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Abstract  

There is an increasing pressure on service firms to innovate and compete on new offerings. As 

our lives become more digitized through the ubiquitous connectivity by the usage of digital 

devices, companies are now able to collect vast amount of various data in real-time, and thus, 

know radically more about their customers. Companies could leverage on this growing body of 

data and developing relevant services based on customer demands accordingly. One industry 

compelled to benefit by utilizing customer information is the telecom industry due to fierce 

competition and a need of innovation in a saturated market. Hence, the purpose of this study is 

to investigate how telecom companies use customer information in their development process 

of new services by answering the research question: How do telecom companies use customer 

information within their New Service Development process? To illuminate this, a qualitative 

research was conducted on three Swedish telecom companies. The findings indicate that 

telecom companies possess a beneficial position since they are able to collect a vast amount of 

data about their customers due to the digital nature of their services. However, they struggle to 

efficiently integrate the data and seamlessly disseminate the obtained knowledge internally. 

Hence, leveraging customer information in new service development has not reached its full 

potential and how well it is incorporated is determined by the skills of key employees and their 

collaboration rather than deployed internal processes. 
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1. Introduction 
The following chapter introduces the topic of the thesis by providing necessary background information 

about the research area and discussing a connected problem statement. Subsequently, presenting the 

purpose of the study which culminates in the study’s research question. Finally, the theoretical and 

empirical contributions will be presented.   

 

1.1 Background Information 

Industries and markets are constantly evolving, and the accompanying transformations often 

results in new conditions for contemporary organizations to relate to (Dobbs et al., 2014). 

Therefore, in the firm’s pursuit of achieving sustainable competitive advantages, it is important 

to be agile and able to react quickly to the changes occurring in the market (Brown & 

Eisenhardt, 1997). Extensive research (e.g., Day, 1992; Kohli & Jaworski, 1990; Narver & 

Slater, 1990; Slater, 2001) has proclaimed that market-oriented firms are more competitive and 

display a greater market performance. Unlike other marketing strategies concentrating on 

establishing selling points for existing products or services, market-orientation works in 

reverse, attempting to tailor the products or services based on customer demands (Slater, 2001). 

Hence, understanding the customers is an important driver to achieve sustainable competitive 

advantages (Edvardsson, 2006). 

 

A dramatic development in the business environment which has changed the competitive 

landscape for most businesses during the past decades is the emergence of services. Modern 

Western economies have shifted from product-driven markets to information-based, service-

driven markets. (Johnson et al., 2000) To illustrate this development, services often account for 

more than 70 percent of the GDP in today’s advanced economies (Biemans et al., 2016). 

Consequently, both academia and practitioners have directed their attention towards the process 

concerning how firms develop new services and stressed the need for a more thorough 

understanding of New Service Development (NSD) (Johnson et al., 2000). NSD is defined as 

the process of devising a new or improved service, consisting of several phases, i.e., from idea 

or concept generation to market launch (Biemans et al., 2016). Concurrent to the increased 

dominance of services, the deregulation and globalization of services, in addition to 

technological advancements afforded by information and communication technology (ICT), 

has led to an increased pressure on service firms to compete on new offerings (Menor et al., 

2002). Several studies have made the argument that involving customers in the development 

process of new services is a major contributing factor to the success of the new services (e.g., 

Alam, 2002; Carbonell & Rodriguez-Escudero, 2014; Desouza et al., 2008). 
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Recent technological advancements will provide further opportunities for companies in their 

NSD process (Desouza et al., 2008; Macdonald et al., 20012), since emerging technologies 

offer better acquisition, delivery mechanisms and more accurate data analysis (EY, 2014). As 

our lives become more digitized through the ubiquitous connectivity enabled through mobile 

devices, data can be generated from an increased number of sources (George et al., 2014). 

Today, companies can incessantly collect both traditional, structured, transactional data as well 

as more contemporary, unstructured data about the customers’ behaviors in real-time (Erevelles 

et al., 2016; Macdonald et al., 2012). Due to the vast amount of data available today and refined 

technology, firms are now able to measure additional parts of their business, providing both 

opportunities and challenges (McAfee & Brynjolfsson, 2012). Simultaneously as managers 

know radically more about their businesses and thus improves their decisions and performance, 

there is also a risk that the firm could “drown in data”, struggling to extract valuable meaning 

from it (Cukier & Mayer-Schoenberger, 2013; McAfee & Brynjolfsson, 2012). Therefore, firms 

invest heavily in various information technology tools in order to gain insights about customers’ 

needs, preferences and behaviors in their pursuit to leverage the data and achieve sustainable 

competitive advantages (Erevelles et al., 2016). One remaining challenge is to utilize the 

obtained insights about the customers when developing new services (Carbonell & Rodriguez-

Escudero, 2014). 

 

1.2 Problem Statement 

While existing technology provides companies with more data than ever before, new challenges 

emerge when managing its use in the NSD process (Carbonell & Rodriguez-Escudero, 2014; 

Said et al., 2015). Due to the characteristics of the data, i.e., its volume, velocity and variety, 

the data is highly complex (Erevelles et al., 2016). In order to generate meaningful insights 

about the market and its consumers and leveraging that information in the NSD process, the 

data needs to be processed and analyzed (Bell, 2013; Bughin, 2016). Thus, analysts, developers 

and managers are faced with the difficult task of efficiently and accurately transform and 

interpret the raw unstructured data about customers’ preferences and behaviors (Shaw et al., 

2001). Not only in the quest of keeping up with market trends but also to predict future trends 

and innovating new services accordingly (Kim et al., 2008; Macdonald et al., 2012). If firms 

are successful in their endeavor to generate meaningful insights from customer information and 

utilize it in the NSD process, it could be a contributing factor to achieve customer-focused 

growth (Birckhead, 2014; Brown et al., 2017; Said et al., 2015). Accordingly, Carbonell and 
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Rodriguez-Escudero (2014) argues that involving customers in the NSD process enables 

improved decisions because these are based on customers’ needs and wants, resulting in a 

greater performance and customer satisfaction. 

 

The introduction of the Internet and later social media has led to a shift in power, i.e., from 

firms to customers, suggesting a new form of consumer-firm relationship (Labrecque, 2013). 

Today, customers can easily compare prices and share their experiences online by commenting 

and assessing various products or services (Birckhead, 2014; Labrecque, 2013). Thus, firms 

need to meet their customers’ desires and develop new services accordingly, creating one-to-

one experiences (Kelleher, 2018). Rarely will every customer use the service in the same way 

and understanding how users engage with the service can yield insights on possible 

enhancements and innovations (Desouza et al., 2008). 

 

However, several studies suggest that most firms struggle to implement customer-information 

technology and efficiently make use of customer information (Mithas et al., 2013). Therefore, 

they are still not capitalizing on their customer insights (Brown et al., 2017). For instance, a 

study by Berchicci and Tucci (2010) showed that despite the rich amount of customer 

information acquired, the development team decided not to use the feedback when developing 

solutions, which had a negative impact on the NSD process. Firms usually do not have a clear 

understanding about the objectives they want to achieve through data optimization, resulting in 

that firms only use a fraction of the data they possess (Brown et al., 2017). Mithas et al. (2013) 

states that if firms are to be successful in their use of customer-information technologies in 

NSD, they need to assess their internal processes for information handling and develop 

appropriate governance systems to manage their internal knowledge and seamlessly integrate 

data from external sources. McGuire et al. (2012) reiterates this and states that firms need to 

carefully consider the allocation of resources since a problem is that a huge amount of the 

amassed data stays within departmental “silos”, e.g., R&D, engineering, manufacturing, etc. 

This prevents firms to form a coherent view of the market, trends and their customers (ibid). 

 

One industry compelled to benefit from utilizing customer information is the telecom industry 

(Bughin, 2016). By the digital nature of the services, the telecom industry is awash in data about 

the customers. Subscribers are constantly connected to their networks and services which 

provides telecom companies with huge quantities of data. If managed correctly, it could lead to 

substantial benefits by improving their service portfolio. (ibid) According to Asamoah (2016), 
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taking the innovative lead in NSD within the telecom industry could be highly beneficial since 

the industry is characterized by its fierce competition and increasing churn rates and price wars. 

Firms that do not develop the resources and capabilities to efficiently use the technology and 

customer information in the NSD process will be challenged to achieve sustainable competitive 

advantages (Carbonell & Rodriguez-Escudero, 2014; Erevelles et al., 2016). Lastly, an 

emerging change that will affect telecom companies and their handling of customer data and 

information is the new EU regulation General Data Protection Regulation (GDPR), which 

becomes enforceable in May 2018. The regulation will for instance imply stricter processes for 

companies when handling information connected to an individual, e.g., customers.1 (EU, 2018) 

However, how GDPR will affect telecom companies’ handling of customer data and 

information is yet to be answered.   

 

1.3 Purpose of the Study 

The innovation literature has been strongly biased towards products as New Product 

Development (NPD) has been studied for decades (Biemans et al., 2016). Due to the emergence 

of service-dominant economies, scholars have argued for the importance of service innovation 

and calls for further research on NSD (Biemans et al., 2016; Menor et al., 2002). Initially, many 

models of NSD have been based on NPD-models (Booz et al., 1982). However, given the 

inherent differences between the production of products and services, i.e., services’ 

intangibility, the specific customer contact and heterogeneity of demand, the application of 

NPD models to services might not be sufficient (Johnson et al., 2000). To address this issue, 

Johnson et al. (2000) developed a general model of NSD which is applicable on various 

industries. This study will apply that model as well by studying the telecom industry. However, 

it is important to emphasize that the focus of this paper is on how companies use customer 

information in their NSD process, where the telecom industry is used as a representation. There 

are several factors which makes the telecom industry interesting, presented more thoroughly in 

section 3.1.1. Thus, the purpose of this study is to investigate how telecom companies use 

customer information in their NSD process when developing new services.   

 

                                                             
1 To read more about GDPR, please see: https://www.eugdpr.org/key-changes.html 
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1.4 Research Question 

How do telecom companies use customer information within their New Service Development 

process? 

 

More specifically, the use of customer information refers to several phases, and therefore, we 

aim to investigate (1) how telecom companies collect and process data about their customers, 

(2) how the obtained knowledge is disseminated internally within the organization to key 

employees, and (3) how or if decisions regarding new services within the NSD process is based 

on the amassed data. 

 

1.5 Contribution of the Study 

The contribution of this study is both theoretical and empirical. The theoretical contribution is 

twofold; (1) the study combines two different research fields, namely innovation- and 

information-management literature and (2) based on the previous literature, we constructed our 

own analytical framework. The empirical contribution is to test the analytical framework by 

studying how telecom companies make use of and leverage customer information in the 

different stages of the development process of new services. A comprehensive understanding 

of how information technologies are adopted and what benefits they provide in NSD for the 

telecom industry, is yet to exist (Bughin, 2016). 
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2. Literature Review 
The following chapter provides a literature review where previous literature regarding market 

orientation, innovation, NSD and information management is presented and discussed. This concludes 

with a summary of the key points from the literature review. At the end, we present our own constructed 

analytical framework based on the literature which combines the two research fields innovation and 

information management.     

 

2.1 The Need of Market Orientation in a Digital Age 

For several decades, extensive research has argued that companies would benefit by applying a 

market-orientation business perspective in order to become or stay competitive (e.g., Day, 1992; 

Kohli & Jaworski, 1990; Narver & Slater, 1990). A market-orientation perspective means that 

a company (1) places the highest priority on the profitable creation of maintenance of superior 

customer value while considering the interests of other key stakeholders, and (2) provides 

norms of behavior regarding the organizational development of and responsiveness to market 

information (Kohli & Jaworski, 1990; Narver & Slater, 1990). Slater and Narver (1995) argues 

that market orientation is valuable because it focuses the organization on continuously 

collecting information about both current and potential target-customers and using this 

information to create continuously superior customer value. The authors elaborates and 

explains that market orientation enables organizations to learn about the customers’ needs, the 

influence of technology, competition and other environmental forces and acting on that 

knowledge in order to become competitive. Thus, market-oriented businesses have a 

competitive advantage in both the speed and effectiveness of their responsiveness to 

opportunities and threats. (ibid) Though, today’s complex environment requires another firm-

customer interaction and new ways of collecting customer information (Desouza et al., 2008; 

Matthing et al., 2004; Slater, 2001). 

 

2.1.1 Today’s Customer Information 

There is no general accepted definition of customer information in the literature, though is 

commonly referred to as the information about customers’ needs, wants and buying behavior 

(Berthon et al., 1999; Kohli & Jaworski, 1990; Slater & Narver, 1995). A common denominator 

in the literature is however that customer information has been studied as the information 

generated by the customer either prior or after the purchase (Slater, 2001). Traditionally, 

market-oriented firms have gathered this type of information through verbal techniques such as 

focus groups and customer surveys to enhance the understanding of the expressed needs and 

then developing products and services to satisfy those needs (Dahlsten, 2003; Slater, 2001). 
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However, Harari (1994) argues that these techniques are usually insufficient and often result in 

minor improvements rather than innovative thinking and breakthrough services. Matthing et al. 

(2004) reiterates this and states that organizations simply cannot access, understand and meet 

latent needs of the customers by only using surveys and interviews. 

 

However, advances in information technology allows firms to digitally track their customers’ 

behavior in real-time while interacting with a product or service. This enables firms to collect 

information about their customers with greater accuracy and quality, which could be used to 

create a clear understanding about the customers and deliver customer value. (Desouza et al., 

2008; Macdonald et al., 2012) Simultaneously as the amount of available data increases in 

volume, the techniques used to analyze and store data continues to become increasingly 

sophisticated, accessible and affordable (Desouza et al., 2008). For instance, one technology 

which enables firms to collect additional information about the customers is the Internet of 

Things (IoT). IoT refers to when physical assets equipped with sensors provide an information 

system the ability to capture and transfer data over a network without requiring human-to-

human or human-to-computer interaction. (Bughin et al., 2015; Manyika et al., 2013) 

 

2.2 New Service Development 

Innovation is the driving force behind superior business performance, with innovative firms 

reaping the benefits of increasing growth and customer satisfaction (Biemans et al., 2016). 

Through innovative product and service launches, firms like Apple and Amazon changes the 

terms and conditions of their markets and sets the direction for the future (ibid). Academic 

researchers have for long shown great interest in innovation. A combination of the emergence 

of services in today’s advanced economies and the strong focus on NPD in the innovation 

literature has led to scholars arguing for the importance of the relationship between services 

and innovation and calls for further research about NSD. (Biemans et al., 2016; Menor et al., 

2002) Storey and Easingwood (1999) present several benefits that accrue from taking a market 

lead in developing new services. For instance, (1) enhancing the profitability of existing 

services, (2) attracting new customers to the firm, and (3) improving the loyalty of existing 

customers (ibid).  
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Before describing the NSD-process cycle, two important definitions should be made, i.e., 

services and new service development. The service-dominant logic argues that there has 

developed blurred lines between products and services, questioning the distinction between the 

two (Lusch et al., 2017). Today, products and services are to a large extent intertwined (ibid). 

Nevertheless, services could essentially be defined as a series of interactions between 

participants, processes and physical elements (Johnson et al., 2000). In this study, all of the 

offerings provided by the telecom companies will henceforth be defined as services. 

Furthermore, the NSD process can be defined as the process of devising services and includes 

all of the activities from idea or concept generation to market launch (Biemans et al., 2016). 

The NSD process can be roughly divided into two different categories based on the newness of 

the service. Either radical innovations (i.e., services not previously available to existing 

customers) or incremental innovations (i.e., changes to services previously available to existing 

customers). (Johnson et al., 2000) There has been an ongoing debate in the service-innovation 

literature on how services come onto the market. For a long time, a generally accepted principle 

behind NSD was that “new services just happen” rather than going through a formal 

development process. (Menor et al., 2002) In order to provide a greater understanding and to 

address the inconclusive debate, Johnson et al. (2000) developed a conceptual model of the 

NSD-process cycle (see Figure 1). 

 

2.2.1 The New Service Development Process Cycle 

In contrast to its predecessors, the NSD-process cycle recognizes the cyclic nature of non-linear 

processes deployed in NSD efforts due to the unique characteristics of services, i.e., the role of 

customer contact in service delivery, service intangibility, and heterogeneity of demand. 

Johnson et al. (2000) makes the argument that service design and service development should 

be incorporated in the same process due to the interplay between them. This means that the 

NSD process often result in a necessary iterative process (Johnson et al., 2000), a perspective 

that this study will apply as well. The model also incorporates a lot of different components 

important to the success of the NSD process. For instance, the NSD process is facilitated by a 

couple of enablers, i.e., Teams, Tools and Organizational Context, which consists of People, 

Systems and Technology. When functioning, the enablers will have a positive impact on the 

NSD-cycle time and contribute to efficiency which ease the flow of the NSD-process cycle. 

(ibid) 
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Figure 1. NSD-Process Cycle. (Johnson et al., 2000) 

Furthermore, the model is divided into four different stages. The first two stages of the process 

cycle, Design and Analysis, represent the Planning phase where decisions of market viability, 

internal resources, and capabilities are considered. The design stage includes formulation, 

screening and testing of service ideas in order to develop guidelines for further progress. The 

analysis stage is when the new service is assessed based on profitability and marketability. The 

final two stages, Development and Full Launch, represent the Execution phase. During the 

development stage, the new service is refined since it is exposed to further tests where 

prototypes and pilots are being developed. Finally, during full launch, the new service is 

delivered to the market and becomes commercialized. Though the new service continues its 

innovation progress since customers provides feedback after the launch, which is commonly 

referred to as incremental service iterations. (Johnson et al., 2000) However, to fully optimize 

the NSD process, many researchers argue that firms should use the customer information they 

possess and based on those insights develop even more innovative services (Carbonell & 

Rodriguez-Escudero, 2014).   

 

2.2.2 Customer Information in New Service Development 

According to several research findings within the discipline of service innovation, utilizing and 

integrating customer information seamlessly in the firm’s NSD process is a major contributing 

factor to the success of new services (Alam, 2002; Kristensson et al., 2004). Witell et al. (2011) 

explain that this is due to the company’s ability of exploiting the rich insights generated by 

customer information about the expressed needs and developing innovative services 
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accordingly. Hence today, companies are undergoing a transition phase where older innovation 

models with no or low level of customer involvement are replaced by models with higher 

customer involvement (Desouza et al., 2008). Thus, changing their innovation strategies from 

“innovating for customers” to “innovating with customers”. A main factor behind this 

transformation is dramatic advances in ICT which has influenced how organizations collect and 

analyze customer information. Firms’ ICT systems are becoming more affordable and 

sophisticated where the customer involvement in information gathering is minimal since most 

of the data needed to generate information are readily available. (ibid) Carbonell and 

Rodriguez-Escudero (2014) reiterates this statement, arguing that this results in less supervision 

and maintenance, and thus more efficient NSD processes.  

 

Furthermore, there is a common assumption in the literature that involving customers in the 

firm’s NSD process ensures that the voice of the customers is heard within the decision-making 

process. Thus, the firm is more likely to act on the knowledge and insights generated. (Carbonell 

& Rodriguez-Escudero, 2014) However, a study made by Berchicci and Tucci (2010) disclosed 

the opposite. The study showed that despite the rich amount of customer information acquired, 

the development team decided to not use the information and feedback when developing 

solutions. The authors explained that the reason for this was that the information acquired did 

not correspond with the perceptions of the development team, having a negative impact on the 

NSD process. (ibid) Therefore, if customer information is to increase NSD performance, firms 

should make use of the new information that the customers bring to the development project. 

In order to do so, firms need to process the data and disseminate the obtained knowledge 

through the organization in an adequate way. (Desouza et al., 2008) 

 

2.3 Information Management in NSD  

2.3.1 Collecting & Processing Data 

Today, data can be constantly collected from various types of data sources, providing 

organizations with massive data sets about their customers and an effective data management 

could lead to competitive advantages (EY, 2014; Shaw et al., 2001). For instance, Amazon uses 

an anticipatory shipping strategy based on their customers’ activities to predict when a customer 

will make a purchase and begins shipping the product to the nearest hub prior the actual 

purchase. This results in cost reductions due to faster speed-to-market and also greater customer 

satisfaction. (Erevelles et al., 2016) Thus, real-time data makes it possible for firms to be more 
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agile and respond to emerging opportunities or threats instantly (McAfee & Brynjolfsson, 

2012). Broadly, organizations can collect two types of data, i.e., structured and unstructured 

data (King, 2017). Structured data often refers to the traditional data that is already organized 

and is used in certain formats ready for analysis. Unstructured data often refers to the data 

produced by the customers’ behavior when interacting with a product or service and comes in 

various formats. Organizations are faced with the challenge to filter and organize the 

unstructured data in order to draw relevant insights from it. (ibid) 

 

Within data processing, Bierly et al. (2000) argues that an important distinction must be made 

between customer data, customer information and customer knowledge. Customer data is 

unprocessed and is either structured or unstructured. Customer information is processed data, 

i.e., when the data becomes meaningful. Finally, customer knowledge is when the information 

is used in a meaningful way and when there is a clear understanding on how the information 

can be used in order to obtain further insights. (ibid) When customer information is generated 

passively, e.g., when customers do not have to fill out a form or survey, it reaches the 

organization in the form of data (Stafford, 2009). In order to create meaning and use the 

information for decision making, the collected data needs to be filtered and analyzed (Campbell, 

2003). Data alone will not generate any new insight, thus instead the data needs to be 

transformed into customer information and be integrated throughout the organization in order 

to create knowledge (ibid). 

 

The process of analyzing data could be achieved through the concept of data mining. Data 

mining is defined as the process of searching and analyzing data in order to find useful 

information. Data mining refers to a broad set of computational methods including statistic 

algorithms to discover unknown patterns within the data, which could support the analyst to 

find hidden knowledge. (Ngai et al., 2009; Rygielski et al., 2002; Shaw et al., 2001) Before 

managing the incoming customer data, organizations must determine which data points that are 

relevant and should be collected and analyzed. Therefore, firms should consider which 

objectives to achieve by collecting data, since collecting data just for the sake of it serves no 

purpose. (Papachristos, 2015) In accordance, Eppler and Mengis (2004) argues that besides 

being costly, too much unnecessary information might lead to information overload. 

Information overload is undesirable for organizations since it creates a situation where the 

quality of individuals´ decisions and reasoning in general rapidly declines after a certain point 

of received information (ibid). 
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Another important aspect regarding the organization’s ability to obtain knowledge involves the 

storage of data and information, since research has shown that organizations easily lose track 

and forget what has been discovered (Alavi & Leidner, 2001). Thus, it is beneficial if the data 

is organized by some kind of structure so it can be easily recovered, searched for, and generally 

subjected to analysis of various kinds (Hand, 2007:128-130). These structures allow 

organizations to access pieces of data more rapidly (ibid). According to Alavi and Leidner 

(2001), the storage, structure and retrieval of customer information constitutes an important 

aspect of successfully integrating the information within the organization. 

 

2.3.2 Knowledge Dissemination 

Once organizations have acquired useful knowledge generated from its customers, it is vital 

that the knowledge is distributed to the right people within the organization in order to reap the 

benefits of the data (Kingston, 2012). The process of knowledge distribution within the 

organization is called knowledge dissemination (ibid). In his article, Kingston (2012) uses four 

formats to describe how firms disseminate information or knowledge internally. These formats 

are divided into two dimensions, first that knowledge is either written or recorded into a 

repository or that it is communicated directly between individuals. The second dimension 

distinguish the dissemination by either a predefined set of rules and framework or an 

unmanaged informal approach. (ibid) The process of efficiently and accurately disseminate 

knowledge is usually a challenge for organizations since there is uncertainty about what they 

actually know (Alavi & Leidner, 2001). In accordance, McGuire et al. (2012) argues that there 

is a risk that a lot of the amassed data stays within departmental “silos” due to an insufficient 

knowledge dissemination, preventing firms to form a coherent view of the market, trends and 

their customers. This could be explained by the argument presented by Alavi and Leidner 

(2001), arguing that many organizations have weak systems for sharing knowledge that has 

been previously acquired within the organization. Moreover, Slater and Narver (1995) argues 

that effective dissemination of knowledge facilitates the usage of data in decision making, 

increasing the value of the data. This allows organizations to respond quickly and in a more 

targeted way to changes and opportunities, enhancing customer satisfaction (ibid). For instance, 

real-time dissemination allows proactive services such as rectifying issues before the customers 

notice it (Papachristos, 2012).  
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Thus, it is important that organizations have functional processes in place when distributing 

knowledge, i.e., including some sort of system for gathering data, transforming it to useful 

knowledge and disseminate it to developers and relevant decision makers (Schrage, 2016). 

According to Cummings (2004), empirical evidence shows that dissemination of external 

knowledge such as customer information improves the performance of the organization, 

especially in NSD. Riege (2005) makes the argument that efficient knowledge sharing within 

the organization speeds up the development process while also contributes to better products or 

services, resulting in a faster speed-to-market and better market performance. This is because 

involving employees in knowledge sharing activities transfer individual tacit knowledge to 

organizational capacity (ibid). 

 

2.3.3 Data-driven Decision Making 

McAfee and Brynjolfsson (2012) states that if useful knowledge based customer data is 

effectively disseminated to managers and decision makers, it should affect and improve their 

decision making. However, the study made by Berchicci and Tucci (2010) opposed this and 

competent managers still ignores data, resulting in impaired decisions. In his Nobel Prize 

winning work, Herbert Simon tries to explain this and introduces the concept of bounded 

rationality (Bazermann & Moore, 2013:3-5). Bounded rationality implies that our decision 

making and judgment is often affected by factors such as lack of important information, time 

constraints, laziness, etc. Instead, decisions should follow a rational process, though research 

shows that it is not always the case for most of our decisions. (ibid) Furthermore, Stankovic and 

West (2000) makes a distinction between humans’ different decision making, referring to it as 

System 1 and System 2. System 1 thinking is based on intuition and these decisions are fast, 

automatic, effortless and emotional. Most of the decisions we make are made by using System 

1 thinking. On the contrary, System 2 thinking is more of a reasoning which is slower, 

conscious, effortful and logical. For most of the time, System 1 thinking is sufficient but when 

making more important decisions, System 2 thinking should be used since it is argued that it 

leads to better decisions. (Stankovic & West, 2000) 

 

According to research findings, when facing a complicated decision, experienced managers 

usually feel confident that they can trust their intuition and use their System 1 thinking 

(Bonabeau, 2003). The analysis becomes more as a supporting tool. Hence, important 

organizational decisions have traditionally relied on managers who sought to use their intuition 
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when faced with challenging issues. (ibid) Similar arguments are made by McAfee and 

Brynjolfsson (2012), stating that when data is scarce or not available in digital form, it makes 

sense to let well-positioned people base their decisions on intuition. A lot of the decisions taken 

within today’s companies are relying on “HIPPO” (highest paid person’s opinion) and their 

intuition (ibid). Even though intuition can be valuable for organizations, having too much faith 

in intuition might lead to less informed decisions than decision based on data (Salas et al., 

2010). 

 

As described by Bazermann and Moore (2013), human biases seems to be a problem in 

decision-making processes. For long there has been a perception that intuition becomes more 

valuable in highly complex and changing environments, however, the opposite is in fact true 

according to Bonabeau (2003). With more data and the supporting function of computer 

technologies, organizations can move from System 1 to System 2 thinking and hopefully make 

better decisions (Bazermann & Moore, 2013; EY, 2014). However, the information and 

knowledge acquired by organizations will bear little impact if it is not actually used in the 

decision-making process. Souchon and Diamantopoulos (1999) defines the use of information 

as taking information into account when making a decision, which consists of three dimensions; 

instrumental, conceptual and symbolic (Souchon & Diamantopoulos, 1999; Toften & Olsen, 

2003). Instrumental use has been defined as the direct application of information to solve a 

particular problem or to make a particular decision, implying that information is acquired for 

immediate use and applied for a specific purpose. Conceptual use of information refers to the 

indirect application, in the sense that the acquired information is used for general enlightenment 

and development and the managerial knowledge base without serving any particular problem. 

Symbolic use is when information is used in order to support the decision makers’ opinions or 

to justify a decision made previously. (Souchon & Diamantopoulos, 1999; Toften & Olsen, 

2003) 

 
 
 
 
 
 
 



19 
 

2.4 Summary of the Literature Review 

Extensive research on the subject has led to the argument that market-oriented firms portray a 

greater responsiveness to changes occurring in the market, and hence, achieve a greater market 

performance. Instead of trying to establish selling points for existing products and services, a 

market-oriented approach works in reverse, and tries to tailor the products or services based on 

customer demands. A massive change in the business environment during the past several 

decades is the shift from product-driven markets towards information-based, service-driven 

markets. Due to the competitive landscape companies face today, there is increased pressure on 

service firms to innovate, delivering and compete on new services. 

 

The innovation literature has been heavily biased towards NPD and scholars have called for 

further research on NSD as services becomes more dominated in business. Johnson et al. (2000) 

provides us with the conceptual model of the NSD-process cycle which acknowledges the non-

linearity and iterative process when developing new services. The model consists of four stages; 

Design, Analysis, Development and Full Launch, describing the various steps in the NSD 

process. The model also includes so called Enablers (Teams, Tools and Organizational Context) 

with the aim to enable a smooth process. Furthermore, several research findings argue that 

utilizing and integrating customer information seamlessly within the firm’s NSD process is a 

major contributing factor to the success of the new service, due to the exploitation of rich 

insights about customer demands. Today’s companies are in a transition phase where the 

development moves towards a greater customer involvement in the NSD process. The 

combination of technological advancements and the fact that our lives become more digitized 

through incessantly connectivity enables firms to collect behavioral data when a customer is 

engaging with the service in real-time. Several research findings argue that this type of data 

provides greater insights than in comparison to traditional data such as survey answers etc. 

 

However, if customer information is to increase NSD performance, companies need to manage 

the information more efficiently. First of all, the company needs to collect sufficient data and 

then process it in an adequate way. Hence, the company should establish a clear and well-

communicated purpose and goal with the data collection and be able to store it and integrate it 

properly within the operations. Secondly, the obtained knowledge about the customers need to 

be disseminated smoothly within the organization. Thus, it is important that the information is 

accessible and later shared with the right persons in an intuitive way, where the enablers can 

contribute to achieve this. However, in order for the knowledge to be valuable and serve a 
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purpose, it should be used as basis in the decision-making process within NSD. Thus, firms 

should strive for a data driven decision-making process in order to mitigate and eliminate error 

derived from human biases. Roughly, there are three ways to use data in the decision-making 

process; instrumental, conceptual and symbolic. Instrumental use is when the information is 

directly applied to solve a specific problem or making a specific decision. Conceptual use is 

when the information is indirectly applied and is used for a more general enlightenment. The 

symbolic use refers to when the information is used to support an opinion or to justify 

previously made decisions. 

 

2.4.1 Analytical Framework 

Based on the previous literature review, we constructed our own analytical framework and 

conceptual model (see Figure 2). As an initial step, the framework captures the different forms 

of data, i.e., structured and unstructured. Although, the focus of this study is primarily on 

behavioral unstructured data, the structured is important to include as well in the analysis to 

gain a more comprehensive picture of the process. Furthermore, the research findings presented 

in the literature review states that information management consists of several phases and 

should not be studied separately since it is the whole process which indicates how the company 

manage its information. Thus, the framework captures both how firms acquire and process the 

data about its customers, and also how this obtained knowledge is disseminated throughout the 

organization. In order to gain a comprehensive picture of this, we examine if the company has 

any purposes and goals with the data collection and how the data is stored and later processed 

to useful information and knowledge. Subsequently, how the obtained knowledge is 

disseminated within the organization in terms of accessibility, targeting and format, where the 

so called enablers could have a supporting role. It is important to note that the enablers can be 

applied at other parts of the process as well. However, we categorized them under the 

knowledge-dissemination phase because we consider that phase as essential for a smooth and 

efficient process in general where the enablers contribute to that. Lastly, to truly gain a 

comprehensive picture of how well customer information is incorporated in NSD, it is vital to 

investigate how and when the information is used in decision making. It is also important to 

recognize that how the information is used might depend on its context, i.e., if it is used for 

completely new service or incremental innovations. To sum up, the analytical framework of 

this study combines Johnson et al. (2000) NSD-process cycle and previous research on 

information management and will thereby function as basis for analysis in this study.  
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3. Methodology 
The following chapter outlines the methodological reasoning and discuss the choices made regarding 

how the thesis was conducted. The approach and design of the study is initially presented and discussed, 

followed by a description and discussion of how the data was collected and later analyzed.     

 

3.1 Research Approach 

The study’s purpose and research question should be taken into account when determining the 

appropriate research approach (Bryman & Bell, 2015). The purpose of this study is to 

investigate how telecom companies use customer information in their NSD process when 

developing new services. With this in mind, the chosen approach is an exploratory approach in 

order to gain insights about how do telecom companies use customer information within their 

New Service Development process? The innovation literature is relatively extensive, however, 

the use of advanced technologies to support the innovation process is a fairly new phenomenon 

due to the novelty of the technology. Accordingly, Bryman and Bell (2015) states that a more 

exploratory stance is preferable if there is less research on the topic. Therefore, an exploratory 

approach was perceived appropriate since our theoretical contribution combines two different 

research fields, i.e., innovation and information management, resulting in our own constructed 

analytical framework. In addition, the chosen approach is also compliant with our empirical 

contribution, since a comprehensive understanding of how information technologies are 

adopted in NSD is yet to exist (Bughin, 2016). 

 

The next step of the process was to decide upon which research strategy most suitable to explore 

the study’s research question. A qualitative research strategy was considered suitable due to the 

novelty of the research area. In accordance, a qualitative research strategy provides an in-depth 

understanding about how customer information is used in the NSD process, since it allows 

respondents to elaborate on their reasoning (Bryman & Bell, 2015). Whereas the quantitative 

strategy is more suitable when the study intends to measure various elements, e.g., how much 

or what effect (ibid). Given that this study aims to investigate in what way (or even at all) 

customer information is used in the NSD process, and not measure for instance to what extent 

or number of innovations which used customer information in their development, the qualitative 

strategy was deemed more appropriate.   
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3.1.1 Study Context: The Swedish Telecom Market 

When studying the telecom industry, an important initial step is to understand the various actors. 

The exact composition of the telecom industry varies when it comes to including or excluding 

certain business sectors. A general distinction presented by Czarnecki and Dietze (2017) 

includes a categorization of dimensions such as customers, value chain, business activities and 

network. Meaning, within the telecom industry there are actors involved in different business 

activities. However, in this study, the focus is solely on mobile operators offering wireless 

communication services to end-customers. Focusing on similar actors within the industry 

enables a more comprehensive and comparable analysis. In addition, mobile operators are 

interesting study objects due to the digital nature of their business, resulting in that they collect 

a vast amount of different kinds of data about their customers (EY, 2014). Hence, when 

referring to the telecom industry or telecom companies, it is referred to organizations which 

provides wireless communication services to both individuals and companies. 

 

For most countries, the telecom industry has experienced significant changes during the last 

couple of decades. Most of the companies in the industry has been owned by the government 

and their business activities confined to their home markets through monopoly positions. 

(Schmid & Daniel, 2009) However, a wave of deregulation and privatization has changed the 

market conditions (Lindeskog, 2018). As a result of the deregulation and privatization of the 

Swedish telecom industry in 1993, new actors have entered the market which has led to 

increased competition (ibid). Nevertheless, the majority of the market share still belongs to the 

four largest actors, namely Telia, Hi3G (3), Tele2 and Telenor (PTS, 2017). According to the 

annual reports from three of these four companies, they are all exposed to fierce competition, 

expressed by new entrants, higher variety of customer offers and cost pressure on services 

(Telenor, 2016; Tele2, 2016; Telia, 2016). 

 

The apparent competition is one contributing factor which makes the telecom industry 

interesting to study. Today, telecom companies need to accept and be managed by taking into 

consideration the general rules of competitive markets (Jain & Surana, 2017). For instance, 

consumers’ cost of switching mobile operator is relatively low where weak service experience 

could lead to high levels of customer churn (ibid). According to Jain and Surana (2017), this 

risk is more current and severe than ever for telecom companies. To respond to this threat, 

telecom companies need to realize new revenue streams through innovative services (Czarnecki 
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& Dietze, 2017). In accordance to this, the Swedish telecom companies emphasize the need of 

creating new innovations in their annual reports (Telia, 2016; Telenor, 2016; Tele2, 2016). 

 

According to several studies, (e.g., Asamoah, 2016; Bughin, 2016; Cummings, 2004), telecom 

companies possess massive amount of data about their customer. Thus, it is interesting to 

investigate how or if they use and optimize this information since it could improve market 

performance and contribute to competitive advantages. Frisiani et al. (2017) elaborates on this, 

arguing that if firms like Google and Facebook can generate enormous value by knowing 

everything there is to know about their users, it should be no difference for telecom companies, 

since vast amount of data travels through the telecom companies’ network as well. Hence, the 

choice to study telecom industry was influenced by the desire to investigate service firms in a 

highly competitive, dynamic and technology-driven industry with access to vast amount of 

customer information. 

 

3.1.2 Pre-study 

As an initial step, a pre-study was conducted in order to gain a greater understanding of the 

Swedish telecom industry and which factors critical to consider. We interviewed three 

respondents (see Table 1) with insights about the Swedish telecom industry. Two of them are 

still active in the industry whereas the third person has left the industry after 20 years. During 

these interviews, we discussed our approach and purpose with the study and tested our 

analytical framework. Additionally, we read a lot of material in form of secondary data such as 

annual reports, company websites, press releases and etc. to familiarize ourselves with the 

industry and potential study objects. The pre-study revealed that the chosen research question 

was of high interest for the industry since telecom companies have struggled to make use of all 

the data they possess in an efficient way, transforming it into competitive advantages. This 

confirmed that the study was of both theoretical and empirical interest. Finally, conducting a 

pre-study was also beneficial since it provided direction regarding which informants to contact 

to ensure that the respondents were knowledgeable within the framework of this study. 

 

Table 1. Pre-study 

Industry Position Interview Duration 

Head of Business Area (former employee) Email -

Analyst Face-to-face 1h

Account Manager Telephone 30min

Telecom
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3.1.3 Design of the Study 

In order to explore the NSD process and investigate how customer information is incorporated, 

three telecom companies were selected as study objects, providing the data collection which 

serves as basis for the analysis. All selected study objects are located and active on the Swedish 

telecom market due to the convenience of geographical location when establishing contact and 

later conducting the interviews. This implies that the findings of this study are primarily 

applicable to other Swedish telecom companies. However, the findings could be valuable to 

telecom companies abroad due to the similarity of the markets. Moreover, findings that are not 

industry specific could be applicable to other type of companies operating in highly 

technological driven industries where it is possible to collect and use vast amount of customer 

information.   

 

Nevertheless, the limitation by only using three organizations is that even though it is possible 

to draw conclusions for the industry to some extent, a full generalization for the entire industry 

requires a quantitative study with a larger sample size (Bryman & Bell, 2015). The main reason 

behind to include several companies in the study was to gain more of a comprehensive picture 

of how telecom companies use customer information in the NSD process. In addition, including 

several companies in the analysis allows a cross-examination of the findings and potentially 

discover patterns, similarities and differences within the industry (Bryman & Bell, 2015). A 

single case study would have been a more suitable alternative if the study aimed to fully 

understand and completely chart a company’s NSD process from start to finish, since it provides 

a more extensive in-depth analysis about that particular organization (Yin, 2009). However, 

due to the complexity of the processes and the organizations in relation to the scope of the study, 

the former alternative was deemed to be more appropriate. 

 

To fulfill the purpose of this study, it was essential to interview the right persons with relevant 

knowledge about the topic. With the analytical framework in mind, the respondents were 

selected strategically based on their functional role. Within each organization, the respondents 

in the study represent various organizational levels and positions. Interviewing people from 

different levels and positions provided us with various perspectives of the process which 

increases the validity of the findings than in comparison to only explore the perspective of one 

role (Bryman & Bell, 2015). In addition, it enhances the authenticity of the study, i.e., an 

important criterion for qualitative studies, referring to the need of representation of various 

perspectives among the members of a social setting (ibid). However, it was challenging to get 
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access to the study objects due to high workload, resulting in a fairly small sample size of 3-4 

respondents at each company and a total of 10 participants (see Table 2). A small sample size 

means that it is difficult to create a complete understanding of the process (Bryman & Bell, 

2015). At the same time, an important criterion was that each respondent must be involved or 

have insights in either the development of new services or the data management—preferably 

both. The respondents fulfilled this criterion and provided us with sufficient information 

covering the various phases in our analytical framework. This meant that we could create a 

comprehensive picture of how the organizations used customer information in their NSD 

process. 

 

Table 2. List of Respondents 

Lastly, the three telecom companies and all of the respondents will remain anonymous 

throughout the study, which was also communicated to all of the respondents when establishing 

contact. Thus, the studied companies will henceforth be referred to as Company A, B or C. The 

decision to anonymize the participants is based on two factors. Firstly, it was demanded from 

the respondents and thus was essential in order to gain access to the companies. Secondly, the 

anonymization could lead to more honest answers since the respondents might feel that they 

can speak more freely about a subject. Additionally, Bryman and Bell (2015) argues that it is 

often custom to anonymize records and reported findings in qualitative research in order to 

protect the participants. However, it is noted that the anonymity may decrease the credibility of 

the study to some extent (ibid). 

 

3.2 Data Collection 

The data collection for this study consists of both primary and secondary data. The empirical 

material for the study consists mainly of primary data in the form of the answers given during 

the interviews and is presented in chapter 4. The choice of mainly use primary data as empirical 

material was perceived to be a more suitable alternative in order to obtain insights about the 

Company Position Interview Duration 

CRM Manager Face-to-face 1h

Value Proposition Manager Face-to-face 1h

Manager Business Development Face-to-face 1h

Group Head of Device Business Management Face-to-face 1h

Digital Solution Architect Face-to-face 1h

Head of Analytics Face-to-face 1h

Digital Transformation, Strategy and Development Telephone 40min

Manager CRM Analysis Face-to-face 1h

Head of Business Development Face-to-face 1h

Analyst Telephone 30min

A

B

C
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NSD process. The secondary data, consisted of annual reports, company websites and press 

releases, was used to gain a greater understanding of the industry and as a complement to the 

respondents’ answers. Using various data sources increases the validity of the study (Yin, 

2009).   

 

To relate previous literature regarding NSD, customer information and information 

management to the empirical research, an operationalization were made to ensure that we 

collected relevant findings for the analysis. The interview questions were constructed based on 

our analytical framework. The questions were both explanatory and exploratory in order to gain 

insight about the NSD process and the role of customer information when developing new 

services. The first questions were of a more general character. The remaining questions 

followed the different phases in information management, concerning areas such as data 

collection and processing, knowledge dissemination and data-driven decision making (see 

Appendix 1). 

 

3.2.1 Semi-structured Interviews  

The chosen method for the collection of primary data was qualitative interviews with employees 

from each organization. Qualitative interviews were deemed appropriate for this study since it 

enables to explore the area in more in-depth, e.g., including the respondents’ elaborations and 

reasoning (Qu & Durmay, 2011). The form of the interviews were semi-structured interviews 

since its structure serves an exploratory study well. Saunders et al. (2016) states that semi-

structured interviews are suitable for an exploratory study because there is a higher degree of 

flexibility if there is a need of changing the direction due to the uncertainty of an undeveloped 

research area. Furthermore, when studying a complex area, the semi-structured interview form 

is beneficial since it allows open-ended and follow-up questions where the respondents are free 

to elaborate on their answers (Bryman & Bell, 2015). This was desirable for the study because 

we wanted the respondents to reason and discuss different concepts and the relationship 

between NSD and customer information. Using semi-structured interviews allowed us to steer 

the discussion towards topics and issues more interesting for the study and within the analytical 

framework, increasing the value of the results (Qu & Dumay, 2011). 
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3.2.2 Data Collection Procedure 

Given the uncertain nature of a relatively novel research area (Saunders et al., 2016), we used 

our analytical framework to support us during the data-collection process, providing us with 

structure in order to counteract uncertainties. Furthermore, the same questions were used in 

each interview in order to ensure comparability between the organizations and a comprehensive 

analysis. If demanded, the questions were sent to the respondent prior the interview. We also 

formulated a few potential follow-up questions in order to ensure an informative discussion and 

to receive sufficient information. However, the order of the questions and length of the answers 

varied, therefore flexibility were needed in order to achieve a smooth interview process. 

 

Most of the interviews were face-to-face and took place at the respondent’s office respectively 

and varied between 30-60 minutes each. Due to practical reasons two of the interviews was 

conducted via telephone (as shown in Table 2). Face-to-face interviews allowed us to create a 

better contact with the respondent, e.g., discuss the purpose of the study, summarizing the 

answers and assuring that the summary was adequate, thus avoiding biased interpretations 

(Saunders et al., 2016). The location of the interviews was decided together with the respondent 

with their convenience in interest to assure that they felt comfortable. 

 

Furthermore, several ethical aspects were carefully considered before conducting the study to 

ensure that the research would not harm the participants (Bryman & Bell, 2015). For instance, 

each respondent was briefed about the study, their role and how the collected data would be 

used. It was also made clear to the respondents that their participation were voluntarily and that 

they could at any moment withdraw their consent and stop the interview. Finally, all of the 

interviews were audio-recorded after approval from the respondents. It was essential that 

transparency was achieved between us and the study’s participants. 

 

Because all the respondents’ first language was Swedish, all of the interviews were conducted 

in Swedish and later translated to English. The reasons for this was to decrease the risk of 

language barriers and to improve the quality of the discussion. In case of any ambiguities, the 

translation was sent back to the respondent for clarification and approval. This also increases 

the credibility of the study since the respondents get a chance to go through the results of the 

findings (Bryman & Bell, 2015). 
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However, it is also important to acknowledge some limitations with the chosen method. A 

limitation by mainly using interviews for empirical material is that the processes are described 

through the view of the respondents and there is a risk that the findings might be influenced by 

some degree of the subjectivity (Qu & Durmay, 2011). Interviewing several employees with 

various positions at each organization is a way to counteract this. Even though the chosen 

method was deemed sufficient for this study and serves the purpose well, it is important to 

emphasize that being able to exactly describe the NSD process and customer information role 

in it requires a more thorough investigation, with more interviews but also observations and 

relevant documents describing the process. 

 

3.3 Data Analysis  

One challenge important to consider when conducting a qualitative research is how the 

collected data should be analyzed (Qu & Durmay, 2011). This issue is also recognized by 

Bryman and Bell (2015) stating that the vast amount of data makes it difficult for the researcher 

to find analytical patterns. In accordance, Patton (2002) argues that since there is no shared 

ground rules for drawing conclusions, it is challenging for the researcher to make sense of the 

vast amount of data. In order to overcome these challenges and to analyze the collected data in 

an adequate manner, we applied our own analytical framework and analyzed as follow.  

 

Data was obtained through interviews with the respondents which were later transcribed, 

supported with our own notes, which provided us with the material for our analysis. As an initial 

step, the material was thoroughly read in order to obtain an understanding of each 

organizations’ use of customer information, NSD processes and the connection in between. The 

second step included the constructions of bullet points concerning key findings from the 

empirical material, using the analytical framework for structuring and ensuring that we 

extracted relevant information. This allowed us to compress the vast amount of text and 

withdraw meaning from the material. The bullet points were later processed into a text using 

the same structure as the analytical framework and is presented in chapter 4. In the following 

step, the empirical findings were analyzed with the support of the previous literature in the 

analysis chapter which follow the same structure, i.e., our analytical framework. Using the same 

structure allowed us to compare the findings between the organizations, recognizing patterns 

and deviations, resulting in a more comprehensive analysis. 
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4. Empirical Findings 
The following chapter presents the empirical findings based on the interviews from the three telecom 

companies. First of all, findings regarding the telecom industry will be presented. The chapter then 

follows the phases in our analytical framework where each company provide insights about how they 

use customer information in their NSD process.      

 

4.1 The Swedish Telecom Industry 

All of the respondents expressed that the industry is on a brink of a major digital transformation 

and a shift that will fundamentally alter the market conditions within the industry. The 

transformation consists partly of the technological shift from 4G to 5G (5th generation wireless 

network). The 5G network will enable a lot more opportunities for telecom companies. For 

instance, it will be possible to connect existing services with technology such as IoT, resulting 

in more customized and advanced services which will make life easier for the customer. 

However, the shift also entails challenges. The respondents explained that they are in a phase 

where they must modify their existing business models and services in order to prepare their 

service portfolios for this approaching shift. There is a lot of discussions internally regarding 

what market position the company should take in the new landscape. Consequently, the 

companies conduct benchmarking activities continuously, assessing other telecom companies 

but also targeting other type of technology-driven companies such as Google, Spotify, and 

Facebook as an attempt to keep up with the external technological advancements. The 

respondents explained that there is a risk that the telecom companies end up as merely a bit pipe 

and lose their position in the value chain, i.e., losing the billing and customer relation. For some 

of the services, e.g., mobile plans, the market is highly saturated making innovation more 

difficult, resulting in that the telecom companies need to find new revenue streams. Hence, 

there is a great focus on entering deals with third parties. 

 

Furthermore, the respondents described that another major change that will affect the telecom 

market in several ways is the new data regulation GDPR from EU. The regulation will mean 

much stricter procedures and processes for companies in their handling of personal data which 

will affect the telecom companies to a large extent. Companies need to act within the framework 

of the GDPR or risk being subjected to severe fines. For instance, companies need a clear and 

legitimate purpose of why they need the collected data, and this must be done with the 

individual’s consent. Companies must also have clear procedure of how they handle and store 

the data and being able to delete it if the individual request it. 
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In these times of change, the telecom companies are in an interesting phase in a market which 

is difficult to navigate in. The respondents argued that one way to be successful in the market 

and stay competitive is to provide relevant services based on customer demands. To achieve 

this, it is vital to have a clear process on how to handle and optimize the data they already 

possess about their customers. 

 

4.2 Collecting & Processing Data  

4.2.1 Company A 

According to the respondents from Company A, they collect all data they can muster, and 

therefore, possess a lot of data about their customers. With the GDPR in mind, they are 

reviewing the process of collecting data. An example of this is that today there is an explicit 

purpose regarding what data they collect and how it could be used, which was not the case prior 

the regulation. The collected data is described as both structured and unstructured. Collection 

of structured data refers to a more traditional approach, such as focus groups and different kinds 

of customer surveys. These kinds of analysis are more expensive and conducted by a separate 

unit within the company. The unstructured data is collected automatically in real-time and refers 

to the customers’ integration with the services i.e., behavior, position, network traffic, 

consumption patterns, etc. The unstructured data is collected through different systems and 

stored in a data warehouse and from there the data is processed using several different systems.  

 

Furthermore, it is the data analysts that are responsible for retrieving, processing and analyzing 

the data from the data warehouse using various analytical tools and systems. However, the 

decision regarding what to analyze is made by the service manager. Hence, when a development 

team has discovered a need, they request an analysis from the analysis team, which supports 

the whole organization. One of the respondents explained that this structure results in a heavy 

workload for the analysis team since the demand for data and analyses are greater than what 

the analysts can provide. The reason for this is that the data and systems used to analyze it are 

highly complex which means that other employees lacks the competencies required to conduct 

the analysis and there is no chance that they can do this without help from the analysis team. In 

addition, the employees do not always understand how much effort their requests mean for the 

analysis team.  
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4.2.2 Company B 

At Company B, the respondents expressed that they possess a lot of data about their customers 

and collects similar type of data as Company A, i.e., behavior, position, network traffic and etc. 

The collection is done by using both automatic processes and through focus groups, surveys 

and other qualitative research methods. According to Company B, they always have a 

predetermined purpose regarding what data to collect. Furthermore, the unstructured data is 

collected through a lot of different systems. One respondent explained that the company has 

over 100 systems for collecting data of various kinds, resulting in a highly fragmented system 

infrastructure. Although extensive efforts and initiatives have been made during the last 10 

years, they still struggle to compile all data to one overall system. A reason behind the 

fragmented infrastructure is that the current systems derives from different contexts, e.g., 

billing, CRM, and how customers interact with the device, which means that the systems do not 

fully relate to each other and “speaks different languages”, i.e., customers are coded differently 

depending on the systems. One of the respondents elaborated on this and explained it as 

problematic since it is difficult to grasp the customer’s involvement with the company. For 

instance, if a customer uses four different service offerings it results in four different invoices, 

making it difficult to analyze the behavior of that particular customer.  

  
One respondent explained that once the data has been collected through the various systems 

there is an initial step to manually select what relevant data to process and store in a data 

warehouse. The same respondent believes that this process would benefit by being automated 

because the manually selection process requires a lot of resources. Within this selection, some 

kind of data is more important, e.g., customer behaviors, and therefore receives more attention, 

being more thoroughly used and analyzed. Similar to Company A, the service managers request 

resources from the analysis team who extract data from the data warehouse for further analyses. 

In addition to respond to requests, the analysts also conduct predictive models to anticipate 

trends and behavioral patterns. This information is mainly used for maintenance or strengthen 

the customer relationship—mitigating churn rate. 
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4.2.3 Company C  

Company C is no different to the other companies and collects all kinds of data about their 

customers and uses both automatic processes for unstructured data and qualitative methods for 

structured data. According to the respondents, Company C puts a lot of emphasis on the 

unstructured data and have anonymized and accumulated it to individuals of five. This was 

done to ensure the customers’ integrity and that the company’s acquisition process is aligned 

with the framework of GDPR. The constant flow of the unstructured data derives from their 

customers’ interactions with the digital devices and the services connected to them. Company 

C makes a distinction between personalized data, e.g., age and gender, and behavioral data 

where the latter is of more importance for analyses. 

 

As an initial step, all the collected data end up automatically in several data warehouses. The 

analysts process the data in two different ways. Either directly in the data warehouses for 

simpler analyses and reports, e.g., financial- and stock development or by manually extract 

relevant unstructured data into a “data lake” where it can be used as basis for more advanced 

predictive models. The latter alternative is referred to as “onboarding”. Before, the analysts 

onboarded as much data as possible into the data lake, partially because the technology was 

more affordable and easier, but also because there was no clear purpose with the data. Today, 

the analysts only onboard data they perceive as relevant and want to use as basis for analyses, 

maintaining a comprehensive structure.  

 

At Company C, there are two different analysis units having different objectives and purposes. 

One unit is working with predictive models to improve and support all functions within the 

company by providing analysis based on customer data from the data lake. One of the 

respondents described these as internal consultants who educate and instruct other employees 

within various functions in the organization how to use data. The other analysis unit consists of 

several smaller teams and acts more as a resource by mainly respond to request from different 

services managers (similar to the other companies). One respondent elaborated further and 

explained that the analysis teams are exposed to a heavy workload, describing that the company 

has two units but work for 30 units.   
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4.3 Knowledge Dissemination  

4.3.1 Company A 

One of the respondents explained that it is possible for basically anyone within the company to 

gain access to the collected data. However due to the GDPR, the process of being authorized 

access has become rather complicated and strict where the employee must state a legitimate 

reason why the data is needed. Consequently, all of the respondents explained that if you are 

not an analyst gaining access to the data warehouses is not worth the time. One respondent 

elaborated further and explained that even if granted access, the data and the systems used are 

so complex that it would not be of any use. Hence, other employees beyond the analysts lacks 

the competencies to extract meaningful information and insights from the data. Instead the 

developers request resources from the analysts who have both access and the competencies to 

extract knowledge from the data.  

 

The analysts go through the information extracted from the data with the developers at so called 

briefing meetings with the purpose to create meaning. At these meetings, the data is visualized 

by using several tools, e.g., PowerPoint and Click to make it more comprehensible. However, 

the respondents expressed that the information presented at the briefing meetings is still highly 

complex and difficult to grasp. Furthermore, the respondents explained that the company has 

done many mergers and acquisitions, resulting in a fragmented organizational structure. This 

has led to that the systems have followed the same fragmented structure where the company do 

not have a central system for disseminating knowledge. Instead, the information and knowledge 

extracted from the data is to a large extent “trapped” within the individual data analyst. An 

example of this was when one of the developers needed insights about customers who had not 

paid their invoices on time. This was perceived as a fairly simple request, though proved to be 

an incredible difficult and time-consuming process to extract the right kind of information.   

 

The respondents feel that knowledge dissemination is an area of improvement and would like 

to see the data more incorporated with the daily operations. One respondent stated that 

Company A must achieve a higher degree of transparency and understanding regarding data, 

i.e., how to extract meaning and share it. The respondents would like that the company decides 

on which KPIs to focus on over a period of time and then use data to follow the development 

on a dashboard in real-time.   
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4.3.2 Company B 

At Company B, the process of extracting data from the warehouse is similar to the one described 

at Company A. The access to the data warehouse is strictly limited and is mainly granted the 

analysts. For the rest of the employees, it is an extensive process to get authorized the access 

where the employee needs a strong business case or reason for retrieving the data. Instead, 

developers request resources from the analysis team and the analysts retrieve relevant data and 

process it for them. Several of the respondents at the organization believes this is a good thing 

because people should not have access to data they do not need. For instance, one respondent 

elaborated and explained that there is a risk that wrong conclusions could be made if people 

without the necessary competencies handles the data. The processed data reaches the service 

manager in various forms of compilations and reports, which serves as basis for efficiently 

manage their work in NSD. The service managers then disseminate the obtained knowledge 

further within the development team.  

 

One of the respondents explained that disseminating knowledge based on data within the 

company has been one of the major challenges historically for the company. It has been 

extremely difficult to extract the right kind of data and therefore draw correct and meaningful 

conclusions due to the fragmented system infrastructure, mitigating a seamless knowledge 

dissemination. However, this was perceived as a more severe problem a few years ago. Today, 

there is a more structured process to ensure that the right information reaches the right person 

due to lot of initiatives and investments. The respondents explained that company still has a 

long way to go when it comes to knowledge dissemination based on data but states that there is 

a strong ambition that everyone within Company B should understand data and how to use it in 

a meaningful way. One respondent elaborated and explained that it is important to continuously 

review the internal processes to ensure that the employees receives relevant information but 

also mitigating information overload. Most of the knowledge based on unstructured data is 

disseminated in a formal and structural way using various systems and tools, presented in 

dashboards and reports. One of the respondents explained that the analysts also invites 

developers to workshop to create meaning of the data and to ensure that it is used in an adequate 

way. However, the respondent believes that this does not happen often enough. Minor analysis 

is shared in a more informal way, e.g., by ad-hoc meetings and even emails. 
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4.3.3 Company C 

The same explanation about access was given at Company C, i.e., all of the employees could 

be authorized access by going through a process, however, there is no incentives for the other 

employees than the analysts to do it. So far, no one from outside the analysis teams has ever 

requested to extract data. At the same time, each service manager is responsible to acquire all 

necessary information, doing so by making requests to one of the analysis teams about what 

data deemed to be relevant. The other analysis team, referred to as internal consultants, works 

more proactively in order to improve different functions within the company.  

 

One of the respondents explained that the managers have various levels of “data maturity” and 

sometimes there is a need of guidance on how data can be used. According to another 

respondent from Company C, the greatest challenge when it comes to dissemination is to 

incorporate a “data mindset” in the daily operations. Hence, the managers do not always 

understand the data and have difficulty to know how to use and incorporate it. The same 

respondent stated that most managers only understand a fraction of the potential of data the 

company possess. There is however an explicit ambition at the company that everyone should 

be able to understand the data, referring to it as an internal “data democratization”. 

 

Furthermore, the dissemination of knowledge occurs mainly through various systems and 

applications, both manually and automatic. However, how seamless the dissemination is will 

depend on the individual manager who retrieves the data. Because, once the data has been 

processed and analyzed the service managers have the possibility to use certain platforms to 

integrate and make simpler analyses themselves. One system that is used to visualize data is 

Click, which supports the managers in their work to make data more comprehensible, and thus, 

create meaning together with the development team. Some managers are more “old school” and 

work with the data in Excel. Additionally, there are weekly management meetings where both 

service managers and analysts participating and discuss data and the insights extracted from it 

in order to create and disseminate knowledge about the company’s customers. 
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4.4 Data-driven Decision Making in NSD   

4.4.1 Company A  

All of the respondents at Company A expressed that there is a greater interest in data today than 

before within the organization. The ability to integrate data with the daily operations is 

becoming increasingly essential for moving forward in today’s digital business landscape. The 

respondents believe that the usage of data for decisions could be a way to optimize the 

operations, making the work more efficient. Furthermore, the respondents all agreed that it is 

vital to use customer information in the process of developing new services and there is an 

explicit ambition to become more data driven. One of the respondents explained that the 

company has quite recently begun to use the techniques necessary to extract meaning from vast 

amount of unstructured data. Another respondent elaborated on the subject and stated that it is 

essential to use data in the decision-making process in order to develop services that the 

customers demand. Still, the company only use a fraction of all the data the company possess 

and where one respondent further argued that the integration and processes to use data needs to 

be refined.  

 

An example of when Company A used information about their customers in the NSD process 

was when they developed and launched their top-up service. The top-up service refers to 

customers’ option to add mobile data when running out. Based on the information they received, 

the managers could distinguish a need and then develop a service accordingly. Furthermore, the 

company use customer information and historical data as basis for calculations and analysis 

when assessing the the profitability and marketability of a new service. Thus, the data serves as 

a critical input if the new service gets a “go” or “no go”. The respondents explained that 

customer information is primarily used in the beginning of the development of the new service. 

One respondents elaborated on this and expressed that they should be better at employing 

iterative processes and continuously monitor and adjust with the support of data, i.e., trial and 

error. Another respondent explained that customer information could also be used in situations 

when there are several people involved in the decision process and discussions are prominent 

regarding course of action. In these cases, information could be very useful to support one’s 

opinion.  
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However, there is a distinction between developing completely new services and improving 

existing ones in the service portfolio. According to one of the respondents, the company is 

better at using customer information when it comes to incremental improvements and has a lot 

to improve when it comes to using customer information in the development process of 

completely new services. Additionally, Company A has no formal structure on how to make 

decision regarding new service developments. Hence, the process will highly depend on the 

person in charge and those involved. Some service managers will rely more on intuition 

whereas others rely more on data. 

 

4.4.2 Company B 

The respondents from Company B believes that it is important to base their decisions on 

customer information when developing new services as well. However at the same time, 

emphasized that to what extent depends heavily on what type of service being developed. One 

of the respondent described it as making predictive analysis based on historical data is more 

important when improving existing services and in the maintenance of those services. For 

instance, the company use advanced machine-learning and algorithms to follow market trends 

and patterns and then modify their services based on that information. This is an important part 

of creating greater customer satisfaction and mitigating churn, i.e., being able to detect what it 

is in customer’s behavior that indicates that the customer is about to leave the company. In 

contrast, the company rely more on qualitative research methods as basis for decisions when 

developing completely new services where the respondents explained that this is due to the 

limited available data.  

 

Hence, it varies how much customer information Company B use when developing new 

services. Sometimes the data is crucial and steer the development process, sometimes it is 

merely used as a support and in some cases, they do not use data about their customers at all. 

The respondents explained that a reason for this is that what amount of customer information 

to use depends a lot on the manager in charge of the service. Although a common denominator 

for Company B is that the greater the risk, the more data-driven decisions. One example of this 

was when they developed their service Unlimited Data as an option to their mobile plans. A lot 

of analysis and calculations on historical data were made in the development in order to know 

how many customers would buy it. This was important since if all of their customers would 

choose that option, the business would plummet. Similar to Company A, the respondents 
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explained that they look at customer information primarily when assessing the business case of 

the service. Furthermore, they look at data to some extent when running further tests and 

piloting. When designing a completely new service, there is a greater focus on soft values, 

derived from qualitative research and sometimes even developers’ gut feeling.     

 

However, there is an ambition that Company B should become more data driven. The company 

has proclaimed in their overall strategy that from now on, all of the decisions regardless of what 

area it concerns should be data-driven. At the same time, one of the respondents stressed that 

Company B is also a company that acts on their gut feeling. Thus, it must be a balance between 

data-driven decision making and creativity and entrepreneurial spirit, arguing that if one use 

too much data too early in the process, there is a risk of becoming reactive and lose innovative 

power.  

 

4.4.3 Company C  

According to the respondents the idea with the analysis team conducting predictive models is 

to ease the transformation to become more data driven both in strategic and operational matters. 

The ambition is that all decisions should be based on the available data and that algorithms 

should make the decision instead of one person’s opinion. However, this transformation is still 

in its cradle and since the analysis units are still relatively new it will take some time before the 

company becomes completely data driven. The same respondent also explained that the 

transformation is facilitated by the fact that people at the company are interested in their data 

and the possibilities it brings. However, the respondent continued to explain that some of the 

developers are not comfortable with data. Which means that the data is still not used to its full 

potential and there are still some issues with changing the behavior of a manager who do not 

trust that the algorithms have taken all possible outcomes into account. 

 

When improving an already existing service, customer information is of great importance 

explained one of the respondents. It supports the company in identifying what aspects of their 

services they need to improve, and it also provides them with an indication of how to do it, 

making decisions accordingly. The respondents elaborated that if they want to improve 

customers’ experience when interacting with the services they can use the information to twist 

and formulate new solutions to that service.  

 



40 
 

This process is different from when developing completely new services because it is not as 

simple to define what aspects to improve. Instead the process is more agile and creative. One 

respondent explained that one way of using customer information is to find certain need of the 

customers. The respondent continued to elaborate on one example when the company 

developed a new service for a certain segment in which they wanted to increase their presence. 

By interviewing people from this segment, the company found out that these people made a lot 

of calls abroad and were experiencing problems finding a good option on the market and their 

quantitative data verified this. Hence, the new service was developed based on insights from 

the qualitative interviews and the verifications of the quantitative data. The respondents 

explained that in these cases, the data usually determines the direction of the development 

process. However, when historical data is scarce, the creativity of the developers becomes more 

important. 
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5. Analysis & Discussion 
The following chapter use our analytical framework to connect the empirical findings to previous 

literature. Initially, an analysis on the industry is conducted to illuminate the current conditions. This 

followed by an analysis divided into the three phases of information management to understand how the 

companies use customer information in their NSD process.   

 

5.1 An Industry in Change 

The telecom industry has constantly been exposed to changes (Schmid & Daniel, 2009), and 

today is no different. All of the studied telecom companies acknowledged an emerging digital 

transformation. One of the driving forces for this transformation involves the transition from 

4G to 5G network which will alter the market conditions within the industry. The more powerful 

5G network will contribute to the ubiquitous connectivity enabled through various mobile 

devices discussed by George et al. (2014), since the network is better suited for new advanced 

technology such as IoT. Hence in accordance with Macdonald et al. (2012), IoT will enable 

telecom companies to track their customers behavior in real-time and with even greater 

accuracy and quality, potentially resulting in more customized and advanced services. Thus, if 

telecom companies are successful in their implementation of the new advanced technology, it 

could contribute and develop the telecom companies’ responsiveness to market information and 

thereby applying a “market orientation 2.0”.   

 

Furthermore, the implementation of GDPR is another change occurring in the industry at the 

moment. The new regulation implies stricter processes for companies when handling 

personalized data with the purpose to protect the integrity of the individual (EU, 2018). The 

empirical findings of this study indicate that GDPR is affecting the studied telecom companies 

to a large extent since telecom companies in general possess a lot of data about their customers. 

The studied companies explained that they put a lot of emphasis on being within the framework 

of GDPR. The regulation forces the companies to revisit and review their internal processes 

regarding how they collect and process the data about their customers. The findings also 

indicated that the regulation affect the knowledge dissemination as well since access to the data 

has become stricter. However, GDPR could at the same time be beneficial for the companies. 

Examining internal routines and processes might result in a greater awareness about data and 

how the company work with it. Thus, even though GDPR means a lot of work for the companies 

initially, it could potentially lead to a more efficient data handling and accelerate a company’s 

transformation of becoming more data driven. 
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5.2 Collecting & Processing Data 

The first phase of our analytical framework concerns how companies collect and process data 

about their customers. Market orientation implies that organizations continuously collects data 

about current and potential customers, using this information to learn about customers’ needs 

to create value. (Slater & Narver, 1995) All the studied companies display the same 

characteristics and collects all kind of data about their customers, both through qualitative 

methods such as focus groups and interviews, and through digital systems in real-time 

concerning position, behavior and network traffic. In accordance with Shaw et al. (2001), the 

studied companies collect this data with the aim to use it in order to develop relevant services 

that the customers demand. According to King (2017), all data that firms collect could be 

categorized into unstructured or structured data. The study showed that the data collected 

through qualitative methods is defined as structured since it is already organized and ready to 

be analyzed. In addition, general data about customers’ age, resident and gender is considered 

structured data as well, whereas unstructured data referring to e.g., network traffic and behavior, 

needs to be processed before being analyzed.  

  
Furthermore, Papachristos (2015) argues that organizations should have a clear determined 

purpose before collecting data. Respondents from all companies expressed that they have 

purposes and goals regarding why they collect data and what data to collect due to GDPR.  

However, the empirical findings suggest that these purposes are not very specific, instead the 

organizations collect all data possible. Thus, the organizations appear to apply a “more the 

merrier”-thinking which might enhance the risk of information overload as described by Eppler 

and Mengis (2004). However, none of the respondents expressed that the problem regarding 

information overload is apparent in the organization. A reason behind this could be explained 

by that the data is collected to a large extent automatically and when later on being manually 

processed, the analysts have clear purpose and objectives of what to search for. Another aspect 

which could counteract information overload is the skills of the analysts, being comfortable 

with handling vast amount of data.    

 

Furthermore, the findings indicate that the studied companies struggle to integrate the data in 

an efficient way. To successfully integrate the acquired data into the organization and generate 

useful insights, Alavi and Leidner (2001) argues that the storage, structure and retrieval of 

customer data constitutes an important aspect of integrating the information within the 

organization. Thus, a reason behind the struggling data integration could be ascribed to the 
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companies’ internal infrastructure for collecting and processing data. A similarity between the 

companies was that the systems for collecting data are fragmented as data is collected through 

different systems. This results in that the data is coded differently when it ends up in the various 

data warehouses, making it problematic to analyze the data. In addition, the systems for 

processing data is very complex, therefore, in all companies the competence of data mining is 

limited to the analysis teams. Hence, the companies’ internal infrastructure does not fulfill the 

condition presented by Hand (2007) that companies need to have organized structures in order 

to easily analyze the data.  

 

As explained by King (2017) all companies are faced with the challenge of extracting relevant 

insights from their collected data. The same is applicable for the companies in this study and 

they explained a similar process of how they integrate data into the organization to create 

insights from it. The managers and developers request resources from the analysts based on 

what they believe is relevant. Thus, the findings suggest that the companies have a rather ad-

hoc approach towards data and what is important to analyze. The analysts are then responsible 

for retrieving, analyzing and presenting the data for the development team, creating an immense 

pressure on the analysts to deliver. The heavy workload could be a contributing factor to the 

struggling integration since the analysts lacks the resources to respond to all requests.   

 

Different systems are used for mining, processing and visualizing the results. These are all 

important aspects in the process of turning data into insights as described by Bierly et al. (2000). 

According to the empirical findings, it appears as the value of the data is to some extent bounded 

to the individual analyst who processed it. This statement is supported by the fact that different 

parts of the same organization have different success of integrating the data, hence the success 

is ascribed to certain key employees rather than the organizations’ internal processes. 

 

5.3 Knowledge Dissemination 

The second phase of our analytical framework concerns how companies disseminate 

meaningful knowledge and insights extracted from the acquired data. In order for an 

organization to reap the benefits of processed data, the obtained information and knowledge 

needs to be disseminated to the right persons within the organization (Kingston, 2012). Hence, 

the knowledge-dissemination phase in information management is crucial because data alone 

do not serve any purpose, it needs to be used in a meaningful way. In accordance with Schrage 
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(2016), the studied companies acknowledged the importance of sharing knowledge and to have 

functional processes in place to support a seamless knowledge distribution. For instance, all 

companies explained that there is an ambition that everyone should be able to understand the 

data about the customers and how to use it efficiently to improve decisions and the daily 

operations, e.g., what Company C termed as an internal data democratization. However, in 

accordance with Alavi and Leidner (2001) who states that most organizations struggle with 

disseminating knowledge, the empirical findings indicate that the companies struggle with their 

dissemination of knowledge generated by customer data as well. Thus, the studied companies 

would like to see a greater transparency and incorporation of the data in the daily operations 

and routines. 

 

Johnson et al. (2000) proclaims that when the various enablers, i.e., teams, tools and 

organizational context works, it has a positive impact on the NSD process, contributing to an 

efficient process where knowledge dissemination has a vital role. This could be one of the 

reasons behind why the firms struggle with their knowledge dissemination since they have 

insufficient tools to support it, derived from their organizational context. For instance, all of the 

companies explained that the systems used for collecting, processing and distributing 

information and knowledge is highly fragmented, resulting in a complex IT infrastructure where 

the systems are not sufficiently integrated with each other. Thus, the absence of an overall 

system overviewing the process from start to finish results in that the companies do not have a 

coherent view over all the data they possess, making it difficult to find applications and optimize 

the data. Furthermore, the companies’ fragmented IT infrastructure was explained by their 

organizational context such as legacy related issues, e.g., conducting a lot of different mergers 

and acquisitions which has led to a disintegrated organizational structure as well. 

  
Another reason behind the struggling knowledge dissemination could be the various 

competencies the employees possess regarding data. For instance, the study showed that the 

employees have various degrees of data maturity where the employees besides the analysts find 

it difficult to grasp the data and the system used to process it. Hence, the developers and 

managers do not always know what kind of data to use and how to proactively use it in order 

to optimize the NSD process. Additionally, the complicated process of being granted access to 

the data do not contribute to a common understanding of the amassed data. Instead, they request 

resources from the analysts based on detected needs. The empirical findings also showed that 

the process of disseminating knowledge is similar for all the companies. As described by 
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Kingston (2012) all formats are used to some extent when sharing knowledge within the 

organizations. When it comes to unstructured customer data it seems to exist formal processes 

and systems to store the data and disseminate it. Other formats are also used, when for example 

the analysts and developers are having a briefing about the collected data. Thus, our findings 

suggest that there are no central system for sharing knowledge inside the organizations which 

is proven to problematic when it comes to efficiently disseminate knowledge, making it difficult 

to overcome departmental barriers.  

 

Hence, the empirical findings suggest that the insufficient knowledge dissemination results in 

what McGuire et al. (2012) address, namely that some information ends up in departmental 

silos. During the interviews, it was stated that some information and knowledge is trapped at 

either the individual analyst or the analysis team. Furthermore, Riege (2005) states that efficient 

knowledge dissemination speeds up the NSD process, resulting in faster speed to market. Thus, 

the current insufficient knowledge-sharing and the departmental silos could mitigate this which 

also the empirical findings suggest when the respondents argued that it was time consuming 

and complicated to extract the right kind of information needed for an analysis.  

 

5.4 Data-driven Decision Making in NSD    

The final phase of our analytical framework concerns how companies make use of customer 

information in decision making within NSD. Johnson et al. (2000) argues that the NSD process 

can be divided into two different categories based on the newness of the services, making a 

distinction between radical innovations and incremental innovations. The empirical findings 

indicated a difference regarding how the companies used customer knowledge based on what 

kind of services they were developing. When developing completely new services, qualitative 

data was more prominent. A reason for this might be ascribed to the fact that little or no digital 

data is available regarding that service. At the same time, the companies do not appear to use 

customer data, as a basis for decisions, from other areas either in the development of completely 

new services. This could imply that the managers lack adequate competencies regarding data, 

resulting in neglected requests to the analysis team. Therefore, qualitative research methods is 

described as crucial when innovating new services in combination with intuition, creativity and 

the experience of the developers. This is aligned with the argument provided by McAfee and 

Brynjolfsson (2012) who states that managers should make decisions based on intuition when 

digital data is scarce. However, given the arguments presented by Carbonell and Rodriguez-



46 
 

Escudero, (2014), customer information should have a greater role since it results in more 

innovative services. The empirical findings suggest that the companies do not feel completely 

comfortable to solely rely on quantitative unstructured data in order to understand the customers 

where the qualitative methods works as a compliment. Combining the two methods is in line 

with the arguments by Harari (1994) and Matthing et al. (2004) who states, that qualitative 

methods are insufficient to understand the latent needs of the customers and creating 

breakthrough services.  

 

Concerning incremental innovations, unstructured data has a more significant role and is used 

for daily maintenance and minor improvements on existing services. The companies track their 

customers’ behaviors in real-time in order to adjust and modify the services based on the 

customers’ need. This is aligned with the statement by Desouza et al. (2008), proclaiming that 

companies change their innovation strategies to “innovating with customers”. Furthermore, all 

companies expressed that they are striving to become more data driven in their processes of 

improving their services but with some differences. For instance, Company C explained that 

their ultimate goal is to let algorithms make most of the decisions as an attempt to mitigate 

human biases. This is in line with the arguments presented by Bazermann and Moore (2013) 

and Stankovic and West (2000) who states that managers should move from System 1 to System 

2 thinking and rely more on available data. At Company A, there were a general mindset of 

becoming more data driven as well, however, lacking any explicit guidelines to implement it. 

On the other hand, Company B emphasized that the creativity of the developers is highly 

important as well and relying too much on data might hamper innovative thinking.   

 

Connecting to the stages in the NSD-process cycle described by Johnson et al. (2000), the 

empirical findings suggests that customer knowledge based on unstructured data is mainly used 

for decisions in the first two stages, namely design and analysis. For instance, the developers 

used knowledge and insights to detect certain customer needs in order to formulate and 

screening ideas for improvements. Besides using customer knowledge in the design stage, the 

companies also used a lot of historical data as a basis to assess the services’ marketability and 

profitability in the analysis stage. Thus, the empirical findings suggest that customer knowledge 

based on unstructured data is primarily used in the beginning of the NSD-process cycle.  
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Finally, how the companies mainly use customer knowledge could be defined as instrumental 

(Souchon & Diamantopoulos, 1991; Toften & Olsen, 2003), since it is applied directly to solve 

a problem or find a solution. In addition, customer knowledge could also be used for supporting 

opinions, which is characterized as symbolic by Souchon and Diamantopoulos (1991) and 

Toften and Olsen (2003). This could be necessary when there are several people involved in 

the NSD process since customer knowledge could strengthen one’s arguments. 
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6. Conclusions 
The following chapter presents the findings of the study by reconnecting it to the purpose of the study 

and the research question. This is followed by a presentation of our theoretical and empirical 

contributions. Lastly, limitations of the study’s findings are presented and suggestions for future 

research are given.    

 

6.1 Findings 

This paper set out to explore how companies within the telecom industry leverage customer 

information in their NSD process by answering the research question: How do telecom 

companies use customer information within their New Service Development process? The 

purpose was achieved by investigating several aspects of information management, namely; 

how companies collect and process customer data, how companies disseminate the obtained 

knowledge internally within the organization and how they use this knowledge in their decision-

making when developing new services. The findings indicate that the the telecom companies 

have recognized the value of using customer information when developing new services but 

needs to adjust and refine their internal processes in order to fully reap the benefits of the data.  

 

Based on previous literature and the empirical findings, the Swedish telecom industry is 

currently in a transition phase, undergoing a digital transformation. In order to stay competitive 

in today’s business landscape and keep the position in the value chain, the findings suggest that 

telecom companies have shifted the mindset towards becoming more data driven. The pursuit 

of becoming more data driven is explained by the combination of new advanced technologies 

and the need to understand the customer in more depth in order to developing relevant services 

in a saturated market. At the same time, the findings indicate that the telecom companies are 

merely at the beginning of their transformation journey to become data driven, reaching its full 

potential regarding incorporating customer data in the NSD process. Struggling with issues 

related to their legacy. For instance, the findings showed that the telecom companies have quite 

a unique and beneficial position regarding tracking and collecting customer data due to the 

digital nature of their services. This results in that telecom companies collects and possess a 

vast amount of data about their customers. However, the findings suggest that they face 

difficulties to use and optimize it in the NSD process. The challenges originate primarily from 

difficulties when integrating the data, and later on, disseminating the obtained knowledge 

internally in the organization. The findings suggest that the reasons behind the struggling 

integration and knowledge dissemination is fragmented systems and various competencies not 

aligned with the complexity of the amassed data. Consequently, this results in that extracted 



49 
 

information and knowledge is trapped within the individual analysts or analysis team and end 

up in departmental silos. Therefore, the companies still rely on other costlier techniques such 

as qualitative research methods in their endeavor to understand the customers. Hence, the 

findings indicate that the incorporation of customer data in the NSD process has not reached its 

full potential and the success is not credited to the internal processes. Instead, what determines 

the success is the individual skills of the analysts and developers and how well they collaborate 

in order to make sense of the complex data that is customer information.  

 

Previous literature regarding NSD has not paid attention to how information technologies are 

adopted and implemented in the NSD process. The findings of this study contribute to research 

regarding NSD by connecting information technologies with NSD. Thus, this paper provides a 

theoretical contribution within innovation- and information-management literature by using the 

telecom industry as an example. Furthermore, we constructed our own analytical framework to 

test it empirically. The framework was to a high degree normative presenting an ideal state 

when it comes to information management. However, the findings suggest that the empirical 

reality is more complex. Nevertheless, the study provides an empirical contribution of how 

companies in the telecom industry leverage customer information, providing practitioners with 

insights about the process of using customer information in NSD. Hence our findings might 

serve as basis or guidance to organizations when improving and facilitating their information 

management regarding integration, dissemination and use.   

 

6.2 Limitations & Suggestions for Future Research   

Since all studied companies are active on the Swedish telecom market, the findings are mostly 

applicable on organizations within the same context, however could be generalized to the 

telecom industry in general to some extent. Additionally, the findings that are not industry 

specific is to some extent applicable to other highly technological driven markets. Another 

limitation with the findings is that the process of how the companies handle the data in the NSD 

process is described by individuals, resulting in some degree of subjectivity. Hence, a more 

extensive in-depth study, including observations could have provided the study with more 

objectivity. Lastly, including more organizations and respondents could further illuminate the 

research question of this study.  
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The findings showed that the companies struggled to disseminate the obtained knowledge from 

customer data. Thus, a suggestion for future research is to delve into the issues regarding 

efficient knowledge sharing connected to data, with the aim to provide guidelines to achieve it. 

Another suggestion is to study how companies use customer information in their NSD process 

within different industries and to cross-examine the result between the industries. Thus, it would 

be interesting to compare our findings with the findings from other industries similar to telecom 

but also industries that are completely different. Moreover, studying this phenomenon over a 

longer time period would enable a comparison over time which would be interesting since 

according to the findings, telecom companies have merely begun their digital transformation. 

One final suggestion for future research is to study how GDPR will affect telecom companies 

handling of customer data more in-depth which was not possible for this study due to the 

novelty of the regulation. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



51 
 

References  
 

A 

Alam, I. 2002, "An exploratory investigation of user involvement in new service 

development", Journal of the Academy of Marketing Science, vol. 30, no. 3, pp. 250-261. 

Alavi, M. & Leidner, D.E. 2001, "Review: Knowledge Management and Knowledge 

Management Systems: Conceptual Foundations and Research Issues", MIS Quarterly, vol. 25, 

no. 1, pp. 107-136. 

Asamoah, D.A., Sharda, R., Kalgotra, P. & Ott, M. 2016, "Who Renews? Who Leaves? 

Identifying Customer Churn in a Telecom Company Using Big Data Techniques", Journal of 

Information Systems Education, vol. 27, no. 4, pp. 223. 

B 

Bazerman, M.H. & Moore, D.A. 2013, Judgment in managerial decision making, 8.th edn, 

John Wiley & Sons, Hoboken, N.J. 

Bell, P. 2013, “Creating competitive advantages using Big Data”. Ivey Business Journal. 

Available online: https://iveybusinessjournal.com/publication/creating-competitive-

advantage-using-big-data/. [Accessed 2018-02-12] 

Berchicci, L. & Tucci, C.L. 2010, "There Is More to Market Learning than Gathering Good 

Information: The Role of Shared Team Values in Radical Product Definition", Journal of 

Product Innovation Management, vol. 27, no. 7, pp. 972. 

Berthon, P., Hulbert, J.M. & Pitt, L.F. 1999, "To Serve or Create? Strategic Orientations 

Toward Customers and Innovation", California Management Review, vol. 42, no. 1, pp. 37-

58. 

Biemans, W.G., Griffin, A. & Moenaert, R.K. 2016, "Perspective: New Service Development: 

How the Field Developed, Its Current Status and Recommendations for Moving the Field 

Forward: New Service Development", Journal of Product Innovation Management, vol. 33, 

no. 4, pp. 382-397. 

Bierly, P.E., Kessler, E.H. & Christensen, E.W. 2000, "Organizational learning, knowledge 

and wisdom", Journal of Organizational Change Management, vol. 13, no. 6, pp. 595-618. 

Birckhead, D. 2014, “Customer 360: Understanding your customers in the Digital Era” 

Customer Think. Available online: http://customerthink.com/customer-360-understanding-

your-customers-in-the-digital-era/. [Accessed 2018-02-10] 

Bonabeau, E. 2003, Don't trust your gut, Harvard Business School Press, United States. 

https://iveybusinessjournal.com/publication/creating-competitive-advantage-using-big-data/
https://iveybusinessjournal.com/publication/creating-competitive-advantage-using-big-data/


52 
 

Booz, Allen & Hamilton. 1982. New Product Management for the 1980s,” New York, Booz 

Allen Hamilton Inc. 

Brown, B., Kanagasabai, K., Pant, P., Serpa Pinto, G. 2017, ”Capturing value from customer 

data” McKinsey Analytics. McKinsey & Company.  

Brown, S.L. & Eisenhardt, K.M. 1997, "The Art of Continuous Change: Linking Complexity 

Theory and Time-Paced Evolution in Relentlessly Shifting Organizations", Administrative 

Science Quarterly, vol. 42, no. 1, pp. 1-34. 

Bryman, A. & Bell, E., 2015, Business research methods, 4.th edn, Oxford Univ. Press, 

Oxford. 

Bughin, J. 2016, "Reaping the benefits of big data in telecom", Journal of Big Data, vol. 3, 

no. 1, pp. 1-17. 

Bughin, J., Chui, M., Manyika, J. 2015. “An executive’s guide to the Internet of Things”. 

McKinsey Quarterly. McKinsey & Company. 

C 

Campbell, A. 2003. “Data, Information and Knowledge in Visualization”. Industrial 

Marketing Management, vol 32, pp 375- 383.  

Carbonell, P. & Rodriguez-Escudero, A. 2014, "Antecedents and consequences of using 

information from customers involved in new service development", Journal of Business & 

Industrial Marketing, vol. 29, no. 2, pp. 112-122. 

Cukier, K. & Mayer-Schoenberger, V. 2013, The Rise of Big Data: How It's Changing the 

Way We Think About the World, Council on Foreign Relations, New York. 

Cummings, J.N. 2004, "Work Groups, Structural Diversity, and Knowledge Sharing in a 

Global Organization", Management Science, vol. 50, no. 3, pp. 352-364. 

Czarnecki, C. & Dietze, C. 2017, “Understanding Today’s Telecommunication Industry” 

In: Reference architecture for the telecommunications industry: transformation of strategy, 

organization, processes, data, and applications, Springer, Cham, Switzerland. 

D 

Dahlsten, F. 2003, "Avoiding the customer satisfaction rut", MIT Sloan Management 

Review, vol. 44, no. 4, pp. 73. 

Day, G.S. 1992, "Marketing's Contribution to the Strategy Dialogue", Journal of the Academy 

of Marketing Science, vol. 20, no. 4, pp. 323-329. 

Desouza, K.C., Awazu, Y., Jha, S., Dombrowski, C., Papagari, S., Baloh, P. & Kim, J.Y. 

2008, "Customer-Driven Innovation", Research-Technology Management, vol. 51, no. 3, pp. 

35-44. 



53 
 

Dobbs, R., Ramaswamy, S., Stephenson, E., Viguerie, S. P. 2014, “Management intuition for 

the next 50 years”. McKinsey Quarterly. McKinsey & Company. 

E 

Easingwood, C.J. & Storey, C. 1999, "Types of New Product Performance: Evidence from the 

Consumer Financial Services Sector", Journal of Business Research, vol. 46, no. 2, pp. 193-

203. 

Edvardsson, B., Avdelningen för företagsekonomi, Karlstads universitet, Centrum för 

tjänsteforskning, Avdelningen för psykologi & Fakulteten för ekonomi, kommunikation och 
IT 2006, Involving customers in new service development, Imperial College Press, 

Hackensack, NJ; London. 

Erevelles, S., Fukawa, N. & Swayne, L. 2016, "Big Data consumer analytics and the 

transformation of marketing", Journal of Business Research, vol. 69, no. 2, pp. 897-904. 

Eppler, M.J. & Mengis, J. 2004, "The Concept of Information Overload: A Review of 

Literature from Organization Science, Accounting, Marketing, MIS, and Related 

Disciplines", The Information Society, vol. 20, no. 5, pp. 325-344. 

EY, 2014. ”Big Data: Changing the way businesses compete and operate”. Available online: 

http://www.ey.com/Publication/vwLUAssets/EY_Big_data:_changing_the_way_businesses_o

perate/%24FILE/EY-Insights-on-GRC-Big-data.pdf  [Accessed 2018-02-06] 

F 

Frisiani, G., Jubas, J., Natterman, P. 2017. ”Hello, mobile operators? This is your age of 

disruption calling”. McKinsey Telecommunications. McKinsey & Company 

G 

George, G., Haas, M. & Pentland, A. 2014, "Big data and management", Academy of 

Management Journal, vol. 57, no. 2, pp. 321. 

H 

Hand, D.J. 2007, Information generation: how data rule our world, Oneworld, Oxford. 

Harari, O. 1994, The tarpit of market research, American Management Association, New 

York. 

J 

Jain, P., & Surana, K. 2017. “Reducing Churn in Telecoms through advanced analytics” 

McKinsey Telecommunications. McKinsey & Company  

Johnson, S.P., Menor, L.J., Roth, A.V., Chase, R.B., 2000. “A critical evaluation of the new 

service development process: integrating service innovation and service design”. In: 



54 
 

Fitzsimmons, J.A., Fitzsimmons, M.J. (Eds.), New Service Development—Creating 

Memorable Experiences. Sage Publications, Thousand Oaks, CA, pp. 1–32. 
 

K 

Kelleher, M. 2018. “The Future of Brick-and-Mortar: Enhancing the Customer Experience. 

Forbes. Available online: 

https://www.forbes.com/sites/forbescommunicationscouncil/2018/01/23/the-future-of-brick-

and-mortar-enhancing-the-customer-experience/#ee9c9983ce3f. [Accessed 2018-02-27] 

Kim, J., Gunn, D., Schuh, E., Phillips, B., Pagulayan, R. & Wixon, D. 2008, "Tracking real-

time user experience (TRUE): a comprehensive instrumentation solution for complex 

systems", ACM, , pp. 443. 

King, T. 2018. “Structured Data vs. Unstructured Data; What’s the Difference?” Solutions 

Review. Available online: https://solutionsreview.com/data-management/key-differences-

between-structured-and-unstructured-data/ [Accessed 2018-02-18] 

Kingston, J. 2012, "Choosing a Knowledge Dissemination Approach", Knowledge and 

Process Management, vol. 19, no. 3, pp. 160-170. 

Kohli, A.K. & Jaworski, B.J. 1990, "Market Orientation: The Construct, Research 

Propositions, and Managerial Implications", Journal of Marketing, vol. 54, no. 2, pp. 1-18. 

Kristensson, P., Gustafsson, A., Archer, T., Avdelningen för företagsekonomi, Karlstads 

universitet, Centrum för tjänsteforskning, Avdelningen för psykologi & Fakulteten för 

ekonomi, kommunikation och IT 2004, "Harnessing the Creative Potential among 

Users", Journal of Product Innovation Management, vol. 21, no. 1, pp. 4-14. 

L 

Labrecque, L.I., vor dem Esche, J., Mathwick, C., Novak, T.P. & Hofacker, C.F. 2013, 

"Consumer Power: Evolution in the Digital Age", Journal of Interactive Marketing, vol. 27, 

no. 4, pp. 257-269. 

Lindskog, H. 2018. “The Telecommunications Market In Sweden From Monopoly To 

Competition.” Applied Business Research Conference. Available online:  

https://www.researchgate.net/publication/237805894_Public_Procurement_of_Telecom_Serv

ices_How_to_take_into_account_the_potential_of_technical_development_and_creativity_in

_new_technical_solutions_throughout_the_contract_duration_time [Accessed 2018-03-03]  

Lusch, R.F., Vargo, S.L. & O’Brien, M. 2007, "Competing through service: Insights from 

service-dominant logic", Journal of Retailing, vol. 83, no. 1, pp. 5-18. 

M 

Macdonald, E.K., Wilson, H.N. & Konus, U. 2012, Better Customer Insight--In Real Time, 

Harvard Business Review, Boston. 



55 
 

Manyika, J., Chui, M., Bughin, J., Dobbs, R., Bisson, P., Marrs, A. 2013, “Disruptive 

technologies. Advances that will transform life, business, and the global economy”. McKinsey 

Global Institute. McKinsey & Company. 

Matthing, J., Sandén, B., Edvardsson, B., 2004, "New service development: learning from and 

with customers", International Journal of Service Industry Management, vol. 15, no. 5, pp. 

479-498. 

McAfee, A. & Brynjolfsson, E. 2012, Big data: the management revolution, United States. 

McGuire, T., Manyika, J., Chui, M, & Chui, M. 2012. “Why Big-Data is the new competitive 

advantage”. Ivey Business Journal.Available online: 

https://iveybusinessjournal.com/publication/why-big-data-is-the-new-competitive-advantage/ 

[Accessed 2018-03-01]  

Menor, L.J., Tatikonda, M.V. & Sampson, S.E. 2002, "New service development: areas for 

exploitation and exploration", Journal of Operations Management, vol. 20, no. 2, pp. 135-

157. 

Mithas, S., Lee, M.R., Earley, S., Murugesan, S. & Djavanshir, R. 2013, "Leveraging Big 

Data and Business Analytics, IT Professional, vol. 15, no. 6, pp. 18-20. 

N 

Narver, J.C. & Slater, S.F. 1990, "The Effect of a Market Orientation on Business 

Profitability", Journal of Marketing, vol. 54, no. 4, pp. 20-35. 

Ngai, E.W.T., Xiu, L. & Chau, D.C.K. 2009, "Application of data mining techniques in 
customer relationship management: A literature review and classification", Expert Systems 

With Applications, vol. 36, no. 2, pp. 2592-2602. 

P 

Papachristos, A. 2015. “How are Telecoms Using Customer Data?” 1to1 Media. Available 

online: http://www.1to1media.com/data-analytics/how-are-telecoms-using-customer-data. 

[Accessed 2018-02-02]  

Patton, M.Q. 2002, Qualitative research & evaluation methods, 3.th edn, SAGE, London. 

PTS, 2017. “Svensk telekommarknad första halvåret 2017”. Post och Telestyrelsen. Available 

online: https://pts.se/globalassets/startpage/dokument/icke-legala-

dokument/rapporter/2017/telefoni/svensk-telekommarknad-forsta-halvaret-2017/stm-1h2017-

pts-er-2017_19.pdf [Accessed 2018-03-07] 

Q 

Qu, S.Q. & Dumay, J. 2011, "The qualitative research interview", Qualitative Research in 

Accounting & Management, vol. 8, no. 3, pp. 238-264. 

 

https://iveybusinessjournal.com/publication/why-big-data-is-the-new-competitive-advantage/


56 
 

R 

Riege, A. 2005, "Three-dozen knowledge-sharing barriers managers must consider", Journal 

of Knowledge Management, vol. 9, no. 3, pp. 18-35. 

Rygielski, C., Wang, J. & Yen, D.C. 2002, "Data mining techniques for customer relationship 

management", Technology in Society, vol. 24, no. 4, pp. 483-502. 

S 

Said, E., Macdonald, E.K., Wilson, H.N. & Marcos, J. 2015, "How organisations generate and 

use customer insight", Journal of Marketing Management, vol. 31, no. 9-10, pp. 1158-1179. 

Salas, E., Rosen, M.A. & DiazGranados, D. 2010, "Expertise-Based Intuition and Decision 

Making in Organizations", Journal of Management, vol. 36, no. 4, pp. 941-973. 

Saunders, M., Lewis, P., & Thornhill, A. 2016, Research methods for business students, 7.th 

edn, Pearson Education, Harlow. 

Schmid, S. & Daniel, A. 2009, "Telia-a Swedish-Finnish marriage after a failed Norwegian 

courtship", Thunderbird International Business Review, vol. 51, no. 3, pp. 297-310. 

Schrage, M. 2016. “How the Big Data Explosion Has Changed decision-making”, Harvard 

Business Review. Available online: https://hbr.org/2016/08/how-the-big-data-explosion-has-

changed-decision-making. [Accessed 2018-02-02] 

Shaw, M.J., Subramaniam, C., Tan, G.W. & Welge, M.E. 2001, "Knowledge management 

and data mining for marketing", Decision Support Systems, vol. 31, no. 1, pp. 127-137. 

Slater, S.F. 2001, "Market orientation at the beginning of a new millennium", Managing 

Service Quality: An International Journal, vol. 11, no. 4, pp. 230-233. 

Slater, S.F. & Narver, J.C. 1995, "Market Orientation and the Learning 

Organization", Journal of Marketing, vol. 59, no. 3, pp. 63-74. 

Souchon, A.L. & Diamantopoulos, A. 1999, "Measuring Export Information Use: Scale 

Development and Validation", Journal of Business Research, vol. 46, no. 1, pp. 1-14. 

Stafford, S. P. 2009. “Data, information, knowledge, and wisdom”. Knowledge Management, 

Organizational Intelligence and Learning, And Complexity-Volume III, 179. 

Stanovich, K.E. & West, R.F. 2000, "Individual differences in reasoning: Implications for the 

rationality debate?", Behavioral and Brain Sciences, vol. 23, no. 5, pp. 645-665. 

T 

Tele2. 2016. Årsredovisning 2016. Electronic. Available online: 

http://www.tele2.com/sv/Investerare/rapporter/. [Accessed 2018-02-08]  



57 
 

Telenor. 2016. Årsredovisning 2016. Electronic. Available online: 

https://www.telenor.com/investors/annual-report-2016/. [Accessed 2018-02-08] 

Telia. 2016. Årsredovisning 2016. Electronic. Available online: 

https://www.teliacompany.com/sv/investerare/rapporter-och-presentationer/arsredovisningar/. 

[Accessed 2018-03-08] 

Toften, K. & Ottar Olsen, S. 2003, "Export market information use, organizational 

knowledge, and firm performance: A conceptual framework", International Marketing 

Review, vol. 20, no. 1, pp. 95-110. 

W 

Witell, L., Kristensson, P., Gustafsson, A., Löfgren, M., 2011, "Idea generation: customer co-

creation versus traditional market research techniques", Journal of Service Management, vol. 

22, no. 2, pp. 140-159. 

Y 

Yin, R.K. 2009, Case study research: design and methods, 4.th edn, SAGE, London. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



58 
 

Appendix 
 

Appendix 1 – Operationalization Table   

 

 

Area Interview Question Purpose 

To understand how the obtained 
knowledge is disseminated within the 

organization. 

To understand their view of the 
knowledge dissemination. 

To explore how they work to ensure an 
efficient knowledge dissemination. 

To understand who are involved and how 
decisions are made regarding NSD (the 

dynamics). 

To understand when customer 
information is used in the NSD process.    

If it differs.

To understand the developers' perception 
of the customer data and what kind of 

data they want. 

To understand how developers use 
customer information (Intrumental, 

Conceptual, Symbolic) and when they use 
it. 

To understand perceptions of how well 
the company incorporate customer 

information in the NSD process. 

To understand the role customer 
information in NSD. 

Being introduced to the company and the 
respondent. 

To understand what is happening within 
the industry at the moment and how the 

company adapt. 

To understand how the company collects 
data about their customer. What kind of 
data do they search for and if there are 
any predetermined objectives prior the 

data collection.

To understand how the data is stored and 
analyzed, then how well it is integrated 

within the operation. 

25. Exemplify when you decided not to use customer information when 

developing a new or improved service. 

26. What are the biggest challenges to use customer information when 

developing new or improved service? 

27. Do you consider yourself to be successful about how you incorporate 

customer information in your NSD process? 

General

Collecting & 

Processing Data 

Knowledge 

Dissemination

Data-driven 

Decision Making 

in NSD 

19. Who make the final decisions on how the new or improved service 

will look like?

20. At what stage of the NSD process do you use customer information?

21. What type of information is more important when developing a new 

or improved service? 

22. Do you consider the information about customers as trustworthy? 

23. How do you decide on what information to use or not to use when 

developing a new or improved service? 

24. Exemplify when you decided to use customer information when 

developing a new or improved service. 

13. What is done to ensure that the obtained knowledge reach the right 

person? 

14. How is the obtained knowledge presented?

15. How do you collaborate to ensure an efficient knowledge 

dissemination?

16. Do you use any tools for supporting the knowledge dissemination? 

17. Do you encounter any obstacles when disseminating knowledge? 

18. Who are involved in the process of developing new or improved 

services?

7. How do you collect data about your customers? 

8. How is the data stored?

9. How do you turn data into knowledge? 

10. Do you consider your company to be successful in your data collection 

and processing?

11. How do you share the obtained knowledge about customers within 

the company?

12. Who has access to the obtained knowledge?

6. Are there any clear and predetermined purpose and goals on what type 

of data to collect? 

1. Introduce yourself and the company.

2. At what stage do you consider the Swedish telecom industry to be at 

right now? 

3. What issues are most pressing? 

4. How important is it to use customer information when developing new 

or improved service offerings? 

5. What type of data is collected about your customers? 


