a l u e  i n  m on e t a r y t e rms  wh i l e  o th e r s  us e  i t  a s  a  b ro ad e r  

co n cep t ,  i n c l ud i n g  no n -mo n e t a r y v a lu e s  s u ch  a s  comp et en ces ,  m a rk e t  

p os i t i on  and  s o c i a l  r ew a rds  (Wa l t e r ,  R i t t e r ,  &  G emü n den ,  2 00 1 ) .  

C us t om er  v a l u e  i s  t h e  “ co r n e r  s t on e”  o f  b us i n es s  m ar k e t i ng  m an agem ent  

( M eno n  e t  a l . ,  2 00 5 ) .  In  o r d e r  t o  d e l iv e r  be t t e r  va lu e ,  t h i s  co n cep t s  n eeds  

t o  be  u nd e rs to od  by  t h e  s e rv i ce  p ro v i d er s .  Bu s i ne ss  i s  ab ou t  c r ea t in g  
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v a lu e  wh e r e  s e rv i ce  P ro v id e r  ge t s  “C us to mer - gen e ra t ed  va l u e”  ( i n  t e rms  

o f  mo n ey)  b y s e l l i ng  t h e i r  p r od u c t s  o r  s e r v i ces .  I t  i s  o f  u tm os t  im po r t an t  

t h a t  t h es e  v a l u es  a re  a l i gn ed .  I t  m eans  t h a t  Cus to mer s  a r e  w i l l i n g  to  p ay  

t h e  v a l u e  t he y p e r ce i v e  f r om  t h e  s e rv i ce s .  A  b a l an ce  in  p r i c e  an d  q u a l i t y  

p l ays  an  imp o r t an t  r o l e  i n  t h i s  v a lu e  ch a in .  A  r es ea rch  p er f o rm ed  b y ( V .  

K u mar  & R ei n ar t z ,  2 01 6 )  a r gu es  im po r t an ce  o f  a l i gnm en t  b e t w een  t he  

cu s t om er  p e rce iv ed  v a l u e  an d  th e  s e l l e r  f i r m’ s  v a l u e .  The  a l i gnm en t  i s  

d yn am i c  as  mo r e  k n ow led ge  abo u t  cu s t om er  i s  av a i l ab l e .  T h i s  m ean s  

t h a t ,  i dea l l y ,  C us to m er s  sh ou l d  ex p er i en ce  an  in c r eas e  i n  qu a l i t y  ( an d  

e f f i c i en c y)  o f  t h e  s e rv i ces  o v e r  l onge r  p e r i od s .  A s  an  ex am pl e ,  t h e  

q u a l i t y  m a y ch an ge  ov e r  t h e  t im e  du e  to  com p et i t i o n ,  ch ang i n g  cu s t om er  

n eeds ,  p r omo t io n a l  e f f o r t s  o f  t h e  com p an i e s  an d  as  mo r e  i n fo rm a t io n  

av a i l ab l e  t o  t h e  Cus to mer s  ( Ze i th aml ,  1 9 88 ) .   

In  a  B2 B en v i ro nmen t ,  t h e  v a l ue  i s  d i f f e r en t  f r om on e  p ar t y t o  t h e  o th e r .  

Fo r  ex am pl e ,  c u s t om er  ju d gm ent  abo u t  a  s e r v i ce  m a y b e  d i f f e r en t  f rom 

S e rv ice  P r ov id e rs ’  c l a i m .  An d e rs on  e t  a l .  (2 00 6)  r e com mend  m ak i n g  

c u s t om er  va lu e  p rop os i t i on  a  fu nd am en t a l  p a r t  o f  bu s in e ss  s t r a t eg y.  T h e  

v a lu e  c r ea t i on  in  a  B2 B i s  no t  o n ly  a s s o c i a t ed  wi t h  th e  p ro v id e r ,  

cu s t om ers  mu s t  p a r t i c ip a t e  t he  v a lu e  c r ea t i on  p ro ce ss .  Ano th e r  con cep t  

o f  c rea t in g  v a l u e  w i th  ac t i v e  co l l abo r a t i on  f rom  cu s t om er  f rom 

b eg i nn i n g  o f  t h e  i nn o va t io n  p ro ces s  i s  c a l l ed  Co -C r ea t ion  (K r i s t ens son  

e t  a l . ,  2 0 08 ) .  I t  i s  t h e r e fo r e  imp o r t an t  t o  i d en t i f y t h e  l e ad i n g  cus to mer s  

w h o  m a y b e  in t e r es t ed  i n  C o - c r ea t i on .  A  ro bu s t  r e l a t i o nsh i p  i s  t h e r e f o r e  

m and a t o r y b e t w een  t he  in vo l v ed  pa r t i e s  t o  h ave  s a t i s f i ed  cu s to m er s  and  

p r o f i t ab l e  p r o v id e rs  ( Lap i e r re ,  19 97 ) .  A n  im po r t an t  s t r a t eg y  i s  t o  nu r t u re  

t h e  c r os s - bu yi n g  b eh av i o r  f ro m th e  s a t i s f i ed  cus t o mer s .  F ro m  A I  S e r v i ce  

p r ov id e r  p o in t  o f  v i ew ,  t h i s  c ro s s - s e l l i n g  mi gh t  no t  a l w a ys  b e  p ro f i t ab l e ,  

b u t  wi l l  s t r en g th en  t h e  r e l a t i on sh ip .  M o r e  ab ou t  c r os s -bu yi n g  b eh av i o r  

i s  a r gu ed  i n  ( V .  K um ar  & R e in a r t z ,  201 6 ) .   
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5 . 3  R o l e  o f  A I  S e r v ic e  Pr o v id e r  i n  v a lu e  c h a i n  

A s  m en t i on ed  in  t h e  p r ev io us  s ec t i on ,  a l l  s t akeho ld e rs  b ene f i t  f ro m v a l u e  

t h e  c r ea t ed  i n  a  v a lu e  ch a i n .  A I  S e rv i ce  P ro v i d er  o r gan iza t i on ’ s  ro l e  i n  

t h i s  va lu e  c r ea t io n  i s  s ho wn  i n  F i gur e  6 .  A  C us tom er  ( bu ye r  o f  A I  

S e rv i ce s  an d  p r od uc t s )  m ay acq u i r e  AI  s e r v i ce s  f rom  mul t ip l e  S er v i ce  

P ro v i d er s  a t  a  t i me  ( f o r  ex am pl e  Sub s ea  in t eg r i t y  s e r v i ces  f r om  o ne  

S up p l i e r  and  s t r u c tu r a l  i n s p ec t i on  s e rv i ces  f r om ano th e r ) .   

 

Fi g ure  6 .  V a l u e  cha i n  i n  A ss e t  In t eg r i t y  B2 B en v i ro nm ent  

In  t h i s  Cu s to m er -Su p p l i e r  r e l a t i o ns h ip ,  v a l ue  s ho u ld  b e  c r ea t ed  fo r  a l l  

s t ak eh o l d er s .  Th e  gen e r a t ed  v a l u e  can  b e  e i t h e r  i n  t e rm s  o f  t h e  

s a t i s f ac t i on  b y p u rch as in g  t h e  s e r v i ces  o r  t h e  m on e t a r y v a l u e  b y s e l l i n g  

t h e  s e r v i ce s  an d  p ro d uc t s .  V a l u e  c r ea t i on  i s  t h e  e s s en t i a l  p u r po s e  f o r  a  

cu s t om er  an d  a  s upp l i e r  en gag i n g  in  a  r e l a t i on sh ip  and  does  app l y t o  a l l  

i nv o l ved  s up p l i e r s  ( an d  su b -s up p l i e r s )  (W al t e r  e t  a l . ,  2 0 01 ) .  In  s o me 

s cen ar io s ,  t he  A I  s e r v i ce  p r ov i d e r  i t s e l f  b u ys  p r od u c t s  an d / o r  s e r v i ces  

f r om  i t s  su b -s up p l i e r s /o r i g i na l  equ i pm en t  m an uf ac tu r e r s  t o  f u l f i l  i t s  

C us t om er ’ s  d em an ds .  For  v a l u e  p ro po s i t i o n  t o  i t s  C us t om er ,  i t  i s  o f  g r ea t  

i mp or t an ce  th a t  A I  S er v i ce  p ro v i d er s  u nd e rs t and  t h e i r  cu s t om er s  and  

t h e i r  r eq u i r em en t s .  Som e  o f  t h e s e  r equ i rem en t s  m ay i n c lu d e :  

Customer (the Buyer of AI 
Services & Products)

AI Service Provider 1 AI Service Provider 2

Sub-Supplier 1

Equipment 
Manufacturer A

Equipment 
Manufacturer B

Equipment 
Manufacturer D

Equipment 
Manufacturer E

Compliance

Productivity

HSE&Q Regulations

Efficiency

Value 
Creation

Equipment 
Manufacturer C

Equipment 
Manufacturer F

Sub-Supplier 2 Sub-Supplier 3
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  C om pl i an ce  wi th  S t r i n gen t  HSE l eg i s l a t i o n  an d  q u a l i t y  r egu l a t i on s  

  S at i s f yi n g  Cu s t om er - s pec i f i c  H ea l th  Sa f e t y an d  Q u a l i t y  ( H SE &Q )  

i n t e rn a l  r eq u i r em en t s  

  Fi l l i n g  com p et ence  gap s  f o r  C us t om er  

  In c r ea s e  p r od uc t iv i t y  q u a l i t y  &  e f f i c i en c y o f  Cu s to mer s ’  p r o cess e s   

  S olv in g  C us t om er ’ s  com pl ex  p r ob l em s  b y p r ov id in g  f l ex ib l e ,  

e f f i c i en t ,  t a i l o r -m ad e  an d  in no va t i ve  so lu t io ns  

  P ro v i d i n g  h i gh  l ev e l  o f  co n t r o l  and  com f or t  an d  eas e  to  t h e  

C us t om er   

  G et t i n g  t h e  j ob  d one  f o r  t h e  C us tom er  

A s  m en t io n ed  i n  ea r l i e r  s ec t i on s ,  t o ugh  O &G  m ark e t  i s  co mp el l i n g  A I  

i nd us t r y t o  l oo k  fo r  r evo lu t io n ar y r e f o r ms  i n  t h e i r  b us ine s s  mo d e l  t o  b e  

ab l e  t o  p r ov i d e  s upe r io r  v a l u e  k eep in g  t h e i r  p r o f i t ab i l i t y .  M a tch i n g  th e s e  

r eq u i r em en t s  c an  be  qu i t e  ch a l l en gi n g .  

5 . 4  V a l u e  pe r c e pt i o n  o f  C u st o m e r s :  

A  b ro ad e r  d e f i n i t i o n  o f  Cu s to m er  i s  “o n e  w ho  u s es  t h e  p ro du c t  or  

s e r v i ce ,  t h e  o n e  wh o  p ur ch a s es  t he  pr od u c t  o r  s e rv i ce  o r  t he  on e  w ho  

i n f l u en ces  t h e  p ro du c t  or  s er v i ce”  ( Kh u r r am,  20 12 ) .  Pe rce i ved  v a lu e  i s  

d e f i n ed  a s  “ C us t omer s ’  n e t  va l ua t io n  o f  t h e  p e rce i ved  ben e f i t s  a cc ru ed  

f ro m  a n  o f f er i ng  tha t  i s  ba s ed  on  t h e  co s t s  t h ey  a r e  w i l l i ng  to  g i ve  up  

f or  t h e  n eed s  t h ey  a r e  seek in g  t o  s a t i s f y”  ( V .  R .  Ku mar ,  W ern e r ,  2 01 6 ) .  

Ze i t haml  (1 98 8 )  a t t em pt s  t o  d e f in e  co n cep t  o f  p r i c e ,  qua l i t y  an d  v a lu e  

f r om  a  con sum er ’ s  p e r sp ec t i v e .  He  s t a t e s :  

  P e r ce iv ed  qu a l i t y  c an  b e  de f i n ed  as  t h e  co ns um er ’ s  j u d gem ent  

ab ou t  p ro du c t ’ s  o ve r a l l  ex ce l l en ce  o r  s up e r i o r i t y  

  Fr o m  th e  con sum er ’ s  p e r sp ec t iv e ,  t h e  p r i c e  i s  wh a t  i s  g iven  up  o r  

s ac r i f i c ed  t o  ob t a in  a  p r od u c t   

  C on cep t  o f  p e r ce i v ed  va lu e  i n  t e rm s  o f  p r i c e ,  q ua l i t y  an d  

s a t i s f ac t i on  ( Ze i th am l ,  1 98 8 )  
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T h e  b as i c  con cep t s  ab ou t  p e r ce i v ed  va l u e ,  p r i c e  an d  qua l i t y  a r e  q u i t e  

s imi l a r  i n  b o t h  co ns um er  ( B2C )  and  bu s i n ess  ( B2 B)  m arke t s .  D e l iv e r i n g  

b e t t e r  t r ad e -o f f  b e tw een  ben e f i t s  an d  sac r i f i c es  i n  a  p r od uc t  o r  a  s e rv i ce  

w i l l  h e l p  an  o r gan iz a t io n  to  c r ea t e  su s t a i n ab le  comp e t i t i v e  ad v an t age  

( E gge r t  &  U l aga ,  20 0 2 ) .  In  add i t i o n ,  C us t om er  s a t i s f ac t io n  an d  l o ya l t y  

d ep en d  o n  t he  h i gh - p e rce iv ed  v a l u e .  F i gu r e  7  s ho ws  th a t  m an y o t h e r  

m a rk e t in g  con cep t s  t h a t  h av e  a  r e l a t i on sh ip  w i t h  pe r ce i v ed  va lu e .   

 

Fi g ure  7 .  G ene r a l  n a tu r e  o f  t h e  p e r ce i v ed  v a l u e  in  a  s e r v i ce  i nd us t r y 

( Bo ks b e r ge r  &  Me l s e n ,  2 01 1 )  

Fo r  s e r v i ce  o r gan iz a t i on s ,  i t  i s  p a r t i cu l a r l y i m po r t an t  t o  d i f f e r en t i a t e  

b e tw een  d i f f e ren t  t yp es  o f  p e r ce i v ed  va l u e  ( Bok sb e r ge r  & M el s en ,  2 01 1 ) .  

F i r s t  em pi r i c a l  e f fo r t  i n  i d en t i f yi n g  th e  r e l a t i o ns h i p  b e tw een  p er ce i v ed  

v a lu e ,  cu s to m er  sa t i s f ac t i on  and  r e - p u r ch as e  in t en t ion  i n  a  B2 B 

en v i ro nm ent  ( co nsu l t an c y)  i s  g iv en  in  (P a t t e r s on  & S pren g ,  1 99 7 ) .  Th e  

r e s u l t s  con f i rm s  a  p os i t i v e  r e l a t i ons h i p  and  co n c lu d es  t h a t  h i gh e r  

p e r ce i v ed  v a l u e  beco mes  a  com p et i t i v e  adv an t age  f o r  t h e  se r v i ce  

o r gan iz a t io n .  

In  an y b u s in e ss ,  i t  i s  i mp o r t an t  t o  un de r s t and  w ho  t h e  cu s t om ers  a r e  and  

w h a t  t h e i r  n eed s  a re .  In  A I  b us in es s  ma r k e t ,  t h e  m os t  im p o r t an t  Cu s to m er  

r eq u i r em en t s  a r e  co mp l i an ce  t o  t he  H SE  and  Qu a l i t y  r egu l a t io ns  an d  

p r i c e .  O n e  o f  t h e  ma i n  r ea so ns  fo r  w hy cu s t om er  l e av e  i s  d u e  to  po o r  o r  

d i s s a t i s f ac t io n  f rom  s e rv i ce s .   
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5 . 5  V a l u e  pr o p o s i t i on  b y  t h e  S e r vi c e  p r o v id e r s  

C us t om er -p e r ce iv ed  v a l u e  n eeds  to  b e  u nd e rs to od  to  ap pr ox im at e  

C us t om ers ’  w i l l i n gn ess - t o -p a y.  K um ar  and  R e i n a r t z  ( 201 6 )  d i s cus s ed  

v a r i ou s  m od e l s  fo r  un de r s t an d i n g  and  m easu r i n g  v a lu e  fo r  cus t om ers .  

T h e  cho ice  an d  se l ec t i on  o f  t h e se  m od e l s  a r e  d ep end en t  on  av a i l ab i l i t y  

o f  d a t a ,  qu a l i t y  o f  d a t a  and  vo l um e .  In  o r d e r  t o  k eep  th e  vo lum e  and  

p r e f e r ab l y i n c r eas in g  t h e  vo lum e ,  t he  s e rv i ce  p ro v id e r s ’  s t r a t eg y i s  t o  

n u r t u r e  t h e i r  C us to m er s ’  cr os s -b uy ing  b eh av i o r .  T h i s  m eans  en ab l in g  

ex i s t i n g  Cu s to m er  to  bu y m o r e  p r od u c t s  o r  s e r v i ces  f ro m th e  sam e f i r m .  

S e rv i ce  p ro v id e r  and  th e i r  cu s t om ers  hav e  a  d emand - su pp ly  r e l a t i o ns h i p .  

T h i s  m eans  t h a t  a  c l e a r  d i s t i n c t i on  n eed s  to  b e  m ade  be tween  t h e  d em an d  

an d  su pp l y p e r s p ec t iv e  ( Bok sb e r ge r  & M el sen ,  2 01 1 ) .   

Wo od r u f f  ( 19 97 )  s t a t ed  th a t  mo r e  and  m o re  m an age r s  d o  n o t  b e l i ev e  th a t  

q u a l i t y  an d  p r od uc t  i nn ov a t io n  p ro v id e  t he  b as i s  f o r  com pe t i t i ve  ed ge  to  

an  o r gan iz a t io n .  At  t h e  sam e t im e ,  he  emp h as i z es  t h a t  m an age rs  m us t  

t r an s l a t e  cus to mer  l e a rn in g  i n t o  s u pe r i o r  pe r f o r man ce  t o  b ecom e  m or e  

a t t r a c t iv e  an d  com p et i t i v e .  T h i s  i s  n o t  p os s i b l e  w i th o u t  a  p ro p er  

u n de r s t an d i n g  o f  Cu s t om er  va lu e  and  h o w w el l  t h i s  v a l u e  i s  d e l i v e r ed  to  

t h e  Cu s t om er s .  In  a  b u ye r  an d  se l l e r  s cena r io ,  t h e  v a lu e  c r ea t i on  i s  

“w i l l i n gn ess - t o - p ay”  o f  t h e  bu ye r  com p ar ed  w i th  t h e  “op p or tu n i t y co s t ”  

o f  t h e  su pp l i e r .  Wi l l i n gn es s - to - p ay i s  a l w ays  an  in g r ed i en t  i n  v a lu e  ch a i n  

( Br an d en bu r ge r  & S tu a r t ,  19 96 ) .  I t  i s  v i t a l  t h a t  t h e  op po r tu n i t y i s  

“ r ea l i z ed ”  and  u n de r s t oo d  b y t h e  bu ye r  i n  o rd e r  t o  m ake  t h e  bu ye r  p a y  

f o r  t h e  op po r t un i ty .  A  l a t es t  de f i n i t i on  o f  s us t a in ab l e  b us i n es s  i s  t o  

c r ea t e  v a l u e  t o  i t s  cu s t om ers  an d  t o  ex t rac t  s om e  o f  t h a t  cu s t om er  v a l ue  

i n  f o r m o f  p r o f i t  (V .  R .  Kum ar ,  W erne r ,  2 01 6 ) .   

D es p i t e  s ev e r a l  con cep t s  an d  em pi r i ca l  s t ud i e s  on  v a l ue ,  s t i l l  cus to mer  

v a lu e  i s  a  co n cep t  t ha t  l a ck s  c l a r i t y .  U nd e rs t and in g  cu s t om er  v a l u es  

c ap tu r es  t he  r es u l t  o f  s e r v i ces ,  a l l o win g  f i r m  to  m eas u re  i t s  com p et i t i v e  

ad v an tage  i n  t h e  eye  o f  cu s to mer .  S t ro n g  f o cu s  o n  cus tom er  v a lu e  hav e  

a  s i gn i f i c an t  im p ac t  o n  th e  bu s i n ess  ma r k e t  m anagem ent .   
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5 . 6  V a l u e - Ba s e d  Bu s in e s s  S t r a t e g y  

St r a t eg y i s  a  l on g - t e r m d i r ec t io n  o f  an  o r gan iza t io n .  T he  b us in e ss  l eve l  

s t r a t eg y i s  abo u t  ho w  th e  i nd i v i du a l  bu s i n ess e s  sh ou l d  co mp et e  i n  t h e i r  

p a r t i cu l a r  m ar k e t s  ( b us in es s - l ev e l  s t r a t eg y i s  a l so  k no wn a s  com p et i t i v e  

s t r a t eg y) .  T h es e  a re  t yp i ca l l y  co n ce rn ed  w i th  i nn ov a t ion ,  ap pr op r i a t e  

s ca l e  an d  r es po ns e  t o  comp e t i t o r ’ s  mov e  ( J oh ns on  e t  a l . ,  2 0 14 ) .   J o hn son  

e t  a l .  (2 01 4 )  ex p lo r ed  d i f f e r en t  a s p ec t s  o f  s t r a t eg y an d  r eco mm en d ed  

M i ch ae l  P o r t e r ’ s  f i v e  f o r ce s  f ra m ewo r k  t o  an a l yz e  d yn ami cs  o f  t h e  

i nd us t r y.  P o r t e r ’ s  f i v e  f o r ces  f r am ew or k  h e lp s  i den t i f y t h e  a t t r a c t i v en ess  

o f  an  in d us t r y i n  t e rm s  o f  f i v e  co mp et i t i v e  fo r ces .  T hes e  inc l ud e  i )  t h r ea t  

o f  en t r y i i )  t h r ea t  o f  s ub s t i t u t e s  i i i )  pow er  o f  bu ye r s  i v )  po w er  o f  s up p l i e r  

an d  v )  ex t en t  o f  r i va l r y b e t w een  co mp et i t o r s .  A s  a  gen e r a l  r u l e  o f  t h um b,  

w h e r e  t h es e  f i v e  f o r ce s  a r e  h i gh ,  i nd us t r i e s  a r e  no t  a t t r a c t i v e  t o  comp e t e .  

Ex ces s i ve  comp e t i t i on ,  p ow er fu l  b u ye r s  an d  s up p l i e r s  and  th r ea t  o f  new 

en t r an t s  wi l l  a l l  com bi ne  t o  sq u eez e  p r o f i t ab i l i t y .   

T h e  po w er  o f  P or t e r ’ s  f i v e  f o r ce s  ch an ges  wi t h  d i f fe r en t  s t age s  o f  

i nd us t r y l i f e  cyc l e ,  an d  fo l lo w ed  b y a  s u i t ab l e  s t r a t eg y.  S ee  f i gu r e  8 .  No t  

m u ch  l i t e ra tu r e  f oun d  ad dr e s s i n g  P o r t e r ’ s  f i v e - fo r ce  an a lys i s  r e l a t ed  to  

O &G  in du s t r y.  T h e  N o rw eg i an  A I  In d u s t r y can  b e  s een  to  be  s oo n  in  e ra  

o f  m at u r i t y .  Fo r  fu r t h e r  r e ad i n g ,  J oh nso n  e t  a l .   ( 20 14 )  i s  r e com m en ded .  

A  bu s i ne ss  m od e l  c ap tu r es  h o w an  o r gan iz a t i on  d e l iv e r  v a l u e  to  t h e  

cu s t om ers  and  co l l e c t  r ev en u e .  A  su cces s f u l  bu s i ne s s  m od e l  i s  

i n s u f f i c i en t  t o  as su r e  com p et i t i v e  ad v an t age .  Co u p l i ng  s t r a t eg y an d  

b us in e ss  mo d e l  ana l ys i s  i s  r equ i r ed  t o  p r o t ec t  com p et i t i v e  adv an t age  

r e s u l t i n g  f rom  n ew b us i n ess  m od e l  d es i gn  ( T eece ,  20 10 ) .  
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Fi g ure  8 .  In d us t r y  l i f e  c yc l e  w i th  P or t e r ’ s  f i v e  fo r ces  ( J oh ns on  e t  a l . ,  

2 0 14 )  

A  s t r a t eg y b a s ed  on  th e  C us tom er  va lu e  h e l ps  o r gan iz a t io ns  ach i ev in g  

t h e  com p et i t i v e  adv an t age  ov e r  t h e i r  co mp et i t o r s .  O r gan iz a t i on s  m ay 

ch os e  d i f f e ren t  s t r a t eg i es  i n  o rd e r  t o  b ecom in g  m o re  a t t r a c t i v e  i n  t h e  

m ark e t .  B r an d en bur ge r  an d  H a rb o rn e  ( 1 99 6)  p re s en t s  t h e  f ou r  v a l u e -

b a s ed  bu s i ne ss  s t r a t eg i es ,  wh i ch  i s  h i gh l y r ecomm ended  f o r  fu r t h e r  

r e ad i n g .  Th e  n eed  i s  f o r  ca r e fu l l y  se l ec t i n g  t he  s u i t ab l e  com p et i t i v e  

s t r a t eg y.  T he  s t r a t eg y s h o u l d  t ak e  in t o  acco un t  t h e  i ndu s t r y l i f e c yc l e ,  

co mp et i t o r s ’  mo v es  and  v a l u e  c r ea t io n  fo r  a l l  s t ak eh o ld e r s  t o  b eco me 

m o re  s us t a in ab l e ,  p r o f i t ab l e  an d  a t t r a c t iv e  in  t he  m ark e t .  

5 . 7  C u st o m e r  sa t i s f a c t i o n  &  Re la t i o n sh i p  Ma n a ge m e nt  

C us t om er  s a t i s f ac t io n  i s  t h e  P ro ces s  o f  d i s cov e r i n g  w h e the r  a  co mp an y' s  

cu s t om ers  a r e  h appy o r  s a t i s f i ed  wi t h  t h e  p r od u c t s  o r  s e rv i ces  r e ce iv ed  

f r om  t h e  com p an y.  K no wi n g  cus t om er s ,  t h e i r  v a lu es  and  p re f e r en ces  

p r ov id e  ins i gh t  t ow ar ds  in c r eas e  g r o w th  and  s a l es  o f  t h e  s e r v i ce -

p r ov id e rs  p ro du c t s  and  s e r v i ces  ( H aum ann ,  Qu a i s e r ,  Wies ek e ,  &  R es e ,  

2 0 14 ) .  K um ar  an d  R e i n a r t z  (2 01 6 )  h igh l i gh t ed  th e  mo s t  i mp o r t an t  t a sk  

i n  m a rk e t in g  i s  t o  c r ea t e  and  co mm uni ca t e  va lu e  t o  cus to m er s  t o  d r iv e  

t h e i r  s a t i s fac t io n .  T h ey r e f e r  t o  c us tom er  v a l u e  a s  a  du a l  co n cep t .  F i r s t  

http://www.businessdictionary.com/definition/process.html
http://www.businessdictionary.com/definition/services.html
http://www.businessdictionary.com/definition/company.html
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t o  c r ea t e  t h e  v a lu e  fo r  cus t om ers ,  s eco n d  to  m easu r e  an d  m an age  va lu e  

r e tu r n ed  f r om t h e  cus t om er  ( t h r ou gh  m ul t i p l e  f o r ms  o f  en gagem en t ,  

l o ya l t y  e t c . ) .  Go od  i n t e r ac t i on  w i th  cus to mer s  i s  i mp o r t an t  f o r  i n c r ea s ed  

s a l e s  f o r  an y o r gan iz a t io n .  A s  o f  t od ay ,  i n  co nsu m er  m ar k e t ,  t h e r e  a r e  

w i de  r an ge  o f  ch ann e l s  av a i l ab l e  t h rou gh  w hi ch  th e  co mp an i es  i n t e r ac t  

w i t h  t h e i r  co ns um er s .  T hes e  ch an n e l s  c an  b e  d iv i d ed  i n to  6  c a t ego r i e s  

b a s ed  on  b a l an ce  o f  p h ys i ca l  and  v i r tu a l  co n t ac t .  T h es e  i n c lu d e  1 )  s a l es  

f o r ce ,  s e r v i ces  an d  p e rs on a l  r ep r e sen t a t io n  2 )  o u t l e t s ,  r e t a i l  s t o r e s  & 

d epo t s  3 )  t e l ep ho ny,  m o b i l e  and  f ax  4 )  Di r ec t  m a rk e t in g ,  m ar k e t i n g  

m ai l s ,  r ad io  & T V )  e - comm er ce  in c l ud in g  em a i l s ,  i n t e r n e t  and  

i n t e r ac t i v e  d i g i t a l  v id eo  co mmu ni ca t io ns  (P ayn e  & F r ow,  2 00 5 ) .  Ba i rd  

an d  P a r as n i s  (2 01 1 )  d i s cus s ed  in t e r e s t in g  v i ews  ab ou t  u s i ng  s o c i a l  m ed ia  

a s  a  ch an n e l  fo r  cu s t om er  en gagem en t .  H ow ev er ,  t h e  po w er  o f  so c i a l  

m ed i a  an d  i t s  p r o f i t ab l e  u se  l a cks  un de r s t and in g  o f  d ec i s i on  m ak er s  i n  a  

B2 B en v i ro nm en t .  E v o lu t io n  o f  s o c i a l  m ed i a  and  o t he r  ne t wo r k i n g  s i t e s  

c an  b ecom e  a  l ocom ot i v e  an d  th e r e fo r e  b us i n es se s  s ho u ld  com e  a l on g  to  

r e a l i z e  t h e  im po r t an ce  o f  t h e s e  op po r tu n i t i e s  ( K ap l an  & H aen l e i n ,  2 01 0 ) .  

H o w ev e r ,  t h e r e  m us t  b e  m ut ua l  b en e f i t  fo r  t h e  cus to mer  and  b us i n ess  

u s i n g  in t e r ac t io n  ch ann e l s .  Us e  o f  so c i a l  med i a  chan n e l s  b y t h e  

cu s t om ers  and  t he i r  wi l l i n gn es s  t o  en gage  w i t h  co mp an i es  i s  n o t  a s s um ed  

t o  be  t ak en  fo r  g r an t ed  ( Ba i r d  & P ar as n i s ,  20 11 ) .  E n gag i n g  cus tom er s  

t h ro u gh  s oc i a l  m ed i a  can  he lp  th e  m ark e t e r s  t o  u nd e rs t an d  cus to mer  

p a r t i c ip a t io n  and  to  a t t r a c t  n ew cus tom ers  (Co u l t e r ,  Gum m er us ,  

Li l j and e r ,  W em an ,  &  P ih l s t rö m,  2 01 2 ) .  Ho w ev e r  t h e re  i s  n o t  mu ch  

l i t e ra tu r e  av a i l ab l e  ad dr e s s i n g  t h e  s o c i a l  m ed i a  o r  o t h e r  w eb - b as ed  

ch ann e l s  i n  a  B2 B en v i ro nm ent .  S om e p o t en t i a l  b en e f i t s  o f  CR M a r e  1 )  

In c r ea s ed  c us tomer  r e t en t io n  and  l o ya l t y,  2 )  H igh e r  cus to mer  

p r o f i t ab i l i t y ,  ( NS -E N 13 30 6 )  C r ea t i on  v a l u e  fo r  t h e  cu s t om er ,  4 )  

C us t omiz a t io n  o f  p r o du c t s  and  s e r v i ce s ,  an d  5 )  Lo w er  p r o ce ss ,  h i gh e r  

q u a l i t y  p r o d uc t s  and  s e r v i ces  ( Ki m,  J un g ,  S uh ,  &  Hw an g ,  2 0 06 ) .   
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N o  o r gan iza t io n  i s  w i l l i n g  t o  l e t  go  any  cu s t om er .  O r gan iz a t i on s  d o  g r ea t  

e f f o r t  t o  r e t a in  cus t om ers .  C us t om er  lo ya l t y i s  a  con t i nuo us l y p o s i t i v e  

p u r ch as in g  beh av io r  o f  a  cu s to m er  tow ar ds  a  c e r t a in  com p an y o r  b r an d  

w h ich  c l ea r l y w i l l  b e  a f f ec t ed  b y cu s t om er  s a t i s f ac t i on  ( Be i  &  Chi ao ,  

2 0 06 ) .  Th e y ex p lo red  th e  h yp o t h es i s  t h a t  s e rv i ce  qu a l i t y ,  p r od u c t  q u a l i t y  

an d  p r i c e  f a i rn e s s  h av e  e f f ec t  o n  cus t om er  lo ya l t y  and  cus tom er  

s a t i s f ac t i on .  Be i  & Chi ao  ( 20 06 )  con c l ud ed  wi t h  th a t  s e rv i ce  i nd us t r i e s  

ch a r ac t e r i z ed  b y h igh e r  l eve l  o f  i n t ang i b i l i t y  r eq u i r e  a  h i gh e r  qu a l i t y  o f  

s e r v i ce  t o  enh an ce  cu s t om er  sa t i s f ac t io n  and  b oo s t  cus tom er  lo ya l t y.   

M os t  c i t ed  l i t e r a tu re  b e lo n gs  to  con sum er  m ar k e t ,  o i l  and  ga s  i n du s t r y i s  

d i f f e r en t  an d  l a ck in g  r es ea r ch  abo u t  t o p i c s  s uch  as  C RM,  cus tom er  wi n -

b ack  s t r a t eg i es ,  s oc i a l  m ed i a  i n  su ch  B2 B e nv i r on m ent .  

5 . 8  S e r v ic e s  I n n o v a t io n  

S up e r i o r i t y  an d  ex ce l l en ce  in  s e r v i ces  p ro v id e  a  com p et i t i v e  ad v an t age  

t o  an y o r gan iz a t i on .  Li n k  b e t ween  in no v a t i on  ac t i v i t i e s  an d  com pe t i t i v e  

a d v an tage  r es t s  o n  f o u r  f a c to r s .  1 )  In n o va t io ns  th a t  a r e  h a r d  t o  im i t a t e  

i . e .  d i f f i cu l t  fo r  o th e r  f i rms  t o  r ep l i ca t e  2 )  In n o v a t io ns  t h a t  a ccur a t e l y  

r e f l e c t  m a r k e t  r ea l i t i e s  i . e .  C us tom er -d r i v en  in no v a t io n  en su r i n g  

i mp or t an t  an d  d es i r ab l e  f e a tu r e s  i n c lu d ed  i n  p ro du c t  and /o r  s e rv i ce  3 )  

In n o v a t i on s  t h a t  enab l e  a  f i rm  t o  ex p l o i t  t h e  t imi n g  ch a r ac t e r i s t i c s  o f  t h e  

r e l ev an t  i nd us t r y i . e .  b e i n g  f i r s t  en ab l i n g  f i r m  to  ga i n  exp e r i en ce  b e fo r e  

t h e i r  comp e t i t o r s  4 )  In n o v a t io n  th a t  r e ly  o n  cap ab i l i t i e s  and  t e chn o lo g i es  

t h a t  a r e  r e ad i l y a cce s s ib l e  t o  t h e  f i rm  i . e .  sp ec i f i c  o r gan iz a t io n a l  

c ap ab i l i t i e s  n eed ed  to  ex p l o i t  and  s us t a in  i n no va t i on .  For  f u r th e r  

r e ad i n g ,  s ee  ( Len gn i ck - H al l ,  19 92 ) .   

In n o v a t i on  requ i res  ex t ens iv e  in v es tm en t s  fo r  ex p lo r i ng  n ew id eas  an d  

t e chn o lo g i es .  In  s om e ca s es ,  t he  t e ch no lo g y m an age r s  m ay n eed  t o  f i nd  

an  app ro p r i a t e  b us i n es s  mo de l  t o  c ap tu r e  v a l u e  f r om  th a t  t e ch no l o g y 

( C hesb r ou gh ,  20 10 ) .  He  a r gu ed  th a t  a  com p an y h a s  mu ch  va lu e  to  ga in  

f r om  d ev e l op in g  an  i nn ov a t iv e  n ew  b us in e ss  m od e l  as  f rom  dev e l op i n g  
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an  i nn ov a t iv e  new t ech no lo g y.  H e  a l so  d i s cuss ed  th e  b a r r i e r s  t o  t h e  

b us in e ss  mo d e l  i n no v a t i on .  T h es e  b a r r i e r s  a r e  r e a l ,  l a ck in g  ap pr op r i a t e  

t oo l s .  Or gan iza t i ona l  p ro ce ss es  m us t  ch an ge  an d  co mp an i e s  m us t  ad op t  

an  a t t i t u d e  to w ard  b us in es s  mo d e l  ex p e r i m en t a t io n .  I t  a l so  a f f ec t s  

o r gan iz a t io n a l  cu l tu r e  t o  f i nd  w ays  t o  emb r ace  th e  n ew  m od e l ,  m a i n t a in  

t h e  cu r r en t  b us in e ss  mo de l  e f f ec t i v i t y  u n t i l  t h e  n ew  b us in e ss  m o d e l  i s  

r e ad y t o  t ak e  ov e r  ( C hesb r ou gh ,  20 10 ) .   

B l ans ko n  & K a la f a t i s  ( 19 99 )  d i s cus s ed  ch a r ac t e r i s t i c s  o f  s e r v i ces  and  

t h e i r  p os i t i on i n g  s t r a t eg y i n  t h e  m ar k e t .  T h ey co n c l ud ed  th a t  a l l  t an g ib l e  

p r od u c t s  h av e  som e  d eg r ee  o f  s e rv i ces  a t t a ch ed  t o  i t  ( Bl ank so n  & 

K a l a fa t i s ,  1 99 9 ) .  An o t h er  de f in i t i o n  o f  s e rv i ce  can  b e  p or t r ayed  a s  “To  

p r od u ce  a  s e r v i ce ,  t h e r e f o r e ,  i s  t o  o r gan ize  a  s o l u t i on  to  a  p ro b l em  ( a  

t r e a tm en t ,  an  o p e ra t io n )  w h i ch  do es  no t  p r i n c i pa l l y  i n v o lv e  su pp l yi n g  a  

go o ds ”  ( G ad r ey,  G a l lo u j ,  &  W ei ns t e in ,  1 99 5 ) .  In n o v a t i on  i n  s e rv i ce s  c an  

b e  o r gan iz in g  s o lu t i on  to  “n ew p rob l ems ”  i den t i f i ed  a s  a  r es u l t  o f  

i n t e r ac t i on  b e t w een  se r v i ce  p r ov i d e r  and  c l i en t .  Th e  o t h er  p os s i b i l i t y  f o r  

i nn ov a t io n  in  s e rv i ces  co u l d  b e  b e i ng  m o r e  e f f i c i en t  (p r od u c t i v i t y  o r  

q u a l i t y)  t o  t h e  s ame  t yp e  o f  p r ob l e m.  T h i s  h as  b een  fu r th e r  e l abo r a t ed  

l a t e r  b y F i t j a r  &  R od r í gu ez -P os e  i n  a  su r ve y ab o u t  co l l abo r a t io n  an d  

m od es  o f  i n no v a t io n  in  N o rw a y ( F i t j a r  &  Ro d r í gu ez -Pos e ,  20 13 ) .  T h e  

f o cus  o f  s u r v ey w as  to  i d en t i f y t w o  m od es  o f  l e a r n in g  f o r  an y  

o r gan iz a t io n .  On e  i s  t h ro u gh  “S c i en ce ,  T ech no lo g y an d  In n ov a t io n  

( S T I) ”  w h i l e  o t he r  i s  “Do in g ,  Us i n g  an d  In t e r ac t i n g  ( DU I) ” .   I t  m eans  

t h a t  i n no v a t i on  in  s e rv i ces  c an  b e  p os s ib l e  e i t h e r  t h ro u gh  an  

ed u ca t i on a l / r e s ea r ch  co l l ab o r a t i on  o r  t h ro u gh  ex p e r i en ce  an d  

i n t e r ac t i on s  ( wi t h  cu s t om ers  an d  s up p l i e r s ,  e t c . ) .   

In  t h e  A I  S e rv i ce  P r o v i de r  In d u s t r y,  r e s ea r ch  i s  r eq u i r ed  t o  ex p l o r e  t h e  

i n t e r es t  i n to  i nn ova t i on ,  u s in g  n ew  t ech no lo g i es ,  i n no va t i n g  bus in e ss  

m od e l s  and  n ew p ro d uc t / s e r v i ce  d ev e lo pm ent .  
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5 . 9  R e f l e c t i o n s  a n d  s u m m a r y  of  c i t e d  l i t e r a t u r e :  

Ex t ens i v e  c i t ed  l i t e r a tu r e  ad d r es s  con cep t  o f  cus t om er  v a lu e ,  cus tom er  

r e l a t i on sh ip ,  bus in e ss  mo d e l  t a r ge t in g  m ai n l y co nsu m er  m ark e t .  

Wh e r eas ,  i n  a  B2 B en v i ro nm ent ,  t h ese  co n cep t  i s  n o t  fu l l y  d ev e l op ed .  

N a r r ow in g  d o wn t o  t h e  No r weg i an  B2B in dus t r i a l  s ec to r ,  a  h an d fu l  o f  

p r ev io us  r es ea r ch es  a r e  av a i l ab l e .  A  r ecen t  e f fo r t  f ocus i n g  on  bu s in e ss  

m od e l  i nn ov a t i on  f o r  N or w eg i a n  M ar i t im e  i nd us t r y co n c lu d ed  wi th  

s i gn i f i c an t  f i n d in gs  b e tw een  m ar i t i m e  in d us t r y an d  th e  f i e ld s  o f  bus in e ss  

m od e l  ( F i ks dah l  &  W ams t ad ,  20 16 ) .  A  r e sea r ch  a t t empt ed  in  i den t i f yi n g  

cu s t om er  ex p er i ence  an d  cus t om er  v a lu e  in  p r e -pu r ch as e  s t age  

ad d r es s in g  l e ad in g  N o r w egi an  S e rv i ce  P r o v i d er s  (K u j a l a  &  C i t i c ,  20 15 ) .  

O t he r  c i t ed  l i t e r a t u r e  i nv es t i ga t ed  cus t om er  i nv o l vem en t  i n  n ew s e r v i ce  

d ev e l opm ent  ( Lu t eb e r ge t ,  2 00 5 ) .   

S u r p r i s in g l y,  no  p ub l i s h ed  l i t e r a t u r e  o r  bu s in e ss  r e sea r ch  f ou nd  th a t  i s  

ad d r es s in g  b us i n ess  mo d e l  co n cep t s  an d  cu s t om er  v a l ue  a s s es s m en t  i n  

t h e  N o rw eg i an  A ss e t  In t eg r i t y  ( A I)  m ark e t .   Th e r e  can  b e  sev e r a l  r e as on s  

f o r  l a ck  o f  su ch  re s ea r ch .  O ne  r ea so n  cou ld  b e  Co mpan y’ s  i n t e r n a l  

r o u t i n es  f o r  cus t om er  s a t i s f ac t i on  su r v e ys  on  r egu l a r  ba s i s ,  con t i nu ous  

C us t om er  con t ac t  an d  f o l l o w - up s .  Th e r e fo r e ,  n eed  f o r  an y ex t en s iv e  

b us in e ss  r es ea r ch  i s  e i t h e r  no t  co ns id e r ed  a s  n ece s s a r y o r  t he  

m an agem ent  s im ply  d o es  n o t  r e a l i ze  t h e  po t en t i a l  o f  i t .  C us t om er  

s a t i s f ac t i on  s u r v eys  m ay b e  “ou t  d a t ed ” ,  b i as ed  w i th  p r o j ec t - sp ec i f i c  

f o cus ,  f a i l i n g  to  ga t h er  i mp o r t an t  cus to m er  p e r sp ec t iv es .  T h e r e  i s  s een  a  

gen e r a l  l a ck  o f  r e s ea r ch  abo u t  Cu s t om er  R e l a t i o nsh ip  M an agem ent  

( CR M) ,  cus t om er  ch ann e l s ,  b us in es s  m od e l  i nn ov a t io n ,  p o w er  o f  s oc i a l  

m ed i a  and  cu s to m er  wi n -b ack  s t r a t eg i e s  i n  a  B2 B en v i ron m ent .   

N eed  f o r  an  emp i r i c a l  r e s ea r ch  in  t h e  A I  m ar k e t  i s  t h e r e f o r e  n eces s a r y 

t o  ex p l o r e  t h e  abov e  m en t io n ed  to p i cs .  D a t a  co l l e c t ed  f ro m t h e  ex p er t s  

s ho w in t e r es t in g  t r en ds  and  f i nd in gs ,  wh ich  a r e  s umm ar iz ed  in  t h e  

u p co min g  s ec t i on s .   
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6  Presentation of trends and preferences in col lected 

data 

In  o r d e r  t o  c ap t u r e  an d  i d en t i f y cu s tom er  v a lu e ,  an  o n l i ne  qu es t i on na i re  

s u rv e y w as  con du c t ed .  Th i s  s ec t io n  p r e s en t s  t r end s  and  p r e f e r en ces  a s  

ex t r ac t ed  f r om an a lys i s  o f  t h e  co l l e c t ed  da t a  f rom  t h e  su rv e y .   

T h i s  s ec t io n  fo cus se s  o n l y o n  t h e  cap tu r in g  v a lu e  t r end s  an d  p r e f e r en ces  

w i t ho u t  an y co n c lus io ns  d r aw n .  Co n c lu s i on s  a r e  s umm ar iz ed  in  S ec t i on  

8 .    

6 . 1  S u r ve y  t u r n - ou t ,  p a r t i c i pa nt  a n d  d a t a  pr e p a r a t i o n  

T h e  su r ve y r e s p onse  d a t a  i n c l ud es  r esp o ns es  f r om 34  exp e r t s  ( r e fe r r ed  

t o  as  r e sp on den t  o r  p a r t i c ip an t s  h e r ea f t e r ) .  N i n e t een  ( 19 )  r e sp on d en t s  

f r om  No r w eg ian  AI  S e r v i ce  p r ov i d e r  w h e r ea s  f i f t e en  (1 5 )  f r om  t he  

C us t om ers  ( O &G o p e r a to r s ) .  Du e  t o  an on ym i t y o f  t he  s u rv e y,  i t  i s  

d i f f i cu l t  t o  s a y h o w  m an y o r gan iz a t i on s  ( f r om  b o t h  in du s t r i e s )  t o ok  pa r t  

i n  t h e  su rv e y.  H o wev e r ,  b a s ed  o n  t h e  sen t  i nv i t a t i on s ,  i t  i s  e s t i ma t e d  th a t  

ex p e r t s  f r om abo u t  6 - 7  ke y o r gan iz a t i on s  f ro m each  in du s t r y ( A I  S e rv i ce  

P ro v i d er  an d  C us t om er )  a r e  r ep r es en t ed  i n  t he  co l l ec t ed  d a t a .  Tu r n  o u t  

f r om  A I  S e r v i ce  P r o v i de r  In d u s t r y w as  s l i gh t l y h i gh e r  t h an  C us t om er .  

T o t a l  t u rn ou t  o f  b o t h  su r ve ys  a r e  s how n  b e l o w:  

 

Fi g ure  9 .  P a r t i c ipan t s  f r om N or w eg ian  A I  S e rv i ce  P rov id e r  In d u s t r y  

[ s am pl e  s i z e  1 9 ]  

T u rn ou t  f rom  Cu s to m er s  ( O &G Op e r a t o r s )  i s  s ho w n i n  t he  f i gu r e  b e lo w.  



 
 

 

4 3  

 

 

Fi g ure  1 0 .  P ar t i c i pan t s  f r om NCS  O &G  Op e r a t o r s  (C us tom er s )  [ s am ple  

s i z e  1 5 ]  

Be l o w  i s  sum m ar y o f  r es po nd en t s ’  t h e i r  ex p e r t i s e ,  p os i t i o ns  and  t h e  s i z e  

o f  A I  t e am s  i n  t h e  o r gan iz a t io ns  t he y r ep r es en t .   

T abl e  1 a .  R es po nden t s  f r om  b o th  i ndu s t r i e s ,  ex pe r t i s e  

A I  S e r v i c e  P r o v i d e r  
C u s t o m e r  ( O & G  

O p e r a t o r )  

E x p e r i e n c e  R e s p o n d e n t s  %  R e s p o n d e n t s  %  

L e s s  t h a n  5  Y e a r s  3  1 6 %  1  7 %  

5 - 1 0  Y e a r s  5  2 6 %  4  2 6 %  

1 0 - 1 5  Y e a r s  8  4 2 %  3  2 0 %  

M o r e  t h a n  1 5  

Y e a r s  
3  1 6 %  7  4 7 %  

S a m p l e  S i z e  1 9  1 0 0 %  1 5  1 0 0 %  

T ab l e  b e l ow  p r es en t s  an  o v e rv i ew o f  po s i t i o ns ,  ro l es  &  r es po ns ib i l i t i e s  

o f  t he  pa r t i c ip an t s .  

T abl e  1b .  R esp on den t s  f r om  b o th  i ndu s t r i e s ,  p os i t i o n  and  ro l e  

A I  S e r v i c e  P r o v i d e r  
C u s t o m e r  ( O & G  

O p e r a t o r )  

P o s i t i o n  R e s p o n d e n t s  %  R e s p o n d e n t s  %  

T o p  M a n a g e m e n t  4  2 1 %  1  7 %  

D e p a r t m e n t  

H e a d / M a n a g e r  
4  2 1 %  6  4 0 %  

P r o j e c t  M a n a g e m e n t  3  1 6 %  1  7  %  

S p e c i a l i s t / E x p e r t  4  2 1 %  3  2 0 %  

L e a d / S r .  E n g i n e e r  4  2 1 %  4  2 6  %  

T o t a l  1 9  1 0 0  %   1 5  1 0 0  %  
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S i z e  o f  t h e  A I  b us in e ss  u n i t  i n  e ach  o r gan iza t ion  d ep end s  o n  

o r gan iz a t io n a l  c ap ab i l i t i e s ,  r e s ou r ces  an d  com pe t en ces .  F i gu r e  11  s ho ws  

s i z e  o f  A I  b us in es s  u n i t  o f  t h e  r e sp ond en t  f r o m  b o th  In d u s t r i e s .  

T h e  s u r v ey t u r n ou t  sh o ws  a  go od  mix  o f  m ed ium -  t o  l a r ge - s ca l e  

o r gan iz a t io ns  an d  h i gh l y s k i l l ed  ex p e r t s .   

 

Fi g ure  1 1 .  A I Bu s in e ss  u n i t  f r om  b o t h  In d u s t r i e s  

In  o r d e r  t o  c ap tu re  v a l u e  pe r cep t i on  in  t h e  e ye  o f  C us to mer s ,  m o s t  

q u es t io ns  (A bo u t  60 % )  a r e  as k in g  f o r  r e sp on s es  f r om Ser v ice  In d u s t r y,  

s im ul t an eou s l y a s k i n g  f o r  C us tom ers ’  p e rcep t i on .  Th e r e  a r e  tw o  m a in  

r ea s ons  fo r  d o i n g  i t ;  f i r s t l y ,  t o  c ap tu r e  an y i nd iv idu a l  t r end s  and  

p r e f e r en ces  as  fo und  i n  e ach  in du s t r y.  S eco nd  ob j ec t iv e  i s  t o  be  ab l e  t o  

m ak e  a  co mp a r i son  to  h i gh l i gh t  an y  p e r cep t io n  gap s  ( i . e .  h o w mu ch  

ex p e r t s  f rom  S e rv ice  in du s t r y ag r ee / o r  d i s ag r ee  wi t h  th e  ex p e r t s  f rom 

t h e  O &G O p er a to r s ) .  

6 . 1 . 1  S u r v e y  p a r t i c i p a n t s  

O n l in e  q u es t io nn a i r e  w as  d i s t r i bu ted  to  a  c a r e f u l l y  s e l ec t ed  ex p e r t  

p o pu l a t io n  f rom bo t h  i nd us t r i e s .  S e l ec t io n  o f  ex p e r t s  w as  b as ed  o n  th e i r  

r o l e s  an d  ex p e r t i s e  wi t h i n  th e  f i e ld  o f  A I .  Av a i l ab l e  on l in e  in f o r m at i on  

o n  t h e  web  an d  Li n k ed In  p r o f i l e s  w er e  rev i ew ed  to  f i n a l i z e  t h e  l i s t  o f  

ex p e r t s .  In v i t a t i on  f o r  p a r t i c ip a t ion  to  q ues t i on n a i re  s u rv e y w as  

d i s t r i b u t ed  v i a  ema i l  wi t h  U R L l in k  t o  on l in e  s u rv e y.  So m e r ece i ved  

i nv i t a t i on  th r ou gh  Li n k ed In  an d  Faceb o ok  ( wh e r e  o th e r  co n t ac t  m eans  
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w e r e  no t  p os s i b l e ) .  In  s om e cas es ,  t h e  r eq u es t  f o r  p a r t i c ipa t i on  w as  s en t  

t o  t h e  com p an y m a i l  fo r  i n t e r n a l  d i s t r i b u t io n .  T h ree  remin d e rs  w e r e  s en t  

an d  t he  su rv e y b e f o r e  c l os i n g  th e  s u rv e y .  T h e  s u rv e y w as  vo lu n t a r y an d  

an on ym o u s .  Al l  pa r t i c i p an t s  r e ce iv ed  b r i e f  gu id e l in e s  an d  p r ac t i c a l  

i n fo rm at io n  on  h ow to  f i l l  t h e  su rv e y.   

6 . 1 . 2  D a t a  p r e p a r a t i o n  f o r  a n a l y s i s  

Fi r s t  s t ep  i n  d a t a  ana l ys i s  i s  t o  a s s i gn  nu m er i ca l  v a lu e  t o  t h e  Li k e r t  S ca l e  

s o  t h a t  f u r th e r  an a lys i s  c an  b e  pe r f o rm ed .  T he  v a l u es  a re  s t a r t i n g  f ro m 

h i gh es t  t o  l ow es t  ag r eem en t  ( i . e .  mo re  p os i t i ve  r es po ns e  ge t s  a  h i gh e r  

n um er i ca l  v a lu e ) .  T ab l e  b e l o w sh ows  t h e  Li k e r t  s ca l e  w i th  as s i gn ed  

n um er i ca l  v a lu e s .  Th e  a s s i gn ed  v a l u es  a r e  s i mi l a r  fo r  d a t a  co l l e c t ed  f ro m 

b o t h  in du s t r i e s .  

T abl e  2 .  As s i gn ed  w e i gh t s  s co r es  f o r  d a t a  an a l ys i s  t o  C a t ego r y I I  an d  

I I I  r e s p o ns es 5 

C A T E G O R Y  I I  R E S P O N S E S 5  A S S I G N E D  N U M E R I C A L  V A L U E S  

S T R O N G L Y  A G R E E  6  

A G R E E  5  

S O M E W H A T  A G R E E  4  

D I S A G R E E  3  

S T R O N G L Y  D I S A G R E E  2  

D O N ' T  K N O W  1  

C A T E G O R Y  I I I  

R E S P O N S E S 5  
A S S I G N E D  N U M E R I C A L  V A L U E S  

Y E S  4  

M A Y B E  3  

N O   2  

D O N ' T  K N O W  1  

                                                 
5 S e e  s e c t i o n  4 . 2 . 1  Q u e s t i o n n a i r e  d e s i g n  f o r  t h e  r e s p o n s e  c a t e g o r i e s  
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In  t ab l e  abo v e ,  d o  no t  kn o w op t io n  i s  a s s i gn ed  t he  l o wes t  va l u e ;  ho w eve r ,  

t h i s  va lu e  i s  i gn or ed  i n  f u r th e r  c a l cu l a t io ns .  M ean  i s  no t  a  r e co mm en d ed  

f o r  c a l cu l a t in g  an  av e r age  r e sp on s e  f r om  a  Li k e r t  S ca l e .  Th e r e fo r e ,  

w e i gh t i n g  t e chn i que  i s  u s ed  to  c a l cu l a t e  a  co l l e c t i v e  w e i gh t  o f  t h e  

r e s po ns es .  Fo l lo win g  f o rm ul a  i s  u s ed  t o  as s i gn  w e i gh t s  t o  t h e  r es po ns es  

f o r  r e sp on s e  t o  e ach  qu es t io n  ( K r i s t a ,  2 0 15 ) :  

(N u m b er  o f  r es po nd en t  *  nu m er ica l  va lu e  fo r  f i r s t  s ca l e )  +  

(N u m b er  o f  r es po nd en t  *  n um er i ca l  va lu e  f or  s econ d  s ca l e )  +  

(N u m b er  o f  r e sp ond en t  *  n u mer i ca l  va lu e  f or  t h i r d  s ca le )  +  

(N u m b er  o f  r e sp ond en t  *  n u m er i ca l  va lu e  f or  f o ur th  s ca le )  +  

(N u m b er  o f  r e sp ond en t  *  nu m er i ca l  va lu e  f or  f i f t h  s ca le )  /  

T o ta l  N u mb er  o f  R es po nd en t  6 

T h e  pu rp os e  o f  as s i gn i n g  w ei gh t ed  s co r e  i s  t o  b e  ab l e  t o  comp a r e  

r e s po ns i v e  g r aph ica l l y .  H i gh er  w e i gh t ed  s co r e  sh ow s  mo r e  pos i t i v e  

r e s po ns e  ( e i t h e r  m o re  ag r eem en t  o r  m o re  wi l l i n gnes s  i . e .  Y es ) .  

U p comi n g  s ec t i o n  p r o v i de s  a  s umm ar y o f  i nd i v i du a l  r es pon s es  an d  t r ends  

f r om  each  i nd us t ry .  A  comp ar i so n  o f  b o th  in du s t r i e s  i s  p r ov id ed  i n  

s ec t io n  7  w he r eas  co n c l us i on  i n  s ec t ion  8  o f  t h i s  t h es i s .  

  

                                                 
6 R e f .   

 

A p p e n d i x  B :  Data analysis f o r  d e t a i l e d  c a l c u l a t i o n s  
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6 . 2  T r e n d s  a nd  Pr e f e r e nc e s  f r o m  A I  S e r vi c e  P r o vi d e r  In d u st r y  

I t  i s  i n t e r es t in g  to  i d en t i f y an y s p ec i f i c  p re f e r en ces  an d  t r end s  am on g 

t h e  ex p e r t s .  As  d es c r i b ed  ea r l i e r  i n  q u es t io nn a i r e  de s ign ,  f ew  gen e r a l  

i n fo rm at io n  q u es t ion s  a r e  as k ed  in  t h e  s t a r t  o f  t h e  qu es t i on n a i r e .  T h i s  i s  

t o  ga in  b r i e f  u nd er s t and in g  o f  t h e  bu s i n ess  mo d e l  o f  t h e  A I  S e r v i ce  

P ro v i d er  o r gan iz a t i on s .  A  s umm ar y o f  t h e  re sp on s es  t o  t h e  gen e ra l  

q u es t io ns  i s  sh o wn  b e lo w.  Th e  p r e f e r en ces  a r e  b as ed  o n  a  s am pl e  s i z e  o f  

1 9  ex p e r t s  f ro m A I  S er v i ce  P r ov i d e r  In d us t r y.  

T abl e  3 .  S umm ar y o f  gen er a l  i n fo rm at i on  q u es t io ns  ( s amp l e  s i z e  =  1 9)  

G e n e r a l  Q u e s t i o n s  
R e s p o n s e  f r o m  AI  S e r v i c e  

P r o v i d e r  I n d u s t r y  

P a r t i c i p a t i o n  i n  a n y  s u r v e y  c o n d u c t e d  b y  

y o u r  o r g a n i z a t i o n ,  f o c u s i n g  o n  c u s t o m e r  

v a l u e ,  p r i c e  a n d  q u a l i t y ?  

5 6 %  N O  

4 4 %  Y E S  

C o n t a c t  l e v e l  w i t h  t h e  C u s t o m e r s  ( f o r m a l ,  

i n f o r m a l  m e e t i n g s ,  e m a i l ,  p h o n e  e t c . ) ?  

4 2 %  D A I L Y  B A S I S  

4 7 %  W E E K L Y  B A S I S  

1 1 %  M O N T H L Y  B A S I S  

S p e c t r u m  o f  A I  S e r v i c e s  a n d  P r o d u c t s  t h e y  

o f f e r  t o  t h e  N o r w e g i a n  O p e r a t o r s ?  ( F E E D ,  

M M O ,  R B I  e t c . )  

3 7 %  O f f e r  a l l  A I  S e r v i c e s  

5 8 %  O f f e r  s o m e  A I  S e r v i c e s  

5 %  O f f e r  o n l y  a  f e w  A I  

S e r v i c e s  

D o  y o u  h a v e  C u s t o m e r s  o u t s i d e  t h e  o i l  a n d  

g a s  s e c t o r  ( C u s t o m e r  s e g m e n t ) ?  

5 3 %  N O  

4 7 %  Y E S  

D o  y o u  h a v e  a n y  I n t e r n a t i o n a l  C u s t o m e r s  

( d i v e r s i t y ) ?  

6 3 %  Y E S  

2 6 %  N O  

1 1 %  D O N ' T  K N O W  

M o r e  th an  h a l f  o f  t h e  t o t a l  n um b er  o f  p a r t i c i p an t s  (5 6 % )  h av e  no t  

p a r t i c ip a t ed  ea r l i e r  i n  a n y s u r v ey f o cu s i n g  o n  Cu s to m er  V a lu e ,  p r i c in g  

an d  q u a l i t y .  C u s tom er  co n t ac t  f r eq uen c y i s  qu i t e  s a t i s f ac t o r y i n  a l l  

o r gan iz a t io ns .  O n ly  3 7 %  o f  t h e  A I  S e r v i ce  P r ov i d e r  o r gan iz a t i on s  a r e  i n  

p os i t i on  o f  o f fe r ing  a l l  A I  s e r v i ces  t o  t he i r  Cu s to m er s .  47 %  of  t h e  

o r gan iz a t io ns  h av e  O &G  op e r a to r s  a s  t h e i r  m ain  cu s t om er s .  A bo u t  6 3% 
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o r gan iz a t io ns  a r e  o f f e r i n g  A I  S e r v i ce s  and  p r od u c t s  t o  i n t e r n a t i on a l  

cu s t om ers .  

T h e  up comi n g  b a r  ch a r t s ,  p r es en t s  r e spo ns e  d a t a  co l l e c t ed  f r om  C at ego r y  

I I  q u es t io ns 7.  In  F i gu r e  1 2  and  13 ,  g r een  d o t t ed  l i n e s  r ep re s en t  “S t ro ng 

A gr eem en t ”  and  r ed  do t t ed  l i n e  r ep re s en t s  “ Di sagr eemen t ” .  Th e  b a rs  

s ho w  a  w e i gh t ed  s co r e ,  w h i ch  m easu r e s  t h e  s t r e n g t h  o f  a  co l l e c t iv e  

r e s po ns e  f rom a l l  r e s po nd en t s .  As  an  exam pl e ,  i f  a l l  r e s po nd en t s  s t r on g l y  

ag r ee  to  a  q u es t io n ,  t h e  b lu e  b a r  wi l l  r e ach  a  s co r e  o f  6  ( G r een  do t t ed  

l i n e ) ,  i n  c a s e  o f  a  d i s ag r eem en t ,  t h e  b a r  w ou ld  ge t  a  s co r e  o f  3  (R ed  

d o t t ed  l i n e ) .  T ab l e  4  ex p l a in s  i n t e r p re t a t io n  o f  t h e  r e spo ns e s  f r om  t h e  

co l l e c t ed  d a t a  i n  t he  up comi n g  b a r  ch ar t s .  

T abl e  4 .  In t e r p r e t a t io n  o f  t h e  w e i gh t ed  s co r es  ( C a t egor y I I  q u es t i ons )  

C A T E G O R Y  I I  R E S P O N S E S  E X P L A N A T I O N  

S t r o n g  A g r e e m e n t  W e i g h t e d  s c o r e  b e t w e e n  5  a n d  6  

W e a k  A g r e e m e n t  W e i g h t e d  s c o r e  b e t w e e n  4  a n d  5  

N e u t r a l  W e i g h t e d  s c o r e  b e t w e e n  3  a n d  4  

D i s a g r e e m e n t / N o t  p r e f e r r e d  W e i g h t e d  s c o r e  e q u a l  t o  3  o r  b e l o w  

Fi gu r e  be lo w  s ho ws  a  sum m ar y o f  r e s po ns e  abo u t  d i f f e r en t  P r i ce  and  

Q u a l i t y  ( P &Q )  r e l a t ed  qu es t i on s  

                                                 
7 S e e  s e c t i o n  4 . 2 . 1  Q u e s t i o n n a i r e  d e s i g n  f o r  t h e  r e s p o n s e  c a t e g o r i e s  
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Fi g ure  12 .  D e l i v e r i n g  Qu a l i t y  an d  P r i ce ,  r es po ns e  f ro m  A I  S e r v i ce  

P ro v i d er  i nd us t r y  ( s ampl e  s i z e  =  19 )  

F r o m  th e  F i gu re  ab o ve ,  i t  i s  c l e a r  t ha t  t h e r e  i s  a  co ns en su s  am on g  A I  

S e rv i ce  P r ov id e rs  f o r  qu a l i t y  i s su e s .  S umm ar y o f  a l l  r e s po ns e s  i n  t h e  

F i gu r e  ab ov e  i s  a s  u n de r :  

S t ron g  A g reemen t:  

  A I S er v i ce  P r ov i d er  In d u s t r y s h o ws  t he  h i gh es t  l ev e l  o f  ag r eem en t  

f o r  d e l iv e r i n g  t he  qu a l i t y  a s  p rom is ed  t o  t h e i r  Cu s t om ers  ( b a r  w i th  

t h e  h i gh es t  w e i gh t s  i . e .  5 , 21 )  

  R esp ons e  abo u t  A I  S e rv i ce  P r ov i d e rs ’  a t t r a c t i v e  fo r  C us t om ers  du e  

t o  qu a l i t y ,  i s  m ut ua l l y ag r eed  b y a l l  ex p e r t s  (w e i gh t ed  s co r e  o f  

5 , 11 )   

  In t eg r a t i on  o f  C us to mer  qu a l i t y  r e q u i r em en t s  i n  t he i r  Q u a l i t y  

M an agem ent  S ys t em  ( Q MS)  h a s  a l so  r ece iv ed  h i gh er  mut u a l  

co ns ens us  ( s co r e  o f  5 ) .  

 

 



 
 

 

5 0  

 

W eak  A g reemen t :  

  Q u e s t i on  ab ou t  f a c in g  ch a l l en ges  i n  mee t i n g  C us tom er s ’  p r i c e  and  

q u a l i t y  ( P &Q )  r equ i rem en t s  s ho w  a  w eak  ag r eem en t ,  sh o wi n g  a  

w e i gh t ed  s co r e  o f  4 , 79 .  Th i s  w eak  agr eem en t  i s  i n  f a c t  a  po s i t i v e  

t r en d  mean i n g  tha t  A I  S e r v i ce  P r o v i de r  d oes  no t  f i nd  i t  

ch a l l en g i n g .  

  W eak  ag r eem en t  i s  s een  amo n g  ex p e r t s ’  ab ou t  t h e  s t a t em en t  t h a t  

h i gh er  q ua l i t y  A I  S e rv i ce s  an d  P ro d uc t s  a r e  h i ghe r  i n  p r i c e  

( w e i gh t ed  s co re  o f  4 , 74 ) .  

  Lo w er  p r i c es  m ak es  an  A I  S e r v i ce  P r o v i de r  a t t r a c t iv e  f o r  t h e i r  

cu s t om er  ( s co re  o f  4 , 42 )  sh ow s  a  weak  mu tu a l  co ns en su s .  

  Ex pe r t s  sh o w w eak  ag r eem en t  w h en  a sk ed  i f  t h e i r  s e rv i ces  and  

p r od u c t s  a r e  p e r ce iv ed  ex p ens i v e  b y t h e i r  C us t om ers  (S co r e  4 ,2 6 ) .  

N eu tra l :  

Lo w es t  w e i gh t ed  sco r e  a s  s een  in  t h e  F i gu r e  abo v e  i s  w hen  r e sp on d en t s  

a r e  ask ed  ab ou t  t h e i r  comp et i t o r s .  Re sp o ns e  s ho ws  a  s co re  o f  3 , 79  w hen  

a s k ed  i f  t h e i r  com pe t i t o r s  a r e  h i gh e r  i n  p r i c e  as  com p a red  t o  t h e m .  

D is ag reemen t /  N o t  Pre f erred :  

N o  d i s ag r eem en t  f ou n d  i n  t h e  co l l e c t ed  da t a !  

C us t om er  v a l u e  i s  a  c en t ra l  t h em e  in  t h i s  t h es i s  an d  i n  A I  S e r v i ce  

P ro v i d er s ’  bu s in e ss  m od e l .  R es po ns e  to  t h e  qu es t i on s  ab o u t  Cu s to m er  

V a lu e  as s es sm en t  sh o w  h i gh e r  l ev e l  o f  ag r eem en t  amo n g  th e  r es po nd en t s  

( s ee  F i gu r e  13  b e l ow )  
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Fi g ure  1 3 .  C us tomer  V a l u e  (C V )  as s es sm en t ,  r e s po ns e  f ro m  A I  S e r v i ce  

P ro v i d er  i nd us t r y  ( s ampl e  s i z e  =  19 )  

F i gu r e  s ho ws  in  gen e r a l  go od  s i gn  o f  ag r eem en t  i n  a l l  r e s po nd en t  ( a l l  

s co r es  c lo se  t o  5  o r  abo v e ) .  A l l  r e sp ons e s  a r e  su mm ar iz ed  u nd e r :  

S t ron g  A g reemen t:  

  G en e r a l  co ns en su s  ab ou t  i f  A I  S e r v i ce  In d u s t r y h a s  h i gh e r  fo cus  

o n  Cu s to m er  i n  cu r r en t  m a rk e t  s i t u a t io n  (S co r e  o f  5 ,1 1 )  

  T h e  im po r t an ce  o f  b e in g  Cu s t om er -o r i en t ed  i s  s t r on g l y 

ack no wl ed ged  ( s co r e  o f  5 , 05 ) .  

  K n ow in g  Cu s t om er  r equ i rem en t s  i s  t h e  a l s o  con s i d er ed  v er y  

i mp or t an t  b y a l l  r e s po nd en t  ( s co r e  o f  5 , 05 ) .   

W eak  A g reemen t :  

  W eak e r  ag r eemen t  s een  f o r  qu es t io n  abo u t  h ow  mu ch  a r e  t h e y  

a l i gn e d  wi th  Cu s t om er  v a l u es  ( s co r e  o f   4 ,9 5 ) .   

  S ys t ema t i c  imp l emen t a t i on  o f  Cu s to mer  f eed b ack  s ho ws  w eak  s i gn  

o f  ag r eem en t  ( s co re  o f   4 ,9 5 ) .   
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N eu tra l :  

N o  n eu t r a l  r e sp onse s  fo un d  i n  t h e  co l l e c t ed  d a t a !  

D is ag reemen t /  N o t  Pre f erred :  

N o  d i s ag r eem en t  f ou n d  i n  t h e  co l l e c t ed  da t a !  

C a t ego r y I I I  q u es t i on s  as k ed  r e sp ons e s  i n  fo rm  o f  “Yes ” ,  “No ”  and  

“D o n’ t  kn o w” .  T he  up comi n g  f i gu r es  s um mar ize s  r es po ns e s  t o  t he se  

q u es t io ns .  In  t h e  f i gu r es ,  a  s co r e  o f  4  r ep r e sen t s  “Y es ”  ( G r een  d o t t ed  

l i n e )  an d  2  r ep r es en t s  a  “No ”  ( r ed  do t t ed  l i n e ) .  T ab l e  5  ex p l a i ns  

i n t e rp r e t a t io n  o f  t he  r e sp ons e s .  

T abl e  5 .  In t e r p r e t a t io n  o f  w e i gh t ed  s co r e s  ( C a t ego r y I I I  q u es t io ns )  

C A T E G O R Y  I I I  R E S P O N S E S  E X P L A N A T I O N  

Y e s  W e i g h t e d  s c o r e  b e t w e e n  3  a n d  4  

N e u t r a l  W e i g h t e d  s c o r e  b e t w e e n  2  a n d  3  

N o  W e i g h t e d  s c o r e  e q u a l  t o  2  o r  b e l o w  

C o -c r ea t io n  i s  k ey t o  n ew A I  s e r v i ce  o r  p r od u c t  i n  co op e r a t io n  w i th  o t h er  

3 r d  p a r t i e s  i n  f o rm an  a l l i an ce / j o i n t  ven tu r e .  T h e  a l l i an ce  can  b e  wi th  

C us t om e r ,  a  t echn o l o g y p r ov i d e r ,  o r  a  co mp et i t o r  a i mi n g to  c r ea t e  v a lu e  

t o  t h e  b en ef i c i a r y ( a l l  i n vo lv ed  p a r t i e s ) .  W h en  a sk ed  q u es t io ns  abo u t  co -

c r ea t i on ,  t h e  r es pon s es  a r e  r ep r es en t ed  i n  F i gu re  1 4 .  
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Fi g ure  14 .  W i l l i n gn ess  fo r  a l l i an ce  t o  c o - c r ea t e  v a l u e  ( s am pl e  s i z e  =  1 9 )  

Y es :  

  Fi gu r e  sh o ws  h i ghes t  s co r e  (3 ,5 8 )  o f  Y es  t o  fo rm in g  an  a l l i an ce  

t h a t  m ay i n c lu d e  com p et i t o r s .   

  T h e  co l l e c t iv e  r esp o ns e  sh o ws  in t e r es t  t o  d eve lo p  n ew p ro du c t s  

( s co r e  o f  3 ,5 3 ) .   

  R esp ons e s  sh o w tha t  A I  S e r v i ce  P r ov i d er s  h ave  co - c r ea t ed  wi th  

t h e i r  C us tom er s  i n  t h e  p as t  ( s co r e  o f  3 , 4 7 ) .  

  R esp ons e s  s ho w t h a t  S I  S e rv i ce  P ro v i d er s  In d us t r y h av e  

co op e r a t io n  wi t h  loca l  r e s ea r ch  i ns t i t u t e  ( s co r e  o f  3 , 26 ) .  

N eu tra l :  

  R esp ons e s  a r e  n eu t ra l  t ow ar ds  qu es t io n  ab ou t  i f  A I  S e rv i ce  

P ro v i d er  h a s  an y f o r m o f  a l l i an ce  w i t h  t h e i r  comp et i t o r s  a t  t h e  

m om en t  ( s co r e  2 , 79 ) .   

  J o i n t  v en tu r e  wi th  an y i n t e rn a t io na l  r e sea r ch  i ns t i t u t e  h as  a l s o  

r ece iv ed  a  v e r y l o w s co r e  ( 2 , 63 )  c lo s e r  t o  a  No .  

  Q u es t i on  abo u t  co -c r ea t i on  wi t h  co mpe t i t o r  i n  p a s t  s h ows  a  s co r e  

o f  2 ,5 8  in t e r p r e t ed  a s  n eu t r a l .   

N o :  

N o  d i s ag r eem en t  f ou n d  i n  t h e  co l l e c t ed  da t a !  
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C h an ne l s  i n  a  Bus in e ss  M od e l  C anv as  a r e  C us t om er  t ou ch  po i n t s .  

Q u es t i on n a i re  i n c l ud ed  s om e  q u es t io ns  t o  i d en t i f y p r e f e r en ces  and  abo u t  

av a i l ab l e  e - ch ann e l s  and  so c i a l  m ed ia .  Th e  f eed b ack  i s  s ho w n  in  t he  

f i gu r e  b e lo w .   

Fi g ure  1 5 .  A I  S e rv i ces  t h r ou gh  e - chan n e l s ,  R es po ns e  f r o m A I  S e rv i ce  

In d u s t r y  ( s am pl e  s i z e  =  1 9 )  

Y es :  

A I S e rv ice  P ro v id er  i nd us t r y r e s po n ded  p os i t i v e  ( s co r e  o f  3 , 26 )  t o  t he i r  

co nn ec t io n  w i t h  Cus to mer s  t h r ou gh  e -ch ann e l s  ( e . g .  Faceb o ok ,  Li nk ed In  

e t c . )  

N eu tra l :   

  A cco rd in g  t o  t h e  re s po ns e s ,  t h e s e  e - ch ann e l s  a r e  n o t  p r e f e r r ed  t o  

en gag i n g  t h e  C us tom ers  ( s co r e  o f  2 ,5 8 ) .   

  R esp ons e  f ro m  b e in g  ab le  t o  su cceed  w i t h  s e l l i n g  A I  s e r v i ce s  (o r  

p r od u c t s )  t h ro u gh  e - ch an n e l s  s eems  no t  t o  b e  so  su cces s f u l  ( s co re  

o f  2 ,1 1 ) .   

N o :  

N o  d i s c r ep an c ie s  fo u nd  in  t he  co l l e c t ed  d a t a !   
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Bu s i n es s  mo de l  an d  s t r a t eg i es  he l p  k eep i n g  a  go o d  cus tom er  

r e l a t i on sh ip .  A l s o  wi nn i n g  an y l o s t  cu s t om ers .  F i gu re  1 6  s ho w s  a  

co l l e c t i v e  r es p onse  f r om  A I  i n d us t ry  ab o u t  t h e  C us to m er  wi n - b ack  

s t ra t eg i e s .  

 

Fi g ure  1 6 .  C us t omer  wi n -b ack  s t a tu s  ( p a s t  3  yea r s )  ( s amp l e  s i z e  =  1 9)  

Y es :  

A I S e r v i ce  P r ov i d er  In d u s t r y h a s  b een  su cces s f u l  i n  s e l l i n g  add i t i on a l  

A I  s e r v i ces  an d  p r od u c t s  t o  ex i s t i n g  cu s t om ers .  

N eu tra l :   

A n sw er  to  t h e  qu es t io ns  a sk ed  abo u t  wi nn in g  back  lo s t  Cus to mer  an d  r e -

s e l l i n g  to  ex i s t i n g  C us t om ers  sh o ws  neu t r a l  r ep l y ( s co r e  o f  2 ,5 3 ) .  S eems  

t h a t  t h e  A I  S e r v i ce  In d u s t r y h a s  n o t  been |  s o  su cce ss fu l  i n  w in n i n g  t he  

l o s t  C us t om er  in  p as t  t h r ee  yea r s .   

N o :  

N o  d i s c r ep an c ie s  fo u nd  in  t he  co l l e c t ed  d a t a !  

R esp ons e  to  t h e  q ues t io n  ab ou t  v i s ib l e  i n t eg r a t io n  o f  Bus in e ss  s t r a t eg y  

w i t h  Cus to mer  V a lu e  (C V)  i s  sh ow n in  F i gu r e  1 7  b e lo w .  
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Fi g ure  17 .  Ho w in t eg r a t ed  Bus i n es s  s t r a t eg y i s  wi t h  C V?  ( S am pl e  s i z e  =  

1 9 )  

R esp ons e s  s ho w s  on l y 2 1 %  r e sp on d en t  means  th a t  t h e i r  o rgan iz a t io n  h a s  

a  “ f u l l y  i n t eg r a t ed”  Bu s in e ss  s t r a t eg y  w i th  C us t om er  V a lu e .  3 2%  m eans  

p a r t i a l  i n t eg r a t ed  w h e r eas  rem ain in g  4 7 % r ep l i es  sh ow  th a t  i t  l a cks  t h e  

s t r a t eg i c  i n t eg r a t i on .   

R esp ons e s  t o  mi s ce l l an eo us  qu es t i ons  r e l a t ed  wi t h  d i f fe r en t  bu i ld in g  

b lo cks  in  b us in es s  m od e l  c an v as  a r e  su mm ar iz ed  i n  F i gure  18 .  
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H av e  con du c ted  r e sea r ch  to  

i d en t i f y C u s to m er  n eeds?  

A w ar eness  ab ou t  co m p et i t o r s  

( M ark e t  aw ar en es s )?  

D i d  yo u  wi n - b ack  C us t om er  ( i n  

p a s t  3  yea r s )?  

 

S e l l i n g  add i t i on a l  A I  P ro du c t s  and  s e r v i ce s  t o  

ex i s t i n g  C us tom er  b e in g  p ro f i t ab l e?  

h o w yo u  a i m to  d eve l op  s u ch  p ro du c t s  o r  s e rv i ce s ,  

t h e i r  r ep l y s h o wn  in  ba r  ch a r t .  

 

Fi g ure  1 8 .  M is ce l l an eou s  R esp on s es  f r o m A I  S e rv i ce  P rov id e r  i n du s t r y  ( s amp l e  s i z e  =  1 9)
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F i gu r e  1 8  s ho ws  i n t e r es t in g  t r end s  abo u t  A I  S e r v i ce  P r ov id e r  In d u s t r y.  

A b ou t  h a l f  (4 8 %)  o f  t h e  A I  S e r v i ce  p r ov id e rs  wh o  p a r t i c i p a t ed  in  t h e  

s u rv e y h av e  n o t  co n du c t ed  an y r e s ea r ch  to  i d en t i f y cu s t om er  n eeds .  

A w ar eness  ab ou t  t he i r  com p et i t o r s  i s  no t  v e r y p r o mi s in g  a s  i nd i ca t e d  in  

t h e  g r ap h .  On l y 2 1 %  h av e  f u l l  aw a renes s  o f  wh a t  t h e i r  co mp et i t o r s  s e l l .  

R esp ons e s  s ho w  t ha t  t h e  l o s t  C us tom er s  do  t u rn  b ack  t o  t h e  A I  S e r v i ce  

P ro v i d er s .  T he  r e spo ns e s  s ho w t h a t  i n  m os t  ca s es  ( 67 % ) ,  t h e  C us t om ers  

co n t ac t ed  t he  S er v i ce  p r ov id e r .  O n l y i n  a  f ew cas e s  (3 3%) ,  t h e  S e r v i ce  

p r ov id e r  h as  b een  su cce ss fu l  i n  wi nn ing  b ack  a  Cu s t om er .   

In  r e s p o ns e  to  qu es t io n  abo u t  ex pe r i ence s  wi t h  c r os s - s e l l i n g  3 2 % r ep l i ed  

t h a t  c r os s - s e l l i n g  h a s  b een  p r o f i t ab l e .  W her eas  42 %  mean  i t  h as  b een  

s om ewh a t  p ro f i t ab l e  i . e .  n o t  a l w ays .  5 %  ex p e r i en ced  tha t  c ro s s - s e l l i n g  

w as  no t  p r o f i t ab l e  a t  a l l .  5 6 % of  re spo n den t  sh o w a  po s i t i v e  r es po ns e  to  

d ev e l op i n g  n ew  A I  P ro du c t s  an d  S e rv i ce s  wi t h  s up po r t  f ro m  t h i rd  p a r t y.  

T h i r d  p a r t y c an  b e  t h e i r  C us t om ers ,  su b - su pp l i e r  o r  equ ip men t  

m anu f ac t u r e r s .  22 % r es po n den t  a im  to  d ev e l op  on  t h e i r  o wn  wh e r eas  11 % 

a im  t o  d ev e l op  en t i r e l y  b y  a  t h i rd  p a r ty .  

M os t  o f  t h e  r esp ons e s  ab ov e  h av e  ro o t s  w i t h in  th e  C om pan y’ s  bu s in e ss  

m od e l  an d  s t r a t eg i es .  U p com in g  sec t ion  s um mar ize s  r es pon s es  an d  t r end s  

an d  p re f e r en ces  f ro m da t a  co l l e c t ed  f ro m t h e  C us t omer s ,  i . e .  O &G  

O p e r a t o r s .  
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6 . 3  T r e n d s  a nd  Pr e f e r e nc e s  f r o m  C u st o m e r s  (O & G O pe r a t or s )   

T hi s  s ec t io n  h i gh l igh t s  t r en ds  and  cap tu r es  cus tom ers ’  p e r cep t i ons  a s  

o bs e r v ed  f r om co l l e c t ed  d a t a  f r om  Cus to mer s .  R es po ns es  t o  f e w gen e r a l  

q u es t io ns  i s  sh ow s  i n  t h e  t ab l e .  Th e  p r e f e r en ces  a r e  b a sed  on  a  s am ple  

s i z e  o f  1 5  ex p e r t s  f r o m C us tom ers  (O&G  O p er a to r s ) .  

T abl e  6 .  S umm ar y o f  gen er a l  i n fo rm at i on  q u es t io ns  ( s amp l e  s i z e  =  1 5)   

Gen era l  in f o rma t io n  O & G Op erat o rs  

P a r t i c i p a t i o n  i n  a n y  e a r l i e r  s u r v e y  

f o c u s i n g  o n  C u s t o m e r  v a l u e ,  p r i c e  a n d  

q u a l i t y ?  

3 3 %  N O  

6 0 %  Y E S  

C o n t a c t  w i t h  t h e i r  C u s t o m e r s  ( f o r m a l ,  

i n f o r m a l  m e e t i n g s ,  e m a i l ,  p h o n e  e t c . ) ?  

3 3 %  D A I L Y  B A S I S  

4 7 %  W E E K L Y  B A S I S  

1 %  M O N T H L Y  B A S I S  

P r e f e r  t o  b u y  a l l  A I  S e r v i c e s  a n d  

P r o d u c t s  f r o m  o n e  S e r v i c e  P r o v i d e r ,  i f  

a v a i l a b l e ?  

7 %  Y E S  

9 3 %  N O  

T ab l e  sh o ws  th a t  6 0 % o f  t h e  C us t om ers  h av e  pa r t i c ipa t ed  i n  su rv e y  

f o cus i n g  on  cus t om er  v a lu e .  Ho w eve r ,  t h e  n a t u re  and  p u rp os e  o f  t he  

s u rv e y i s  un kn own .  T he  l ev e l  o f  co n t ac t  b e t w een  C us to mer  an d  A I  

S e rv i ce  p ro v i d er ,  a s  s een  f r om th e  co l l e c t ed  da t a ,  i s  s a t i s f ac to r y.  Bas ed  

o n  th e  co l l e c t ed  da t a  r e sp on s es ,  C us t om ers  s eem  n o t  p r e f e r  t o  bu y a l l  

s e r v i ces  f r om  s i n g le  Se r v i ce  p ro v id e r .   

T h e  up comi n g  b a r  ch a r t s ,  p r es en t s  r e spo ns e  d a t a  co l l e c t ed  f r om  C at ego r y  

I I  q u es t io ns .  T ab l e  4 ,  p r es en t ed  in  e a r l i e r  s ec t i on ,  ex p l a i ns  i n t e rp r e t a t i on  

o f  t he  r es po ns es  f ro m th e  co l l e c t ed  d a t a  i n  t h e  up comi n g  b a r  ch a r t s .  

F i gu r e  19  p r es en t s  t h e  r es po ns es  f rom co l l e c t ed  d a t a  ab o u t  C us t om e rs ’  

p e r cep t i on  o f  qu a l i t y  an d  p r i c e  i s su e s .   



 
 

 

6 0  

 

Fi g ure  19 .  Q u a l i t y  an d  P r i ce  p e r cep t i on ,  r e sp on se  f ro m  Cu s t om ers  

( s am pl e  s i z e  =  1 5 )  

S t ron g  A g reemen t:  

Fi gu r e  ab ov e  s ho ws  a  s t ro n g  ag r eem en t  ab ou t  p e r ce i v ed  s up e r i o r  q ua l i t y  

o f  t he  A I  P ro du c t s  an d  Se r v i ces  ( i . e .  h i gh es t  w e i gh ted  s co r e  o f  5 ,2 7 ) .   

W eak  A g reemen t :  

  C us t om ers ’  p e r cep t i on  ab ou t  i n t eg r a t io n  o f  Cu s to m er s ’  v a lu es  i n  

A I  S e rv i ce  P r ov i d er s ’  Q u a l i t y  M an agem ent  S ys t em  ( Q MS )  i s  n o t  

v e r y v i s ib l e ,  a s  s een  i n  r es po ns e  f r om  co l l e c t ed  d a t a  ( s co r e  4 , 67 )  

  A  q ues t i on  a bo u t  i f  A I  S e r v i ce  P r ov id e r  f i nd s  i t  d i f f i cu l t  t o  m ee t  

p r i c e  and  qu a l i t y  r e q u i r em en t s ,  s ho ws  w eak  ag r eem en t ,  wh i ch   i s  a  

p os i t i v e  t r end  ( s co re  o f  4 , 47 ) .  

  Q u es t i on  abo u t  an  A I  S er v i ce  P r ov i d er s ’  a t t r a c t iv en ess  du e  to  t h e i r  

l o wer  p r i c e  h as  r e ce i v ed  a  w eak  ag r e em en t  ( s co r e  o f  4 , 33 ) .  T h i s  i s  

a l so  a  p os i t i ve  t r end ,  n o t  b i as ed  wi th  o n l y l o w er  p r i c e s  o f f e r ed  b y  

A I  S e rv i ce  P ro v i d er  ma r k e t .  

  C us t om ers ’  p e r cep t i on  ab ou t  pa yi n g  h igh e r  p r i c e  fo r  a  h i gh  qu a l i t y  

A I  P ro du c t  o r  S e rv i ce  sh o ws  a  w eak  ag r eem en t  ( s co r e  o f  4 , 27 )  

  Q u es t i on  ab ou t  p e rce i ved  q u a l i t y ,  a s  p r omi s ed  b y t h e  AI  S e r v i ce  

P ro v i d er s  sh ow s  a  w eak  s i gn  o f  ag r eem en t  ( s co r e  o f  4 , 27 ) .  
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N eu tra l :  

C us t om ers  p e r cep t i on ,  abo u t  t h e  gene r a l  p r i c i n g  o f  A I  Se r v i ces  and  

P ro du c t s  i s  s een  a  n eu t r a l  r es po ns e  wi th  a  s co r e  o f  4 , 07  ( n e i th e r  ag r ee  

n o r  d i sag r ee ) .  

N o t  Pref erred /D i sa g reemen t :  

N o  d i s ag r eem en t  f ou n d  i n  t h e  co l l e c t ed  da t a !  

F i gu r e  20  s ho w s  cu s t om er  p e r cep t io n  ab ou t  q ues t i on s  co n ce rn ed  wi th  

v a lu e ,  a l i gnm en t ,  cu s t om er  o r i en t a t io n ,  a s  s een  i n  t h e  co l l e c t ed  d a t a .  

 

F i g ure  20 .  Cu s t o mer  V a l u e ,  a s  p e rce iv ed  b y t h e  C us tom er s  ( s am pl e  s i z e  

=  15 )  

S t ron g  A g reemen t:  

N o  s t r on g  ag r eemen t s  fo un d  i n  t h e  co l l e c t ed  d a t a !  

W eak  A g reemen t :  

  C us t om ers ’  p e r cep t i on  abo u t  A I  S e r v i ce  P ro v id e r ’ s  un d er s t and  o f  

t h e i r  n eeds ,  sh o ws  a  w eak  ag r eem en t  ( s co r e  o f  4 ,5 3 )  

  C us t om er  sh ow s  weak  ag r eem en t  ab ou t  cus t om er -o r i en t a t i on  f r om  

A I  S e rv i ce  P ro v i d er s  ( s co r e  o f  4 , 53 ) .   
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  Q u es t i on  abo u t  Cus to mer s  ex p e r i en ce  h i gh e r  cus t om er  fo cus ,  a t  

p r e s en t  m a rk e t  s i t ua t i on ,  sh o w w eak  ag r eem en t  ( s co r e  o f  4 , 47 )  

N eu tra l :  

  C us t om er  p e r cep t i o n  o f  i mpl em en t a t io n  o f  t h i r  f e edb ack  in t o  A I  

S e rv i ce  P ro v i d er s ’  s e r v i ces  an d  p r od uc t s  i s  s een  as  n eu t ra l  ( s co r e  

o f  4 ,2 0 ) .  

  H o w C us tom er  pe r cep t io n  ab ou t  a l i gnm en t  wi t h  A I  S e r v i ce  

P ro v i d er  i s  a l so  s een  n eu t r a l  r e sp on s e ,  s ho wi n g  a  s co r e  o f  4 , 07  

N o t  Pref erred /D i sa g reemen t :  

N o  d i s ag r eem en t  f ou n d  i n  t h e  co l l e c t ed  da t a !  

F i gu r e  2 1  p re s en t s  a  s u mm ar y o f  r e sp on s e s  ab ou t  b r and  nam es ,  com f or t -

l ev e l ,  and  s up e r i o r i t y  o f  t h e  A I  s e r v i ces  ( an d  p ro d uc t s )  t he y ex p e r i en ce .  

 

F i g ure  2 1 .  B r and ,  t e chn o lo g y an d  i nno v a t i on  o f  A I  S e rv i ces  i n  eye s  o f  

C us t om ers  ( s am pl e  s i z e  =  15 )  

S t ron g  A g reemen t:  
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C us t om er  s t r on g l y  b e l i ev es  t h a t  s upe r io r  q u a l i t y  o f  A I  S e r v i ces  an d  

p r od u c t s  c an  b e  a  co mp et i t i v e  ad van tage  f o r  t h e  A I  S e rv i ce  P ro v id e r  

( w e i gh t ed  s co re  5 ,20 )   

W eak  A g reemen t :  

  P e r cep t io n  o f  c o n t r o l  an d  com fo r t  o f  con su med  A I  S e rv i ces  and  

P ro du c t s  s ho w  a  weak  s i gn  o f  ag r eemen t  amo n g  C us tom er s  ( s co re  

o f  4 ,6 7 ) .  

  Wh en  ask ed  ab ou t  i f  C us t om ers  be l i ev e  in  s t r on g  b r an d  n am es  i n  

A I  S er v i ces  and  P r od u c t s ,  r e s po ns e  sh ow s  a  s i gn  o f  w eak  ag r eem en t  

( s co r e  o f  4 ,6 0 )  

N eu tra l :  

  C us t om er  sh ow  s i gn  o f  w eak  ag r eem en t  t o  A I  b r and s ,  bu t  a t  t h e  

s ame  t im e  n eu t r a l  r e s po ns e  ( s co r e  o f  4 , 0 )  w hen  a sk ed  abou t  p r i c e  

f o cus  b eco m e l e s s  w h en  t h ey w i t h  b r an d ed  s e r v i ces .   

  T h e r e  i s  a  qu es t i on  m ar k  f r om t h e  Cus to mer  p e r cep t i on  ab ou t  t he  

l ev e l  o f  i nn ov a t io n  and  s t a t e - o f - th e - a r t  t e ch no l o g y s e r v i ces  

( l ow es t  s co r e  o f  3 ,8 7  c lo s e  t o  a  d i s ag reem en t ) .   

N o t  Pref erred /D i sa g reemen t :  

N o  d i s ag r eem en t  f ou n d  i n  t h e  co l l e c t ed  da t a !  

C a t ego r y I I I  q u es t i on s  r eq u i r e  r e sp on s es  i n  f o rm o f  “Y es ” ,  “N o ”  an d  

“D o n’ t  k n o w” .  T he  up comi n g  f i gu r es  s um mar ize s  r es po ns e s  t o  t he se  

q u es t io ns .  In  t h e  f i gu r es ,  a  s co r e  o f  4  r ep r e sen t s  “Y es ”  ( G r een  d o t t ed  

l i n e )  an d  2  r ep r es en t s  a  “No ”  ( r ed  do t t ed  l i n e ) .  T ab l e  5  ex p l a i ns  

i n t e rp r e t a t io n  o f  t he  r e sp ons e s .  

Q u es t i on s  ab ou t  co - c r ea t in g  va lu e  ( t oge t h e r  wi t h  A I  S e rv i ce  P ro v id e r  o r  

o th e r  t h i r d  p a r t i e s )  i s  s ho wn  i n  t h e  F igu r e  22  b e l o w.  
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Fi g ure  22 .  Wi l l i ngn es s  f o r  Co - c rea t io n  Resp on s e  f r om  C us t om ers  

( s am pl e  s i z e  =  1 5 )  

Y es :  

R esp ons e  sh ow  th a t  t h e r e  h as  b een  co - c r ea t i on  i n  t h e  p as t  ( s co r e  o f  3 ,3 3 ) .  

N eu tra l :  

S cor e  o f  2 , 87  s ho w s  th e  i n t e r es t  o f  C us tom ers  i n  c o - c r ea t i on  fo r  

d ev e l opm ent  o f  n ew  A I  p r o du c t s  and  s e r v i ces .   

N o :  

N o  d i s ag r eem en t  f ou n d  i n  t h e  co l l e c t ed  da t a !  

C us t om ers  we r e  ask ed  a bo u t  t h e i r  p re f e r en ces  f o r  comm un ica t io n  e -

ch ann e l s  ( s u ch  a s  Faceb oo k ,  L i nk ed In  e t c . ) ,  i n  co nnec t i on  wi th  A I  

s e r v i ces  and  p r od uc t s  p u r ch as es .  Th e  r e s u l t s  a r e  no t  v e ry  p r o mis in g ,  a s  

s een  f ro m r es po ns es  fo un d  in  co l l e c t ed  da t a .  
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Fi g ure  23 .  P r e f e ren ces  fo r  u s i n g  E - ch ann e l s ,  r e sp on s e  f r o m C us t om ers  

( s am pl e  s i z e  =  1 5 )  

Y es :  

N o  d i s ag r eem en t  f ou n d  i n  t h e  co l l e c t ed  da t a !  

N eu tra l :  

  A  n eu t r a l  r e sp onse  i s  ob se r v ed  f rom  th e  co l l e c t ed  da t a  abo u t  

co nn ec t ed  th r ou gh  e - ch an n e l s  wi th  t he i r  s e rv i ce  p r ov id er s  ( s co r e  

o f  2 ,6 0 ) .   

  C us t om ers  sh ow  a  n eu t r a l  r es po ns e  t o  t h e  q ues t i on  i f  t h e  av a i l ab l e  

e - ch an n e l s  p r ov id e  an y ad d i t i on a l  v a lue  to  t h em ( s co re  o f  2 ,6 0 ) .  

N o :  

R esp ons e  abo u t  p r e f e r en ces  i n  us i n g  so c i a l  m ed i a  chan ne l s  f o r  

co mmu ni ca t in g  w i th  A I  S e rv i ce  P ro v id e r  s eems  no t  p r e fe r r ed  as  a  us e f u l  

ch ann e l  ( s co r e  o f  2 , 2 7 ) .  
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S om et i m es ,  g i v es  m o re  “ t an g ib i l i t y”  t o  t h e  S e r v i ces .  Wh en  as ked  f r om  

N o r w egi an  C us to mer s  i f  h av e  b een  o f f e r ed  su ch  s e r v i ces ,  su mm ar y o f  

r e s po ns e  f r om co l l e c t ed  d a t a  i s  sh ow n in  F i gu r e  24 .  

 

Fi g ure  2 4 .  P r e f e r en ces  f o r  t r i a l  p r i o r  t o  pu r chas es  ( s am pl e  s i z e  =  15 )  

In  o r d e r  t o  c ap tu re  wh a t  i s  v a l u e  in  t he  eye  o f  t he  C us t om ers ,  t h e  

r e s po ns es  f r om  co l l e c t ed  d a t a  i s  sh ow n in  F i gu r e  b e l ow .  

 

Fi g ure  2 5 .  P re f e r en ces  fo r  V a lu e ,  C us t om er  f eed b ack  ( s am pl e  s i z e  =  1 5)  
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C us t om er  s ees  V a l u e  wh en :  

  T h e  qu a l i t y  o f  A I  Se r v i ce s  an d  P r od uc t s  i s  a cco rd in g  t o  pa i d  p r i c e  

f o r  t h e  S e rv i ce s  &  P ro du c t s  

  T h ey p e r ce i v e  qu a l i t y  w h a t  t h e y p a id  f o r  an d  

  T h ey p e r ce i ve  ad d i t i o n a l  v a lu e  f r om th e  p a id  s e rv i ce s  ( ad d ed  

v a lu e )  

O n e  in t e r e s t i n g  t r en d  i s  s een  i n  F i gur e  25  t h a t  no  C us t om er  s e l ec t ed  “ lo w 

p r i ce s ”  as  t h e i r  p r im e  v a l u e .   

T r end s  and  p r e f e ren ces  t o  o th e r  mi s ce l l an eo us  q u es t io ns  i s  p ro v id ed  o n  

t h e  F i gur e  2 6 .
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Wi l l i n g  to  p a y h i ghe r  p r i c e  fo r  

en v i ro nm ent a l  f r i en d l y s o lu t io ns?  

 

A w ar eness  ab ou t  AI  p r o d u c t s  and  

s e r v i ces  av a i l ab l e  i n  t h e  m ar k e t ?  

 

R e -p u r ch as in g  f rom  an  A I  S e r v i ce  

P ro v i d er ?  

 

H o w q u a l i t y  o f  A I  S e rv i ce s  ( &  P ro du c t s )  i s  p e r ce i v ed  

o v e r  l o n ge r  p e r io d  o f  t i m e?  

 

h o w C us tom er  a im  t o  d ev e l op  A I  s e r v i ce s  o r  p ro du c t s ,  

i f  n eces sa r y?

 

Fi g ure  2 6 .  M is ce l l an eou s  R esp on s es  f r o m t h e  C us tom er s  ( O &G  Op e r a t o r s )  ( s ampl e  s i z e  =  15 )  
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S umm ar y o f  t r en ds  ab ov e  s ho w in t e r e s t in g  t r ends .   

  C us t om ers ’  r esp on se  f r om  co l l ec t ed  d a t a  s ho ws  h i gh e r  wi l l i n g n es s  

t o  p ay h i gh e r  p r i c e  f o r  env i r onm ent a l  f r i en d l y A I  s o l u t i on s .  

  T r end  abo u t  Cu s tom er  aw ar en es s  ab ou t  A I  p r od uc t s  and  s e r v i ces  

s ho w s  t h a t  Cu s t omer s  a r e  fu l l y  aw a r e  o f  w ha t  A I  m ar ke t  h a s  t o  

o f f e r .  

  C us t om er  d o  t u rn  back  t o  A I  S e r v i ce  P r o v i de r  fo r  r e - pu r ch as e .  T h e  

t r en d  f r om su rv e y s h o ws  in  t he  p i e  ch ar t .  In  m os t  ca s es  ( up  t o  91 % )  

C us t om er  co n t ac t ed  th e  A I  S e r v i ce  P ro v i d er  ( wh om  t h ey h av e  h ad  

b us in e ss  i n  t he  p a s t )  t o  h i r e  o r  p u rch as e  p r od u c t s  o r  s e rv i ces .   

  A n ot he r  t r en d  i s  obv io us  t ha t  wh en  a  C us t om er  p l ans  t o  d ev e l op  a  

n e w  A I  P r o du c t  o r  S e r v i ce ,  b y co - c r ea t i n g  w i th  he lp  o f  t h i rd  

p a r t i e s .  In  m o s t  c as e s ,  t h i s  cou ld  b e  A I  S e r v i ce  P r ov id er  o r  o th e r  

s up p l i e r s  e t c .  

A f t e r  c ap tu r i n g  i nd i v i du a l  r esp on s es  an d  p r e fe r en ces ,  u p co mi n g  s ec t i on  

h i gh l i gh t s  gaps  as  s een  f rom  co l l e c t ed  da t a  ga th e r ed  f r o m  bo th  th e  

i nd us t r i e s .  Th e  p u rp os e  i s  t o  h i gh l i gh t  an y m is a l i gnm en t  an d  p e r cep t ion  

gap s  b e tw een  t h e  tw o  i nd us t r i e s .  
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7  Discussion of the Findings 

M an y i n t e r es t in g  t r en ds  an d  p r e fe r en ces  i n  co l l e c t ed  d a t a  r ev ea l  w o r th y  

i n fo rm at io n  am on g  ex p e r t s  f r om bo th  i nd us t r i e s .  I t  i s  im po r t an t  t o  

m en t i on  t h a t  s ampl e  s i z e  f o r  A I  S e r v i ce  P r ov id e r  In d us t r y  w as  2 1% 

h i gh er  (1 9  r es po nden t )  t h an  Cu s to mer s  ( 15  re sp on d en t ) .  Ho w ev e r ,  an  

a s su mpt io n  i s  m ad e  i n  t h i s  p r es en t i n g  f i nd i n gs  i s  t h a t  t h e  im p ac t  o f  t h i s  

d i f f e r en c e  i s  i n s i gn i f i c an t .  A  co mp ar i so n  o f  d a t a  f ro m b o t h  i nd us t r i e s  

h i gh l i gh t  s yn e r g i e s  an d  p e rcep t i on  gaps .  F i gu r es  2 7 a  and  27 b  su mm ar iz es  

t h es e  b y p l o t t i n g  a l l  r e sp on s es  t o ge t her .  A  s p i d er  i s  p r e f e r r ed  du e  t o  i t s  

g r ap h i ca l  na tu r e .   

 

Fi g ure  2 7a .  S yn e r g i e s  an d  p e r cep t i on  g ap s  b e t w een  S e rv i ce  P r ov i d e r  and  

C us t om er  ( s amp le  s i z e  =  3 4 )  

F i gu r e  abo v e  com p ar e s  r es po ns es  o f  C a t ego r y I I 8 qu es t io ns .  

In t e r p r e t a t i on  o f  t he  w e i gh ted  s co r es  i s  a cco rd in g  t o  T ab le  4 .   

                                                 
8 S e e  s e c t i o n  4 . 2 . 1  Q u e s t i o n n a i r e  d e s i g n  f o r  t h e  r e s p o n s e  c a t e g o r i e s  
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F i gu r e  2 7b  p r es en t s  co ns ens us  and  p e r cep t i on  gap s  be t w een  th e  t wo  

i nd us t r i e s  ab ou t  Ca t ego r y I I I  r e s p o nse s .  In t e rp r e t a t io n  o f  t h e  w e i gh t ed  

s co r es  i s  acco rd i n g  to  T ab l e  5 .  

 

Fi g ure  27b .  Ov e rv i ew o f  s yn e r g i e s  an d  p e r cep t i on  gap s  b e t w een  

i nd us t r i e s  ( s amp le  s i z e  =  34 )  

I t  i s  i n t e r es t in g  to  s ee  t h a t  co mp le t e  con s ens us  f r om su pp l i e r s  an d  

cu s t om er s  i s  on l y o n  a  f ew  i s su e s .  Th e  gaps  in  F i gu r e  2 7 a  an d  27 b  a r e  

m e r e l y  p e r cep t io n  gap s .  Th es e  s how  A I  S e rv i ce  P r ov id e rs ’  “ c l a im ”  

v e r su s  t h e  Cu s to m er s ’  p e r cep t io n .  M os t  o f  t h e  r es po ns es  sh o ws  a  s i gn  o f  

p os i t i v e  ag r eem en t  i n  b o t h  i nd us t r i e s ,  bu t  t h e  l ev e l  o f  t he  a g r eem en t  i s  

d i f f e r en t  f o r  e ach  re s po ns e .   

A  co ns en su s  amo ng  a l l  ex p er t s  i s  c l ea r  abo u t  qu a l i t y ,  w h i ch  i s  cen t ra l  

e l em en t  i n  cu s to m er  v a lu e  i n  t h e  bu s in e ss  mo d e l .  C us tom ers  s eem s  no t  

o n l y o bs e ss ed  w i th  th e s e  p r i c i n g ,  bu t  m o re  abo u t  t h e  qu a l i t y  t h e y 

ex p e r i en ce .  A I  S e rv i ce  in du s t r y a l s o  ack no wl ed ges  t h i s  f ac t .  In  p rac t i c e ,  
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a  go o d  b a l an ce  b e tw een  p r i c in g  an d  qu a l i t y  o f  d e l iv e r ed  A I  s e r v i ce s  and  

p r od u c t s  i s  r equ i red .  Bo th  i nd us t r i e s  a ck no wl ed ge  t h a t  t h e y n eed  b e t t e r  

u n de r s t an d i n g  o f  r i s k  and  re l i ab i l i t y  p r i nc ip l e s  wi th i n  the  f i e ld  A I .  A n  

i n t e r es t in g  t r en d  i s  fo r  i n t eg r a t i on  o f  cu s t om er  v a lu e  i n  q u a l i t y  

m an agem ent  S ys t em  ( QMS ) .  A I  S e rv i ce  P r ov id e rs ’  c l a im  a  s t r on g  

ag r eem en t ,  bu t  Cu s t om ers ’  p e r cep t i on  sh ow s  a  w eak  ag r eemen t .  

R esp ons e  ab ou t  u s in g  th e  e - ch ann e l s  s e l l i n g  o r  p u r ch as i ng  t h r ou gh  t he se  

m ed iu ms  i s  no t  co ns id e r ed  v e r y a t t r a c t i v e ,  a s  ackn ow l ed ged  b y t h e  

ex p e r t s  f r om  b o t h  s i d es .   

T h e r e  a r e  c l e a r  p e r cep t io n  gap s  f o r  q u es t io ns  abo u t  cus to mer  va lu e ,  

u n de r s t an d i n g  cu s to m er  n eed s ,  d e l iv e r i n g  an d  im pl em en t in g  cus tom er  

f eed back  and  be in g  cus to mer  o r i en t ed  ( R e f .  F i gu r e  2 7a ) .  R esp ons e s  f r om 

A I  S e r v i ce  P r ov id er  c l a im  t o  f u l f i l  Cu s t om er ’ s  v a l u e  r eq u i r em en t ,  bu t  

n o t  p e r ce i v ed  a s  ex p ec ted  acco rd in g  to  C us t om ers ’  f e ed back .  T h e  gap  in  

p e r cep t i on  h i gh l i gh t s  t h e  n eed  fo r  s t r a t eg i c  app r oach  in  t h e  bu s in e ss  

m od e l .  A I  i n du s t r y n eeds  to  r e - th i nk  an d  r ev i s e  t h e i r  C us t om er  po l i c i es ,  

h o w  to  r each  th em an d  com mu ni ca t e  w i t h  t hem .  A I  S e r v i ce  p ro v id e r  

c l a i m  to  be  cus t omer  o r i en t ed  a t  a l l  t i mes .  Ho w eve r ,  a cco r d in g  t o  t h e  

C us t om er  f eed b ack ,  i t  i s  c l ea r  t h a t  t h ey  f ee l  h i gh e r  a t t en t io n  to d ay w h en  

i n  t o u gh  m ar ke t  s i t u a t io n .  P e rh aps  cus t om e rs  a r e  m or e  v a lu ed  in  d i f f i cu l t  

b us in e ss  t im es .  H o w ev e r ,  a s  a  go o d  b us in es s  s t r a t eg y,  cu s t om er  

o r i en t a t io n  sh ou ld  b e  v i s i b l e  a t  a l l  t im es ,  i n d ep en d en t  o f  t h e  m a r ke t  

s i t u a t io ns .  

A I  S e r v i ce  P r ov id er  h as  mo r e  f o cu s  on  d ev e l op in g  n ew A I  p r o du c t s  and  

s e r v i ces  i n  pa s t  2 -3  yea r s  bu t  no t  t he  Cu s to m er s  (S ee  F i gu r e  2 7b ) .  In  

o th e r  c as e ,  t h e  A I  S e rv i ce  P r ov id e r  h a s  b een  s u cce ss fu l  i n  r e - s e l l i n g  

ad d i t i o n a l  s e r v i ces  o r  p ro du c t s  t o  ex i s t i n g  C us tom er s ,  Th e  C us t om ers  on  

t h e  o t h er  h and ,  h ave  n o t  b o u gh t  ad d i t i o n a l  s e rv i ces  i n  s am e  m ann e r  f ro m 

ex i s t i n g  A I  S e r v i ce  P r ov id e rs .  Th i s  n eeds  s t r a t eg i c  t ho u gh t s  on  h ow 

cu s t om ers  s ho u ld  be  r eached  in  o r d e r  t o  i d en t i f y cu s t om er  p ro b l em s .  A I  

S e rv i ce  P r ov i d e r  i n d us t r y s eems  t o  be  l agg i n g  b eh i nd  in  c r ea t i n g  n ew  

p r od u c t s  an d  s e rv i ce s  i n  t h e  p as t .  Th i s  t r end  w i l l  p e rh aps  ch an ge  in  
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f u tu r e ,  a s  t h e  A I  i n d us t r y h a s  a  consen su s  ab ou t  c o -c r ea t i on ,  t h ro u gh  a  

s t r a t eg i c  a l l i an ce .   

Few  p i l o t  t e s t s  w e re  r un  w i th  s om e ex p e r t s ,  p r i o r  t o  r o l l i n g  ou t  t h e  f u l l -

s ca l e  s u r v ey.  T h e  p u rp os e  w as  t o  v a l id a t e  t h e  q ua l i t y ,  s t ru c tu r e  an d  

c l a r i t y  o f  t h e  q u es t i on s  i n  t h e  qu es t ion n a i r e .  N o  s t a t i s t i ca l  v a l i d a t i on  o f  

t h e  co l l e c t ed  d a t a  i s  c a r r i ed  o u t  i n  t h i s  r e s ea r ch .  Th e  ex per t s ,  w ho m ev e r  

i s  i n t e r es t ed ,  c an  v a l id a t e  t h e  f i n d ings  o f  t h e  s u rv e y  a f t e r  r e ad i n g  t he  

r ep o r t .     

 

  



 
 

 

7 4  

 

8  Conclusions 

T h e  r es ea r ch  a t t em pt ed  t o  an sw er  q u es t io ns  r e l a t i n g  to  A I  S e r v i ce  

P ro v i d er s  b us in es s  m od e l .  T h es e  fo cu s  o n  t h e  v a l u e  c r ea t i on ,  v a l u e  

p r op os i t i on ,  cu s t om er  r e l a t i o ns h i p  an d  cus t om er  ch an n e l s .  D esp i t e  

s a t i s f ac t o r y co n t ac t  b e tw een  cus t om er  an d  su pp l i e r  i n  t h e  co l l ec t ed  d a t a  

( d a i l y ,  w eek l y l ev e l ) ,  m os t  p e r cep t i on  gap s ,  i n  d a t a ,  r e l a t e  t o  cus t om er  

v a lu e ,  u nd e rs t an d ing  t he i r  r equ i rem en t s  an d  a l i gn men t .  S e r v i ce  p ro v i d er  

n eed  t o  r e - t h in k  t he i r  bu s i ne ss  mo d e l s  an d  s t ra t eg i e s  t o  u n de r s t an d  t h e  

v a lu e  t he y o f f e r  t h ro u gh  th e  s e r v i ces .  T h e  p ro j ec t - r e l a t ed  co n t ac t  fo cus es  

o n  d a y- t o -d a y f o l l ow - u ps  an d  p ro b l em  s o l v i n g ,  no t  e f f i c i en t l y  c ap tu r i n g  

an d  id en t i f yi n g  cus t om er  v a l u e .  Bes t  w a y t o  i n c r eas e  und e r s t an d i n g  o f  

cu s t om er  v a l u e  i s  t h r ou gh  mo r e  b us i n es s  r e s ea r ch .  O nce  th e s e  a r e  kn ow n,  

b e t t e r  b us in es s  m od e l  an d  e f f ec t iv e  s t r a t eg i es  c an  b e  d eve l op ed  o n  t h i s  

f o un d a t i on .  

D es p i t e  l a r ge  ex p en d i tu r es  o n  s t a t e - o f - th e - a r t  t e ch no lo g i e s ,  C u s t om ers  

b e l i ev e  t h a t  A I  S e rv i ces  an d  P ro du c t s  l a ck  in no v a t i on .  Th i s  i s  p e rh aps  

r e s u l t  o f  e i t h e r  und e r e s t im a t in g  o r  ex ag ge r a t in g  cu s t om ers  o r  m a rk e t  

r eq u i r em en t s .  C us to m er  s ho w  in t e r e s t  i n  co - c rea t in g  v a lu e  t o ge t h e r ,  bu t  

a r e  d ep end en t  o n  th i rd  p a r t y ( w h i ch  m os t  c a se s  i s  s e r v i ce  p r ov id e r ) .  

C us t om ers  hav e  th e  au t ho r i t y  o f  ch an gi n g  f rom  on e  t o  o th e r  A I  S e rv i ce  

P ro v i d er  (d u e  to  p oo r  q u a l i t y  o r  b e t t e r  p r od u c t s  e t c . ) .  O r gan iza t i ons  wi th  

s t ro n g  b us in e ss  mo d e l s  sh ou ld  f ocus  o n  e f f ec t iv e  cu s to m er - wi n -b ack  

s t ra t eg i e s .   

A I  S er v i ce  In d u s t ry  n eed  f in d  w a ys  fo r  co l l abo r a t io n  w i t h  l o ca l l y  and  

i n t e rn a t io n a l l y f o r  c r ea t in g  o f  ad d i t i on a l  cus t om er  v a l u e .  Kn o win g  

cu s t om ers  t h ro u gh  av a i l ab l e  n e t wo r k i n g  ch an n e l s  ( e - chan n e l s )  i n  t he  

B2 B  en v i ro nm en t  i s  no t  f u l l y  ex p l o red .  D es p i t e  a  l o t  n e tw o rk i n g  

ch ann e l s  ava i l ab l e  f o r  m ar k e t i n g  p ro du c t s  and  s e rv i ce s ,  b o t h  i nd us t r i e s  

s eem  no t  b e  fu l l y  aw a r e  o f  t h e  A I  mar k e t .  Pe r h ap s  a l l  ch ann e l s  sh ou ld  

b e  u s ed  f o r  ma r k e t i n g  an d  k eep i n g  cu s t om ers  aw a r e  abo u t  l a t e s t  t h e i r  

p r od u c t s  an d  s e r v i ce s .  



 
 

 

7 5  

 

In  t o d ay’ s  t o u gh  mar k e t ,  wh e r e  p r i c e  i s  p r i m e  fo cu s ,  r e su l t s  s ho w t h a t  

q u a l i t y  i s  a  su pe r io r  com p et i t i v e  ad v an t age  t h an  l ow er  p r i c es .  T h e  o n l y  

ch a l l en ge  i s  t h a t  cus to mer s  u su a l l y c an n o t  ex p e r i en ce  q ua l i t y  b e f o r e  t h e y 

h av e  p u rch as ed  th e  s e r v i ces .  A  s o l u t io n  co u l d  b e  t o  add  t an gi b i l i t y  t o  

t h e  s e r v i ces  b y o f f e r in g  t r i a l -b as i s  ( t ry - an d - b u y)  t o  i nc r ea s e  Cu s to m er s ’  

w i l l i n gn ess - t o -p ay.  

A t  t h e  end  o f  t h e  qu es t i on n a i r e ,  a l l  r e sp on den t s  w er e  a sk ed  t o  g i ve  

m ax im um o f  t h ree  s u gges t io ns  o n  h o w th e  A I  S e rv i ce  P rov i d e r  In d u s t r y 

can  becom e  b e t t e r ,  a t t r a c t iv e  an d  su s t a i n ab le .  T h e  r es po ns e s  w e r e  

r an dom  and  d i f f e ren t .  A l l  co l l e c t ed  r es po ns es ,  a s so c i a t ed  w i th  A I  

b us in e ss  m od e l ,  a r e  s ho w n i n  F i gu r e  2 8 .  Mo s t  o f  t h e  i n pu t  i s  r e l a t ed  wi th  

t h e  b u i l d in g  b l o cks ,  w h i ch  a r e  m ai n  t h em e  in  t h i s  r e s ea r ch .  T h er e  a r e  

go o d  su gges t i ons  th a t  n eed  m anagem en t  a t t en t i on  an d  s t ra t eg i c  b us in es s  

t ho u gh t s .   

8 . 1  I m p l ic a t i o n  f or  Ma n a ge r s  

T hi s  r es ea r ch  p r e sen t s  a  con c ep tu a l  b us in e ss  m od e l  b a sed  o n  cus to mer  

v a lu e  con cep t ,  t h a t  c an  b e  us ed  as  a  t oo l  f o r  m ak in g  bu s i ne s s  s t r a t eg i e s .  

T h e  r es ea rch  a l s o  p r o v i de s  u s e f u l  i n s i gh t s  i n t o  h ow  t o  cap tu r e  C us t om ers  

p e r cep t i on  ab ou t  qu a l i t y  an d  p r i c e ,  a s  p r omi s ed  b y S e rv i ce  P r ov i d e rs .  

K n ow in g  cus tom er  v a l u e ,  u nd e r s t and in g  th e i r  n eeds ,  t ru e  cu s to m er  

o r i en t a t io n  an d  a l ign m en t  a r e  i s su e s  t h a t  a r e  k e y to  s u ccess f u l  an d  

s us t a in ab l e  bu s i ne ss .   
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Fi g ure  2 8 .  Su gges t i on s  f ro m A I  S e rv i ce  In d u s t r y an d  Cus to mer s ,  l i nk ed  t o  Bu s i n es s  m od e l  ( s am pl e  s i z e  =  3 4 )  9

                                                 
9 B l u e  n o t e s  r e p r e s e n t s  A I  S e r v i c e  P r o v i d e r s ’  f e e d b a c k  a n d  y e l l o w  n o t e s  r e p r e s e n t s  C u s t o m e r s ’  f e e d b a c k  

- Customer 
Orientation
- understand 
true value for 

Customer
- Risk awareness

- Strategic long-
term focus

- Committment
- Share risk & 

cost

- Focus on price 
drivers

- increase 
efficiency & 
productivity

- Risks reduction
- Focus on risk 

assessments
- Quality & Life 
cycle support

- Digitalization 
- Logical 
solutions

- new technology
-IOT, Big data
- Innovation

- New profiled 
services

- Flexibility
- Pragmatic 
Approach

- Simpler processes

- Stronger focus 
on Customer 

Business 
strategies

- Support 
Customers 

making decisions 
(Communication)

Key 

Partners

Key 

Activities

Value 

Proposition

Customer 

Segments

Key 

Resources

Customer 

Relationship

Channels

Costs Revenue 

- Shared Best 
Practices

- Experience 
sharing among 

industries

- Integration 
with Customer 

Systems

- Increase 
competences

- Use 
Communication 

channels

- Inovvative, 
value-adding 

solutions
- Contiuous 

service 
innovation

- Share best 
practices & 

standardization
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9  Recommendations for further research  

T hi s  i s  o n e  o f  t h e  f i r s t  s t ud i e s  i n  A ss e t  In t eg r i t y  B2 B an d  can  b e  us ed  as  

b en ch mar k  fo r  fu tu r e  r es ea rch .  M an y f i nd in gs  i d en t i f i ed  in  t h i s  r es ea r ch  

w o r k  ma y r eq u i re  fu r th e r  r e s ea r ch .  S uch  as  po t en t i a l  b ene f i t s  o r  u s e  o f  

n e tw o rk in g  e - ch ann e l s  i n  A I  B2 B env i r onm ent ,  no t  fu l l y  un d e rs t oo d  b y  

t h e  m anage r s .  A  b ro ad e r  i nd us t r y- w i de  an a l ys i s  i s  n eed ed  t ak in g  l a r ge r  

p o pu l a t io n ,  i n c lu d in g  o t h e r  s t ak eho ld er  n e t wo r ks  ( e . g .  s upp l i e r s  an d  su b -

s up p l i e r s ) .  T h e  r e su l t s  c an  b e  us ed  a s  an  i np u t  t o  comp et i t i v e  an a l ys i s  

s u ch  as  SW OT  an d  V R IO .  D u e  to  t i me  con s t ra in t s ,  a  s t a t i s t i c a l  

co r r e l a t i o n  ana l ys i s  o f  ga t h e red  d a t a  i s  no t  i n c lu d ed .  Fur t he r  r e s ea r ch  

can  t ak e  in to  accou n t  m et ho ds  to  h igh l i gh t  an y d a t a  as s o c i a t io ns .  In  

gen e r a l ,  t h e r e  i s  a  n eed  f o r  m or e  r es ea r ch  t o  fu r t h e r  ex p l o r e  t h e  r es ea r ch  

t op ic s  i n  a  B2 B env i ro nm en t .   
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11 Appendices 
Appendix A: Questionnaires 

Appendix A1: Questionnaire_AI Service Provider 
Instructions: 

All questions are multiple choice. You will be required to select ONLY ONE option. 

Most questions require your feedback in terms of agreement/disagree to the statement. In some cases, you are 

welcome to provide any additional info., as if necessary. 

  

The Survey takes no longer than 10 minutes, ALL RESPONSES SHALL BE KEPT ANONYMOUS. 

 

We appreciate your valuable contribution! Thanks for taking the time to reply. 

General info. 1 

Have you participated in any survey focusing on Value, Price, Quality, in general, within Asset Integrity Services 

and Products (including maintenance & modifications)? 

Response 

 Yes 

 No 

 Other, Please specify _____ 

General info. 2 

How many years of experience you have within Asset integrity Services (including Maintnenance & 

Modifications)? 

Response 

 Less than 5 Years 

 5-10 Years 

 10-15 Years 

 More than 15 Years 

General info. 3 

Your role/responsibilities today in your organization? 

Response 

 Top or Line Management 

 Department Head/Manager 

 Project Management 

 Specialist/Expert 

 Lead/Sr. Engineer 

 Other, Please specify _____ 

General info. 4 

Your formal qualifications, select the most recent one (or ongoing) 

Response 

 Technical Education 

 Bacehlors in Engineerig (B.Sc. Engineering) 

 Masters in Egineering (M.Sc. Engineering) 

 Bachelors in Economy/Finance/Management (Crespo Márquez et al.) 

 Masters in Economy/Finance/Management (Nidumolu et al.) 

 Doctorate (PhD) 

 Other, Please specify _____ 

General info. 5 

How much contact you have with your Customer (formal/informal meetings, emails/phone etc.) 

Response 

 Daily basis 

 Weekly basis 

 Monthly 

 Yearly 

 Very rare, only as Required 

 Other, Please specify _____ 

General info. 6 

Are you also involved (formally or informally) in marketing/branding/selling the Asset Integrity Services? 

Response 
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 Yes 

 No 

 Other, Please specify _____ 

General info. 7 

What is the size of your Asset Integrity organization (including engineers, discipline leads, managers, technicians) 

Response 

 Staff upto 50 personnel 

 50-100 personnel 

 More than 100 personnel 

General info. 8 

Do your Asset Integrity organization offer study/FEED, Maintenance, modifications, Aset Integrity analysis and 

RBI/Inspection Services? 

Response 

 Yes, all of the mentioned services 

 Yes, some of the mentioned services 

 Only a few of the mentioned services 

General info. 9 

Do you have any Cusomter(s) OUTSIDE Oil and Gas sector whom you have sold any Asset Integrity 

Services/Products? 

Response 

 Yes 

 No 

 Don't know 

General info. 10 

Do you have any international Cusomter(s) (any sector) whom you have 

sold any Asset Integrity Services/Products? 

Response 

 Yes 

 No 

 Don't know 

Q1) The quality management tool and processes needs to be integrated with the Customer's Value 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

 Don't know 

Q2) I know my Customers, their needs and requirements. 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

Q3) It is challenging to comply with Customer's quality and price requirements. 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

Q4) Our delivered high quality standards, makes us an attractive Service provider to our Customers. 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 
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 Strongly Disagree 

Q5) Our lower pricing makes us attractive to our Customers. 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

Q6) The Asset Integrity Services we provide are perceived to be expensive by our Customers 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

Q7) Asset Integrity Services that my "Competitors" offer to the Oil and Gas market are expensive! 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

 Don't know 

Q8) Customer feedback is systematically collected, analyzed and implemented to improve our Asset 

Integrity Services 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

9) High quality Asset Integrity Services/Products are higher in price 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

Q10) Our Asset Integrity Services deliver the Value to our Cutomers, as promised! 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

Q11) Our Asset integrity Service & Products are aligned with customer’s values 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

Q12) I work for an organization where Customer-Value is taken as an important tool for decision making 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 
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 Strongly Disagree 

Q13) How often you perform Customer satisfaction survey to get feedback about your delivered Services 

& Products? 

Response 

 1-6 monthly basis 

 6-12 monthly basis 

 Occasional/irregular basis 

 Other, Please specify _____ 

Q14) When was a Product and/or Service updated/revised/modified based on a specific Customer 

Feedback?  

Response 

 A continuous process in my organization 

 Services/products are updated on 6mnthly/annual basis 

 Has happened in past 2-5 years 

 Don't Remember/Don't know 

 Other, Please specify _____ 

Q15) Have your organization, conducted any study/research to identify Customer's needs & demands? 

(NB: Exclude Customer feedback surveys) 

Response 

 Yes 

 No  

 Don't know 

 Other, Please specify _____ 

Q16) How visibly your business strategy is integrated with Customer value?  

Response 

 Fully/Highly integrated 

 Partially integrated 

 Somewhat integrated 

 Not integrated at all 

 Don't know 

 Other, Please specify _____ 

Q17) Are you connected with your Cusotmer via social media (facebook, Linkedin)? 

Response 

 Yes 

 No 

 Don't know 

Q18) Have you been successful with sales through/using social media? 

Response 

 Yes 

 No 

 Not interested 

 Not Relevant 

 Don't know 

Q19) Do you prefer to communicate with/engage your Customer via Social media (e.g. facebook, Linkedin) 

or other similar networking platforms? 

Response 

 Yes 

 No 

 Maybe 

 Not interested 

 
Q20) Does your organization have any formal cooperation/membership with any (local) Norwegian 

university/Research institute (e.g. UiS/NTNU/SINTEF/IRIS)  

Response 

 Yes 

 No 

 Don't know 
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Q21) Does your organization have formal cooperation/membership/agreement with any international 

university/Research institute? 

Response 

 Yes 

 No 

 Don't know 

Q22) Does your organization have any formal cooperation/joint venture (at the moment) with any of your 

competitors? 

Response 

 Yes 

 No 

 Don't know 

Q23) Will you be interested to cooperate/joint venture together with your Competitor? 

Response 

 Yes 

 No 

 Maybe 

 Don't know 

Q24) Have you developed any new Asset Integrity product or services in past 2-3 years? 

Response 

 Yes 

 No 

 Don't know 

Q25) If you have developed new product/service, was it with cooperation from any of your suppliers (or 

your competetors)? 

Response 

 Yes 

 No 

 Not relevant 

 Don't know 

Q26) Have you developed any new/innovative product or service in past 2-3 years with cooperation with 

any of your Customers? 

Response 

 Yes 

 No 

 Don't know 

 

 

 

Q27) Do you plan to develop new/innovative Asset Integrity products/service in future? 

Response 

 Yes 

 No 

 Don't know 

 Not interested 

Q28) if you aim to do so, How would you prefer to develop the new product/service?  

Response 

 Mainly by my own  

 With support from other thrid party  

 Mainly with support from third party 

 Don't know 

 Not Relevant 

Q29) Asset Integrity Service Industry needs to better understand risk and reliability aspects to be able to 

create more value to its Customers 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 
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 Disagree 

 Strongly Disagree 

 Don't know 

Q30) In today's market situation, Do you agree with the statement that focus on Customer-value is much 

higher than before? 

Response 

 Strongly Agree 

 Agree 

 Somewhat Agree 

 Disagree 

 Strongly Disagree 

Q31) Have you been successful in selling any new Asset Integrity Product/Services and products in past 2 

years to an existing Customer?  

Response 

 Yes 

 No 

 Don't know 

 Not interested _____ 

Q32) If your answer to the previous question was YES, Has this been profitable for your organization? 

Response 

 Yes, always profitable 

 Sometimes profitale 

 Sometimes NOT profitable 

 Don't know 

 Not Relevant 

 

 

Q33) Have you won back any lost Customer in past 3 years (Lost Customers are those with whom you have 

had business in past)? 

Response 

 Yes 

 No 

 Don't know 

Q34) If your answer to the previous question was YES, How it happened? 

Response 

 You approached the lost customer 

 The customer approached You 

 Don't know 

 Not Relevant 

 Other, please specify _____ 

Q35) How "well" you are aware about your competitors, their products and services etc.? 

Response 

 Very well aware 

 Somewhat aware of 

 Not aware at all 

 Not concerned 

 

What three things that you want to suggest Asset Integrity Service Industry to become sustainable and attractive? 

___________________________________ 

___________________________________ 

___________________________________ 

___________________________________ 

___________________________________ 

 

 

Thank you for participation, Your input is highly appreciated!! 
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Appendix A2: Questionnaire_ Customer  
Instructions: 

All questions are multiple choice. You are welcome to provide any additional information/comments., as if 

required. 

In some places the abbreviation AI is used for Asset Integrity for simplification. 

The Survey takes about max. 8-10 minutes to respond, ALL RESPONSES SHALL BE KEPT 

ANONYMOUS. 

Appreciate your valuable contribution and time to give the input! 

General info. 1 

Have you participated in any survey focusing on Value, Price, Quality, in general, within Asset Integrity? 
 Yes 
 No 
 Other, please specify _____ 

General info. 2 
How many years of experience you have within Asset Integrity management (including Maintnenance & 
Modifications)? 
 Less than 5 years 
 5-10 Years 
 10-15 Years 
 More than 15 Years 
General info. 3 
Your role/responsibilities today in your organization? 

 Top or Line Management 
 Department Head/Manager 
 Project Management 
 Specialist/Expert 
 Lead/Sr. Engineer 
 Other, Please specify _____ 

General info. 4 
Your formal qualification, select the most recent one (or ongoing) 
 Technical Education 
 Bacehlors in Engineerig (B.Sc. Engineering) 
 Masters in Egineering (M.Sc. Engineering) 
 Bachelors in Economy/Finance/Management  
 Masters in Economy/Finance/Management  
 Doctorate (PhD) 
 Other, Please specify _____ 
General info. 5 
How much contact you have with your Asset Integrity (AI) Service provider (formal/informal meetings, 
emails/phone etc.) 
 Daily basis 
 Weekly basis 
 Monthly 
 Yearly 
 Very rare, only as Required 

General info. 6 
What is the size of your Asset Integrity management organization (including engineers, discipline leads, 
managers, technicians) 
 Staff upto 50 personnel 
 50-100 personnel 
 More than 100 personnel 
Q1) My quality requirements are "visibly" integrated with Asset Integrity Service provider's quality 
management processes! 
 Strongly agree 
 Agree 
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 Somewhat agree 
 Disagree 
 Strongly Disagree 
Q2) Asset Integrity Service provider undertands my needs and requirements very well! 
 Strongly Agree 
 Agree 
 Somewhat Agree 
 Disagree 
 Strongly Disagree 
Q3) It is challenging for the Asset Integrity Service provider to meet my quality and price requirements! 
 Strongly Agree 
 Agree 
 Somewhat Agree 
 Disagree 
 Strongly Disagree 
Q4) Higher Quality makes an Asset integrity provider more attractive! 
 Strongly Agree 
 Agree 
 Somewhat Agree 
 Disagree 
 Strongly Disagree 
Q5) Lower pricing makes an Asset Integrity Service provider more attractive! 
 Strongly Agree 
 Agree 
 Somewhat Agree 
 Disagree 
 Strongly Disagree 
Q6) Norwegian Asset Integrity Services & Products are expensive! 
 Strongly agree 
 Agree 
 Somewhat agree 
 Disagree 
 Strongly Disagree 
Q7) Excellence in Quality and superiroty of Integrity Services (& products) makes a Service provider more 
competitive? 
 Strongly agree 
 Agree 
 Somewhat agree 
 Disagree 
 Strongly Disagree 
Q8) Higher quality AI Services/Products are usually high in price! 
 Strongly agree 
 Agree 
 Somewhat agree 
 Disagree 
 Strongly Disagree 
Q9) My feedback about Services & Products is systematically collected, analyzed and implemented by the 
Asset Integrity Service provider(s). 
 Strongly Agree 
 Agree 
 Somewhat Agree 
 Disagree 
 Strongly Disagree 
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Q10) Asset Integrity Service provider(s) deliver the Value (in terms of price, quality, services etc.) they promise 
? 
 Storgly Agree 
 Agree 
 Somewhat Agree 
 Disagree 
 Strongly Disagree 
Q11) Asset Integrity Services & Products are completely ALIGNED with my requirements and standards? 
 Strongly agree 
 Agree 
 Somewhat agree 
 Disagree 
 Strongly Disagree 
 Don't know 
Q12) Asset Integrity Service Providers are highly Customer-oriented (i.e. customer needs as highest priority, 
high customer focus etc.) ? 
 Strongly agree 
 Agree 
 Somewhat agree 
 Disagree 
 Strongly Disagree 
 

 

Q13) Do you believe in a brand of AI Services & Products (e.g. Company name/image, Product brand etc.)? 
 Very strongly 
 Strongly 
 Not much 
 Not at all 
Q14) Do you agree that In case of a strong Brand of the AI Services (& Products), price focus becomes less? 
 Strongly Agree 
 Agree 
 Somewhat Agree 
 Disagree 
 Strongly Disagree 

Q15) Have you been offered "try and buy" for any AI Products (or Services) prior to purchase? 
 Yes 
 No 
 Never 
 Don't know 

Q16) Are you willing to pay a higher price for more environmental friendly Asset Integrity Services & Products? 
 Yes 
 No 
 Maybe 
 Don't know 

Q17) Are you connected with your Service Provider via social media (facebook, linkedin etc.)? 
 Yes 
 No 
 Don't know 
Q18) Would you prefer to communicate with Asset Integrity Service provider(s) via social media (e.g. 
facebook, linkedin etc.) or other similar networking platform? 
 Yes 
 No 
 Maybe 
 Not interested! 
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Q19) Do the web-based networking channels provide any "added value" (in terms of awareness about AI 
products/services, improved communication and access to the AI Service Provider)? 
 Yes 
 No 
 Maybe 
 Don't know 
 Other, please specify _____ 
Q20) Asset Integity Services & Products are innovative and based on state of the art technologies? 
 Strongly agree 
 Agree 
 Somewhat agree 
 Disagree 
 Strongly Disagree 

Q21) How do you experience quality of AI services and products over a period of time? 
 Quality of Asset Integrity services increases with time 
 Quality of Asset Integrity services decreases with time 
 Quality remains the same over time 
 Don't know 

Q22) Do you prefer to buy all AI products and services from one Service Provider, if available? 
 Yes 
 No 
 Not Always 
 Maybe 
 Don't know 

Q23) If you have developed any new Asset integrity product in past 3 years, how was it developed? 
 Mainly by my own 
 With support from third party 
 Mainly with support from third party 
 No, haven't developed any new product 
 Don't know 
Q24) Do you plan to develop new Asset Integrity Product in next 5 years? 
 Yes 
 No 
 Maybe 
 Don't know 
Q25) If you aim to develop new Asset Integrity product, how would you prefer to develop it?  
 Mainly by my own 
 With support from third party 
 Mainly with support from third party 
 No plans for developing new product 
 Don't know 
Q26)Select the statement(s) that describe the “Value” of an Asset Integrity Service or product (select Max. 
TWO Options) 
 Value is low price 
 Value is what I want in a Product or Service I purchase  
 Value is the quality I get for the price I pay for 
 Value is to get more for a paid price  
 Value is what I get for what I pay  
 Other, Please Specify _____ 

Q27) Level of comfort (simplicity, clarity, useability) for the delivered Asset Integrity products and services is 
quite high? 
 Strongly Agree 
 Agree 
 Somewhat Agree 
 Disagree 
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 Strongly Disagree 
Q28) Norwegian Oil and Gas Industry needs better understanding of risk and reliability aspects of their Assets' 
Integrity? 
 Strongly agree 
 Agree 
 Somewhat agree 
 Disagree 
 Strongly Disagree 
Q29) In today's market situation, focus on Customer value is much higher by Asset Integrity Service Provider(s) 
than before? 
 Strongly agree 
 Agree 
 Somewhat agree 
 Disagree 
 Strongly Disagree 
Q30) Have you repurchased services/products from an Asset Integrity Service Provider(s) in the past? 
 Yes, more than 5 years ago 
 Yes, in last 3-5 years 
 No 
 Don't know 

Q31) If you have repurchased any AI Services/Products, how did it happen? 
 Service Provider approached us 
 We contacted the Service Provider 
 Dont' know 
 Not Relevant/No repurchase 
Q32) How "well" are you aware of Asset Integrity Service providers (their products & Services)? 
 Very well aware 
 Somewhat aware of 
 Not aware at all 
 Not concerned 
 

What are three things that you want to suggest to Asset Integrity Asset Integrity Service Provider Industry 

to become more sustainable and attractive? 

____________________________________________________________ 
____________________________________________________________ 
____________________________________________________________ 

Thank you for participating the survey, your input is highly appreciated!! 
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Appendix B: Data analysis 
Weightage calculations for Service Provider and Customer. 

 

 

Strongly Agree Agree Somewhat Agree Disagree Strongly Disagree Don't know Weightage

integrate QMS with CV? Q1 6 9 2 2 0 0 4,37

Know Customer needs? Q2 4 12 3 0 0 4,74

Compliance P&Q Requirement? Q3 4 11 3 0 0 0 4,47

Attractive due to Quality? Q4 8 5 6 0 0 0 4,47

Attractive due to Price? Q5 3 7 4 5 0 0 4,63

Price perception high? Q6 0 8 8 3 0 0 5,26

Comptetitors, high price? Q7 1 3 9 4 1 1 5,11

Feedback implementation? Q8 5 8 6 0 0 0 4,79

High Quality @ Higher price? Q9 5 5 8 1 0 0 4,84

Deliver quality as promised? Q10 6 11 2 0 0 0 4,47

Aligned with Customer Value? Q11 4 10 5 0 0 0 4,84

Customer-oriented organization? Q12 8 5 5 1 0 0 4,37

Risk & Reliability understanding Q29 6 8 3 0 0 2 4,63

Higher customer focus now? Q30 8 7 2 2 0 0 4,16

Yes Maybe No Don't know

Need for Customer research? Q15 10 3 6 0 3,21

Linked with Customer via social media? Q17 12 0 7 3,26

Sales through social media? Q18 3 1 11 3 2,11

Prefer to use Social media? Q19 3 5 11 0 2,58

Cooperation with local Research inst.? Q20 11 2 6 0 3,26

Cooperation with International research inst.? Q21 5 2 12 0 2,63

Present cooperation with competitor? Q22 9 0 7 3 2,79

Interested co-creation with competitor Q23 15 2 0 2 3,58

Created new p/s last 2-3 years? Q24 18 0 1 2 4,00

Co-creation with competitor in past? Q25 6 0 12 1 2,58

Co-creation with Customer in past? Q26 13 2 4 0 3,47

Aim to develop new prod./service Q27 12 5 2 0 3,53

Re-selling existing  Customer Q31 14 0 5 0 3,47

Won-back Customer in past3 years? Q33 6 0 11 2 2,53
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Strongly Agree Agree Somewhat Agree Disagree Strongly Disagree Don't know Weightage

Value integration with QMS? Q1 2 7 5 1 0 0 4,67

Understands our needs? Q2 0 9 5 1 0 0 4,53

Compliance P&Q Requirements? Q3 3 3 7 2 0 0 4,47

Attractive due to Quality? Q4 7 5 3 0 0 0 5,27

Attractive due to Price? Q5 0 6 8 1 0 0 4,33

Price too high? Q6 0 4 8 3 0 0 4,07

Feedback implementation? Q8 2 3 6 4 0 0 4,20

High Quality @ High price? Q9 1 6 5 2 1 0 4,27

Receiving quality as promised? Q10 1 4 8 2 0 0 4,27

Aligned with my Values? Q11 0 6 6 1 2 0 4,07

Customer-oriented organization Q12 1 8 4 2 0 0 4,53

Innovative products, state of art? Q20 0 2 9 4 0 3,87

Risk & Reliability understanding Q29 2 5 6 2 0 2 4,60

Higher customer focus now? Q30 2 5 6 2 0 4,47

Quality as competitive edge? Q7 5 8 2 0 0 5,20

Believe in AI Brands? Q13 0 9 6 0 4,60

Strong Brand, less price focus? Q14 0 4 7 4 0 4,00

AI Services: Innovative & state of the art technology? Q20 0 2 9 4 0 3,87

AI Services: High Level of comfort? Q27 1 8 6 0 0 4,67

Yes Maybe No Don't know

Been offered try & buy? Q15 4 9 2 2,40

Willing to pay higher price for env. ? Q16 5 10 0 0 3,33

Connected through e-channels? Q17 4 1 10 2,60

Prefer to use e-channels? Q19 1 3 10 1 2,27

Added value from  web-based platforms? Q23 3 6 4 1 2,60

Prefer to buy Services under one roof? Q22 1 7 7 2,60

Co-creation in past? Q26 11 0 2 2 3,33

Aim to develop new prod./service Q27 3 8 3 1 2,87

Re-purchase in past Q31 2 0 11 2 2,13

Won-back Customer in past3 years? Q33 6 0 11 2 3,20
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AI Service Provider's Recommendations!!

What three things that you want to suggest Asset Integrity Service Industry to become sustainable and attractive?

- Shared best practices across industries. Focus on effective solutions for end user. Focus on use of historical data and 

continuous optimization.

Documented cost savings combined with integrity control

- New profiled services that stand out from existing solutions in the marked

autonomous solutions

- Easy presentationHigh  QualityLong Exsperience

- An issue is that we tend to spend more and more time at the computer analyzing statistics, regardless if the data 

necessary to find the correct answer exists. 

- We need to be more pragmatic and look at logic first and then, perhaps, back up with mathmaticians. Another thing is that 

we overcomplicate things to make it look nice, an example is the development of larger matrixes, 8x8 is not more correct 

than 3x3 or 4x4, however it is harder to understand for everyone and easier to make a wrong assessment.

1. Efficient work by use of new technology.2. Show benefit of methodology (cost-savings)3. Focus on quality and not cost 

for integrity evaluations

- Better, clear and common understanding of the definition of AIM services

Stronger focus on the clients business strategies

1. Condition based maintenance. 2. Barrier management. 3. RCFA and Defect elimination

1. Make use of bigdata colleted from IoT and manual feedback from maintenance systems. 2. Tailormade data analytics that 

present the true  status of asset integrity, which will lead to reliable data for decisionmanagement. 3. Support customers 

to make good decisions in investing in assets, capital equipment that takes into account the whole lifecycle cost

- Focus on preventive measures- Continue to develop technology- Digitalization and advanced analytics

1) Flexible with respect to customer.2) Innovative products to reduce cost to customer.3) Focus on quality and HSE.

Increased efficiencyReduce manhoursPractical approche

- Focus on innovate tools to do effiency asset integrity management* Focus on predictable maintenance strategy 

(analysis).Make an international bridge where the service industry can particpate to share experiences without that 

payment need to be done.

- Data analysis - apply statistical thinking and methods to the available data for the given plant to perform the correct 

maintenance at the correct time

- More innovative idea

Customer's Recommendations!!

What three things that you want to suggest Asset Integrity Service Industry to become sustainable and attractive?

- Customer Recommendations!!

- Lower price

- Good quality

- Customer oriented needs

- Strategic focus on long term field developement, and where service providers fit in to this picture.

- Inovative value-adding solutions

- it solutions

- reporting

- commuication channels

- Safety 

- Reliability and better risk management

- Show tools and results

- Cv of people with operation expeeiance. Not only phd. Phd do not cover real life

- Have a "bank" of results

- Oil&Gas industry should clean up and simplify in technical requirements. It's a jungle no navigate in!

- Also reduce requirements for Third party verifications. This is price-driving factors.

- We use to say; think New, buy old!

- And be able to share more best practice and standarize

1. Continuous improvement of service quality

2. Continuous cost improvement

3. Continuous service innovation

1) Understand that their product / support is to be integrated into our systems / organizations

2) Share risk and cost

3) Commitment

- RISK awareness

- Cost and quality

- Planning

- Deliver good quality at an agreed price

- Always ensure true value for the customer. To often too much Time and cost is wasted by consultants and engineers. This 

is why they are not used the next time.


