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Abstract	

Markets	are	dynamic	and	it’s	therefore	essential	for	companies	to	navigate	reasonably	through	

them,	when	introducing	new,	disruptive	technologies	that	restructure	existing	industries	by	ad-

dressing	issues	of	“friction”	with	current	structures	and	stakeholders.	Further,	this	report	is	signifi-

cant	as	it	reflects	current	trends	in	the	business	world	and	introduces	an	empirical	understanding	

of	the	diffusion	of	innovations	and	an	empirical	demonstration	of	the	Internet	of	Things.	The	study	

starts	out	with	a	literature	review	to	visit	the	relevant	theory	and	explain	the	relevant	theories,	

following	Saunders	(2015)	upward	spiral	for	the	literature	review	process.	The	topics	that	were	in-

troduced	and	explained	are	the	‘Internet	of	Things’,	‘innovation	strategy’,	‘diffusion	theory	and	

crossing	the	chasm’	including	the	‘technology	adoption	life	cycle	model’	and	finally	‘lean	start-up’	

including	the	‘business	model	canvas’.	The	study	was	conducted	through	a	qualitative	research	de-

sign	in	the	form	of	a	case	study	research	strategy	through	six	interviews.	The	collected	data	was	

analyzed	through	the	template	analysis	method,	and	the	analysis	revealed	no	friction,	as	no	cur-

rent	structures,	stakeholders	and	opponents	were	identified.	Yet,	in	general	it	was	difficult	to	re-

late	the	collected	data	and	the	theory	introduced	previously,	but	there	were	a	few	clear	links.	The	

positive	aspects	of	the	study	were	that	it	followed	a	structured	method	and	has	been	as	transpar-

ent	as	possible.	The	less	positive	aspects	were	a	tight	schedule	that	didn’t	allow	for	formal	analysis	

until	all	interviews	were	complete.	The	conclusion	showed	that	technology	such	as	the	Internet	of	

Things	enables	companies	to	exploit	all	available	benefits	in	the	market	to	stay	ahead	of	the	com-

petition.	Further,	by	formulating	an	innovation	strategy	companies	have	a	greater	chance	of	suc-

cess	and	by	locating	themselves	on	the	innovation	landscape	map	they	can	make	a	conscious	deci-

sion	about	which	type	of	innovation	to	pursue	according	to	the	literature.	It’s	essential	to	continu-

ously	evaluate	the	progress	on	the	technology	adoption	life	cycle	and	adapt	the	marketing	efforts	

to	the	results.	When	starting	new	businesses	inside	or	outside	big	organizations,	the	lean	start-up	

approach	and	the	business	model	canvas	can	enable	a	rapid	start,	iterative	learning	and	improve-

ment	of	the	product	in	an	early	phase	based	on	the	literature.	The	study	finds	that	Energy	Value	

(EV)	is	on	the	right	track	towards	an	expansion	of	EV	Meter	in	the	Danish	and	Swedish	market,	

even	though	they	may	face	a	few	challenges	along	the	way.	Nevertheless,	they	can	take	advantage	

of	some	of	the	concepts	introduced	above	to	achieve	a	higher	chance	of	success.	
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1.	Introduction	
This	chapter	going	to	introduce	the	theory	that	will	be	used	for	the	rest	of	this	thesis	after	which	

the	case	organization	that	is	being	researched	will	be	presented.	The	chapter	will	be	round	off	by	

stating	the	research	question	and	further	directions	for	the	thesis.	

1.1	Short	introduction	to	theory	

In	an	economy	where	free	capital	flows	to	where	it	can	create	the	most	value,	there	has	always	

been	competition.	It	can	take	either	of	four	forms;	monopoly,	oligopoly,	monopolistic	competition	

or	perfect	competition	(Grant,	2012).	In	most	modern	economies,	the	type	of	competition	will	of-

ten	influence	the	threat	of	new	entrants	e.g.	in	a	market	of	perfect	competition	there	will	be	no	

profits	for	newcomers	to	conquer	and	thus	it’s	not	very	attractive.	However,	in	a	monopoly	there	

are	massive	profits	for	other	players	to	achieve,	as	the	economic	equilibrium	has	not	been	met,	

while	the	incumbent	has	attempted	to	maximize	their	own	profits.		

In	general,	most	companies	don’t	appreciate	change,	because	change	often	equals	costs	which	in	

turn	reduces	profits.	In	the	majority	of	industries	companies	will	fight	new	joiners,	no	matter	if	

they	are	just	another	competitor	or	if	they	bring	change	to	the	market.	One	example	of	this	is	the	

market	for	renewable	energy	and	the	issue	of	global	warming.	Many	of	the	world’s	largest	oil	pro-

ducing	companies	have	either	not	taken	a	public	stance	towards	global	warming	or	they	have	de-

nied	it	to	maintain	their	profits.	Some	have	even	went	as	far	as	purposely	misinforming	the	public	

about	global	warming	(Shannon,	2015).	However,	it	seems	they	are	attempting	to	fight	time	as	re-

newables	increasingly	represents	a	bigger	part	of	the	energy	market.	This	has	resulted	in	some	oil	

companies	venturing	into	solar	energy	for	instance,	to	combat	the	threat	of	the	new	entrants	

(Pinkse	et	al.,	2010).	Seen	from	the	other	point	of	view,	when	new	entrants	enter	an	existing	in-

dustry,	they	will	have	to	deal	with	existing	structures	and	stakeholders	in	that	industry.	This	may	

generate	frictions,	as	the	existing	regimes	are	attempting	to	fight	off	the	new	entrant.	By	frictions,	

this	thesis	will	refer	to	the	potential	problems	between	the	entrant,	the	existing	structures	and	the	

existing	stakeholders.	
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In	this	thesis,	a	number	of	different	theories	and	concepts	from	relevant	literature	will	be	used,	to	

analyze	a	case	organization.	These	will	be	briefly	introduced	below	and	further	elaborated	in	chap-

ter	two,	theoretical	foundation.	They	are:	The	Internet	of	Things;	innovation	strategy;	diffusion	

theory	and	crossing	the	chasm;	and	lean	start-up	and	business	model	canvas.	

An	aspect	of	enormous	change	that	has	happened	within	the	last	25	years	is	the	Internet	and	the	

digitalization	of	everything.	Some	experts	argue	that	the	turning	point	was	back	in	2002,	when	the	

digital	storage	capacity	overtook	the	total	analogue	capacity	worldwide	(Mearian,	2011).	An	exam-

ple	of	the	massive	influence	the	Internet	has	on	our	economy	today,	has	been	studied	by	King	

(2010)	to	find	out	how	people	would	manage	without	the	Internet.	The	study	concluded	that	it	

would	be	most	difficult	for	the	generation	who	grew	up	with	the	Internet,	whereas	those	who	

have	experience	with	a	life	without	the	Internet	would	adapt	easier.	

A	comprehensive	thesis	could	be	written	about,	how	the	world	would	look	without	the	Internet,	

but	this	paragraph	will	instead	focus	on	some	of	the	enablers	of	the	Internet.	Information	and	

communication	technologies	(ICT)	have	brought	about	lightning	speed	communication	in	the	form	

of	text,	audio,	and	video	for	everyone.	It	has	brought	the	whole	world	closer	to	one	global	inter-

connected	planet.	It	allows	for	easy	travels,	easy	stock	trading,	convenient	sharing	of	content	e.g.	

photo	or	video,	improved	tracking	of	logistics	and	many	more	possibilities.	Within	this	area,	a	new	

possible	revolution	is	gaining	traction,	which	is	the	Internet	of	Things.	One	of	the	main	reasons	are	

the	sensors,	which	are	getting	cheaper,	smaller	and	more	intelligent	to	enable	improvements	in	

clothes	and	accessories,	cities,	manufacturing	processes,	homes	as	well	as	transport	and	energy	

networks	(World	Economic	Forum,	2015).	Another	enabler	is	condition-based	maintenance	in-

stead	of	time-based	maintenance.	The	concept	of	the	Internet	of	Things	will	be	further	elaborated	

in	the	theoretical	foundation	chapter.	

To	operate	in	a	dynamic	market,	a	company	will	need	a	strategy	to	survive	in	the	long	run.	A	strat-

egy	is	an	overall	plan	of	the	direction	one	should	be	heading	in,	and	the	majority	of	organizations	

have	one.	Besides	setting	the	goal	of	the	organization,	the	strategy	usually	includes	actions	to	

achieve	it,	and	mobilizes	resources	to	execute	on	the	actions.	The	strategy	has	to	adapt	to	meet	

supply	and	demand,	new	market	participants,	innovations	of	firms,	changes	in	consumer	taste,	

technical	improvements	etc.	(Porter,	2008).	This	involves	a	necessity	of	updating	services	and	of-

ferings	to	meet	the	demands	of	the	customers.	However,	what	this	thesis	will	focus	on	is	the	lack	
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of	an	innovation	strategy	that	applies	to	a	large	number	of	organizations.	The	strategy	may	sup-

port	operational	efficiency	and	routine	innovation,	but	it	does	not	advise	organizations	about	how	

to	perform	disruptive,	radical	or	architectural	innovations,	where	the	large	profits	are	found	in	the	

long	run	(Pisano,	2015).	This	will	be	further	elaborated	in	the	theoretical	foundation	chapter.	

When	a	company	has	decided	to	introduce	a	new	innovation,	they	often	have	to	enter	the	tech-

nology	adoption	life	cycle,	and	process	through	the	different	types	of	customer	segments.	How-

ever,	this	only	applies	to	new	ideas	that	do	not	continue	to	build	on	the	old	products.	This	is	also	

called	the	diffusion	theory,	which	specifies	how	new	ideas	spread	and	are	communicated	over	cer-

tain	channels	to	a	specific	audience.	The	theory	builds	on	a	lot	of	research,	and	the	majority	of	

new	ideas	pass	through	the	technology	adoption	life	cycle.	Take	the	smartphone	as	an	example.	

When	the	Apple	iPhone	was	introduced	in	2007,	it	sold	six	million	units	(http://inve-

stor.apple.com/financials.cfm)	to	the	innovators	segment,	whom	wanted	to	explore	the	new	tech-

nology.	Sales	increased	steadily	over	the	years,	and	reached	a	record	of	74.5	million	units	in	the	

first	quarter	of	2015.	This	means	that	Apple	eventually	crossed	the	chasm,	which	is	the	gap	be-

tween	the	visionaries	and	early	adopters	segment.	This	is	further	elaborated	in	the	theoretical	

foundation	chapter.	

New	ideas	may	come	from	established	companies,	but	they	may	also	derive	from	the	entrepre-

neurial	community.	A	new	approach	in	this	community	is	the	lean	start-up,	which	is	different	from	

regular	start-ups	in	two	aspects;	the	first	is	about	getting	product	feedback	as	fast	as	possible	by	

looping	through	iterations,	instead	of	developing	the	perfect	product;	the	second	aspect	is	when	

the	execution	and	the	marketing	campaign	starts	(Blank,	2013).	To	assist	this	process,	some	com-

panies	might	apply	a	business	model	canvas	to	map	out	their	idea	(www.businessmodelgenera-

tion.com/canvas).	The	business	model	canvas	accounts	for	key	partners,	key	activities,	key	re-

sources,	value	propositions,	customer	relationships,	channels,	customer	segments,	cost	structure	

and	revenue	streams	to	ensure	crucial	parts	of	the	business	are	considered.	This	will	be	further	

elaborated	in	the	theoretical	foundation	chapter.	

A	case	study	with	the	research	focus	mentioned	above	has	been	chosen,	as	it	is	an	essential	issue	

for	companies	because	the	focus	will	be	relevant	in	the	majority	of	situations	on	the	condition	that	

the	companies	are	operating	in	a	free	market.	This	report	is	important	since	it	reflects	current	
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trends	in	the	business	world	and	introduces	an	empirical	understanding	of	the	diffusion	of	innova-

tions	and	an	empirical	demonstration	of	the	Internet	of	Things.		

To	answer	the	research	question	(see	section	1.3),	I	will	be	using	a	case	study	that	concerns	a	spe-

cific	company.	However,	the	company	has	been	anonymized	for	privacy	reasons,	and	therefore	it	

will	be	referred	to	as	“Energy	Value	(EV)”	throughout	this	paper.	Further,	research	participants	

and	other	organizations	have	also	been	given	pseudonyms	for	the	same	reasons.	

1.2	Energy	Value	

1.2.1	Background	information	
The	company	at	the	center	of	this	study	is	operating	in	Scandinavia	in	the	health	IT	sector	–	specif-

ically	the	energy	industry	–	it	employs	a	handful	of	people	and	has	grown	rapidly	since	it’s	founda-

tion	in	2010.	Their	device	to	measure	indoor	climate	derives	from	the	Internet	of	Things,	as	the	

basic	components	are	professional	sensors	(recommended	by	the	Technical	University	of	Den-

mark)	to	measure	four	parameters:	temperature,	moist,	CO2	and	noise.	The	goal	of	EV	is	for	their	

customers	to	improve	on	the	four	measured	units,	which	ultimately	should	create	a	better	indoor	

climate	and	thereby	increase	the	productivity.	

The	foundation	for	EV	is	that	someone	has	a	challenge	related	to	building	optimization	(usually	re-

ferred	to	as	facility	management),	and	they	need	a	specific	type	of	input	to	make	a	decision.	It’s	

important	to	remember,	that	without	a	challenge	to	solve,	all	of	the	data	collected	by	EV	is	only	

nice-to-have	as	it	has	no	specific	purpose.	The	key	for	all	businesses	consists	of	three	parts:	is	

there	a	problem	to	solve?	Does	someone	need	to	make	a	decision?	What	input	do	they	require	to	

make	the	decision?	Answering	these	three	questions	is	crucial	and	forms	the	foundation	for	the	EV	

Meter,	which	is	EVs	device	for	measuring	the	four	parameters.	The	more	fatal	the	consequences	

of	wrong	decisions,	the	more	important	is	the	quality	of	the	input.	

The	company	was	founded	by	the	CEO,	which	has	been	an	official	in	the	Danish	government	en-

ergy	agency,	director	of	the	Danish	Electricity	Saving	Trust,	and	have	many	years	of	experience	in	

the	energy	sector.	A	political	initiative	called	the	energy	agreement	forces	Denmark	to	reduce	

their	amount	of	CO2,	and	thorough	investigations	conducted	by	the	CEO	revealed	that	building	

stock	could	account	for	half	of	the	required	CO2	reduction	due	to	poor	house	insulation.	The	vision	
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of	the	CEO	is	to	solve	the	problem	of	global	warming	through	energy	savings.	In	general,	compa-

nies	have	been	looking	for	energy	savings	through	replacing	the	windows,	fugue	them	etc.,	but	the	

result	was	over-insulation	and	a	building	that	could	not	breathe.	This	can	lead	to	increased	levels	

of	CO2,	moist,	mold,	stinging	in	the	eyes	or	other	symptoms.	Since	people	are	indoor	90%	of	the	

time	(Westerfelt,	2012),	the	importance	of	a	good	indoor	climate	cannot	be	emphasized	suffi-

ciently.		Therefore,	the	goal	of	reducing	heat	bills	is	too	narrow,	and	should	instead	focus	on	im-

proved	indoor	climate.	EV	is	built	on	three	different	pillars:	interest,	relevance	and	credibility.	

These	principles	are	at	the	heart	of	the	organization,	and	they	are	also	the	three	convincing	argu-

ments	for	selling	their	device.		

1.2.2	Possibilities	

In	most	organizations,	the	building	costs	are	dwarfed	by	the	staff	costs	(Phil,	preliminary	inter-

view).	Thus,	investments	in	a	better	indoor	climate	that	increase	productivity	are	underestimated,	

mostly	because	they	are	difficult	to	measure.	One	might	compare	this	paradox	to	investments	in	

corporate	social	responsibility	(CSR),	which	can	also	be	difficult	to	measure,	but	in	most	cases	does	

give	a	solid	return	on	investment	–	some	companies	have	tried	to	quantify	the	value	of	CSR	

(Weinreb,	2015).	Other	investments	in	indoor	climate	are	more	quantifiable,	such	as	when	a	build-

ing	can	estimate	its	activity	index.	The	index	reveals	when	people	are	present	and	when	they	are	

not.	Thus,	with	intelligent	heating	the	temperature	can	be	lowered	outside	working	hours	based	

on	the	activity	index.	A	rule	of	thumb	dictates	that	for	every	degree	the	temperature	is	reduced,	

the	organization	will	save	7	percent	on	their	heating	bills	(According	to	the	U.S.	Department	of	En-

ergy).	If	a	building	thus	has	a	low	activity	index	71	percent	of	the	time	and	the	organization	lowers	

their	temperature	by	four	degrees	in	this	period,	they	could	potentially	save	around	28	percent	on	

their	heating	bill.	Nevertheless,	organizations	are	advised	to	follow	best	practices	for	building	

maintenance	and	not	set	temperatures	lower	than	recommended	due	to	risk	of	moist,	mold	etc.	

EV	has	a	cloud	solution	that	runs	on	a	server,	which	can	principally	receive	input	from	any	Internet	

of	Things	device	upon	request.	An	example	of	a	relevant	input	is	weather	data,	since	the	outside	

temperature	has	a	direct	impact	on	the	amount	of	energy	used	for	heating.	The	EV	Meter	can	re-

ceive	weather	data	from	all	over	the	world,	and	will	thus	work	in	any	location	provided	with	an	in-

ternet	connection.	Customers	can	do	either	of	two	things	with	the	data	from	the	sensors:	they	can	
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act	on	it	manually	by	changing	their	user	behavior	e.g.	vent	more	frequently,	or	they	can	auto-

mate	it	through	a	CTS	system	(central	control	and	management	system	for	buildings)	or	something	

similar.	A	CTS	system	is	capable	of	automatic	control	of	air	condition,	ventilation	and	heat.	The	EV	

Meter	is	equipped	with	an	extra	slot	for	sensors,	that	enable	customers	to	connect	another	sensor	

such	as	a	radon	meter,	which	is	a	big	problem	in	many	basements	as	radon	kills	300	people	per	

year	in	Denmark	(Kornum,	2015).	Thus,	the	device	is	partly	a	generative	capability	(Svahn	et	al.,	

2015)	that	allows	customers	to	build	upon	EV's	platform.	The	company	promises	to	ensure	com-

patibility	with	their	platform	upon	request,	if	customers	connect	new	sensors	in	the	extra	slot.		

Further,	by	logging	temperature,	moist,	CO2	and	noise,	the	EV	Meter	is	capable	of	measuring	the	

true	energy	label	of	the	building	instead	of	an	estimated	result.	Again,	the	interest,	the	relevance	

and	the	credibility	need	to	be	of	top	quality.	EV	also	focus	on	product	hygiene	factors,	which	are	

the	basic	factors	expected	from	products	(Casey,	2012).	An	example	is	a	car,	which	is	expected	to	

have	wheels,	airbags,	windows	etc.	The	hygiene	factors	for	EV	Meter	are	the	sensors	that	are	ex-

pected	to	be	measuring	very	accurately	as	well	as	the	connection	to	the	cloud	solution.	The	credi-

bility	needs	to	be	sufficiently	high	for	the	EV	Meter	to	provide	a	valid	energy	label	for	the	prop-

erty.	The	energy	label	is	thus	free	of	charge,	but	would	normally	cost	tens	of	thousands	of	Danish	

kroners.	Further,	a	study	has	shown	that	a	third	of	all	estimated	energy	labels	by	energy	consult-

ants	are	incorrect	(The	Danish	Energy	Agency,	2015).	Hence,	EV	Meter	both	saves	the	cost	of	en-

ergy	consultants	while	also	providing	a	more	accurate	energy	label	for	buildings.	However,	the	de-

vice	doesn’t	calculate	the	energy	label	over	night,	but	it	should	collect	data	for	at	least	a	month,	

and	the	recommended	period	is	one	year.		

The	simplest	form	of	information	is	numbers,	signs	and	gestures,	which	there	are	unlimited	quan-

tities	of.	The	next	level	is	data,	and	that	becomes	information	when	it’s	related	to	something	e.g.	

data	about	moist,	temperature	and	CO2	is	of	little	value	if	it’s	not	related	to	a	location,	an	item	etc.	

The	information	converts	into	competence	when	a	target	is	set,	because	suddenly	the	information	

enables	the	achievement	of	a	specific	target	that	would	have	been	impossible	without	the	infor-

mation	(Phil,	preliminary	interview).	It	would	be	nearly	impossible	to	improve	the	indoor	climate	

in	a	room,	if	there	was	no	information	about	the	current	temperature,	moist	and	CO2	levels.	Con-

sequently,	the	EV	Meter	ultimately	allows	for	two	targets:	the	first	is	an	improved	indoor	climate;	

the	second	is	possible	energy	savings.	
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1.2.3	Market	focus	

EV’s	market	focus	is	on	businesses,	governments	and	other	large	organizations,	since	the	willing-

ness	to	invest	in	indoor	climate	for	private	households	is	not	sufficiently	high	compared	to	the	cur-

rent	cost.	Nevertheless,	there	are	a	few	exceptions	such	as	engineers	and	other	niche	segments	

that	are	willing	to	invest	in	EV	Meter.	The	organization	works	a	lot	with	firms	active	in	the	work	

environment	business,	which	can	be	consultancies	assisting	organizations	when	they	receive	an	

injunction	about	their	work	environment	from	the	authorities	for	example.	A	different	client	could	

be	property	managers	with	lots	of	leases,	where	the	tenant	would	be	billed	for	the	condition	of	

the	indoor	climate	instead	of	the	used	heating	for	instance.	Other	uses	include	moist	in	churches,	

basements,	museums	and	other	places.	In	sum,	there	is	a	huge	number	of	opportunities	for	EV	

Meter	due	to	the	large	amount	of	buildings	and	the	vast	number	of	issues	related	to	temperature,	

moist,	CO2	and	noise.	Insurance	companies	could	be	another	opportunity,	as	they	may	lower	the	

insured’s	premium	while	receiving	data	about	their	housing	conditions	in	return.	The	latter	exam-

ple	can	be	compared	to	car	insurances,	where	drivers	pay	a	lower	premium	and	in	return	deliver	

data	about	the	speed,	driving	habits	etc.	to	the	insurance	company.		

A	last	example	of	client	possibilities	is	holiday	home	rental	agencies,	which	are	interested	in	the	

activity	index.	It	has	been	developed	by	EV	and	is,	after	two	months	of	logging	in	the	same	room,	

capable	of	determining	activity	based	on	the	four	measured	parameters.	The	amount	of	people	

present,	their	type	of	activity	or	a	lack	thereof	greatly	impacts	the	four	parameters,	and	thus	re-

veals	insights	about	the	activity.	The	result	is	that	holiday	home	rental	agencies	can	see	whether	

their	rentals	are	being	used	and	to	what	extent.	With	a	limited	marketing	budget,	EV	has	to	focus	

on	the	pioneers	e.g.	the	innovators	and	the	visionaries	segment	(explained	in	the	next	chapter),	as	

they	can	see	the	potential	in	their	device.	However,	EV	are	aware	that	competitors	can	easily	repli-

cate	their	product,	and	therefore	their	cloud	solution	is	the	key	to	their	competitive	advantage	

since	it	cannot	be	replicated	as	easily.	

1.2.4	Current	market	status	

It	all	started	for	EV	with	a	project	for	the	municipality	of	Copenhagen	and	the	heating	accounts,	

which	has	been	ongoing	for	approximately	2.5-3	years.	However,	as	a	rule	of	thumb	it	takes	five	

years	to	build	a	business,	but	the	progress	is	slower	than	EV	expected	(Phil,	preliminary	interview).	

Their	concept	is	called	cash	and	carry,	which	means	customers	pay	up	front	upon	purchase,	and	
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then	receive	a	lifetime	subscription	to	EV’s	cloud	platform.	There	is	a	vast	potential	to	be	released	

in	the	millions	of	buildings	and	rooms,	and	it’s	a	minor	investment	compared	to	many	other	solu-

tions	that	companies	invest	in.	Further,	the	possible	savings	from	the	EV	Meter	more	than	justifies	

its	price.	However,	the	construction	business	is	a	very	conservative	industry	due	to	silo	thinking	

e.g.	the	janitor	knows	one	thing,	those	who	delivered	the	ventilation	system	knows	something	

else,	the	building	owner	has	a	third	opinion,	the	contractor	conducting	insulation	has	a	fourth	

view	etc.	The	solution	for	this	type	of	issue	is	to	give	all	stakeholders	a	common	ground.		

The	common	ground	is	called	commissioning,	and	is	for	example	used	in	a	performance	contract	

when	renovating	a	property	to	maximize	benefits	for	the	buyer.	Commissioning	allows	the	buyer	

to	measure	the	benefits	that	the	seller	promised	and	thereby	ensure	the	expected	return	on	in-

vestment.	This	is	done	through	setting	up	a	contract	on	specific	parameters	that	are	measured	be-

fore,	during	and	after	the	renovation.	Normally	these	types	of	investment	only	realize	a	third	of	

the	expected	benefits,	but	with	commissioning	an	analysis	can	determine	whether	it’s	the	user	be-

havior	or	poor	construction	quality	that	is	to	blame.	A	scenario	may	reveal,	that	users	of	the	build-

ing	ventilate	too	often,	thereby	unnecessarily	increasing	the	heating	bills.	Another	scenario	might	

expose	the	use	of	water	or	electricity,	when	there	is	no	people	present	according	to	the	activity	

index	and	reveal	a	leak	somewhere	or	an	apparatus	using	excessive	power.	Thus,	the	EV	Meter	al-

lows	for	heat	billing	according	to	the	indoor	climate.	Each	resident	will	receive	a	monthly	report	

with	a	smiley	for	each	of	the	three	parameters	(temperature,	moist,	CO2),	and	the	monthly	bill	is	

set	according	to	the	worst	smiley	of	the	three	parameters.	Hence,	the	idea	behind	the	concept	is	

that	residents	will	attempt	to	minimize	their	monthly	bill	and	simultaneously	create	a	better	in-

door	climate,	which	benefits	their	own	health	and	the	building	health.	However,	there	are	some	

regulatory	issues,	as	the	law	has	certain	requirements	for	how	to	measure	heat	usage	for	resi-

dents.	Currently,	it	is	compulsory	by	law	to	use	an	evaporation	meter,	but	since	the	EV	Meter	al-

lows	for	a	different	calculation	of	the	heat	bill,	EV	is	pushing	for	a	change	of	regulations.		

Some	people	have	ventured	into	low-energy	houses,	which	costs	approximately	5.000	DKK	per	

year	to	warm	up,	whereas	regular	houses	would	cost	30.000	DKK	per	year	to	warm	up.	However,	

when	the	sun	starts	shining	the	low-energy	house	will	overheat,	and	have	an	extremely	high	CO2	

level,	as	the	house	has	been	insulated	too	much.	This	is	due	to	an	unequal	weighting	of	the	three	
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parameters,	where	energy	savings	has	been	the	only	focus	and	indoor	climate	has	had	a	lesser	pri-

ority.	The	philosophy	is	to	get	the	best	arguments	on	the	table,	and	improve	the	indoor	climate	

disregarding	whoever	puts	forward	the	argument	(Phil,	preliminary	interview).	

1.2.5	What	are	the	biggest	challenges	for	the	EV	Meter?	

One	of	the	biggest	challenges	for	EV	is	the	change	of	business	processes	(BPR)	and	workflow	that	

companies	need	to	implement	to	accommodate	these	new	systems.	Through	collecting	data	

about	the	temperature,	moist,	CO2	and	noise,	companies	can	exploit	automatic	analysis,	remote	

diagnostics	and	new	control	concepts	for	BPR,	which	means	that	experts	and	operations	personnel	

are	not	required	to	be	physically	present	to	operate	the	building	efficiently.	The	biggest	challenge	

short	term	is	that	many	customers	are	living	in	a	“mainframe”	universe,	where	rethinking	of	busi-

ness	processes	and	ownership	is	not	the	primary	focus.	However,	government	regulations	about	

energy	efficiency	and	new	service	offers	is	a	helping	hand	for	EV.	

1.3	Research	question	

The	topic	has	been	chosen	based	on	a	criteria	of	cases	within	the	intersection	between	business	

administration	and	information	systems,	which	it	was	possible	to	gain	access	to.	After	the	topic	

had	been	chosen,	a	thorough	literature	review	was	conducted	that	revealed	relevant	concepts	and	

theories	presented	shortly	above.	Inspired	by	the	introduction	section	and	the	early	research	of	

the	topic	and	case,	including	the	preliminary	interview,	this	study	went	through	an	iterative	pro-

cess	to	develop	the	right	research	question.	During	this	process,	there	was	a	large	focus	on	guiding	

the	research	question	towards	data	sources	that	would	be	possible	to	obtain	as	primary	data.	

Thus,	the	following	research	question	(RQ)	have	been	created:	

• How	do	companies	exploit	the	concepts	of	Internet	of	Things,	innovation	strategy,	diffusion	

theory	and	lean	start-up	when	they	introduce	new,	disruptive	technologies	that	restructure	

existing	industries	while	addressing	issues	of	“friction”	with	current	structures	and	stake-

holders?	

The	following	assisting	sub-questions	have	been	made,	to	address	the	RQ:	

1. How	do	EV	perceive	the	current	structures	and	stakeholders?	

2. How	do	EV	overcome	the	issues	of	friction	with	current	structures	and	stakehold-

ers?	
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3. How	do	the	dealers	of	EV	address	the	relevant	stakeholders,	experience	the	issues	

of	friction	and	handle	them?	

4. How	is	the	current	market	for	indoor	climate	in	Scandinavia	where	EV	operates?	

Based	on	the	problems	above,	this	study	expects	to	resolve	the	approach	for	navigating	in	today’s	

dynamic	markets	for	EV	in	relation	to	the	Internet	of	Things.	

The	paper	is	organized	as	follows.	Chapter	two	will	elaborate	on	the	concepts	of	Internet	of	

Things,	innovation	strategy,	diffusion	theory	and	crossing	the	chasm	and	finally	lean	start-ups	ac-

companied	by	the	business	model	canvas.	Chapter	three	explains	in	detail	the	methodology	of	the	

thesis	including	the	research	philosophy,	design	and	strategy	while	finishing	off	with	the	data	col-

lection	and	data	analysis	that	also	elaborates	on	the	research	participants.	The	findings	of	the	data	

analysis	as	well	as	their	relation	to	the	concepts	introduced	earlier	will	be	presented	in	chapter	

four,	which	examines	them.	The	fifth	chapter	discusses	the	results	of	the	analysis,	and	their	impli-

cations	for	theory	and	practice.	The	sixth	and	last	chapter	concludes	the	thesis	by	arguing	how	

companies	that	introduce	new,	disruptive	technologies	that	restructure	existing	industries	may	

address	issues	of	friction	with	current	structures	and	stakeholders.	Further,	the	conclusion	will	put	

forward	recommendations	for	future	research	in	related	areas.	 	
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2.	Theoretical	foundation	
To	guide	the	writing	of	the	theoretical	foundation	(literature	review),	I	will	be	using	Saunders	et	al.	

(2015)	upward	spiral,	see	Figure	1.	The	spiral	begins	with	research	questions	and	objectives	after	

which	the	search	starts	for	literature.	

After	evaluating	and	possibly	using	the	liter-

ature	from	the	first	iteration,	the	drafting	of	

the	literature	review	begins	and	the	process	

iterates	until	the	literature	is	exhausted,	

whereby	incremental	learning	is	minimal	as	

the	observed	phenomena	has	been	seen	be-

fore	and	saturation	has	been	reached,	which	

completes	the	literature	review.	The	litera-

ture	review	starts	by	constructing	a	concept	

matrix	based	on	the	different	articles,	see	

Table	1	below.	The	structure	of	the	litera-

ture	review	is	as	follows:	first,	the	concept	

of	the	Internet	of	Things	will	be	explained	

including	a	general	introduction	followed	by	

a	more	technical	introduction	and	examples	

of	what	it	can	be	used	for.	The	next	section	

will	introduce	strategy,	and	more	specifically	

innovation	strategy.	This	will	also	include	digitalization	and	how	organizations	can	benefit	from	it.	

The	succeeding	section	is	going	to	explain	diffusion	theory,	technology	adoption	life	cycle	and	

crossing	the	chasm,	which	applies	to	nearly	all	new	innovations	and	ideas	introduced	in	the	mar-

ket.	Lastly,	the	chapter	is	going	to	introduce	lean	start-up	and	explain	some	of	the	tools	associated	

with	it.	Further,	it	will	bring	examples	of	when	companies	might	benefit	from	applying	the	lean	

start-up	method.	

Figure	1	The	Literature	Review	Process	

Source:	Saunders	et	al.	(2015)	
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Table	1	Concept	Matrix	

2.1	The	Internet	of	Things	

The	Internet	of	Things	(IoT)	is	a	concept	used	to	describe	the	interconnectedness	of	things,	actua-

tors,	sensors,	and	other	smart	technologies	enabling	three	forms	of	communication:	human-to-

machine	(H2M);	machine-to-machine	(M2M);	and	machine-to-human	(M2H).	Machine	is	a	term	

covering	all	devices	that	are	not	human	e.g.	computers,	servers,	smartphones,	tablets	etc.	Further,	

communication	in	the	form	of	message	transactions	has	increased	drastically	in	numbers	while	

message	exchange	times	from	analogue	to	digital	messaging	has	decreased	almost	proportionally	

in	all	three	types	of	communication	(Uckelmann,	2011).	These	conditions	create	new	‘smart,	con-

nected	products’	made	possible	by	the	development	in	processing	power,	shrinking	devices	and	

the	connectivity	between	them	in	the	form	of	ubiquitous	wireless	networks,	and	together	they	

create	a	new	era	of	competition.	The	opportunities	are	endless,	but	some	of	the	more	important	

ones	are	improved	effectiveness,	efficiency,	new	functionality,	new	business	opportunities	and	

abilities	that	exceed	traditional	product	borders.	These	smart,	connected	products	have	the	po-

tential	to	turn	industries	upside	down,	introducing	new	threats	and	opportunities	for	companies	

(Porter	and	Heppelmann,	2014).	

They	will	have	to	make	strategic	choices	in	terms	of	how	value	is	created	and	captured,	how	the	

new	data	generated	by	smart,	connected	products	is	managed,	how	relationships	with	regular	

business	partners	are	changed,	and	what	role	companies	want	to	have	in	the	new	industry	as	the	
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existing	borders	are	extended.	However,	what	drives	this	new	era	of	competition	is	not	the	Inter-

net	or	the	connectivity	alone;	rather,	it’s	the	data	they	generate	and	the	increasing	abilities	of	the	

smart,	connected	products.		

In	the	past	50	years,	IT	has	dramatically	reshaped	how	companies	compete	and	their	strategy	

twice;	today,	we	are	at	the	beginning	of	the	third	wave	of	IT-driven	competition.	The	first	wave	of	

IT	was	in	the	1960s	and	1970s,	when	individual	activities	in	the	value	chain	were	automated	such	

as	bill	paying,	order	processing	and	manufacturing	resource	planning.	The	second	wave	of	IT	was	

in	the	1980s	and	1990s	and	took	place	due	to	the	rise	of	the	Internet.	The	biggest	enablers	were	

coordination	and	integration,	both	internally	and	externally	with	suppliers,	customers	etc.	These	

first	two	waves	of	IT	resulted	in	dramatic	productivity	gains,	but	focused	primarily	on	the	value	

chain	and	the	products	remained	almost	unchanged.	In	the	third	wave,	IT	can	no	longer	be	sepa-

rated	from	the	product	as	the	two	entities	are	merging	to	become	one.	This	happens	through	the	

previously	mentioned	software,	processors,	connectivity	and	embedded	sensors	in	products	

joined	with	a	product	cloud	for	data	storage,	analytics,	and	applications	that	drives	huge	improve-

ments	in	the	functionality	and	performance	of	the	products	(Uckelmann,	2011).	

Nevertheless,	these	changing	circumstances	will	also	impact	the	value	chain	and	change	it	once	

again	in	terms	of	manufacturing,	design,	after-sale	service	and	marketing	through	the	requirement	

for	new	activities	e.g.	product	security	and	data	analytics.	The	third	wave	of	IT	may	therefore	sur-

pass	the	previous	two	in	productivity	gains	and	economic	growth	since	it	affects	both	the	products	

and	the	value	chain.		

2.1.1	What	are	smart,	connected	products?	

Until	this	point	the	high-level	attributes	of	smart,	connected	products	and	some	of	the	implica-

tions	for	competition	have	been	discussed.	This	study	will	now	turn	towards	a	more	technical	fo-

cus.	Smart,	connected	products	have	three	basic	attributes:	connectivity	components,	physical	

components	and	“smart”	components.	The	“smart”	components	function	as	an	enhancer	to	the	

value	and	capabilities	of	the	physical	components,	whereas	connectivity	enhances	the	value	and	

capabilities	of	the	smart	components	and	empowers	some	of	them	to	exist	outside	the	physical	

product	itself	(Porter	and	Heppelmann,	2014).	
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The	physical	components	are	made	up	of	the	product’s	electrical	and	mechanical	parts.	In	a	com-

puter,	for	example,	these	include	the	screen,	the	keyboard,	the	trackpad,	the	battery,	the	central	

processing	unit	(CPU),	fan,	memory	blocks	etc.	The	smart	components	are	made	up	of	the	soft-

ware,	microprocessors,	sensors,	controls,	data	storage,	and	usually,	enhanced	user	interface	and	

embedded	operating	system.	In	a	computer,	for	example,	these	include	the	operating	system,	CPU	

heat	sensor,	light	sensor,	power	saving	sensors	etc.	However,	software	occasionally	replaces	hard-

ware	components	or	empowers	a	single	physical	component	to	perform	at	many	different	levels.	

An	example	of	this	is	seen	in	the	MacBook	Pro	from	early	2015,	where	the	mechanical	push	on	the	

trackpad	is	replaced	by	an	electronic	sensor.	Thus,	the	MacBook	simulates	a	push	movement,	but	

in	reality	the	trackpad	doesn’t	move.	This	is	best	illustrated	by	turning	off	the	MacBook,	as	the	

user	will	realize	it’s	not	possible	to	push	the	trackpad	anymore	(Stroud,	2015).	

Lastly,	the	connectivity	components	are	made	up	of	the	antennae,	ports,	and	protocols	empower-

ing	wireless	or	wired	connections	to	the	product.	There	are	three	different	types	of	connectivity,	

that	can	work	simultaneously.	

• Many-to-many:	A	lot	of	products	connects	to	lots	of	different	types	of	products	and	some-

times	also	to	outside	data	sources.	A	typical	example	is	an	autonomous	collaborative	pro-

duction	environment	that	acts	on	contextual	information	(Uckelmann,	2011).	That	is,	a	

conveyor	belt	communicates	with	all	the	other	machines	in	the	production,	and	perfectly	

times	the	speed	to	ensure	machines	are	ready	for	the	next	unit	upon	arrival.	The	machines	

will	also	automatically	alarm	a	technician	in	case	of	trouble,	and	make	the	conveyor	belt	

slow	down	or	even	stop	while	waiting	for	external	assistance.	

• One-to-one:	A	single	product	connects	to	a	single	entity	e.g.	manufacturer,	user	or	alterna-

tive	product	through	a	port	or	other	interface.	An	example	is	when	a	printer	is	connected	

to	a	computer	through	the	USB	port	and	does	not	have	internet	access.	

• One-to-many:	A	central	server	or	system	is	intermittently	or	continuously	connected	to	

many	other	products	concurrently.	Tesla	cars	are	all	connected	to	a	central	manufacturer	

system	that	monitors	performance	and	accomplishes	remote	service	and	upgrades	(Porter	

and	Heppelmann,	2014).	

The	most	vital	functions	that	connectivity	empowers	the	products	to	do,	is	the	ones	that	exists	

outside	the	physical	device,	which	is	connecting	to	the	product	cloud.	An	example	is	demonstrated	
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in	Sonos	wireless	speakers	where	all	music	is	accessed	and	streamed	directly	from	the	cloud.	The	

user	controls	it	through	an	app	on	their	smartphone,	tablet	or	computer.	

All	of	these	attributes	calls	for	a	new	technology	infrastructure,	which	contains	different	layers	

and	is	known	as	“the	technology	stack”	(see	Figure	2)	below.	

	
Figure	2	The	Technology	Stack	

Source:	Porter	and	Heppelmann	(2014)	

These	different	layers	contain	connectivity,	new	product	hardware,	embedded	software,	a	suite	of	

security	tools,	a	product	cloud	comprised	of	software	operating	on	remote	servers,	an	integration	

with	enterprise	business	systems	and	a	gateway	for	external	information	sources.	This	may	lead	us	

to	the	next	question,	which	concerns	the	possibilities	of	these	new	smart,	connected	products.	
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2.1.2	What	can	smart,	connected	products	do?	

Porter	and	Heppelmann	(2014)	have	classified	the	road	to	mastery	in	IoT	through	four	levels,	

which	is	seen	in	Figure	3	and	will	be	referenced	as	the	IoT	maturity	scale	from	here	and	on.	In	the	

current	global	state,	the	IoT	is	more	focused	on	information	visibility	–	monitoring	and	controlling	

–	than	autonomous	decision-making	(Manyika	et	al.	2015).	

	
Figure	3	Capabilities	of	Smart,	Connected	Products	

Source:	Porter	and	Heppelmann	(2014)	

Whilst	the	major	focus	is	still	on	step	one,	this	means	that	the	world	is	far	from	releasing	the	full	

potential	from	the	smart,	connected	products	that	‘control’,	‘optimization’	and	‘autonomy’	will	

bring.	However,	each	level	builds	on	the	previous	one	e.g.	control	is	not	possible	unless	there	is	

monitoring.	It	will	therefore	take	many	years	to	reach	step	four,	autonomy,	and	most	firms	are	

only	starting	to	embrace	the	smart,	connected	products	and	realizing	the	potential.	During	this	

change	process	of	migrating	from	traditional	products	to	smart,	connected	products,	many	com-

panies	may	be	forced	to	ask	themselves	the	fundamental	question	“What	business	am	I	in?”	This	is	

going	to	assist	them	to	make	a	conscious	decision	about	whether	they	are	going	to	be	a	technol-

ogy	company,	who	their	competitors	are	going	to	be	when	they	change	their	products	etc.	

However,	focusing	too	much	only	on	the	technology	will	make	a	company	oversee	crucial	aspects	

such	as	the	competitive	transformation	(see	section	2.2.1)	taking	place.	Companies	focusing	on	

the	technology	and	afterwards	the	development	of	the	product	are	most	likely	going	to	end	up	

with	a	product	that	doesn’t	meet	any	consumer	demand.	Rather,	setting	a	business	objective	and	

then	using	technology	to	achieve	it	is	the	right	path	to	take	(Ries,	2011).		
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Companies	might	still	be	puzzled	about	how	to	create	value	in	this	new	era.	The	value	is	created	

through	exploiting	the	data	from	the	smart,	connected	products	and	generating	insights	to	opti-

mize	product	performance.	Figure	4	below	illustrates	this	challenge.	

2.2	Innovation	strategy	

Doing	business	in	today’s	dynamic	

markets,	as	described	in	the	intro-

duction,	and	sustaining	good	profits	

may	seem	challenging,	but	there	are	

certain	approaches	and	tools	availa-

ble	for	help.	One	of	the	crucial	as-

pects	in	this	context	is	the	innova-

tion	strategy.	If	companies	don’t	

have	an	overall	goal	or	plan	of	where	

they	want	to	go,	there	is	a	large	

probability	that	they	will	end	up	

groping	in	the	dark.	This	is	the	rea-

son	why	many	companies	have	

failed	to	maintain	a	high	level	of	in-

novation	in	the	long	run	–	as	Nokia	

and	Yahoo	among	others	have	illus-

trated.	Setting	a	strategy	only	means	to	commit	to	a	set	of	coherent,	mutually	reinforcing	policies	

or	behaviors	aimed	at	achieving	a	specific	competitive	goal	(Pisano,	2015).	The	purpose	seems	al-

most	obvious:	to	ensure	teams	and	groups	from	across	the	organization	work	towards	a	common	

goal.	

2.2.1	Managing	innovation	

Companies	often	put	a	lot	of	effort	into	designing	their	business	strategy	and	updating	or	rede-

signing	it	regularly	to	align	the	entire	firm	towards	a	common	goal.	However,	those	same	compa-

nies	rarely,	if	ever,	dedicate	the	same	amount	of	attention	to	the	innovation	strategy	and	at-

tempts	to	bring	it	in	line	with	the	business	strategy	(Pisano,	2015).	In	many	cases,	these	companies	

Figure	4	Creating	New	Value	with	Data	
Source:	Porter	and	Heppelmann	(2015)	
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don’t	even	have	an	innovation	strategy,	and	thus	makes	it	impossible	to	align	something	that	

doesn’t	exist.	With	the	whole	firm	operating	in	different	directions,	it’s	difficult	to	create	a	coher-

ent	outcome.	Some	organizations	may	see	internal	entrepreneurs	spawning,	others	create	corpo-

rate	venture-capital	units,	while	others	attempt	open	innovation	or	crowdsourcing	and	so	on	(the	

definition	of	‘open	innovation’	and	‘crowdsourcing’	is	outside	the	scope	of	this	report).	These	initi-

atives	are	usually	highly	valued,	but	when	there	is	a	lack	of	unity	the	value	drops	vertically.	The	

challenge	lies	mainly	in	an	organization’s	capacity	for	innovation	that	stems	from	an	innovation	

system:	a	coherent	set	of	interdependent	processes	and	structures	that	dictates	how	the	company	

searches	for	novel	problems	and	solutions,	synthesizes	ideas	into	a	business	concept	and	product	

designs,	and	selects	which	projects	get	funded	(Pisano,	2015).		

Nevertheless,	firms	will	often	aim	for	one	thing	in	a	competitive	market:	competitive	advantage	

and	the	sustaining	of	it.	More	often	than	not,	this	quest	is	a	never	ending	journey	and	companies	

may	only	keep	it	temporarily	instead	of	permanently.	According	to	Walcott	(2015),	the	new	reality	

companies	are	facing	is	that	competitive	advantage	is	only	temporary	and	no	longer	as	permanent	

as	it	used	to	be,	due	to	the	rapid	progress	of	technology.	Some	may	look	towards	their	competi-

tors	for	inspiration,	but	the	unsatisfactory	truth	is	also	the	strength.	There	are	no	innovation	sys-

tems	that	fits	all,	and	there	is	no	easy	path	to	get	there.	Simply	mimicking	competitors	will	most	

likely	result	in	disappointing	results	no	matter	how	tempting	it	seems	(Lendel	and	Varmus,	2011).		

However,	having	an	innovation	strategy	is	the	first	step	on	the	road,	and	will	often	help	companies	

in	designing	their	unique	innovation	system.		Many	of	the	steps	in	creating	an	innovation	strategy	

is	similar	to	creating	a	business	strategy.	The	first	step	is	to	get	a	clear	understanding	of	concrete	

objectives	required	to	help	the	company	achieve	a	sustainable	competitive	advantage.	By	being	

concrete,	platitude	statements	such	as	“We	have	to	innovate	to	survive”	or	“We	need	to	innovate	

to	create	value”	ought	to	be	avoided.	Instead,	it’s	recommended	to	use	the	following	questions,	to	

build	a	strong	innovation	strategy	(questions	cited	from	Pisano,	2015).	

How	is	innovation	going	to	create	value	for	potential	customers?		

Innovations	should	add	value,	either	by	saving	them	money	or	provide	societal	benefits	etc.	It	is	

important	that	companies	focus	their	efforts	and	stick	to	them,	since	the	capabilities	required	for	

each	focus	is	rather	different	and	will	take	a	long	time	to	develop.	Thus,	companies	cannot	switch	
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back	and	forth	between	different	focuses	as	they	feel	on	that	day.	As	an	example,	Apple	is	consist-

ently	focused	on	creating	a	seamless	experience	across	their	family	of	devices	and	services.	There-

fore,	they	focus	on	integrated	hardware-software	development,	design,	and	proprietary	operating	

systems.	

How	will	the	company	capture	a	share	of	the	value	its	innovations	generate?		

When	companies	launch	successful	products,	imitators	quickly	follow	along	and	intellectual	prop-

erty	is	not	always	sufficient	to	protect	inventions.	Thus,	it’s	crucial	that	companies	ensure	how	

complementary	assets,	products,	capabilities	or	services	could	lock-in	customers	and	keep	the	

market	position	of	the	company	strong.	The	tablet	market	quickly	got	flooded	in	the	aftermath	of	

the	success	of	the	Apple	iPad.	However,	due	to	Apple’s	ecosystem	including	the	services	and	as-

sets	that	seamlessly	integrates	they	have	managed	to	maintain	a	strong	position	in	the	tablet	mar-

ket.	This	makes	it	attractive	to	get	an	iPad	instead	of	a	competitor’s	tablet,	if	a	customer	already	

owns	an	iPhone	or	a	Mac.	Ultimately,	Apple	customers	will	incur	switching	costs,	if	they	decide	to	

buy	a	competitor’s	product	e.g.	Android	or	Windows	Phone.	The	best	way	to	stay	ahead	of	com-

petitors	is	to	keep	investing	in	innovation	and	perhaps	increase	the	switching	costs.		

What	types	of	innovations	will	allow	

the	company	to	create	and	capture	

value,	and	what	resources	should	

each	type	receive?	Depending	on	how	

the	company	answered	the	previous	

questions,	this	question	relates	to	the	

market	focus	and	business	model	that	

the	company	wants	to	pursue.	The	

company	has	to	choose	how	much	ef-

fort	to	invest	into	technological	inno-

vation	and	how	much	to	invest	in	

business	model	innovation.	A	great	

way	to	visualize	this	is	depicted	in	Fig-

ure	5	on	the	right.	The	matrix	helps	
Figure	5	The	Innovation	Landscape	Map	

Source:	Pisano	(2015)	
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companies	map	their	potential	innovation	to	their	existing	business	model	and	technical	capabili-

ties.	

Routine	innovation	is	the	simplest	form	of	innovation,	and	often	continues	a	natural	development	

of	products	that	leverages	existing	business	models	and	technical	competences.	Examples	of	this	

are	the	next	generation	of	Intel	processors,	next	generation	of	iPhones,	of	Windows	etc.	Never-

theless,	companies	have	exploited	other	dimensions	of	the	innovation	landscape	map	to	reach	this	

point,	where	they	can	earn	massive	profits	on	routine	innovation.		

Disruptive	innovation	is	the	most	well-known	type	of	innovation,	and	it	leverages	existing	technical	

competences	while	based	upon	a	new	business	model.	Examples	of	companies	in	this	dimension	

are	Netflix	and	Airbnb.		

Radical	innovation	is	the	opposite	of	disruptive	innovation:	it	leverages	existing	business	models	

while	based	upon	new	technology.	Examples	of	this	are	the	fiber-optic	cables	that	emerged	in	the	

1990s.	They	made	a	good	fit	in	the	existing	business	models	of	the	telecommunications	companies	

and	required	heavy	investments	in	creating	networks	of	fiber-optic	cables.	

Architectural	innovation	is	the	most	advanced	form	of	innovation	and	leverages	both	new	technol-

ogy	and	a	new	business	model.	Examples	in	this	dimension	are	therefore	rare,	but	as	Figure	5	illus-

trates,	digital	imaging	is	an	example	of	architectural	innovation	for	photo	companies.		

The	purpose	of	the	innovation	strategy	is	therefore	to	assist	in	how	the	different	types	of	innova-

tion	is	going	to	fit	into	the	business	strategy	and	the	resources	that	must	be	allocated	to	each.	

Interestingly,	disruptive,	radical,	and	architectural	innovation	are	all	seen	as	the	key	to	unlocking	

growth,	but	the	majority	of	profits	are	generated	through	routine	innovation.	However,	it’s	worth	

noting	that	the	only	reason	companies	are	capable	of	doing	this	are	due	to	the	foundations	they	

laid	through	various	costly	breakthroughs.	As	to	how	companies	devote	resources	to	each	type	of	

innovation,	there	is	no	correct	answer.	The	best	formula	for	companies	is	based	on	their	innova-

tion	strategy	and	there	are	many	dependencies:	the	degree	to	which	customer	needs	are	being	

met;	the	rate	of	technological	change;	the	company’s	strengths;	the	intensity	of	competition;	the	

magnitude	of	the	technological	opportunity	and	the	rate	of	growth	in	core	markets	(Pisano,	2015).		
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To	mention	a	few	company	examples	in	relation	to	the	innovation	landscape	map,	the	PA	Innova-

tion	Report	(2015)	points	towards	both	SolarCity	and	Tesla	as	very	innovative	firms.	However,	So-

larCity	is	a	disruptive	innovation	according	to	the	innovation	landscape	map,	as	they	have	re-

thought	the	business	model	and	install	solar	panels	as	a	lease,	while	they	in	return	charge	a	flat	

rate	for	the	electricity	consumed	by	the	household.	The	excess	energy	generated	from	the	solar	

panels	are	owned	by	SolarCity	and	is	sold	to	third	parties	(Earnest,	2008).	Tesla	is	an	architectural	

innovation,	since	they	have	remade	the	traditional	business	model	through	bypassing	dealers	and	

selling	directly	to	customers	through	their	website	(Stringham,	2015).	Simultaneously,	their	car	is	a	

technological	breakthrough	with	a	massive	amount	of	sensors	and	automated	possibilities	

(https://www.teslamotors.com/blog/your-autopilot-has-arrived),	compared	to	other	cars.	

Routine	innovation	is	the	natural	direction	that	the	company	will	work	towards,	if	there	is	no	other	

explicit	strategy	indicating	otherwise.	A	company	is	going	to	keep	doing	what	they	have	always	

done,	allocate	resources	in	the	same	ways,	unless	senior	management	create	explicit	targets	and	

change	the	direction.	Thus,	the	innovation	strategy	will	come	most	in	handy,	when	a	company	

wants	to	change	direction	and	steer	off	their	usual	path	of	routine	innovation.	When	senior	man-

agement	is	setting	a	new	direction,	it’s	important	that	they	bring	clarity	around	trade-offs	and	pri-

orities	to	get	the	rest	of	the	organization	onboard.	They	need	to	create	a	shared	belief	and	unify	

the	organization	as	innovation	cuts	across	all	functions	(Pisano,	2015).	

2.2.2	Innovation	challenges	

There	seems	to	be	a	common	denominator	for	the	lack	of	innovation,	if	not	for	all	then	at	least	for	

the	majority	of	companies,	which	is	the	top	management.	These	are	the	same	people	responsible	

for	the	business	strategy,	and	thus	it’s	not	surprising	that	the	overall	strategies	and	guidelines	lies	

with	the	c-level	executives.	PA’s	Innovation	Report	(2015)	points	toward	top	management	as	one	

of	the	main	reasons	for	the	lack	of	innovation	in	the	Energy	and	Utilities	sector.	However,	this	sec-

tor	was	the	only	one	in	their	research,	that	cited	top	management	as	a	main	challenge	to	innova-

tion.	This	is	supported	by	a	statement	from	Dr	Cristiano	Marantes,	Interim	Director	of	Strategy	and	

Regulation	at	UK	Power	Networks:	“Employees	need	to	be	taken	on	a	journey	and	understand	the	

need	for	and	benefits	of	change.”	(PA	Consulting	Group	2015,	p.	60).	The	report	also	cited	other	

challenges,	but	they	didn’t	repeat	themselves	in	the	literature	as	this	challenge	did.	Ian	Rhodes,	
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CEO	of	McLaren	Applied	Technologies	also	cites	leadership	as	the	most	crucial	part,	and	if	a	com-

pany	had	people	with	a	passion	for	innovation	that	simultaneously	possessed	leadership	skills,	the	

company	would	already	have	overcome	80%	of	the	challenges	to	successful	innovation	(PA	Con-

sulting	Group,	2015,	p.	16).		

In	a	different	category,	digital	innovation	or	better	known	as	digital	mastery,	Westerman	et	al.	

(2014)	points	toward	leadership	capabilities	as	the	reason	for	organizations	lacking	digital	mas-

tery.	This	confirms	the	notion	from	the	previous	paragraph	that	leadership	is	a	great	place	to	start	

when	attempting	to	solve	issues	in	innovation	or	digital	mastery.	

2.2.3	Leading	digital	

As	mentioned	in	section	2.1,	we	are	on	the	verge	

of	the	third	wave	of	it,	which	also	means	that	

more	companies	than	ever	before	are	attempt-

ing	to	conquer	the	digital	battlefield.	Some	are	

better	than	others,	and	some	have	different	fo-

cus	areas	than	others.	However,	the	ultimate	

goal	is	to	use	digital	technologies	to	drive	the	

business	forward	also	referred	to	as	Digital	Mas-

tery	(Westerman	et	al.,	2014).	Companies	mas-

tering	this	discipline	are	experts	in	both	digital	

and	leadership	dimensions,	which	means	that	

other	companies	may	be	leaders	in	either	dimen-

sion	or	in	none	of	them.	This	creates	four	levels	

of	digital	mastery,	see	Figure	6	below.	The	Begin-

ners	are	usually	following	a	wait-and-see	strat-

egy,	to	gather	information	and	gain	clarity	about	which	direction	to	choose.	Some	may	think	that	

digital	is	not	the	solution	for	their	industry,	but	rather	something	for	other	industries.	Other	com-

panies	in	this	category	may	lack	the	leadership	capabilities	for	a	successful	transformation.	There-

fore,	the	Beginners	have	only	the	foundation	of	digital	capabilities	for	which	they	need	to	build	on	

and	lag	behind	the	majority	of	their	competitors	on	several	measures	of	financial	performance.	An	

Figure	6	Four	Levels	of	Digital	Mastery	

Source:	Adapted	from	George	Westerman,	Maël	Tannou,	

Didier	Bonnet,	Patrick	Ferraris,	and	Andrew	McAfee,	“The	

Digital	Advantage:	How	Digital	Leaders	Outperform	Their	

Peers	in	Every	Industry,”	Capgemini	Consulting	and	MIT	

Center	for	Digital	Business,	November	2012.	



Page	28	of	100	

	

example	this	category	is	the	insurance	industry,	which	often	cites	regulatory	challenges	as	barri-

ers.	

Fashionistas	are	buying	everything	digital	they	can	get	near.	They	flash	their	technological	trendi-

ness	to	the	world,	but	nothing	changes	behind	the	scenes	and	they	miss	out	on	all	the	benefits	of	

their	digital	capabilities.	This	is	due	to	a	lack	of	digital	leadership	and	governance,	which	means	

that	the	majority	of	what	they	invest	in	digital	is	wasted.	There	is	no	integration	and	scaling,	simi-

lar	software	may	have	been	bought	several	times	and	business	units	operate	in	silos	instead	of	an	

integrated	company.	Many	firms	think	they	are	doing	progress	by	establishing	a	wide	variety	of	

conflicting	processes	and	systems,	but	fact	is	that	it	restricts	larger	opportunities	and	may	even	

need	to	be	scaled	back	for	integration	(Westerman	et	al.,	2014).	

Conservatives	are	opposite	Fashionistas	as	is	seen	on	Figure	6.	Thus,	they	have	strong	digital	lead-

ership	capabilities,	but	they	carefully	analyze	each	digital	investment	to	a	point	where	it’s	almost	

outdated.	The	majority	of	waste	is	eliminated	and	replaced	by	a	bureaucracy	of	controls	and	rules	

instead	of	progress.	In	sum,	these	companies	attempt	to	avoid	failure,	which	results	in	failure	to	

make	progress	instead.		

Naturally,	the	Digital	Masters	are	experts	in	both	digital	capabilities	and	digital	leadership	capabili-

ties.	The	quantifiable	benefits	of	this	are	26	percent	more	profitability	than	industry	peers	and	9	

percent	higher	revenues	from	physical	assets	(Westerman	et	al.,	2014).	

2.3	Diffusion	theory	and	crossing	the	chasm		

A	company	entering	the	market	with	a	new	idea	or	technology	is	often	going	to	meet	several	chal-

lenges	when	attempting	to	penetrate	the	market.	This	scenario	is	also	known	as	Diffusion	Theory	

(DT)	and	is	originally	described	as	“the	process	in	which	an	innovation	is	communicated	through	

certain	channels	over	time	among	the	members	of	a	social	system.”,	(Rogers,	2003,	location	783	in	

Kindle	version).	Diffusion	is	a	particular	type	of	communication,	where	the	content	is	regarding	a	

new	idea.	It	both	includes	spontaneous	and	planned	spread	of	new	ideas.	The	newness	often	

brings	uncertainty	that	includes	unknown	variables	such	as	structure,	predictability	and	infor-

mation.	The	latter	variable	helps	reduce	uncertainty	and	is	of	assistance	in	choosing	among	a	set	

of	alternatives.	
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According	to	Moore	(2014),	there	are	roughly	two	overall	types	of	innovations.	The	first	type	of	

products	is	called	discontinuous	or	disruptive	innovations,	where	the	latter	is	explained	in	figure	5	

in	section	2.2.	These	products	normally	require	a	change	of	user	behavior,	such	as	video	on	de-

mand	services	where	the	user	typically	subscribes	and	selects	content	on	the	screen	instead	of	go-

ing	into	a	DVD	rental	service	store.	The	opposite	is	continuous	or	sustaining	innovations,	which	is	

what	has	been	labelled	routine	innovation	in	section	2.2.	These	do	not	require	a	change	of	user	be-

havior,	since	they	typically	build	on	the	previous	version	of	the	product.	In	some	cases,	the	innova-

tion	will	demand	substantial	changes	not	only	by	the	user,	but	also	by	the	supporting	infrastruc-

ture	such	as	for	electric	vehicles.	Taking	the	automotive	industry	as	an	example,	this	type	of	indus-

try	rarely	sees	discontinuous	innovations.	On	the	other	hand,	the	high-tech	industry	experiences	

them	almost	routinely.	Through	an	undefined	number	of	high-tech	product	innovations,	Moore	

(2014)	has	developed	a	model	that	describes	the	market	penetration	of	any	new	technology	prod-

uct	in	terms	of	a	progression	in	the	types	of	consumers	it	attracts	throughout	its	useful	life:	

	

	
Figure	7	Technology	Adoption	Life	Cycle	

Source:	Moore	(2014,	p.	15)	

The	model	and	the	segments	will	be	described	in	detail	in	section	2.3.2.	

The	definition	of	DT	can	be	divided	into	four	elements:	(1)	an	innovation	(2)	that	is	communicated	

through	certain	channels	(3)	over	time	(4)	among	the	members	of	a	social	system.	An	innovation	is	

defined	as	an	idea,	practice,	or	object	that	is	perceived	as	new	by	an	individual	or	other	unit	of	

adoption.	It	is	of	minor	importance,	whether	or	not	an	idea	is	“objectively”	new	as	measured	by	

the	lapse	of	time	since	its	first	use	or	discovery	(Rogers,	2003,	location	892).	Since	most	new	ideas	
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are	technological	innovations,	the	word	“technology”	has	to	be	defined.	It	normally	has	two	com-

ponents:	(1)	a	hardware	component,	that	includes	the	physical	or	material	object,	and	(2)	a	soft-

ware	component,	that	includes	the	information	base	for	the	technology.	This	was	also	depicted	in	

the	technology	stack,	presented	in	section	2.1.1	Hardware	can	for	example	take	the	form	of	semi-

conductors,	electrical	connections,	protective	frames,	transistors	etc.	while	software	can	take	the	

form	of	coded	commands,	manuals,	instructions	and	more.	Thus,	the	hardware	is	the	tool	and	the	

software	is	the	way	it	is	used.	Previous	research	on	diffusion	usually	investigated	innovations	as	

were	they	independent	from	other	innovations,	but	this	represents	a	dubious	assumption,	as	an	

adopter’s	experience	with	one	innovation	obviously	influences	that	individual’s	perception	of	the	

next	innovation	to	diffuse	through	the	individual’s	system	(Rogers,	2003,	location	957).		

2.3.1	Explaining	the	definition	of	diffusion	theory	

(1)	Innovations	have	the	following	characteristics:	relative	advantage,	compatibility,	complexity,	

trialability	and	observability.	The	first	describes	to	what	extent	an	innovation	is	perceived	as	bet-

ter	compared	to	the	one	it	supersedes.	As	mentioned	above,	the	essence	is	how	an	individual	per-

ceives	the	innovation	e.g.	as	advantageous	or	disadvantageous.	Compatibility	is	how	an	innovation	

is	perceived	in	regards	to	being	consistent	with	the	past	experiences,	needs	and	existing	values	of	

potential	adopters.	Complexity	is	the	extent	to	which	an	innovation	is	perceived	as	hard	to	under-

stand	and	use.	Simpler	ideas	are	adopted	quicker	than	innovations	which	requires	the	adopter	to	

change	by	developing	new	understandings	and	skills.	Trialability	defines	to	what	degree	an	inno-

vation	may	be	investigated	on	a	limited	basis.	If	an	innovation	is	trialable,	it	reduces	the	uncer-

tainty	for	the	individual,	since	it	is	possible	to	learn	by	doing.	Observability	defines	to	what	degree	

an	innovation	is	visible	to	others.	These	five	characteristics	has	been	indicated	by	previous	re-

search	to	be	the	most	important	ones,	and	especially	relative	advantage	and	compatibility	are	of	

high	importance	in	describing	an	innovation’s	rate	of	adoption	(Rogers,	2003).	

(2)	Communication	is	defined	as	the	process	through	which	participants	reach	a	mutual	under-

standing.	Diffusion	is	a	special	type	of	communication,	where	the	content	is	regarding	a	new	idea.	

It	is	one	individual	that	communicates	a	new	idea	to	another	or	several	others.	The	process	in-

volves	(1)	an	innovation,	(2)	an	individual	or	other	unit	of	adoption	that	has	knowledge	of,	or	has	

experience	using,	the	innovation,	(3)	another	individual	or	other	unit	that	does	not	yet	have	

knowledge	of,	or	experience	with,	the	innovation,	and	(4)	a	communication	channel	connecting	
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the	two	units	(Rogers,	2003,	location	1018).	Communication	channels	can	take	the	form	of	mass	

media	channels	or	interpersonal	channels.	The	first	includes	television,	radio,	newspaper,	

webpages,	social	media	etc.	and	is	best	for	spreading	general	information	about	an	innovation.	

The	latter	is	usually	face-to-face	or	one-to-one	communication,	and	is	best	for	persuading	other	

individuals	if	the	interpersonal	channel	links	individuals	who	share	similarities	in	education,	socio-

economic	status	or	other	important	areas.	

The	transfer	of	ideas	has	the	highest	success	rate,	when	two	individuals	are	similar,	or	homophi-

lous.	Homophily	describes	the	extent	that	two	individuals	share	certain	attributes	e.g.	education,	

beliefs,	socioeconomic	status	etc.	Heterophily	describes	the	opposite	of	homophily.	Heterophily	is	

a	common	cause	to	problems	in	the	diffusion	of	innovations	as	participants	doesn’t	speak	the	

same	language	(Rogers,	2003).	However,	it	is	not	desirable	to	be	homophilous	in	technical	grasp	as	

that	would	mean	there	was	no	new	information	to	exchange.	Thus,	individuals	are	optimally	ho-

mophilous	in	all	other	areas	but	innovation,	where	heterophilous	is	better	(Rogers,	2003).		

(3)	Time	is	the	third	element	of	the	diffusion	process	and	differentiates	diffusion	research	from	

much	other	research,	since	these	are	often	timeless	or	time	does	not	matter.	Time	is	involved	in	

diffusion	in	(1)	the	innovation-decision	process	by	which	an	individual	passes	from	first	knowledge	

of	an	innovation	through	its	adoption	or	rejection,	(2)	the	innovativeness	of	an	individual	or	other	

unit	of	adoption	(that	is,	the	relative	earliness/lateness	with	which	an	innovation	is	adopted)	com-

pared	with	other	members	of	a	system,	and	(3)	an	innovation’s	rate	of	adoption	in	a	system,	usu-

ally	measured	as	the	number	of	members	of	the	system	who	adopt	the	innovation	in	a	given	time	

period	(Rogers,	2003,	location	1054).		

The	innovation-decision	process	is	defined	as	the	process	an	individual	pass	through	from	(1)	get-

ting	knowledge	of	the	innovation,	(2)	to	evaluating	the	innovation	(persuasion),	(3)	to	a	final	deci-

sion	of	adoption	or	rejection,	(4)	to	implementation,	and	(5)	to	confirmation	of	the	decision.	Dur-

ing	the	implementation	stage,	re-invention	may	occur	in	which	the	individual	modifies	the	inven-

tion	to	suit	his/her	individual	needs.	The	whole	innovation-decision	process	is	about	seeking	infor-

mation	and	processing	it	to	reach	a	final	decision	of	adoption	or	rejection.	The	innovativeness	of	

an	individual	or	other	unit	of	adoption	compared	with	other	members	of	a	system	is	described	in	

section	2.3.2	below.	The	rate	of	adoption	is	defined	as	the	relative	speed	with	which	an	innovation	

is	adopted	by	members	of	a	social	system	(Rogers,	2003,	location	1113).	It	is	normally	measured	
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as	the	time	period	it	takes	for	a	certain	percentage	of	the	members	of	a	social	system	to	adopt	an	

innovation.	

(4)	A	social	system	is	characterized	by	a	set	of	interrelated	units	that	are	working	towards	joint	

problem	solving	in	order	to	achieve	a	common	goal.	All	units	are	unique,	and	the	common	goal	is	

the	glue	that	ties	the	system	together.	If	the	units	are	not	identical	in	behavior,	structure	is	built	

into	the	system	and	is	defined	as	the	patterned	arrangement	of	units	in	a	system.	Further,	norms	

are	defined	as	the	established	behavior	patterns	for	the	members	of	a	social	system	(Rogers,	

2003,	location	1182).	They	work	as	a	guide	or	standard	on	how	members	may	behave	in	a	social	

system.	They	also	inform	members	about	which	behavior	is	expected	from	them.	Thus,	a	discon-

tinuous	innovation	may	enter	a	barrier	here,	if	the	new	required	behavior	is	incompliant	with	the	

system’s	norms.		

Opinion	leadership	is	the	extent	to	which	an	individual	is	capable	of	influencing	other	individuals’	

attitude	in	a	desired	way.	Since	opinion	leaders	are	compliant	with	the	system’s	norms,	they	may	

serve	as	an	example	for	the	innovation	behavior	of	their	followers.	Comparing	opinion	leaders	

with	their	followers,	they	(1)	have	a	broader	network	of	incoming	information	through	every	form	

of	external	communication,	(2)	they	have	a	higher	socioeconomic	status,	and	(3)	are	often	more	

innovative	(the	degree	of	innovativeness	partly	depends	on	the	system’s	norms).	

Change	agents	in	this	context	are	individuals	that	influences	clients’	innovation-decisions	in	a	cer-

tain	direction,	which	is	desired	by	a	change	agency.	The	change	agents	will	normally	have	a	univer-

sity	degree	in	a	technical	field	while	working	as	professionals.	There	are	three	types	of	innovation-

decisions:	(1)	optional,	(2)	collective	and	(3)	authority.	The	first	happens	when	individuals	can	

choose	to	opt	in	for	the	innovation	independent	of	the	decisions	that	the	other	members	of	the	

system	make.	The	second	are	when	members	of	a	system	reaches	consensus	on	whether	to	adopt	

or	reject	an	innovation	and	all	units	in	the	system	often	have	to	follow	this	decision.	The	third	hap-

pens	when	a	few	individuals	in	a	system	choose	to	adopt	or	reject	an	innovation	based	on	their	

technical	expertise,	possessed	power	or	status.	Contingent	innovation-decisions	is	not	a	theoreti-

cal	type	of	innovation-decision,	but	may	happen	in	practice	instead.	It	happens	when	a	choice	is	

made	to	adopt	or	reject	an	innovation	after	a	prior	innovation-decision.	This	may	be	due	to	public	

reaction	to	the	previous	decision,	or	when	new	crucial	information	emerges	that	wasn’t	accessible	

when	the	decision	was	made.	
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An	innovation	may	result	in	consequences	for	the	social	system	as	some	changes	only	occur	at	the	

system	level.	They	may	derive	from	both	decisions	to	adopt	or	reject	an	innovation.	The	three	

most	common	consequences	are	(1)	desirable	versus	undesirable,	(2)	direct	versus	indirect,	(3)	an-

ticipated	versus	unanticipated.		

2.3.2	Segments	of	the	technology	adoption	life	cycle	

These	groups,	presented	above	in	figure	7,	differentiate	from	each	other	through	their	characteris-

tic	response	to	discontinuous	innovations	based	on	new	technologies.	This	response	is	expressed	

through	their	psychographic	profile,	which	is	a	combination	of	psychology	and	demographics	that	

results	in	different	marketing	responses	from	those	of	the	other	groups	(Moore,	2014).	To	recap,	

there	are	the	innovators,	the	early	adopters,	the	early	majority,	the	late	majority	and	the	laggards.	

The	innovators	are	always	pursuing	the	latest	technology	products.	Technology	is	a	central	inter-

est	of	theirs,	and	they	buy	new	products	simply	just	to	explore	its	properties.	These	constitute	

only	2.5%	of	any	given	market,	but	winning	them	over	is	very	important	as	they	will	reassure	the	

next	segment	that	the	product	works.		

Early	adopters	also	buy	into	new	products	at	a	very	early	stage	in	the	life	cycle,	but	they	are	not	

technologists	as	innovators	are.	This	segment	are	visionaries,	usually	with	business	backgrounds,	

and	can	often	imagine	the	benefits	of	new	products,	and	relate	these	to	solve	their	other	con-

cerns.	Since	their	buying	decision	relies	more	on	their	intuition	and	vision	than	well-established	

references,	early	adopters	are	key	to	opening	up	a	high-tech	market	segment.	The	early	majority	is	

similar	to	early	adopters	in	how	they	relate	to	technology,	but	in	the	end	they	are	guided	by	a	

strong	sense	of	practicality.	Since	the	early	majority	knows	that	not	all	new	technology	is	going	to	

take	off,	they	are	waiting	until	it	proves	itself.	What	differentiates	them	is	also	that	they	want	

well-established	references,	before	putting	money	on	the	table.	This	segment	constitutes	one-

third	of	the	market	and	is	therefore	crucial	to	realize	substantial	profits	and	growth.	

The	late	majority	are	similar	to	the	early	majority,	except	they	have	an	additional	concern:	people	

in	the	early	majority	are	comfortable	around	technology	products	and	their	ability	to	handle	them,	

even	if	they	purchase	new	ones,	but	people	in	the	late	majority	are	not.	Thus,	they	wait	until	the	

new	technology	has	become	a	reputable	standard	and	they	often	buy	from	large,	well-established	

companies	to	receive	lots	of	support.	As	for	the	early	majority,	the	late	majority	also	constitute	
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one-third	of	the	market.	It’s	a	very	profitable	segment	as	selling	costs	have	decreased	and	most	of	

the	R&D	costs	have	been	amortized.	

The	laggards	don’t	want	anything	to	do	with	new	technology,	some	for	personal	reasons,	some	for	

economic	reasons.	They	only	buy	technological	products	when	they	don’t	know	they	are	there	

such	as	embedded	microprocessors	in	appliances	or	cars.	Thus,	this	customer	segment	is	not	

worth	pursuing.	

To	sum	up	the	technology	adoption	life	cycle,	it’s	a	model	that	predicts	how	technology	is	ab-

sorbed	into	any	given	community	in	stages	corresponding	to	the	psychological	and	social	profiles	

of	various	segments	within	that	community	(Moore,	2014,	p.	17).	

2.3.3	Revised	technology	adoption	life	cycle	

Few	companies	progress	frictionless	through	the	technology	adoption	life	cycle,	pictured	in	figure	

7.	This	may	happen	due	to	a	number	of	reasons,	but	the	most	evident	one	is	that	differences	be-

tween	customer	segments	are	not	accounted	for	in	the	marketing	strategy.	Thus,	a	revised	version	

of	the	technology	adoption	life	cycle	is	presented	below:	

	
Figure	8	Revised	Technology	Adoption	Life	Cycle	

Source:	Moore	(2014)	

As	is	evident	from	the	figure	above,	the	largest	gap	is	between	the	early	adopters	and	the	early	

majority,	also	known	as	the	visionaries	and	the	pragmatists.	The	smaller	gaps	represent	a	point	in	

time,	where	companies	might	lose	the	next	segment	and	never	realize	potential	benefits.	The	first	
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gap,	between	innovators	and	early	adopters,	is	minor,	but	there	is	still	a	probability	of	slipping	and	

falling.	The	main	task	to	cross	this	gap	is	to	develop	a	compelling	flagship	application	to	showcase	

the	potential	of	the	new	product.	From	the	early	majority	to	late	majority,	the	main	difference	is	

that	the	early	majority	are	willing	to	learn	how	to	manage	the	new	product,	but	the	late	majority	

is	not,	as	described	in	section	2.3.2	above.	Being	novice	users,	late	majority	users	doesn’t	appreci-

ate	all	the	extra	features	that	R&D	has	worked	hard	for,	and	thus	they	don’t	capture	the	real	bene-

fits	and	don’t	want	to	pay	for	them.		

The	chasm,	when	going	from	early	adopters	to	early	majority,	is	the	biggest	gap	to	cross	and	the	

most	difficult.	Early	adopters	are	prepared	to	deal	with	bugs	and	glitches	as	they	are	pioneers	with	

the	new	innovation.	The	early	majority	are	not,	and	thus	early	adopters	do	not	make	good	refer-

ences	for	the	early	majority	as	they	require,	since	they	are	not	looking	to	change	their	current	op-

erations.	Rather,	they	are	looking	for	productivity	improvements	in	existing	environments.	Thus,	

early	majority	require	good	references	before	they	make	a	buy	decision,	but	there	are	no	refer-

ences	available	–	a	catch-22.	This	leaves	many	companies	stuck	at	this	point,	and	makes	it	very	dif-

ficult	for	them	to	move	on.	While	the	company	attempts	to	capture	the	next	segment,	it	operates	

without	a	reference	base	and	without	a	support	base	within	a	market	that	is	highly	reference	ori-

ented	and	highly	support	oriented	(Moore,	2014,	p.	28).		

An	example	of	the	chasm	can	be	illustrated	through	a	case	from	Paul	David	(1990),	who	compares	

the	dynamo	and	the	computer.	The	background	for	the	article	is	that	computers	in	1990	had	a	dif-

ficult	time	gaining	traction,	somewhat	similar	to	the	dynamo	a	century	earlier.	A	few	years	before	

the	article	was	published,	Robert	Solow	had	said	“We	see	the	computers	everywhere	but	in	the	

productivity	statistics.”	(David,	1990,	p.	355).	The	same	statement	was	argued	about	the	dynamos	

in	1900	that	they	were	seen	everywhere,	except	in	the	productivity	statistics	(David,	1990).	Enter-

ing	the	market	in	1880,	it	would	be	another	two	decades	from	1900	until	the	electrification	would	

gain	a	50	percent	diffusion	level.	However,	the	emerging	factory	electrification	for	the	past	four	

decades	sparked	an	immense	productivity	growth	in	the	United	States	that	was	evident	in	the	

1920s.	

During	the	introduction	of	the	dynamos,	factory	owners	installed	one	technical	system	upon	an-

other	one.	The	steam	engine	with	the	heavy	shafting	and	belt-housings	remained	in	place,	and	

was	one	of	the	reasons	why	the	full	benefits	were	not	captured,	until	factories	were	completely	
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redesigned	based	on	the	new	electrification	system	rather	than	the	old	steam	engine.	The	dynamo	

analogy	thus	concludes	that	there	exist	special	difficulties	in	the	commercialization	of	novel	(infor-

mation)	technologies	that	need	to	be	overcome	before	the	mass	of	information-users	can	benefit	

in	their	roles	as	producers,	and	do	so	in	ways	reflected	by	our	traditional,	market-oriented	indica-

tors	of	productivity	(David,	1990,	p.	360).	

2.4	Lean	start-up	

When	companies	have	decided	that	they	want	to	be	part	of	the	third	wave	of	IT,	and	they	have	

made	an	innovation	strategy	to	align	the	organization,	they	need	a	method	to	implement	their	

new	ideas	and	innovation	efforts.	I	will	now	introduce	the	lean	start-up	method,	which	is	a	perfect	

fit	for	this	challenge.	The	“lean	start-up”	terminology	was	created	through	a	contraption	of	agile	

software	development	and	Toyota’s	lean	manufacturing	(Blank,	2013).	The	basic	principles	are	

that	lean	start-up	favors	experimentation	over	elaborate	planning,	iterative	design	over	traditional	

“big	design	up	front”	development,	and	customer	feedback	over	intuition	(Blank,	2013).	Further,	

it’s	all	about	failing	fast	to	succeed	sooner	and	continuous	learning.	These	principles	are	in	stark	

contrast	to	how	organizations	typically	implement	new	ideas	and	innovation	efforts,	as	they	often	

prefer	elaborate	planning	including	nearly	complete	solutions	up	front	and	intuition.	

The	methodology	is	only	a	few	years	old,	but	business	schools	are	already	teaching	it	as	part	of	

their	curricula	and	the	key	concepts	such	as	“pivoting”	and	“minimum	viable	product”	have	rooted	

itself	in	the	start-up	world.	Pivoting	is	a	structured	course	correction	designed	to	test	a	new	funda-

mental	hypothesis	about	the	product,	strategy,	and	engine	of	growth	(Ries,	2011).	A	minimum	via-

ble	product	(MVP)	is	the	version	of	a	new	product	which	allows	a	team	to	collect	the	maximum	

amount	of	validated	learning	about	customers	with	the	least	effort	(Ries,	2011).	Thus,	there	is	still	

a	large	unexploited	potential	as	it’s	not	mainstream	yet	and	many	ventures	would	gain	from	using	

it.	The	single	most	important	factor	about	the	lean	start-up	methodology	is	that	while	existing	

companies	execute	a	business	model,	new	companies	are	searching	for	one.	In	most	cases,	all	the	

time	and	money	resources	invested	in	a	business	model	is	wasted	as	reality	plays	out	differently	

than	the	new	companies	imagined.	
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Figure	9		Business	Model	Canvas	
Source:	www.businessmodelgeneration.com/canvas	

First	step	towards	implementing	the	lean	start-up	method	is	to	put	the	‘perfect	business	plan’	on	

the	shelf	and	realize	that	it	doesn’t	exist.	As	a	substitute,	organizations	are	advised	to	summarize	

their	theories	in	a	frame-

work	named	the	business	

model	canvas	(see	above).	

This	figure	ensures	the	

company	knows	how	to	

create	value	for	them-

selves	and	their	customers.	

When	the	mapping	of	the	

business	model	canvas	is	

finished,	the	company	can	

continue	to	the	next	stage	

of	the	process,	which	is	the	

customer	development	 Figure	10	Customer	Development	
Source:	Blank	(2013)	
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phase.	This	includes	going	out	into	the	field	and	test	hypotheses	about	the	business	model.	The	

feedback	can	be	incorporated	into	the	model,	and	a	new	iteration	can	start.	Once	a	business	

model	has	proven	itself	through	customer	feedback,	the	search	for	a	business	model	is	over	and	

the	company	can	start	executing	it.	The	last	part	includes	building	the	formal	organization.	The	

process	is	illustrated	in	Figure	10	above.	The	next	step	happens	simultaneously	with	customer	de-

velopment	and	is	about	producing	a	MVP	for	test.	Instead	of	the	traditional	method,	the	company	

will	use	agile	development,	which	is	very	similar	to	the	principles	of	customer	development.	After	

a	short	period	of	time,	the	company	will	have	developed	a	MVP	from	which	more	feedback	is	col-

lected.	This	cycle	iterates	as	many	times	as	necessary	until	the	product	is	ready	for	the	market.	At	

this	point,	marketing	and	sales	rapidly	increases	spending	and	the	company	will	start	executing	a	

business	model	instead	of	searching	for	one.	This	process	is	illustrated	in	Figure	11	below.		

2.4.1	Introducing	new	ideas	changes	

Start-ups	used	to	operate	in	secret	and	only	

announce	their	product	when	it	was	com-

pletely	finished.	They	were	operating	in	

‘stealth	mode’	to	avoid	alerting	competitors	

until	launch	to	maintain	their	competitive	ad-

vantage	for	as	long	time	as	possible.	How-

ever,	in	recent	times	most	industries	have	

learned	that	customer	feedback	has	a	higher	

value	than	the	secrecy,	and	that	fast	incre-

mental	iterations	give	better	results	than	ma-

jor	slow	versions	(Ries,	2011).	Many	new	in-

novations	and	breakthroughs	often	happen	

at	start-ups,	because	they	are	experimenting	

more	than	large	corporations	while	they	are	

not	locked	by	their	previous	experiences	and	

organizational	boundaries.	Fortune	500	com-

panies	often	adopt	the	innovations	and	

breakthroughs	from	the	start-up	industry,	

Figure	11	agile	development	
Source:	Blank	(2013)	
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but	it	takes	a	long	time	due	to	the	heavy	bureaucracy	that	some	of	them	have	and	it	takes	time	for	

the	new	knowledge	to	reach	through	these	barriers	(BPI	Network,	2015).	The	focus	might	there-

fore	be	put	towards	start-ups	as	they	are	often	the	originator,	but	what’s	happening	there	is	

equally	relevant	to	big	companies.	Lean	start-ups	can	thus	be	used	in	companies	as	well	as	in	start-

ups,	since	some	companies	might	establish	new	innovation	units.	Using	this	approach,	companies	

can	free	these	new	units	from	traditional	reporting	and	profit	requirements	while	they	search	for	

their	business	model	and	until	they	start	generating	revenue	as	the	rest	of	the	company.		

A	different	approach	to	achieve	the	same	goal	is	corporate	venturing.	Instead	of	setting	up	a	‘lean	

start-up’	unit	within	the	company,	a	corporate	venture	fund	is	set	up,	which	purpose	it	is	to	invest	

in	cutting-edge	firms	within	their	industry	when	they	are	just	start-ups	(Lerner,	2013).	The	basic	

principle	behind	this	idea	rest	on	the	assumption	that	venture	funds	operating	at	arms-length	

from	the	parent	company	are	more	agile	and	can	provide	strategic	benefits.	Potentially,	it	will	give	

companies	a	faster	response,	a	better	view	of	threats,	easier	disengagement,	a	bigger	bang	for	the	

buck,	increased	demand	and	higher	returns.	The	faster	response	will	come	from	the	inside	look	

into	new	technological	fields	and	the	possible	ownership	or	use	of	new	ideas,	whereas	the	better	

view	of	threats	will	come	from	the	intelligence	gathered	through	the	investment	in	competing	

technologies.	Easier	disengagement	from	innovations	resisting	termination	since	the	corporate	

venture	fund	doesn’t	have	to	abandon	the	not-quite-good-enough	innovations	as	it	hasn’t	in-

vested	in	them.	The	bigger	bang	is	based	on	the	magnifying	impact	the	investment	will	have	by	be-

ing	combined	with	other	VC	funds,	and	increased	demand	through	stimulating	development	of	

technologies	based	on	the	platform	of	the	parent	company.	Higher	returns	come	from	the	strate-

gic	benefits	corporate	venture	funds	can	add	to	the	start-up	from	their	reputation,	skills	and	vast	

amount	of	resources	in	the	form	of	research	scientists,	advanced	laboratories,	salespeople	etc.	

and	the	attractive	price	they	therefore	can	buy	the	start-up	for.	

2.4.2	When	to	use	the	lean	start-up	method	

The	best	option	for	companies	is	to	start	rethinking	their	business	model	as	soon	as	they	see	

change	coming	and	their	customers	or	profits	declines.	This	happened	at	the	Nordic	Posts	of	Den-

mark	and	Sweden	in	the	1990s,	when	they	started	to	explore	electronic	services	as	the	quantity	of	

physical	mail	began	to	decline.	This	has	led	to	e-Boks,	which	Post	Denmark	has	partial	ownership	

of.	e-Boks	is	an	authenticated,	universal	archive	for	household	document	administration	



Page	40	of	100	

	

(Westerman	et	al.,	2014).	By	the	end	of	2013,	80%	of	the	adult	population	in	Denmark	had	signed	

up	for	e-Boks.	It	enables	businesses	and	governments	to	digitize	all	of	their	communications,	while	

consumers	enjoy	security,	convenience	and	familiarity	(the	interface	is	similar	to	the	online	bank-

ing	experience).	Post	Denmark	employs	a	sender-pays	business	model	as	other	postal	companies	

around	the	world,	but	they	are	currently	experimenting	with	different	models	such	as	value	pric-

ing,	modular	subscription	services	and	click-through	pricing.	These	models	will	most	likely	follow	

the	lean	start-up	approach,	and	attempt	to	get	validated	before	execution.	Hence,	there	are	many	

areas	that	differentiate	the	lean	start-up	method	from	the	traditional	method.	An	overview	can	be	

seen	in	Figure	12	below.		

As	mentioned	above,	the	single	most	important	factor	of	lean	start-up	is	that	instead	of	executing	

a	business	model,	the	start-ups	are	searching	for	one.	This	applies	both	for	start-ups	and	for	estab-

lished	companies.	However,	for	true	breakthroughs	to	happen	companies	must	do	more	than	

simply	do	more	efficiently	what	they	do	today.	Instead,	true	breakthroughs	will	happen	when	they	

do	what	was	hitherto	impossible	(Wolcott,	2015).	

Nevertheless,	this	is	exactly	what	some	of	the	

large	companies	including	Intuit,	General	Elec-

tric	(GE)	and	Qualcomm	have	attempted	to	do	

in	the	last	three	years	by	implementing	the	

lean	start-up	methodology.	An	example	of	this	

is	GE’s	Energy	Storage	Division.	Back	in	2010,	a	

general	manager	of	this	division	discovered	

that	his	unit	had	developed	a	new	battery,	

which	had	the	potential	to	change	the	indus-

try.	Rather	than	building	a	factory,	scaling	up	

production	and	introducing	the	new	product	

on	the	market,	the	general	manager	applied	

the	lean	start-up	methodology.	He	and	his	

team	began	the	customer	development	cycle	

by	meeting	with	potential	prospects	as	they	

were	searching	for	customers	through	their	

Figure	12	What	Lean	Start-Ups	Do	Differently	

Source:	Blank	(2013)	
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explorative	approach.	The	team	members	did	a	thorough	background	investigation	of	the	custom-

ers	including	how	they	bought	the	industrial	batteries,	how	they	used	them,	and	in	which	operat-

ing	conditions.	Based	on	this	feedback,	they	went	back	into	the	‘lab’	and	incorporated	it	by	making	

a	major	shift	in	customer	focus.	Rather	than	targeting	data	centers	as	initially	planned,	the	team	

had	discovered	utilities	and	targeted	them	instead.	The	customer	segment	was	even	further	re-

duced	from	telecom	to	cell	phone	providers	in	developing	countries	where	electric	grids	are	unre-

liable.	The	result	was	a	$100	million	investment	to	build	production	facilities	in	Schenectady,	New	

York,	which	opened	in	2012	and	already	has	a	backlog	of	orders	due	to	the	high	demand.	

Another	example	is	Tesla	Motors.	They	launched	their	first	car,	the	Tesla	Roadster,	as	a	MVP	

which	gained	sufficient	traction	to	attract	capital	for	mass	production	of	Tesla	Model	S	(Burns,	

2014).	The	Roadster	was	never	meant	for	mass	production,	it	was	only	used	to	gain	attention,	

which	was	also	the	purpose	of	the	sedan	Model	S	and	SUV	Model	X.	After	Tesla	Motors	have	

proven	themselves,	they	were	ready	to	reveal	their	true	mass	market	model	–	the	Model	3,	which	

was	revealed	by	the	end	of	March,	2016	(Baldwin,	2016).	If	Tesla	Motors	had	started	with	that	car,	

they	would	not	have	gained	the	same	hype	and	brand	value	that	they	enjoy	today	due	to	the	

Roadster,	Model	S	and	Model	X.	While	developing	new	cars,	they	are	simultaneously	improving	

their	current	ones,	and	in	December	2014,	the	CEO	Elon	Musk	announced	that	the	Roadster	3.0	

would	gain	a	31%	battery	pack	upgrade.	This	emphasizes	the	idea	of	creating	a	MVP	and	after-

wards	improve	upon	it	through	iterations.	 	
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3.	Method	
This	section	will	be	following	the	research	‘onion’	(see	below),	to	guide	the	method	approach.	

Thus,	it	will	commence	with	the	research	philosophy,	then	move	on	to	approach	to	theory	devel-

opment,	then	methodological	choice,	strategy,	time	horizon	and	finally	techniques	and	proce-

dures.	

	
Figure	13	The	Research	’Onion’ 

Source:	©2015	Mark	Saunders,	Philip	Lewis	and	Adrian	Thornhill	

	

3.1	Research	philosophy	

The	research	philosophy	is	the	system	of	beliefs	and	assumptions	about	the	development	of	

knowledge,	that	have	been	applied	throughout	the	research	(Saunders	et	al.,	2015).	This	study	has	

used	the	pluralism	over	the	unificationism	perspective,	to	benefit	from	the	full	diversity	of	the	

field	and	enrich	the	business	and	management	research	area.	In	doing	this,	the	first	step	was	to	

reflect	upon	the	ontological	assumptions	that	form	the	way	in	which	one	see	and	study	the	re-
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search	objects.	As	will	be	explained	below,	the	research	project	started	with	a	preliminary	inter-

view	to	guide	the	research	focus.	Next,	the	epistemological	assumptions	defined	what	have	been	

considered	as	legitimate	for	the	research,	where	the	focus	has	been	on	the	complex	and	rich	view	

of	organizational	realities,	as	well	as	differences	in	individual	contexts	and	experiences.	Lastly,	the	

axiological	assumptions	defined	how	the	author’s	own	values	and	the	values	of	research	partici-

pants	are	addressed.	This	was	reflected	in	chapter	one,	introduction,	where	the	topic	and	the	data	

collection	techniques	were	introduced.	

The	interpretivism	research	philosophy	has	been	applied	to	emphasize	that	people	are	distinctive	

from	physical	phenomena	since	they	create	meanings.	This	approach	fits	well	with	the	creation	of	

new,	richer	understandings	and	interpretations	of	social	worlds	and	contexts,	which	is	a	part	of	

this	research	(Saunders	et	al.,	2015).	However,	different	methods	exist	within	this	research	philos-

ophy,	and	being	a	phenomenologist	will	be	most	appropriate	to	study	the	participants’	lived	expe-

rience	e.g.	their	interpretations	and	recollections	of	those	experiences.	Further,	this	study	started	

out	by	applying	the	inductive	approach	as	the	goal	was	to	formulate	a	theory,	but	ended	up	com-

bining	elements	of	both	the	deductive	and	inductive	approach.	This	happens	in	the	analysis	sec-

tion,	where	this	thesis	will	attempt	to	make	sense	of	the	collected	data.	

3.2	Research	design	

The	research	design	is	the	general	plan	of	how	to	go	about	solving	the	research	question.	In	coher-

ence	with	the	research	philosophy	of	interpretivism,	this	thesis	will	apply	a	qualitative	research	

design.	This	research	philosophy	and	research	design	makes	a	great	fit	as	in	conducting	qualitative	

research,	one	must	make	sense	of	the	subjective	and	socially	constructed	meanings	expressed	

about	the	phenomenon	being	studied	(Saunders	et	al.,	2015).	It	is	also	common	to	commence	a	

qualitative	research	project	with	an	inductive	approach	to	theory	development,	from	where	an	

emergent	research	design	can	be	used	to	develop	theory	or	to	create	a	richer	theoretical	perspec-

tive	than	currently	exists	in	the	literature.	This	also	matches	the	inductive	approach	described	in	

the	research	philosophy	section	above.		

Using	this	qualitative	research	design,	the	data-collection	is	non-standardized	resulting	in	possible	

alterations	and	emergence	of	procedures	and	questions	during	the	research	process.	Based	on	the	

scope	of	this	thesis	and	time	duration,	the	mono	method	qualitative	study	seemed	to	be	the	best	
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fit	while	simultaneously	providing	enriched	data.	The	research	design	is	an	exploratory	study,	

where	the	focus	of	this	thesis	started	very	broad,	but	after	a	preliminary	interview	and	further	in-

terviews,	the	focus	was	narrowed	down	as	the	research	progressed.	As	mentioned	in	the	introduc-

tion	section,	the	preliminary	interview	was	used	to	guide	the	research	question.	Thus,	it	is	the	

foundation	for	the	whole	thesis	and	all	the	actions	that	has	been	taken	since.	One	benefit	of	con-

ducting	an	exploratory	study	is	that	it	allows	the	thesis	to	be	flexible	and	adaptable	to	change	as	

new	data	appear	and	new	insights	are	occurring.	However,	due	to	the	nature	of	this	type	of	study,	

the	interviews	are	often	relatively	unstructured	and	the	quality	of	the	data	relies	on	the	contribu-

tions	from	those	who	chose	to	participate	in	the	study.	

A	different	approach	to	research	design	would	be	to	mix	the	qualitative	method	with	a	quantita-

tive	method	or	only	using	a	quantitative	method.	The	latter	option	would	yield	diverse	results,	

which	would	have	a	higher	statistical	validity,	but	would	lack	the	rich	descriptions	and	interpreta-

tions	of	the	qualitative	method.	These	issues	are	further	examined	in	the	discussion	section.		

3.3	Research	strategy	

The	research	strategy	is	the	plan	of	how	to	solve	the	research	question.	Another	way	of	defining	it,	

is	as	the	methodological	link	between	the	research	philosophy	and	subsequent	choice	of	methods	

for	collection	and	analysis	of	data	(Saunders	et	al.,	2015).	There	are	a	number	of	research	strate-

gies	exclusively	linked	to	a	quantitative	research	design,	some	can	be	linked	to	either	quantitative	

or	qualitative	research	design,	and	lastly	some	research	strategies	are	exclusively	linked	to	a	quali-

tative	research	design.	This	thesis	will	concentrate	on	the	case	study	research	strategy,	which	can	

be	linked	to	either	quantitative	or	qualitative	research	design.	However,	as	stated	above	in	the	re-

search	design	paragraph,	the	thesis	will	use	the	qualitative	research	design	and	thus	the	case	

study	approach	will	be	applied	with	this	method.		

Case	study	is	better	for	some	purposes	than	others.	In	these	circumstances,	this	study	will	be	in-

vestigating	a	topic	area,	without	much	established	theory	in	the	literature,	which	fits	perfectly	for	

building	theories	from	case	study	research	(Eisenhardt,	1989).	The	process	consists	of	defining	re-

search	question,	selecting	cases,	crafting	instruments	and	protocols,	entering	the	field,	analyzing	

data,	shaping	hypotheses,	enfolding	literature	and	reaching	closure.	In	conducting	this	type	of	re-

search	strategy,	the	starting	point	will	be	from	as	close	as	possible	to	no	hypothesis	to	test	and	
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only	some	theory	under	consideration.	In	the	process	of	building	theory	from	case	studies	there	is	

going	to	be	a	repeated	overlap	between	data	collection	and	data	analysis.	Data	will	be	collected	

from	primary	sources,	as	the	collected	data	have	been	constructed	for	the	purpose	of	this	thesis	

only.	After	each	interview	the	data	will	be	analyzed	and	adjust	data	collection	instruments	if	

needed	e.g.	adding,	modifying	or	removing	questions	from	the	interview	guide.	This	will	enable	a	

head	start	in	the	analysis,	while	also	adding	flexibility	to	the	data	collection.	However,	alterations	

to	data	collection	will	only	take	place	if	they	are	likely	to	provide	new	theoretical	insight	or	im-

prove	the	grounding	of	the	theory.	The	chosen	time	horizon	is	cross-sectional	rather	than	longitu-

dinal	as	the	purpose	of	the	study	is	not	to	investigate	change	and	development.	

The	purpose	of	following	the	methodology	mentioned	above	in	this	chapter	is	to	reduce	the	possi-

bility	of	getting	a	false	conclusion.	The	scientific	methodology	is	thus	a	way	of	preventing	re-

searchers	from	deceiving	themselves	in	regard	to	their	creatively	subjective	hunches	that	have	de-

veloped	out	of	the	relationship	between	them	and	their	material	(Rogers,	1961,	cited	by	Raimond	

1993:55).		

3.4	Data	collection	and	data	analysis	

In	this	section,	the	different	aspects	of	data	collection	and	data	analysis	will	be	presented,	includ-

ing	the	data	sources,	the	research	setting,	the	sample	selection	and	research	participants,	the	data	

collection	materials	and	practice,	the	data	analysis	procedures	and	the	reliability	and	validity	of	

the	study.	

3.4.1	Data	sources	

There	have	been	used	two	different	kinds	of	data	sources;	primary	data	collected	through	inter-

views	and	written	secondary	data	from	EV	documents.	The	required	information	from	the	primary	

data	sources	for	data	collection	was	only	possible	to	obtain	through	interviews	that	ran	on	a	tight	

schedule.	However,	the	interviews	were	worth	waiting	for	as	the	participants	revealed	key	in-

sights,	presented	in	the	analysis	section.	During	the	preliminary	interview,	EV	handed	out	several	

documents	about	the	EV	business	and	background,	which	gave	a	good	and	comprehensive	picture	

of	the	organization.	The	secondary	data	took	the	form	of	journals,	books,	web	pages,	magazines,	

government	publications,	independent	organization	reports,	consultancy	reports	and	newspaper	

reports.	They	were	accessed	digitally	through:	
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• Copenhagen	Business	School	library’s	online	resources	<http://libsearch.cbs.dk/>		

• Google	Scholar	<http://scholar.google.com>	

• Google	Books	<http://books.google.com>	

• Google	Search	<http://google.com>,	through	using	related	key	words	e.g.	‘Internet	of	

Things’,	‘innovation’,	‘disruption’,	‘diffusion	theory’	etc.	

3.4.2	Setting	

The	research	setting	is	a	total	of	six	different	organizations;	the	first	is	the	case	organization,	EV,	

where	the	preliminary	interview	took	place;	the	second,	OHS,	is	a	new	dealer	of	the	case	organiza-

tion	operating	within	the	occupational	safety	and	health	environment;	the	third,	Fleetwings,	is	a	

long	time	dealer	of	the	case	organization	operating	within	energy	consulting	and	energy	labelling;	

the	fourth,	Bliss,	is	a	small	Swedish	organization	that	represents	EV	in	Sweden	and	they	primarily	

operate	within	energy	consulting;	the	fifth,	Calico,	is	another	long	time	dealer	of	EV,	that	operates	

within	project	management	of	heat	pumps	and	projects	about	vent,	which	focuses	on	air	ex-

change;	the	sixth,	Kreon,	does	not	sell	EV	Meter,	but	is	interested	from	a	researchers	point	of	view	

and	has	experience	with	air	currents	and	indoor	climate.		

The	case	organization	has	been	chosen	as	their	business	revolves	around	the	intersection	between	

business	and	IT,	and	it	is	academically	challenging	and	interesting	to	explore	a	new	phenomenon.	

The	research	focus	evolved	along	the	way,	and	was	narrowed	down	after	the	preliminary	inter-

view.	The	research	has	been	carried	out	from	the	beginning	of	January	2016	to	the	beginning	of	

May	2016.		

3.4.3	Sample	selection	and	research	participants	

Since	this	study	is	conducted	through	qualitative	research	methods	and	interviews,	the	selected	

samples	are	non-probability	samples.	The	participants	are	volunteers	through	the	technique	of	

self-selection	as	the	case	organization	EV	have	desired	to	take	part	in	the	research	upon	inquiry.	

After	a	preliminary	interview,	EV	assisted	in	pointing	out	relevant	interview	participants	that	

agreed	to	participate	in	the	research.	All	of	the	participants	have	in	common	that	they	have	

knowledge	about	and	market	experiences	with	the	EV	Meter,	some	to	a	larger	extent	than	others.	

The	first	participant,	Phil,	was	from	EV	and	was	also	the	primary	contact	person	throughout	the	
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research.	He	has	a	background	in	business	administration	and	marketing	with	30	years	of	experi-

ence,	which	means	his	focus	is	on	the	strategic	part	of	the	EV	business.	The	second	participant,	

Nick,	has	a	background	in	the	occupational	safety	and	health	environment	with	more	than	30	

years	of	experience.	He	works	as	a	consultant	within	occupational	safety	and	health	environ-

ments.	The	third	participant,	Lars,	has	a	background	in	engineering	and	construction	management	

with	more	than	10	years	of	experience.	He	is	currently	working	as	an	energy	consultant	and	ad-

vices	customers	in	areas	of	construction	or	engineering	challenges.	The	fourth	participant,	Frank,	

has	more	than	20	years	of	experience	within	the	energy	industry	and	works	as	a	self-employed	

consultant.	He	is	also	the	primary	partner	for	EV	Meter	in	Sweden.	The	fifth	participant,	Karl,	has	a	

background	as	a	mechanical	engineer	with	more	than	30	years	of	experience	in	the	energy	sector.	

He	currently	operates	his	own	business,	where	he	works	as	an	engineer	and	project	manager.	The	

sixth	participant,	Ben,	has	a	background	as	a	machine	engineer	specializing	in	air	currents	and	cli-

mate.	He	currently	works	as	an	industrial	researcher	and	a	professor,	with	more	than	25	years	of	

experience	within	his	field.		

Further,	the	research	technique	has	been	influenced	by	the	resources	and	time	frame	available	for	

the	research	project.	It	should	also	be	noted	that	there	is	only	one	respondent	from	each	organi-

zation,	which	may	impact	the	results.	This	is	further	examined	in	the	discussion	section.	

3.4.4	Data	collection	materials	and	practice	

All	of	the	instruments	and	protocols	have	been	crafted	for	the	purpose	of	this	thesis	only.	How-

ever,	secondary	source	documents	from	EV	have	been	used	for	background	information.	Inter-

views	were	conducted	in	the	native	language	to	make	participants	feel	comfortable	and	to	build	

rapport.	Thus,	interview	guides	were	created	in	English,	but	translated	to	Danish	and	both	ver-

sions	are	attached	in	the	appendix.	The	interview	guides	were	developed	by	analyzing	the	re-

search	question,	and	breaking	it	down	into	smaller	parts	to	ensure	all	areas	were	covered.	For	ref-

erence	purposes,	I	will	restate	the	RQ:		

• How	do	companies	exploit	the	concepts	of	Internet	of	Things,	innovation	strategy,	diffusion	

theory	and	lean	start-up	when	they	introduce	new,	disruptive	technologies	that	restructure	

existing	industries	while	addressing	issues	of	“friction”	with	current	structures	and	stake-

holders?	
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The	main	interview	guide	(appendix	section	1.2)	starts	out	with	a	general	introduction	where	par-

ticipants	introduce	their	organization,	themselves	including	their	background	and	experience,	and	

concludes	with	relating	the	first	two	parts	to	EV	Meter	(Q1-Q3).	Next,	it	moves	on	to	stakeholders,	

where	the	purpose	is	to	identify	general	stakeholders	for	the	business	as	well	as	internal	and	ex-

ternal	stakeholders	for	EV	Meter.	Further,	the	interview	guide	attempts	to	probe	how	all	these	

types	of	stakeholders	are	managed	(Q4-Q6).	

Afterwards,	the	next	topic	is	market	experiences	which	concerns	how	EV	Meter	creates	value	for	

the	customer	and	concerns	EV	Meter	sales	experience,	attempting	to	identify	issues	of	friction	

with	current	structures	(Q7-Q9).	The	fourth	section	focus	on	the	management	of	issues	of	friction	

with	current	structures	and	stakeholders,	and	possible	ways	to	circumvent	the	issues	(Q10-Q11).	

In	the	end,	participants	are	asked	to	predict	how	the	future	looks	for	EV	Meter	in	their	organiza-

tion	and	in	the	market	based	on	their	current	experiences	with	issues	of	friction	with	current	

structures	and	stakeholders.	

Since	the	four	organizations	to	be	interviewed	were	largely	similar,	the	same	flexible	semi-struc-

tured	interview	guide	was	used	for	all	of	them	and	as	each	interview	progressed	the	formulation	

of	the	questions	was	changed	informally	to	fit	each	participants’	specific	behavior.	However,	as	

the	last	interview	were	quite	different	since	it	was	with	an	industrial	researcher,	the	questions	

were	also	changed	formally	which	is	attached	in	the	appendix	in	section	1.4.	The	interview	guide	

was	created	in	Danish	and	translated	to	English.	

Before	meeting	with	participants,	they	were	given	little	prior	knowledge	about	the	research	in	an	

attempt	to	make	all	answers	sincere.	Further,	an	information	sheet	had	been	developed	for	the	

participants,	which	covered	the	topic	very	briefly,	informed	about	the	purpose	of	the	research,	the	

conditions	for	their	participation	(e.g.	they	had	the	right	to	stop	the	interview	at	any	point	in	time	

or	not	answer	questions	for	professional	or	personal	reasons),	how	the	collected	data	would	be	

used,	securely	stored	etc.,	which	is	attached	in	the	appendix	in	section	2.	The	sample	size	has	been	

constrained	by	the	resources	and	time	frame	available	for	the	research	project,	but	have	been	

guided	by	Saunders	et	al.	(2015)	recommendations	for	semi-structured	interviews,	and	the	sample	

size	was	thus	between	5-25	interviews.	
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The	preliminary	interview	took	approximately	1.5	hour,	the	four	interviews	with	dealers	took	

around	1	hour,	and	the	interview	with	the	industrial	researcher	took	half	an	hour.		After	each	in-

terview,	the	key	points	were	summarized	for	the	participant	to	ensure	a	shared	understanding	of	

what	has	been	said.	Thereby	the	participant	confirmed	or	disconfirmed	my	understanding	and	

misunderstandings	were	avoided	and	it	was	attempted	to	ensure	that	the	socially	constructed	re-

alities	of	the	participants	matched	their	intentions.	The	interviews	were	all	held	in	private	rooms	

to	avoid	infection	from	sources,	and	answers	were	kept	confidentially.	

3.4.5	Data	analysis	procedures	

This	study	has	used	template	analysis	to	analyze	the	collected	data,	which	is	not	part	of	a	wider	

methodological	approach	and	thus	can	be	used	as	a	standalone	analytical	technique.	The	analysis	

started	with	a	foundation	of	a	priori	codes	based	on	the	theoretical	foundation	and	the	interview	

guide,	and	were	later	on	supplemented	by	in	vivo	codes	derived	from	the	data.	The	coding	tem-

plate	has	been	used	as	the	central	analytical	tool,	which	is	pictured	below.		

Coding	template	

0. Contextual	information	

0.1. Location,	date	and	time	

0.2. The	setting	e.g.	was	it	a	quiet	room,	possible	to	be	overheard	etc.	

0.3. Immediate	impression	of	how	well	the	interview	went	

1. General	information	

1.1. Company	profile	

1.2. Interviewee	profile	

1.3. EV	Meter’s	relevance	for	the	daily	work	

2. Stakeholders	

2.1. General	stakeholders	

2.2. Internal	stakeholders	

2.3. External	stakeholders	

3. Market	experiences	

3.1. Positive	experiences	

3.1.1. Positive	enhancers	

3.1.2. How	EV	Meter	adds	value	
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3.1.3. Competitiveness	

3.2. Negative	experiences	

3.2.1. Reasons	for	not	choosing	EV	Meter	

3.3. Enriching	explanations	

3.3.1. Background	for	executing	projects	

3.3.2. Use	cases	

3.3.3. Alternatives	to	EV	Meter	

3.3.4. General	market	considerations	

3.3.5. Company	specific	market	considerations	

3.3.6. Silo	thinking	

4. Marketing	

4.1. Marketing	campaigns/strategy	

4.2. Marketing	improvement	initiatives	

4.3. Sales	tips	and	tricks	

4.4. Customer	segments	

5. The	future	

5.1. Company	specific	

5.2. Market	and	product	specific	

5.3. Product	improvement	possibilities	

The	development	of	the	coding	template	was	an	exploratory	process	in	which	the	codes	were	ar-

ranged	and	rearranged	until	themes	that	represented	clear	ideas	and	relationships	in	the	data	

were	revealed.	The	coding	template	was	revised	throughout	the	complete	process	of	data	collec-

tion.	The	result	is	a	representation	and	exploration	of	important	themes	and	relationships	in	the	

data.	All	of	the	data	might	be	potentially	interesting,	but	the	research	question	has	guided	the	se-

lection	of	data,	which	is	also	the	best	practice	when	using	an	inductive	approach	with	a	defined	

research	question	(Saunders	et	al.,	2015).	

This	methodology	enabled	a	very	structured	approach	to	analyze	the	data.	The	different	stages	of	

analysis	(e.g.	coding,	devising	and	linking	themes,	exploring	relationships,	sense-making	etc.)	were	

thus	conducted	with	an	iterative	approach	and	enabled	them	to	be	undertaken	in	a	more	holistic	
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way.	In	the	process	attention	was	dedicated	to	avoid	fitting	the	data	within	the	template,	but	ra-

ther	exploiting	the	data	to	develop	the	template.	Thus,	the	procedures	were	followed	to	the	ex-

tent	that	a	qualitative	analysis	allows	and	the	data	resulting	from	the	analysis	are	presented	in	the	

next	chapter.	To	assist	the	process,	a	Computer	Assisted	Qualitative	Data	AnalysiS	(CAQDAS)	soft-

ware	called	Nvivo,	v.	11.1.1,	have	been	used.	

3.4.6	Reliability	and	validity	

This	study	has	tried	to	ensure	reliability	by	carefully	using	clarifying	questions,	both	in	the	inter-

view	guide,	but	also	through	probing	meanings	and	by	exploring	answers	from	a	range	of	angles.	

This	study	has	further	attempted	to	ensure	dependability	through	being	transparent	about	all	ac-

tions	e.g.	that	the	research	focus	changed	after	the	preliminary	interview.	Internal	validity	has	

been	supported	by	matching	the	representations	of	the	interview	participants’	socially	con-

structed	realities	with	the	intentions	of	the	participants.	This	happened	through	a	number	of	activ-

ities	such	as	meeting	participants	in	their	office,	conducting	the	interview	in	their	native	language	

to	build	rapport,	summarizing	key	ideas,	having	participants	validate	them	after	each	interview,	

and	the	social	construction	of	the	participants’	has	been	in	focus	as	this	study	had	no	precon-

ceived	expectations.		

This	research	has	made	sure	that	external	validity	was	high	by	providing	a	complete	account	of	the	

research	questions,	design,	context,	findings	and	interpretations,	which	allows	the	reader	to	judge	

the	transferability	of	the	thesis	to	another	setting	in	which	the	reader	is	interested	to	research.	

However,	since	this	study	investigates	a	small	non-probability	sample,	it	can’t	be	used	to	state	sta-

tistical	generalizations	regarding	an	entire	population.	A	final	note	on	reliability	and	validity	is,	that	

qualitative	research	is	not	always	intended	to	be	replicated	as	it	often	reflects	the	socially	con-

structed	interpretations	of	participants	in	a	particular	setting	at	the	time	it	is	conducted	(Saunders	

et	al.,	2015).		

Next,	the	findings	will	be	presented	in	the	analysis.	
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4.	Analysis	
As	described	above,	the	coding	template	was	used	to	arrange	and	rearrange	codes	until	they	rep-

resented	clear	ideas	and	relationships	in	the	data.	The	coding	template	was	thus	essential	in	the	

analysis	process,	and	this	chapter	is	going	to	present	the	results	starting	from	the	top	of	the	cod-

ing	template	and	group	the	results	into	the	different	sections	of	the	coding	template.	For	the	ease	

of	understanding,	the	findings	will	be	presented	in	chronological	order.	Afterwards,	these	findings	

are	going	to	be	related	to	the	theoretical	concepts	that	was	presented	in	chapter	two,	namely	the	

Internet	of	Things,	innovation	strategy,	diffusion	theory	and	crossing	the	chasm,	and	lean	start-up.	

4.0	Contextual	information	

There	are	a	total	of	five	interviews	excluding	the	preliminary	interview.	Most	of	the	interviews	

were	conducted	during	regular	business	hours,	except	for	one	that	was	conducted	in	the	evening.	

The	first	interview	was	conducted	in	the	end	of	March	2016,	and	the	last	interview	in	the	middle	

of	April	2016.	The	setting	for	all	of	the	interviews	was	quiet	and	private	while	three	of	them	were	

on	the	interviewee	site,	one	was	a	video	conference	on	Skype	and	one	on	the	phone.	The	inter-

viewees	usually	had	strengths	in	different	parts	of	the	interview	guide,	while	they	were	unable	to	

answer	some	of	the	other	questions.	This	was	in	part	due	to	a	lack	of	sales	and	market	experience.	

One	interview	also	faced	a	language	barrier,	since	the	respondent’s	native	language	was	Swedish,	

which	was	different	from	the	interviewer’s	comfortable	language	and	the	native	language	was	

preferred	to	build	rapport.	

4.1	General	information	

The	first	organization,	OHS,	is	a	young	company	working	within	occupational	health	and	safety	en-

vironments,	and	usually	perform	their	work	based	on	a	problem	at	the	customer	site.	It	has	re-

cently	been	acquired	by	a	fund	and	is	growing	rapidly.	The	participant,	Nick,	is	a	manager	within	

the	technical	area	that	typically	works	with	the	physical	environment	as	an	employment	adviser.	

EV	Meter	fits	great	as	Nick	is	a	technician	and	EV	Meter	is	a	good	method	to	collect	data.	All	of	the	

four	parameters	(temperature,	moist,	CO2	and	noise)	are	necessary	for	his	work.	The	second	or-

ganization,	Fleetwings,	is	a	consulting	engineering	firm	that	works	within	renovation	and	construc-

tion	projects	on	large	buildings,	often	for	housing	associations	and	municipalities.	The	participant,	

Lars,	is	a	consultant	that	usually	works	with	energy	and	indoor	climate	in	renovation	projects.	The	
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EV	Meter	fits	in	the	renovation	projects	to	identify	noise,	and	the	exact	time	of	it.	In	other	cases,	

it’s	more	about	the	temperature,	and	in	general	EV	Meter	works	as	documentation	for	opinions	

and	gut	feelings	about	the	climate.	

The	third	organization,	Bliss,	is	a	Swedish	proprietorship	that	works	with	condominiums	and	prop-

erty	management	companies.	The	participant,	Frank,	is	a	consultant	with	a	background	in	energy	

consulting	and	works	with	just	that.	EV	Meter	fits	great	when	Frank	has	to	conduct	energy	label-

ling,	where	he	typically	puts	up	several	units	in	the	building	and	the	time	period	extends	over	sev-

eral	years.	The	fourth	organization,	Calico,	is	a	small	company	working	with	energy	planning	and	

development	projects.	The	participant,	Karl,	is	currently	working	on	a	project	concerning	manage-

ment	of	heat	pumps,	and	he	usually	works	with	energy	planning	and	development	projects.	Karl	

conduct	projects	about	vent	that	focuses	on	air	exchange,	where	EV	Meter	is	a	good	fit.	The	fifth	

organization,	Kreon,	is	a	government	agency	that	creates	research-based	knowledge	that	im-

proves	construction	and	the	constructed	environment	and	works	as	a	bridge	between	science	and	

everyday	practice	in	the	consulting	industry,	operating	staff,	project	staff	etc.	The	participant,	Ben,	

is	an	industrial	researcher	within	air	currents	and	indoor	climate,	while	he	is	also	a	professor.	Ben	

thinks	that	EV	Meter	is	a	good	fit	in	his	work,	since	it	assists	people	in	remembering	to	open	the	

windows	and	get	fresh	air	inside.	Many	of	the	signals	that	would	usually	guide	people	towards	

opening	the	windows	has	disappeared	such	as	dew	on	the	windows,	smoky	rooms	etc.	Further,	

the	human	nose	adapts	to	bad	indoor	climate,	and	therefore	people	do	not	automatically	open	

the	windows.	

4.2	Stakeholders	

There	was	a	large	consensus	about	the	most	important	general	stakeholders	for	the	organizations,	

which	was	the	customers	–	whichever	form	they	take.	However,	for	Frank	it	was	also	the	partners,	

as	he	was	operating	a	proprietorship	and	cooperation	were	important	to	him	and	the	same	ap-

plies	to	Karl.	Nevertheless,	it	was	a	little	different	for	Ben,	whose	most	important	general	stake-

holders	were	authorities	related	to	construction	and	environmental	legislation.		

The	internal	stakeholders	differed	among	the	organizations.	In	OHS,	the	most	important	internal	

stakeholders	are	all	the	other	technicians	in	the	technician	group	spread	around	the	country	that	

will	typically	apply	EV	Meter.	Externally,	Nick	identified	the	Danish	Working	Environment	Authority	
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as	they	can	make	legislation	changes	that	will	require	new	initiatives	that	OHS	helps	to	implement.	

In	general,	all	stakeholders	in	the	occupational	health	environment	industry	are	important	which	

includes	the	Danish	Working	Environment	Authority,	the	customers,	the	unions,	the	industry	labor	

bureau,	as	well	as	other	occupational	health	and	safety	consultants.	However,	Nick	also	pointed	

towards	ventilation	companies	as	possible	opponents	of	EV	Meter	as	they	provide	similar	services	

in	the	form	of	temperature	and	CO2	meter	built	into	their	systems,	though	they	are	not	identical	

to	EV	Meter.		

In	Fleetwings	it	was	Lars,	the	participant	himself,	who	was	the	most	important	internal	stake-

holder	as	he	is	the	only	employee	who	works	with	EV	Meter	in	the	organization.	Further,	he	identi-

fied	Marc	and	Phil	at	EV	as	the	most	important	external	stakeholders,	since	he	always	calls	them	if	

he	has	any	issues	and	he	also	has	a	long	track	record	of	working	with	them.	He	also	identified	the	

price	as	a	barrier.	In	Bliss,	Frank	also	pointed	to	Marc	and	Phil	at	EV	as	the	most	important	internal	

stakeholders	and	no	important	external	stakeholders.	In	Calico,	Karl	did	not	point	to	any	internal	

stakeholders,	as	he	is	the	only	employee	in	the	company.	Yet,	externally	he	pointed	towards	his	

partner,	a	ventilation	company,	and	the	financial	support	they	receive	for	development	projects.	

Further,	the	research	institutes	that	he	occasionally	partners	with	are	also	important	external	

stakeholders.	For	Ben	in	Kreon,	he	cited	the	regular	responsible	for	indoor	climate	such	as	resi-

dents	and	regular	Danes.	There	are	also	the	operating	staff	in	housing	and	in	offices.	

4.3	Market	experiences	
This	section	will	cover	the	positive	experiences,	the	negative	experiences	and	enriching	explana-

tions	related	to	market	experiences	that	doesn’t	fit	within	the	first	two	categories.	

4.3.1	Positive	experiences	

In	terms	of	positive	experiences,	Nick	mentioned	the	occupational	health	environment	industry	

again,	who	is	pushing	towards	expansion	of	the	EV	Meter.	Typically,	Nick	expresses,	it	is	the	em-

ployees	who	have	a	work	environment	issue	that	pushes	the	organization	towards	better	work	en-

vironment	conditions.	Lars	has	only	experienced	positive	reactions	towards	EV	Meter	so	far,	ex-

cept	for	those	who	find	an	alternative	at	a	lower	price,	but	also	at	a	lower	quality.	When	custom-

ers	do	buy	the	EV	Meter,	they	have	usually	received	consulting	within	their	own	organization	be-

forehand.	Frank	also	reports	that	everybody	is	happy	about	the	measurements	and	the	visualiza-

tion	of	the	data	in	the	cloud	interface.	A	recent	customer	is	a	Swedish	municipality,	which	has	
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been	very	satisfied	with	the	measurements	from	their	schools.	Simultaneously,	Frank	has	received	

no	negative	reactions	so	far.	

Karl	has	experienced	positive	reactions	primarily,	and	his	customers	like	the	idea	of	pulling	data	

into	the	cloud	and	visualize	them	in	a	smart	overview	to	analyze	the	indoor	climate.	Most	of	the	

customers	also	return	to	buy	more	EV	Meters,	but	Karl	emphasizes	that	it	is	a	professional	tool	

and	not	for	regular	users.	Lastly,	Ben	also	reports	positive	reactions	from	a	clearer	visualization	of	

the	indoor	climate	quality	in	everyday	life.	He	thinks	that	EV	Meter	solves	two	problems:	first,	it	

helps	to	meet	the	increasing	requirements	for	the	indoor	climate;	second,	it	assists	people	as	

some	of	the	signs	for	opening	the	window	and	ventilate	has	disappeared,	such	as	dew	on	the	win-

dows.	

Some	of	the	participants	identified	positive	enhancers	that	would	increase	the	rate	of	expansion	

of	the	EV	Meter.	In	OHS,	Nick	pointed	towards	the	many	Danish	workplaces,	both	in	the	public	and	

private	sector,	that	are	squeezing	ever	more	employees	into	the	same	areas.	This	narrows	the	

space	for	each	person,	and	may	increase	the	temperature,	the	CO2	level	and	the	noise.	In	turn,	this	

leads	to	more	and	more	complaints	about	the	working	environment	from	the	employees	and	may	

end	up	in	a	purchase	of	EV	Meter	to	make	data-based	decisions	instead	of	gut-based	decisions.	

Lars	from	Fleetwings	views	the	expansion	of	EV	Meter	as	a	snowball	effect	since	the	market	has	

started	to	discover	the	EV	Meter	and	the	more	people	who	knows	about	it,	the	more	sales	he	

makes.	

When	identifying	the	value	of	EV	Meter,	the	majority	of	the	respondents	emphasized	how	the	in-

tangible	becomes	tangible	by	getting	data	and	actual	numbers	on	a	phenomenon	that	otherwise	is	

only	a	gut	feeling.	In	Fleetwings,	Lars	added	that	EV	Meter	is	for	professionals,	but	also	semi-pro-

fessionals	to	measure	indoor	climate.	Recently,	Fleetwings	have	used	EV	Meter	to	measure	noise	

at	a	renovation,	as	some	people	complained	about	it.	Since	many	of	Fleetwings	customers	are	

housing	associations,	they	occasionally	have	disgruntled	tenants	that	doesn’t	think	the	property	is	

contemporary	or	in	a	good	health	condition.	Of	course,	this	may	turn	out	for	the	worse	for	the	

housing	association	if	the	complaints	are	valid,	but	at	least	the	decision	is	then	based	on	facts	in-

stead	of	gut	feeling.	Frank	from	Bliss	also	added	that	the	cloud	interface	gives	a	good	overview	

and	a	solid	foundation	for	future	decisions.	Karl	pointed	towards	how	EV	Meter	can	illustrate	the	

effect	of	many	people	in	the	same	room	in	regards	to	CO2	levels,	especially	in	primary	schools.	Ben	
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from	Kreon	points	towards	how	EV	Meter	influences	the	behavior	of	people	to	vent	more	often.	

Yet,	he	also	stressed	that	EV	Meter	will	only	add	value,	if	the	owner	can	understand	it	and	uses	it,	

and	get	access	to	the	measured	parameters.	Their	behavior	is	influenced	for	the	better.	Ben	points	

out	that	the	benefits	of	avoiding	a	high	level	of	CO2	and	moist	is	a	better	health,	better	protection	

of	structural	values	and	less	risk	of	mold	growth.	Ben	concludes	that	ultimately	EV	Meter	is	a	whip,	

that	encourage	people	to	improve	their	behavior.	

The	participants	also	touched	upon	the	competitive	advantage	of	EV	Meter	and	its	status	in	the	

market.	They	all	agreed	that	EV	Meter	is	currently	very	unique,	and	there	is	no	decent	alternative	

in	the	Danish,	Swedish	or	Norwegian	market.	Lars	from	Fleetwings	added	that	some	customers	

found	something	similar	to	a	lesser	price,	but	also	of	lesser	quality.	Further,	Lars	said,	the	compet-

ing	products	did	not	provide	the	same	level	of	credibility	and	when	competitors	copy	an	existing	

product	it	is	always	of	lesser	quality.	At	Calico,	Karl	mentioned	that	if	EV	maintains	a	good	product,	

he	thinks	that	it	will	be	difficult	for	competitors	to	catch	up.	Ben	from	Kreon	added	that	the	ease	

of	installation	and	stability	is	a	big	advantage	compared	to	competitors.	What’s	more,	he	also	

thought	that	the	intelligence	and	software	that	is	built	into	EV	Meter	in	terms	of	self-calibrating	

measurements	is	better	than	the	competitors.		

4.3.2	Negative	experiences	

When	the	participants	were	asked	about	their	negative	experiences	with	EV	Meter,	the	majority	

mentioned	the	price,	which	some	customers	found	too	high.	Nick	thought	that	the	constant	need	

of	a	power	supply	was	a	big	disadvantage	as	his	potential	use	is	in	daycares,	schools	etc.	where	

power	supplies	are	not	omnipresent.	Besides	the	price,	Lars	has	also	experienced	some	customers	

had	unrealistic	expectations	in	terms	of	what	they	wanted	and	what	they	were	willing	to	pay	for	it.	

In	cases	where	customers	decided	not	to	go	with	EV	Meter,	Lars	mentioned,	they	chose	a	cheaper	

alternative	of	lesser	quality.	Karl	thinks	that	EV	should	do	more	to	help	their	dealers	increase	their	

sales	of	EV	Meter,	yet	it	is	only	natural	that	they	won’t	go	to	great	lengths	as	it	will	eat	in	on	their	

own	direct	sales.	Karl	also	pointed	towards	the	price	of	GSM	subscriptions	for	each	EV	Meter	as	an	

issue,	since	the	total	cost	of	GSM	subscriptions	adds	up	if	customers	buy	a	lot	of	them.	Ben	added	

that	customers	who	lacked	the	proper	knowledge	or	who	didn’t	have	sufficient	time	in	the	every-

day	life	therefore	might	choose	not	to	buy	EV	Meter.	Further,	he	said	that	it’s	ugly,	it’s	noisy,	it	
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uses	power	etc.	Basically,	he	thinks,	EV	Meter	is	a	4.000	DKK	whip	to	encourage	people	to	venti-

late	more,	which	might	be	a	high	price	and	could	scare	some	people	off.	

Nick	argued	that	small	companies	might	not	invest	in	EV	Meter	as	their	potential	gain	was	too	

small	compared	to	the	cost	of	the	investment.	Instead,	the	small	companies	were	more	likely	to	

cherry	pick	the	specific	services	they	needed	e.g.	temperature	only,	CO2	levels	only	etc.	rather	

than	buying	an	EV	Meter	that	measures	several	parameters	that	they	might	not	need.	The	larger	

companies,	Nick	added,	would	probably	buy	the	EV	Meter	and	install	in	many	locations	around	

their	buildings.	After	collecting	data,	they	would	hire	consultants	with	the	required	competences	

for	data-based	decision	making	on	working	environments.	Asked	about	reasons	for	not	choosing	

EV	Meter,	Lars	mentioned	the	price	as	a	big	problem.	No	one	has	been	opponents	of	EV	Meter,	

but	some	have	hesitated,	others	such	as	housing	associations	thought	it	was	too	expensive.		

4.3.3	Enriching	explanations	

The	next	question	turned	the	focus	towards	the	foundation	of	why	the	interviewed	organizations	

are	carrying	out	their	work.	At	OHS,	customers	usually	approached	them	because	they	had	a	prob-

lem	they	needed	help	to	solve	instead	of	OHS	conducting	a	preventive	analysis.	The	problem	can	

either	be	due	to	an	issued	enforcement	notice	from	the	Danish	Working	Environment	Authorities,	

maybe	the	staff	has	had	some	issues	with	the	working	environment	or	something	else	that	the	

customer	wants	to	solve.	At	Fleetwings,	they	mostly	use	EV	Meter	for	advertising	since	they	can	

sell	a	lot	of	consulting	services	or	renovation	projects	based	on	the	data	it	collects.	However,	as	

with	OHS,	most	customers	that	approach	Fleetwings	do	so	to	solve	a	problem	rather	than	collect-

ing	data	for	preventive	purposes.	Ben	primarily	pointed	out	that	many	young	people	have	grown	

up	with	automatic	ventilation	and	therefore	are	not	used	to	ventilate	themselves,	which	is	why	EV	

Meter	is	a	good	help	for	them.	

Afterwards,	the	focus	of	the	interview	was	on	customer	examples	or	use	cases	to	illustrate	how	EV	

Meter	was	used	in	practice	and	gain	a	better	understanding	of	it.	Nick	said	that	OHS	uses	EV	Me-

ter	to	monitor	their	own	working	environments.	Further,	they	usually	sell	to	large	organizations	in	

office	areas	for	continuous	monitoring,	but	municipalities	and	daycares	may	also	benefit	from	

them.	Lars	mentions	that	Fleetwings	sells	a	lot	to	municipalities	who	uses	them	in	schools	and	in-

stitutions,	but	also	to	check	if	the	promised	energy	savings	target	are	met	after	house	renovations.	
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Besides	that,	the	psychiatry	likewise	buys	a	lot	of	EV	Meter	for	their	buildings.	Lars	also	experi-

ences	sales	for	offices	in	large	organizations	and	in	general	EV	Meter	is	used	to	check	if	renova-

tions	have	improved	the	indoor	climate.	

Recently,	Fleetwings	have	started	to	use	EV	Meter	for	commissioning,	where	the	contractor	is	be-

ing	held	up	on	the	promised	energy	savings	from	his	renovation	project.	Lars	have	also	done	a	pro-

ject	with	EVs	CEO,	Marc,	to	test	if	energy	labelling	through	EV	Meter	was	doable.	It	seems	to	be,	

but	normally	an	energy	label	would	include	a	list	of	actions	to	improve	the	energy	label,	which	is	

lacking	if	the	EV	Meter	measures	the	energy	label.	Yet,	there	is	a	positive	trend	towards	a	greater	

energy	label,	which	might	inspire	more	people	to	buy	an	EV	Meter.	In	general,	when	people	call	

Fleetwings,	they	have	already	made	their	decision	by	speaking	to	Marc	or	Phil	from	EV.	If	they	ha-

ven’t,	they	will	get	counselling	from	Fleetwings	and	afterwards	make	their	decision.	In	other	cases,	

such	as	schools,	they	were	originally	built	with	a	ventilation	system	made	for	a	certain	amount	of	

pupils,	but	since	then	the	amount	of	students	has	largely	increased	and	the	result	is	a	bad	indoor	

climate	due	to	the	wrongly	dimensioned	ventilation	system.	Interestingly,	Lars	points	towards	the	

lack	of	mechanical	windows	as	a	reason	to	why	the	indoor	climate	is	not	good	enough,	which	was	

exactly	the	same	point	as	Frank	from	Sweden	said	about	the	Danish	market.	Frank	also	empha-

sized	that	in	Sweden	mechanical	windows	was	much	more	common	than	in	Denmark,	and	in	most	

places	they	did	therefore	not	have	issues	with	the	indoor	climate.	Frank	is	spending	a	lot	of	time	

considering	possibilities	for	energy	efficiencies	in	properties	with	several	apartments.	Most	munic-

ipalities	have	two	different	housing	associations;	one	for	apartments	and	one	for	premises	for	the	

municipal	companies.	

Karl	didn’t	know	much	about	the	use	of	EV	Meter,	since	his	customer	contact	was	limited	after	the	

sales	process.	One	of	the	reasons	for	this	situation	is	that	many	of	his	customers	have	their	own	

internal	counsellors	and	internal	professional	skills.	Ben,	on	the	other	hand,	thought	that	the	

whole	foundation	of	EV	is	of	great	importance	since	it’s	built	on	a	need	to	measure	the	chosen	pa-

rameters	instead	of	a	company	that	just	wants	to	sell	another	device	to	make	money.	Further,	Ben	

likes	the	idea	about	charging	tenants	for	the	quality	of	their	indoor	climate	instead	of	the	amount	

of	heating	used.	It’s	a	better	solution	for	the	building	owner	since	the	building	is	better	main-

tained,	it’s	healthier	for	the	tenant	to	have	a	good	indoor	climate,	and	it’s	better	for	the	environ-

ment	as	well	in	cases	where	the	amount	of	energy	is	reduced.	
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None	of	the	interview	participants	had	a	direct	alternative	to	EV	Meter,	but	Nick	did	mention	

something	from	the	shipping	industry.	It’s	a	small	yellow	square	that	is	usually	put	inside	contain-

ers	to	log	data	about	the	temperature.	However,	the	data	can	only	be	accessed	afterwards	and	

thus	there	is	no	real	time	access	to	data.	It	therefore	works	more	as	a	reactive	mechanism,	which	

would	include	cases	where	the	goods	have	been	damaged	due	to	wrong	temperatures	rather	than	

a	preventive	mechanism,	which	would	include	cases	where	proper	actions	were	taken	towards	the	

temperature	during	the	shipping	process	as	the	data	about	the	temperature	was	accessed	in	real	

time.	Nevertheless,	this	device	has	never	been	used	at	customer	sites,	but	only	works	as	a	refer-

ence	for	an	alternative	product	that	is	cheaper,	but	also	of	lesser	quality.	

Some	of	the	interview	participants	also	had	some	general	market	considerations,	which	I	will	pre-

sent	now.	Lars	pointed	out,	that	in	general,	the	price	of	a	good	always	affect	the	sales	of	it	since	

there	is	a	limit	to	what	people	wants	to	pay	for	it.	However,	this	limit	doesn’t	seem	to	have	been	

reached	for	EV	Meter,	according	to	Lars.	Advertising	and	the	general	level	of	knowledge	about	in-

door	climate	do	affect	the	sales,	and	since	Fleetwings	has	been	on	board	from	the	beginning	they	

have	started	to	experience	that	people	knows	about	EV	Meter,	which	is	a	big	positive	step.	Frank	

has	not	experienced	any	resistance	towards	EV	Meter	yet	from	janitors	or	energy	consultants.	

Lastly,	Ben	did	not	have	any	sales	experience	with	EV	Meter,	but	he	has	not	met	EV	Meter	outside	

his	nearest	colleagues	that	works	with	indoor	climate	professionally	and	as	researchers.	As	men-

tioned	earlier,	he	emphasized	how	he	sees	EV	Meter	as	a	whip	to	help	people	ventilate	and	he	

questions	if	the	price	of	4.000	DKK	is	worth	it.	However,	he	also	weighs	the	credibility	higher	than	

the	price,	which	means	that	he	would	rather	pay	a	high	price	for	a	credible	product	instead	of	hav-

ing	a	cheaper	product	of	lower	quality.	Nevertheless,	the	human	nose	adapts	to	bad	smells,	which	

may	be	good	in	some	cases,	but	if	it	adapts	to	a	bad	indoor	climate,	the	EV	Meter	can	help	im-

prove	it	by	visualizing	the	indoor	climate	and	encourage	people	to	ventilate.	Yet,	Ben	thinks	that	

when	the	novelty	value	fades	from	EV	Meter	and	he	has	learned	to	ventilate	systematically,	he	is	

rarely	going	to	look	at	the	data	about	his	indoor	climate.	

The	interviewer	tried	to	probe	the	interview	participants	about	whether	they	thought	that	silo	

thinking	applied	to	EV	Meter,	since	that	is	what	was	told	in	the	initial	interview.	To	briefly	recap,	it	

was	used	in	the	sense	that	EV	Meter	operates	in	an	industry	where	all	contractors	are	experts	and	
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think	that	they	know	better	than	each	other	instead	of	collaborating	and	try	to	find	the	best	possi-

ble	solution.	However,	none	of	the	interview	participants	thought	that	this	was	the	case	for	EV	

Meter.	

4.4	Marketing	

After	discussing	the	market	experiences,	focus	switched	to	marketing	to	learn	about	how	the	in-

terview	participants	handled	some	of	their	challenges.	Since	OHS	is	a	relatively	young	company	

and	since	they	were	recently	acquired,	their	marketing	campaign	was	still	in	the	making.	The	idea	

behind	it	is	first	to	advertise	about	the	people	of	the	organization,	and	then	the	products	where	

EV	Meter	is	represented.	In	general,	Nick	can	go	to	his	boss	if	he	needs	extra	resources.	At	Fleet-

wings,	they	had	no	formal	marketing	campaign,	but	Lars	articulate	EV	Meter	when	he	participates	

in	external	events	and	explains	about	EV	Meter,	if	the	people	in	his	presence	doesn’t	know	about	

it.	Usually,	the	process	is	that	Lars	attempts	to	orally	advertise	for	EV	Meter,	after	which	the	cus-

tomers	can	either	rent	or	borrow	it	to	experience	it.	Fleetwings	would	like	to	do	a	big	marketing	

campaign,	but	since	they	are	a	small	company,	the	marketing	budget	is	also	small	and	the	only	ad-

vertising	for	EV	Meter	is	a	section	on	their	company	website.	Frank	points	out	that	the	Swedish	

market	is	very	different	from	the	Danish,	since	it’s	an	oligopoly	with	few	big	players.	Thus,	if	Frank	

can	manage	to	get	inside	one	of	those	big	companies	he	will	gain	access	to	a	lot	of	apartments	and	

a	lot	of	potential	uses	for	EV	Meter.	He	also	tries	to	promote	EV	Meter	informally,	by	talking	to	his	

partners	about	it	on	relevant	projects.	Karl	has	chosen	a	different	path,	since	he	experienced	a	pe-

riod	where	customers	thought	his	price	for	EV	Meter	was	too	expensive	compared	to	his	competi-

tors.	He	then	lowered	the	price	to	the	same	level	of	the	cheapest	competitor	and	sales	slowly	in-

creased.	Thus,	none	of	the	interview	participants	had	performed	any	formal	advertising.		

There	was	a	lot	of	good	ideas	about	how	to	improve	the	marketing	of	EV	Meter,	usually	based	on	

the	industry	that	the	company	was	operating	in.	For	OHS,	Nick	thought	that	a	marketing	campaign	

should	be	targeted	towards	schools	and	daycares,	because	many	investigations	show	that	they	

have	problems	with	the	ventilation	–	probably	due	to	an	increase	in	pupils	without	increasing	the	

power	of	the	ventilation.	In	Fleetwings,	Lars	pointed	towards	social	media	and	the	professionals	

segment,	since	EV	Meter	is	a	professional	tool,	but	EV	is	already	doing	this.	Another	channel	is	ex-

hibitions	for	professionals,	where	EV	Meter	is	also	trying	to	be	represented	and	Lars	have	even	at-
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tended	one	of	these.	Frank	had	a	different	approach,	since	he	believed	that	EV	Meter	is	an	exclu-

sive	product	and	thus	not	meant	for	mass	marketing.	Since	the	Swedish	market	consists	of	a	few	

large	organizations,	Frank	suggest	that	these	organizations	should	be	targeted	directly	with	a	spe-

cific	campaign	made	only	for	them.	Karl	on	the	other	hand,	would	like	to	focus	more	on	Search	En-

gine	Optimization	(SEO)	by	writing	articles	on	his	website	about	EV	Meter	so	that	his	website	

would	appear	more	frequently	in	related	search	results.	At	some	point,	EV	mentioned	a	common	

effort	to	promote	EV	Meter	among	the	dealers,	but	that	initiative	never	took	off.	Even	though	it	

would	mean	to	collaborate	with	competitors,	Karl	thinks	it	would	be	a	good	idea	to	re-initiate	the	

initiative.	Ben	would	rather	focus	on	the	health	aspect	for	human	beings,	for	buildings	to	avoid	

mold	and	so	on	and	so	forth.	Another	approach	is	the	nerdy	aspects,	where	those	who	are	inter-

ested	can	monitor	data	about	their	housing	and	play	around	with	the	graphs,	but	that	is	most	

likely	a	narrow	audience.	

Since	many	of	the	interview	participants	lacked	sales	experience	with	EV	Meter,	only	a	few	had	

sales	tips	and	tricks.	Lars	from	Fleetwings	thought	that	it	was	a	good	idea	to	bring	a	computer	to	

customer	meetings	and	demonstrate	what	EV	Meter	is	capable	of.	It	helps	to	build	rapport,	when	

the	customers	can	see	that	even	at	the	home	of	the	professionals	the	indoor	climate	is	not	per-

fect.	In	general,	storytelling	seems	to	work	well,	including	other	episodes	such	as	when	Lars’	chil-

dren	came	home	in	the	middle	of	the	day,	when	they	were	supposed	to	be	in	school	and	he	could	

monitor	it	through	the	EV	Meter.	

Among	all	of	the	interview	participants,	there	was	a	general	consensus	that	EV	Meter	is	a	tool	for	

professionals,	and	it	targets	mainly	municipalities	as	well	as	housing	associations	that	both	owns	a	

lot	of	buildings.	

4.5	The	future	

By	the	end	of	the	interviews,	it	was	attempted	to	ask	the	interview	participants	about	what	they	

thought	the	future	would	bring,	both	for	their	organization,	for	EV	Meter	and	if	they	had	any	sug-

gestion	for	product	improvements	that	would	give	EV	Meter	a	unique	edge.	Starting	with	the	com-

pany	specific	future,	Nick	from	OHS	would	like	to	create	an	application	to	be	able	to	offer	their	

own	solution	instead	of	using	EVs	cloud	solution.	The	reason	was	to	be	independent	and	to	tweak	

the	solution	according	to	their	needs	and	wants.	OHS	expects	to	buy	more	EV	Meter	units	in	the	
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future	for	experimentation,	as	they	can	sell	counselling	to	customers	based	on	the	collected	data.	

Calico	would	like	to	discard	all	their	other	businesses	and	make	a	living	only	by	selling	EV	Meter.	

Yet,	that	requires	an	enormous	increase	in	sales,	before	it’s	profitable.	The	other	organizations	

didn’t	have	any	firm	specific	predictions	about	the	future.	

In	regards	to	the	product	specific	predictions,	all	of	the	interview	participants	had	their	different	

take	on	it,	which	will	now	be	presented.	OHS	had	long	term	plans	of	expanding	to	the	rest	of	Scan-

dinavia,	where	they	would	bring	the	EV	Meter	along.	To	execute	this	plan,	OHS	would	need	to	buy	

more	devices	to	expand	their	experimentation	and	improve	the	knowledge	level	in	the	organiza-

tion	about	the	product.	As	mentioned	earlier,	Lars	views	EV	Meter	as	a	snowball	that	is	starting	to	

gain	traction	and	that	sales	will	increase	slowly,	but	steadily	over	time.	He	confirms	that	it	pro-

vides	an	intelligent	solution	to	a	general	problem,	which	is	the	ability	to	measure	whether	projects	

meet	the	expected	energy	savings	that	the	contractor	has	promised.	Therefore,	Lars	thinks	that	EV	

Meter	is	here	to	stay	and	he	predicts	a	bright	future	for	it.		

Frank	thought	that	the	future	for	EV	Meter	looks	great,	as	he	currently	sees	no	competitors	in	

Sweden	and	Norway.	He	doesn’t	think	that	the	price	is	an	issue	in	big	projects,	because	the	pro-

jects	amount	to	several	millions	and	the	EV	Meter	costs	approximately	4.000	DKK.	Nevertheless,	in	

single	copy	sales	customers	might	hesitate	as	it’s	a	high	price	to	pay.	Bliss’	strategy	is	to	get	as	

many	EV	Meter	units	into	buildings	as	possible	to	demonstrate	the	value	of	the	product,	which	

they	expect	will	increase	sales.	On	the	other	hand,	Frank	mentions	that	there	currently	is	an	alter-

native	of	lower	quality	at	the	market	that	only	amounts	to	¼	of	the	price	of	EV	Meter,	if	customers	

purchase	in	bulk.	Further,	the	alternative	solution	run	on	batteries	because	all	the	units	are	con-

nected	to	a	central	unit	that	sends	data	to	the	cloud,	whereas	EV	Meter	requires	a	constant	power	

supply	instead	since	all	of	their	units	are	“central”	and	sends	data	to	the	cloud.	However,	consider-

ing	all	these	aspects	he	still	thinks	that	the	future	looks	good	for	EV	Meter.	Karl	also	views	the	fu-

ture	for	EV	Meter	as	largely	positive,	and	thereafter	highlighted	some	of	the	good	and	bad	things	

about	it.	He	has	only	experienced	positive	reactions	in	the	market	and	he	thinks	that	EV	Meter	is	a	

unique	product	that	should	try	to	keep	it	that	way.	He	also	believes	that	the	Internet	of	Things	is	

the	future	and	EV	Meter	is	just	the	start	of	what	we	will	see	coming.	However,	the	price	is	occa-

sionally	a	barrier,	and	so	is	the	GSM	subscription	for	bulk	purchases.	There	is	also	a	risk	of	compet-

itors	producing	a	replica,	but	that	forces	EV	to	keep	innovating.	
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Ben	too	pointed	towards	competitors	that	might	make	a	cheaper	replica.	If	they	do,	the	customers	

will	have	to	decide	if	a	much	higher	price	is	worth	the	marginal	benefit	it	provides.	He	thinks	that	

the	idea	of	cheap	sensors	put	together	in	a	smart	way	and	software	in	the	cloud	is	something	that	

competitors	are	also	working	on.	However,	he	likes	the	idea	of	EV	Meter	and	he	hopes	it	will	take	

off	and	expand	more	in	the	future,	but	EV	might	have	to	lower	their	price	of	EV	Meter.	

Lastly,	the	participants	were	asked	about	if	they	thought	any	additional	features	were	required	to	

give	the	product	a	unique	competitive	edge.	It	should	be	added	that	EV	Meter	allows	customers	to	

add	extra	sensors	themselves,	but	EV	doesn’t	provide	any	of	these	extra	sensors.	Nick	thought	

that	EV	Meter	should	have	the	possibility	of	adding	more	sensors,	specifically	a	light	sensor,	and	

that	it	should	be	able	to	run	on	battery	only.	Frank	on	the	other	hand,	pointed	towards	a	lower	

price	as	the	most	crucial	aspect,	but	he	would	also	prefer	extra	sensors	in	the	form	of	solar	meas-

urement	and	particle	measurement.	Finally,	he	also	mentioned	the	ability	to	run	on	battery	only,	

even	though	he	knows	that	it	would	be	technically	tricky.	Karl	would	like	a	different	sensor,	

namely	a	radon	sensor,	which	he	is	currently	trying	to	develop.	A	different	approach	was	proposed	

by	Ben,	who	thought	a	physical	display	on	EV	Meter	would	be	a	good	idea,	since	it’s	currently	only	

possible	to	view	the	data	on	the	web	interface	via	an	external	device	such	as	a	computer.	He	also	

thinks	that	EV	should	have	put	more	effort	into	the	design	to	achieve	a	higher	gadget	exquisite-

ness	like	a	smartphone	instead	of	the	current	design	that	attempts	to	be	invisible.	Lastly,	the	EV	

Meter	makes	a	weird	noise	every	fifth	minute,	possibly	due	to	data	transmission,	that	is	very	both-

ersome	in	silent	environments.	He	also	mentioned	the	high	price	that	he	thinks	should	be	low-

ered,	but	not	at	the	cost	of	credibility.	

4.6	Internet	of	Things	

After	having	presented	the	findings	according	to	the	coding	template,	these	will	now	be	related	to	

the	theoretical	section	and	the	concepts	presented	there.	The	first	one	of	these	is	the	IoT.	What	

drives	the	new	era	of	competition	is	the	generated	data	and	the	increasing	abilities	of	the	smart,	

connected	products,	and	this	is	in	line	with	the	features	of	EV	Meter.	It	generates	plenty	of	data	

about	the	four	parameters,	and	the	abilities	will	be	explained	shortly.	It’s	also	part	of	the	third	

wave	of	IT,	since	EV	Meter	has	connectivity	and	embedded	sensors	joined	with	a	product	cloud	for	

data	storage	and	analytics.	These	are	explained	through	the	three	basic	attributes,	which	are	the	

connectivity,	physical	and	“smart”	components.	The	physical	components	of	EV	Meter	are	the	
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hardware	casing	and	the	CPU	inside	of	it.	The	smart	components	are	the	software	(including	the	

cloud	platform)	and	the	sensors.	The	connectivity	component	is	the	GSM	module	that	enables	a	

one-to-many	type	of	connectivity	as	it	communicates	with	a	central	server	–	just	like	the	Tesla	ex-

ample,	mentioned	previously.	The	technology	stack	applies	partly	to	EV	Meter,	but	is	a	better	fit	

for	larger	product	systems	and	thus	will	not	be	elaborated	here.	If	necessary,	it	can	be	used	for	

discussion	during	the	oral	examination.	

There	are	four	levels	on	the	road	to	mastery	in	IoT.	The	EV	Meter	will	never	achieve	full	mastery	in	

IoT	in	the	current	state	by	itself	as	its	only	capable	of	monitoring	the	four	parameters	and	sending	

the	information	to	a	central	server.	However,	if	the	EV	Meter	is	connected	to	a	CTS	system	in	a	

building	it’s	capable	of	controlling	it,	optimizing	the	indoor	climate	and	operate	autonomously	by	

building	on	top	of	the	CTS	system	capabilities.	Further,	EV	has	a	new	product	launching	this	spring	

in	the	form	of	an	energy-saving	power	strip	that	allows	remote	control.	For	example,	if	it’s	

mounted	in	a	holiday	home	it	can	turn	on/off	the	ventilation,	the	heating	etc.	and	create	a	better	

indoor	climate	to	avoid	mold	while	saving	energy	by	not	having	the	appliances	turned	on	at	all	

times.	

Considering	Figure	4,	IoT	creates	new	value	with	data,	because	the	data	can	be	used	to	optimize	

product	performance.	The	data	source	from	EV	Meter	is	its	sensors,	and	the	external	data	source	

is	the	weather	data	that	it	collects	from	yr.no.	From	these	data	sources,	users	can	derive	basic	in-

sights	e.g.	use	patterns	as	when	the	activity	index	is	low.	If	further	value	is	to	be	generated,	the	

raw	data	should	be	aggregated	to	commence	the	analytics	part	of	the	process.	This	part	will	opti-

mally	yield	results	that	are	descriptive,	diagnostic,	predictive	and	prescriptive,	which	will	lead	to	

deeper	insights	to	be	used	by	the	business,	customers	or	partners.	In	the	end,	the	result	is	going	to	

take	the	form	of	control	and	optimization.	

4.7	Innovation	strategy	

When	interview	participants	were	asked	about	their	innovation	strategy,	none	of	them	had	one.	In	

fact,	none	of	them	even	had	a	formal	business	strategy,	but	they	were	also	very	small	in	size	due	

to	the	limited	diffusion	of	EV	Meter.	It	is	therefore	needless	to	make	teams	and	groups	work	to-

wards	a	common	goal,	if	there	are	no	teams	and	groups	in	the	organization.	EV	has	put	a	lot	of	ef-
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fort	into	how	their	EV	Meter	is	going	to	create	value	for	potential	customers,	and	it	saves	custom-

ers	money	by	providing	them	with	a	lifetime	subscription	upon	purchase.	They	have	thought	

about	the	societal	benefits	as	EV	Meter	can	improve	the	health	of	people	by	encouraging	them	to	

ventilate	and	thereby	get	a	better	indoor	climate.	In	regards	to	guarding	against	imitators,	EV	is	

focusing	their	efforts	on	their	cloud	solution,	since	a	GSM	connected	device	with	sensors	is	easy	to	

imitate.	EV	believes	that	their	competitive	advantage	will	be	sustained	through	their	cloud	plat-

form.	When	looking	at	the	innovation	landscape	map	(routine,	radical,	disruptive,	architectural	in-

novations),	EV	is	located	in	the	upper	left	corner	at	the	disruptive	innovation.	They	have	not	in-

vented	a	new	technology,	since	they	have	put	together	existing	sensors	and	a	GSM	module.	In-

stead,	it’s	a	new	business	model	that	enables	customers	to	visualize	their	indoor	climate	in	a	new	

way	and	with	a	lifetime	subscription,	which	is	also	unusual.	There	was	no	top	management	in-

volvement	in	EV	Meter	in	either	of	the	interviewed	organizations.	

Thus,	the	interviewed	organizations	will	be	classified	as	Fashionistas	on	the	four	levels	of	digital	

mastery,	since	they	are	buying	new	digital	solutions,	but	lack	the	digital	leadership	and	govern-

ance	to	fully	exploit	it.	EV	however,	is	a	digital	master	as	they	have	both	the	newest	technology	in	

the	form	of	their	cloud	solution,	but	also	a	strong	leadership	that	pursues	digital	opportunities.		

4.8	Diffusion	theory	and	crossing	the	chasm	

The	EV	Meter	is	a	discontinuous	innovation,	because	it	is	a	completely	new	product	that	does	not	

build	on	a	previous	similar	product.	This	fits	with	the	innovation	type	that	was	determined	to	be	

disruptive,	in	the	above	section.	EV	Meter	requires	a	change	of	user	behavior	as	users	are	sup-

posed	to	monitor	their	data	online,	which	they	are	not	used	to.	Users	might	also	be	required	to	

take	further	action	if	the	EV	Meter	shows	that	they	have	a	bad	indoor	climate.,	which	is	why	the	

innovation	is	classified	as	incompatible	with	past	experiences.	There	is	no	relative	advantage	to	EV	

Meter	as	it	does	not	supersede	another	innovation.	The	complexity	is	low-medium	as	the	users	

need	to	learn	to	look	at	their	indoor	climate	graphs	and	understand	them,	but	with	the	colors	it’s	

relative	intuitive.	There	is	a	high	level	of	trialability,	since	EV	has	several	demos	on	their	website,	

where	users	can	browse	test	data	from	EV	Meter.	Further,	some	dealers	also	offer	the	option	of	

borrowing	an	EV	Meter	before	purchase.	Due	to	the	design	pointed	out	by	Ben	from	Kreon,	EV	

Meter	is	nearly	invisible	and	thus	has	a	low	level	of	observability.	The	communication	about	the	

device	has	primarily	been	performed	through	interpersonal	channels	on	meetings,	but	also	
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through	the	different	organization	websites.	The	time	aspect	with	the	innovation-decision	process,	

the	innovativeness	of	an	individual	and	the	innovation’s	rate	of	adoption	in	a	system	has	not	been	

observable	in	the	data.	Further,	it	was	also	difficult	to	identify	the	social	system	aspect,	since	so-

cial	systems	have	defined	norms	and	due	to	time	constraints	these	were	nearly	impossible	to	ob-

serve	in	the	Danish	and	Swedish	market	for	indoor	climate.	However,	if	users	choose	to	adopt	EV	

Meter,	that	would	be	classified	as	an	optional	type	of	innovation-decision,	since	it	would	not	im-

pact	anyone	but	the	user	itself.	There	was	not	identified	any	opinion	leaders	during	the	data	col-

lection.	

It’s	difficult	to	predict	the	exact	location	of	EV	on	the	technology	adoption	life	cycle,	but	based	on	

the	data	collected	they	are	approximately	in	the	beginning	of	the	visionaries	(early	adopters)	seg-

ment.	An	example	is	how	Fleetwings	mentioned	that	at	external	meetings,	some	people	already	

knew	about	EV	Meter,	and	how	OHS	explained	that	large	organizations	have	started	to	use	them	

for	office	spaces.	EV	will	have	to	prove	themselves,	before	they	can	start	selling	to	the	early	major-

ity	segment,	since	these	want	well-established	references.	The	interview	participants	didn’t	pro-

vide	any	clear	evidence	of	how	EV	should	cross	the	chasm	from	early	adopters	to	the	early	major-

ity,	but	they	did	provide	some	hints	that	will	be	debated	in	the	discussion	section	below.	

4.9	Lean	start-up	

It	seems	unlikely	that	EV	have	used	the	business	model	canvas,	but	when	Phil	elaborated	about	EV	

during	the	initial	interview,	they	seemed	to	have	made	similar	considerations.	For	example,	they	

knew	who	would	be	their	key	partners	(the	dealers),	their	customer	segments	(large	organiza-

tions)	and	their	value	proposition	(better	health	for	people	and	buildings).	

There	was	not	much	information	from	the	dealers	or	the	preliminary	interview	about	whether	EV	

used	the	lean	start-up	method	and	their	EV	Meter	was	a	MVP.	However,	EV	informed	that	there	

have	been	improvements	through	iterations	over	time	such	as	switching	from	a	Wi-Fi	based	solu-

tion	to	a	GSM	based	solution,	as	EV	had	troubles	with	Wi-Fi	range,	walls,	firewall	etc.	As	men-

tioned	previously,	the	CEO,	Marc,	also	had	a	background	in	the	same	field	and	created	EV	Meter	

based	on	a	need	rather	than	an	untested	idea.	Thus,	the	customer	discovery	phase	was	already	

complete	and	EV	can	be	said	to	have	gathered	indirect	feedback	on	EV	Meter	to	validate	their	

product	among	customers.	Afterwards,	EV	started	to	sell	the	product	to	the	municipality	of	Co-

penhagen	and	build	their	organization.	 	
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5.	Discussion	
This	chapter	will	start	out	by	discussing	the	results	from	the	analysis	chapter	and	will	thereafter	

relate	the	findings	to	the	research	question	discussed	in	the	introduction	section.	

5.1	Overview	of	results	

The	results	of	the	analysis	didn’t	quite	match	the	expectations	of	the	thesis.	There	were	not	any	

issues	of	friction	identified	by	the	participants,	but	this	issue	will	be	discussed	in	the	end	of	this	

chapter.	However,	the	analysis	did	reveal	some	other	interesting	results	in	terms	of	how	the	EV	

Meter	is	used	and	what	features	it	lacks,	which	can	be	used	in	the	future	strategy	to	address	possi-

ble	future	issues	of	friction.	After	the	fourth	dealer	interview	saturation	was	reached,	as	no	new	

information	was	revealed.	The	participant	only	repeated	the	points	from	the	other	participants	

and	confirmed	what	was	already	known.	To	sum	it	up,	the	analysis	revealed:	

• A	broad	use	of	EV	Meter	in	many	different	settings	

• The	important	stakeholders	are	customers,	partners	and	EV	

• The	price	has	been	the	only	barrier	thus	far	and	there	are	no	opponents	of	EV	Meter	

• EV	Meter	targets	mainly	professionals	and	EV	Meter	should	develop	more	sensors	e.g.	for	

radon,	light	or	sun	

• There	are	currently	no	direct	competitors	in	Scandinavia	

• The	EV	Meter	is	aligned	with	the	theoretical	concept	of	IoT	by	incorporating	physical,	con-

nectivity	and	smart	components	

• EV	Meter	is	a	disruptive	innovation	according	to	the	innovation	landscape	map	and	the	

strategy	of	EV	is	focused	on	the	cloud	solution	

• On	the	technology	adoption	life	cycle,	EV	is	in	the	beginning	of	the	‘visionaries’	segment	

• EV	did	not	apply	the	lean	start-up	method	formally,	but	have	used	similar	concepts	infor-

mally	

5.1	Findings	from	template	analysis	

The	coding	template	was	a	great	tool	to	organize	the	collected	data,	but	due	to	time	constraints	

and	a	tight	schedule,	the	analysis	of	the	interviews	didn’t	start	until	after	half	of	the	interviews	

were	conducted.	It	would	have	been	optimal	to	do	all	of	the	interviews	in	person	and	in	a	lan-

guage	that	the	interviewer	has	an	expert	proficiency	in,	but	as	the	diffusion	of	EV	Meter	is	limited,	
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the	research	was	forced	to	settle	for	the	resources	that	were	available.	Nevertheless,	each	organi-

zation	had	a	good	fit	with	EV	Meter	in	a	different	way	and	they	could	all	offer	a	valuable	perspec-

tive	though	that	made	it	difficult	to	validate	statements.	However,	there	was	a	consensus	that	EV	

Meter	is	a	good	tool	to	collect	data	about	indoor	climate.		

When	the	stakeholders	were	questioned	during	the	interviews	it	was	interesting	to	learn	that	the	

most	important	stakeholders	in	general	was	the	customers.	Further,	the	internal	stakeholders	

ranged	from	none	to	a	few	which	was	surprising,	as	the	organizations	was	expected	to	have	a	

larger	setup	for	the	EV	Meter	business.	Yet,	this	is	most	likely	due	to	the	fact	that	EV	Meter	is	still	

in	the	beginning	of	the	Technology	Adoption	Life	Cycle.	Expected	internal	stakeholders	could	have	

taken	the	form	of	marketing,	research	or	fellow	colleagues,	where	the	latter	applied	to	Nick	from	

OHS.	What	was	most	surprising	in	relation	to	stakeholders	is	the	external	ones,	where	it	was	antic-

ipated	that	participants	would	identify	opponents	of	the	EV	Meter	and	how	they	were	handling	

them.	Still,	none	of	the	participants	had	met	any	resistance	yet,	and	instead	the	majority	pointed	

towards	Marc	and	Phil	from	EV	as	the	most	important	external	stakeholders,	because	they	could	

support	them	in	issues	relating	to	EV	Meter.	However,	it	was	interesting	in	the	occupational	health	

and	safety	industry,	because	Nick	mentioned	that	everybody	within	the	industry	are	important	

stakeholders	due	to	their	influence	on	the	working	environment	(legislation)	and	because	EV	Me-

ter	can	be	of	assistance	on	this	matter.	Further,	Nick	was	the	only	participant	who	pointed	out	ex-

ternal	stakeholders	who	might	be	opponents	in	the	form	of	ventilation	companies	as	they	provide	

similar	services	in	the	form	of	some	of	the	parameters	built	into	their	systems.		

In	terms	of	market	experiences,	there	were	only	positive	ones	in	the	majority	of	the	organizations.	

Many	of	the	participants	had	in	common	that	since	their	customers	were	large	organizations	they	

usually	had	in-house	professionals	for	counselling	and	they	therefore	only	called	the	dealers	for	

purchase	and	not	for	consulting.	This	is	interesting,	because	it	confirms	what	some	of	the	partici-

pants	already	said,	namely	that	the	marketing	should	be	targeted	towards	professionals	as	they	

are	directly	or	indirectly	making	the	purchasing	decision	or	at	least	recommending	the	product.	

One	of	the	common	topics	was	the	visualization	of	data	in	the	cloud	that	the	participants	liked	

themselves	and	all	who	they	had	shown	EV	Meter	to	liked	it	as	well.	This	is	in	line	with	EV	that	

wants	to	focus	their	efforts	on	their	presumably	competitive	advantage,	which	they	had	already	

determined	to	be	the	cloud	solution.	The	largest	benefit	of	EV	Meter	is	how	it	creates	a	tangible	
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outcome	out	of	a	phenomenon	that	is	usually	only	a	gut	feeling	and	helps	decision	makers	take	

data-based	decisions.	In	general,	EV	Meter	can	assist	in	drawing	attention	to	previously	unknown	

issues	due	to	a	lack	of	data	such	as	indoor	climate	in	schools.		

The	biggest	barrier	for	EV	to	overcome	is	undisputedly	the	price	that	nearly	all	participants	

thought	was	too	high,	while	one	of	them	said	that	it	was	not	exceptionally	high,	so	that	some	cus-

tomers	were	still	willing	to	pay	the	price.	However,	price	is	always	a	sensitive	issue	in	any	case,	but	

what	matters	to	most	customers	is	the	perceived	value	of	the	product,	not	the	objective	value	–	

similar	to	the	perceived	newness	of	innovations	rather	than	objective	newness,	explained	in	chap-

ter	two	in	the	diffusion	theory	section.	EV	mentioned	the	reasoning	behind	the	price	in	the	prelim-

inary	interview,	and	blamed	the	professional	sensors	for	the	high	price.	When	asked	about	the	is-

sue,	one	of	the	participants	thought	it	was	more	important	to	maintain	the	credibility	and	keep	a	

high	price,	instead	of	reducing	the	quality	of	the	sensors	and	thereby	the	credibility.	The	same	par-

ticipant	thought	the	solution	would	be	to	scale	up	the	production	to	achieve	economies	of	scale	

and	thereby	be	able	to	lower	the	price.	Maybe	there	are	other	steps	in	the	production	that	can	be	

investigated	and	become	more	efficient,	but	that	is	outside	the	scope	of	this	thesis.	

There	are	many	different	ways	that	the	participants	use	EV	Meter,	but	as	mentioned	in	the	intro-

duction	IoT	enables	preventive	maintenance	instead	of	time-based	maintenance,	which	is	origi-

nally	used	in	heavy	machines	such	as	windmill	turbines.	However,	it’s	interesting	that	EV	Meter	

purchases	are	still	time-based	in	the	sense	that	large	organizations	don’t	buy	them	until	they	have	

a	problem	they	need	to	solve.	A	preventive	approach	would	require	the	large	organizations	to	buy	

the	EV	Meter	to	maintain	a	healthy	indoor	climate,	before	employees	start	complaining	about	it.	

There	is	no	scientific	evidence	for	this,	but	based	on	the	analysis	chapter,	the	price	barrier	could	

potentially	be	a	reason	for	why	EV	Meter	is	not	used	as	a	preventive	solution.	The	purpose	for	EV	

Meter	was	usually	in	working	environments	such	as	offices	or	education,	but	also	in	houses	after	

renovations	to	check	if	the	expected	energy	savings	has	been	realized,	which	is	also	aligned	with	

what	EV	expected.		

The	Swedish	participant	explained	how	the	market	is	very	different	in	Sweden	compared	to	Den-

mark,	while	many	believe	that	that	the	two	markets	are	quite	similar,	which	is	very	relevant	if	a	

company	has	to	create	a	strategy	for	the	market	they	are	entering.	Firstly,	the	Swedish	market	

consists	of	a	few,	very	large	housing	associations	whereas	the	Danish	market	consists	of	many	
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smaller	housing	organizations.	Secondly,	in	Sweden	mechanical	windows	are	reasonably	common,	

and	thus	they	do	not	have	the	same	issues	with	mold	as	Denmark	does.	The	lack	of	mechanical	

windows	in	Denmark	was	pinpointed	by	one	of	the	participants,	who	also	cited	it	as	a	source	of	

bad	indoor	climate.	These	two	major	differences	indicate	that	EV	should	pursue	a	different	strat-

egy	for	the	Swedish	market	than	for	the	Danish	market.	The	Swedish	dealer	has	already	realized	

this,	since	he	is	targeting	one	of	the	big	housing	associations	in	the	Swedish	market.		

Participants	liked	the	idea	of	charging	tenants	for	the	quality	of	their	indoor	climate,	since	it	would	

benefit	all	of	the	involved	actors.	However,	none	of	them	had	experience	yet	with	housing	associa-

tions	who	wanted	their	help	to	do	it.	Nevertheless,	the	diffusion	of	knowledge	about	EV	Meter	has	

developed	positively,	as	one	participant	stated	that	less	people	were	strangers	to	EV	Meter	than	

previously.	Having	knowledge	about	EV	Meter	is	the	first	step	on	the	path	towards	a	broader	diffu-

sion,	as	people	will	not	buy	something	they	do	not	know	of.	However,	none	of	the	interviewed	or-

ganizations	had	any	formal	marketing	campaign,	but	relied	on	informal	oral	marketing	or	through	

their	company	website.	One	of	the	participants	thought	it	would	be	a	good	idea	to	gather	the	

dealers	and	collaborate	about	a	common	marketing	campaign	for	EV	Meter.	He	is	probably	right,	

because	if	people	do	not	know	about	EV	Meter,	they	cannot	buy	it.	Nevertheless,	as	has	been	

stated	several	times	throughout	the	interviews,	EV	Meter	is	a	professional	tool,	which	means	that	

it	would	be	important	to	focus	the	marketing	campaign	on	the	right	segment	to	ensure	as	good	a	

return	on	investment	as	possible.	In	doing	this,	it’s	important	to	differentiate	between	the	Danish	

and	the	Swedish	market,	since	the	latter	might	not	benefit	from	a	general	campaign.	Instead,	the	

campaign	should	be	organization	specific	to	make	it	as	relevant	for	them	as	possible.	

As	was	previously	assumed	based	on	the	preliminary	interview,	none	of	the	participants	had	

thought	about	silo	thinking	in	relation	to	EV	Meter	and	the	existing	industry	with	established	

stakeholders	and	neither	of	them	thought	it	was	relevant	when	asked.	This	is	probably	derived	

from	the	reason	that	neither	of	them	had	experienced	any	opponents,	which	was	supposed	to	be	

part	of	the	established	stakeholders.	Thus,	they	did	not	see	silo	thinking	as	a	problem	at	all.		

All	of	the	interview	participants	predicts	a	bright	future	for	EV	Meter	based	on	their	different	ex-

periences.	Some	have	plans	to	expand	to	all	of	Scandinavia,	some	sees	a	slow	but	steady	increase	

in	sales,	others	think	it’s	an	intelligent	solution	to	a	general	problem.	This	is	good	news	for	EV	Me-

ter,	because	when	the	dealers	who	are	getting	their	hands	dirty	indicate	a	good	direction,	their	
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perception	is	likely	to	be	right.	It	also	means	a	potential	improvement	in	the	health	of	people	and	

in	the	health	of	buildings	in	general.	The	only	barrier	to	unlock	this	growth	is	the	price.	Further,	EV	

might	have	to	work	on	the	design	and	the	weird	noise	every	fifth	minute	to	remove	all	possible	

obstacles.	

5.2	The	Internet	of	Things	

The	EV	Meter	had	a	good	fit	with	the	IoT	according	to	the	analysis	chapter.	This	was	evident	in	the	

connectivity,	the	physical	and	the	“smart”	components	of	EV	Meter.	However,	the	technology	

stack	did	not	apply	completely	to	EV	Meter,	but	this	might	potentially	change	in	the	future.	The	

technology	stack	contains	Identity	and	Security,	Product	Cloud,	Connectivity,	Product,	External	In-

formation	Sources	and	Integration	with	Business	Systems.	The	EV	Meter	is	currently	lacking	in	the	

product	cloud,	as	there	is	no	application	platform	and	no	way	of	creating	business	applications	to	

integrate	EV	Meter	in	the	company.	This	is	the	same	reason	that	EV	Meter	is	lacking	in	the	Integra-

tion	with	the	Business	Systems	unit,	since	there	is	no	integration	with	business	systems	such	as	

CRM,	PLM	and	ERP.	Yet,	EV	Meter	has	come	a	long	way	and	fulfils	the	rest	of	the	new	technology	

stack,	which	means	that	the	device	applies	perfectly	to	the	IoT	concept.	

Looking	at	the	four	levels	on	the	road	to	mastery	in	IoT,	the	EV	Meter	still	has	a	long	way	to	go,	

partly	for	the	same	reason	as	it	doesn’t	fulfil	the	technology	stack	completely.	The	EV	Meter	incor-

porates	monitoring	of	the	indoor	climate	and	includes	information	about	the	external	environ-

ment	outside	through	its	weather	service,	while	the	sensors	provide	information	about	the	indoor	

climate	that	it	is	located	in.	Thus,	EV	Meter	doesn’t	incorporate	monitoring	in	the	usual	sense,	

since	it	doesn’t	include	information	about	its	own	condition	or	its	operation	and	usage.	However,	

these	features	are	sufficient	for	EV	Meter	to	achieve	the	first	step	on	the	road	to	IoT	mastery.	Yet,	

it’s	a	different	case	when	it	comes	to	the	next	step,	which	is	control.	On	its	own,	EV	Meter	is	una-

ble	to	control	product	functions,	since	its	created	for	monitoring	and	not	control.	It	does	not	have	

access	to	radiators,	windows	etc.,	and	therefore	can	only	encourage	the	user	to	manually	follow	

its	recommendations.	The	case	for	optimization	is	similar,	as	EV	cannot	be	optimized,	nor	does	it	

allow	predictive	diagnostics,	service,	and	repair.	Lastly,	autonomy	follows	the	previous	two	levels	

and	is	therefore	not	applicable	to	EV	Meter.		
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However,	if	EV	Meter	was	connected	to	a	system	controlling	mechanical	windows	and	radiators,	it	

would	in	principle	be	able	to	achieve	both	control	and	optimization	of	the	indoor	climate.	These	

steps	required	for	achieving	the	ultimate	level	of	autonomy,	is	also	illustrated	in	figure	4	in	chapter	

two.	However,	the	companies	selling	CTS	systems	want	to	use	their	own	automation	features,	and	

prefer	not	to	be	dependent	on	another	company	controlling	their	system,	which	is	a	part	of	the	

conservatism	and	silo	thinking	problem.	Yet,	the	building	owner,	often	a	facility	manager,	wants	

the	best	solution	instead	of	the	one	preferred	by	the	seller	of	the	CTS	system.	Again,	the	best	ar-

gument	ought	to	win,	not	the	one	that	originates	at	specific	sources	e.g.	the	seller.	A	better	exam-

ple	that	achieves	all	these	four	levels	is	the	energy	grid,	where	the	energy	efficiency	increases	as	

the	amount	of	smart	meters	connected	rises,	and	thereby	enables	the	utility	to	learn	about	and	

respond	to	demand	patterns	over	time.	

5.3	Innovation	strategy	

It	was	surprising	to	see	how	none	of	the	interviewed	organizations	had	a	formal	innovation	strat-

egy,	since	they	are	all	at	the	forefront	of	innovation	by	using	the	EV	Meter.	It	might	seem	chaotic	

without	a	plan,	but	it	can	probably	be	managed	in	small	adhocracies,	where	tasks	are	completed	

by	the	available	resources	rather	than	the	expert	resources.	The	societal	benefits	of	EV	Meter	can	

prove	to	be	an	important	aspect	in	the	sense	that	when	customers	buy	the	device,	they	not	only	

benefit	from	the	EV	Meter	themselves,	but	the	whole	society	instead.	If	the	general	level	of	health	

in	a	society	is	increased,	there	is	a	high	likelihood	that	the	government	is	going	to	save	money	on	

the	hospitals	with	less	sick	people.	By	saving	money,	it	enables	the	state	to	have	more	money	for	

other	areas	such	as	improving	the	infrastructure,	better	public	education	etc.	However,	these	ben-

efits	are	far	into	the	future.		

By	focusing	on	the	cloud	solution	as	the	competitive	advantage,	EV	is	not	only	following	the	rec-

ommendations	from	the	interviewed	organizations,	but	they	have	also	chosen	to	focus	on	the	part	

that	is	most	difficult	to	imitate	for	competitors.	As	mentioned	previously,	the	best	strategy	for	EV	

would	probably	be	to	continue	developing	their	cloud	solution,	maybe	in	a	direction	that	makes	it	

possible	to	integrate	with	other	systems	such	as	ERP,	CRM	etc.	to	achieve	a	higher	level	of	IoT	

mastery.	In	being	disruptive,	EV	has	not	created	a	cutting	edge	new	technology,	but	have	demon-

strated	the	capability	to	mix	existing	elements	in	a	new	and	more	valuable	way.	This	capability	is	
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equally	important	if	not	more	than	new	technology,	because	it	doesn’t	require	unavailable	re-

sources	to	thrive.		

By	being	a	digital	master,	EV	has	shown	to	have	the	required	leadership	and	the	necessary	willing-

ness	to	invest	in	technology	to	be	at	the	forefront	of	innovation.	If	EV	maintains	these	priorities	

and	leadership	style,	they	will	do	better	than	competitors	by	achieving	26	percent	more	profitabil-

ity	and	9	percent	higher	revenues	from	physical	assets.	In	the	long	run,	these	differences	do	mat-

ter	and	will	mean	the	difference	between	winning	and	losing	in	dynamic	competitive	markets.	

5.4	Diffusion	theory	and	crossing	the	chasm	

When	new	products	require	users	to	change	behavior,	it	may	often	prove	to	be	a	challenge	com-

pared	to	products	that	continue	to	build	on	existing	user	behavior.	In	some	cases,	it	may	not	suc-

ceed,	but	in	others	it	may	turn	into	a	gigantic	success	such	as	when	Apple	introduced	the	iPhone.	

When	the	iPhone	was	introduced	it	began	a	whole	new	era	as	people	were	invited	to	use	the	

same	services	on	their	phone	as	they	were	used	to	do	on	the	computer.	As	demonstrated	earlier,	

the	adoption	rate	was	slow	in	the	beginning,	but	has	since	gained	traction.	Back	in	2007	the	major-

ity	of	companies	were	still	focused	on	the	desktop	platform,	and	few	were	looking	at	the	mobile	

market,	which	were	dominated	by	Nokia	and	Blackberry	back	then.	Today,	users	on	average	spend	

more	time	on	the	Internet	with	their	smartphones	than	their	computer,	which	have	opened	a	

huge	market	for	smartphone	advertising,	applications	etc.,	that	didn’t	exist	before	2007.	The	exact	

tipping	point	happened	by	the	end	of	year	2014,	where	mobile	users	overtook	desktop	users	

(Chaffey,	2016).	This	is	an	example	of	a	successful	transformation	of	user	behavior,	even	though	it	

might	not	be	completely	related	as	the	phone	has	been	a	central	part	of	peoples’	lives	since	the	

90’s	and	the	indoor	climate	has	not	been	central	in	the	same	way.	Nevertheless,	it	still	serves	as	an	

example	that	it’s	possible	to	change	peoples’	behavior.		

When	people	are	going	to	change	their	behavior,	there	are	many	potential	obstacles,	one	of	which	

is	the	social	system	that	the	users	are	engaged	in.	One	of	the	basic	characteristics	of	a	social	sys-

tem	is	that	the	units	it	consists	of	are	working	together	to	solve	a	common	problem	and	thereby	

achieving	a	joint	goal.	In	the	broad	sense,	this	can	be	applied	to	the	people	of	Denmark,	since	they	

are	indirectly	working	towards	a	better	public	health,	but	not	in	the	sense	from	the	definition	of	

diffusion	theory.	However,	changing	behavior	to	monitor	indoor	climate	does	not	conflict	with	any	
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norms	for	the	Danish	society,	at	least	not	for	the	majority.	However,	if	the	Danish	society	is	sepa-

rated	into	smaller	social	systems,	there	might	be	some	of	these	that	consists	of	elders	and	tech-

nology	scared	people,	who	could	occur	difficulties	if	being	on	the	Internet	and	around	technology	

is	outside	their	regular	norms.		

As	mentioned	in	the	analysis,	there	was	not	identified	any	opinion	leaders	during	the	research,	but	

these	could	potentially	have	a	great	impact.	To	find	these	opinion	leaders,	it	would	be	recom-

mended	to	separate	the	social	systems	into	smaller	systems,	and	thereafter	start	searching	for	

opinion	leaders.	Many	of	the	interview	participants	mentioned	professionals	as	the	primary	users	

of	EV	Meter,	and	thus	it	is	essential	to	identify	opinion	leaders	within	that	community	or	industry.	

Since	opinion	leaders	already	have	a	broader	network	of	channels	through	which	they	receive	in-

formation	and	as	they	are	also	more	innovative,	they	might	have	tracked	down	the	EV	Meter	al-

ready	by	themselves.	Nevertheless,	they	are	valuable	resources	due	to	their	influence	on	their	

peers’	choices	and	therefore	opinion	leaders	would	be	a	good	idea	to	identify.		

When	advancing	on	the	technology	adoption	life	cycle,	it’s	important	that	EV	keeps	their	audience	

in	mind	at	all	times	to	ensure	fit	between	the	message	that	they	want	to	send	and	what	the	re-

ceiver	of	the	message	wants	to	hear.	The	hints	from	the	participants	to	how	EV	could	potentially	

cross	the	chasm	varied	greatly,	usually	based	on	their	background	and	their	daily	work.	EV	seems	

to	have	gotten	a	good	grab	of	the	‘visionaries’	segment,	but	it’s	difficult	to	estimate	how	much	of	

the	segment	is	unconquered.	However,	imagining	that	EV	were	to	attract	members	of	the	‘early	

majority’	segment,	they	should	attempt	to	find	the	best	possible	references	among	their	current	

user	base,	which	would	mean	users	that	are	happy	with	EV	Meter	and	have	not	experienced	any	

major	issues.	In	the	Danish	education	industry,	this	would	be	the	municipalities	and	the	schools,	

which	EV	has	started	to	get	a	good	hold	of.	In	the	Danish	professionals’	industry,	these	could	be	

some	of	the	housing	associations	that	have	installed	EV	Meter	in	many	of	their	apartments	and	

that	have	a	proven	improved	health	for	the	building	as	well	as	the	people	living	inside	the	apart-

ments.	In	Sweden,	EV	would	be	better	off	if	they	learned	from	Frank’s	experiences	as	history	often	

proves	that	locals	knows	best	in	the	different	markets.	This	would	be	similar	to	the	Danish	market,	

in	the	sense	that	when	targeting	the	Swedish	professionals’	market,	EV	would	be	in	the	best	posi-

tion	if	they	gathered	well	established	references	from	organizations	that	were	as	similar	as	possi-

ble	to	the	targeted	organization.	In	the	long	run,	there	would	be	a	need	for	different	references	as	
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the	audiences	change	when	EV	moves	along	the	technology	adoption	life	cycle	and	the	wants	of	

the	audience	needs	to	be	accommodated	to	achieve	the	highest	chance	of	success.	

5.5	Lean	start-up	

EV	did	not	apply	the	business	model	canvas	during	their	lean	start-up	phase.	However,	they	did	

consider	many	aspects	of	it,	as	described	in	the	analysis.	The	business	model	canvas	adds	the	most	

value	in	the	start-up	phase,	before	organizations	become	established.	Therefore,	the	gain	that	EV	

would	receive	from	applying	it	in	their	current	state	is	possibly	limited.	However,	it	can	also	be	

used	when	organizations	create	new,	specific	units	that	focus	on	innovation	or	something	else.	

When	choosing	the	concept	of	lean	start-up	and	the	business	model	canvas,	the	plan	was	to	ex-

plore	the	start-up	phase	of	EV	and	gather	empirical	evidence,	but	unfortunately	this	was	not	possi-

ble.	

5.6	Implications	for	theory	and	practice	

In	the	following	section,	I	am	going	to	present	implications	for	theory	followed	by	strengths,	weak-

nesses	and	limitations	of	this	research.	

The	study	revealed	an	empirical	demonstration	of	the	Internet	of	Things,	but	lacked	the	smart,	

connected	products	in	its	true	form.	In	the	long	run,	as	mentioned	previously,	EV	Meter	might	be-

come	a	part	of	the	latter	and	unleash	the	full	potential.	Thus,	the	study	did	not	have	any	implica-

tions	for	the	IoT	theories.	In	terms	of	innovation	strategy,	there	was	no	empirical	demonstration,	

largely	due	to	the	small	size	of	the	organizations	and	the	nature	of	their	work.	For	the	same	rea-

sons,	the	interviewed	organizations	did	not	manage	innovation	in	the	theoretical	sense,	as	they	

primarily	offer	consulting	services	and	therefore	don’t	need	to	invent	new	products	in	the	tradi-

tional	way.	However,	innovation	may	also	be	used	for	new	services,	and	they	could	probably	gain	

from	an	innovation	strategy.	Thus,	there	was	neither	any	implications	for	the	innovation	strategy	

theories.	The	same	applies	to	diffusion	theory	and	crossing	the	chasm	as	well	as	lean	start-up	and	

the	business	model	canvas.	To	recap,	the	study	does	not	have	any	implications	for	theory.		

5.6.1	Positive	aspects	

This	study	has	followed	a	structured	method	based	on	the	research	onion	and	it	has	been	very	

aware	of	the	actions	that	have	been	taken	during	the	process.	It	started	out	with	the	research	phi-

losophy,	which	was	chosen	to	be	the	interpretivism	research	philosophy,	that	is	typically	used	in	
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inductive	studies	with	small	sample	sizes	and	qualitative	methods	of	analysis.	Thus,	this	made	a	

good	fit	with	the	study	and	that	also	applies	to	the	phenomenologist	approach	since	it	investigates	

the	participants’	lived	experiences,	which	the	study	did.		The	nature	of	the	exploratory	study	al-

lowed	the	thesis	to	adapt	to	the	changing	circumstances	even	though	this	proved	to	be	unneces-

sary.	The	majority	of	the	data	that	has	been	used	in	this	study	is	from	primary	sources,	which	

therefore	attempts	to	ensure	that	they	are	current	and	collected	for	this	specific	purpose.	Further,	

this	study	has	tried	to	ensure	a	high	level	of	reliability	and	validity	through	clarifying	questions	and	

probes;	by	being	completely	transparent	about	the	research	to	allow	readers	to	judge	transferabil-

ity;	and	by	making	sure	that	the	socially	constructed	realities	of	the	participants	matches	their	in-

tentions.	

5.6.2	Less	positive	aspects	

There	were	parts	of	the	research	process	that	didn’t	follow	the	intended	procedures,	and	there-

fore	may	be	considered	a	weakness.	The	analysis	did	not	occur	formally	after	each	interview,	but	

was	informal	as	insights	were	primarily	gained	through	transcriptions	and	not	the	coding.	The	cod-

ing	started	after	the	fourth	interview.	This	was	due	to	inflexible	time	schedules	from	the	interview	

participants,	which	resulted	in	the	interviews	being	right	next	to	each	other.	Thus,	there	was	a	lim-

ited	amount	of	time	in	between	that	did	not	allow	the	commencement	of	the	analysis.	However,	

detailed	case	study	write-ups	were	conducted	after	each	interview	to	become	familiar	with	the	

data.		

5.6.3	Limitations	of	study	

There	was	only	one	respondent	from	each	organization,	which	could	have	impacted	the	results,	as	

the	participant	may	not	have	been	representative	for	the	organization	as	a	whole,	except	in	the	

cases	where	the	organization	only	had	one	employee.	For	the	other	organizations,	a	different	re-

sult	would	likely	have	been	achieved	if	there	were	either	several	participants	from	each	organiza-

tion	or	if	there	was	another	participant	instead,	especially	since	the	study	has	focused	on	the	lived	

experiences	of	the	participants	through	the	phenomenologist	approach.	The	data	sources	that	

have	been	applied	were	all	experts	in	their	field	and	had	between	ten	and	thirty	years	of	experi-

ence.	Yet,	many	of	them	had	limited	experience	with	EV	Meter	and	due	to	the	nature	of	EV	Meter,	

it	was	generally	difficult	to	find	respondents	with	vast	amounts	of	knowledge	about	it.	The	thesis	
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would	have	benefitted	from	a	better	pre-analysis	of	the	case	organization	and	the	respondents,	

which	might	have	revealed	this	shortcoming.	

Although	unobservable,	there	may	be	a	number	of	different	bias	issues	in	this	study	in	three	dif-

ferent	forms:	interview	bias,	interviewee	bias	and	participation	bias.	The	first	is	related	to	com-

ments,	tone	of	voice	and	other	non-verbal	behavior	that	might	have	affected	the	responses	of	the	

participant.	The	second	is	about	how	the	respondent	may	have	perceptions	about	the	interviewer,	

perceived	interviewer	bias	or	sensitive	information	that	they	are	not	allowed	to	reveal.	This	may	

be	due	to	the	information	they	have	received	in	advance	from	EV	or	from	the	interviewer.	Lastly,	

the	participation	bias	relates	to	how	respondents	might	reduce	the	length	of	the	answers	to	finish	

the	interview	quicker,	and	thereby	leave	out	potentially	important	details	and	stories.	In	other	

cases,	the	interviewee	may	decline	to	participate	in	the	interview	due	to	a	busy	schedule,	which	

was	the	case	for	two	respondents	that	was	invited	to	participate.	

Another	limitation	is	the	choice	of	research	design	and	research	strategy,	which	took	the	form	of	a	

qualitative	research	design.	The	former	was	chosen	to	be	a	mono-method	qualitative	study,	but	a	

multi-method	qualitative	study	could	have	gathered	data	from	observations,	though	it’s	difficult	to	

predict	the	outcome.	Further,	a	quantitative	research	design	using	statistical	and	graphical	tech-

niques	would	have	produced	other	results	that	were	more	fact	based	in	the	context	of	positivism.	

Case	study	was	chosen	as	the	research	strategy,	that	can	be	linked	to	either	a	quantitative	or	qual-

itative	research	design,	and	is	thus	very	flexible.	However,	due	to	the	limited	diffusion	of	EV	Me-

ter,	using	a	survey	would	probably	not	achieve	sufficient	statistical	significance	to	be	valid.	Thus,	

this	paragraph	emphasizes	how	the	choice	of	research	design	and	research	strategy	limits	the	

study	in	certain	areas.	

Lastly,	the	nature	of	the	study	limits	the	generalizability	of	the	findings.	Not	all	inductive	studies	

are	meant	to	be	replicated,	especially	because	they	often	are	cross-sectional	and	it	would	be	diffi-

cult,	if	not	impossible,	to	reproduce	the	findings	at	a	different	point	in	time.	Another	aspect	is	also	

that	this	inductive	study	has	explored	the	participants’	lived	experiences	and	not	the	scientific	

facts	through	positivism,	which	means	that	similar	studies	of	different	organizations	are	less	likely	

to	reveal	similar	results.		 	
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6.	Conclusion	
In	a	free	market	economy	there	are	often	rapid	changes	due	to	the	fierce	competition	between	

companies.	By	using	a	range	of	different	theoretical	concepts,	including	the	Internet	of	Things,	in-

novation	strategy,	diffusion	theory	and	crossing	the	chasm,	and	lean	start-up	and	business	model	

canvas,	this	study	has	shed	light	on	the	case	of	EV	and	their	EV	Meter.	It	showed	that	the	EV	Me-

ter	fits	quite	well	into	the	IoT	concept	and	the	theories	behind	it,	and	it	was	possible	to	assess	the	

EV	Meter	on	the	IoT	maturity	scale.	The	analysis	revealed	that	EV	still	has	a	relative	long	way	to	go	

to	achieve	the	highest	grade	of	IoT	maturity,	but	since	their	device	primarily	monitors	data	they	

are	dependent	on	the	indoor	climate	industry	to	manufacture	units	that	allows	for	remote	control	

such	as	ventilation	and	radiators.	Further,	the	innovation	strategy	concept	proved	a	quite	different	

pattern	than	IoT,	because	none	of	the	interviewed	organizations	had	a	formal	innovation	strategy.	

Nevertheless,	the	case	organization,	EV,	had	done	similar	considerations	informally	such	as	how	

EV	Meter	is	going	to	create	value	for	their	potential	customers,	how	EV	is	going	to	capture	a	share	

of	the	value	that	EV	Meter	generates	and	how	EV	is	going	to	allocate	resources	to	both	areas.		

The	concept	of	diffusion	theory	and	crossing	the	chasm	described	how	a	new	innovation	spreads	

throughout	the	free	market	and	how	the	product	moves	through	the	technology	adoption	life	cy-

cle.	This	gave	a	better	understanding	of	EV	Meter,	and	it	was	assessed	to	be	in	the	second	seg-

ment	of	the	technology	adoption	life	cycle	as	the	current	customers	are	visionaries	that	accepts	

the	bugs	that	often	are	expected	from	disruptive	new	products.	However,	it’s	a	discontinuous	in-

novation	and	might	therefore	have	a	slower	adoption	rate	than	continuous	innovations	that	

doesn’t	require	a	change	of	user	behavior.	EV	did	not	use	the	business	model	canvas	formally,	but	

they	did	make	similar	considerations	when	they	started	their	business.	The	analysis	revealed	that	

EV	probably	didn’t	develop	a	MVP	in	the	traditional	sense,	but	they	have	made	improvements	

through	iterations	along	the	way,	which	is	aligned	with	the	theory	of	lean	start-up.	

Returning	to	the	RQ,	it	is	difficult	to	answer	since	the	research	did	not	reveal	any	issues	of	friction	

with	current	structures	and	stakeholders.	However,	the	analysis	did	reveal	that	the	company	intro-

duced	a	new	and	disruptive	technology	that	has	the	potential	to	restructure	existing	industries.	

Further,	it	also	showed	that	it’s	crucial	to	keep	up	to	date	with	technology	such	as	IoT	to	exploit	all	

the	available	benefits	in	the	market	and	stay	ahead	of	the	competition.	It	would	be	interesting	to	
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conduct	a	similar	study	in	a	few	years’	time	to	observe	if	any	issues	of	friction	have	occurred.	How-

ever,	relating	this	to	the	dynamo	analogy	presented	in	section	2.3.3,	the	full	potential	of	IoT	for	

the	mass	of	information-users	will	not	be	released	until	special	difficulties	has	been	overcome	

such	as	standardization	of	common	IoT	platforms	etc.	

By	formulating	an	innovation	strategy,	companies	are	not	guaranteed	to	succeed	in	innovation,	

but	they	have	a	much	greater	chance	of	success	than	if	they	do	not	have	one.	This	innovation	

strategy	should	include	points	such	as	how	the	innovation	is	going	to	create	value	for	potential	

customers,	how	the	company	is	going	to	capture	a	share	of	the	value	its	innovation	generates	and	

how	it	will	allocate	resources	to	both	areas.	In	the	same	process,	the	company	would	benefit	from	

locating	themselves	on	the	innovation	landscape	map	and	make	a	conscious	decision	about	which	

type	of	innovation	they	want	to	pursue	(Pisano,	2015).	Additionally,	when	introducing	a	new	idea,	

especially	discontinuous	innovations,	it’s	crucial	to	constantly	evaluate	the	progress	on	the	tech-

nology	adoption	life	cycle	and	adapt	the	marketing	efforts	to	ensure	continual	progress	into	the	

next	segment	(Moore,	2014).	In	the	start-up	phase,	companies	can	benefit	greatly	from	using	the	

lean	start-up	approach	and	the	business	model	canvas	to	enable	a	rapid	start,	iterative	learning	

and	improvement	of	the	product	(Blank,	2013).	This	latter	part	of	the	answer	to	the	RQ	was	not	

possible	to	verify	empirically.		

To	answer	my	sub-questions,	I	have	found	that,	

• EV	perceives	the	current	structures	as	a	conservative	industry,	where	none	of	the	stake-

holders	are	open	to	fresh	solutions	and	new,	improved	methods	of	accomplishing	their	

usual	tasks.	They	characterize	this	problem	as	silo	thinking.	

• The	current	approach	that	EV	takes	to	overcome	the	issues	of	friction	with	current	struc-

tures	and	stakeholders	has	been	to	establish	a	network	of	dealers,	which	often	provides	

consulting	or	counselling	for	the	customers.	By	approaching	these,	EV	ensures	that	an	im-

portant	stakeholder	with	a	valuable	input	will	recommend	the	EV	Meter	to	their	custom-

ers,	as	it’s	currently	the	best	available	solution	in	the	market.		

• The	dealers	of	EV	address	their	most	important	stakeholders,	the	customers,	as	they	have	

always	done	in	all	other	cases.	The	external	stakeholders	varied	among	the	dealers	from	

partners	to	authorities,	but	none	of	the	dealers	took	any	specific	actions	to	address	them.	
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Further,	they	did	not	experience	any	issues	of	friction	and	thus	it	was	unnecessary	to	han-

dle	them.	

• The	current	market	for	indoor	climate	in	Scandinavia	consist	primarily	of	EV	Meter,	since	

all	of	the	participants	pointed	out	that	there	are	no	direct	competitors.	However,	other	

companies	have	made	similar	products	targeted	towards	consumers	instead	of	large	or-

ganizations	or	professionals.	These	comes	at	a	lower	price	with	a	more	exquisite	design,	

but	also	at	a	lower	quality.	

Based	on	the	conclusion	above,	this	study	find	that	EV	is	on	the	right	track	towards	an	expansion	

of	EV	Meter	in	the	Danish	market	and	the	Swedish	market,	even	though	they	may	face	a	few	chal-

lenges	along	the	way.		

Further	research	should	be	directed	towards	similar	overall	focus,	namely	how	companies	that	in-

troduce	new,	disruptive	technologies	that	restructure	existing	industries	address	issues	of	friction	

with	current	structures	and	stakeholders.	It	could	take	the	form	of	a	cross-case	analysis	to	gather	a	

more	diverse	view	of	how	different	companies	attempt	to	overcome	the	challenge.	Also,	further	

studies	would	be	advised	to	conduct	a	comprehensive	pre-analysis	of	the	organization,	their	cur-

rent	progress	and	the	market	they	operate	in,	to	achieve	the	highest	probability	of	success.	 	
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Appendix	

1.	Interview	guides	

1.1	Preliminary	unstructured	interview	guide	

• Objectives	

o Introduction	of	thesis	and	background	information	

o Current	challenges	of	EV	

o The	strategy	of	EV	

o Their	dealers	

o Emphasize	it’s	a	thesis,	not	a	consultancy	report	

o Agree	with	EV	on	number	of	interviews	with	dealers	

1.2	Original	semi-structured	interview	guide	(English)	

Before	I	start	asking	questions:	

Cover	the	following	points	before	the	start	of	the	interview:	

- Thank	the	participant	for	agreeing	to	participate	in	the	interview.	

- Explain	the	purpose	with	the	thesis	and	the	progress.	Hand	out	information	sheet	to	build	

rapport.	

- Repeat	the	right	to	confidentiality	and	anonymity	by	mentioning,	that	all	quotes	will	be	

anonymous	and	generic,	and	therefore	not	traceable.	

- Emphasize	the	participants	right	not	to	answer	a	question	and	that	the	interview	will	be	

stopped,	if	the	participant	wants	it.	

- Inform	the	participant	about	what	the	result	of	the	thesis	is	used	for	and	what	happens	to	

the	collected	data	after	the	project.	

o I	do	not	pass	on	information	to	EV.	They	will	only	receive	a	summary	in	the	same	

way	I	have	offered	you	one.	

- Offer	a	possible	summary	of	the	results	of	the	thesis	to	the	participant	and	inform	about	

when	this	will	approximately	happen	(probably	in	June).	

- Repeat	the	request	for	recording	the	interview	with	the	phone.	

- Summarize	the	themes	that	the	interview	will	go	through,	before	starting	to	ask	questions.	

o General	information,	stakeholders,	market	experiences,	marketing,	the	future.	
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Questions:	
- General	information	

o Q1:	What	is	your	company’s	purpose	and	general	activities?	(Alternatively:	What	

are	you	trying	to	achieve	in	general?	How	do	you	see	yourself	in	the	market?)	

§ Probe:	In	what	ways?	

o Q2:	What	is	your	function	in	the	company?	(Alternatively:	What	tasks	are	you	carry-

ing	out	on	a	daily,	weekly,	monthly	basis?)	

§ Probe:	How	does	it	relate	to	EV	Meter?	

o Q3:	How	does	EV	Meter	fit	into	that?	(Alternatively:	Does	EV	Meter	support	your	

business	plan,	or	is	it	a	new	area	that	you	are	piloting?)	

§ Probe:	In	what	ways?	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	where	EV	Meter	is	

aligned	with	your	general	business	plan?	

- Stakeholders	

o Q4:	Who	are	the	most	important	stakeholders	in	your	general	business?	(Alterna-

tively:	Who	are	the	most	vital	persons	or	stakeholders	in	supporting	your	general	

business?)	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	why	person	A	is	an	im-

portant	stakeholder?	

o Q5:	Who	are	the	most	important	internal	stakeholders	in	selling	EV	Meter?	(Alter-

natively:	Who	are	the	most	vital	internal	persons	or	stakeholders	to	ensure	sales	of	

EV	Meter?)	

§ Probe:	How	do	you	determine	the	important	stakeholders?	

§ How	do	you	address	these	stakeholders?	(Alternatively:	What	is	your	ap-

proach	to	these	people	or	stakeholders	to	encourage	sales	of	EV	Meter?)	

• Probe:	How	are	these	stakeholders	supported	in	your	organization?		

§ 2nd	Probe:	Are	there	more	ways	this	person	could	be	supported	by	your	or-

ganization?	
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o Q6:	Who	are	the	most	important	external	stakeholders	in	the	market	in	selling	EV	

Meter?	(Alternatively:	Who	are	the	most	vital	external	persons	or	stakeholders	to	

ensure	sales	of	EV	Meter?)	

§ Probe:	How	do	you	determine	the	relevant	stakeholders?	

§ How	do	you	address	these	stakeholders?	(Alternatively:	What	is	your	ap-

proach	to	these	people	/	stakeholders	to	increase	sales	of	EV	Meter?)	

• Probe:	How	are	the	needs	of	these	stakeholders	addressed?		

- Market	experiences	

o Q7:	How	does	EV	Meter	create	value	for	your	customers?	(Alternatively:	What	is	

the	value	proposition	for	your	customers	when	buying	EV	Meter?)	

§ Probe:	In	what	ways?	Can	you	give	me	an	example?	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	a	satisfied	customer	and	

why	he/she	was	satisfied?	

o Q8:	What	are	your	experiences	thus	far	with	selling	EV	Meter?	(Alternatively:	How	

has	the	market	responded	to	your	introduction	of	EV	Meter?)	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	a	concrete	experience	

with	sales	of	EV	Meter?	

o Q9:	What	are	your	experiences	with	the	current	structures	in	the	market,	when	in-

troducing	EV	Meter?	(Alternatively:	What	are	your	experiences,	when	introducing	

EV	Meter	for	customers	to	replace	traditional	methods	for	the	same	purpose	e.g.	

measurement	of	energy	label,	distribution	of	heating	accounts,	operation	and	ser-

vicing	of	buildings,	commissioning/contracts	etc.?)	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	a	positive	experience?	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	a	negative	experience?	

- Marketing	

o Q10:	How	is	your	marketing	strategy	for	selling	EV	Meter?	(Alternatively:	Is	there	a	

plan	for	selling	EV	Meter?	What	is	it?)	

§ Probe:	How	well	do	you	think	it	works?	

§ Probe:	If	there	is	no	plan,	how	would	you	imagine	it	would	look?	
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o Q11:	Is	there	any	way	you	can	think	of	that	would	improve	the	sales	of	EV	Meter?	If	

yes,	how?	(Alternatively:	Are	there	any	aspects	that	can	improve	sales	of	EV	Meter	

that	you	haven’t	executed	yet?)	

§ Probe:	In	what	ways?	Can	you	give	me	an	example?	

- The	future	

o Q12:	How	do	you	think	that	the	market	reacts	to	EV	Meter?	(Alternatively:	How	has	

the	market	received	EV	Meter?)		

§ Probe:	What	do	you	think	about	silo	thinking	in	relation	to	EV	Meter?	(Alter-

natively:	When	thinking	about	the	EV	Meter,	how	does	silo	thinking	fit	in,	if	

at	all?)	

o Q13:	How	does	EV	Meter	fit	into	your	long-term	vision?	(Alternatively:	Do	you	see	

EV	Meter	as	part	of	your	business	in	the	long	run?	If	yes,	how?)	

§ Probe:	If	it	doesn’t,	why?	

§ Probe:	If	it	does,	why?	

o Q14:	How	do	you	think	the	future	looks	for	EV	Meter	in	the	market?	(Alternatively:	

based	on	your	experiences	so	far,	how	do	you	imagine	the	outlook	for	EV	Meter	in	

the	market?)	

That	was	all.	Thank	you	so	much	for	your	time.	

1.3	Translated	semi-structured	interview	guide	(Danish)	

Før	jeg	starter	med	at	stille	spørgsmål:	

Afdæk	følgende	punkter	inden	interviewet	reelt	starter:	

- Tak	deltageren	for	at	medvirke	i	interviewet	

- Forklar	formålet	med	kandidatafhandlingen	og	status	på	forløbet.	Uddel	informationsark	

for	at	bygge	rapport.		

- Gentag	retten	til	fortrolighed	og	anonymitet	ved	at	nævne,	at	alle	citater	vil	være	helt	ano-

nyme	og	generiske,	hvorfor	de	ikke	kan	spores	til	enkeltpersoner.		

- Understreg	deltagerens	ret	til	ikke	at	svare	på	et	spørgsmål	og	at	interviewet	vil	blive	stop-

pet,	hvis	deltageren	ønsker	det.	

- Oplys	deltageren	om	hvad	resultatet	af	opgaven	skal	bruges	til	og	hvad	der	sker	med	den	

indsamlede	data	efter	projektet.	
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o Jeg	videregiver	ikke	data	til	EV	Meter.	De	vil	kun	få	en	opsummering	på	samme	

måde	som	den,	jeg	tilbyder	jer.	

- Tilbyd	evt.	at	lave	en	opsummering	af	resultaterne	af	opgaven	til	deltageren	samt	omtrent	

hvornår	dette	vil	ske	(i	løbet	af	juni	måned).		

- Gentag	forespørgsel	om	at	optage	interviewet	med	telefon.	

- Opsummer	temaerne	der	skal	gennemgås	inden	start	på	spørgsmål.	

o Generel	information,	interessenter,	markedsmæssige	erfaringer,	markedsføring,	

fremtiden	

Spørgsmål:	
- Generel	information	

o Q1:	Hvad	er	firmaets	formål	og	generelle	aktiviteter?	(Alternativt:	Hvilke	mål	prøver	

I	at	opnå	helt	generelt?	Hvordan	anser	I	jer	selv	i	markedet?)	

§ Opfølgning:	På	hvilke	måder?	

o Q2:	Hvad	er	din	funktion	i	firmaet?	(Alternativt:	Hvilke	opgaver	udfører	du	dagligt,	

ugentligt,	månedligt?)	

§ Opfølgning:	Hvordan	relaterer	dette	til	EV	Meter?	

o Q3:	Hvordan	passer	EV	Meter	ind	i	det?	(Alternativt:	Understøtter	EV	Meter	jeres	

forretningsplan,	eller	er	det	et	nyt	område,	som	I	prøver	af?)	

§ Opfølgning:	På	hvilke	måder?	

§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på	hvor/hvordan	EV	

Meter	passer	med	jeres	generelle	forretningsplan?	

- Interessenter	

o Q4:	Hvem	er	de	vigtigste	interessenter	i	jeres	generelle	aktiviteter?	(Alternativt:	

Hvem	er	de	mest	vitale	personer	eller	interessenter,	som	understøtter	jeres	gene-

relle	aktiviteter?)	

§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på,	hvorfor	person	A	

er	en	vigtig	interessent?	

o Q5:	Hvem	er	de	vigtigste	interne	interessenter	i	salget	af	EV	Meter?	(Alternativt:	

Hvem	er	de	mest	vitale	personer	eller	interessenter	for	at	salget	af	EV	Meter	funge-

rer?)	



Page	90	of	100	

	

§ Opfølgning:	Hvordan	udvælger	I	disse	interessenter?	

§ Hvordan	håndterer	I	disse	interessenter?	(Alternativt:	Hvad	er	jeres	tilgang	

til	disse	personer	eller	interessenter	for	at	øge	salget	af	EV	Meter?)	

• Opfølgning:	Hvordan	er	disse	interessenter	understøttet	af	jeres	or-

ganisation?	

o Q6:	Hvem	er	de	vigtigste	eksterne	interessenter	i	salget	af	EV	Meter?	(Alternativt:	

Hvem	er	de	mest	vitale	personer	eller	interessenter	for	at	salget	af	EV	Meter	funge-

rer?)	

§ Opfølgning:	Hvordan	udvælger	I	disse	interessenter?	

§ Hvordan	håndterer	I	disse	interessenter?	(Alternativt:	Hvad	er	jeres	tilgang	

til	disse	personer	eller	interessenter	for	at	øge	salget	af	EV	Meter?)	

• Opfølgning:	Hvordan	imødekommer	I	disse	interessenters	behov?	

§ 2.	Opfølgning:	Er	der	andre	måder	hvorpå,	at	denne	person	kan	understøt-

tes	af	jeres	organisation?	

- Markedsmæssige	erfaringer	

o Q7:	Hvordan	skaber	EV	Meter	værdi	for	jeres	kunder?	(Alternativt:	Hvad	er	værdi-

forslaget	for	jeres	kunder,	når	de	køber	EV	Meter?)	

§ Opfølgning:	På	hvilke	måder?	Kan	du	give	mig	et	eksempel?	

§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på	en	tilfreds	kunde	

og	hvorfor	han/hende	var	tilfreds?	

o Q8:	Hvad	er	jeres	erfaringer	indtil	videre	med	salget	af	EV	Meter?	(Alternativt:	

Hvordan	har	markedet	reageret	på	jeres	introduktion	af	EV	Meter?)	

§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på	en	konkret	ople-

velse	med	salg	af	EV	Meter?	

o Q9:	Hvad	er	jeres	erfaringer	med	de	nuværende	strukturer	i	markedet,	når	I	intro-

ducerer	EV	Meter?	(Alternativt:	Hvad	er	jeres	erfaring,	når	I	introducerer	EV	Meter	

for	kunderne	til	at	erstatte	de	traditionelle	metoder	til	det	samme	formål	f.eks.	må-

ling	af	energimærke,	fordeling	af	varmeregnskaber,	drift	og	servicering	af	bygnin-

ger,	commissioning/aftaler	etc.?)	
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§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på	en	positiv	ople-

velse?	

§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på	en	negativ	ople-

velse?	

- Markedsføring	

o Q10:	Hvad	er	jeres	markedsførings	strategi	for	salg	af	EV	Meter?	(Alternativt:	Er	der	

en	plan	for	salg	af	EV	Meter?	Hvad	er	den?)	

§ Opfølgning:	Hvor	godt	tror	du	den	virker?	

§ Opfølgning:	Hvis	der	ikke	er	en	plan,	hvordan	forestiller	du	dig	en	plan	

kunne	se	ud?	

o Q11:	Kan	du	komme	i	tanke	om	nogen	måde,	hvorpå	salget	af	EV	Meter	kunne	for-

bedres?	(Alternativt:	Er	der	nogle	aspekter,	der	kan	forbedre	salget	af	EV	Meter,	

som	I	ikke	har	udført	endnu?)	

§ Opfølgning:	På	hvilke	måder?	Kan	du	give	et	eksempel?	

- Fremtiden	

o Q12:	Hvordan	synes	du	at	markedet	reagerer	på	EV	Meter?	(Alternativt:	Hvordan	

har	markedet	taget	imod	EV	Meter?)	

§ Opfølgning:	Hvad	tænker	du	om	silo	tænkning	i	relation	til	EV	Meter?	(Alter-

nativt:	Når	du	tænker	på	EV	Meter,	hvordan	passer	silo	tænkning	ind,	hvis	

det	overhovedet	passer	ind?)	

§ Opfølgning:	Synes	du	at	silo	tænkning	beskriver	markedets	reaktion	på	EV	

Meter?	Hvis	ja,	hvordan?	Hvis	nej,	hvorfor?	

o Q13:	Hvordan	passer	EV	Meter	ind	i	jeres	langsigtede	vision?	(Alternativt:	Kan	du	se	

EV	Meter	som	en	del	af	jeres	forretning	på	den	lange	bane?	Hvis	ja,	hvordan?)	

§ Opfølgning:	Hvorfor	passer	EV	Meter	ikke	ind?	

§ Opfølgning:	Hvorfor	passer	EV	Meter	ind?	

o Q14:	Hvordan	synes	du	fremtidsudsigterne	ser	ud	for	EV	Meter	i	markedet?	(Alter-

nativt:	Baseret	på	jeres	erfaringer	indtil	videre,	hvordan	forestiller	du	dig	fremtids-

udsigterne	for	EV	Meter	i	markedet?)	
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Det	var	det	hele.	Tusind	tak	for	din	tid.	

1.4	Translated	semi-structured	interview	guide	for	industrial	researcher,	Ben	(English)	

Before	I	start	asking	questions:	

Cover	the	following	points	before	the	start	of	the	interview:	

- Thank	the	participant	for	agreeing	to	participate	in	the	interview.	

- Explain	the	purpose	with	the	thesis	and	the	progress.	Hand	out	information	sheet	to	build	

rapport.	

- Repeat	the	right	to	confidentiality	and	anonymity	by	mentioning,	that	all	quotes	will	be	

anonymous	and	generic,	and	therefore	not	traceable.	

- Emphasize	the	participants	right	not	to	answer	a	question	and	that	the	interview	will	be	

stopped,	if	the	participant	wants	it.	

- Inform	the	participant	about	what	the	result	of	the	thesis	is	used	for	and	what	happens	to	

the	collected	data	after	the	project.	

o I	do	not	pass	on	information	to	EV.	They	will	only	receive	a	summary	in	the	same	

way	I	have	offered	you	one.	

- Offer	a	possible	summary	of	the	results	of	the	thesis	to	the	participant	and	inform	about	

when	this	will	approximately	happen	(probably	in	June).	

- Repeat	the	request	for	recording	the	interview	with	the	phone.	

- Summarize	the	themes	that	the	interview	will	go	through,	before	starting	to	ask	questions.	

o General	information,	stakeholders,	market	experiences,	marketing,	the	future.	

Questions:	
- General	information	

o Q1:	What	is	your	background	and	what	do	you	do	today?	

§ Probe:	In	what	ways?	

o Q3:	How	does	EV	Meter	fit	into	that?	

§ Probe:	In	what	ways?	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	where	EV	Meter	is	

aligned	with	your	tasks?	

- Stakeholders	
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o Q4:	Who	are	the	most	important	stakeholders	in	your	daily	work?	(Alternatively:	

Who	are	the	most	vital	persons	or	stakeholders	in	supporting	your	general	activi-

ties?)	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	why	person	A	is	an	im-

portant	stakeholder?	

o Q5:	Who	are	the	most	important	stakeholders	in	the	dissemination	of	EV	Meter?	

§ Probe:	How	do	you	determine	these	stakeholders?	

§ How	do	you	currently	address	these	stakeholders?	

• Probe:	How	are	these	stakeholders	supported	in	your	organization?		

§ Can	one	take	other	actions	to	stimulate/support	these	stakeholders?	

- Market	experiences	

o Q7:	How	do	you	think	that	EV	Meter	and	similar	products	create	value	and	for	

who?	

§ Probe:	In	what	ways?	Can	you	give	me	an	example?	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	a	satisfied	customer	and	

why	he/she	was	satisfied?	

o Q8:	How	do	you	think	the	market	has	responded	to	the	introduction	of	EV	Meter?	

o Q9:	Do	you	see	any	challenges	in	the	market	for	EV	Meter	or	similar	products?	

Why?	Which	ones?	(e.g.	measurement	of	energy	label,	distribution	of	heating	ac-

counts,	operation	and	servicing	of	buildings,	commissioning/contracts	etc.?)	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	a	positive	experience?	

§ Probe:	Can	you	give	me	an	example	(if	possible)	of	a	negative	experience?	

- Marketing	

o Q10:	How	do	you	think	that	one	best	disseminates	the	EV	Meter	and	similar	prod-

ucts?	

§ Probe:	How	well	do	you	think	the	current	plan	works?	

§ Probe:	If	there	is	no	plan,	how	would	you	imagine	it	would	look?	

o Q11:	Is	there	any	way	you	can	think	of	that	would	improve	the	sales	of	EV	Meter?	If	

yes,	how?	(Alternatively:	Are	there	any	aspects	that	can	improve	sales	of	EV	Meter	

that	hasn’t	been	executed	yet?)	
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§ Probe:	In	what	ways?	Can	you	give	me	an	example?	

- The	future	

o Q12:	How	do	you	think	that	the	market	reacts	to	EV	Meter?	(Alternatively:	How	has	

the	market	received	EV	Meter?)		

§ Probe:	What	do	you	think	about	silo	thinking	in	relation	to	EV	Meter?	(Alter-

natively:	When	thinking	about	the	EV	Meter,	how	does	silo	thinking	fit	in,	if	

at	all?)	

§ Probe:	Do	you	think	that	silo	thinking	describes	the	market’s	reaction	to	EV	

Meter?	If	yes,	how?	If	no,	why?	

o Q13:	How	does	EV	Meter	fit	into	the	long-term	vision?	(Alternatively:	Do	you	see	EV	

Meter	as	part	of	your	activities	in	the	long	run?	If	yes,	how?)	

§ Probe:	If	it	doesn’t,	why?	

§ Probe:	If	it	does,	why?	

o Q14:	How	do	you	think	the	future	looks	for	EV	Meter	in	the	market?	(Alternatively:	

based	on	your	experiences	so	far,	how	do	you	imagine	the	outlook	for	EV	Meter	in	

the	market?)	

That	was	all.	Thank	you	so	much	for	your	time.	

1.5	Original	semi-structured	interview	guide	for	industrial	researcher,	Ben	(Danish)	

Før	jeg	starter	med	at	stille	spørgsmål:	

Afdæk	følgende	punkter	inden	interviewet	reelt	starter:	

- Tak	deltageren	for	at	medvirke	i	interviewet	

- Forklar	formålet	med	kandidatafhandlingen	og	status	på	forløbet.	Uddel	informationsark	

for	at	bygge	rapport.		

- Gentag	retten	til	fortrolighed	og	anonymitet	ved	at	nævne,	at	alle	citater	vil	være	helt	ano-

nyme	og	generiske,	hvorfor	de	ikke	kan	spores	til	enkeltpersoner.		

- Understreg	deltagerens	ret	til	ikke	at	svare	på	et	spørgsmål	og	at	interviewet	vil	blive	stop-

pet,	hvis	deltageren	ønsker	det.	

- Oplys	deltageren	om	hvad	resultatet	af	opgaven	skal	bruges	til	og	hvad	der	sker	med	den	

indsamlede	data	efter	projektet.	
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o Jeg	videregiver	ikke	data	til	EV	Meter.	De	vil	kun	få	en	opsummering	på	samme	

måde	som	den,	jeg	tilbyder	jer.	

- Tilbyd	evt.	at	lave	en	opsummering	af	resultaterne	af	opgaven	til	deltageren	samt	omtrent	

hvornår	dette	vil	ske	(i	løbet	af	juni	måned).		

- Gentag	forespørgsel	om	at	optage	interviewet	med	telefon.	

- Opsummer	temaerne	der	skal	gennemgås	inden	start	på	spørgsmål.	

o Generel	information,	interessenter,	markedsmæssige	erfaringer,	markedsføring,	

fremtiden	

Spørgsmål:	
- Generel	information	

o Q1:	Hvad	er	din	baggrund	og	hvad	beskæftiger	du	dig	med	i	dag?	

§ Opfølgning:	På	hvilke	måder?	

o Q3:	Hvordan	passer	EV	Meter	ind	i	det?	

§ Opfølgning:	På	hvilke	måder?	

§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på	hvor/hvordan	EV	

Meter	passer	med	din	beskæftigelse?	

- Interessenter	

o Q4:	Hvem	er	de	vigtigste	interessenter	i	dit	daglige	arbejde?	(Alternativt:	Hvem	er	

de	mest	vitale	personer	eller	interessenter,	som	understøtter	dit	daglige	arbejde?)	

§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på,	hvorfor	person	A	

er	en	vigtig	interessent?	

o Q5:	Hvem	er	de	vigtigste	interessenter	for	udbredelsen	af	EV	Meter?		

§ Opfølgning:	Hvordan	udvælger	du	disse	interessenter?	

§ Hvordan	håndteres	disse	interessenter	på	nuværende	tidspunkt?		

• Opfølgning:	Hvordan	er	disse	interessenter	understøttet	af	jeres	or-

ganisation?	

§ Kan	man	gøre	andet	for	at	stimulere/understøtte	disse	interessenter?	

- Markedsmæssige	erfaringer	

o Q7:	Hvordan	synes	du	EV	Meter	og	lignende	produkter	skaber	værdi	og	for	hvem?	

§ Opfølgning:	På	hvilke	måder?	Kan	du	give	mig	et	eksempel?	
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§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på	en	tilfreds	kunde	

og	hvorfor	han/hende	var	tilfreds?	

o Q8:	Hvordan	synes	du	markedet	har	reageret	på	introduktionen	af	EV	Meter?	

o Q9:	Ser	du	nogle	udfordringer	i	markedet	for	EV	Meter	eller	lignende	produkter?	

Hvorfor?	Hvilke?	(f.eks.	måling	af	energimærke,	fordeling	af	varmeregnskaber,	drift	

og	servicering	af	bygninger,	commissioning/aftaler	etc.?)	

§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på	en	positiv	ople-

velse?	

§ Opfølgning:	Kan	du	give	mig	et	eksempel	(hvis	muligt)	på	en	negativ	ople-

velse?	

- Markedsføring	

o Q10:	Hvordan	tror	du,	at	man	bedst	udbreder	kendskabet	til	EV	Meter	og	lignende	

produkter?	

§ Opfølgning:	Hvor	godt	tror	du	den	nuværende	plan	virker?	

§ Opfølgning:	Hvis	der	ikke	er	en	plan	du	kender	til,	hvordan	forestiller	du	dig	

en	plan	kunne	se	ud?	

o Q11:	Kan	du	komme	i	tanke	om	nogen	måde,	hvorpå	salget	af	EV	Meter	eller	lig-

nende	produkter	kunne	forbedres?	(Alternativt:	Er	der	nogle	aspekter,	der	kan	for-

bedre	salget	af	EV	Meter,	som	ikke	er	udført	endnu?)	

§ Opfølgning:	På	hvilke	måder?	Kan	du	give	et	eksempel?	

- Fremtiden	

o Q12:	Hvordan	synes	du	at	markedet	reagerer	på	EV	Meter?	(Alternativt:	Hvordan	

har	markedet	taget	imod	EV	Meter?)	

§ Opfølgning:	Hvad	tænker	du	om	silo	tænkning	i	relation	til	EV	Meter?	(Alter-

nativt:	Når	du	tænker	på	EV	Meter,	hvordan	passer	silo	tænkning	ind,	hvis	

det	overhovedet	passer	ind?)	

§ Opfølgning:	Synes	du	at	silo	tænkning	beskriver	markedets	reaktion	på	EV	

Meter?	Hvis	ja,	hvordan?	Hvis	nej,	hvorfor?	

o Q13:	Hvordan	passer	EV	Meter	ind	i	den	langsigtede	vision?	(Alternativt:	Kan	du	se	

EV	Meter	som	en	del	af	jeres	forretning	på	den	lange	bane?	Hvis	ja,	hvordan?)	
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§ Opfølgning:	Hvorfor	passer	EV	Meter	ikke	ind?	

§ Opfølgning:	Hvorfor	passer	EV	Meter	ind?	

o Q14:	Hvordan	synes	du	fremtidsudsigterne	ser	ud	for	EV	Meter	i	markedet?	(Alter-

nativt:	Baseret	på	dine	erfaringer	indtil	videre,	hvordan	forestiller	du	dig	fremtids-

udsigterne	for	EV	Meter	i	markedet?)	

Det	var	det	hele.	Tusind	tak	for	din	tid.	

2.	Information	sheet	

2.1	Translated	information	sheet	(English)	

Information	sheet	about	collection	of	data	for	master’s	thesis	

Background	information	

- The	project	is	a	master’s	thesis,	where	the	purpose	is	to	cover	issues	within	the	intersec-

tion	between	business	administration	and	IT.	

- The	project	is	written	alone,	and	does	not	receive	any	form	of	economic	support.	

- EV	has	chosen	to	participate,	and	therefore	it’s	relevant	also	to	interview	some	of	their	

dealers	to	collect	data	from	more	than	one	perspective.	

- The	project	is	approximately	half	finished,	which	means	that	the	root	theoretical	section	is	

complete	and	the	focus	for	the	project.	The	next	stage	is	data	collection	and	the	analysis.	

Data	collection	

- Data	is	collected	from	a	qualitative	point	of	view,	including	interviews.	

- It’s	estimated,	that	each	interview	will	last	for	approximately	1	hour	including	introduction	

and	ending.	The	total	number	of	interviews	is	estimated	to	be	4-6.	

- Interview	are	conducted	from	the	end	of	March	till	mid-April,	2016.		

Conditions	for	participation	

- Participation	is	voluntarily.	

- Participants	can	omit	to	answer	questions,	which	they	do	not	want	to	answer	either	due	to	

personal	or	professional	reasons.	

- The	participants	have	to	give	consent	for	the	recording	of	audio.	

- The	participants	can	stop	the	interview	at	any	time.	

- All	data	are	anonymized	and	stored	confidential.		 	
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Use	of	collected	data	

- It	will	only	be	the	author,	that	has	access	to	the	collected	data.	

- The	results	of	the	project	will	be	read	by	the	author’s	supervisor,	and	censor	at	the	exam	as	

well	as	fellow	students	to	give	feedback.	

- Furthermore,	there	may	possibly	be	prepared	a	summary	of	the	project.	

- All	quotes	used	in	the	assignment	will	be	anonymized	and	possibly	modified,	if	parts	of	

them	are	traceable.	

- Collected	data	will	be	store	on	encrypted	media	and	protected	by	passwords	that	complies	

with	international	standards.	

o Collected	data	may	be	destroyed	by	appointment.		

	

If	you	have	any	questions	to	something	above,	you	are	more	than	welcome	to	contact	me	by	e-

mail,	phone	or	LinkedIn.	

	

Contact	information	

Xx X Xxx	
MSc Candidate, Class of 2016	
Copenhagen Business School 

Phone: +45 xxxx xxxx	
xxxxxxxx@student.cbs.dk |  

linkedin.com/in/xxxxxxxxxx	
	

2.2	Original	information	sheet	(Danish)	

Informationsark	om	indsamling	af	data	til	kandidatafhandling	

Baggrundsinformation	

- Opgaven	er	en	kandidatafhandling,	hvor	formålet	er	at	afdække	problemstillinger	inden	for	

krydsfeltet	mellem	erhvervsøkonomi	og	it.	

- Opgaven	skrives	alene,	og	modtager	ikke	nogen	form	for	økonomisk	støtte.	
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- EV	Meter	har	valgt	at	deltage,	hvorfor	det	er	relevant	også	at	interviewe	nogle	af	deres	for-

handlere	for	at	indsamle	data	fra	mere	end	et	perspektiv.	

- Projektet	er	omtrent	halvvejs	færdigt,	hvor	den	bagvedliggende	teori	sektion	er	på	plads	

samt	fokus	for	projektet.	Næste	punkt	er	dataindsamling	samt	analysen.	

Dataindsamling	

- Data	bliver	indsamlet	ud	fra	et	kvalitativt	synspunkt,	herunder	interviews.	

- Det	anslås,	at	hvert	interview	vil	vare	ca.	1	time	inkl.	introduktion	og	afslutning.	Det	sam-

lede	antal	af	interviews	anslås	til	at	være	4-6.	

- Interviews	foretages	i	slutningen	af	marts	samt	starten	af	april	2016.	

Vilkår	for	deltagelse	

- Deltagelse	er	frivilligt.	

- Deltagerne	kan	undlade	at	svare	på	spørgsmål,	som	de	af	personlige	eller	professionelle	

årsager	ikke	vil	svare	på.	

- Deltagerne	skal	give	samtykke	(mundtligt/skriftligt)	til	optagelse	af	lyd.	

- Deltagerne	kan	til	enhver	tid	trække	sig	fra	interviewet.	

- Al	data	anonymiseres	og	opbevares	fortroligt.		

Brug	af	indsamlet	data	

- Det	vil	udelukkende	være	forfatteren,	der	har	adgang	til	den	indsamlede	data.	

- Resultaterne	af	opgaven	vil	blive	læst	af	forfatterens	vejleder,	og	censor	til	eksamen	samt	

medstuderende	til	at	give	feedback.	

- Ydermere	kan	der	evt.	udarbejdes	en	opsummering	af	opgaven.	

- Alle	citater	der	anvendes	i	opgaven,	vil	blive	anonymiseret	og	evt.	modificeret,	hvis	dele	af	

dem	kan	spores	direkte	til	virksomheder	eller	enkeltpersoner.	

- Indsamlet	data	vil	blive	opbevaret	på	krypterede	medier	og	beskyttet	af	passwords,	der	

overholder	internationale	standarder	for	dette.	

o Indsamlet	data	kan	dog	tilintetgøres	efter	aftale.	

	

Har	du	nogle	spørgsmål	til	ovenstående,	er	du	velkommen	til	at	kontakte	mig	på	e-mail,	telefon,	

eller	LinkedIn.	
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Kontakt	information	

Xx X Xxx	
MSc Candidate, Class of 2016	
Copenhagen Business School 

Telefon: +45 xxxx xxxx 

xxxxxxxx@student.cbs.dk |  

linkedin.com/in/xxxxxxxxxx	
	


