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Abstract 

From dishwashers to Ferrari 

Linus Nordberg & Nils Enbom 

The world is facing an unprecedented global environmental disaster. 

CO2 is currently the largest contributor to global warming and a large 

part of global emissions come from the automotive industry. The Paris 

agreement as well as policies and governmental decisions are forcing car 

manufacturers to transition from internal combustion engines to electric 

motors. This has led to difficulties for organizations throughout the 

value chain whose products or services become obsolete. The purpose 

of this thesis is to examine how a small company called Loccioni 

managed to use their competencies to grow during this radical industrial 

transformation. To answer the research question, data was collected 

using semi structured interviews as well as a period of ethnography.  

Results from this case study show that the values and mental models of 

Enrico and Graziella Loccioni developed over time into a dominant logic 

which they constantly adapted to changes in the external environment. 

By following their dominant logic, the company developed their core 

competencies. Focusing on having strategically similar businesses 

allowed them to use their competencies transversally throughout 

different business areas. By realizing what competencies they had, they 

could move swiftly from working with internal combustion engines to 

electric motors. Loccioni has also worked hard to develop their 

customer relationships, which allowed them to work with the same 

customers in different business areas. Having high trust with their 

customers also allowed them to work with open innovation and co-

create with customers who had cutting edge knowledge in different 

parts of the e-Mobility business area. This enabled Loccioni to quickly 

develop their competencies in relatively unknown areas.  
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Popular scientific summary 

Research shows that the world is facing an unprecedented environmental disaster in the future. 

This is largely due to the CO2 emissions caused by vehicles, which has led to that many 

automotive manufacturers have started to rethink how they make cars, and how they are 

propelled. The worlds car fleet is now in an ongoing transition from fossil-fuel powered cars, 

to now becoming powered using electricity. This transition is causing many radical changes in 

the whole value-chain, and these companies have to adapt to these changes in order to stay in 

the market. This thesis aims to determine how companies can leverage and protect their core 

competencies during a radical industrial transformation. The main theoretical concepts used in 

this thesis was core competencies and dominant logic. A core competency is the most desirable 

and valuable competency you can find in a firm, and it can be used to leverage yourself from 

competitors. To be able to successfully utilize a core competency, it can be helpful to have a 

clear dominant logic. A dominant logic consists of the values and mental models of influential 

individuals in an organization which over time develop into an organization’s business model, 

strategic orientation, architecture and culture. 

To answer the research question in this thesis, data was collected using semi-structured 

interviews. Observations through ethnography were used as another source of data. 

Ethnography is a data collection method where the researchers can be a part of the organization 

and gather data in an informal way. The data was analysed using thematic analysis with an 

abductive approach, resulting in two overarching concepts with several themes.  

The research question was answered with the help of three sub questions. The company’s 

dominant managerial logic has developed over time from the values and mental models that 

Enrico and Graziella Loccioni had from the beginning. The dominant logic has evolved with 

the company and with new employees adding their experiences. By expanding their 

organization with strategically similar business areas, Loccioni were able to simplify strategical 

decisions while still being diverse enough to ensure a stable economy despite external 

influences. By gathering data from the experiences of their employees and the successes and 

failures of the organization, they were able to adapt their managerial logic to environmental 

changes and not be blinded by their successes. Their core competencies have been developed 

by following their managerial logic, and by being flexible, they were able to adapt their 

resource allocation when they could see a radical industrial transformation in the near future.  
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1. Introduction 

This chapter aims to give the background of the thesis by presenting the reasons for the radical 

change in the automotive market. Problematization of the research area as well as the research 

questions and limitations of the study will also be presented. 

1.1 Background 

The world is facing an unprecedented global environmental crisis. The major environmental 

concerns of the 21st century are atmospheric pollutions, scarcity of freshwater, raw materials, 

and land availability. In 2015, there was an emissions scandal where the German vehicle 

manufacturer Volkswagen Group was found to be in violation of the Clean Air Act, which led 

to massive changes in the automotive industry (Held, et al., 2018). The industry was 

transformed towards focusing on sustainability. In the past, companies have been forced to 

innovate mainly to reduce costs and production times, but today, innovation is a must to reduce 

environmental impacts and respond to social demands. The environmental crisis can create 

problems, and organizations will need to adapt to survive. Firms in the automotive industry 

need to change their production methods and product designs to meet new laws and regulations 

as well as changes in the market. Green innovation can be defined as a process that leads to the 

creation of new production methods or technologies which reduce their environmental risks 

(Takalo, Tooranloo, & Parizi, 2021). Rapidly changing to green innovation can be difficult 

while at the same time transitioning towards the ongoing 4th industrial revolution that will 

change the environment of manufacturing companies. Innovation has now become a key asset 

for organizations to succeed in the highly competitive and complex market (Brandl, et al., 

2021). The co-founder of Sun Microsystems, Bill Joy, coined the phrase: “No matter who you 

are, most of the smartest people work for someone else”, which emphasizes the problem of 

high competition and fast market changes that many enterprises face today (Lakhani & Panetta, 

2007).  Therefore, it is rather important for any company to know how to manage innovation 

and co-creation (Lin, Chen, & Huang, 2014).  

For many years, several studies (Ageri, Elmquist & Pohl, 2009; Avadikyan & Llerena, 2010) 

have pointed towards finding alternative fuel solutions for automotive vehicles. One possible 

alternative to petrol and diesel has been batteries that powers an electric motor, but this put a 

lot of pressure on automotive manufacturers since an electric motor differs a lot from a 

combustion engine. As of now, vehicle manufacturers are in the shift from Internal Combustion 



 

2 

 

Engines (ICEs) to Battery Electric Vehicles (BEVs), and they have been in this shift for a long 

time (Casper & Sundin, 2021). During this shift, several manufacturers in the automotive sector 

have developed vehicles using both petrol and electric motors (Hybrid Electric Vehicles, 

HEVs) as a start to the electrification of the automotive market. As petrol and diesel vehicles 

are getting regulated more and more, many manufacturers have now made efforts in making 

their vehicles fully electric (Ibid). This technological shift has forced companies to relearn 

much that they know about vehicles, and experience and knowledge about fossil fuel driven 

vehicles is becoming obsolete (Ibid). Companies must now find ways to quickly develop high 

performance electric vehicles, and a solution to this is that many companies have begun to 

outsource their R&D or Co-Create with those who have experience in the e-Mobility area. This 

shift can lead to organizational and strategical difficulties, and firms may have to develop 

strategies to co-develop projects together with experienced companies within the field. How 

can organizations manage radical changes in their main business area and what strategies do 

they need to employ in order to be successful? 

 

This thesis was written together with Loccioni as an external partner. Therefore, the questions 

posed in the thesis are linked to the business areas of Loccioni and some of the strategies they 

employ. Working in the field of measurements and testing, Loccioni use their competencies 

within the field to perform end of line testing equipment on both combustion engines and 

electrical engines. As a leader in the field, they are able to provide services that few others can, 

and because of their competence in measurements, they have acquired large global customers 

which are many times much larger than themselves. Because of their competence in 

measurement and testing they are able to work in many different markets where testing is 

needed. The core knowledge of testing is often the same no matter the market. However, in 

order to expand and acquire new customers Loccioni need to learn from others. As Joy’s law 

states, there is more knowledge outside the company than within. Loccioni have high focus on 

R&D and customer relationships and they use this to co-create with customers who often have 

more resources and more cutting-edge knowledge within their specific field. Loccioni can then 

apply their skills within testing to the knowledge brought in by customers. 

Loccioni’s main business areas are wellness, environment, energy, and mobility. Within these 

areas, there are several subareas which can be seen in the Polaris which is a visualization of 

their business areas (see Appendix A). Among these business areas, wellness is the oldest 
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(started in 1976) with the start of quality assurance for home appliances, which was the first of 

the business areas that still exists today. In 1980, Enrico Loccioni founded AEA (Advanced 

Electronic Applications) with the objective of designing and implementing quality control and 

testing systems as well as process certification for the household appliance sector. This would 

later evolve to encompass the automotive industry as well. In 2008 Loccioni started working 

with automation in the healthcare sector with the APOTECA Chemo automated system. The 

environmental monitoring started in the early 2000s and the energy business area was started 

in 2008. The following years, Loccioni started their international subsidiaries to develop their 

business abroad. Today Loccioni have 500 employees, or “collaborators” as they are called 

internally, working in offices around the world. During the past 20 years Loccioni have 

developed their competencies in a niche market and has been able to increase their revenue 

from 24 million to 120 million euro. 

This study will be a retrospective case study focusing on the past 10 years in the automotive 

sector within Loccioni to find out how and why they moved into the e-Mobility market. Who 

were their key customers, how did they acquire these customers and what were key positive 

and negative learnings from these customers? How did they utilize their competencies? How 

did their dominant logic affect them? This information can then be used by Loccioni to help 

guide them strategically in the future when investing in new market areas as well as it will work 

as a guideline for customer relationships and co-creation.  

1.2 Problematization of Research Area 

The definitions and perceptions of innovation and core competencies can vary between 

different scholars. Innovation can be seen as carrying out new methods of production, entering 

new markets, new goods, new sources of supply or now organizational structure (Schumpeter, 

1934). Innovation can also be seen as something that is perceived as new by an individual 

(Rogers, 1983). Some scholars argue that innovation is about differentiation in the market, 

using new or improved products, services, or processes to gain successful advantages in the 

market (Baregheh, Rowley, & Sambrook, 2011). In the current market, innovation is key for 

successful companies (Ngangi & Santoso, 2019). However, scholars have found that it can be 

hard for SMEs to innovate due to their lack of resources in terms of staff and finance. These 

factors can be seen as inhibitors of innovation and growth for organizations (Clark, 2012).  

Core Competence can be described as “the collective learning in the organization, especially 

how to coordinate diverse production skills and integrate multiple streams of technologies” 
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(Prahalad & Hamel, 1990). Core Competencies can be used to develop strategic advantages in 

a particular market segment and a by having a core competence, a firm can often leverage 

themselves successfully. Prahalad and Hamel (1990) set the foundation of the concept, and 

other authors (Higgins, 1995; Javidan, 1998; Hafeez, Zhang & Malak, 2002) made further 

contributions to the topic years after the concept was presented. However, the different authors 

are not in consensus about how Core Competencies are identified and used. Javidan (1998) 

suggests that companies should start by identifying and allocating the internal resources of the 

firm, while Hafeez, Zhang and Malak (2002) suggest starting with identifying the capabilities 

of the firm. 

While many authors (Prahalad & Bettis, 1986; Franke & Knyphausen-Aufsess, 2013; Rumelt, 

1982) have provided good information and a good foundation to the topic of Dominant Logic, 

it is still difficult to find examples where the concept has been used extensively in a real 

company. Some examples are provided by the authors, but those examples are just very short 

and brief in their nature.  

1.3 Research purpose and questions 

The main aim and purpose of our work is to examine Loccioni’s past and present organisation 

to find and define their core competencies, their key strategical decisions and learning points 

from the past. This can then be used as a framework for future decisions. The focus of the study 

will be on the automotive sector within Loccioni, with regards to internal combustion engines 

and electric motors. The research question of this thesis is as follows: 

- How can an SME leverage and protect its core competencies when being part of a 

radical industrial transformation? 

This thesis will be carried out together with Loccioni, which is a project based, international 

company with its headquarters in Italy. Loccioni’s main business areas are within automotive, 

energy, environment, home-appliances and MedTech applications. For a period of the thesis, 

the authors were on site in Italy following one of their projects. The project involved practical 

tasks as well as theoretical tasks to learn how the company operates with regards to project and 

innovation management. To answer the research question, several interviews with relevant 

people was carried out and a retrospective analysis of the company’s journey from when they 

started to develop testing equipment within e-Mobility. As guidance towards the answer to the 

main research question, three sub-questions will be considered.  
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- How did Loccioni work to sustain and potentially improve their core competence within 

measurements during the technological shift from internal combustion engines to 

electrical motors?  

- Why did large companies choose Loccioni as a partner in developing e-Mobility 

equipment, even though they had little experience within the field at the time? 

- How can a SME use its core competencies together with its customers to improve 

innovation in undiscovered areas?  

1.4 Limitations 

The aim of this study is not to achieve results that can be generalized to other organizations but 

to conduct a case study on the chosen organization. The results of this study can not necessarily 

be implemented in another study, but similar organizations can learn from the lessons learned 

in this study. The history of the organization can be used as a framework for how to successfully 

organize an SME and conduct a transition into a new market.  

Due to the scope of the study, the focus will be on the mobility business area of Loccioni. 

Further within the mobility area, the focus will be on e-Mobility. While the culture and values 

of the organization are the same throughout all the areas, some strategies and competencies 

may differ between the different business areas of Loccioni. 

1.5 Research context 

The study was conducted at Loccioni which is a company that develops measurement and 

testing systems which help manufacturers perform at their best. The company works with 

custom made projects to create solutions for each individual customer. The organization is 

based in Italy and has subsidiaries around the globe.  
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2. Literature review 

This chapter presents a review of previous literature and studies regarding core competencies, 

electrification, co-creation, innovation, customer relationship management, dominant logic, 

knowledge-based organizations, and small and medium sized companies. The aim of the review 

is to provide increased understanding into the fields researched in this study and to provide 

knowledge of the existing theory in the field. The main concepts of core competencies and 

dominant logic were chosen to help describe how Loccioni has worked with their knowledge 

to survive and thrive in a radical industrial transformation. The other concepts were selected 

to help put the organization and how they work with innovation and customer relationships 

into perspective and show some theoretical advantages and disadvantages using these 

strategies. 

2.1 Core competencies 

The concept of Core Competence is described as “the collective learning in the organization, 

especially how to coordinate diverse production skills and integrate multiple streams of 

technologies” (Prahalad & Hamel, 1990). These competencies are often developed over longer 

periods of time, and therefore a firm might develop a strategic advantage in the particular 

market segment where their core competencies can be found. Having the ability to coordinate 

and integrate the core competencies that lies within the firm can lead to a successful firm. Since 

markets are dynamic and changes over time, firms cannot always switch their focus towards 

the emerging markets. Instead, companies must find ways to create products that are 

unavoidable for the customers. Better yet, developing products that the customers have not yet 

imagined they need (Ibid). Another aspect of Core Competence is brought up in Higgins 

(1995), where the author sees Core Competence as a bigger phenomenon where Innovation is 

included. To conclude if a company inherit the core competence of innovation, the company 

needs to be on par in areas connected to innovation. These include organizational culture and 

creativity, which can result in innovation. Furthermore, Prahalad and Hamel (1990) presents 

three characteristics that are required in a competence to make it a core competence:  

- A core competence must make a significant contribution to customer benefits, 

- A core competence should be inimitable and must be hard to imitate by rivals, 

- A core competence should have access to different marketplaces 
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Considering these characteristics, it is evident that a core competence is not just being good at 

selling computers or cars. Instead, it is how a company develop a product or service, and what 

this product or service will provide for the customer while at the same time being rare in a 

sense. Some examples of core competencies includes SKF’s ability to make high-precision, 

frictionless spherical devices, or 3M’s creative flair in inventing succesful products (Hafeez, 

Zhang, & Malak, 2002; Coyne, Hall, & Clifford, 1997). As exemplified above, a core 

competence will open for several new products. In SKF’s case, their core competence enables 

them to produce new products such as rollerball pens or rolling bearings that can be used in 

anything from an airplane to more standardized tools. 3M can, and has used their core 

competence to develop medical disposable items or tapes with unique adhesive properties. One 

thing both of these companies have in common is that they have worked with these kinds of 

products for a very long time, making them experts within their respective fields. As mentioned 

before, time is often a key aspect in aquiring a core competence. One way of developing 

competencies can be to create strategic alliences with companies that have competencies that 

might be lacking within the organization or desireable for the fututre expansion (Prahalad & 

Hamel, 1990).  

This ideology of core competence was developed by Prahalad and Hamel (1990), and it is a 

good foundation to the concept, but the authors only provide a small sample of how it is used. 

In Javidan (1998), the author argues that Prahalad and Hamels (1990) proposed way of 

planning is a combination of outside-in, and inside-out planning. The traditional way (outside-

in) of planning usually starts with an external overview of threats and opportunities, different 

stakeholders, competitors, etc. to then understand how they can use their internal resources to 

enter the market successfully. The inside-out way of planning starts in the other end. First, the 

firm must understand their own core competencies and capabilities to then allocate their 

resources. This way of planning goes in line with Wernerfelt (1984), that describes how 

different firms possesses different types of resources and how they can exploit their resources 

in a strategic way. Wernerfelt (1984) propose several resources that are seen as attractive, 

examples are machine capacity or customer loyalty. Having the machines needed to create a 

product or service is a barrier to new entrants, because if another company want to establish 

themselves in a market that needs certain machines, they will in many cases fail due to the high 

entry barrier (Wernerfelt, 1984). Another attractive resource provided in Wernerfelt (1984) is 

Customer loyalty. Due to the nature of markets, firms that enter a market late will be in 

disadvantage to those who entered the market early. Early adopters are often given the chance 
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to get contracts at lower prices since the demand is low. But as demand increases, the price for 

the contract increases, and later adopters will have to pay a higher price. Essentially, this means 

that if a company quickly realizes how they can allocate their internal resources in the best 

way, they may develop a strategic advantage over their competitors (Javidan, 1998).  

Prahalad and Hamel makes it clear that it is very important to understand the firms Core 

Competencies to successfully exploit the identified opportunities. However, there is no 

explanation on how to identify the firms Core Competence. Different authors (Javidan, 1998; 

Hafeez, Zhang & Malak, 2002) have different opinions on how core competencies are to be 

identified, and this might be due to that there is no single strategy that will work for every 

organization. One way of identifying the firms Core Competencies, as presented in Javidan 

(1998), is to first make all managerial staff aware of the concepts of Core competencies, 

competencies, capabilities, and organisational resources (resources). When the staff is aware 

of the different concepts, the firm must start with understanding what resources they possess 

to then figure out how they can exploit these resources. This opens for the firm’s capabilities. 

The next step is a cross-functional integration and coordination of capabilities, which becomes 

the firm’s competencies. The competencies are the collective capabilities that can be found in 

the firm, and in many cases, several capabilities become the competencies. Once all of this is 

done, the firm can identify the Core Competencies, which will be a combination of several 

competencies found in the firm. This approach presented in Javidan (1998) is similar to another 

approach presented by Hafeez, Zhang and Malak (2002), the main differences between the two 

is that Javidan (1980) argues for more focus on the internal resources at the very start, while 

Hafeez, Zhang and Malak (2002) suggest starting with capabilities. However, the latter is not 

neglecting the fact that a firm must understand its internal resources to find its internal 

capabilities, it is just that the model presented starts with internal capabilities.  

The Economist Joseph Schumpeter (1942) wrote in his book Capitalism, socialism, and 

democracy about a term which he called creative destruction. Creative destruction can be 

described as a capitalistic force which drives innovation of new technologies, processes, or 

materials so far ahead of what is currently used that they become obsolete. This can also happen 

to a core competence. For example, Kodak was the industry leader within traditional film 

products and one can say that this was their core competence. However, as new camera 

technologies emerged, they had little to no use of their core competence. Their core competence 

was too narrow and eventually, they lost their position as an industry leader within photo- and 

film products.  



 

9 

 

Core competences have different elements to them and even if they are not the core 

competence, they can be just as relevant. Ljungquist (2007) argues that core competencies are 

the most desirable and difficult for a firm to aqcuire. Therefore, a core competence is the 

highest level of competence a firm will possess. Considering this, the underlying components 

for achieving the core competence have different relevance and weight for becoming a firms 

competence, or core competence. Prahalad and Hamel (1990) mentioned that a core 

competence must inherit some certain characteristics, which makes it impossible for any 

competence to become a core competence. Figure 1 shows the concepts related to core 

competence. 

 

Figure 1: Visualization of concepts related to core competence 

Barney (1991) claims that resources can be sustainable competitive advantages, but in order 

for a resource to be a sustainable competitive advantage, it must have four qualities. If a 

resource is (1) valuable, (2) rare, (3) not perfectly imitable and (4) non substitutable, it can be 

seen a sustainable competitive advantage, which in turn can help a firm develop a core 

competence. On the other hand, Ljunquist (2007) further describes a firms capabilities as 

systems and routines which support the core competence of the firm. Lastly, Sengupta, 
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Venkatesh and Sinha (2013) describes different strains of competencies. These strains includes; 

Person-focused competency, which is personal attributes and values that are required for a 

specific job; job-focued competency refers to knowledge and skills required to do a specific 

job; and role-focused competency which is related to attributes needed to meet certain demands 

for a specific job. Some authors (Schulz, 2008) describe job-focused competency similarly to 

hard skills, while person-focused competency and role-focused competency similarly to soft 

skills. In order to fully utilize the core competence of a firm is by having organizational 

practices and structures which are based on values found within the firm. One concept that is 

related to value-based practices and structures is the Dominant Logic, which was coined by 

Prahalad and Bettis (1986). 

2.2 Dominant Logic 

The literature on dominant logic is quite fragmented and different scholars use different 

definitions and apply it to different areas. Some claim that dominant logic is successfully 

applied on the business level, whilst others on the corporate level. This section will bring up 

some of the most prominent definitions and describe how dominant logic can be applied 

according to different scholars. 

The dominant general management logic, or dominant logic for short is defined in Prahalad 

and Bettis (1986) as “The way in which managers conceptualize the business and make critical 

resource allocation decisions - be it in technologies, product development, distribution, 

advertising or in human resource management”. Management uses administrative tools such as 

choosing key individuals, planning processes, budgets, and organizational structure to form the 

means for a company to make profit. The dominant logic in a company can be seen as the result 

of when management successfully perform critical tasks for the success of their core business 

and are rewarded with economic success. This results in managers focusing on the behaviours 

that led to the success and therefore they develop a particular mindset and a set of tools for 

dealing with business (Prahalad & Bettis, 1986).  

In Franke and Knyphausen-Aufsess (2013), the authors discuss how Prahalad and Bettis and 

other authors previously have defined dominant logic in order to create an improved definition 

to resolve conceptual inconsistencies in previous research. They separate the concept into 

(manegerial) “logic” and “dominant” to better define the concept and avoid confusion. 

Manegerial logic can be defined as “the shared mental template an organization as a whole 

employs and acts upon”. Dominant is divided into “absolute dominance” and “relative 
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dominance”, where absolute dominance refers to how mature and stable a logic is within an 

organization, it focuses on organizational learning rather than management aspects of dominant 

logic. The logic becomes more and more dominant over time as organizations learn and grow. 

Relative dominance refers to the diversification and power distribution among business areas 

within an organization. Franke and Knyphpausen-Aufsess define dominant logic on the 

corporate level as “A shared (i.e., organizational) mental template that has reached a certain 

level of maturity and stability (i.e., absolute dominance) and is highly (relatively) dominant 

across a defined set of businesses of the corporate portfolio, thus dominating the logics of the 

businesses within this set.”  

According to Rumelt (1982), the diversification strategies of firms can be divided into four 

major and 9 minor categories. The four major categories were single business, dominant 

business, related business, and unrelated business. Depending on the amount of diversification, 

more or fewer dominant logics are needed. A firm can have high diversification, but if the 

businesses are strategically similar, one dominant logic can be enough. The core business in an 

organization will have high absolute and relative dominance as it is most important and has 

often existed for the longest time. Over time, values and mental models become visible 

organizational practices and structures. This is further visualized in figure 2.

 

Figure 2: Dimensions of the dominant logic (Engelmann, Kump, & Schweiger, 2020). 

All aspects shown in figure 2 are interrelated since dominant logic is not just one mindset or 

value, but a combination of invisible and visible aspects. The core of an organizations dominant 

logic come from a mindset or values that have developed over time from experiences, as 

Prahalad and Bettis (1986) describe in their original article. As these values become more and 
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more clear and defined, they are shown by visible administrative tools which help guide the 

organization (Engelmann, Kump, & Schweiger, 2020). In some organizations, it can be 

difficult to pinpoint where the dominant logic originates from, but research has found that it 

often develops over time from the values and mental models of top management, highly 

charismatic individuals such as the CEO or the founder, entrepreneurs, HR managers, and so 

on (Prahalad & Bettis, 1986; Franke & Knyphausen-Aufsess, 2013).  

Franke and Knyphausen-Aufsess (2013) also bring up a more advanced figure (figure 3) that 

shows the antecendents of dominant logic formation and adaptation that they developed by 

compliling 25 years of research into DL.  

  

Figure 3: Antecedents of Dominant Managerial Logics (Franke & Knyphausen-Aufsess, 2013) 

The authors divide the antecedents of dominant logic into internal and external factors with 

further division within the internal factors. The internal factors are individual, top management 

team (TMT) and organizational. The sources of dominant logic on the individual level come 

from everyone in the organization. The education, experiences and background of individuals 

affect their decision-making and help guide them in new or complex situations. Group or TMT 

level antecedents differ depending on the composition, size, and diversity of the managerial 

group. If everyone has similar background and education in the managerial group, then 

everyone might agree on most decisions and while if there is diversity there might be more 
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different ideas. On the organizational level the business model, strategic orientation, 

architecture and culture affect the formation and adaption of a logic. The business model refers 

to the way in which the organization creates value. The strategic orientation reflects the firm’s 

strategy toward conducting business. The organizational architecture refers to the layout of its 

components, size and ownership which affect the managerial logic of the firm. Processes such 

as strategic planning, resource allocation and human resource practices reflect the 

characteristics of the management logic as they show the attitude and business goals of a firm. 

The values, beliefs, norms, and attitude towards innovation, learning and collaboration etc., are 

the organizational culture of a firm. These social norms and intangible elements of an 

organization complement the organizational architecture, conduct, design, and governance, and 

they are key to understanding the formation of an organization’s shared mental maps. The 

external factors which affect the DL which can be seen in figure 3 include technological 

innovations and policies for example. Technological innovations within a firm’s DL can have 

a big impact on organizations competitive advantage and long-term success. Policies, 

regulations, and public interest can have a significant impact on highly regulated industries 

such as healthcare and pharma. These firms need to adapt their strategies to cope with external 

constraints. These factors are reinforced indirectly over time through double loop learning. 

Double loop learning is used when it is important to change the mental model on which a 

decision depends. Data from the observed results is sent back to the strategies and techniques 

of what is being done as well as the underlying assumptions of why and action is being 

performed.  

The commonality-performance linkage on the right side of the figure refers to the link between 

the commonality of DLs in multi-business firms and corporate performance. High 

commonality was found to increase corporate performance where on the other hand low levels 

of DL commonality were found to decrease innovation capabilities. Franke and Knyphausen 

also examined the impact of high vs low level joint venture autonomy on joint venture 

performance.   

2.3 Innovation management 

To be able to develop competencies and thrive in a technological shift it is important to 

innovate. By understanding how scholars define innovation, and how innovation can be 

managed, it is possible to improve the utilization of an organization’s resources.  
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Innovation can be defined in many different ways depending on who you ask. To gain a better 

understanding of the subject and to understand the concept of innovation, Fornstedt (2021) has 

compiled a table of definitions from well-known authors (see table 1). 

Table 1: Definitions of Innovation (Fornstedt, 2021) 

Definitions of innovation Reference 

Carrying out new combinations” that include introductions of new 

goods, methods of production, new markets, sources of supply and the 

carrying out of a new organization of any industry. 

(Schumpeter, 1934) 

An idea, practice, or object that is perceived as new by an individual or 

other unit of adoption. 

(Rogers, 1983) 

A new idea which may be a recombination of old ideas, a scheme that 

challenges the present order, a formula, or unique approach which is 

perceived as new by the individual involved. 

(Andrew, 1986) 

Innovation is conceived as a means of changing an organization, either 

as a response to changes in the external environment or as a pre-emptive 

action to influence the environment. Hence, innovation is here broadly 

defined to encompass a range of types, including new product or service, 

new process technology, new organization structure or administrative 

systems, or new plans or program pertaining to organization members. 

(Damanpour, 1996) 

Innovation is the multi-stage process whereby organizations transform 

ideas into new/improved products, service, or processes, to advance, 

compete and differentiate themselves successfully in their marketplace 

(Baregheh, 

Rowley, & 

Sambrook, 2011) 

 

Looking at table 1, there are some similarities to the different definitions. For example, an 

innovation should be perceived as new by an individual or unit of adoption. An innovation can 

be a product, a method of production, new choice of materials or services, something that 

differentiates itself in the market in some way. 

Loccioni is a small organization with limited resources. Marketing themselves to a global 

market can be expensive. By using an open approach to innovation, they can gain reputation 

and build their network without spending a fortune. 
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According to Bogers, Chesborough and Moedas (2018), open innovation is a practice where a 

company or organization opens for external collaborations, and also connected to the way 

academia is published today. The digitalization of academia has made publications open for 

almost everyone, and therefore, almost everyone can read these publications. Thus, 

digitalization has made the world more collaborative in a sense. Bogers, Chesborough and 

Moedas (2018) further describes that open innovation also can lead to disruptive innovations 

since combinations of different innovations often are what makes innovation disruptive. Inputs 

from different sources can make complex problems easier to cope with and there is often a 

need for inputs from different lines of business. There are two types of open innovation that 

Bogers, Chesborough and Moedas (2018) see as particularly important: outside-in and inside-

out, or inbound and outbound open innovation.  

Outside-in open innovation is the practice where the company open its innovation process to 

several kinds of external inputs and contributions. This type of open innovation is the more 

common one and has received much attention from both academic researchers and from 

industry (Inauen & Schenker-Wicki, 2011; Arrigo, 2012). However, inside-out open 

innovation is far less used and utilized by academic researchers and industry. Inside-out open 

innovation forces the company to allow unused and underutilized ideas to spread outside the 

organization for others make use of the ideas (Bogers, Chesborough, & Moedas, 2018). 

Effectively, this means that others will use the ideas in their businesses and business models. 

This is a far less explored territory compared to the outside-in open innovation.  

2.4 Co-creation 

As stated by Joy’s law, “no matter who you are, most of the smartest people work for someone 

else”. In other words, to innovate and develop the competencies of a company working with 

other companies can increase the performance of the company. 

As mentioned in the background, there is currently high competition in the automotive market. 

In order for organizations to stay competitive, they need to learn and innovate constantly. 

Innovation has become increasingly collaborative, which can be seen by looking at great 

innovators like Honda, Procter & Gamble and Wal-Mart. These companies rely a lot on their 

suppliers for their innovative advantage (Fawcett, Jones, & Fawcett, 2012). The current trends 

have created changes in the automotive value chains. OEMs such as Tesla, Volkswagen, 

Stellantis, General Motors and Ford are expanding with multi-billion dollar investments to 

insource hundreds of gigawatt-hours of cells annually (GlobalData, 2022). Volkswagen 
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produce engines, transmissions, batteries, and steering systems internally (Volkswagen, 2022). 

Volvo Cars recently invested 30 billion together with Northvolt to develop and manufacture 

batteries internally for the next generation of electric Volvo cars (Northvolt, 2021).  

The automotive industry is experiencing a period of high competition and change, industry 4.0, 

digitalization and electrification trends along with stricter regulation for emissions and 

environmental impact force rapid change. For companies to succeed and stay relevant in the 

market they need to develop new products. The increased rate of product introductions along 

with a change for many companies from creating fossil fuelled vehicles to hybrid and electric 

vehicles has led to a lack of knowledge in-house for many companies. Therefore, many 

organizations have increased their use of external suppliers from sectors where the in-house 

knowledge is lacking (Mazdeh, Jafari, & Mousavi, 2016). How can knowledge flow between 

buyer and supplier and how do business relationships affect knowledge sharing? Moreira 

(2009) argues that knowledge sharing is usually initiated by small or medium sized enterprises. 

Knowledge sharing is used to improve core competencies and ensure client satisfaction. 

Successful knowledge sharing depends on mutual trust and dependency from both firms, and 

they often fail when time is not spent on building relationships (Moreira, 2009). One way of 

improving competencies and gaining knowledge is to co-create with suppliers. By looking at 

the advantages of co-creation it is possible to see how Loccioni have been so successful during 

the transition in the automotive market. 

The term Co-creation is a managerial term used to describe the collaborative process of 

producing new symbolic or materialistic value, and it embodies all value created between the 

collaborative parties (Vargo & Lusch,, 2008; Galvagno & Dalli, 2014). Furthermore, Prahalad 

and Ramaswamy (2000) describes co-creation as a phenomenon where different actors in a 

business-to-business relationship shifts from just being buyer and seller, to becoming close 

collaborators in the development of new products and services. One important aspect about co-

creation is to not see it as outsourcing of activities or a simple customization of certain products 

(Prahalad & Ramaswamy, 2004). From the service science perspective, Vargo and Lusch 

(2004) suggests that companies should focus on customer collaboration to realize the market 

offerings, and to meet the benefits requested by the customer. Instead of viewing co-creation 

as a collaboration between company and supplier, Vargo and Lusch suggests seeing co-creation 

as a collaboration between company and customer. According to several authors (Solomon et 

al, 1985; Bitner, Brown, & Meuter, 2000), co-creation is fundamental in businesses where a 

service is the main selling point. Key market offerings, such as quantity, quality, and attributes, 
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are created in the service encounter and personalized service offerings are many times what the 

customer is asking for.  

Bettiga and Cicculo (2018) consider co-creation as a desirable approach in the New Product 

Development (NPD) process in both B2B and B2C markets. Furthermore, the authors findings 

indicate that when companies develop new products with customers or suppliers, the 

involvement and communication between the parties differ a lot comparing to when one party 

develops something for the other. Similar to the findings in Bettiga and Cicculo (2018), 

Prahalad and Ramaswamy (2004) raised the question of in-depth dialogues as a concern. Close 

communication between parties is time-consuming and too much customer input can allow the 

customer to interact with the company in an intrusive way. To cope with the concerns, Prahalad 

and Ramaswamy provides possible solutions such as implementing engagement tools between 

customers or providing access to documents to the customers. This will not only take away 

some of the pressure from the companies, but also give the customers more insight on the 

project itself.  

Another area that involves co-creation is the way of finding new solutions, also known as New 

Solution Development (NSD). La Rocca, et al., (2016) found that in many cases, co-creating 

companies are not working towards NPD, but instead NSD. The difference between NPD and 

NSD is that the latter is broader in its scope and that the process is not as linear as to the prior. 

The NSD process is not tied to a specific product, instead, the process is about generating 

customer value. Furthermore, La Rocca, et al., (2016) notes that “In new solution development 

with customer involvement, other activities more loosely connected to the technical aspects of 

the solution appear essential for the process and its outcomes”. This quote goes in line with 

Vargo and Lusch’s view of co-creation seen from the service science perspective. 

Co-creation has in recent times become more common. New technological innovations in 

industry 4.0, internet, and communication, have allowed businesses to use their stakeholders 

such as customers, suppliers, and partners to co-create value in new ways. There are some 

examples of co-creation in the automotive industry that already exist, companies such as 

General Motors, Local Motors, Volkswagen and Fiat are co-creating to develop new products 

and solutions (Opata, et al., 2020). A report made by Longitude and Hitachi found that those 

working in the automotive market are 83% likely to say that co-creation has transformed the 

way they approach innovation. Businesses are adapting their approach of R&D from being 

highly secretive to adopting a more open and dynamic approach to be able to accommodate to 
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the rapidly changing market which is propelled by technological disruption (Hitachi, 2020). 

According to the chief executive of General Motors the car sector will “change more in the 

next five to ten years than it has in the last fifty”. The current speed of technological 

developments is forcing industries to deliver new products or services at a faster pace. Co-

creation is enabling businesses to pool their competencies across sectors and innovate to stay 

at the head of the race (Ibid).  

2.5 Customer relationship management 

Co-creation in B2B markets requires trust between the organizations that are working together. 

Exploring what scholars have said about customer relationship management could help 

organizations to manage relationships. 

Customer relationship management (CRM) is a theory that has been recognized since the mid-

1990s in management literature. CRM is an approach that enables organizations to find, attract 

and increase the longevity of profitable customers by managing the relationships with their 

customers (Valmohammadi & Beladpas, 2014). This can be done by implementing CRM 

software or activities which help manage the four dimensions of CRM, which were defined by 

Swift (2001): 

Customer identification: finds potential customers by analysing actions coordinated and 

directed by the company. This normally includes target customer analysis and customer 

segmentation. 

Customer attraction: identifies steps which companies can take in order to attract customer 

interest with their goods and services.  

Customer retention: business strategies focused on building customer loyalty and creating 

long-term and trustworthy relationships with customers. The aim of this is to maintain a 

sustainable level of repetitive orders from these customers. Customer service and support are 

key to achieving this.  

Customer development: expanding current commercial and trust relationships with customers 

to increase cooperation and create new lines of shared business. Customer lifetime value 

analysis, upselling, and cross-selling along with market basket analysis can be used in this 

sector (Swift, 2001). 

In Valmohammadi (2017), the author argues that CRM practices had a significant positive 

relationship with firms’ innovation capabilities which in turn lead to improved organizational 
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performance. A study by Reinhartz, Krafft and Hoyer (2004) found that CRM processes had 

the strongest effect on relationship maintenance and initiation. This was also corroborated by 

Quzwen, Hurriyati and Sultan (2020) who found that CRM implementation had a positive 

effect on corporate performance. Furthermore, Payne and Frow (2005) presents an 

comprehensive definition of CRM which states:  

“CRM is a strategic approach that is concerned with creating improved shareholder value 

through the development of appropriate relationships with key customers and customer 

segments. CRM unites the potential of relationship marketing strategies and IT to create 

profitable, long-term relationships with customers and other key stakeholders. CRM provides 

enhanced opportunities to use data and information to both understand customers and Co-

Create value with them. This requires cross-functional integration of processes, people, 

operations, and marketing capabilities that is enabled through information, technology, and 

applications” 

Considering that there are several definitions and elements to CRM, one can conclude that the 

topic is broad and that there is not one specific thing that is CRM.  

2.6 Electrification and digitalization 

To be able to understand why the transition toward electric vehicles has happened so fast and 

how organizations can strategize to adapt and use their competencies in the best way it can be 

helpful to understand what drives the transition. 

The fourth industrial revolution and the digital transformation known as industry 4.0 is 

fundamentally reshaping the way individuals work and live (Ghobakhloo, 2020). New 

technologies, policies and trends are reshaping products and processes in the automotive 

market.  

Recently, the drivetrain of automotive vehicles has swiftly began to change from internal 

combustion engines to electric drivetrains (McKinsey & Company, 2021). In 2017, more than 

1 000 000 new electric vehicles were registered, and forecasts indicates that in the year 2027, 

20% of all newly sold cars will be electric vehicles (Casper & Sundin, 2021). Electric vehicles 

are the future of automotive, and political leaders seem to be pushing towards more 

electrification in general. The reasoning behind the electrification of automotive vehicles is 

driven by the climate goals and emission targets (Ibid). 
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The electrification will not only result in changes when a car is built, but also when parts for 

cars are remanufactured. An internal combustion engine driven car differs a lot to an electric 

vehicle. However, when speaking about electric vehicles, one must consider the different types 

of electric vehicles. Battery Electric Vehicles (BEV) is a vehicle only fuelled by electricity 

(Tesla, Polestar, etc.). Hybrid electric Vehicles (HEV) is a vehicle fuelled with fossil fuel with 

an electrical motor that is used in certain cases (Toyota Prius, Ford Fusion etc.). In this case, 

the electric motor is charged by the internal combustion engine. A Plug-In Hybrid Electric 

Vehicle (PHEV) is very similar to the HEV. The difference is that it can be plugged into an 

electric source to charge its battery pack. Many car manufacturers have proposed plans for how 

their car fleet will look in the upcoming years, some more ambitious than others. (Casper & 

Sundin, 2021). Technological innovations such as better batteries and electric motors as well 

as changes to infrastructure have enabled the transition from ICE to electric vehicles (Lorentz, 

et al., 2015).  

2.7 Knowledge-based organization 

The competencies of an organization can come in the form of its staff. Loccioni see themselves 

as a knowledge-based organization and value their intellectual property highly. Knowing how 

scholars differentiate between different kinds of knowledge can help to determine core 

competencies. 

A knowledge-based organization (KBO) relies on its intellectual property, and they use their 

knowledge and the experience of their staff as their means of trade instead of producing a 

specific product or service (Schneider, 1993). De Long (1997) defines knowledge as the 

combination of information and human context that enhances the capacity for action. 

Knowledge can be viewed in two dimensions, who has the knowledge and what is the type of 

knowledge. As for who has the knowledge, one can look at individual, group, or organizational 

knowledge, while the type of knowledge can be characterized as explicit or tacit. Explicit 

knowledge is easy to quantify, it can be in documents, databases, products, or processes and is 

easy to share and see. Tacit knowledge however depends on context and personal experience, 

something that is known, but cannot be explained (De Long, 1997). Tacit knowledge could for 

example be something like riding a bike. Someone can try to teach you how to do it, but it will 

be easier to just do it yourself. De Long (1997) states that organizational culture is very 

important for knowledge management. The culture of and organization shapes the relationships 

between individual and organizational knowledge and creates the conditions for social 

interactions that create value from knowledge for organizations. Culture helps to shape the 
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processes from which new knowledge is created within the organization (ibid). In a study by 

Abdi, et al. (2018) the authors found that the knowledge-based view can be used to enhance 

innovation and corporate performance. They found that there are significant and positive 

relationships between knowledge management and organizational learning, and also between 

organizational culture and organizational learning. In other words, focusing on organizational 

culture and managing the internal skills and knowledge within a firm can help to improve 

innovation and widen experience of the organization from within (Abdi, et al., 2018). 

2.8 Small and medium-size enterprises 

SMEs are a very important part of the world economy, and they represent around 90% of 

business worldwide (The World Bank, 2022). Despite their huge role in global economics, 

SMEs often have poor productivity, high inefficiency, long cycle times and limited growth 

(Mishra, 2019). Since SMEs are so small and have limited resources, they are often forced to 

be innovative to survive. When facing challenges from climate change or resource scarcity 

there are often innovative solutions from SMEs (European Commision, 2022).One advantage 

of SMEs is that they are often able to innovate and change markets in a way that larger 

organizations cannot. Smaller companies which are often relatively new market entrants are 

not hindered by outdated strategies and are often able to cut through traditional boundaries 

(Albaz, et al., 2020).  

2.9 Summary of literature review 

These different theoretical concepts have been selected to help present the case and describe 

what has been seen as important. The current change in the automotive market is in many ways 

quite radical. According to Prahalad and Hamel (1990) Understanding how to utilize ones’ core 

competencies can help diversified organizations to dominate the markets they are active in. By 

exploring this theory, we can help Loccioni to better manage their organization. The 

transformation of the market is tied to digitalization, electrification, and innovation. 

Technological innovations in battery technology, electric motors and digital systems have been 

key in pushing this market change together with policies for sustainability. The same radical 

change toward electrification would most likely not have been possible 10-20 years ago 

because of the lack of technology needed to produce electric cars and the infrastructure 

surrounding it. Moreover, innovation and digitalization help frame the thesis and explain how 

and why this transition was possible. How do organizations develop their competencies quickly 

in a market transformation? By looking deeper into co-creation and customer relationship 
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management, it shows that working with other organizations and sharing knowledge can help 

to develop core competencies within an organization. Dominant logic is connected to core 

competencies in the sense that Prahalad and Hamel discuss how companies can see themselves 

as a collection of core competencies instead of strategic business units. By doing this, firms 

can plan for the future, create strategic alliances, and focus on what is really needed. Similarly, 

Rumelt (1982) and other authors discuss how different business areas can be connected through 

their dominant logic depending on the amount of diversification. By viewing these two 

concepts together and looking at the core competencies of and organization, then perhaps it is 

easy to see the strategic similarity in what would otherwise be seen as diverse business areas 

and therefore simplify strategic planning and resource management. Loccioni sees themselves 

as a knowledge-based organization and by researching this topic, it is easier to understand some 

of the decisions that have been made by them and why they value the competencies of their 

employees so highly. By examining the strengths and weaknesses of SMEs according to 

literature, it is possible to see how smaller organizations can use their resources to compete 

against larger competitors. 
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3. Methods 

This chapter presents the research design and purpose of the study. It also presents the data 

collection methods as well as the sampling and validity and reliability. The chapter ends with 

a presentation of possible ethical considerations.  

3.1 Research Design and Purpose 

During a technological shift, it can be easy to just go with the flow and just let things happen. 

But why do certain things happen, and what are the key aspects to remember for the next 

technological shift? How and what did Loccioni do in terms of co-creation and innovation 

management, and how did they connect with their customers and employees? This shift from 

ICE equipment to e-Mobility equipment started about 10 years ago, and Loccioni is now 

recognized as a successful company within testing equipment for the e-Mobility area. To 

understand how Loccioni executed the shift towards making equipment within e-Mobility, a 

retrospective case study was conducted. The case was researched in a qualitative manner, 

meaning that the findings were more descriptive rather than measurable (Bell, Bryman, & 

Harley, 2019). Due to the research question being immeasurable, a quantitative study would 

not be appropriate for this study using this specific research question.  

The general purpose of this thesis was to derive a guideline for how an SME can grow and 

prosper when there is an ongoing technological shift in one of its’ main market areas. More 

specifically, the shift from traditional drivetrain to electrical drivetrain within an SME that 

produce testing equipment for the automotive business. There is much written about 

electrification of cars, but not as much about equipment that is connected to the electrification 

of the car industry. Therefore, it is a gap in research surrounding electrification of equipment 

makers. To understand how Loccioni worked with the technological shift, theories of different 

relevant components had to be explored, analysed, and then linked together. Since the past 

experience and decisions of the topic was researched, a combination of ethnography and semi-

structured interviews with employees that have been working with both ICE equipment and e-

Mobility equipment were conducted. The outcome of Loccioni’s journey was already known, 

and therefore, this case study was in a retrospective manner.  

The process of the thesis was done iteratively, meaning that each step of the process was 

repeated several times during the given timeframe of the project. To begin with, literature was 

extensively analysed to get a good understanding of the topics connected to the area. 
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Electrification and concepts within innovation management were connected to get more insight 

of how other organizations coped with similar situations. This is where the identified gap was 

found, how equipment makers for the automotive industry have been dealing with 

electrification. This led to the next step, which was to determine who should be interviewed, 

and what questions should be asked. An interview guide was formulated during the literature 

review, and it was revised several times to fit accordingly to the findings in literature and to 

the scope of the research. Potential respondents were contacted, and after each interview 

snowball sampling was used. Each respondent was asked who they thought would be relevant 

to interview. When all the interviews were conducted, the answers were analysed to find out 

what answers were relevant to the research. The analysis tool used was thematic analysis using 

an abductive approach. Furthermore, the empirical data and analysis was discussed in relation 

with the literature review to see if there was anything concrete that was missing.  

3.2 Case study 

This study was performed in cooperation with Loccioni, in order to analyse the organization to 

find key competencies and strategies used by Loccioni a case study design was chosen. A case 

study allows researchers to follow a single organization, location, person, or event to capture 

relevant data and study the complexity and particular nature of the case (Bell, Bryman, & 

Harley, 2019). An intrinsic approach was used to gain knowledge about the particularities of 

the specific case.  

3.3 Ethnography 

A part of the study was performed using an ethnographic approach. This was done to gather 

data from informal conversations between employees, between employees and the researchers, 

or through databases only available to those who work at the company. Ethnography is the 

practice of observing social interactions in culture groups. These groups can be defined as 

societies, communities, organizations, or teams. The word ethnography comes from the Greek 

words of writing (graphei) about people (ethnos) (Reeves, et al., 2013). By being 

ethnographers, the researchers could immerse themselves in the organization for an extended 

period of time and during this time, they were able to observe behaviours, listen to 

conversations and ask direct questions to people in the organization (Bell, Bryman, & Harley, 

2019). Data gathered in this way complemented the data gathered from interviews and the 

interviews were adapted to confirm or deny observations made.  
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From January 31st to April 1st the researchers were overt participants-as-observers in the 

organization. The researchers were present all days on site and had an office space in the 

company and a work bench next to where the main project was assembled. All of the employees 

of the company had been told that two students from Uppsala University would be coming and 

that they would be performing their thesis, however depending on the personal interest of 

individuals and the closeness to the researchers, some employees were not fully aware of how 

informal conversations could be used in the research. It was difficult to be completely overt as 

there are around 500 people in the company and there was not enough time to explain in detail 

the purpose of the study to everyone. When there was time, the researchers took place in day-

to-day work such as cabling, attaching components, testing, and computer aided design. To 

reduce misinterpretations and possible ethical implications of gathering data when employees 

were unaware that they were being observed no formal data was gathered from the 

ethnography. Instead, during these two months, information from the informal conversations, 

meetings and storytelling was jotted down in informal ways to be used as notes and reminders 

during the interviews where the researchers could ask the respondents about interesting events 

in a formal manner. In these formal interviews, the respondents agreed to that what they said 

could be used as empirical data in the research. 

3.4 Sampling  

To find the relevant people to interview, a purposive sampling with a snowball approach was 

used. The purposive sampling helped the authors to select respondents that meet certain criteria, 

while the snowball approach was used to get recommendations from the respondents to find 

other relevant respondents (Bell, Bryman, & Harley, 2019). The main focus of the purposive 

sampling was to find respondents who have been working with “traditional” ICEs, and that are 

now working within the e-Mobility area or within both areas. The purposive sampling also 

aimed to give the thesis higher validity and reliability since the respondents were well educated 

within the areas of e-Mobility, electrification, and ICEs. One slight problem with the selected 

sample was the varying level of English. Some respondents were more experienced and could 

express themselves better than others. This might have led to some miscommunications, but 

the overall picture from each respondent was always understood. Table 2 lists the respondents 

and their role in the company as well as their experience within the company. The first 

respondents were chosen with the help of our supervisor in Loccioni who recommended people 

who she knew met the criteria. After the initial interviews the respondents were asked to 

recommend someone else to interview through snowball sampling. 



 

26 

 

Table 2: Interview respondents with their names changed for anonymity.  

Respondent Business Area Role Years in Loccioni 

Gianluca e-Mobility e-Mobility Business Area 

Manager 

15 

Carmine Automotive R&D 17 

Antonio Energy Energy Business Area Manager 13 

Giulia Automotive R&D 4 

Sergio e-Mobility Project Engineer 25 

 e-Mobility Business Developer 19 

Andrea e-Mobility Mechanical Designer 7 

Alessandro Automotive R&D manager 16 

 

3.5 Interviews 

Semi-structured, face-to-face interviews were conducted throughout the research to gain data 

which together with the data found in the literature review formed the empirics, analysis and 

discussion chapters. The interviews were performed on site in Italy. By using semi-structured 

interviews, the researchers were allowed to keep an open mind during the interviews, using 

follow-up questions to allow theories and concepts to emerge from the data (Bell, Bryman, & 

Harley, 2019). Thus, the researchers were able to be flexible and adapt the interview to the 

respondent. To increase the validity of the research, the sampling frame was selected so that 

the participants were chosen from different positions and roles in the mobility business area as 

well as some from the energy business area. Each respondent was carefully chosen due to their 

position and knowledge within the organization, as well as for their experience within the 

electrification of the automotive business unit at Loccioni. Managers of different areas were 

selected as they have a high level of knowledge and insight into the culture and history of 

Loccioni, while employees who have worked closely with the early projects in the business 

unit were selected to get the full picture. Interviewing people with different roles and from 

different parts of the organization increased the amount of data collected as several different 

perspectives were discussed.  
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3.6 Data Collection 

Qualitative data was collected during the authors stay in Italy between 31/1/2022 and 1/4/2022, 

where most of the data was provided during interviews with relevant people and through 

informal meetings with employees during their daily work when the authors were 

ethnographers. To get a good understanding of Loccioni’s innovation processes, and how they 

work towards electrification, 8 interviews with relevant people in the fields of e-Mobility, 

electrification and ICEs were conducted.  

3.7 Data Analysis 

To organize, sort, and analyse the large amounts of data collected through the semi-interviews, 

thematic analysis was used. Thematic analysis is a common analysis tool to use to when large 

amounts of data is collected through interviews (Bell, Bryman, & Harley, 2019). The first step 

after an interview was to transcribe the interview in order to connect potential notes that was 

taken during the interview. As previously mentioned, the analysis was done using an abductive 

approach which according to Bell, Bryman and Harley (2019) seeks to find the best explanation 

for a certain phenomenon, which in this thesis is the research question and its sub-questions. 

In this thematic analysis, the authors started with finding concepts in literature that were related 

to what was said during the interviews as well as to the research question. This initially gave 

the authors a good overview of what to look for in the later steps when the raw data 

(transcriptions) were coded. The transcripts were searched through to identify common phrases 

and concepts the respondents used that were connected to the research question and sub-

questions. Codes were identified using a descriptive approach, meaning that the codes are the 

authors own interpretations of what has been said during the interview (Bell, Bryman, & 

Harley, 2019). This was seen as the open coding during the analysis process. Once the open 

coding was complete and a first set of codes were identified, codes with certain similarities 

were grouped together into larger, even more descriptive codes, which became a second set of 

codes. This new set of codes were then connected to the themes identified in literature. The 

themes were iteratively revised after an interview during the whole process so that the themes 

would fit in the scope of the thesis. 

Once the codes had been connected to the themes found in literature, the authors started to 

exemplify and motivate their reasoning using quotes from the interviews in relation to already 

established knowledge presented in literature. Lastly, the authors tried to find explanations to 

the research questions and sub-questions.  
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3.8 Validity and Reliability 

Since this study was done in a qualitative manner, the more releveant concept is trustworthiness 

rather than validity and reliability. Furthermore, trustworthiness consists of four more concepts, 

which are credibility, transferability, dependability, and confirmability (Bell, Bryman, & 

Harley, 2019). One way of increasing the credibility of a study is by using triangulation. 

Triangulation is a process were the researchers use more than one method or source of data for 

the study (Ibid). In this study, the methods used in the triangulation was ethnography and semi-

structured interviews. For this study, where a large part of the data is coming from interviews, 

it was important to establish the credibility of the findings. Since the respondents could describe 

scenarios differently, and since the descriptions could be interpreted differently, 

complementing the findings in the interviews by using ethnography to approve or deny the 

findings from the interviews was a way to increase the credibility. Another way of describing 

credibility is “internal validity”. 

The research in this thesis is specific for the company (Loccioni), and it will most likely not be 

possible to generalize the findings beyond the specific context of the thesis. Since Loccioni is 

a project-based company, the findings might be applicable to other companies within the area 

if they align with the prerequisites of the thesis. In other words, the findings in this thesis might 

be applicable for companies working B2B in the area of manufacturing and developing testing 

and measuring equipment within e-Mobility. To some extent, the findings might also be 

applicable to other innovative companies within any area, but this is just a theory since it 

reaches outside of the scope of the thesis. Therefore, this study holds low transferability.  

3.9 Limitations 

In this section the possible limitations of the study are discussed to see what went wrong and 

what could possibly be improved in future research.  

One limitation was that the research was focused on quite abstract theoretical concepts and 

even though all of the interviewees were familiar with the concept of core competencies they 

interpreted the concept in different ways which made data collection harder. In some interviews 

the questions had to be adapted so that the respondent could fully understand the question. 

There was also a slight language barrier as the respondents were all native Italian speakers they 

have different levels of English understanding, due to this some of the transcriptions had to be 

slightly altered so that the answers could be understood correctly. By adapting some quotes in 

the data there is the risk of mistranslations and misinterpretations. During the part of the study 
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when the researchers were ethnographers in the company there were many informal 

conversations and some storytelling that added to the data and helped give the bigger picture 

of the company. However, as the researchers were sometimes preoccupied with work on the 

factory floor there was not always time to take down notes, therefore some important quotes 

might not be transparent in the data collection but they influence the discussion and 

conclusions.  

Loccioni and its customers are in a highly competitive market, therefore there are some parts 

of the thesis that require confidentiality. Some of the customers are not mentioned by name 

and some of the products such as instrumentations and modules are not described in detail. 

3.10 Ethical considerations 

To prevent any misunderstandings during the interviews, all of the respondents were told the 

aim and purpose of the thesis. The respondents were aware that we recorded the interviews and 

that the things they said could be used as empirical data for the thesis. The respondents were 

also asked if they wanted to be anonymous or not when mentioned in the thesis. While being 

ethnographers on site in Italy, the colleagues who were involved in the day-to-day activities 

were informed about the thesis and all of the employees in the company were informed that 

there would be students working in the company. However, not all employees could be 

informed in detail as it would take too much time.  

If requested by the respondents their names were switched to other popular Italian names to 

keep the respondents somewhat anonymous. However, the respondents are not under full 

anonymity since their roles and experience in the firm is visible.  
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4. The case of Loccioni 

This chapter will present the case and the company that has been studied. The results of the 

ethnography and the interviews that were performed in the study are presented which are then 

analysed in the next chapter. The interview guide can be found in the Appendix. This study 

focuses on the automotive business of the company, thus other business areas will not be 

studied. 

4.1 Loccioni 

Loccioni is a family-owned company established in 1968 by Enrico and Graziella Loccioni, in 

the Marche region located in the central parts of Italy. Starting out as project to help locals with 

transferring water from wells (Loccioni, 2022a), it has now transformed into a much larger 

company with a much bigger scope and with several subsidiaries all over the world. These 

subsidiaries can be found in the United States, Japan, China, Germany, India, Korea, and 

Sweden (Loccioni, 2022b). Loccioni’s mission and purpose as a company is to increase the 

well-being of mankind and the planet by transforming data into value through the means of 

measurements. To fulfil this mission, Loccioni’s goal is to contribute to a world that consumes 

less and better by increasing quality and safety, as well as decreasing the costs of their 

customers products and services. Most of Loccioni’s contributions to the market involves 

transforming data into value through the means of measurements.   

A figure that Loccioni use to visualize their different areas is the “Polaris” (See appendix A). 

Polaris is a map with different layers that makes it easy to identify the area of which each 

project is present within, and how the area is connected to the common mission and purpose of 

Loccioni. Polaris includes four main business areas that Loccioni are built upon: Mobility, 

Environment, Wellness, and Energy. These four business areas represent the four needs of a 

typical person. Within the four business areas, or needs, there are eight sectors where Loccioni 

are present at the moment. Loccioni group consists of around 500 employees and many of 

Loccioni’s customers are multi-billion-euro companies which are much larger than Loccioni. 

Therefore, Loccioni can be considered an SME. 

4.2 E-mobility 

As mentioned in chapter 4.1, one of Loccioni’s business areas are within mobility. The mobility 

business area then consists of the following sectors: automotive, aerospace and railway.  

Together with the department of internal combustion engines, the department of e-Mobility is 
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included in the automotive sector at Loccioni. One of the e-Mobility departments main 

products are the “Axenon”, which is an End-of-Line (EOL) test bench used to test the electric 

axle (e-Axle) used in electric cars. Axenon is used to test the performance of the e-Axle, as 

well as simulating different scenarios that the car will experience in the real world. Loccioni 

provides solutions rather than products for their customers. All of their products have a standard 

baseline which is then adjusted to the customer’s needs. For the Axenon, it is possible to change 

everything except the base frame and design of the product. After that, the customer can choose 

the size of the dynamometer, the purpose of the testing, what to measure and so on. The Axenon 

can be used to simulate some of the experiences the e-Axle will have once in the car. The test 

bench can perform tests to simulate the behaviours of individual wheels in different scenarios. 

Battery simulators can be added to simulate the effect of the battery. Furthermore, a test bench 

can be made simpler to only examine the quality of a very specific component. Data on quality, 

reliability and performance is then evaluated to see if the e-Axle meets the criteria to be used. 

The size of the order depends on the needs of the customer, an average order can be 1-2 benches 

with the first order, and then up to 10 over the course of 5-10 years as testing needs to expand. 

The first Axenon can be seen in figure 4.  

 
Figure 4: "Axenon" by Loccioni (Loccioni, 2022c) 

Among other products that Loccioni offer to the e-Mobility market are different types of EOL 

testing equipment used to test electric inverters, components, etc. An EOL inverter test-bench 

can be seen in figure 5. One important note is that these products are not standardized, it is only 

the “outer shell” that may look the same in different products. The components inside of each 
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product differs according to the customer demands. One part that is the same for all Loccioni 

products, regardless of shape, is the software used to operate the systems. 

 

 
Figure 5: End-of-Line inverter test bench for Magneti Marelli (NI, u.d.) 

4.3 The case of Loccioni 

The automotive business area of Loccioni was started in the early 1980s by Enrico Loccioni 

together with the company Magneti Marelli, who was one of their first customers in this sector. 

The decision to expand into a new market sector was made to further differentiate the segments 

of the company and ensure a stable financial situation for the company in the future. This has 

been an important strategy for Loccioni, so that if one business area of the company suffers 

due to unseen market effects, another business area can ensure the survival of the company. In 

1992 Enrico Loccioni started a new company within Loccioni called Summa where the 

enterprise’s future would be determined. In Summa, work consists of managing research, 

technology transfer, analysing markets, designing training programs and also managing 

relations with the outside world. This has been a major part in the success of the company as 

they have been able to find new markets and been the first movers in several markets.  
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The automotive business area was at first focused entirely on internal combustion engines and 

related equipment as this was the largest market and there were no real competing technologies 

in sight. Loccioni focused on fuel injection systems, using their expertise in measurement 

systems to create high quality and precision products. Customers such as Volkswagen, 

Mercedes, and other global car manufacturers, which are much larger companies than Loccioni, 

allowed them to gain a great market position. However, as policy makers became more aware 

of the climate crisis and alternatives to the combustion engine began to emerge, Loccioni saw 

a possibility for a new market entrance. Figure 6 shows the timeline of Loccioni from the start 

of the ICE business area to the current e-Mobility business area and includes some key steps 

and customers in the electrification journey. This timeline (Figure 6) was provided by Gianluca 

during the interview, and at the time of the interview, he has been in the company for 15 years 

and is highly experienced in the area. However, the timeline cannot be seen as an exact 

representation as some dates may vary slightly. The timeline shows that Loccioni’s experience 

in e-Mobility comes from both their competence in internal combustion engines as well as their 

experience in home appliances (home). Loccioni started working with WEBER (later Magneti 

Marelli) in the 1980s with fuel injectors, first in R&D and then production. This relationship 

and the experience gained would then continue as Magneti Marelli joined Loccioni as their 

first customer in electronics. Meanwhile in the home appliances business area, testing began 

with small electric motors in washing machines and other appliances in 1985. This competence 

later led to the entrance into a new market in 2010 when Loccioni started testing steering 

motors. At that time, Loccioni had already been testing electric motors for 25 years in the home 

appliances business area, this is further visualised in figure 6.  

By using competencies in the form of knowledge and experience in the employees of Loccioni 

as well as long-term relationships with known customers in other business areas Loccioni could 

start to work on steering motors. This in turn led to a new cooperation with familiar customers 

such as Magneti Marelli and Bosch, who had both been involved in other parts of the company. 

Together with Magneti Marelli, and later Bosch and others, R&D labs were built in 2014 to 

work on belt starter generators (BSG) and later e-Axle and e-Motor testing equipment, which 

are now large parts of the e-Mobility business area. 
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Figure 6: Timeline of Loccioni's journey within the automotive and e-Mobility business units 

As shown in figure 6, the e-Mobility business area was started in the late 2000s from a 

combination of experience both in the automotive and home appliances areas. The e-Mobility 

business area that exists today is a combination of both the forks from “ICE” and “HOME” to 

create e-Mobility and Power Electronics. With the knowledge from both markets, the company 

has been able to test electric motors and start to develop their own instrumentations within this 

sector. The e-Mobility business area was created because investigations of possible future 

scenarios in the automotive market showed that the largest market areas in the years to come 

would be battery electric and internal combustion, which can be seen in figure 7. For more 

information regarding the e-Mobility sector, see chapter 4.2.  
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Figure 7: Prediction of global market share of powertrains from 2015 to 2040 (BNEF, 2021) 

 

Loccioni found that the market for internal combustion would decrease but not disappear. Thus, 

the automotive area would be split into two parts. One part that would continue to focus on 

equipment related to internal combustion engines, and one part that would focus on equipment 

related to e-Mobility, as there their research found that there would be great potential in both 

markets.  

Working within the automotive sector, Loccioni has become very successful and has gained 

several large customers globally. During the last 20 years, Loccioni’s turnover has increased 

from 24 million € in 2000 to 120 million € in 2019, which is a substantial growth for a company 

of this size. This was accomplished by focusing on their core competencies within 

measurements and quality control and using these competencies to expand to different markets. 

Through word of mouth, scientific papers, and the results of their customers, the name of 

Loccioni spread. This was exemplified by an employee at the company who told us that they 

had approached a large European car manufacturer with an offer which was turned down. 

However, when a competitor to this company later used one of Loccioni’s products and 

achieved great results, they came back to Loccioni and asked to buy a similar product. These 

kinds of scenarios were explained throughout the company when speaking to people in 

different business areas. For example, in the wellness area where Loccioni sell pharmaceutical 

robots that prepares drugs used in chemotherapy. This project started together with the local 

hospital in Ancona, and now they have customers in some of the world’s most respectable 

hospitals (John Hopkins Hospital, Cleveland Clinic, etc.). Relying on results from customers 

and publications from the scientific community, Loccioni have been able to build a global 

brand without any marketing costs.  

4.3.1 Customer relationships at Loccioni 

Customer relationships are very important for Loccioni, and without close customer 

relationships, many projects would most likely not have happened. One successful example is 
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Magneti Marelli, which is a long-term customer with a lot of history of working with Loccioni. 

Magneti Marelli and Loccioni started working together in 1979-1980, and they are still 

collaborating today. At the start of the collaboration, Magneti Marelli (then called Weber) was 

working with carburetors and worked together with Loccioni on R&D on said part. Later when 

carburetors started to become old technology, the companies switched their R&D towards 

injectors that were going to be used in future vehicles. In 2009, Magneti Marelli decided that 

they not only wanted to work with Loccioni in the field of injectors, but also electrical 

equipment for vehicles. This equipment involved Transmission Control Units (TCU), Engine 

Control Units (ECU), and Infotainment systems. At the time, these projects might just have 

been some special projects for one of their long-term customers, but according to Gianluca, 

this was the start of the e-Mobility business unit. Since Magneti Marelli now knew that 

Loccioni could make electrical control units, they presented a task that involved testing of 

inverters that were going to be used in the Ferrari LaFerrari. This was the first EOL test bench 

Loccioni made within the e-Mobility field. Both companies saw this as the best decision since 

both companies knew what to expect from each other and how to solve potential problems 

together. 

“It is easier to start a new project with an old friend. If we come to a problem, we don't start 

to fight but instead we cooperate to find a solution” – Gianluca 

As indicated from the quote above, Gianluca (e-Mobility Business Area Manager) believes it 

is easier to start a new project with someone you have a long history of working with. This is 

not only reflected on the projects Loccioni have had with Magneti Marelli, but also with Bosch. 

Loccioni’s relation to Bosch is similar to the one with Magneti Marelli and they have been 

working together since the 1980s. At first, Loccioni only produced quality assurance equipment 

for some of Bosch’s home appliance products. Later in 2017, most of Bosch’s dishwashers and 

washing machines were tested with equipment made by Loccioni.  

Bosch is a very large company that are present in several industries. In the home appliances 

and ICE industry, they have collaborated with Loccioni for a long time. As a result of the long 

relationship, Loccioni was in 2017 given the opportunity to develop test equipment for an e-

Axle (combination of electric motor, power electronics, and transmission). However, this was 

not a completely new area for Loccioni. In the home appliances business area, Loccioni had 

worked a lot with small electric motors and other advanced electrical equipment, and in the 
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automotive area, they had worked with Magneti Marelli for their EOL inverter test bench. This 

EOL e-Axle test bench for Bosch was the first “Axenon” that was shown in figure 4. 

Antonio mentioned that close relationships becomes more difficult as the company grows. In 

several projects, Loccioni has competed with companies that have more than 35000 employees 

and since size of Loccioni is relatively small, they have gotten the projects. According to 

Antonio, this is due to the ability to be more flexible and adaptive, as well as being able to have 

a more personal relationship between company and customer. Having this personal relationship 

between customer and supplier is sometimes seen as a benefit, while it is a limitation at the 

same time. A more personalized relationship with the customer means that a lot of time will be 

spent on said customer which hinders Loccioni from having a larger number of customers.  

4.3.2 Research and Development  

Another key part towards the success of the electrification within Loccioni is the R&D labs 

(Kite-lab, Nomadics). The R&D labs have played a major part in in both staying ahead of the 

market and as a “proof” that Loccioni’s solutions work. Loccioni started to open the R&D labs 

(Kite-lab) in 2014 to prepare for the upcoming transition towards electric cars. The first test-

cell in the Kite-lab was for the e-Motor test, and the second test-cell was for the e-Axle test. 

These test-cells were the key to get some customers since the “know-how” was already existent 

at Loccioni. The labs also gave Loccioni the ability to customize certain projects to a new 

degree. Prior to the opening of the R&D labs, a lot of specialized equipment had to be 

developed in the same place as the more standardized equipment. This was for sure a barrier 

since the ability to make the development more scientific was not there. The labs opened for 

even more customized products and scientific developments in a real lab-environment.  

It was very difficult to think about R&D before the labs were opened. Loccioni works with 

projects, and during projects, most resources are allocated to the projects. Even if Loccioni had 

the ambitions to do some work on R&D, it was often overshadowed by the projects. To cope 

with this, the management team decided to dedicate one engineer to think outside of the 

“standard” production flow and the R&D department started to take form. The first projects 

within the R&D department were to develop submodules and new instruments used inside 

Loccioni’s custom machines. As the R&D projects as well as the number of employees within 

the department grew bigger, Loccioni decided to invest in a new building (Labs) dedicated to 

R&D.  
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The opening of the laboratories resulted in four major benefits. The first one being the ability 

to have a place designated to develop new pieces of equipment without any influence or 

disturbance of already existing projects. Before the labs, it often happened that those who were 

supposed to focus on R&D related activities were placed on projects that were seen as “more 

urgent”. The second benefit was that the Kite-lab could support the standard production. Before 

the Kite-lab, it was the other way around where the production team supported the R&D team. 

During the development of a new machine, there are often parts that were seen as 

“experimental”. It can be parts that were outsourced to other companies or parts that were 

developed by Loccioni. The labs gave Loccioni the possibility to perform experiments on these 

parts, which was important to do since they could see how good (or bad) the product really 

was. The third benefit was that a lab would attract young engineers that were devoted to 

technological developments. Prior to the opening of the Kite-lab, when the e-Mobility 

department was just getting started, many engineers that came from the ICE department 

decided to quit because they were not ready for the technical changes that the electrification 

would lead to. The fourth benefit was that the Kite-lab could act as a showroom for customers. 

The test cells are easy to look into and the customers can easily see what is actually going on 

inside of the test cells. Having this openness changes the relationship with the customer since 

it shows that you are open to show exactly how the developments are carried out and how they 

are going.  

“It is important to have a showroom for our customers since when they are invited, they can 

clearly see our equipment and laboratories. It is also a way to attract and demonstrate our 

capabilities to the customer.” – Carmine 

With the opening of the Kite-lab, Loccioni started to look for information outside of the 

company. As an SME, it was rather difficult to approach OEMs by just saying that you have 

certain competencies or experience within a field. The Kite-lab could now act as a way of 

communication with the much larger OEMs. The way to approach the OEM-customers were 

by having a laboratory that could either offer testing services or develop equipment seen as 

valuable for said OEM. The Kite-lab started out as a commercial tool to later grow and 

transform into the technological tool that it is today.  

4.4 Core Competencies of Loccioni 

This section was derived from material gathered from interviews as well as informal 

conversations and stories told during the period of ethnography. The concept of Core 
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Competencies was not something every respondent was familiar with. When the rather direct 

question “What do you think are Loccioni’s Core Competencies?” was asked, several 

respondents thought of Loccioni’s competencies. Gianluca believed Loccioni’s core 

competence is hydraulic measurements, electrical measurements, and electrical engineering. 

Carmine mentioned measurements and testing, and that these two are transversal since 

measurements cannot be made without testing. Antonio, who works in another department 

from Gianluca and Carmine, said that Loccioni’s Core Competence is system integration. 

Giulia mentioned experience within the field as a Core Competence, but also that Loccioni are 

experts in the field of measurements. Aside from the interviews, the one thing every Business 

Area Manager mentions as one of the main goals is how they can make equipment used to 

measure something. In the ICE business area, the subject to measure is many times the 

injectors. This is done via optics or pressure sensors. In the e-Mobility business area, the 

measurements might be on the torque of an engine by using a dynamometer. In the railway 

business area, the measurements are on the rails by using optics and software. These are just a 

couple of examples where something is measured, and it is reflected in every business unit.  

The system integration at Loccioni is very important. Most of the components used in the 

equipment can be bought by any company, but one thing that cannot be bought is their software. 

The software is integrated into most equipment developed by Loccioni, and it is used to control 

the equipment as well as to monitor the tests in real time.  

Loccioni has many competencies and talking to employees from different parts of the company 

shows that there are different opinions as to what is most important. The respondents who have 

worked the longest at the company agreed that testing and measurement are the core 

competencies of the company while some of the newer employees thought of other aspects as 

the most important, such as experience, customer relationships, research and development and 

more. Loccioni’s competence in measurement and testing allowed them to find a niche market 

from the start, working with customer relationships allowed the company to hold on to many 

of their customers. By working with the same customers in different business areas, they could 

make transitions easier when moving from one area to another. Working with technology in 

today’s market can be hard and companies need to adapt and be flexible in order to stay on top, 

this was exemplified by Giulia. 
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“I would say that our core competence is experience. This market is really fast and to acquire 

knowledge takes time. Once you understand the technology and the market, you can apply it” 

– Giulia 

Measurement and testing are transversal competencies. There will always be a need for 

measurements in the business areas of the Polaris. By focusing on measurement and testing as 

the core competencies of the organization, Loccioni can use their experience in one business 

area when starting a new. This is since no matter what business area Loccioni are working in, 

they will always find some similar elements of measurements and testing.  
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5. Analysis 

In this chapter, the analysis of the collected data is presented. The data is based on semi-

structured interviews as well as an ethnographical period where the researchers were on site 

in Italy. The chapter starts with a presentation of the research questions followed by the results 

of the data analysis by presenting the codes. 

5.1 Analysis of primary data 

The primary data collected through the semi-structured interviews intended to answer the 

research question “How can an SME leverage and protect its core competencies when being 

part of an electrical transformation within the automotive sector?”. To further answer and 

understand the research question, three sub-questions were used as guidance. These three sub-

questions are the following:  

- How did Loccioni work to sustain and potentially improve their core competence within 

measurements during the technological shift from internal combustion engines to 

electrical engines?  

- Why did large companies choose Loccioni as a partner in developing e-Mobility 

equipment, even though they had little experience within the field at the time? 

- How can an SME use its core competencies together with its customers to improve 

innovation in undiscovered areas?  

The literature review resulted in 2 overarching concepts, which are Dominant logic and Core 

competencies. The themes were derived from theory related to the overarching concepts of the 

analysis. The following sections aims to motivate and draw parallels between the literature and 

the data given from the interviews using quotes. Figure 8 visualizes the coding structure, 

starting from the overarching concepts to themes and lastly to codes.  
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Figure 8: Coding structure starting with the overarching concepts 
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5.1.1 Dominant logic  

The dominant logic present in a company includes a lot of different parts of the organizational 

strategy. From pricing strategies to an organization’s strategic goals or the way a company 

works with its customers. Loccioni have always strived to grow bigger without losing their 

values within the company, which has been ensured by being a family-owned company that 

keeps a flat organizational structure. By carefully choosing their customers, and by putting a 

lot of resources in R&D, Loccioni has been able to grow in a stable, secure, and controlled 

way. They have spread their name through word of mouth and scientific publications instead 

of costly investments into traditional marketing.   

Organizing structures 

As previously mentioned, Loccioni is a family-owned company with a flat structure among the 

employees. The Loccioni family owns the whole company, and one of their main tasks is to 

make sure that the company is heading in the right direction.  It is rather clear that the structure 

is flat within the company since in most projects, you can find a set of mechatronics, different 

designers, a Project Engineer (PE) and a Project Manager (PM). Even if this seems to be a 

hierarchy, it is more as if there is a project manager and then a set of team members. 

“We are a really “light” company so we are flexible and we have a flat structure. We work 

as a network, very flexible and fast and so we can adapt. We easily adapted our organization 

and our way to work to the new markets” – Carmine 

Mr. Loccioni wanted a flat structure since he wanted the company to feel like a big family. He 

wanted everyone to feel equal and to have equal opportunities in the company. The 

organizational structure started with ideas and values which Mr. Loccioni had when he started 

the company and over time they developed. This is in line with the research developed by 

Engelmann, Kump, and Schweiger (2020) seen in figure 2. The values and mental models of 

Mr. Loccioni and other influential people in the company have over time become the practices 

and structure that the company now follows.  

By having this flat organizational structure, the employees work as a network and not only in 

the specific project they are a part of. It also enables the company to move quickly and adapt 

to changes in the market since no employee is stuck to a specific project.  
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Organizational practices 

The organizational practices as described by Engelmann, Kump, and Schweiger (2020) are the 

“collective patterns of how things are typically done”. When starting new business areas, the 

company wanted to ensure that they would have a sustainable income despite what happens in 

the future, they followed their mental models and values. Therefore, they decided to always 

work in business areas who are strategically similar so that they can use their core competencies 

but still make sure that they are diverse enough to withstand unexpected changes in different 

markets. The same ideas are also applied when selecting customers. A diversified customer 

base for Loccioni shows that they have customers with different properties. Some customers 

are more focused in the innovation part, but by being innovative, you sometimes take a bigger 

risk. To hedge against the risk, Loccioni works with “big players” that are working in a safer 

way with more proven technology as well as “tech players” who force Loccioni to be technical 

and develop new solutions to meet their high-end needs.  

“I think that we should try to work both with the tech players [and the big players], because 

the tech players are innovating, and it's easier for us to work with technologically driven 

customers. But also, with the big players, because there are millions of cars behind them, and 

they are driven more by the investments financially.” – Tommaso 

Loccioni is a technical company that is working with innovation daily. By only working with 

the big players, Loccioni might lose some of its technicality in their equipment. A mix of 

customers opens for financial stability and very technical equipment.  

Business model 

The business model according to Franke and Knyphausen-Aufsess (2013) refers to methods of 

creating value for the customers and the organization. One of Loccioni’s strategies for securing 

a stable growth and creating value for themselves and their customers has been to find key 

technologies and focus on developing them internally. This is done so that Loccioni can 

differentiate themselves in the market and so that they do not have to rely on products made by 

their competitors. This has partly been done by opening the internal R&D labs which in turn 

led to the developments of their own instrumentations and submodules used in some of their 

equipment. Having their own instrumentations and submodules in their equipment makes it 

more difficult for competitors to replicate their test-benches and it also increases the profits for 

the systems sold.  
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“…after a few months, I started to work as a project leader on R&D projects and the focus at 

that time was to develop new instrumentations or new submodules for our custom machines” 

– Carmine 

This decision to dedicate one person to the R&D projects was made many years ago, and since 

then, the department has grown a lot in terms of labs and people working there.  

“So, to listen to the customer needs to identify new potential solutions they are interested in. 

Then internal analysis, how to optimize the machine, how to make it more functional, 

cheaper, or smarter.” – Gianluca 

Internal analysis with the intentions to always improve is a topic that is frequently discussed in 

Loccioni. Internal meetings about how their test-benches can be improved is being held every 

week with the group that has developed the very first test-benches for the e-Mobility business 

area. 

To be able to sustain in a competitive market, a company must find its own way to cope with 

the competition and create value. For Loccioni, some key aspects have been their flexibility 

and ability of being agile. However, by just being flexible and agile, you might be more focused 

on short term profits and Loccioni strives to have both short- and long-term profits. To generate 

long-term profits, Loccioni have situated themselves in new markets several times. 

One of the most important parts of the global economy are the SMEs, they represent around 

90% of business worldwide (Mishra, 2019). There are advantages and disadvantages of being 

a small company working with and competing against larger companies. SMEs often have 

lower capital and resources and cannot compete with sheer force. Instead, smaller organizations 

need to innovate, be agile, and use their size to their advantage.  

“Due to the size of our organization and our investments we cannot push to anticipate the 

market, but we can follow the market and be flexible and fast” – Carmine 

In other words, it can be too expensive to gamble and try to anticipate a market need, instead 

they can take advantage of their relatively small size and move quickly when they see a trend.  

Loccioni have always been trying to find new trends and invest in the future. To sustain in a 

competitive market, Loccioni must find the new trends and invest in them early, because 

otherwise, it might be a missed opportunity.  
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“So, at the beginning, the trend was not so clear for everybody. But if you look at the 

government rules and standards, it was clear that electrification [of cars] would happen. So 

first you have the rules and the norms, and we have followed that trend, and in a certain 

point you have an acceleration of the trend. I mean, the next three years we will see the real 

acceleration of the electrification.” – Carmine 

Carmine describes one way of finding the trend. In the case of electrification within the 

automotive industry, Loccioni looked at external factors and noticed that the whole society is 

pushing more towards electric cars. If one looks at this from another point of view, being ahead 

of customers in not always the best thing.  

“When you work in the innovation sector, sometimes things work, sometimes it doesn’t. For 

example, the service solutions that we did in early 2010 were probably far more advanced 

than what the market was really looking for in that period.” – Antonio 

Sometimes it seems that Loccioni have focused more on inventions rather than innovation. If 

you are too far ahead of the customers, it might not be of value for them yet.  

Organizational learning 

The maturity and stability of a dominant logic expands as the organization learns by its 

experiences. Loccioni has been able to grow and learn in many ways by managing their risks, 

selecting the right customers and not being afraid of failure. The company has learned from its 

failures. This was exemplified by Tommaso. 

“When innovating you must be willing to fail, to try again and enjoy. And if you fail, don’t 

consider it as a catastrophe but as a new step to reach the target” – Tommaso 

By allowing themselves to fail, instead of turning away challenges that could be seem 

impossible, the company has been able to learn and grow. They have accepted projects that 

they sometimes knew would be impossible to accomplish to the set standards but by doing 

them they proved that they could learn and therefore they gained new experiences and trust 

from customers. Organizational learning is a key part of sustaining and ensuring long-term 

profits in a fast-changing market (Belinski, et al., 2020). Loccioni has been working to be a 

learning and knowledge-based company. In the beginning, the company created Polaris which 

is the visual representation of their vision and values. The Polaris has continued to grow and 

now includes more business areas as the competencies of the company have grown. 

Nonetheless, the same values have always been there to guide them.  
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As a rather small company, Loccioni has limited resources and must choose what projects they 

can accept. However, Loccioni see this as an advantage because they are forced to think about 

what projects are important. 

“As an engineer you always want to work on everything, but being an SME forces you to 

choose. It forces you to filter out different projects and really think about what you are doing 

and where you want to go next” – Antonio 

Sometimes Loccioni chose the project that could yield the greatest economic value and 

sometimes they chose the projects that would give more knowledge or that potentially would 

give them a new opening to a new customer.  

Co-creation 

Loccioni has been working for a long time with customer relationship management. Looking 

at the article from Payne and Frow (2005) it is clear that there is no clear correct way of working 

with CRM. Mr Loccioni’s ideology of working with customer relationships has become a part 

of their dominant logic over time. Their work with customer relationships is now a visible part 

of their organization and this has led to many successful long-term partnerships. Both in 

informal conversations with collaborators in the company and in interviews performed it was 

clear that everyone at Loccioni places high value on working with customers and maintaining 

high trust and friendship with their customers.  

Since co-creation is defined as the collaborative process of producing new symbolic or 

materialistic value that embodies all value created between the collaborative parties (Vargo & 

Lusch, 2008; Galvagno & Dalli, 2014), one can say that most of Loccioni’s equipment is made 

in a co-creation process since ideas are shared between customers and company.  

“I'm really open minded with all the suggestions from the customer. And I also feel free to 

give suggestions because I think it is my job. The customer might have different ideas and I 

might have a different idea, then I propose that we share them and work together to find a 

solution.” – Sergio 

In this case, Loccioni works together with the customer to find the solution. It is a case of 

sharing knowledge and co-creating which enables Loccioni to find a suitable solution that the 

customer can be satisfied with.  

Furthermore, Loccioni works continuously with its customers to find solutions that will bring 

value to the customers.  
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“We have a continuous activity of building relationships with existing customers because 

usually these are huge customers. That means huge organizations. If you want to, for 

example, move from conventional powertrain injection to an electrified project, you need to 

identify which teams are involved, where they are located, what is the organization and the 

structure, what are the key people and decision makers?” – Gianluca 

Finding the right people that have the right knowledge is important to be able to develop new 

projects. This specific method is comparable to “Customer identification” presented by Swift 

(2001) and it further motivates that CRM is relatable to Co-creation. 

Working in this way has been a long-term strategy for Loccioni. By sharing knowledge and 

working with other companies, Loccioni can develop their competencies in both technology 

and organization. 

“Mr. Loccioni always says that you should have technological and business development in 

parallel. The two souls of development. “– Carmine 

Customer retention 

When speaking with some of the people who had been in the company for 15-20 years, it was 

clear that they had not only been encouraged by Mr. Loccioni to work towards long-lasting 

customer relationships. The whole mindset of most employees indicated that every customer 

was really important. It is a part of the company culture to value every customer highly and to 

always strive for long-lasting partnerships. One of the respondents described his first project 

in the company as being a bit confusing. 

“When I started working in R&D, Mr. Loccioni told me ‘You are an R&D engineer, you have 

to go to the customer!’ at that time, I was a bit disoriented. As a young technical engineer 

and a researcher, the business model was not so clear for me. So, I didn’t understand why 

this was important. But later on, I understood perfectly why this was important.” – Carmine 

With time and experience, he realized why it was so important to work actively with customers. 

By listening to the customers’ needs and creating personal relationships with key individuals 

in important organizations, Loccioni could build trust with their customers. This would become 

a crucial part of the journey toward electrification.  

“If I start a project with an old friend, it’s easier. If we come to a problem, we don’t start to 

fight but instead we cooperate to find a solution. “– Gianluca 
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When Loccioni decided to invest in a new market or a new technology, they often did so with 

a known customer. In many cases, the person responsible for the new technology, for example 

ICE vs e-Mobility, would be someone completely different in another part of the company. In 

the case of the massive OEMs. It could happen that the people in the company did not know 

each other because they did not work together. However, when there was trust in an existing 

business area, Loccioni could often ask a representative of the company who to talk to for a 

new market and then get a recommendation from them, like talking to an old friend to get a 

recommendation.  

Customer development 

Loccioni has always had a long-term mindset when it comes to customers. Networking with 

key individuals in both organizations they are already working with and those they want to 

work with in the future. It is important to think long-term because then the company can 

develop some form of trust and loyalty before you start working with a customer. If you show 

a potential customer what you work with and what improvements you make over time, it is 

possible that offers appear later on. This was mentioned by several respondents who pointed 

out the importance of continuous communication. 

“It’s important to have continuous communication because you can introduce something one 

year, and then next year, 3rd year, 4th year and then they might say. ‘Ah, now you have 

something. Please contact my engineer.’” – Carmine 

By working continuously with new and old customers, Loccioni has been able to acquire 

projects that would have been hard to get without these relationships. In the transition from 

ICE to e-Mobility, Loccioni had very low knowledge of the e-Axle found in cars and the key 

components within. They had some previous knowledge from the home appliances business 

area, but in the e-Mobility field, Loccioni had little to no experience. Thanks to persisting 

relationships with customers as well as key individuals in potential customers, they were able 

to gain customers in a new field.  

“We had a big step of improvement in terms of high-speed drive lines and high-speed 

benches in just one month more or less, because of this new challenge that a new customer 

decided to give us” – Andrea 

The customer had seen the potential of what Loccioni could do in other projects and because 

of the openness of the relationship, the customer believed that Loccioni could complete a 

difficult project even though they had very little knowledge and experience in the specific area.  



 

50 

 

5.1.2 Core competencies 

Loccioni’s core competence is definitely manufacturing of measurement and testing 

equipment. This skill has been the driving force during the history of the company, and they 

have always valued this skill very high. Starting out as testing in the home-appliances area has 

now become testing within any area. By finding the right customers that believes in the values 

of Loccioni, while at the same time being driven by technology, they have created strategic 

alliances that has enabled them to gain more knowledge of their core competence. Resources 

that are both tangible and intangible has created sustainable competitive advantages that 

Loccioni has used to develop their own modules and to show customers their capabilities.  

Strategic alliances 

One way of developing the core competencies of an organization is to make strategic alliances. 

By partnering with other organizations or looking for the perfect customer who has a 

complementing competence. By working with the “tech players” as well as the “big players”, 

Loccioni can ensure a high number of orders from the big players while utilizing the cutting-

edge knowledge of tech players. Loccioni have worked with many companies in the racing 

industry, and when asking Giulia (R&D) who the most important customer was for the 

company, she said that it was the highly tech focused companies who had provided Loccioni 

with tough challenges and provided new competencies through their cooperation. How did 

Loccioni decide what companies to approach and how to work with them? In 2006 they had 

the idea that the field of electrification was going to grow and in 2012 they started working on 

one of their first electrification projects. Loccioni then decided that in order to grow the 

company and develop their competencies in the best way, they needed to plan for the future. 

So, in 2012, they started the development project Machin Electric (Electrification) where 2-3 

people per project worked to find the correct products and companies. This was explained by 

Tommaso who was a big part of the project. 

“So we started a development project in Summa that we called the Machin Electric. The main 

target of this development project was to understand who the players are and after 

understanding that, starting to contact them.” – Tommaso 

Resources 

When looking at the competencies of an organization there are many factors to consider. 

Looking at the definitions of competencies presented by authors such as Prahalad and Hamel 

(1990) and Barney (1991), one can say that the resources of an organization are a part of its 
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competencies. The resources such as internally developed instrumentations, submodules, 

research labs and experienced staff are competencies in their own way. The labs, submodules 

and instrumentations are hard to imitate by rivals and since measurements and testing is a part 

of all of the business areas some instrumentations can be used in many markets. The research 

labs are used for four main reasons. To develop the internal instrumentations and tools, support 

engineering and production, to attract young talents, and to have the labs as showrooms. 

The staff have tacit knowledge gained from internal training and experience, and since 

Loccioni is a knowledge-based organization, they focus on having a high number of educated 

staff. According to Schneider (1993), knowledge-based organizations use the knowledge and 

experience of their staff as means of trade instead of selling specific products or services. One 

of Loccioni’s key strategies is that they are a knowledge-based company and they take pride in 

their employees. It is clear that they look for new talent and strive to learn so that they can 

grow. Looking at the definitions of resources, different authors describe it as competitive 

advantages that could be considered as competencies of the company. Knowing what the 

competencies of the organization are and how they can be utilized can help with planning and 

resource allocation decisions. In several interviews, the respondents talked about how they use 

their knowledge and experience within niche markets to get ahead of their customers.  

“When developing instrumentations, we have to keep an open mind and use our competencies 

in order to find new ways of selling our knowledge to the customer” –  

Carmine 

It can be difficult for SMEs to compete with larger companies because they often have poor 

productivity, high inefficiency, and long cycle times in part due to their lack of resources 

(Mishra, 2019). By constantly challenging themselves and working outside their core 

knowledge and scouting for new technologies, Loccioni have been able to stay relevant and 

thrive in a niche market. They have also started to develop some key technologies in their 

solutions internally in order to differentiate themselves from their competitors.  

“Now we are using the products of our competitors in our solutions. If we use our own 

instrumentations the value is higher because it’s easier to communicate between different 

parts and the costs are lower.” – Tommaso 

Strategic variety 

One way that a company can ensure stability in their profits and ensure long-term growth 

despite changes in the market is by diversifying their offerings in terms of products and 
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solutions. The strategic variety of a diversified firm refers to the variety of competitive 

structure, technologies, and customers of firms. According to Prahalad and Bettis (1986), it is 

much easier to manage a firm that has low strategic variety and operates in strategically similar 

businesses. Mr. Loccioni quickly realised that by developing their competencies within a niche 

area, such as measurements and testing, the company could apply their knowledge transversally 

in almost any market. Furthermore, the Polaris (Appendix A) was created as a way of showing 

that their core competencies could be used in several business areas. For example, the first 

electric motor test in Loccioni was not for the automotive business area, but in the home 

appliances area.  

“One of the elements in the home appliances business was to test, not only the complete home 

appliance but also the components like electronic board, pumps, and electric motors. And 

what happened? We started to acquire competence in electric motors, testing in this field, 

then we started to apply this competency in the automotive area and it was the first 

application [within e-Mobility].” – Gianluca 

Realising that the company can use the same competencies in different business areas and 

sometimes with the same customers was a key step to grow and take advantage of what they 

had already learned. As an SME, it is important to use the resources that are available when 

competing against larger companies who have more resources and manpower. Loccioni used 

their knowledge and experience within one field and changed their competencies so that they 

could apply in other areas. The automotive market has undergone radical changes due to the 

electrification and digitalization of automobiles. However, when the respondents were asked 

about this transition, they agreed that the transition toward electrification within Loccioni had 

not been radical. This was partly due to that they had been working with electric motors in their 

other business areas since the 80s. Therefore, they could carry over their experience and 

competencies to the e-Mobility business area and perform incremental development to adapt 

to this new market. This is also true for present and future strategies as they see that there will 

be a demand for ICE in the future in certain fields such as industrial applications and so on.  

“We shouldn't forget that the ICE market will still be large in the future so, some 

applications will never become electrical.” – Giulia 

By talking to customers and investigating markets Loccioni have found that there will be a 

large market for internal combustion engines in automotive as well as industry in the future 

and therefore they can use their extensive knowledge and apply it to different markets.  
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Competencies 

Since Loccioni work in several sectors they have developed a wide variety of competencies, 

but the main competencies identified and discussed are electrical engineering, 

hydraulics/pneumatics, system integration, and innovation. Electrical engineering is a 

competence that Loccioni has developed over a long time. As mentioned in chapter 1.1, AEA 

(Advanced Electronic Applications) was founded in 1980, which indicates that Loccioni have 

been working with electrical engineering for a very long time. Most of the competencies 

mentioned are hard skills, with the exception being innovation as this is more of a soft skill. 

When Loccioni extended the automotive business area towards electric components, they used 

their existing competence within electric motors, which they had developed in the home-

appliances business area. This made the transition rather incremental since it was the same kind 

of component (electric motor), it was just a lot bigger. They knew how to utilize their 

competencies and this was exemplified by Tommaso. 

“Firstly, in electronics we were working only on fuel injection systems, only hydraulics. And 

in 2008, we started to smell that there would come a wave for the electrification. So we start 

to say that we start, we need to come back to the original competencies. That was the 

electronics because our company AEA means advanced electronic applications.” –  

This variety of competencies is also a mix of the different strains of competencies presented 

by Sengupta, Venkatesh and Sinha (2013). Electrical engineering and hydraulics/pneumatics 

are job-focused competencies since this is something any company can learn over time. System 

integration can be seen as a mix between being a job-focused competency and a role-focused 

competency. System integration is a skill that can be taught, but in order to fully utilize and 

acquire this competency, the company must have other competencies within the specific area. 

Innovation is a competency that Loccioni need in order to bring value to their customers. Since 

every project is unique, they must find new ways of producing value to its customers in all 

projects, and this is done by being innovative. As mentioned before, this is a soft skill that we 

determine as being a role-focused competency.  
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6. Discussion 

This chapter aims to answer the research questions by discussing the overarching dimensions 

developed from the codes in relation to the research questions. The results of the data 

collection and analysis will be discussed in relation to theoretical concepts described in the 

literature review.  

6.1 Dominant logic 

Loccioni have a clear business model which is to differentiate themselves in a niche market, 

which is high-end measurements and testing equipment. The quality and precision of solutions 

and services rendered is of utmost importance as they work in business areas such as 

automotive and medicine, where mistakes can be very costly. To differentiate themselves from 

their competitors, Loccioni have focused on customer relationships and offering solutions 

which are co-created with their customers. By providing solutions instead of standardized 

products, they can use their extensive network of customers and the long-term relationships to 

tailor the solutions according to the needs of the customers. Recent changes in the automotive 

industry have led to many OEMs developing more and more key components internally. This 

has opened up a new market for Loccioni since they can work directly with the massive OEMs 

in the automotive industry, instead of working with tier-1 or tier-2 suppliers. The OEMs have 

huge resources and can be great customers.  

Being an SME, it is important to plan ahead and use the limited resources of the organization 

in the right way. Loccioni have been forced to select their customers carefully and work with 

both large organizations, or “big players”, and smaller more technologically driven “tech 

players”. During the interviews, several respondents mentioned that working with the “big 

players” was beneficial economically since the customers had the resources to make large 

orders. In some cases, the customer might even have several business areas (e.g automotive 

and home-appliances) which can work with Loccioni’s different business areas. However, the 

most important customers according to most of the respondents were the customers who were 

more technologically driven. The tech driven customers have a different culture and drive for 

innovation. Through co-creation, they enabled Loccioni to further develop their competencies 

and capabilities. To be able to meet the needs of technologically driven customers and deliver 

cutting edge solutions, Loccioni has internal labs where they can develop their instrumentations 

as well as showcasing their technology to customers. The labs can also be used by customers, 
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which can result in an even closer co-creation process depending on why the labs are used by 

the customer.  

Even though Loccioni are a relatively young company, they have a mature dominant logic 

which is apparent throughout the organization. The absolute dominance of the logic is high 

since Mr. Loccioni has had a clear vision of the values in the company from the very start. The 

concept of Dominant Logic may not be something Loccioni are aware of, but the managerial 

logic has always developed as the organization has gained new competencies and new 

experiences. Prahalad and Bettis (1986) describe dominant logic as the managerial tools in 

which organizations choose how to make critical resource allocation decisions. Loccioni’s 

business areas follow the same strategy, and they all have their core business as measurements 

and testing equipment.  

From our research, we believe that on an individual level, the antecedents of Loccioni’s 

dominant logic came from Enrico and Graziella Loccioni, Gino Romiti (one of the first 

engineers in the company) and other influential people within the company. Enrico and Gino 

had high experience and talent within the field, and over time, their ideas and mental models 

developed into the visible strategic orientation and business models of the company.  Enrico’s 

late wife, Graziella, has been described as the heart and soul of the organization and she has 

most likely been an influential person with regards to the values of Loccioni which over time 

has developed into the organizational culture. In the model made by Franke and Knyphausen-

Aufsess (2013), we can see how the authors chose to divide the different antecedents. When 

talking to people in Loccioni, we noticed that the average age of the workers in the company 

was rather low and we interpreted that this was intentional. When looking for new employees, 

Loccioni try to find young engineers with different experiences and educational backgrounds 

in order to expand their knowledge. This is in line with how the authors discuss how the 

individual antecedents develop over time. By combining the knowledge of different 

individuals, Loccioni are able to further develop their competencies and modify their dominant 

logic over time with influences from new employees. Looking at the organizational 

antecedents, some things that are mentioned a lot in the organization are the organizational 

structure and the organizational culture. One example of this is the values of Graziella which 

led to the organizational culture that is now a large part of the organization. Every year, 

Loccioni has a celebration in March where they honour Graziella who passed away a few years 

ago. We were fortunate enough to be a part of this celebration where Loccioni had events every 

week, talks and a race followed by food and celebration. Loccioni want everyone at the 
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company to feel like a family and this can also be seen in the organizational architecture. 

Loccioni has a flat organizational structure where everyone in the organization should feel 

equal. The organizational structure also helps them to be fast and flexible as many employees 

are free to make their own decisions or have few managers above them which need to approve. 

Another part of Loccioni’s organizational architecture is their ownership, Loccioni is owned 

by the Loccioni family and therefore they do not need to have the same economic focus as a 

publicly owned company. A publicly owned company has obligations towards shareholders 

and investors while a family-owned company can manage their resources and take risks as they 

want, without the same external pressures.  External antecedents which could have affected 

Loccioni’s dominant logic could be the geographical closeness to a large part of the European 

automotive industry. Policies which forced the transition from ICE to electric motors could 

have been detrimental toward Loccioni if they would not have seen the trends coming and 

focused more on staying within the ICE market. Another external antecedent can be 

technological innovation within an organization’s dominant logic. One technological 

innovation that has helped to drastically improve Loccioni’s business is industry 4.0, connected 

systems and data storage and transfer. Innovations within the IT sector allow Loccioni to 

develop much more advanced testing equipment than was ever possible 20 or more years ago. 

Testing can now be done digitally, and data can be sent over long distances which allows for 

many possibilities that didn’t exist before industry 4.0.  

There are many examples when external factors have had negative impacts on companies in 

the past. For example, Kodak, who knew that digital cameras were a new technological 

innovation on the market. The dominant logic present in Kodak was to keep on innovating 

within a field that they had experience in, which was analogue camera equipment. In the past, 

this strategy worked really well for Kodak. At one point, they even had over two-thirds of the 

market share within the field of camera equipment, only to file for bankruptcy a couple of years 

later. Similarly to this, managers who change business areas can sometimes have a hard time 

succeeding as they have their own experiences and managerial logic which might not be 

relevant in a new business area if the commonality is low. Franke and Knyphausen-Aufsess 

(2013) discuss how the dominant logic can be a double-edged blade which can be an important 

resource or a significant source of inertia depending on how well it is managed and adapted. 

Managers must develop methods of continuously adapting the DL to prevent it from becoming 

obsolete. Being skilled at adapting and developing the DL can be a core competence of an 

organization. Loccioni have developed a method of double loop learning from the experiences 
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of individuals in the organization. Depending on how long the employees have been in the 

company they are required to hand in weekly, monthly, quarterly or yearly reports where they 

describe what they have done and what they have learned during the elapsed period. The data 

from all employees is then compiled and analysed by those working in Summa in order to learn 

and plan for the future. Another important aspect of the transition in the automotive business 

area for Loccioni is that for them, the move toward electric vehicles and electrification and 

digitalization of their business was in line with their dominant logic. They had already seen 

high success within electrical engineering, both within home appliances and their energy 

business area. We also believe that another part of their dominant logic is also to try to be early 

adopters in the business areas where they are operating and to follow the movements of their 

main customers. Therefore, when Loccioni understood where customers such as Magneti 

Marelli and Bosch were heading, they followed their movements. Top management probably 

saw this as a good idea since prior cooperation had been successful. 

As mentioned in the analysis, Loccioni have clear strategy of diversification. They wanted to 

ensure long-term economic stability by operating in several different markets as seen in the 

Polaris in the appendix. According to Rumelt (1982), different firms have different amounts of 

diversification. Depending on the amount of diversification, more or fewer dominant logics are 

usually present. Franke and Knyphausen-Aufsess (2013) add to this research in their literature 

review of DL. Figure 3 is a visual representation of the link between commonality and 

performance and the authors argue that having high commonality between businesses in a 

multi-business firm increases performance. For Loccioni, all of their business areas are 

connected through their core competencies and their core business, namely measurement and 

testing equipment. Over time, the shared mental models, and values of management in the 

organization have developed into visible practises and structures. Their mission and purpose 

of providing wellbeing to the people and the planet has led decisions regarding what markets 

to operate in and how they work with their customers. The vision and ideals of Mr. Loccioni 

has become an ideology, which the organization follows.  

Being an SME, it is evident that you do not have as much internal resources in terms of 

manpower and money, but instead you can have a more flexible company that is able to adapt 

to changes in the market. Moreover, Loccioni is an innovative company, and internally, the 

company identifies itself as a knowledge-based company. According to Schneider (1993), a 

knowledge-based company is a company that relies on intellectual property and the experience 

found within the staff. One way that Loccioni has been able to ensure long term profits is due 
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to that they sell solutions that can only be made because of the knowledge and experience found 

within the company. One of the respondents even thought that one of Loccioni’s most 

important competencies is the experience found within the company. This variety of experience 

and the tacit knowledge has enabled Loccioni to work in different markets, even if the 

experience is not proven to be there yet. Levitt and March (1988) mention the importance of 

creating routines that guides the company in the right direction. For Loccioni, the guidance is 

often found within the company management and in past experiences since they have tackled 

many challenges in the past. It may happen that some projects take longer time than expected, 

which in turn negatively affects the profits made from said project. This is initially a bad thing, 

but Loccioni always ensures that the project meets the needs of the customer in the end. We 

believe this is similar to the definitions of “Customer retention” and “Customer development” 

presented by Swift (2001). In turn, the work regarding customer retention and customer 

development directs the company into new areas where they are able to work on new equipment 

in these new areas.  

This discussion briefly touches upon the sub-questions of this thesis. Larger companies many 

times seem to have chosen to collaborate with Loccioni because the two parts have a long 

history of working together. Customers stay loyal and have a trust in Loccioni because they 

have proven themselves that they can make many different solutions within measurements and 

testing. Customer retention is one of the most important tools for building the loyalty and trust 

between the two parts, while at the same staying true to your core competencies is important 

to differentiate yourself from the competitors.  

Loccioni has always valued customer relationships as a core part of their business. By creating 

high trust with their customers, they have been able to share competencies to grow and learn 

together. Prahalad and Ramaswamy (2000) describe co-creation as a phenomenon where 

business-to-business relationships evolve over time from being just buyer and seller to 

becoming close collaborators and developing new products or services together. For Loccioni, 

co-creation is prevalent in every project because they offer solutions based on customer needs. 

To find the correct customer needs in all projects, collaborators in the company follow the 

values and models of the company and “listen and understand” as they put it. For example, 

several respondents mentioned that they work closer with customers at Loccioni, compared to 

previous jobs they had. The values and models of working hard with customer relationships 

have developed into practices. Therefore, people from R&D, as well as sales and management, 
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speak to the customers so that each collaborator can use their competencies and knowledge to 

understand different parts of the customer’s needs. 

Bettiga and Cicculo (2018) mentions that co-creation often related to New Product 

Development, while La Rocca, et al., (2018) emphasises that New Solution Development more 

often is the case. One example where both of these concepts are relevant is in the development 

of the Axenon. The main goal of this project was to provide a solution for testing of the e-Axle, 

which makes it a New Solution Development. When this solution later became a success and 

other customers showed interest in similar solutions, the Axenon became more of a product in 

combination of a solution. As mentioned in chapter 4.2, the test-benches are always made in 

collaboration with the customers and the components found inside are according to the 

customer’s request. But it can still be seen as a product in the same way as a new car (which 

can be modified according to the customer’s needs) can be seen as a new product.  

 The specific case of the Axenon is a good example in many aspects. This project was done in 

collaboration with one of the long-time customers that some employees would refer to as an 

“Old friend”. This customer knew Loccioni’s capabilities and that the project would be a 

challenge, which later became the Axenon. The concept of projects that are seen as challenges 

is something Loccioni is comfortable working with due to that the company is so rich in 

knowledge. They have an urge to continuously innovate new solutions and they enjoy working 

with difficult projects. We Loccioni are being presented with challenges due to their openness 

to customers. One good example of how Loccioni are open is when they invite customers to 

their facilities for them to see what they are doing, not only in one specific project, but the 

company in large. Customers get to see all the different business units, as well as their R&D. 

Customers get the chance to see and feel unfinished projects, which enables them to come up 

with new ideas for their own projects and solutions. In the “Polaris” (Appendix A), there is a 

label called “Open innovation”, and we believe this label exists because of the way they invite 

customers as well as others to see their facilities and projects. Different authors (Bogers, et al., 

2018; Inauen & Schenker-Wicki, 2011; Arrigo, 2012) defines open innovation differently, and 

there are some elements that are applicable in the way Loccioni works with it. Bogers, et al. 

(2018) describes it as a way companies opens for external collaborations, which is somewhat 

like co-creation. Open innovation is often something that will help a company or organization 

to find solutions to complex problems, but for this case where the subject is e-Mobility, we see 

it as an internal process where Loccioni is open to get input from their customer. In other 

business areas where the business relies on academic publications, it is more open innovation 
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rather than co-creation since the input is coming from different sources (publications, 

communities) whereas in the e-Mobility area, the inputs are coming from the customers. By 

mainly focusing on the customer, Loccioni is able to fully understand the customer and create 

the value they really need.  

6.2 Core Competence 

The respondents mentioned how most of the trends and shifts in the market are largely 

controlled by governments who push for renewable energy, sustainability, and electrification. 

Since all of Loccioni’s business areas are based on testing and measurements, they can easily 

move quickly to a new area that is strategically similar and carry over many of their 

competencies to a new area. Albaz, et al. (2020) argue that an advantage of an SME is that they 

are often able to innovate and change markets easier than larger organizations. The same 

authors also argue that smaller and younger organizations are often not hindered by outdated 

strategies and massive amounts of capital which might be locked to a certain business area. 

This theory seems to be true when talking to people at Loccioni. Compared to many of their 

customers, they are a much smaller and younger organization. They have been able to see new 

trends from government regulations and move quickly to meet new demands.  

As mentioned in the background (chapter 1.1) of the thesis, the world is undergoing a radical 

change towards sustainability in the automotive market. Many companies are changing their 

portfolios to include more and more electric vehicles. When speaking with the employees of 

Loccioni, it was clear that the transition from internal combustion engines to electric drivetrains 

was incremental rather than radical. This is due to many different reasons. First of all, the 

company had already been working with electric motors for 25 years in the home-appliances 

business area. The experience in electrical engineering combined with experience in the 

automotive field eased the transition which made it incremental. Over time, they opened new 

business areas and started working with new projects as they saw the trends in the market and 

from policy makers which were moving the automotive market toward electrification. While 

writing the thesis, we reflected on why Loccioni did not fail according to Schumpeter’s theory 

of creative destruction, when many other companies failed in other radical technological shifts. 

The short answer is because it was not a radical change for Loccioni.  

Schumpeter’s theory of creative destruction states that when a radical innovation enters into a 

market, the old innovation might eventually become obsolete. If the population decides to 

transition into the new innovation, resources will over time be transferred into the new 
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innovation and it will affect the whole value chain in some sense. There are many examples of 

this in recent history. When internet became readily accessible to the public at high speeds, 

Netflix completely took over the market for renting movies from blockbuster, who were seen 

as a titan in the industry. In the year 2000, the CEO of Blockbuster was offered to buy Netflix 

but he declined the offer. Blockbuster later went from owning thousands of stores in the 2000s 

to one store today (2022). The automotive industry is currently undergoing a radical change 

where the drive drain is being changed from internal combustion to electric. This is disrupting 

the entire automotive ecosystem and affecting suppliers and dealers everywhere. So, why is 

Loccioni not failing? First of all, no matter what drivetrain is used there will always be a need 

for testing. The company also realised that some key technologies in the car will always be 

needed, no matter the drivetrain. So Loccioni focused on the transmission, because no matter 

the car there will always be a need for transmissions. They also saw the trends toward 

electrification and decided to go back to their roots which were electrical engineering, the first 

business area the company had worked in was electronics in the home appliance area. 

Therefore, they had competencies which they could use together with their connections in the 

automotive area to shift some of their resources from ICE to electric. At the same time there 

was a trend toward internalizing production for OEMs which opened new possibilities for 

strategic alliances for Loccioni.  

6.3 How Loccioni utilized its core competencies 

According to Prahalad and Hamel (1990), a core competence must make a significant 

contribution to customer benefits and it should also be hard to imitate and have access to 

different marketplaces. Kite lab was built so that Loccioni could improve their own knowledge 

and experience as equipment makers, and also so that customers could come to see and learn 

from Loccioni as well as to share their knowledge. A research lab in itself is not hard for another 

organization to imitate, but since Kite lab has instrumentations that have been developed 

internally, the tools and experience within the lab are not easily imitable. Customers can come 

to Kite lab to use the instrumentations to further develop their own solutions, or simply develop 

together with Loccioni. From the data we have collected during ethnography and interviews, it 

is clear that the lab has a significant contribution not only to the company, but also to its’ 

customers. As Loccioni has a clear dominant logic and strategy for all of their business areas, 

which in their cores are measurements and testing, the lab can be used for different 

marketplaces. Bringing up these points, it seems that Kite lab is closer to Barney’s (1991) 

definition of a resource that is a sustainable competitive advantage.  
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To further motivate that one of Loccioni’s core competencies are measurement and testing 

equipment, one has to look at several aspects including the firms’ resources, capabilities, and 

competencies. Loccioni’s resources can mainly be found in their staff and labs. The staff 

possesses a lot of knowledge and knowledge found within the staff can be considered as a 

sustainable competitive advantage. Experience is a form of tacit knowledge that will be very 

difficult to imitate since the past has already happened and no one will be able to get that exact 

experience. We also consider experience as a rare and valuable resource for the same reasons. 

Considering the capabilities of the firm, we see a connection between the dominant logic 

presented by Prahalad and Bettis (1986), and Ljungquist (2007) description of capabilities. A 

part of the dominant logic in Loccioni is that they have a flat organizational structure with 

employees that work as a common network to thrive in the market. In this network, there is 

plenty of knowledge related to both soft skills and hard skills. The main soft skills we have 

found within the company is the project management, experience, strategic thinking, customer 

relationships, and flexibility. These skills were visualized during the stay at the company, and 

also expressed during interviews. The main hard skills we found within the firm were 

engineering skills in several areas, the R&D facilities (labs), and computer programming. As 

mentioned in chapter 2.1.1, hard and soft skills can be used interchangeably with different types 

of competencies. The different competencies, or skills, are then combined into one competency 

that permeates through the whole firm, which ends up being the ability to make equipment 

within measurements and testing.  

6.4 Discussion of research question findings 

The main research question of this thesis is How can an SME leverage and protect its core 

competencies when being part of a radical industrial transformation? To aid in answering this 

question, a set of sub questions have also been developed and examined.  

- How did Loccioni work to sustain and potentially improve their core competence within 

measurements during the technological shift from internal combustion engines to 

electrical engines? 

- Why did large companies choose Loccioni as a partner in developing e-Mobility 

equipment, even though they had little experience within the field at the time? 

- How can a SME use its core competencies together with its customers to improve 

innovation in undiscovered areas?  
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There are no clear and easy answers to any of the research questions posed in the study, by 

analysing the data collected during the study we believe that we have some suggestions for 

ways of working. Starting with the first sub question of how Loccioni sustained or improved 

their core competencies during a technological shift. From the data we have found, we can see 

that for Loccioni, the technological shift was rather small due to them already working with 

electrical engineering in other business areas. Loccioni saw that there would be trends toward 

electric vehicles and therefore they moved a large part of their resources from ICE to electric 

vehicles. They had experience in the automotive field from their work with fuel injectors and 

they also had experience with electric motors from working with small electric motors in home 

appliances. When the opportunity presented itself to work within e-Mobility, Loccioni was 

totally new, but they were sure that with their core competencies they could carry over their 

knowledge to this new market are become successful. 

To answer the second sub question, we have to look at Loccioni’s customer relationships. From 

the start, Mr. Loccioni has told his employees to focus on customer relationships regardless of 

their role in the company. By working in this way, the company has been able to retain most 

of their important customers for a long time. By working with many large tier-1 suppliers and 

OEMs, who are found in several business areas, Loccioni has been able to use their 

relationships to find new customers within companies they are already working with. 

Sometimes, Loccioni landed projects where they might have known that they were 

underequipped for, but since they had proven themselves in other projects, they also got these 

projects.  

The third sub question relates to how Loccioni have been working with open innovation and 

co-creation. Loccioni has allowed external actors to aid them in developing their competencies, 

and by using the knowledge of two or several organizations together, the speed of innovation 

can be greatly increased. By acquiring strategic alliances with organizations that work in areas 

where Loccioni’s knowledge was lacking, they were able to learn from others and thrive in 

new areas.  

The main research question is answered with a combination of the sub questions. The 

company’s managerial dominant logic has developed over time from the values and mental 

models that Enrico and Graziella Loccioni had from the beginning, and it has been further 

developed as the company and new employees has added their experiences. By expanding their 

organization with strategically similar business areas, they were able to simplify strategical 
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decisions while still being diverse enough to ensure a stable economy despite external 

influences. By gathering data from the experiences of their employees and the successes and 

failures of the organization, they have been able to adapt their managerial logic to 

environmental changes and not be blinded by their successes. Their core competencies have 

been developed by following their managerial logic, and by being flexible, they were able to 

adapt their resource allocation when they could see a radical industrial transformation on the 

horizon.  

6.5 Practical implications 

What are the practical implications of this study? By analysing the data gathered from the 

interviews and observations, we believe that Loccioni followed their dominant logic when they 

started working within e-Mobility, and that is one of the key reasons the transition went well. 

Even if the business area of e-Mobility was new, Loccioni still knew how to move within the 

automotive sector (which e-Mobility is related to) and they had skills in electrical engineering 

from their other business areas. But what would happen if Loccioni opened a business area that 

did not follow their dominant logic? Or if the management team tried to work against the 

dominant logic that is currently present in the company? Our educated guess on this is that a 

new business area that is unrelated to the existing business would be secluded from the “main” 

part of the company since it might not be possible to pick up the dominant logic in the new 

area, or that the dominant logic does not fit. In this scenario, the most likely outcome would be 

that the new business area develops a new dominant logic over time, making it more and more 

separate from the main business. We see the dominant logic like the identity of a company, and 

two different identities makes it difficult for the two to work in the same way. This was also 

demonstrated by Franke and Knyphausen-Aufsess (2013) in their figure (Figure 3) where they 

argue that synergy and commonality potentially increase the performance of a firm.  

6.6 Suggestion for further studies 

During the thesis, the aim and purpose developed along with the research questions and new 

theoretical concepts were added into the analysis as our understanding developed. For further 

research, it could be interesting to ask the respondents if they knew about dominant logic as a 

concept and if they intentionally developed their organization in this direction and how much 

the theoretical concepts guided them. Since we have concluded that the dominant logic within 

Loccioni started with the founders, it would also be interesting to know more about their 
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thoughts within the topic. Another possibility would be to examine more organizations to see 

if there are similarities or differences in order to make the study more generalizable.  

6.7 Learnings and limitations 

During the six months of writing this thesis, we learned a lot about the core concepts from deep 

diving into the literature. However, due to the limited timeframe of the study, we were not able 

to apply everything we learned. If we would redo the thesis with the knowledge that we now 

possess, we would do some modifications. As of now, we did not ask any direct questions 

related to dominant logic, but it was still related to Loccioni’s strategic thinking which was 

enough for us to piece information together. Moreover, with the current research questions and 

theoretical concepts of the thesis it would have been good to interview more of the top 

management team of Loccioni. Interviews with managers from other business areas than 

automotive such as someone who has worked with testing of home appliances could have given 

an interesting perspective into how they perceived the transition and utilization of the 

competencies within electrical engineering which were then transferred to e-Mobility.  

During the period in Italy, we were working for the company performing tasks such as testing, 

labelling and cabling. Therefore, the focus was not only on the thesis, but also on learning other 

skills which were unrelated to the thesis. While performing these tasks we would often talk to 

the workers in an informal way, and we would not have time to write down notes in a formal 

way. Because of this, a lot of the things said were not recorded properly and could not be used 

in the thesis. However, if anything interesting was said in this informal way, we would bring it 

up again during the interviews so hopefully nothing important was lost. If we would redo the 

process, we might have put more focus on taking notes to reduce misunderstandings and 

possibly missing important data.  
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7. Conclusions 

The purpose of this study was to examine Loccioni’s past and present organisation to find and 

define their core competencies, their key strategical decisions and learning points from the past. 

This was done by collecting empirical data, an analysis, and help from existing theory and 

literature. The empirical data collected through ethnography was further strengthened by semi-

structured interviews that were analysed using thematic analysis with an abductive approach. 

The analysis used two main overarching concepts found in literature, and different themes were 

identified within these concepts. Codes were used to find link the empirical data with the 

themes.  

Our research shows that Loccioni were able to sustain and improve their core competencies 

during the technological shift in the market. This was in partly due to the fact that for Loccioni, 

the transition was incremental rather than the quite radical change that has been seen in the 

automotive industry. The transition was incremental for Loccioni because they had 

competencies in electrical engineering and experience of testing electrical motors, but within 

another market segment. Loccioni also had strategical alliances with important players in the 

automotive industry which allowed them to co-create new solutions and get a foot in the e-

Mobility market. By using their knowledge, experience and connections they were able to 

develop the skills needed to find solutions connected to electric vehicles. In other words, they 

carried-over their knowledge from one market to another.  

Moreover, the collected data indicated that many of Loccioni’s larger customers chose to work 

with them because of their innovativeness, their solution-oriented products which allowed 

customers to get the perfect solution, and their high focus on customer relationships which 

allowed them to work in several different markets with the same customers. Loccioni also used 

the mutual trust they have with their customers to innovate in areas where they had little or no 

previous experience in. 

A high focus on customer relationship management has enabled Loccioni to carry over 

competencies between different areas where in some cases they had little or no previous 

experience. According to Rumelt (1982), firms can be divided into four mayor categories with 

regards to how strategically similar their business areas are. As Loccioni’s business areas all 

have measurements and testing in common, we classify their diversification strategy as “related 

business”, which in turn calls for a few dominant logics within the organization. Having 
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strategically similar business areas increased their performance and allowed them to use 

synergies between business areas. For example, they could use their knowledge in electrical 

engineering from their established business areas such as energy and home appliances when 

moving into e-Mobility. During this electric transformation, Loccioni have worked on both 

their hard and soft skills (competencies). The hard skills are said to be knowledge in 

engineering, computer programming as well as their labs where they develop their own 

instrumentations.  On the other hand, the soft skills are said to be project management, 

experience, strategic thinking, customer relationships, and flexibility.  

The ongoing changes in the automotive market have had significant effects on many 

organizations who had to change their production parts that belong to ICE to electric vehicles. 

Loccioni managed to see the trends in time and used their competencies within electrical 

engineering to carry over their knowledge within home appliances to e-Mobility. They also 

learned from their customers through co-creation which was made possible by focusing heavily 

on customer relationships. Like John Philpot Curran once said, “In times of change, leaners 

shall inherit the earth, while the learned are beautifully equipped for a world that no longer 

exists”.  

Another reflection that we believe is very interesting is how Loccioni developed their core 

competence. As you probably understand by now, dominant logic and core competencies are 

somewhat linked together, despite being very different things. We believe Loccioni’s dominant 

logic started to form during the very early stages of the company. Over time the individual 

antecedents of Loccioni transformed into visible organizational culture, architecture, business 

models and way of working. By working with customers close by and making the business-to-

business relationship somewhat more personal, he could see some success. Loccioni has always 

made equipment used for quality assurance, or measurements and testing, and it all started with 

the home-appliance business area. Later, Loccioni wanted to diversify themselves and did so 

by taking their competencies within measurements and testing of home-appliances, to testing 

of automotive parts. This logic of diversification led to that Loccioni got better and better within 

the field of measurements and testing, eventually making them experts within the field. So, 

thanks to the dominant logic that is still present today, Loccioni developed a core competence. 

Looking at the transition toward e-Mobility, it is similar to Loccioni’s initial move to 

automotive. Loccioni wanted to expand their business and follow a trend they saw. External 

antecedents such as policies and technological innovations changed the automotive industry 

toward e-Mobility and Loccioni followed. The core business was still measurements and 
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testing which was a huge part of their dominant logic and many of the customers were the same 

as they had previous successes with. Moreover, the logic of expanding and ensuring long term 

success made it clear that they needed to move some of their resources from internal 

combustion engines and their related parts to e-Mobility since research showed that in the 

future electric engines would take over the largest part of the global automotive industry.  
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Interview questions 

In the beginning of each interview, a brief summary of our work was presented to make sure 

that every participant was aware of our project. Every interview was carried out face-to-face in 

a semi-structured way where an interview guide as used to guide the interviewers. The 

interviews were recorded with the respondent’s consent stating that their contributions can be 

used in the thesis.  

Who started the automotive branch and when did it start? What was the initial purpose of the 

automotive sector? What were/are the main products of internal combustion sector? 

1. What is your current role in the company? 

2. How long have you worked at the company and what previous roles have you had? 

3. How have you been involved in the electrification of drivetrains? Or the start of the e-

mobility area? (Question might be angled towards something more suitable depending 

on the respondent’s background)  

4. How would you describe the transition? 

a. Example? 

b. How? 

c. Radical/incremental? 

5. What projects/customers have been extra important for the success of the company? 

6. What were positive learning experiences? 

7. What were negative learning experiences? 

8. How did you work with different customers? 

9. What were the key steps in Loccioni’s transformation to electrification? 

10. Who were key customers and how did you approach them? Or did they approach you? 

11. What would you say are the core competencies of Loccioni? 

12. How do you work with innovation in your role?  

13. Could you explain how Loccioni co-creates with customers?  
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14. Can you describe how knowledge is shared between organizations?  

15. Is there anything you would like to change about this process? 

16. How do customer relationships affect the internal/external innovation process?  

17. Do customers have a lot of influence over new innovations? 

18. How does Loccioni manage its customer relationships?  

a. A certain model? Case to case? 

19. If there is anything that you would like to change about the way you communicate 

with your customers, what would that be? 

20. Would you like to add something that could be useful for our research that we have 

not included in our questions? 

21. Do you have a recommendation for someone that we should interview next? 

 

 

 


