
!

Transferring Knowledge from 
a Crowd to a Retail Company  
- A case study of Roamler Sweden 

Master’s Thesis 30 credits 
Department of Business Studies 
Uppsala University 
Spring Semester of 2015 
 

Date of Submission:  2015-05-29 

Minea Carlander 
Sophie Gisterå 
 
Supervisor:  Jukka Hohenthal 



Abstract 

 
Course/Level: Master thesis, Strategic Marketing Management 
Authors: Minea Carlander, Sophie Gisterå 
Supervisors: Jukka Hohenthal, Leon Caesarius 
Title: Transferring Knowledge from a Crowd to a Retail Company - A case study of Roamler 
Sweden  
 
Background: Organizational spending on marketing needs to be justified and therefore 
measured. New technology has enabled new ways of conducting market research. 
 
Research question: How can knowledge be transferred from a crowd of consumers to a 
company operating in the retail industry? 
 
Purpose: To explore the process of knowledge transfer in a new type of market research 
company by creating an understanding of (1) how to gather knowledge through engaging and 
motivating a crowd to share information, (2) how to analyze and transfer it to the clients, and 
in the end (3) how the clients receive the information and are able to create knowledge 
internally. 
 
Methodology: Qualitative single case study through semi-structured interviews with the case 
company and two of their clients. This was combined with secondary data and observations.  
 
Conclusions: Motivated users are important when gathering knowledge through 
crowdsourcing. Focusing on gathering and transferring explicit knowledge makes it more 
actionable and therefore more valuable when it comes to market insights. Externalization was 
found to only be partly possible in the case company, which strengthens established theories 
published after Nonaka and Takeuchi (1995). Absorptive capacity and relationships had 
influence on the knowledge transfer and how the results were acted upon in the client 
organizations.  
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1. Introduction – Market research in the retail industry 

 
“The price of light is less than the cost of darkness” 

– Arthur C. Nielsen, Market Researcher & Founder of ACNielsen 
 
Organizations and marketers need knowledge about their customers’ behavior, their wants 
and their needs (Szmigin, 2003; Peter & Olson, 2010). This has lead to a growing interest in 
the science of consumer behavior and shopping patterns (Underhill, 2009). Organizations 
spend large amounts of money on marketing and advertising with the hope of reaching the 
consumers (Peter & Olson, 2010). There is an increased pressure on marketing departments to 
justify these expenses, but they have difficulties demonstrating the financial value of their 
marketing efforts (Perrey & Spillecker, 2012). Perrey and Spillecker (2012:xiii) state that 
“retail marketing may rarely have been more challenging, but it was also never quite as 
rewarding as it is today.” Most organizations understand the importance of measuring the 
effect of their marketing initiatives, but measuring the right things can be a difficult task. 
(Peter & Olson, 2010) 
 
This task has therefore often been outsourced to market research experts. Through market 
research companies, custom-designed studies can be made, these studies are based on specific 
needs of the client company. Since these studies are tailor-made they can be highly relevant 
and are often able to measure the right things, but they are also expensive. (Jobber, 2004) 
Another traditional way of measuring consumer behavior to be able to make strategic 
marketing decisions is to hire mystery shoppers, at least when the market research concerns 
retail stores. When there is an understanding of what the consumers are looking for in a retail 
store and how they scan their environment (Underhill, 2009) it is possible to adjust the 
marketing accordingly. Underhill (2009) describes some factors that are important to think 
about regarding stores, what it looks like, the structure of shelves and paths, price tags and 
advertisements, as well as how the store smells and if the shelves are clean and tidy. These 
aspects are important to understand since they affect sales, the attitudes towards the store and 
the brands, and in the end, the performance of the company. Gathering knowledge about your 
customers and managing this knowledge in a good way is therefore essential for an 
organization.  
 

1.1 New technology – The change in market research  
The marketing research industry is undergoing major changes in today’s technological 
environment and organizations need to keep up in the development in order to stay 
competitive. New marketing research techniques such as data mining are popular topics of 
discussion today. Most new techniques, like data mining, refer to the mass of information that 
can be gathered online (Singh and Swaroop, 2013). However, there are also new and 
interesting methods formed in the offline environment. (Perrey & Spillecke, 2012; Shark and 
minnow, 2012) Smartphones and applications have created new opportunities by combining 
technology and the virtual world, with offline activities in the physical world. The 
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consultancy agency Shark & Minnow predicted in 2012 that the new trends within marketing 
research would be convergence and mash-up of emerging technologies and creative thinking 
that transforms the research into insights that can be acted upon immediately. Insights should 
be reportable, actionable and allow for planning and analysis. If an organization cannot do 
this, they are just “sharing stats that you found on eMarketer” and not thinking about the 
client's unique situation, which hinders them from gaining valuable results. (Shark and 
Minnow, 2012) Combining mobile devices with marketing research to gather real time results 
is also a growing trend as well as online panels, surveys, focus groups, communities and 
crowdsourcing. (Perrey & Spillecke, 2012; Shark and minnow, 2012)  
 
Crowdsourcing is when an online community or “crowd” participates in tasks that otherwise 
would have been completed by either organizations or specialists (Shepherd, 2012). By using 
the intelligence and creativity of the masses, organizations can find solutions to problems 
(Bjereld, 2014). Crowdsourcing can be ideal for tasks such as information and knowledge 
gathering or reporting problems and could be used for various kinds of tasks. (Brabham, 
2013) Knowledge gathering, transfer and management have for long been of interest within 
academia and it has been widely studied (Tsoukas & Vladimirou, 2001). Crowdsourcing is 
not only a way of solving a task, it is also a way of gathering knowledge that will be managed 
and transferred by the organization. Brabham (2013) believes that crowdsourcing will become 
more widely used as technology and mobile platforms continue to develop. This also allows 
for research in consumers’ homes since they always have their mobile devices with them. 
Crowdsourcing can also be used instead of professional mystery shoppers. By using real 
customers as mystery shoppers an objective perception is obtained, while costs are reduced 
since they will go to the store anyway. Biere (1998) showed that it is more efficient to teach 
your real customers and use them as evaluators. The employees are less likely to identify 
these evaluators, which in the end gives more accurate results since the employees will not 
change their behavior or refine their answers. (Biere, 1998)  
 
Another trend within marketing research is making marketing research tools into games 
(Gartner, 2012; Shark and Minnow, 2012). The purpose is to increase the participation and 
quality of the results. This is called gamification and it is defined as “the use of game design 
elements in non-game contexts” by Deterding, Dixon, Khaled and Nacke (2011:9). 
Gamification and its effect on individual motivation have been studied before, but Hamari 
(2013) states that there is a lack of research in how gamification can work as a successful 
marketing tool. Cechanowicz, Gutwin, Brownell and Goodfellow (2013) say that there is a 
lack of empirical research proving that gamification has the benefits of engagement and 
motivation that is believed. Gamification could be a way to motivate a crowd to participate in 
completing a task or gathering knowledge. 
 
With this discussion, this thesis will investigate a market research company that has taken 
advantage of these new trends such as using crowdsourcing, gamification as well as 
combining the offline and online environment through mobile devices. Since what motivates 
and engages within gamification has been studied before, this thesis will explore how 
gamification and crowdsourcing is used as a tool to gather knowledge. The whole process of 
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knowledge transfer will be investigated to understand how knowledge is gathered through 
modern methods, and then transferred and absorbed by organizations. “Organisational 
knowledge is much talked about but little understood” (Tsoukas & Vladimirou, 2001:973). 
Therefore, it is of interest to understand what type of knowledge is transferred and how this 
influences the ease of transfer. 
 
Most key findings within knowledge management were published in the 1990s and they need 
to be updated to fit today’s technological environment (Schacht, Morana and Maedche, 2014). 
Nonaka and Takeuchi published their research in 1995 and they are still two of the most well-
cited authors in the area of knowledge management. Part of this thesis will build on their 
research as well as the existing criticism of their work to see if the theory needs to be revised 
in order to fit a new type of market research company. 
 

1.2 Purpose and research question  
This thesis aims to explore the process of knowledge transfer in a new type of market 
research company. This means that the thesis creates an understanding of the process of 
knowledge transfer: (1) how to gather knowledge through engaging and motivating a crowd 
to share information, (2) how to analyze and transfer it to the clients, and in the end (3) how 
the clients receive the information and are able to create knowledge internally. This thesis is 
guided by the following question:  
 
How can knowledge be transferred from a crowd of consumers to a company operating in the 
retail industry? 
 

1.3 Delimitation  
This thesis is limited to one market research company operating on the Swedish market. The 
company is adapting to digitalization by combining the virtual world with the physical. They 
have a gamified mobile application that facilitates location-based crowdsourcing, which can 
be seen as a new technique for conducting market research. By using a mobile workforce they 
are able to gather knowledge that previously has been difficult to acquire. The company then 
transfers the knowledge to their clients who are operating in the retail industry. Currently, 
they do not have any competitors in Sweden, which allows for a single case study.  
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2. Literature review  

The aim of this thesis is to explore a process of knowledge transfer, between the users of a 
mobile app, a market research company and their clients in the retail industry. This literature 
review therefore starts by explaining methods on how to gather knowledge from the users. 
This is followed by an explanation of different types of knowledge to enable an understanding 
of what type of knowledge can be transferred within and between actors. Thereafter a 
discussion of how knowledge can be transferred and converted is presented to understand 
what facilitates or impedes transfer between actors. As knowledge needs to be absorbed to 
successfully be transferred and used, established theory on absorptive capacity will be 
presented. Relationships between the knowledge provider and the knowledge receiver are 
factors that can influence the transfer and absorptive capacity and this will therefore be 
discussed.  
 
Figure 1. The process and order of the theory section 

 
 

2.1 How to gather knowledge 
Common traditional market research tools are focus groups, panels, surveys, observations and 
talking directly to your employees (Boone & Kurtz, 2011). Another way of gathering 
information and knowledge is through the use of mystery shoppers, which can be an effective 
and reliable source of information since it helps organizations to see the reality from the 
customer’s point-of-view (Biere, 2013). Observing shopping patterns and following shoppers 
in a store has also been proven to generate valuable knowledge about consumer behavior, but 
it is described as being a complicated process that requires education and preparation 
(Underhill, 2009).  
 
Today, technological developments allow for new ways of gathering knowledge and Internet 
has revolutionized the area of market research (Poynter, 2010). Organizations can collect 
information about consumers through their online activities. They can for example process 
vast amounts of personal data about online shopping behavior combined with purchase 
history, sites visited and social media usage. This is referred to as data mining and it describes 
the process of finding correlations and patterns in large databases and extracting knowledge 
from it (Singh & Swaroop, 2013). Experts or “data scientists” are however needed to interpret 
the data to make it into something useful. Investing in data mining techniques can be costly 
and many organizations do not know how to work with these new tools. (Davenport & Patil, 
2012) 
 



 5 

2.1.1 Communities and crowdsourcing 
Web 2.0 has allowed for users to more easily collaborate, innovate and co-create knowledge 
through for example online communities. Online communities are virtual spaces where 
individuals can “meet” and exchange knowledge with each other. A community needs to be 
committed if the necessary resources are to be shared. Furthermore, those who are committed 
and loyal to the community work harder and share more. (Sproull and Arriaga, 2007; Kraut, 
Resnick & Kiesle, 2011)  
 
One way that an online community can collaborate is through crowdsourcing. Crowdsourcing 
is when an online community or a crowd participates in tasks that otherwise would have been 
completed by either organizations or specialists. (Shepherd, 2012:10) The crowd, however, 
does not need to be able to interact and exchange knowledge with each other, only with the 
organization that provides them with a task. The crowd is described by Brabham (2013) as 
having a varied knowledge, heterogeneity and number. Participation is voluntary and the aim 
is that the crowd will use their previous knowledge and experience to undertake the task 
presented by an organization. This means that information and knowledge is collected from 
the crowd through the task. (Brabham, 2013) One of the benefits of using a crowd of non-
experts to solve problems or performing tasks is the efficiency. Sometimes, non-experts are 
even outperforming the experts. 
 

2.1.2 Motivation  
When gathering knowledge and market insights through consumers, some degree of 
motivation is needed. A person who wants to fill out a survey will for example give better and 
more thorough answers compared to someone who is not motivated (Brownell, Cechanowicz 
& Gutwin, 2015). One way of increasing participation and motivate the participants is by 
incorporating game elements, also known as gamification. Gamifying surveys has shown to 
reduce the drop-off rate and it has improved the respondent’s experience of the survey. The 
time spent is also increased when the survey is gamified which leads to higher quality data 
and increased quantity. (Brownell, et al., 2015) The reason for using gamification is that it 
motivates the individual to do something because s/he wants to (intrinsic), rather than because 
of external influences such as rewards (extrinsic). (Ryan & Deci, 2000; Zichermann & 
Cunningham, 2011; Werbach & Hunter, 2012) The motivation thus comes from inside an 
individual, for example because s/he finds the task fun or challenging. (Ryan & Deci, 2000) 
In other words, turning tasks into a game could change the behavior of a user. If a person only 
is motivated to do something because of an extrinsic reward, s/he will have less intrinsic 
motivation for the gamified behavior (Lepper, Greene & Nisbett, 1973; Kohn, 1993).  
 
Gamification is according to Werbach and Hunter (2012) a powerful tool, which uses 
common game elements such as points, levels, leaderboards, badges and tasks. Incorporation 
of points is a requirement for gamification (Zichermann & Cunningham, 2011) and a study 
made by Mekler, Brühlmann, Opwis and Tuch (2013) showed that by giving out points to the 
participants of a gamified survey their motivation increased. Levels are needed to show the 
players where they stand in comparison to other players as well as seeing how they 
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themselves evolve over time. The leaderboard can be used to compare your results with other 
players. (Zichermann & Cunningham, 2011) Badges are used to engage people through the 
desire of collecting things, which according to Zichermann and Cunningham (2011) is a 
powerful drive. An example of a successful gamification is Nike+, which is a mobile 
application that encourages people to run more often. By allowing consumers to track, collect 
points and share their results with others online, Nike makes running fun while selling more 
running shoes. As stated earlier Cechanowicz et al. (2013), Huotari and Hamari (2012) and 
Hamari (2013) discuss that there is a lack of research actually proving the success and 
benefits gamification is said to have on engagement and motivation.  
 

2.1.3 Feedback in gathering knowledge  
According to Ryan and Deci (2000) motivation and feedback is important when developing 
new knowledge and skills. Furthermore, Werbach and Hunter (2012:65) argue that, in 
gamification, frequent and immediate feedback is important to “push users towards a desired 
behavior”. They explain three reasons why it is important. First, they argue that feedback that 
is unexpected and informational increases motivation because individuals appreciate to be 
surprised by unexpected rewards. This can occur when a player attains a badge s/he did not 
anticipate. Second, individuals or users like to receive feedback and reinforcement about how 
they are doing; therefore it is vital to give informational feedback about the user’s progress 
towards a goal. This is because the users will become more motivated to continue if they 
know that they are making progress and are getting closer to reaching the goal. Third, users 
will change and regulate their behavior based on the metrics that are being provided to them. 
This means that the user will become engaged about whatever it is that you are measuring and 
giving them feedback on. (Werbach & Hunter, 2012) Brownell et al. (2015) claim that 
individuals who know what their participation is used for and that it will be valuable, has an 
increased level of engagement and their responses have higher quality.  
 

2.2 How to transfer Knowledge 
The terms information and knowledge are often used interchangeably even though most 
scholars and managers recognize that there is a difference between the two (Marchand, 1998). 
The general difference is that: “information is a flow of messages, while knowledge is created 
by that very flow of information, anchored in the beliefs and commitment of its holder” 
(Nonaka & Takeuchi, 1995:58). In other words, knowledge is a person’s experiences, values 
and insights that helps the person to evaluate and incorporate new knowledge (Davenport & 
Prusak, 1998), which can be embedded in people, tools and routines (Probst, Raub & 
Romhardt, 2000; Mentzas et al., 2006). 
 

2.2.1 Tacit and explicit knowledge 
Two different types of knowledge are often discussed, tacit and explicit knowledge (Nonaka 
& Takeuchi, 1995; Polanyi, 1966) Tacit knowledge is subjective and related to an individual, 
and it is also context specific and hard to transfer. Since tacit knowledge is derived through 
experience it is described as being sticky, meaning that it sticks to the person who holds the 
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knowledge. (Nonaka & Takeuchi, 1995; Szulanski, 1996) When knowledge is sticky it also 
means that you know more than you can tell and transfer to someone else. (Nonaka & 
Takeuchi, 1995; Tsoukas, 2002;Virtanen, 2011) Explicit knowledge on the other hand is 
objective and can be codified in a transmittable, systematic language. It can be documented 
and therefore also transferred more easily (Nonaka & Takeuchi 1995; Magalhaes, 1998). 
Explicit knowledge could, like information, be seen as a flow of messages that can create 
knowledge since knowledge is created in the mind of an individual interpreting the 
information or explicit knowledge (Nonaka & Takeuchi, 1995; Tsoukas, 2002; Virtanen, 
2011). 
 

2.2.2 Four modes of knowledge conversion 
Knowledge is created in the interaction between tacit and explicit knowledge and Nonaka and 
Takeuchi (1995) present this through four modes of knowledge conversion. The first is where 
tacit knowledge interacts with tacit knowledge, which is called socialization. Socialization is 
a process where a person can learn through a shared experience by observing, imitating and 
practicing. Shared mental models and technical skills can be transferred and created through 
this mode. Socialization can occur between customers and product developers and by 
interacting before and after a product development, feedback and tacit knowledge can be 
shared between them and the products can be improved. The second mode of conversion is 
from tacit knowledge to explicit knowledge, which is called externalization. When making 
tacit knowledge into explicit knowledge it needs to be articulated in writing, models, 
hypotheses, concepts or analogies. The tacit knowledge is externalized by creating a concept 
and formulating it into an image or writing, turning it into explicit knowledge. By making 
tacit knowledge explicit transfer is facilitated according to Nonaka and Takeuchi (1995). The 
third mode of conversion is combination, which refers to the interaction of explicit and 
explicit knowledge. When systemizing knowledge and concepts, there is a combination of 
different bodies of explicit knowledge. Knowledge is exchanged and combined through 
documents, meetings and online and offline communication networks. For example, new 
knowledge can be created when adding, combining and categorizing existing knowledge to 
previous information in a database. Finally the fourth mode is the process of converting 
explicit into tacit knowledge, which is called internalization. Internalization can occur 
through one of the three previously mentioned modes of conversion. When knowledge is 
successfully internalized it becomes tacit. When individuals share tacit knowledge with other 
organizational members, through socialization, organizational knowledge can be created. 
(Nonaka & Takeuchi, 1995) Knowledge is created when tacit and explicit interacts, rather 
than from tacit or explicit knowledge alone. (Nonaka & Konno, 1998) 
 
Nonaka and Takeuchi (1995) argue that by verbalizing explicit knowledge in documents, 
manuals or in conversation it can become tacit since others can read and re-experience 
someone else's experience. An example of internalization is described in the company GE, 
where they document all customer complaints and store them in a database. This information 
can later be used in product development and the product development team can re-
experience what the telephone operators experienced. (Nonaka & Takeuchi, 1995)  
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2.2.3 Other views on the four modes of knowledge conversion  
Kogut and Zander (1992) among others, have discussed the meaning and transferability of 
tacit knowledge and the term has been criticized for not explaining what type of knowledge 
should count as tacit. Tsoukas and Vladimirou (2001) argue that all knowledge has its tacit 
presuppositions, meaning that all knowledge is somehow tacit, and that it is not possible to 
convert all of it into explicit knowledge. They argue that individuals learn how to do 
routinized tasks such as filling out a medical form, holding a conversation or taking 
measurements through socialization. Individuals have a tacit awareness of their normative 
environment and thus do not need a PhD in linguistics to hold a conversation (Tsoukas and 
Vladimirou 2001:979). This means that even explicit knowledge is partly tacit. They argue 
that when a practice is mastered and should be taught to other organizational members it 
needs to be codified, making a set of rules i.e. making it explicit. This part of knowledge can 
be made into explicit, for example a manual, however the part that is connected to heuristics, 
the part that a person learns through experience by doing their job, cannot be managed this 
way. (Tsoukas & Vladimirou, 2001) Externalization requires the person who holds the tacit 
knowledge to be aware of everything they know in order to formulate it in a model or in 
writing (Tsoukas, 2002; Virtanen, 2011). This is problematic according to Virtanen (2011) 
who argues that the knower is not aware of all her/his tacit knowledge and it is therefore 
untraceable and all of it cannot be articulated. Tsoukas (2001) and Virtanen (2011) also state 
that Nonaka and Takeuchi and others following them in knowledge management research 
have misunderstood the original source explaining tacit knowledge, which is Polanyi (1966; 
1968). Virtanen argues that interpretation is personal and individuals need prior knowledge 
based on experience to make sense of objects and knowledge presented in explicit form to 
give it a meaning. Therefore “we know more than we can tell” (Polanyi, 1966:4; Virtanen, 
2011) and not “we know only what we can tell” which he argues would be the interpretation 
of pure externalization as described by others (Virtanen, 2011).  
 
Digitalization of practices cannot be a substitute for socialization (Tsoukas & Vladimirou, 
2001; Tsoukas, 2002). This would mean that the example of GE, where the product 
development team was argued to be able to re-experience the telephone operators’ 
experiences, is only partly true. It would be possible for the product development team to 
interpret and learn from the manuals and documents, but part of the knowledge still sticks to 
the person that experienced the phone calls and it cannot be completely codified and turned to 
explicit knowledge.    
    

2.3 How to absorb and use knowledge 
If the knowledge receiver has a well-developed organizational learning culture, it simplifies 
the process of knowledge transfer. The learning culture affects the knowledge retention, 
assimilation, nurturing as well as exploitation. The receiver’s knowledge base affects how 
much and what kind of knowledge a firm can absorb and use. (Cohen & Levinthal, 1990; 
Szulanski, 1996; Andersson, Blankenburg Holm, Johanson, 2006; Argote, 2013) This means 
that the more an organization or an individual knows, the easier it is to recognize what is of 
importance in external information and it can be used in other contexts. This is referred to a 
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firm’s, or an individual's, absorptive capacity which is defined as the “ ability of a firm to 
recognize the value of new, external information, assimilate it, and apply it to commercial 
ends” by Cohen and Levinthal (1990:128). This is facilitated by activities giving the 
organization the knowledge needed to be able to recognize and use new knowledge. (Argote, 
2013) Cohen and Levinthal (1990) give an example of research findings showing that the 
R&D departments were more likely to acquire new knowledge by studying specialist 
literature than by conducting experiments themselves because they have the absorptive 
capacity to recognize new knowledge from external sources. Absorptive capacity hence 
increases with the use of knowledge, the more prior knowledge a person has the more can be 
absorbed. This means that absorptive capacity facilitates a process of learning new knowledge 
(Cohen & Levinthal, 1990). 
 
By sharing knowledge within the organization, isolated information and experiences can be 
turned into something that everyone in the organization can use (Probst et al., 2000). Argote 
(2013) states that a similar structure of units or subsidiaries and the use of the same type of 
systems also can simplify the process of knowledge transfer. An organization that is able to 
take advantage of the collective knowledge within the company will be more innovative, 
efficient and effective, according to Levin and Cross (2004). There are many mechanisms for 
organizational knowledge transfer, these could be education of members of the recipient 
organization, observations of experts, or facilitating communication between members of both 
the recipient and donor organization (Levin & Cross, 2004). This could be seen as 
socialization as described by Nonaka and Takeuchi (1995). Knowledge can also be 
transferred through documents, descriptions and blueprints since some of the knowledge can 
be embedded in hardware and software. Kogut and Zander (1995) would describe it as 
codifying the knowledge and Nonaka and Takeuchi (1995) describe it as transfer of explicit 
knowledge. Therefore knowledge can be transferred through moving people, through training, 
technology and routines (Argote, 2013). Argote (2013) suggests that this learning process and 
knowledge transfer can work between different units in an organization, as well as between 
two organizations, or through external sources (e.g. suppliers, consultants, customers) in the 
environment.  
 

2.3.1 Relationships  
The degree of relational embeddedness between organizations, individuals or groups within 
an organization is also a factor that affects the knowledge transfer (Osterloh & Frey, 2000; 
Andersson et al. 2006; Argote, 2013). Levin and Cross (2004:1477) even state that 
“relationships are critical to knowledge creation and transfer”. Since tacit knowledge takes 
time to explain and learn, it is more suitable to be transferred in a strong relationship with 
frequent interaction. This is because the knowledge provider is more inclined to take the time 
to make sure that the receiver understands the new knowledge and how to use it. Another 
explanation is that codes and shared language often are developed through frequent 
interactions, which is needed if tacit knowledge is to be transferred. (Kogut & Zander, 1992; 
Zander & Kogut, 1995) When a relationship is distant and infrequent, explicit knowledge is 
more suitable to transfer. (Hansen, 1999; Levin & Cross, 2004) This also means that when 
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transferring explicit knowledge it is more beneficial to have a network of distant and 
infrequent relationships, since they are less expensive to sustain (Levin & Cross, 2004).  
 
In a relationship, trust is important for efficient knowledge transfer since it means that 
individuals are more willing to share knowledge. If a knowledge receiver trusts the 
knowledge provider to have the needed competence to give feedback or suggestions, s/he is 
more prone to “listen, absorb and take action on that knowledge”. (Levin & Cross, 
2004:1480) The trust in someone’s competence is more common in a strong relationship 
because of the common language and codes that have been developed. The strong and 
frequent relationship also allows for a common understanding, which in combination with 
shared goals and jargon creates even greater trust. (Levin & Cross, 2004; Netzley & Rath, 
2012)  
 

2.4 Summary of Literature review  
The theories presented in this section have shown the process of gathering, transferring and 
using knowledge. The arrows in the vertical model below represent three stages that have 
been presented in this theoretical section. These theories have been used when creating an 
understanding of the process in the investigated case company. The most important concepts 
within these theories have been tested empirically and these concepts are listed in the 
operationalization, section 3.4, in the following methodological section.  
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Figure 2. Summary of Literature review  

 
 
(1) Knowledge can be gathered in many ways and crowdsourcing is one method of gathering 
knowledge from consumers. Crowdsourcing is a modern tool to gather knowledge and 
consumer insights. This can be used to gain insights from non-experts with a crowd of 
combined knowledge. A crowd needs some kind of motivation in order to take on and 
complete a task. One way of motivating that recently has gained awareness is gamification, 
which means incorporating game elements in non-gaming contexts. 
 
(2) To understand how knowledge is transferred a distinction between knowledge and 
information is made. However, researchers have stated that it can be hard to separate the two. 
Two types of knowledge often discussed in knowledge management literature are tacit and 
explicit knowledge. For new knowledge to be created or transferred these two types of 
knowledge need to interact and there are four modes of conversion describing these 
interactions. The modes of conversion have been used extensively in academia but they have 
also received its share of criticism. The conversion of tacit knowledge into explicit has 
received most criticism.    
 
(3) For an organization or an individual to be able to receive and use new knowledge, some 
level of absorptive capacity is needed. This means that they need a well-developed learning 
culture and prior knowledge in order to recognize the value of new knowledge. The 
importance of absorptive capacity, learning, feedback and relationships is evident through the 
whole process of knowledge transfer and this will be further explained in the 
operationalization section of this thesis.  
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3. Methodology 

This part of the thesis will describe the methodology of the study and explain why the 
different choices regarding the study have been made. An introduction of the case company as 
well as the respondents that have been part of the study will be presented.  
 

3.1 Research approach 
The thesis studies a new kind of market research company that gathers knowledge through 
crowdsourcing and motivates and engages the crowd of consumers through gamification. 
They are able to gather knowledge that has been difficult to gather previously. This 
knowledge is then transferred to the company’s clients. This enables them to provide a new 
service within marketing research, gathering and transferring knowledge that has been 
difficult to obtain before. This thesis takes a qualitative approach, which is appropriate when 
there is an already established theory that can be understood and explored in a new context 
and thereby complement the existing theory with new explanations. (Bryman & Bell, 2011). 
The thesis aims to understand the process of knowledge transfer in this “new kind of 
environment” which is a contemporary event. Therefore, an exploratory case study is an 
appropriate research method (Yin, 2003:4). According to Saunders, Lewis and Thornhill 
(2009) an exploratory research approach is suitable in this case since the phenomenon 
investigated is fairly unknown and research is lacking. There is plenty of research within 
knowledge management and transfer, however the case studied in this thesis provides a new 
context where the existing theory needs to be adapted.  
 
The research question explores a how question: How can knowledge be transferred from a 
crowd of consumers to a company operating in the retail industry? This also implies that the 
exploratory case study is an appropriate method. Since the thesis investigates the process of 
the case company, it also takes a descriptive approach in order to portray an accurate profile 
of the process (Saunders et al., 2009).    
       

3.2 Research design: Single case study 
To be able to investigate the process in depth, a single case study was chosen (Yin, 2003). 
This thesis aims to understand one case and their process of knowledge transfer. A case study 
is also appropriate when the researcher can make observations or interviews and has no need 
to have control of behavioral events. (Saunders et al., 2009)  
 

3.2.1 Case selection 
The chosen case company is Roamler, which has a business idea and model that few others 
have adopted, currently they have no competitors with a similar strategy in Sweden 
(Lobenius, 2015). This means that the chosen case company is one of a kind. Since they are 
able to gather market insights that previously have been difficult to obtain they are interesting 
to investigate in order to understand this contemporary event.  
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3.3 Data collection 
Since the design of a single case study was chosen, a triangulation of data collection has been 
used to get a deeper understanding of the process of the company; interview data has been 
collected and combined with observations and secondary data. (Saunders et al. 2009) 
Interviews were conducted with employees from Roamler, as well as with two of their clients. 
Participating in a breakfast seminar and through participant and direct observations also 
collected data. The informants and method of collecting data will be presented below.  
 

3.3.1 Informants 
To understand Roamler’s business idea; how they gather, analyze and transfer knowledge, 
three employees from Roamler were interviewed. Two of Roamler’s clients were interviewed 
to understand the final part of the process, how and why the information is used. The two 
clients were contacted at the breakfast seminar that we participated in. The chosen clients are 
Samsung and Coop. The reason why they were chosen is that they have worked with Roamler 
since the start and therefore have several projects that can be used as examples to see how the 
clients absorb knowledge and how they make use of it.  
 
A short presentation of the informants and their background is presented in table 1. Their 
background is relevant when analyzing their absorptive capacity, which affects the knowledge 
transfer process.  
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Table 1. Informants participating in the study  

 
 

3.3.2 Primary data, interviews 
In the initial stage of the research, a telephone interview was conducted with Lars Andersson. 
Through this interview a better understanding of the case company and what they do was 
gained. This interview also served as help when formulating our research question and for 
formulating the questions for the second interview with Andersson.  
 
Semi-structured interviews with open-ended questions were conducted with all informants. 
This format was chosen since it allows the informant to freely discuss the themes of the 
interview. Open-ended questions reduce the risk of the informant being influenced by the 
interviewer’s preconceptions of the topic. (Esaiasson, 2007; Lantz, 2012) The informants 
were encouraged to speak freely and most of the prepared questions were answered without 
us asking. All interviews were recorded and transcribed to make sure that nothing was 
forgotten and that it was possible to go back and review the results several times when 
summarizing the empirical results. Three different interview guides were used when 
conducting the interviews, see appendix 1-3.  
 
Interview guide number one (appendix 1) was used when interviewing Andersson since this 
interview gave a broader understanding of the company and how they started their business. 
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This interview was then used in combination with theory when formulating the questions for 
the next two interviews at Roamler. These two interviews followed the same interview guide, 
number two (appendix 2), but differed in focus and the length of the answers depending on 
the informant’s expertise. All Interviews were conducted at Roamler’s office in Stockholm at 
two different occasions, March 13 and April 13. The interviews were held at their office to get 
an overview of how they work and to be able to look through material together with Roamler. 
All three interviews lasted for approximately one hour each. The informants were given a 
short presentation of the thesis and the aim of the study before the interviews began.  
 
Interview guide number three (appendix 3) was used when interviewing the two clients, the 
same guide was used but the follow up questions differed depending on the answers from the 
informants. The interviews with clients were conducted at their headquarters on May 4th and 
May 5th, and lasted for approximately 40 to 50 minutes. They were also given a short 
presentation of the thesis.  
 

3.3.3 Participant observations 
Throughout the stage of data collection both participant observations and direct observations 
have been used to collect data. Observations allowed for a better understanding of the 
different parts of the process (Saunders et al., 2009). We became Roamlers, which is what the 
users of the application are called. This gave a deeper understanding of the part of the process 
where knowledge and information is collected from the users. By using the application we 
could see what efforts were made by Roamler to motivate users, how it worked and what type 
of tasks were given to the users. We were also able to see how Roamler communicates with 
the crowd, which meant that we could interpret our own feelings of how the crowd is 
managed and what motivates us (Saunders et al., 2009). Furthermore, it also allowed for a 
better understanding when interviewing the clients, who had been using the results from these 
tasks.  
 

3.3.4 Breakfast Seminar 
We were invited to a breakfast seminar at Roamler’s office 23rd of April 2015. At this 
seminar, Lobenius represented Roamler and answered questions addressed to them. Two 
clients were interviewed, they were Coop and Samsung. Seventeen companies attended the 
seminar and the purpose was to spread more knowledge of what Roamler does and who they 
are with the aim of generating new clients. During the seminar Lobenius introduced us and 
our thesis to the participants and we were invited to describe the purpose of our thesis. The 
data collected at this seminar combined with the data collected during the interviews with the 
clients gave us the empirical material regarding how the clients absorb and use knowledge. 
The seminar helped us to formulate follow up questions that were asked during the 
interviews.  
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3.3.5 Direct observation 
When visiting the office of Roamler, observations of their back office system was made to 
understand what it looks like and what they can do with it. We observed how they go through 
tasks and accept them, and what the description and information for the evaluator looks like. 
This gave us an understanding of how they evaluate and analyze the tasks and how they 
communicate with the users through their system and application. Observations of the system 
and database were also made at the client’s side when we were allowed to observe Samsung's 
portal of Roamler tasks.  
 

3.3.6 Secondary sources  
A recorded TV-interview with the two Dutch founders was used to understand how and why 
Roamler started in the Netherlands. Welin gave us a booklet of pictures, collected through 
different tasks around the world. This booklet gave an understanding of what different tasks 
could be used and what kind of photos is collected through them. Four reports were also 
presented by Roamler, which made it possible for us to interpret and understand what type of 
information and knowledge Roamler transfers to their clients. Moreover, a report from a 
client to Roamler with questions that the client wanted answered was reviewed. With this it 
was possible to see what material Roamler receives before designing a task. 
 

3.4 Operationalization 
Below is a table of concepts analyzed in this thesis. The table is divided like the three chapters 
of the literature review. The concepts analyzed from these theories are presented connected to 
the different stages of the process. However, some concepts are relevant in several parts of the 
process of the investigated case, this means that they will re-occur and be analyzed in 
different stages of the process. Even if they are not described in the theoretical section “How 
to gather knowledge” for example. An example is absorptive capacity, which is needed to 
understand how a user becomes experienced, it is also important when transferring knowledge 
internally within the case company, but also externally to the clients and within their 
organization. Another example is the importance of feedback and relationships, both between 
Roamler and their crowd as well as between Roamler and their client. The concepts analyzed 
are in some cases grouped or in pairs, this is because the answers of these questions where 
used to understand more than one of the concepts. An example is “How do you motivate the 
users?” During the interview this question lead to a discussion answering how they motivate 
the users, how they use gamification to motivate and what kind of relationships the company 
has with the users. The type of communication affected the relationships and vice versa and 
this in turn affected how to motivate the users. The questions in the third box serves as 
examples of how the concepts were operationalized during the interviews to later be analyzed. 
To understand the influence of absorptive capacity when transferring knowledge and using 
the different modes of conversion questions such as “What is your background?” and “How 
do you receive information” was asked. The fourth box clarifies which data collection 
methods that were used when gathering the data. The full interview guide is presented in 
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appendix 1-3 where all questions are connected to the relevant concept(s) or to give 
background information to understand the case company.  
 
 
Figure 3. Operationalization 
 

 
 
 
(Figure 3 continues on next page) 
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3.5 Quality of research     
As the interviews conducted in this study used a semi-structured interview guide it should be 
possible for someone else to redo this part of the study, meaning that the results are reliable 
(Saunders et al., 2009; Bryman & Bell, 2011). However, this thesis uses triangulation and one 
of the methods used was observation, this is also possible to redo but the results could differ 
depending on various factors meaning that it is hard to claim reliability. Since the interviews 
were semi-structured the questions and responses were not standardized, meaning that the 
interpretation of the results are somewhat subjective and can be influenced depending on who 
asks the questions and how they are asked (Bryman & Bell, 2011). By asking open-ended 
questions and having in mind that the same level of explanation of questions and what the 
thesis aimed to explore were given to all informants, these effects were mitigated. The 
interviews were conducted in Swedish and the interview guide and the answers included in 
appendix 1-3 are therefore translated. This means that the questions asked and the answers 
given could have a slightly different meaning if asked in English in a possible redo of the 
study. The interview guide and answers have been translated carefully to ensure reliability.  
 
By using an interview guide that was developed with the help of the literature review and the 
operationalization of concepts, we managed to investigate the concepts as intended, giving the 
study validity (Saunders et al., 2009; Bryman & Bell, 2011). The informants chosen at 
Roamler were the most relevant informants from the company since they are the main people 
involved in the different stages of the process investigated. The informants chosen as 
Roamler’s clients were chosen due to their long history with Roamler and because they, 
according to Roamler, used the market insights given to them in different ways and to a 
different extent. They were also the only two clients speaking at the breakfast seminar. With 
this information it can be argued that they are relevant informants, since they could provide 
several examples of their collaboration with Roamler. How the information is absorbed and 
used differently within different client organizations could also be investigated. A problem 
with them volunteering to be the key speakers at Roamler’s seminar could be that they have a 
strong relationship with Roamler and hence are more inclined to portray a positive image of 
Roamler and the value of their work. During the study it was revealed that Andersson and 
Westerlund were friends since before, this could also lead to a more positive portrayal of 
Roamler. Another consequence of them being friends is that it is more difficult to generalize 
the relationships that Roamler has with clients since this relationship is special.  
 
Saunders et al. (2009) describes external validity, which refers to the ability to generalize 
results, this is problematic in a single case study. However this thesis aims to explore the 
process of a company using a new method for gathering and transferring market insights and 
therefore the aim is not to generalize. The results of the study could, however, be tested on 
other companies with similar processes or others adopting a business model similar to 
Roamler’s in the future.  
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4. Empirical results      

This section will present the empirical findings derived from secondary sources, interviews, 
the breakfast seminar and observations. 
 

4.1 Background of Roamler 
When Wiggert de Haan and Martijn Nijhuis founded Roamler in 2011 in the Netherlands, 
they had no competitors in the country nor in Europe, according to the two founders. Today 
there are about 20 similar initiatives in the Netherlands. Roamler’s client might want to know 
whether their product is on the shelf in 500 different stores, Roamler makes it into a task for 
their users (called Roamlers) and they complete the tasks with their smartphone. The task 
always asks for a picture and answers to some questions. When Roamler receives the pictures, 
they let their validation team review the information manually, send the user a notification 
about the completed or uncompleted task. If completed, the user is paid and Roamler’s client 
receives the insights through an online report and a face-to-face presentation. (Entrepreneurial 
Insights, 2014) If the task is not completed, the user receives immediate feedback on how to 
improve for next time (Welin, 2015).  
 
During the interview with Andersson (2015) he describes how he traveled to the Netherlands 
to participate in a seminar about online communities. This is where he met the Dutch 
founders. They discussed Roamler’s success in the Netherlands where they had been awarded 
the best IT-application of the year 2012. Andersson negotiated a license for starting the 
business in Scandinavia and contacted a business partner in Sweden and discussed how they 
could create a Scandinavian community. Traditional market research companies are 
competitors to Roamler, but they work in a different way. Andersson (2015) and Lobenius 
(2015a) tell us that Roamler has no direct competitors with a similar business idea in Sweden. 
Both Andersson (2015) and Lobenius (2015a) describe their service as making information 
available to act upon directly, and that their fast market analysis process is their unique selling 
proposition. They stress the importance of investigating something that can be changed and 
that there is no purpose of knowing what is wrong if you cannot change it. Andersson (2015) 
and Lobenius (2015a) also explain that many companies set their marketing budgets for a 
year, which they believe can result in companies spending money on campaigns that do not 
work. Lobenius (2015a) describes this further by claiming that approximately 65 percent of 
campaigns in-store is executed correctly, meaning that they are up on time and put up in the 
right way. 
 

4.2 How to Gather Knowledge 
There are two types of tasks designed, creative and commercial. The creative tasks are 
designed to keep the users updated and motivate them to frequently look for new tasks in the 
app (Lobenius, 2015a). The tasks performed in collaboration with a client are the commercial 
ones, meaning that the user is being paid for doing them. An advantage with the business 
model according to Lobenius (2015a;b) is that market insights can be derived from retail 
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stores, in people’s homes and on the street. Andersson (2015) gives an example of how a task 
could be to photograph the drinks at your Easter dinner table. This can serve as insights for a 
company seeking information about the popularity of their brand or to know if they need to 
improve their marketing for a specific product. This type of task engages users, according to 
Andersson (2015). A task could also be to take a picture of the washing detergents in your 
home, providing insights on consumer preferences (Lobenius, 2015a). 
 

4.2.1 Designing the tasks 
The process starts through a meeting, initiated from either Roamler or the client. The 
salesperson receives information from the client on what they need or are interested in 
investigating. Roamler can then give feedback on how they could do this and what kind of 
task could be designed. Lobenius (2015) feels as though this is communicated better when 
meeting face-to-face. Welin (2015) explains that after a salesperson comes with a new job, 
they go through what needs to be done and then she builds the task in the application tool. 
The tasks always ask for a picture and the answers to 4-5 questions. After the task is 
completed, Welin (2015) contacts the client to get an approval of the task and questions. 
When designing a task it is important that the questions are easy to understand in order to 
prevent misunderstandings. Both Lobenius (2015a) and Welin (2015) explain that something 
that seems very obvious to them can be misinterpreted. Lobenius (2015a) gives an example of 
how the instruction was to ‘stand in front of the shelf and take the picture straight forward’ 
but one person ended up taking eight selfies. “She had done exactly what we asked for. We 
phrased it wrong.” (Lobenius, 2015a) 
 
The users can be anyone with a smartphone and therefore Roamler needs a way of ensuring 
quality. They designed a “mobile school”, which all new users have to complete before doing 
commercial tasks. This is a way of ensuring that they understand and can follow directions 
(Welin, 2015). According to Welin (2015), the creative tasks can be seen as a way for the 
users to practice for the commercial tasks. The clients can also request that only experienced 
users are able to complete a task. This is also something which Roamler can decide, for 
example if they believe that the task has higher requirements than normally. This is also one 
way that they believe that they can ensure higher quality.   
 
The process of designing the commercial tasks is explained as differing depending on the 
client. Some clients know exactly what they want, “sometimes I get a manuscript” (Lobenius, 
2015a) while others are unsure of what they are looking for. “Some do not know what they 
need, they want to check how the marketing and campaign material is used in-store but do not 
know how” (Welin, 2015; Lobenius, 2015a). Lobenius (2015a) explains that in these cases it 
is up to him to find the need. Some clients are very specific and give them exact questions, the 
scales for the questions and answers and how they want it to be presented. Roamler adds the 
questions that the client wants to be part of the task and later presents it as the client wants. 
Other clients give them a lot of freedom, “They can say ‘This is our product, we want to do 
something with it’ and then it is up to me to do something good.” (Lobenius, 2015a). 
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Sometimes Roamler adds questions to the task. One example was during Christmas last year, 
when they investigated the campaign of one of the video-game consoles. Questions were 
asked about the campaign; did the users see the campaign? (Lobenius, 2015). Roamler added 
one question, asking which campaign (for the different consoles) was the most visible. Most 
users said that a competitor was the most visible. It turned out that everything in the store was 
red and green, because of Christmas. The client’s red campaign was camouflaged, while the 
competitor’s blue campaign stood out. This was seen quickly, which made it possible for the 
client to change the placing of the campaign three days later. The added question helped the 
client to increase the visibility from 50 percent to 80 percent in one week, according to 
Lobenius (2015). He goes on by explaining that it is an advantage that you are able to make 
changes to current campaigns, and that you do not have to wait until next year to make the 
changes. 
 
Roamler has also designed tasks that ask for the consumers’ expectations regarding a product 
or service. One client came to Roamler with questions concerning their coffee, they asked: 
what temperature is the coffee? and how much coffee did you receive? Lobenius (2015) 
explains that the exact amount is not important to know, it is more important to know how 
much the consumer expected when making the purchase. The questions were therefore 
adjusted in order to more easily be answered by the users, as well as give results that the 
company could act upon. In the end, the task asked the two questions: does the coffee have 
the temperature that you expected? and did you receive as much coffee as expected?  
 
All three respondents mention the advantage of being able to test something several times. “If 
you are doing a market analysis it is important that you do it correctly. It can easily be done 
incorrectly. If you ask the wrong question in Roamler it does not matter, because you can do 
another one next week.” (Andersson, 2015). Lobenius explains that by asking the same 
question the next week, it can be seen as a way of verifying the results from last week, “Was 
it really like this? Unarguably it was, we have pictures of it.” (Lobenius, 2015a). 
 

4.2.2 Motivation 
By collecting points, the user can reach new levels, which means that s/he is given advantages 
such as receiving more complicated tasks with bigger rewards. They can also collect different 
badges. Lobenius (2015a) explains that a reason for paying the users is that they believe that a 
monetary incentive is needed and that the gamification part is not enough to motivate the 
users. However, both Welin (2015) and Lobenius (2015a) claim that the “best” users or “top 
Roamlers” are not doing it for the money; they believe that the users enjoy the competition 
and want to be the best. The users can become friends with each other in the application and 
the can see other users collected points and badges. They cannot communicate with each 
other, but this is something that Roamler wants to change in the future to create a more social 
community (Andersson, 2015). Andersson (2015) believes that one reason that the users 
choose to participate in the tasks is that they feel as though they can contribute and that they 
are needed. He also explains that with traditional market analysis, the participants do not 
know what happens with their answers or if their participation even makes a difference. He 
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believes that this is one of their strengths, that the users are part of the community and that 
they feel as though their help can have an impact. Roamler calls their group of users a 
community when describing how they communicate.  Furthermore, he also believes that the 
fact that they are transparent, and almost always announces what company is behind a task, 
can help motivate the users.  Roamler believes that they have a strong community and that 
this is a competitive advantage (Lobenius 2015a, Welin, 2015). 
 

4.2.3 Relationship with the users 
Roamler keeps a dialogue with the users, often through the app, by answering completed tasks 
and giving them good and clear feedback as quickly as possible. They also use push 
notification, “We encourage them through push notifications that tells them that ‘now this 
paid task is out’ ‘this is the last one’ ‘we have increased the reward’” (Welin, 2015) She 
thinks that the app is the fastest way to communicate with the users. “We want to be able to 
answer quickly if they are standing in a store and have a question” (Welin, 2015).   
 
“We flirt with our community, through competitions and by giving out rewards. If someone 
does something that exceeds the expectations they can receive a voucher or a gift card.” 
(Welin, 2015). Welin claims that they have a personal relationship with the users, one way of 
creating the relationship is to meet them in person. Roamler has invited users to their office to 
get to know each other (Welin, 2015). The invitation was sent both through the app and by e-
mail. “I wrote to one of the girls, for fun, ‘You’ve got mail’ in the app and then sent the e-
mail to her” (Welin, 2015). Andersson (2015) explains that they try to be personal by creating 
a dialogue between the community and the community manager. The replies and feedback to 
the users are not automated. One message, which reminds the users that they have not been 
active for a while, is automated. The message states that “We miss you at Roamler!” Welin 
explains that “some reply that ‘Oh no, I am away. I have not forgotten about the app!’ So, it is 
really personal” (Welin, 2015). Lobenius (2015b) gives an example of a task from Samsung, 
“a Roamler called and said ‘I have been to this store three times now and the material is still 
not up, can I put it up myself?’” He also explains that users sometimes come with suggestions 
that “You should move this campaign to this window instead and it would be more visible”.  
 

4.3 How to transfer knowledge 

4.3.1 Analyzing information and transferring knowledge 
For each task, the project manager adds an evaluation note stating what to look for in the task. 
In Sweden, there are four people evaluating the tasks, it is either the salesperson or the project 
manager. It is possible to choose that only one specific person is allowed to evaluate a task. “I 
can choose that only Petra (Welin) is allowed to evaluate the task because she knows what the 
requirements are” (Lobenius, 2015a). When asked about this, Welin explains, “We can have a 
good internal communication” (Welin, 2015). This is something, which they consider to be 
important for the quality of the evaluations, they know who has made the evaluation and how 
they have done it. In the Netherlands, students are helping out with the evaluations. “The 
notes are extremely important in these cases to prevent mistakes” (Welin, 2015). 
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4.3.2 The results 
As a task is out, the client can log into the report portal to see the results. When the task is 
completed, Lobenius presents the finished report either during a web meeting or a face-to-face 
meeting. “Face-to-face meetings are often better, it is easier to answer questions and explain 
all parts” (Lobenius, 2015a). He explains that he writes the report based on the instructions 
given by the client. According to Andersson (2015), Roamler makes both standard reports and 
tailored reports, depending on the client and their needs. Welin (2015) explains that some 
companies do not want an advanced report, instead they ask for the raw data or an excel-file. 
Through the initial meetings the client is shown how to use the portal and how to extract data 
from it.  
 
Welin (2015) believes that the pictures confirms and strengthens the answers given by the 
users. This is also something she connects to whether or not a client uses the portal before the 
task is completed. She explains that if a company is looking at a specific store to make sure 
that they are following the instructions for a campaign, they can see this in real-time. If the 
pictures show that they have not done as instructed they can call the store and tell them to 
change it.   
 

4.3.3 Interorganizational knowledge transfer 
The thirteen international Roamler offices have Skype meetings every week, and sometimes 
they organize face-to-face meetings. During the meetings they discuss operations, how to 
design a task to reach the best results, technical information, suggestions on questions. They 
“share experiences” according to Lobenius (2015a) concerning both tasks and clients. During 
the meetings, they also keep a dialogue about how they approached a new client. They have a 
mutual wiki, where all employees at Roamler can add and take part of the knowledge 
collected in the system. Welin (2015) explains that she uses the wiki every day and that she 
can find knowledge and information about previous tasks that have been designed in the other 
countries and in Sweden. There is not that much of a difference between countries that you 
would think, Lobenius (2015a) and Andersson (2015) claim, the consumer behavior and what 
is important to investigate is therefore mostly the same. The information from the wiki can 
therefore be used in combination with the information from the client, concerning what they 
want to investigate or what kind of problem them have.  
 

4.4 How to absorb and use knowledge 
“I have a lot of strategic experience, planning campaigns, in-store campaign material and so 
on.” (Welin, 2015)  She explained that in her current role she can make use of both her 
education as well as her previous experiences. She also believes that her background helps her 
to understand the client. “You know what questions to ask and understand the need of the 
client.” (Welin, 2015). Furthermore, she explains that by speaking the “same language” it is 
easier to collaborate and understand each other. “It is a lingo that is different, a business lingo, 
abbreviations” (Welin, 2015). 
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4.4.1 Clients 
According to Andersson (2015), the sales departments are the most eager to measure real 
marketing insights, while the research departments often are conservative and more reluctant 
to try new methods. His experience is that the marketing departments are usually in between; 
they want to measure campaigns but sometimes do not want to know the results. Andersson 
(2015) states that marketers want to use their old performance metrics and are reluctant to try 
new methods. However, he says that they have convinced many of their clients to think in 
new ways (Andersson, 2015). Each retail store receives one report in order to make it easier to 
benchmark every store’s sales results with the results of the market research. An example is 
Coop that can compare Coop Nora, Extra and Konsum. Samsung can compare the different 
cell phone reseller chains Tele2, Tre and The PhoneHouse. Different geographical districts 
can be also be compared.   
 

4.4.2 Samsung 
There are five people at Samsung that have used Roamler as a tool. Besides Westerlund it is 
the Key account managers that are in contact with Roamler. Westerlund talks to Roamler’s 
CMO Lars Andersson, but he explains that they also talk about other things since they are 
friends and have known each other since the 90’s. Andersson has joined Westerlund in 
business meetings with retail stores (e.g. The PhoneHouse) when presenting the findings from 
a Roamler task. (Westerlund, 2015b) 
 
Westerlund (2015a; b) explains that there are three main reasons why they use Roamler. First 
of all, they use it to control their investments, for example by checking their visibility. They 
control if the stores have put up the campaign material as instructed and if all the material is 
up. Westerlund asks, “if we discover that only 50 percent of the material is up, should we only 
pay 50 percent?” (Westerlund, 2015a). This is something they need to know day one to be 
able to measure the campaign and sell the product, he says. Westerlund (2015b) tells us about 
a time when they had invested in a billboard that was to be put on the buildings of one the 
home electronics chains. They contacted Roamler to design a task with the purpose of 
controlling the execution. The task was released on Friday and by Monday they could see that 
the billboard was not put up everywhere. This was information that they could present to the 
headquarters of the chain. By the end of the week, all billboards were put up and Samsung 
was compensated. Westerlund (2015b) explains that if they had not used Roamler, they would 
had sent their own employees to check this, which would have taken time from other work 
assignments. The second reason is that they control the education and behavior of sales staff 
in the stores. Do they recommend Samsung to the customers? Do they know what the main 
selling points are for a certain phone? This also shows how well the education has been for 
the sales staff, according to Westerlund (2015b). 
 
The third reason for using Roamler is change management. In the past, Samsung has used 
Roamler and found that some routines needed to be improved. One example of this was when 
they looked at one of the cell phone reseller chains and how they work. Samsung did not 
believe that their way of working was as efficient as the headquarters thought. By asking the 
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users to take pictures and ask questions in the store, their beliefs were confirmed. This was 
something, which Samsung presented to the client’s headquarters in order to be able to make 
improvements. (Westerlund, 2015a;b) This first task was “secret” to be able to find problems 
to follow up on. Samsung ended up doing two more tasks as a follow-up to see if 
improvements were made. These two were not secret and both the client’s headquarters and 
the stores knew about it, which Westerlund (2015a;b) explains as something that increased the 
engagement. The goal was that in the third test, 100 percent of the stores would have their 
material up properly. Westerlund (2015b) suggests that this made the stores more engaged to 
reach the goal. In this case, the stores received monetary bonuses that were partly based on 
the results from Roamler. Samsung and their client’s headquarters also analyzed some of the 
problems that they found and ended up discovering one of the underlying reasons for the bad 
execution. They changed one of the routines regarding putting up posters. By understanding 
what went wrong with the execution, they could remove one of the steps, which made the 
procedure easier and the execution improved, according to Westerlund (2015b). Instead of 
sending the instructions for putting up the poster in an e-mail, that no one found or bothered 
to look for, they added the instructions in the tube in which the poster was delivered. 
 
Westerlund (2015b) explains that Samsung have used the results as a way to decide bonuses 
and commission for the sales staff. A number of stores from each region were chosen to be 
part of the Roamler task. The user was asked to take one picture and answer five questions 
about what it looked like in the store and how well the sales staff in the store answered the 
questions and made accurate recommendations. Questions could for example be: Say that you 
are interested in buying the Samsung galaxy S5, what are the first arguments made by the 
sales staff? If the task showed that the stores in your region had 100 percent correct answers 
and that the store looked good, the sales staff received the full bonus. This is also combined 
with sales results. Samsung uses the results after completion, but do not go back and look at 
previous results later on. (Westerlund, 2015b) 
 

4.4.3 Coop 
Albinsson did not have a personal relationship with Roamler before she came in contact with 
them. She was presented to them through Coop’s analysis department, which Roamler had 
pitched their idea to. She explains that Coop has 700 stores and four different store concepts, 
which makes it challenging to figure out if all stores work in the correct way. Therefore, Coop 
needed a tool to follow up the stores. Albinsson (2015a;b) explains that they started to use 
Roamler because she felt that they can provide fast, easy and cost efficient market analysis. 
Coop has been working with Roamler for two years and they have a continuous collaboration. 
Albinsson (2015b) also says that it is easy to share the information within Coop. She gives an 
example of how they, through Roamler, found out that the material for one of their campaigns 
was not put up as instructed by the stores. She explains that this is also a way to control the 
communication from the headquarters. With Roamler they could see how the campaign 
looked in-store. They also use Roamler to test the staff in different stores. Albinsson (2015b) 
believes that this increases the motivation of some stores since they know that they are being 
measured and they want to be better than other stores. 
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Albinsson (2015b) describes the relationship with Roamler as a trusting relationship where 
they have gotten to know each other well in terms of how they work. They can easily 
communicate and she feels like they understand each other. However, Albinsson (2015b) 
explains that the retail industry is competitive, which means that they need to have 
agreements with Roamler about confidential information. Sometimes they need to wait before 
giving Roamler the specific questions for a task to prevent information about products and 
campaigns to spread to the users before it is safe. Sometimes they cut out a question from its 
context and do not give Roamler the full information. She explains that Roamler often helps 
them to formulate questions and has ideas for measures. She mentions that it is always good 
to have someone outside of the organization coming with new ideas and ways of seeing 
things. 
 
Albinsson (2015b) states that Coop always has used the insights from Roamler and taken 
action. In opposite to Samsung, Coop often downloads the reports themselves and often 
analyzes the information further. In the beginning, Roamler presented the results in a personal 
meeting, but Albinsson (2015b) does not feel like it is needed anymore. Coop interprets the 
pictures, answers and charts and Albinsson (2015b) says that they can collect a lot of 
information from the results. They use the excel files and sort the information themselves, for 
example by categorizing and sorting the results divided by region. Albinsson (2015b) explains 
that the analysis department at Coop can do this. Coop also compares the results from 
Roamler with sales results for different regions, stores and concepts and they combine 
information and knowledge from different sources. They use the information to make 
comparison in time and they can go back and look at results from previous tasks to compare 
with the situation today. 
 
Albinsson (2015b) is part of a team that communicates with operations management that in 
turn communicates with each store. They usually show them the pictures as a proof of “this is 
what your store looks like”. With Roamler, they are able to be transparent internally and they 
are given a tool to act immediately. Albinsson is the one who orders most tasks from 
Roamler, but there are also other people within the organization that uses Roamler. All of 
them can log in to the report portal to access the results. When they want to communicate 
something to the operations, they can give them a login to that specific task, they often cut out 
the important results that they want the stores to be aware of. 
 
Coop uses Roamler as a complement. They also use self-audits where they measure and 
control themselves. For example, by asking their staff how well they believe that a campaign 
was executed, and then comparing the results with customers’ experience. They also use 
customer satisfaction indexes. They have also used professional mystery shoppers before, but 
it is more expensive than using Roamler. 
 

4.5 Participant observation 
As part of understanding Roamler we joined the crowd and became Roamlers. By completing the 
“mobile school” we learned how the tasks should be completed and what they expected from the tasks. 
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One of the commercial tasks that was conducted asked for an overview picture of the bananas in the 
store, and needed to include the bananas, the sign and its surroundings. The instructions were clear, 
however, the picture that was submitted was declined because it was blurry. This was given as 
feedback within one hour and a new chance was given.  A new picture was later taken, which included 
all the elements and was approved. One of us started a task where Coop wanted to investigate the 
execution of their weekly campaign. It required two pictures of each “campaign product” and one 
picture of the sign showing the reduced price. There were five products, which meant 15 pictures. If 
completing this task, you would be rewarded with 100 SEK, however, due to its extensive 
requirements, it was not completed. The time requirement was the main reason, it took time 
finding the products and their placements. 
 
Example of commercial tasks: 

• PostNord, wanting to see how efficient the staff at retail stores are at handling the 
service of handing out packages. (Includes taking the time for servicing two people) 

 
Examples of creative tasks (a picture of): 

• Your coffee machine 
• Playgrounds and their surrounding (to map out where they are and if they are adapted 

for the disabled).   
• The washing detergents and fabric softener (and ideas for new scents) 
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5. Analysis 

The analysis is divided under the main headlines: How to gather knowledge, How to transfer 
knowledge and How to absorb and use knowledge. As discussed in the operationalization 
model, some of the concepts investigated are important in more than one part of the process 
and they are therefore analyzed and interpreted in more than one part of the process. Since 
this thesis aims to explore the whole process of knowledge transfer from the crowd to the 
client, the analysis starts with the part where the crowd is involved and ends with how 
knowledge is absorbed in the client organization. This structure is followed even though the 
process starts with a contact between Roamler and the client. 
 

5.1 How to gather knowledge 
“The cost of light is less than the cost of darkness” (Arthur C. Nielsen, nd). Roamler wants to 
provide their clients with the “light” of knowing what their customers experience when they 
come in contact with their products. Roamler has taken advantage of new technology and 
motivates real consumers to gather information for them. They can therefore provide a 
relatively fast and cheap market research in comparison to other methods. By giving a crowd 
a task to photograph and answer questions about a product in their homes Roamler can also 
give their clients information that has been hard to obtain before. 
 

5.1.1 The Mobile Workforce 
Crowdsourcing has proven to be a useful tool for gathering information and reporting 
problems according to Brabham (2013). Roamler’s users completes tasks that have been 
designed with the purpose of gathering market insights. In other words, Roamler uses 
crowdsourcing as a way of gathering knowledge (Brabham, 2013). Roamler’s clients uses 
Roamler to gather information that they need and they get the “real picture” in real-time from 
actual consumers who are not trained mystery shoppers. The clients also think that this is a 
more cost-efficient way of gathering information compared to methods that they have 
previously used. If Samsung had not been using Roamler, their own employees would have 
needed to go to the stores. This would have taken time from their daily work, which they see 
as inefficient. They could also be recognized more easily by the sales staff (Biere, 1998). 
 
Roamler describes their crowd as a community. As it is possible for the users to become 
friends with each other and see others’ results and completed tasks and in the future Roamler 
wants the users to be able to communicate with each other in the app, it could be seen as a 
community. Today however, the users do not communicate with each other and therefore we 
argue that they should be called a crowd instead. (Sproull and Arriaga, 2007; Kraut, Resnick 
& Kiesle, 2011) Throughout the analysis and conclusion the word crowd is therefore used. 
The crowd consists of users, who can be anyone with a smartphone who voluntarily 
completes the tasks presented in the application. Brabham (2013) describes a crowd as having 
varied knowledge and experience that they use to solve a task. For Roamler, the crowd works 
as a “mobile workforce” and they collect information for their clients. They do not need a 
varied knowledge or experience; they only need enough knowledge to understand how to 
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complete a task. Therefore, this type of crowdsourcing can be seen as freelancers that work 
for Roamler without being employed. Through their “mobile school”, Roamler tries to ensure 
that the crowd has the knowledge needed to complete a task (Andersson, 2015). The clients 
can request that only experienced Roamlers can complete tasks, which Roamler believes can 
ensure higher quality and more accurate results (Lobenius, 2015a). This would mean that the 
experience gained by the users over time creates tacit knowledge that they can use to do a 
better job (Nonaka & Takeuchi, 1995). A consequence could be that an experienced user 
becomes like a “professional” and therefore has a more educated view of how to scan a store 
(Biere, 1998). They could also become known by the staff at the retail store, which could 
affect the results as argued by Biere (1998). It could therefore be argued that one of the 
advantages of using Roamler is actually lost since the user is no longer a “regular” customer. 
 

5.1.2 Motivating the workforce through gamification 
Roamler has gamified the app; this can be seen in the usage of badges, levels and experience 
points (Werbach & Hunter, 2012). They are trying to motivate the users by making it into a 
fun experience. Roamler gives the experienced users advantages depending on their “level” 
which is a gamification mechanism that creates intrinsic motivation. However, by including 
monetary incentives, it cannot be defined as pure gamification, since the motivation should be 
intrinsic and not come from external sources such as rewards. (Ryan & Deci, 2000; Werbach 
& Hunter, 2012) According to Kohn (1993) and Lepper et al. (1973) users who are only 
motivated by extrinsic rewards lose interest after a while. This could decrease the intrinsic 
motivation to perform the task, and gamification will not motivate them. The most frequent 
users are according to Welin (2015) and Lobenius (2015b) motivated because of the 
competition and not because of the money, which could mean that those who are motivated 
by the game elements also become loyal and frequent users. However, Roamler do need a 
monetary reward to keep their crowd interested because the majority of their users are not 
frequent “top Roamlers” who loves to compete. This implies that gamification is not a 
solution for building a motivated crowd, it is rather a tool helping motivation. Since the users 
are actually working for Roamler, even though they are not employed, they expect a monetary 
reward. This suggests that it is not enough with just knowing that the work is helpful either, 
which was suggested by Andersson (2015) and Lobenius (2015). Roamler also needs to “flirt” 
with the users in other ways and try to build a more personal relationship with them (Welin, 
2015) to keep them motivated. The relationship that has been built can be seen as a tool for 
Roamler to keep the user active. Through the automatized message “We miss you at 
Roamler!” they are in a way taking advantage of the user’s feeling of guilt. This is something 
one of us experienced when we had not used the app for a while. The quote from the user 
apologizing for their absence also suggest that they feel guilty for not using Roamler. This 
also implies that Roamler has managed to create a personal relationship with the users. A 
limitation of this study is that users were not interviewed and hence conclusions cannot be 
drawn of the proportions of how many that are motivated mostly by game elements or 
monetary rewards or how many that are affected by their messages.   
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Welin (2015) claims that she has a personal relationship with the users. She can make jokes 
and have fun with them, for example when she wrote, “You’ve got mail” in the application to 
notify one of the experienced users that she was invited to visit their office. An example 
showing motivation and engagement is the user who responded that he wanted to put up 
Samsung’s material himself. However, this could suggest that he is a “top Roamler”. Levin 
and Cross (2004) state that strong relationships are more important when transferring tacit 
knowledge but since the knowledge transferred from the users is mostly explicit it is 
suggested that a strong relationship is not needed. Roamler believes that their strong 
relationship with the users is a competitive advantage and that the relationships are needed to 
keep the crowd motivated. As Kraut et al. (2011) claims, a community relies on having 
members that care about a brand or company. Therefore, it could be of importance for 
Roamler to have strong relationships with the crowd, even though the knowledge is mostly 
explicit. This could also mean that working on establishing a social community would be 
beneficial for Roamler. They already have users that care about their brand, which is a good 
start for a strong community. Even though the users are paid for doing commercial tasks, the 
personal interactions with Welin seems to matter for the crowd to stay active, as well as the 
automated messages that takes advantage of the relationships they have. An advantage of the 
transparency of the tasks (Andersson, 2015, Lobenius, 2015b) is that motivation can increase 
if the respondent knows that their responses will actually be used as Brownell et al. (2015) 
and Werbach and Hunter (2012) suggests. 
 

5.1.3 Giving Feedback 
Welin (2015) says that they always try to give good and clear feedback, which is important 
when developing new skills (Ryan & Deci, 2000). By giving the users feedback on what they 
need to improve, instead of just rejecting their submission of the task, they are preventing 
them from becoming demotivated. Instead they try to push them “towards a desired behavior” 
(Werbach & Hunter, 2012: 65). They want to ensure high quality of the tasks by giving clear 
feedback on how to improve (Werbach & Hunter, 2012). Even if it might require more time, 
it hopefully leads to an online workforce that knows how to complete the tasks correctly. If a 
user has completed a task in a way that exceeds the expectations, Roamler has sometimes 
given them an unexpected reward, which according to Werbach and Hunter (2012) could 
increase their motivation. Immediate feedback is important, according to Welin (2015), to 
ensure that the users stay motivated and completes the tasks, this coincides with Werbach and 
Hunter’s (2012) theory. This was also something that we experienced through our 
participative observations. A limitation with becoming Roamlers when studying the company 
and actually meeting Welin is that we could feel more connected to her and the relationship is 
therefore stronger than between her and many other users (Roamlers). This can have affected 
how “guilty” we feel when not completing tasks for a while, for example. 
 

5.1.4 Summary and key takeaways - Analysis step (1) of the process 
The chapter above describes how Roamler gathers knowledge through crowdsourcing. They 
“flirt” with the crowd and try to create a personal relationship with the users. Roamler has a 
continuous dialogue with the users by giving them feedback, unexpected rewards and even 
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make jokes and invite users to their office. They have created a mobile workforce that seems 
to be motivated because they feel like their help can lead to improvements, they can compete 
and reach higher levels, as well as be paid. Without their motivated, voluntary crowd they 
would not exist. 
 

5.2 How to transfer knowledge 

5.2.1 Tacit and explicit knowledge 
The process of Roamler can be seen as a feedback loop, where knowledge is transferred back 
and forth between the users, Roamler and the clients. It can be argued that the knowledge that 
is transferred in this process is explicit. The instructions of the tasks are made as simple as 
possible and just a few questions are asked in combination with taking a photograph. This 
also makes the answers quite simple to transfer and interpret. The knowledge received by the 
client is also explicit and since both the input and the output is explicit knowledge it suggests 
that it is a mode of combination (Nonaka & Takeuchi, 1995). This is also the case when 
Roamler combines information from the clients with knowledge from their wiki when 
creating a new explicit task. Since they can ask simple questions that require simple answers 
they manage to make the task and the outcome explicit and easy to transfer. All tasks are 
reviewed manually, which means that a tacit source is needed for interpretation and analysis. 
Therefore, we argue that the knowledge has tacit presuppositions as suggested by Tsoukas & 
Vladimirou (2001). The gathered explicit knowledge cannot be sorted entirely by computers. 
This can be seen as a limitation when compared to techniques such as data mining where a 
computer can sort and analyze information fast and a person is only needed to make use of the 
created knowledge (Davenport & Patil, 2012). 
 
Roamler makes an explicit report from the explicit result of the task. This is a mode of 
combination where explicit and explicit knowledge interacts (Nonaka & Takeuchi, 1995). As 
stated, a tacit source of knowledge is needed to interpret the information and codify it to be 
able to transfer it. An individual who has tacit knowledge is needed to facilitate the transfer 
but the actual knowledge does not need to be converted from tacit to explicit (externalization), 
which seems to be the hardest mode of conversion in reality. We argue that the users mostly 
hold explicit knowledge since the tasks are designed to retrieve this knowledge. This is an 
advantage since it is easier to act upon. When the client wants to know something that the 
user feels and has experienced i.e. tacit knowledge, it is harder to transfer and they only 
receive the part that can be codified, for example that 7 out of 10 coffee drinkers were 
satisfied with the purchased product. 
 
Roamler’s process starts with a contact between Roamler and their clients, initiated from 
either side. The client gives Roamler a job to investigate something for them, which Roamler 
can give feedback on by using knowledge and experience from previous tasks. In other words, 
they use their prior knowledge and expertise, absorptive capacity (Cohen & Levinthal, 1990; 
Szulanski, 1996; Argote, 2013), in the area to reformulate, add or remove questions to make a 
valid task that they can send out to the users. In the coffee task, the client had questions of 
explicit character (e.g. what temperature is the coffee?) but Roamler believed that the users 
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would be unable to answer these questions. By rephrasing the questions (e.g. does the coffee 
have the temperature that you expected?) they have created questions that can be answered 
with a yes or no. The answer has a level of tacitness since the user describes their feelings and 
beliefs of an experience (Nonaka & Takeuchi, 1995). In this case we argue that part of the 
knowledge can be transferred to Roamler. They can analyze and report how many percent 
were satisfied with their coffee experience for instance. However, what is perceived as the 
ultimate temperature and amount of coffee cannot be transferred since the user cannot be 
aware of (Tsoukas, 2002; Virtanen, 2011), or document precisely what they expected and 
what made the experience of the coffee right for them. This can be compared to the task by 
PostNord where the user is asked how long it takes for the staff to give service to two people. 
Since all users have a smartphone they can do this using the timer function, while few people 
walk around with a thermometer.   
 
The actual experience cannot be codified and neither Roamler nor the client can re-experience 
exactly what the user experienced, opposed to what Nonaka and Takeuchi (1995) suggests. 
By using pictures in the tasks, however, the client can interpret the store environment and 
placement of a campaign for instance and they can create their own meaning from the explicit 
photograph, which turns it into a tacit belief (Virtanen, 2011). 
 
With the above discussion we argue that the modes of socialization and combination can be 
seen through the whole process and through these interactions internalization can occur. 
Externalization, however, is only partly possible. All knowledge seems to have tacit 
presuppositions (Tsoukas & Vladimirou, 2001) and even explicit knowledge can be 
interpreted differently depending on the observer (Virtanen, 2011). Also, tacit knowledge 
cannot be entirely codified and values, beliefs and knowledge created from experience cannot 
be transferred fully. Because Roamler focuses more on transferring knowledge that has a 
more simple and explicit character they manage to transfer knowledge that can be acted upon. 
 

5.2.2 Transfer and intraorganizational learning 
Since Roamler has offices around the world, Roamler Sweden has the benefit of gaining 
access to knowledge from them, which according to Levin and Cross (2004) can make the 
organization more innovative, efficient and effective. Roamler gains access to the collective 
expertise and knowledge through their wiki, which frequently is used by the employees at 
Roamler. By documenting this they store explicit knowledge (Nonaka & Takeuchi, 1995), 
which they can reuse in other settings. Since they use the same system for organizing their 
business and the same wiki, it allows for an easier transfer of the knowledge between the 
offices (Argote, 2013). Roamler Netherlands has existed since 2011, which means that the 
Swedish team has the advantage of being able to observe them and their routines according to 
Lobenius (2015b) and Andersson (2015). Observation is one way of transferring tacit 
knowledge within the organization (Nonaka & Takeuchi, 1995; Levin & Cross, 2004). 
 
Roamler learns internally through experience, an example is the task that ended up as eight 
selfies, where Roamler gains tacit knowledge in how to formulate tasks from experiencing a 
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failed task. This specific case can be documented in the wiki, but it is difficult to create a 
manual that works in all cases since it is derived from experience (Tsoukas, 2002; Virtanen, 
2011). Part of this knowledge could therefore be difficult to add to the wiki, however it could 
be easier to share it verbally during the weekly meetings when it can be discussed, i.e. 
socialization (Nonaka & Takeuchi, 1995). Internal communication is very important 
according to Welin (2015), and Roamler has routines for regular communication and learning 
within the company, both nationally and internationally. The wiki seems to be an enabler of 
knowledge transfer since many Roamler-tasks are similar around the world and if the 
different offices did not use the wiki they would probably redo others’ mistakes or do double 
the work sometimes. 
 

5.2.3 Summary and key takeaways - Analysis step (2) of the process 
The illustration below was made to explain how we interpret externalization after reviewing 
literature and comparing it to the empirical findings of this thesis. Tacit knowledge can only 
be partly externalized and articulated or codified in models, manuals or other documents and 
transferred to others (Tsoukas & Vladimirou, 2001; Tsoukas, 2002; Virtanen, 2011). The tacit 
knowledge that is created from experience is hard to transfer and part of it will stay in the 
mind of the individual. Individuals are not always aware of what they know and as Polanyi 
(1966) states “we know more than we can tell”. This is of importance in this thesis since it 
explains how the case company transfers knowledge that seems to be easily internalized and 
acted upon because they mainly transfer explicit knowledge. The users codify their 
experience and opinions of a retail store or product but the reason why they have this opinion 
or feeling cannot be codified entirely since the users are not aware of everything that 
influences their thoughts (Polanyi, 1966; Tsoukas, 2002; Virtanen, 2011). Through 
socialization and shared experience Roamler manages to transfer part of their tacit knowledge 
to their clients, but not all of it. Through socialization a larger part of the tacit knowledge can 
be internalized than through externalization, since individuals can show more than they can 
write (Polanyi, 1966; Tsoukas, 2002; Virtanen, 2011). The absorptive capacity of the receiver 
will also influence how much of the externalized knowledge that can be internalized (Cohen 
& Levinthal, 1990; Szulanski, 1996; Argote, 2013). This is also the case for the modes of 
socialization and combination. It can also be seen that the more tacit knowledge that is shared 
through socialization and the more absorptive capacity the receiver has in order to interact 
through combination, the more value the explicit knowledge gets and the more can be done 
with the knowledge. 
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Illustration - “We know more than we can tell” 
 

 
                           
 

5.3 How to absorb and use knowledge 
The background, experience and prior knowledge of the informants within Roamler and the 
informants from Samsung and Coop could be argued to have influence when absorbing new 
knowledge about market insights in the retail industry (Argote, 2013). Welin (2015) talked 
about the mutual business lingo that she and the clients has, which indicates that her 
background allows for a better understanding between her and the clients (Zander & Kogut, 
1995). The clients also said this during the interviews, that their communication was good 
because they spoke the same language. 
 

5.3.1 Absorptive capacity and the effect of relationships 
An organization needs a well-developed learning culture in order to absorb new knowledge 
effectively (Argote, 2013). Albinsson (2015b) describes that it is easy to transfer the 
knowledge from Roamler within their organization. This could be because the knowledge is 
explicit and does not stick to her (Nonaka & Takeuchi, 1995; Szulanski, 1996). This could 
also be due to her prior experience and knowledge from both her education within marketing 
and experience from concept development, the marketing industry and particularly in-store 
communication. Her background could be argued to be suitable for absorbing and 
understanding what information is important when given a report from Roamler. They have 
cooperated for two years, which also influences the absorptive capacity. In the beginning they 
always had face-to-face meetings but now they are able to make further analysis themselves, 
which indicates that they have created new tacit knowledge by interacting with Roamler 
through socialization. Roamler’s tacit knowledge has been transferred to Coop through 
observations and by learning together, socialization. Roamler has for example been able to 
show how the report portal works and how it can be used to extract data through their 
presentations. They compare results from Roamler with other sources of knowledge and sales 
results, as well as old reports and knowledge from earlier tasks, to learn about their own 
improvements or failures. This means that they combine different sources of explicit 
knowledge, and new knowledge is created through the mode of combination (Nonaka & 
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Takeuchi, 1995). However, Coop uses Roamler as a complement to other research tools, 
which suggests that they are unable to get all the knowledge that they want from the tasks. 
Tasks only include 4-5 questions with the purpose of avoiding that the users lose interest, as 
well as making the knowledge explicit and easy to transfer. The downside is therefore that not 
all types of knowledge can be gathered and an extensive market research is not possible to 
conduct. 
 
Westerlund’s experience within sales and the telecom industry can be seen as facilitating 
absorptive capacity since he understands the sales staff and their strive for bonuses, how a 
store is organized and what value the market insights have in this industry. An example is that 
he uses Roamler to test sales staff regarding what products and brands they recommend since 
they can be affected by how much commission they get for different products. Westerlund’s 
description of how they use the results to change and improve routines implies that he knows 
and understands why something is not efficient. He is also able to make improvements by 
using his absorptive capacity. The stores are described as being more motivated to improve 
when they are being measured, according to both Albinsson (2015b) and Westerlund (2015b), 
which could mean that Coop and Samsung have a culture that encourages learning. 
 
Lobenius is responsible for the contacts and relationships with the clients in Sweden. He has 
long experience from sales, consumer insights and research and he says that he understands 
how to create value for the customers. This knowledge could be argued to be of value when 
communicating with their clients to be able to understand what they actually want and need. 
He experiences that the transfer of knowledge to the client works best when they meet face-
to-face because it allows him to describe and explain all steps of the report. When Roamler is 
given a task, he says that it is easier for him to understand what the client actually wants if 
they meet in person. By interacting before and after the execution of the task they can share 
feedback and tacit knowledge through socialization (Nonaka & Takeuchi, 1995). In some 
cases, Lobenius is responsible for initiating contact and understanding what the client wants 
as well as transferring and explaining the results. In these cases, we argue that 
intraorganizational knowledge transfer is not needed to a higher extent. Roamler does not 
need to be able to transfer tacit knowledge internally in the cases where one person has the 
main responsibility for all parts, which simplifies the process. However, there needs to be an 
interaction or socialization between him and Welin who designs and evaluates the tasks. 
 
Since only explicit knowledge is transferred between Roamler and the client, there is no need 
for a strong relationship, according to Hansen (1999). Roamler and their two clients have 
cooperated and interacted since the start of Roamler, which means that they have had the time 
to build a relationship, even if they might not refer to it as being strong. Since the clients ask 
Roamler for feedback regarding questions and tasks they have trust in them and believe that 
they have the right competence (Levin & Cross, 2004). Samsung uses the results as base for 
setting bonuses for their stores and staff. This could be due to the fact that Andersson and 
Westerlund are friends (Westerlund, 2015b). Their personal relationship could affect the ease 
of knowledge transfer since strong relationships can be valuable when transferring 
knowledge, especially tacit knowledge (Hansen, 1999; Netzley & Rath, 2012). 
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We argue that this influences the method of transfer since it differs between Coop and 
Samsung. As stated earlier Coop nowadays often downloads the reports themselves while 
Samsung always has a personal meeting where the report is explained and discussed. Roamler 
also participates in meetings with Samsung and their retail stores such as The PhoneHouse 
when Samsung transfers the knowledge to them. The fact that Samsung has continued to have 
face-to-face meetings, even though they do not always need it, and that Samsung has made 
use of the reports to a wider extent than only correcting the mistakes in a store, suggests that 
the stronger personal relationship could be valuable to get more tacit knowledge out of the 
collaboration. Since the transfer is made face-to-face where the reports are discussed in order 
to derive deeper insights, the two tacit sources of knowledge, which is Andersson and 
Westerlund interact with each other, meaning that there is a mode of socialization. We argue 
that this could be a reason why these sales competitions exist. 
 
Since most clients do not have a long and personal relationship with Roamler, this is an 
exception and therefore Roamler cannot provide this extensive knowledge transfer to other 
clients. However, since we argue that the knowledge transferred from the users is explicit, the 
weaker relationships are sufficient for the transfer. Roamler and Samsung have a benefit 
because of this friendship that others do not have. They have already established a tacit 
language and the transfer is therefore easy from the start (Zander & Kogut, 1995). 
 

5.3.2 Summary and key takeaways - Analysis step (3) of the process 
Absorptive capacity is needed to use the new knowledge to its full extent. Coop has learned 
through socialization and built their absorptive capacity over time. Now they can recognize 
what is of value and interpret the reports themselves, to make further analysis. Samsung has, 
due to their stronger relationship, chosen to have more close interactions. This could mean 
that they do not know how to analyze the reports, however since they have taken the insights 
further in their organization by creating competitions, we argue that they have a strong 
absorptive capacity and have been able to analyze and internalize the knowledge. 
 

5.4 Summary of Analysis - The knowledge transfer process of Roamler 
This model explains the process of knowledge transfer between the three actors: users, 
Roamler and clients. Socialization, combination and internalization can be seen in the 
process, mainly within Roamler and the client’s organization, as well as between them. 
Explicit knowledge, with tacit presuppositions, is transferred through the whole process and 
the users, Roamler and clients are tacit sources of knowledge. Roamler uses the wiki to create 
new knowledge, using previous knowledge. Feedback flows through the process and Roamler 
can be seen as a facilitator for feedback loops and learning. The feedback loop in the client 
organization, the arrow within the circle, represents the knowledge being used, (absorptive 
capacity and learning) which is the purpose of conducting market research. There are also 
feedback loops, resulting in learning, within Roamler as they learn from experience, and 
within the users as they level up and become experienced users. Roamler has relationships 
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with the users through the app, which affects the user's motivation. They also have 
relationships with their clients, which affects how the knowledge is transferred between them. 
Figure 4. The knowledge transfer process of Roamler 
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6. Concluding discussion 

The aim of the study was to explore the knowledge transfer process of a new type of market 
research company. The study has been guided by the question of: How can knowledge be 
transferred from a crowd of consumers to a company operating in the retail industry? The 
process of knowledge transfer is explained in figure 4, shown above. In this section the 
conclusions drawn from each part of the process is explained.  
 
The conclusions that can be drawn from the first part of the process (1) How to gather 
knowledge is that: Roamler has managed to create a mobile workforce that is not employed 
by them but still choose to work for them. The crowd needs to be motivated and Roamler uses 
gamification and monetary rewards. Creating a personal relationship and “flirting” with the 
crowd seems to be a strength that builds an engaged crowd. Having a crowd that really cares 
about the company and also sees that their help leads to actual change ensures that knowledge 
can be gathered through crowdsourcing. As Biere (1998) states, real consumers are often a 
more reliable source of market insight than professional mystery shoppers, which seems to be 
one of the greatest advantages of using this type of crowdsourcing. A consequence of having 
experienced users who stay motivated for a long time is that they could learn too much and 
become more like professional mystery shoppers. The case company can provide a relatively 
cheap and fast market analysis by using new technology such as smartphone applications and 
this is something that we argue will grow in the future.  
 
The conclusions that can be can be drawn from the second part of the process (2) How to 
transfer knowledge is that: The mode of externalization is more complicated than described 
by Nonaka and Takeuchi (1995) and argued to only be partly possible in reality. The modes 
of socialization and combination can be observed within the case company and within the 
client companies, as well as between the company and the clients. Through these two modes, 
knowledge can also be internalized. The questions that the client want answered, which are 
translated into the task in the application and ultimately to the final report, are all simple 
enough to remain explicit throughout the process. We argue that this makes the knowledge 
transfer process work well enough for the clients to be satisfied and feel that they can act 
upon the results. Tasks that require more tacit answers from the crowd are harder to transfer 
and we argue that the client does not receive the full knowledge about the crowd’s experience. 
This also makes it harder to act upon. A tacit source of interpretation is needed in all steps of 
the process. An internal wiki can be a good way of sharing knowledge within a company that 
uses the same design in different international offices. Even though they are spread out in the 
world it is possible to use combination of explicit documentation of previous tasks to learn 
from each other. By communicating face-to-face or via Skype meetings experiences can be 
shared and new knowledge can be created.  
 
The conclusions that can be drawn from the third part of the process (3) How to absorb and 
use knowledge is that: some level of absorptive capacity is requisite when internalizing 
knowledge. More tacit knowledge gives more absorptive capacity and the other way around. 
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Through the socialization mode, Coop has been able to create necessary knowledge to draw 
distinctions from the results themselves. By having frequent interaction the actors are more 
likely to understand the knowledge and use it to do more than checking the campaign in the 
stores. The relationship between Andersson and Westerlund seems to have facilitated further 
use of the knowledge in their organization. Strong relationships are not as important when the 
knowledge transferred is explicit but we argue that a strong relationship could be helpful 
when making use of the explicit knowledge.  
 

6.1 Contributions 
After exploring the case company we argue that Nonaka and Takeuchi’s (1995) modes of 
conversion might need to be revised. Not because it needs to be updated to fit today’s 
technological environment (Schacht et al., 2014) rather because as Tsoukas and Vladimirou 
(2001) Tsoukas (2002) and Virtanen (2011) argue, it misinterprets the work of Polanyi from 
1966. The mode of externalization is more complicated than initially thought and might only 
be partly possible to achieve. This study strengthens the reasoning of the critique of 
externalization as a mode of conversion and argues that an individual's experience cannot be 
fully codified. When the case company tries to transfer tacit knowledge in codified documents 
it is only partly transferred and some of the tacit knowledge sticks to the individual who has 
the experience. The success of the externalization depends on both the knowledge provider 
who needs to be able to articulate their tacit knowledge and the receiver who needs to have an 
absorptive capacity that is good enough to internalize it. We argue that a significant reason 
why the case company manages to transfer knowledge is that they make the task explicit from 
start and focus on delivering results that can be acted upon.  
 
For practitioners this thesis contributes with insights in how a company can use a crowd to 
gather market knowledge in a simple way, using smartphones. A strong relationship with the 
crowd seems to be a competitive advantage for the case company. “Flirting” with the crowd, 
using gamification, and giving them monetary rewards are all tools used to keep them 
motivated. The knowledge is explicit and therefore easy to transfer, which is of value to their 
clients. Keeping the knowledge explicit, and not trying to convert it into tacit, ensures an 
easier knowledge transfer. Roamler is a new type of market research company, this industry is 
developing and other companies could benefit from understanding their business model.  
 
The knowledge in the process of Roamler is transferred from a user who completes a task in a 
retail store, only a few meters away from the sales staff. But the knowledge still has to travel 
through Roamler and the client's headquarters, to store managers, to finally reach the staff. By 
including the staff in the process or task, we believe that the client could be able to attain even 
more knowledge. Since the part of knowledge that is tacit is easier transferred through 
dialogue or by showing something, rather than writing it down (Nonaka & Takeuchi, 1995; 
Virtanen, 2011), more of the user’s experience could be transferred to the staff, who can make 
a difference in-store. The engaged user who wanted to put up Samsung’s campaign is a good 
example of a knowledge transfer process that would have been faster if this user could 
communicate directly with the store.  
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6.2 Limitations and suggestions for further research 
Interviews with the users were not included in this study, instead employees from Roamler 
were interviewed to understand how they try to motivate a crowd and what results they have 
seen from their work. The first part of the process “How to gather knowledge” could not be 
analyzed to the same depth as the following stages of the process. As previous studies have 
focused more on how gamification motivates users, consumers or employees, the choice was 
to focus more on the company perspective and how knowledge can be transferred. 
Gamification in this thesis is only a tool for motivating the crowd that provides the company 
and their clients with knowledge. Suggestions for future research could be to focus more on 
the first part of Roamler’s knowledge transfer process by including interviews with the users 
and to make a comparison to other studies of gamification and motivation. This can also be 
done to see if Roamler’s combination of “flirting” with the crowd and also using gamification 
has another effect than other gamification initiatives. The fact that the users seems to be 
motivated because they know that they can contribute to something can also be compared to 
the motivation that comes from gamification and monetary rewards to see which motivational 
tools are the strongest when motivating a crowd to work for you. By interviewing more 
clients, a deeper analysis of how relationships affects knowledge transfer can also be made. 
Further research can also be made on other companies transferring different types of 
knowledge to see if the mode of externalization is easier to achieve in other contexts.  
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Appendix 1  
Interview with Roamler; Lars.  
 
Background and Roamler: 

• What is your background? (Absorptive capacity) 
• How did you come in contact with Roamler? (Background) 
• How did Roamler come to Sweden? (Background) 
• Do you co-operate with the Netherlands and the other countries? (Learning, feedback, 

relationships) 
• Who are your competitors? (Background) 
• In what way is Roamler different from other companies? Are there other companies in 

Sweden with a similar business idea/model? Internationally? (Background, 
crowdsourcing) 

 
Clients/customers: 

• Who contacts companies, potential clients? (Background) 
• Who are your clients? (Background) 
• Who would you want to have as clients? (Background) 
• Are there any companies that you do not want as clients? (Background)  
• Do you have returning clients? (Relationships)  

 
Tasks: 

• Do you give suggestions of different tasks? (Feedback, absorptive capacity) 
• Do the clients have a clear picture of what they want to get out of the task and how it 

should be designed? (Background) 
• What kind of tasks do you have? (Background, explicit/tacit knowledge) 
• What is a typical task? How long time does it normally take? (Background, 

crowdsourcing) 
 
Analysis: 

• Who/how do you analyze the data? (Tacit knowledge, absorptive capacity) 
• Do you give the client a finished report, or information/raw data? (Explicit/tacit 

knowledge, absorptive capacity) 
• How deep is the analysis? (Can we see a report?) (Explicit/tacit knowledge, modes of 

conversion) 
 
Future: 

• What is the goal or purpose of Roamler? (Background) 
• What is your business idea? (Background, crowdsourcing) 
• What is the vision? (Background) 
• What can you do with the app? Are there any obstacles? (Explicit/tacit knowledge, 

modes of conversion, crowdsourcing) 
• Do you use your full potential? (Background, crowdsourcing) 
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Gamification: 
• There are different definitions of gamification, how do you define it? (Background, 

gamification) 
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Appendix 2  
Interview with Roamler; Jonas Lobenius and Petra Welin.  
 
Background: 

• What is your background? (Absorptive capacity) 
• How did you come in contact with Roamler? (Background) 
• Can you explain your current work tasks? (Absorptive capacity) 
• How do you believe that your background has helped you in this job? (Absorptive 

capacity) 
 
Roamler and client co-operation: 

• How would you describe the purpose of Roamler, your business idea? (Background, 
crowdsourcing) 

• What do you consider as being Roamler’s core competence? (Background) 
• What type of clients do you have? (Background) 
• Can you describe your relationship with the different clients? Is it often returning 

clients? (Relationships) 
• What are the advantages/disadvantaged with returning clients? (Absorptive capacity, 

feedback, learning) 
• Can you describe the co-operation between you and your clients? (Relationship) 
• Is the client part of designing the tasks? Do they have to approve the task? 

(Relationship, absorptive capacity) 
• What information do you get from the client before you design the task? Is it 

communicated verbally or written? Can we see? (Modes of conversion, explicit/tacit 
knowledge) 

• How do you receive feedback from the clients? What kind of feedback have you 
received? (Feedback) 

• Do you go through the report/results together with the client? (Absorptive capacity, 
learning, modes of conversion) 

• What is the purpose of giving the client access to the “unfinished” information from 
the tasks? (Feedback) 

 
The tasks: 

• In what way do the paid/commercial tasks differ from the creative tasks? 
(Background, explicit/tacit knowledge, crowdsourcing) 

• How do you use the creative tasks? (Background, explicit/tacit knowledge) 
• How many Roamlers are needed to make a legit market analysis? (Background, 

crowdsourcing) 
• How do you motivate the Roamlers to do the tasks? (Motivation, gamification, 

crowdsourcing, relationships) 
• How do you communicate with the Roamlers? (Relationships, motivation) 
• How frequent is your interaction? (Relationships, motivation) 
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• Have you seen a trend (problem?), where some tasks are more popular than other? Are 
there some tasks that are difficult to get the Roamlers to do? (Motivation, 
gamification, crowdsourcing) 

• Why do you pay the Roamlers for the commercial tasks? (Motivation, gamification, 
crowdsourcing) 

• Do you see a difference in how experienced Roamlers take pictures and answers the 
questions, compared to inexperienced Roamlers? Do they learn? (Absorptive capacity, 
learning, feedback) 

• How do you receive feedback from the Roamlers? What feedback have you received? 
(Feedback) 

 
Analysis of the information: 

• Do you have routines for how the tasks should be evaluated? (Modes of conversion, 
explicit/tacit knowledge, absorptive capacity) 

• How do you teach new evaluators what they should look at? (Absorptive capacity, 
learning, modes of conversion) 

• How do you analyze the information? (Absorptive capacity, modes of conversion) 
• How do you code the information? Can we see a report? (Modes of conversion) 

 
Information/knowledge: 

• Out of the approved tasks, is there some data or information that you remove before 
the client gets access to it? (Background) 

• Is there any task that has not turned out as intended? (Better than expected/failed, did 
not receive the information looked for?) (Feedback, learning) 

• What happened? Did you redo the task? (Learning, absorptive capacity) 
• What type of information/knowledge do you want to give to the client? (Explicit/tacit 

knowledge) 
• Do you see any differences in what the clients/different departments want out of the 

task? (Absorptive capacity) 
• Do you perceive differences in how the clients receive and use the 

information/knowledge depending on the department they represent? E.g. sales, 
market, research. (Absorptive capacity) 

 
Internally and the future: 

• What kind of communication do you have with Roamler in other countries? 
(Relationships, modes of conversion, explicit/tacit knowledge) 

• Why? What is the purpose of your meetings on Fridays? (Relationships, modes of 
conversion, learning) 

• Do you learn from each other? (Learning, feedback, modes of conversion) 
• What did you learn from the Netherlands? (Learning) 
• What do you share between countries? (Relationships, learning, modes of conversion, 

feedback, explicit/tacit knowledge) 
• Are there any problems with this? Hinders? (Absorptive capacity, explicit/tacit 

knowledge, modes of conversion) 
• Have you experienced any problems with transferring/sharing knowledge internally in 

Sweden? (Absorptive capacity, explicit/tacit knowledge, modes of conversion) 
• Why do you think that there are no competitors in Sweden today? (Background) 
• Will there be more competition in the future? (Background) 
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• If more competition, do you believe that you will have an advantage since your were 
first? (Background, absorptive capacity, learning) 

• Why do you think Roamler have become successful? (Background) 
 
Other questions: 

• Who is responsible of getting more clients? (Background) 
• What is the purpose of doing the same task more than once? (Background, learning) 
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Appendix 3 
Interview with Coop and Samsung. 
 
Background and relationship:  

• What is your background? (Absorptive capacity) 
• How did you come in contact with Roamler? (Background) 
• How do you communicate with Roamler? Do you feel that you speak the same 

language? (Relationships, modes of conversion, absorptive capacity) 
• Can you describe your relationship with Roamler? How often do you 

coorporate/communicate? (Relationships, modes of conversion) 
• Can you describe your cooperation? Describe the process. (Modes of conversion, 

feedback) 
 
Tasks:  

• Do you have ready-made questions that you want answered through a task? Or do you 
discuss questions with Roamler when there is something you want investigated? 
(Relationship, absorptive capacity, feedback, learning) 

• Have you had to redo a task? E.g. if a question has been misinterpreted. (Learning, 
feedback) 

• (Samsung) At the seminar you said that you have used Roamler’s reports as a decision 
basis for bonuses, can you tell us more about this? (Absorptive capacity, motivation, 
modes of conversion) 

• How do you use the information that you get? (Absorptive capacity, modes of 
conversion) 

• What can you use the information for? Could you do more? (Absorptive capacity, 
explicit/tacit knowledge, modes of conversion) 

• Can you describe a case where you have changed something after receiving the report 
from Roamler? (Absorptive capacity, feedback, learning) 

 
Communication:  

• How do you communicate with the stores? (ex. if something has to be changed) 
(Modes of conversion, feedback, explicit/tacit knowledge) 

• Who is responsible for communicating the results with the stores? How is it done? 
E.g. telephone, meeting, reports. (Modes of conversion, explicit/tacit knowledge) 

•  (Samsung) At the seminar, you described that more is demanded from the stores now 
that purchases can be made online and collected in-store, how do you control this with 
Roamler? (Feedback) 

 
Analyzing and using: 

•  (Samsung) You also mentioned the problem of having only 50% of the campaign 
material up, and asked if you should only pay 50%. How does it work? (Background, 
modes of conversion) 

• Has there been a conflict between you and the stores? (Background) 
• How do you analyze the information? What do you make of it? (Absorptive capacity) 
• What department receives and uses the information? (Absorptive capacity) 
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• Who receives the reports from Roamler? How? (Absorptive capacity, modes of 
conversion, relationships) 

• Who is responsible for analyzing the information that is of value? And passes it on in 
the organization? (Absorptive capacity, modes of conversion) 

• How do you receive the information? (Personal meeting, downloading the report 
yourself) Why? (Absorptive capacity, modes of conversion, relationships. 
explicit/tacit knowledge) 

• What do you prefer? Why? (Absorptive capacity, relationships, modes of conversion, 
explicit/tacit knowledge) 

• How do you share the knowledge internally in the organization/department? 
(Socialization, observation, experience, imitation.) Routines? (Modes of conversion) 

• How do you document it? (Externalization, how it is articulated in writing, hypothesis, 
models.) (Modes of conversion) 

• If the knowledge is not used, why? (Absorptive capacity, explicit/tacit knowledge) 
• How do you perceive the information that you get from Roamler? (Explicit/tacit 

knowledge, absorptive capacity) 
• What did you use before Roamler? If you did not have Roamler, how would you get 

the same information? (Background) 
• When designing a task with Roamler, how do you use the knowledge that you have 

gained from previous experience with Roamler? (Absorptive capacity, learning, 
feedback, modes of conversion) 

• Do you log in and read the report while it is ongoing? Or just when it has been 
completed? Why, why not? (Modes of conversion, absorptive capacity) 

• Do you feel as though Roamler has learned from you? (Feedback, learning, modes of 
conversion) 

• What other market analysis methods are you currently using? (Background) 
 


