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Abstract

Channel Partner - Atlas Copco

Lovisa Strömsholm and Karin Wu

The Atlas Copco group is an industrial group of 
companies that are making sales with customers 
located all around the world. This thesis is done at 
the ACTA-GI division (Atlas Copco Tools and 
Assembly Systems GI Division), where the sales 
process stretches through four main players; the 
Atlas Copco headquarter in Stockholm, local 
customer centers, distributors and end customers. 

 When having several different players in the sales 
process, the communication between these may 
sometimes be deficient. When news and 
information from the headquarter is released, it has 
to travel through several instances before reaching 
the distributors or the end customers. This leads to 
a deficient flow of communication where 
information is often delayed or misinterpreted 
before reaching its target.

The purpose of this master thesis is to investigate 
how ACTA-GI can improve the flow of information 
in the sales channel and to develop a plan of action 
for increasing the engagement of the distribution 
partners by developing an online distributor portal. 
In order to investigate the best ways of handling 
distribution partners, this study contains both 
qualitative and quantitative research methods. The 
study contain a theory review on distribution and 
communication strategies, an analysis of the 
existing sales channels and current markets, an 
analysis of the content of the online portal, and a 
benchmarking study with a similar industrial 
company. The result is a plan of action for industry 
best practice and proposals for improvement areas.
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Channel Partner - Atlas Copco 
 
by Karin Wu and Lovisa Strömsholm 
  

1. Introduction 

 
This master thesis is written within the program Industrial management and Innovation, at 
Uppsala University. The scope of the course was 20 weeks during spring 2015 and equals 30 
HP. The commissioners for this thesis are Uppsala University and Atlas Copco Tools and 
Assembly Systems GI Division (ACTA-GI).  
 
The aim of this thesis is to deliver a plan of action for how ACTA-GI can optimize the content of 
their global distributor portal that is still under development. By developing this distributor portal, 
ACTA-GI hope to improve the overall engagement in their sales channel as well as improving 
the communication towards their distribution partners.  
 
For investigating this, the researchers started by making a literature study within the areas of 
distribution and communication. As another part of the foundation for this study, the literature 
review was followed by an analysis of the current sales situation based on the financial ratios of 
2014. This financial analysis was carried out by comparing the revenues of different markets, 
their growth potential and the ACTA-GI market share within these markets.  
 
For understanding the situation of the players within the sales channel, three survey 
investigations were done targeting the Business Line Managers, sales personnel and 
distributors within the markets: USA, Central Europe, Eastern Europe, Western Europe, Nordics  
and China. The surveys were later followed by deeper interviews with respondents within the 
Central Europe- and China region. The China market was selected due to the size of the market 
and growth potential and the Central European region was selected for their previous 
experiences of using a distributor portal.  
 
This thesis also includes a cross-industry study with Volvo Trucks in Gothenburg. Volvo Trucks 
is a company with a similar sales strategy as Atlas Copco that is, to use external intermediaries 
such as distributors for making sales on a global scale. Volvo has been using an online 
distributor portal when working with their distributors for many years and was therefore 
considered highly interesting for finding inspiration and recommendations on the subject of 
communicating with distribution partners through an online portal.  
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1.1 Background 
The Atlas Copco Group is a global industrial group of companies that provide their customers 
with engineering products and solutions within four main business areas; Compressor 
Technique, Mining and Rock Excavation Technique, Construction Technique and Industrial 
Technique. The products vary from compressors, expanders, vacuum solutions and air 
treatment systems, hydraulic breakers and road equipment, generators, construction and mining 
equipment to power tools and assembly systems. The products are sold and rented under 
different brands through a worldwide sales and service network reaching more than 180 
countries, half of which are served by wholly or partly owned sales companies. (An example of 
Atlas Copco products are shown in figure 1) 
 
The business area in focus for this project is Industrial Technique, which is an area that 
provides customers with tools for industrial production. Atlas Copco’s Industrial Technique 
business area is a department that specializes in industrial power tools, assembly systems, 
quality assurance products, software and service. The business area seeks to develop solutions 
of sustainable productivity for customers in the automotive and aerospace industries, industrial 
manufacturing and maintenance, and in vehicle service. The main product development and 
manufacturing units are located in Sweden, France and Japan. 
 
Atlas Copco AB was founded in 1873 as AB Atlas by Edvard Fränckel, in cooperation with 
André Oscar Wallenberg. The mission statement of the company is to conduct, directly or 
through wholly or partly owned companies, machine shops operating and rental of engineering 
products and related business. The headquarter is based in Stockholm, Sweden and the 
company has, as mentioned earlier, a global reach spanning more than 180 countries. In 2014, 
Atlas Copco AB had revenues of BSEK 93,7 (BEUR 10,1) and more than 44 000 employees. 
Atlas Copco is operating in a B2B segment and approximately 80% of the sales are towards 
end users. In 2014, the United States was the company's largest market, followed by China. 
The firm's shares are listed on the OMX Stockholm stock exchange. 
 
 

 
Figure 1, products by the “Mining and Rock Excavation Technique” division 
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1.2 The industry - Industrial Technique 
The industrial manufacturing segment is rapidly growing and development of the manufacturing 
tools within the industry is required all the time. Nowadays, new and more innovative products 
within all areas, from electronics, mobile phones, aerospace to motor vehicles are coming as 
fast as the world is getting more competitive. Therefore, the tools which are used in 
manufacturing are required sometimes to follow the same rate of development and that need to 
transform is dependent on the industrial products. 
 
Atlas Copco is a global leader within the industrial production industry with the largest amount of 
market shares in different industrial production segments around the world. The variety of 
products within the industrial production industry is extensive, and there are a broad variety of 
competitors. The competitors of Atlas Copco can be different within different product areas and 
segments. As an example, some competitors of Atlas Copco may not be as successful in the 
overall market, but they can be specialized in one product area and thereby there can be hard 
competition against Atlas Copco in specific product areas. 
 
Within assembly tools, the major competitors are Apex and Stanley and within drills products, 
the main competitor is Apex. However, for products such as grinders, the main competitors are 
Top Cat and Ingersoll Rand. Their competitors are mainly the same worldwide and figure 2 
illustrates the seven main competitors in general within the industrial technique industry in the 
different segments. 
 
 
 

 
Figure 2, main competitors worldwide 
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1.3 The sales process 
In order to reach international customers and make sales on a global scale, ACTA-GI has a 
sales process that stretches through four main actors; the Atlas Copco headquarter in 
Stockholm, international Customer Centers (C.C.’s), local distributors and the end customers. 
(shown in figure 3)   
 

 
Figure 3, the chain of sales actors. 
 
The Customer Centers (C.C.) are affiliated companies of Atlas Copco who are strategically 
located to cover different markets around the world. The purpose of the customer centers is to 
create a base of organized sales in remote places in order to reach and understand the local 
markets. The customer centers are structured with a General Manager (GM) who is in charge of 
the overall sales, results and strategies. Depending on the size of the customer center, there 
are different structures of the underlying organisation. In a larger customer center, there are 
business line managers (BLM’s), each responsible for a sales force within their specific division 
(as shown in figure 4). In smaller customer centers, there might be only one business line 
manager responsible for all sales and strategies.  

 
Figure 4, the structure of a Customer Center 
 
The customer centers have two ways of making sales; 1. through direct sales (internal sales 
staff), or 2. through distributors (external actors). The purpose of using distributors is to reach a 
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different segment of customers. The sales staff at the customer centers are working with direct 
sales, which usually means fewer but larger clients. This type of sales require long term 
customer relationships where the sales staff has a deeper knowledge of their specific products. 
Distributors, on the other hand work with a broader range of customers where the orders are 
smaller and more varied. They can often be distributors for both Atlas Copco as well as for other 
companies with complementary products.  
 

1.4 Problem specification 
The communication between the different actors in the sales process is sometimes deficient. 
When news and information has to travel through several instances it can often be delayed or 
misinterpreted before reaching its target. As of now, for example, information about product 
releases and closing of product lines goes from the Atlas Copco headquarter, through the 
customer centers before reaching the distributors. This sometimes leads to distributors being 
misinformed and not up to date, where they might, for example, make orders for customers of 
products that are no longer available. The same goes for the information flow the other way 
around, where information, opinions and point of views of distributors never reach the 
headquarter and product developers. 
 
In 2014, ACTA-GI started the global “Channel Partner Portal” as a part of the Distributor 
Development strategic initiative, for the 2013-15 strategy period. As a result of this online portal, 
the company will have a global framework that allows for direct communication with distributors 
all over the globe. With limited experience within the Atlas Copco Group linked to the subject, 
there is a need to ensure that the tool is used effectively and efficiently to promote business and 
contribute to profit. 
 
The online distributor portal that is currently under development was influenced by an already 
existing, local, distributor portal used in Central Europe. The customer center in Central Europe 
saw a great need for a distributor portal a couple of years ago and started developing their own. 
ACTA-GI now wants to replace this local distributor portal with a new and improved, global 
distributor portal. 
 

1.5 Purpose and Question formulation 
By narrowing down the different issues discussed in the problem specification, a main purpose 
emerged, followed by more general research questions: 
 
Purpose 
The purpose of this master thesis is to investigate how ACTA-GI can improve the flow of 
information in the sales channel. The aim is to develop a plan of action for increasing the 
communication and engagement of the distribution partners by developing a global, online 
distributor portal.  
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Main question 
 

! How can ACTA-GI improve the engagement and flow of information between different 
players in the sales process by utilizing a global distributor portal? 

 
This broad main question aimed at investigating both the different factors that affect the 
engagement and communication within the sales process on a general level, as well as with an 
emphasize on the distribution portal. This more general question led to four sub questions: 
 
Sub questions 
 

! How can the communication between ACTA-GI and their distributors be improved? 
! What is missing in the selling process?  
! What affects the engagement and the motivation of the distributors? 
! Who should be responsible for updating and ensuring the content of the online portal? 

 

1.6 Approach  
In order to investigate these research issues, the different activities of this study were clarified 
and divided into several important stages. The following list was used as a guideline throughout 
the project and can be viewed as a descriptive timeline. 
 

! Mapping the current sales system 
- Analyzing who the different players are and how they are connected 

 
! Literature study 

- Marketing mix 
- Sales channels and distribution 
- Communication strategy 
- High vs low context culture 

 
! Current situation analysis 

- Mapping different markets and the existing Atlas Copco market share within these 
markets by analyzing sales figures  
 

! Data collection 
- Survey research 
- Interview study 
- Cross industry interview 
 

! Writing the report 
- Formulate a process for building global and local content 
- Formulate a strategy to engage customer centers to contribute locally 
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- Present an analysis of KPIs (Key Performance Indicator) to identify what impacts them 
and how an online distributor portal could affect the business development  

 

1.7 Risks  
At the beginning of this study, several potential risks were identified as more or less likely to 
occur when going through the different stages:  
 

! Customer centers not willing to disclose their current operations and workflow in the 
specific market and thereby not being able to come up with recommendations 

! Not being able to come in contact with the customers/distributors and thereby not being 
able to find out what the customers/distributors are missing within the selling process 

! Difficulty to find all the statistical data for the current situation analysis 
! Potential difficulties with satisfying the expectations of both ACTA-GI and Uppsala 

University, since both have different perspectives and different agendas 
! Project scope turns out to be too large 

 
Most of these risks turned out to be unfulfilled, but as anticipated, the project scope turned out 
to be too large.  
 

1.8 Scope 
The focus of this study was to investigate the flow of information within the ACTA-GI sales 
channels around the world, with an emphasis on the distributors. It was important to identify how 
the relationship between the different players in the sales channel could be improved and to 
come up with recommendations for the online distributor portal. This was going to be done by 
analyzing the existing systems within the China and Central Europe markets by using both 
quantitative and qualitative research methods. The scope also included a benchmarking with 
another successful industrial company based in Sweden. 
 
Since the project scope turned out to be too large, this study does not include any deeper 
qualitative investigation of the US, UK, Brazil and Nordic markets. Although these markets were 
identified as highly interesting, the scope only allowed for performing a quantitative survey 
investigation of these regions. 
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2. Literature review  

 
According to the Austrian philosopher Ernst Mach (Corvellec, 2013), theory is simply the 
systematization of empirical data, generalized and compiled in accordance with the principles of 
mathematics. In other words, it is a rational type of abstract and generalizing thinking, and the 
results of such thinking.  
 
The process of theorizing consists of activities like abstracting, generalizing, relating, selecting, 
explaining, synthesizing, and idealizing. These ongoing activities intermittently spin out 
reference lists, data, lists of variables, diagrams, and lists of hypotheses. Those emergent 
products summarize progress, give direction and serve as placemarker. (Weick, 1995) 
 
The literature review of this study is primarily focused on understanding different aspects of 
sales within the business to business segment. The literature study contains theories on how to 
effectively work with independent distributors and how to use the internet as a communications 
tool. The goal is to create a solid foundation for understanding the different company systems, 
company cultures and how sales channels work in terms of communication and to increase the 
overall engagement. By doing this, the theory is divided into two main areas; Distribution and 
Communication, with a short introduction of selling techniques.  
 

2.1 The revised selling technique - “selling mix”  
Through time, the effective selling methods have developed from closed and forceful selling 
techniques to more of a relationship selling approach (Schurr 1987). Relationship selling 
included securing, evolving and upholding long-term relationships with customers who are 
making profitable businesses (Johnston and Marshall, 2005). Leigh and Marshall (2001), says 
that nowadays the sales organization focus on the strategic use with an emphasis on the selling 
mission rather than just maintaining a sales force. According to Marshall, Moncrief and Lassk 
(1999), the sales organizations have a variety of selling methods to apply, so called the “selling 
mix”. The mix involves both the traditional sales forces but also includes telephone selling, 
national account representatives, part-time sales forces, internet selling and also selling through 
the use of partners.  
 

2.2 Distribution 

2.2.1 Working with distributors 
Any company that does not sell their products directly to the user must rely on independent 
middlemen (channel members) like distributors, sales agents or brokers. (Rosenbloom, 1978) 
When making sales by using middlemen, the different channel members are more loosely 
arranged and are thereby missing some of the advantages of a central direction. The absence 
of single ownership means that the benefits of a formal base are not realized, and thereby 
making the reward and penalty system not as precise or effective. (Rosenbloom, 1978) The 
different firms may also have different strategies and goals. The goal for any company is, of 
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course, to make profit, but some distributors may have product portfolios containing products by 
several different manufacturers, who all wants the distributor to favor their products. Because of 
these conditions, a special effort is needed if the manufacturer wants to achieve a highly 
motivated team of channel members.  
 
In order to better understand the process of making more sales by using distributors, one article 
proved to be very helpful. In the article “Motivating Independent Distribution Channel Members”, 
by Rosenbloom (1978), a general program is presented for motivating independent distributors 
to do a more effective selling job for their manufacturer. The program in three short steps is as 
follows: 
 

1. “Finding out the needs and problems of the channel members.  
2. Offering support to channel members that is consistent with their needs and 

problems.  
3. Providing the necessary leadership to institute the motivation programs.” 

  
These steps may seem obvious, but is often neglected. Before a manufacturer can successfully 
motivate their channel members, they need to know what the channel members want from the 
relationship. They may perceive needs and face problems that are quite different from those of 
the manufacturer. (Rosenbloom, 1978)  
 
According to McVey (Rosenbloom, 1978) there are three important aspects to bear in mind 
when working with distributors: 
 

1. “The middleman is not a hired link in a chain forged by the manufacturer. 
2. The middleman acts primarily as a purchasing agent for his customers, and only 

secondarily as a selling agent for his supplier! He is interested in selling any 
product which these customers desire to buy from him. 

3. The middleman attempts to weld all of his offering into a family of items which he 
can sell in combinations, as a packaged assortment, to individual customers. His 
selling efforts are directed primarily at obtaining orders for the assortment, rather 
than for individual items.” 

 
McVey suggest that manufacturers are often unaware of the needs and problems of their 
channel members. In the article (Rosenbloom, 1978) he describes a scenario where a 
manufacturer lost two of its key distributors. The company had products of high quality and wide 
acceptance, but the distributors thought that the “turnaround order-time” was too long and too 
varied. When they could not count on having a consistent and reasonably short period between 
placing an order and receiving the goods, so the distributors chose to leave for another 
competitor. This shows how important it is for a manufacturer to develop concrete and practical 
approaches for finding out what kinds of needs and problems their channel members are facing. 
(Rosenbloom, 1978)  
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In the article, Rosenbloom (1978) suggests two practical approaches for the manufacturer to 
obtain information concerning the channel members needs and problems: 1. research studies 
by outside parties, and 2. distributor advisory councils. Rosenbloom argues that surveys 
designed and executed by an independent research supplier, who is not a member of the 
channel, are often necessary in order to obtain complete and accurate data on channel 
members problems and needs. 
 

2.2.2 Selecting distributors 
When a manufacturing company use independent intermediaries, such as distributors, for 
making sales, the handling of those intermediaries is of great importance. The manufacturer 
needs to select the intermediaries with care, and also to continuously work on maintaining a 
good and mutually beneficial relationship. (Shipley, 1984) 
 
Shipley states that like any chain, a channel of distribution is no stronger than its weakest link or 
than the effectiveness with which any two links interlock. Intermediaries diverge in quality of 
their product and market knowledge, they also have different market coverage and sales force 
capabilities. The development of good working business relationship with intermediaries takes 
much time, so depending on mediocre channel members may be costly and can place the 
manufacturer at a serious competitive disadvantage. In order to prevent this, the manufacturer 
must first select the intermediaries that best serve his needs, products, markets and customers. 
In order to attract capable middlemen, the manufacturer also needs to provide sufficient 
inducements to ensure that they act and continue to act in his best interests. (Shipley, 1984) 
 
A successful working relationship is often depending on thorough definition of a marketing 
strategy and careful role definitions. The functions to be performed must be clearly understood 
and the margins established must reflect the cost to the distributor of performing them well. 
Partnerships can be enhanced by identifying and offering value added services. These entities 
exhibit strong market power and customer loyalty. In doing so, they are able to perform more 
functions for both the manufacturer and the end user. (Nevins and Money, 2008) 
 

2.2.3 Motivating and engaging distributors 
Manufacturers may need to engage particular middlemen to help new product launches and 
market penetration or when products enter a new stage in their life cycles, when buyer 
behaviour changes or even when competitors’ distribution strategies change. A middleman's 
product knowledge will influence his/her awareness of product applications, customer 
requirements, before and after-sales service needs as well as special inventory, packing and 
delivery arrangements. (Shipley, 1984) 
 
In order to motivate the distributor, it is important to understand the needs, problems, 
expectations, plans, ideas and opinions by bringing together responsible personnel of both the 
manufacturer and his middlemen. In a study presented by Shipley (1984), it was discovered that 
personal contact is the most reliable communication between the distributors and 
manufacturers. This personal contact includes visits by manufacturers and/or intermediaries, 
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conferences and meetings. The study also concluded that the intermediaries were highly 
motivated by manufacturer's’ willingness and ability to provide them with appropriate support.  
 
An important conclusion from the study was that attractive financial incentives were the most 
effective method for motivating intermediaries. The second ranked variable was effective lines 
of communication and the third rank variable was training for their employees. The fourth ranked 
motivating device was the provision of local advertising or promotions and in fifth place were 
threats to discontinue dealings. The arguments of this section lead to the view that, in general 
terms, channel members can be motivated in four main ways. Specifically, by assuring them of 
attractive financial rewards, effective two-way communication, sales and management support 
and a continuous future business relationship.  
 
From a study by Ingram et al (1992), it was found out that the most important factor for ensuring 
a salesperson’s success is “ good/positive attitude” and the second most important was “proper 
training”. In third place came “good work habits/hard work” and the fourth was “motivation/self-
motivation”. Ingram et al (1992) discussed that the most significant in contributing to failure can 
all be influenced by sales management through training and motivation. The salesperson can be 
taught to become a better listener, how to set and concentrate on top priorities, determine 
customer needs, plan and execute and effective sales presentation. The authors meant that 
training can enhance salespeople’s knowledge of the product or service, rather than sending 
them into the field unprepared. A salesperson’s lack of effort might be reversed by better pay, 
promotion, or recognition. If the deficiencies are recognized, they can be corrected through 
proper training, motivation and supervision. 
 
As Narus et al (1988) stated that field support and promotional support provided to distributors 
enhance their performance in the customer marketplace. Elements of an effective field support 
system would include capability-building training programs and the provision of ongoing 
technical support and customer problem-solving assistance. 
 

2.3 Communication 

2.3.1 A balanced communication flow 
Communication behaviors are an important factor in the development of channel relationships 
and assessments of relationship quality. On the other hand, it is also possible that a high 
frequency of contact between channel members could result in information overload (Farace, 
Monge and Russell, 1977; O’Reilly, 1980) or an annoyance factor, lowering perceptions of 
communication quality. Receiving information when it is neither needed nor desired can lead to 
feelings of frustration, and in some cases may even make confusion (Daft and Lengel, 1986).  
 
When communication flows are planned, structured, and routinized, intermediaries and 
manufacturers know what to expect in terms of communication behaviors. Hence, they may feel 
that more structured communication is more timely, definite and complete than less structured 
communication. Moreover, more formal communication, by structuring and routinizing 
communication flows, can contribute to the distributor’s sense of the information as complete.  
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Perceptions of low quality communication could leave distributors feeling frustrated and 
prevented in their ability to effectively represent manufacturers’ products. Hence, when dealers 
perceive that communication is of lower quality, they are likely to be less satisfied with 
communication. (Jakki and Ravipreet, 1995) 
 

2.3.2 Cultural differences in the communication flow 
Theories which were also interesting for this study were scientific articles concerning cultural 
differences, particularly in different ways of communication. Culture can be one of the main 
issues when managing and organizing the communication systems and workflow in a company, 
since it can look extremely different in different countries and cities. Therefore getting 
knowledge within how the culture looks in different countries would be a necessary aspect when 
analyzing the many distributions channel companies of Atlas Copco around the world. 
 
Hall (1990) classified low- and high context dichotomy which provides a simple two-category 
basis for grouping the culture of many different countries to help understand the hidden codes in 
communication. In low context cultures, most of the information flowing between sender and 
receiver is retained in the message itself. Consequently, the message needs to be explicit and 
detailed because each party will rely almost merely on the information comprised in the 
message itself. However, in a high context culture, less explicit and detailed information is 
carried in the message itself. Instead, the sender and receiver rely more on the context of the 
communication process to extend the message. This means that the human element and 
personal relationships tend to play a much significant role in communication in high context 
cultures. Consequently, it may have an impact on how many messages are sent between 
marketing channel partners to achieve effective communication (frequency of communication) 
as well as the type of the messages themselves. Commonly cited examples of countries 
characterized by low context cultures are the United States, Germany, and Switzerland. 
Examples of countries with high context cultures are Brazil, China, Japan, and Mexico. 
 
As a result, marketing channel members from one culture may require much more frequent 
messages to effectively communicate with their channel partner than channel members in 
another culture in order to reduce cultural distance. A study by Rosenbloom et al (2003) found 
out that much of the promise of B2B e-commerce on a global scale is dependent upon the 
efficiency that can theoretically be gained by electronically linked channel participants. Internet-
based e-commerce would compensate all of these people-centered communication processes. 
Once such electronic networks are in place, with the adequate electronic marketplace system 
and B2B software, smooth and continuous flows of products from any given country to another 
would occur ‘‘automatically’’ based on virtually perfect flows of communication through the 
electronic networks. In such a world, good communication is dependent solely on having the 
right technology in place to traverse the distances separating channel participants in different 
countries. The author claimed that, 
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“Variations among nations, and their peoples stemming from different cultures would be 
irrelevant in such a scenario. If the cultural distance does exist, it would be erased or 
decreased by the power of the Internet.” 

 
If, or in what ways, the different cultures are affecting the flow of communication within different 
market regions of one single company, here Atlas Copco, is presented in section 4. Empirical 
Results. 
 

2.3.3 Using the internet as a tool for communication  
According to a nationwide survey in the article “Internet integration into the industrial selling 
process: A step-by-step approach”, it is concluded that the internet is the most widely used 
channel for communication with the customers (Long et al, 2007). The survey also concluded 
that the majority of the respondents perceived the Internet to be an opportunity for strengthening 
B2B relationships while also reducing business buyer servicing costs. The sales personnel play 
therefore a main role in interacting with prospects and buyers. Long et al (2007) also mention, 
 

 “If the sales personnel can use an online portal which contained information such as 
Customer relationship management data and related information in the buyer and selling 
process, it can usually make the face-to-face meeting with the customer more efficient.” 

 
This CRM data includes the customer’s history, dates of past visits, recent sales and complaints 
and key information from external sources into a call planning pattern. The sales personnel may 
have some preliminary contact with the customer and this can in order to help the sales 
personnel to gain understanding of the needs and set adequate call objectives of the customers. 
The initial two-way communication (online portal and also email contact) can make the 
upcoming face-to-face meeting more beneficent between the seller and the buyer. The authors 
also describe how the company Xerox is using a website system which could provide an on-site 
video that show the demos of the products between sellers and buyers. Long et al (2007) 
explains that selling firms use online website to help prospects reach the firm’s satisfied 
customers for their independent assessments. The firm may for example establish online user 
groups or forum that allow prospects to post questions and receive feedback through post or 
direct e-mail from their customer. The authors also mentioned that such feedbacks could be 
significantly valuable for purchasers that involve high risk, new technologies or long-term 
commitment. The authors also meant, 

 
“When the salespeople are using the computer system they can check the product 
catalogs easily, check inventory and place orders. This let the sale personnel to shift 
more time from paperwork to customer service and such automation efforts can lead to 
considerable improvements in the performance of the sale personnel.” 

 
Such online system can also help the sales personnel to check her/his result. If the company’s 
performance evaluation and compensation system are integrated with its CRM system, then the 
salesperson’s record could be updated with each sale. On-going real time measures of the sale 
personnel’s performance such as account penetration, average order size as well as key 
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compensation measures such as percent of quota achieved and ranking in sales contests are 
underway. This method can provide the salesperson with fast feedback on his/her overall 
achievement. The internet can facilitate coordination between team members by providing a 
simple forum for communication and information exchange.  
 
The study also concluded that if the information and analytical tools will help the sale personnel 
to work more efficiently by providing option for better communications, outsourcing and 
automation and by that sales personnel can also receive faster feedback on performance and 
compensation. The conclusion is that as long as using the internet system increases, the sales 
personnel effectiveness increases and thereby will the buyer’s satisfaction increase. Since if the 
buyer finds that the selling firm provides more satisfaction with greater efficiency, then it follows 
that the buyer will be interested to continue the seller and buyer relationship. Therefore, the 
customer retention will increase if the buyer’s efficiency and satisfaction increases. The account 
penetration will also increase since the internet system allow the sales personnel to have more 
time available to develop the potential in his/her territory and his/her efforts to develop that 
potential should be more productive. There should be an improved financial performance since 
the internet system leads to improve efficiency and thereby should reduce overall selling costs. 
Meanwhile if the internet system increases the account penetration and customer retention, 
then it should result in improved revenue. 
 
Swift (2001) also agree that a lot of marketing and sales strategy nowadays wheels around the 
building, maintenance and use of database marketing. Since the organization nowadays has 
broad customer knowledge, complete history of purchasing, past and present needs and even 
the anticipation of what would benefit the customer in the future. Therefore organizations are 
spending substantial resources and money constructing databases that will allow the firm to 
better serve the customer base. The capability for enhanced knowledge management has been 
facilitated in part by the increased availability and use of technology by salespeople. Swift 
stated, 
 

 “Database and knowledge management have made selling more professional and 
made sale personnel more relevant to their customers’ businesses and understanding 
their need and thereby build long-term relationships rather than repeat sales with each 
customer”. 

 
The main point in introducing the Internet into the channel mix is understanding what customers 
in each channel value and whether the current channels are meeting these needs and 
expectations. (Webb, 2002) 
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3. Methodological Approach 

 
Before deciding which methodological approach to devote in a research, there are many factors 
to consider. It is important to choose suitable methods based on the purpose of the study and 
the research questions.  
 
In this study, a quantitative approach was first applied, followed up with a qualitative approach. 
The reason for the quantitative approach was to get a more general understanding of the 
current situation by examining which markets and customer center to further investigate and 
thereafter get a deeper qualitative analyze. The selling process is complex, and there is 
therefore a need to conduct deeper personal interviews. 
 

3.1 Quantitative Method  
For getting a more general understanding of the current situation within the sales channels, a 
quantitative analysis was made in the shape of a survey study. A quantitative research method 
is when the investigation has more of a systematic approach and the researcher applies 
statistical, mathematical or computational techniques when analyzing and collecting data. The 
questions used in a quantitative research are more narrow and specific in order to get data that 
can be translated into numerical forms such as statistics and percentages. By doing this, the 
researcher hopes to gather information that is unbiased and that can be generalized to some 
extent. A quantitative research is usually more deductive than a qualitative research, meaning 
that the research is based on previous theories that are tested by more systematic methods. 
The results of a quantitative research are more often measurable and easier to compare 
statistically. (Bryman, 2008)  
 
For this study, the quantitative analysis targeted at investigating the current situation and 
relationship between internal ACTA-GI personnel and their external distribution partners on a 
global scale. The intention was to find more statistical information of opinions concerning the 
sales process and potential improvement areas. The target was also to compare the different 
point of views and opinions of the internal- and external players in the sales channel.  
 

3.2 Qualitative Method 
In order to get a deeper understanding of how the different customer centers handle their 
distribution partners, and how the distributors themselves view their relationship towards Atlas 
Copco, a more qualitative approach was used. A qualitative research has a more interpretive 
approach. The questions are broader with more space for interpretations and deeper analyzes. 
The research is more directed towards understanding how or why something is what it is, rather 
than measuring and collecting statistical facts. The results of a qualitative research are specific 
for that particular situation and can’t be remade in the exact same way. (Bryman, 2008) A way 
to analyze the data collected in a qualitative research is to look for themes that describe the 
emerging patterns. When analyzing these results and patterns, it is important to understand the 



 
 

19 
 

bias of both the researchers and the informants, that is the different backgrounds and cultural, 
political and personal values of the participants.  
 
The qualitative part of this study consist of personal interviews with the internal personnel at 
ACTA-GI’s customer centers in Central Europe and China, as well as deeper interviews with 
various distributors in the China region. Also the cross industry study done at Volvo Trucks in 
Gothenburg was conducted with a qualitative approach. 
 
These qualitative interviews were made in both a structured and non-structured way. A 
structured interview indicates well formulated questions and detailed instructions when 
registering the data, while a non-structured interview is more of an open discussion. By asking 
questions in this way, it can be relatively hard to define the questions in advance. The workflow 
is called “interview-guide”, containing widely asked questions followed by some follow-up 
questions. The follow up-questions are used to narrow down the discussing. 
 

3.3 Descriptive and explorative directions 
To better distinguish the directions of research studies, Lekvall and Wahlbin (2001) have 
mentioned two directions when classifying a study, which are descriptive study and explorative 
study. A descriptive study is usually used more in quantitative studies and is relevant when the 
research questions are well specified. An example may be when mapping up the research, like 
investigating and describing different markets on the criteria of size, structure, competitors, 
market share, market growth etc. This direction only answer the question “how it is”, without 
explaining why. 
 
An explorative study features essential and fundamental understanding and knowledge of a 
problem which perhaps later on serve as basis for further studies. This direction is also known 
as a feasibility study and is often used for smaller research projects for testing suggested 
method before it will be used in the main study. 
 
In this case, the study disposes to be both a descriptive study and explorative study. The study 
started first by mapping up the current sales process and current markets in order to get an 
overview of the current situation, before investigating the improvements regarding to create 
better communication and increase engagement within all related players in the distribution 
channel. The researchers of this study needed to do a feasibility study in the previous stage by 
investigating the market size, market share, market growth in different markets because to 
decide what markets the researcher should further investigated on. In order to get an overall 
understanding and knowledge of the industry before entering the main study. The researcher 
also studied the current available products at ACTA-GI and the potential competitors etc. 
 

3.4 Inductive approach 
When collecting and analyzing the data for this study, the research was based on an inductive 
approach, rather than deductive. An inductive approach means that the theory is a result of the 
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research. In other words, the research, observations and data collection are done as a first step, 
after which theories are made based on the collected information. A deductive approach, on the 
other hand, is where the researcher starts out with theories on which they base their 
investigation. (Bryman, 2008) 
 

3.5 Case study and cross section study 
Lekvall and Wahlbin (2001) mentioned two major dimensions; case study and cross section 
study. A case study intends in-depth researches with description of a specific situation or 
problem.  Regarding to this study, a qualitative case study was executed in terms of a 
benchmarking. This benchmarking study was done in order to investigate the practice of 
handling distributors in another company within another industry. This company was Volvo 
Trucks. By doing a case study, useful and general recommendations could be retrieved for the 
improving the online portal and handling of distributors. Another case study was also made in 
order to investigate the situation of an already existing distribution portal being used in the 
Central Europe region.   
 
A cross section study investigates a range of problems and search for cross sectional 
relationships. This type of study allows the researchers to generalize over a bigger group and is 
more commonly applied in quantitative, descriptive studies. A survey is one type of a cross 
section study. A cross section survey records and observe the reality passively, free from 
endeavoring to influence it of the study population. Cross-sectional surveys can be conducted 
using any sort of data collection, including questionnaires, video-interview, face-to-face 
interview and etc. In this study, a cross sectional survey study has been used in a cross-
sectional survey, respondents to the survey at one point in time are not intentionally sampled 
again, although a respondent to one administration of the survey could be randomly selected for 
a subsequent one. The chosen amount of respondents of the study could only carry out the 
questionnaire and conduct the personal interview at one time. 
 

3.6 The data collection of this study 
Lekvall and Wahlbin (2001) discussed that there are three different kind of data, primary-, 
secondary- and tertiary data. This study has mainly been used by primary- and secondary data. 
Primary data is data when the examiner collects directly from first hand experiences, such as 
through interviews, observations, and questionnaire. Secondary data reflects the already 
available and existed data, such as scientific articles, newspaper, magazines, website pages 
and the internet.  
 
In the pre-study, most of the collected data was secondary data. In this stage, the researchers 
also conducted nine non-structured interviews with product managers who were responsible in 
different segments and products at ACTA-GI. Through these interviews, the researchers got a 
brief introduction of the company and its industry, thereof also an overview of the current 
situation of the sales channel of the company. During this phase, the use of secondary data was 
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highly important to be able to create a base for this study. The secondary data were from 
literatures, books, brochures and Internet.  
 

3.7 Validity and reliability 
This section indicates possible sources of errors and allows the reader to judge the credibility of 
this study. All of the chosen methods have continuously been checked by the supervisor at 
Atlas Copco and the academic supervisor. The supervisors evaluated and commented the 
chosen methods and also provided valuable advises. 
 

3.7.1 Validity 
Bryman (2008) explained that validity is whether the methods of measurement are truly 
measuring the proposed attributes and values and determine if the conclusions are related to 
the quantitative and qualitative analyzes. Credibility, transferability, dependability and 
confirmability are questions that a researcher need to consider when assimilates the validity of a 
study. 
 
The selection of the respondents was primarily based after have been analyzed the most 
profitable and less profitable markets of the Industrial Technique division. The respondents did 
not constitute the whole population of the sales personnel, distributors and Business Line 
Managers, but most probably presented the population’s opinions in the interested markets. The 
received data was compared and discussed with other sources and was then re-checked with 
ACTA-GI’s personnel.  
 
Due to the time-limitations, the surveys, video-interviews and personal interviews were 
conducted in English and Chinese. It may have caused different understanding of definitions 
and terms if the survey and interviews were conducted in the respondent's’ mother tongue or in 
the language the respondents’ are most familiar with.  
 

3.7.2 Reliability 
According to Bryman (2008), reliability concerns whether the result of the data collection will be 
the same if the data collection is conducted again or if the study is affected by temporary 
conditions. The clearer the questions are, the more unitarian data-collection procedure which 
may possibly result a higher probability of attaining reasonable reliability. 
 
The changing attributes of the respondents when conducting the interviews may concern the 
reliability of this study. The interviews all started with an introduction of this study and a 
presentation of the researchers as an external and neutral part. The reason behind that was to 
promote the respondents’ interest and motivation for answering the questions and furthermore 
reduce the respondents’ reservations. 
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3.8 Bias 
An important factor that may influence any sort of investigation is the bias of the different parties 
involved. By “Bias” we mean the partial perspective, or point of view, of the researchers and 
informants participating in the study. These point of views are shaped by the cultural, political 
and personal values of the participants and may affect the outcome in different degrees. In 
order to prevent for biases to affect the study, it is important to reflect on what kind of value 
foundations are in place and to try to identify the biases for both researchers and informants 
before the interviews. Being aware of the different biases and value foundations can help in 
viewing the information and the informants more objectively, rather than making generalizations 
based on assumptions. (Bryman, 2008) 
 
In addition to researchers and informants, there were also two different types of commissioners 
affecting this investigation. The two different commissioners were the University of Uppsala, 
represented by one supervisor, Rickard Grassman, and the course coordinator Håkan Kullvén. 
The other commissioner was the company Atlas Copco (the ACTA-GI division), here 
represented by the project mentor Wojciech Wroblewski. The two commissioners had different 
objectives and may thereby have influenced the research in different ways. The objective of the 
University was to produce a scientific article that “contributes to the academic world and carries 
the knowledge and science of industrial engineering forward”. The objective of ACTA-GI, on the 
other hand, was to investigate inefficiencies and to develop underlying material for improvement 
in order to increase sales and profits.  
 
One big, possible advantage for ACTA-GI to work with external investigators, in this case 
students, was to have a clear set of eyes viewing potential strengths and weaknesses of the 
sales system. Internal employees and external actors have different biases, with different 
experiences and different previous knowledge of the company and the existing sales system. By 
using external actors, new thoughts and strategies could be developed without being influenced 
by the same assumptions that might otherwise have been effecting the investigation. 
 

3.7 Ethics 
Something that is important to take into consideration when doing empirical studies is how the 
different approaches and methods will affect the respondents, both the external parties and the 
employees within the organization itself. Bryman (2011) advocates that integrity, free will, 
confidentiality and anonymity are essential matters when it comes to ethics towards the 
participants in the study. 
 

3.7.1 Potential ethical dilemmas 
At the beginning of this study, the researchers were concerned that some ethical complications 
could arise, particularly regarding the qualitative part where internal personnel at the customer 
centers would be asked about their current operations and views on workflow. Some of the 
personnel at the customer centers could be reluctant to respond sincerely to the qualitative 
study of discussing potential efficiency improvements within the sales channel. The concern 
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was that the respondents could be afraid of getting penalized or perhaps even scared of losing 
their employment if there would be any organizational changes in the customer centers. Also, 
many of the customer centers had their workflow designed by the personnel working at that 
particular site, and these rules and attitudes had been accepted for long time by employees at 
all levels. The challenge was therefore to focus on how the potential improvement could 
contribute to better performance levels and improved recognition of customer centers. However, 
this concern seemed unlikely to happen since the company culture at Atlas Copco has a 
different structure. In Atlas Copco, the personnel is valued as a “resource”, and when one 
resource is becoming available, then a new purpose is found to that resource. In other words, 
when one employee is no longer needed for a specific task, then a new task will be assigned for 
that employee. The challenge was to access the data in a neutral way and to anonymise the 
respondents when needed. This meant compiling well thought out interview questions and 
giving the respondents clear information about the purpose of the study.  
 

3.7.2 Ethical aspects during interviews 
During the interviews of this study, research ethics was continuously taken into consideration. 
According to Bryman (2013) the ethical aspects should be taken into consideration throughout 
the entire interview study, from the purpose of the study to the writing of the report.  
 
This study comprised various interviews with internal sales- and communication personnel and 
Business Line Managers at ACTA-GI, as well as a cross industry study and interviews with the 
external stakeholders in the sales channel, the distributors. According to Bryman (2011), there 
are four ethical principles that are to be taken into consideration during any sort of interview; 
“Informationskravet”, “Samtyckeskravet”, “Konfidentialitetskravet” and “Nyttjandekravet” (in 
english: the information requirement, the requirement of consent, confidentiality obligations and 
utilization requirement).  
 
 “Informationskravet” (the information requirement) implies that the researchers should inform 
the respondents of the purpose of the study. This requirement also includes clarifying that their 
participation is voluntary, and that they can choose not to answer a question or to discontinue 
the interview at any moment. The respondents are also to be informed of each step in the study. 
(Bryman, 2011) 
 
The so called “Samtyckeskravet” (the requirement of consent) means that the respondents must 
have the right to decide whether to participate in the interview process or not. They should not 
feel any obligations towards either the study itself, nor to the researchers. They must feel secure 
in knowing that whether they choose to participate or not, it will not affect them in any way other 
than contributing to a good cause. (Bryman, 2011) 
  
The “Konfidentialitetskravet” (confidentiality obligations) implies that the collected data and 
information provided by the respondents should be treated as highly confidential. (Bryman, 
2011) In order to make sure no confidential information would be published without the consent 
of the respondents, all respondents were informed of what the information would be used for, 
and that nothing they said would be used without their consent. In this thesis, the researchers 
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also asked permission to record and fully transcribe the interviews before starting the interviews. 
During all of the interviews that were recorded, transcribed and later used in this report, the 
ethical aspect of anonymity and confidentiality was considered. The recorded files and 
transcriptions were saved only in the ACTA-GI’s work laptops and the researchers’ private 
laptops in order to protect the respondents and to make sure that all the collected information 
was carefully handled.  
 
Furthermore, anonymity of personal information was considered both while writing the report, 
and during any personal interview. Merriam (2009) stated that all kind of interview methods can 
be problematic since the respondents may want to keep his/her privacy, it is especially 
important to consider when analyzing the data of the personal interviews.  
 

“Analyzing data may present other ethical problems. Since the researcher is the primary 
instrument for data collection, data have been filtered through his or her particular 
theoretical position and biases”. 

 
In addition to keeping the personal information of the respondents confidential, the researchers 
also applied the utilization requirement, (in swedish “Nyttjandekravet”). This means that the data 
collected during this study was only used for the purpose of this particular study, and that the 
information was not given away for any other purposes.  
 
As mentioned before, the interviews all started with an introduction of the study and an 
explanation of the researchers as an external and neutral part. The reason behind that was to 
promote the respondents’ interest and motivation for answering the questions truthfully and to 
reduce the respondents’ reservation. 
 
In this study, a less demanding observation of the company culture in the customer centers was 
conducted, but here the researchers only conducted a minor analysis on the observations. The 
observations could also be discussed if they were completed in an ethical correct way. Did the 
personnel being observed know that they were observed, and did they know that how they 
interacted in the observed event could be used in the study? To mitigate these ethical issues as 
much as possible, the researchers made sure to inform what the purpose of the study was 
about and what it was going to be used for. Besides, observation is reflected to being used in 
big entity, such as department or a company and not on a personal level. Therefore, less 
personal consequence might arise. 
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4. Empirical Results   

 
In the following section, the empirical result of this study is presented.  
 
At first, an economic analysis of the different markets and the ACTA-GI market share within 
these markets was made in order to provide an overview of the current situation. This analysis 
later served as a stepping stone for understanding the differences between the markets and for 
evaluating what markets were most interesting for further analyses.  
 
The section also includes a survey study consisting of two different types of surveys, targeting 
the internal sales personnel at ACTA-GI and the distribution partners in six selected markets. In 
order to get a deeper understanding, the surveys were later followed up by phone- and face to 
face interviews with respondents in two of these markets. 
 
This section also presents the results of a cross industry study done at Volvo Trucks, where the 
main focus was to investigate how a company with a similar distribution system utilized their 
online distribution portal to enable a better flow of information in their sales channel. The cross 
industry study also aimed at investigating how Volvo Trucks work with improving the relationship 
towards their distribution partners, and how they work with increasing their engagement.  
 

4.1 Analysis of the ACTA-GI Markets 
In order to investigate how to optimize the current sales strategies, an initial situation analysis 
was made. This analysis aims to investigate the overall sales situation, both within the company 
itself and with a broader perspective comparing different market sizes. This analysis is based on 
the ACTA-GI sales figures in 2014 for the total revenues of the different international markets, 
the ACTA-GI market shares within these markets and the revenues per employee at different 
customer centers. (To view the table of financial comparisons, go to appendix 1. Economic 
Analysis) 
 
Criteria: 

! Market size (Current size and growth) 
! The Atlas Copco market share (Current size and growth) 
! Profitability (revenue per employee) 

 

4.1.1 Market size 
When adding up the total revenues of the different markets around the globe, three markets 
stood out as considerable larger than the rest. These were: USA (3 825 132 K SEK), Central 
Europe (1 688 103 K SEK) and China (1 764 000 K SEK). 
 
Other relatively big markets were also: Canada (423 813 K SEK), Mexico (618 834 K SEK), 
Brazil (562 888 K SEK), Nordics (509 120 K SEK), South West Europe ( 623 084 K SEK)  and 
Australia (567 757 K SEK). These nine markets were selected for further investigation. 
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4.1.2 Market share 
After investigating the different market sizes, the ACTA-GI market share within these markets 
were also a factor we included when analyzing the global markets. Out of the nine selected 
markets, ACTA-GI had a bigger market share in: USA (14%), Brazil (15%), Nordics (30%), 
South West Europe (27%), Central Europe (20%), China (14%). (For a financial chart, go to 
appendix 1. Economic Analysis) 
 
The markets where ACTA-GI had low markets shares were: Canada( 9%), Mexico (8%) and 
Australia (6%). 
 
Another interesting factor to consider was whether the ACTA-GI market share had grown or 
shrunk in these markets. The selected markets which have decreased in market share were: 
USA (-3%) and Central Europe (-1%). The decrease in Central Europe was relatively small and 
rounded up to -1%, but could be considered to be stagnant.  
 
On the other hand, in some of the markets the ACTA-GI market share had increased, these 
were: Canada (+3%), Brazil (+3%), Nordics (+2%), China (+2%) and Australia (+2%). 
 

4.1.3 Revenue per Employee  
Another important factor to take into account when analyzing the markets is the general revenue 
per employee for each market. Out of the countries above, the markets with highest revenue per 
employee were: Russia (16 701) and India (16 193), followed by: Nordics (4 795), China (2 802) 
and Brazil (1 339). 
 
We also thought it would be interesting to highlight the markets with the lowest revenue per 
employee, which were: Central Europe (500), South West Europe (522) and Mexico (416).  
 

4.1.4 Summary 
The biggest market, USA, is almost twice as big as the second and third size markets. That in 
itself makes the American market highly interesting. ACTA-GI had a 17% market share of the 
American market in 2013, but have lost ground by 3% in 2014 and now has a market share of 
14 %, why is that? The market as a whole has grown, but ACTA-GI is losing more orders. The 
revenue per employee was 898 (in 2013), which is about average compared to other markets. 
 
The second biggest market is China, where ACTA-GI has a relatively big market share. China 
has also increased by 2% within market share from year 2013 (12%) to 2014 (14%).   
The revenue per employee was 2802 (during year 2013), which has one of the most excellent 
number comparing to the other markets. This means that the China market is efficient when 
using their resources. Or is there any other reason behind why they have such high revenue per 
employee? Orders received is also gradually growing since the year 2014. Concerning to these 
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data, we consider this is an interesting market to investigate further since it is the second 
biggest market and we consider that China still has growth potential. 
 
Within the third biggest market, the Central European market, ACTA-GI has a large market 
share of 20% (2014). Their market share has been quite stable since 2013. This looks like a 
good, profitable market, but their revenue per employee was only 500 in 2013. Is this because 
they have too high salaries or too many employee? Or is it required in order to keep the level of 
market share on this highly evolved and competitive market? What makes the central European 
market extra interesting is that they have had an online portal with information for their 
distributors since four to six years. It would be interesting to find out if this has had any affect on 
their sales and what the parties involved think of this way of gathering and distributing 
information. Their experience and point of views concerning the online portal could be very 
valuable.  
 
Nordics is another market which is interesting for further investigation, partly because of the 
market size is relatively big and the market has the biggest market share (30% in year 2014) 
comparing to the other global markets. The market share has also increased with 2% from year 
2013 to 2014. We consider that Nordics is a stable market concerning to the big market share 
but also the revenue per employee is surprisingly significantly high. What is the reason behind 
that? Since the salaries is quite high in Nordic countries. Is it because the organization is 
managed in an efficient way? Other parameter, such as the level of order received has been 
stable since year 2012.  
 
The Brazilian market is also interesting. The market itself is quite big, and the ACTA-GI market 
share is 15% (2014). This is an increase of 3% since 2013, despite the fact that the overall 
Brazilian market has shrunk by 10% from 2013 to 2014. They also have a revenue per 
employee at 1 339, which is highly above average. It seems like they are doing something right, 
and it would be interesting to find out what. 
 
When analyzing the revenues per employee, two markets, Russia and India, stood out with their 
extraordinary high numbers of above 16 000 (compared to for example Central Europe with 
500). When investigating this further, it became evident that these numbers were only a one-
time occurrence. They were the results of one single order that had been worked on for many 
years. Apart from this specific order, these markets were quite small.  
 
In conclusion, the following markets were chosen for further investigation: USA, China, Central 
Europe, East Europe, Nordic and the UK. The UK was chosen because of their specific interest 
in developing a distributor portal. According to Wojciech Wroblewski, the UK “had been crying 
for this for years!”. In the economic analysis the UK market got less attention since the total 
revenue of the market was quite small, but this is not so surprising since the region is smaller 
than, for example, the US and China. The ACTA-GI market share in the UK region was 30% 
(with no particular change between 2013 and 2014) and the revenue per employee was quite 
low, at 495. An online distributor portal could perhaps prove to be very helpful for improving the 
revenues per employee. 
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4.2 Survey investigation 
 
As mentioned in the methodological approach, a survey is a quantitative method of finding 
information on a larger scale. In this project, there were initially three different types of surveys, 
targeting different parts of the sales channel. One set of survey questions was sent out to the 
business line managers (BLM’s) at the different customer centers around the world. Another set 
of survey questions was sent to the sales personnel at the different customer centers and a third 
set was sent out to the distributors. All three types of surveys were written in English and sent 
out to five of the selected markets (USA, Central Europe, UK, East Europe and Nordic). Copies 
of these surveys were also translated into Mandarin in order to be sent out to the China region. 
Unfortunately, the response rate of the BLMs survey was low and they have therefore been 
excluded from this study. The following conclusions are based on the statistical survey results 
presented in appendix 2. Survey Results. 
 

4.2.1 Survey results – Distributors 
The total response rate of the distributor survey was 32% (38 responding), where the majority 
(46%) of the respondents were located in the United States and the second largest group of 
respondents was represented by distributors located in Central Europe (24%). 
 
General background information  
In order to better understand the competition situation of the different vendors connected to the 
distributors, the distributors were asked what % of their total turnover that was generated with 
Atlas Copco offering. Surprisingly to us, 30% said that only 10% or less of their total turnover 
was generated by Atlas Copco sales. 48% of the respondents said between 25%-50% of their 
turnover and 24% of the respondents had above 75% of their turnover generated by Atlas 
Copco sales. (For statistical charts, go to appendix 2. Survey Results)  
 
This means that 78% of the distributors have less than 50% of their turnover generated by Atlas 
Copco.   
 
The respondents were also asked how easy they thought it was to sell Atlas Copco products 
compared to their other vendors, and 50% of the respondents said very easy or somewhat 
easy. 24% said somewhat difficult or very difficult. Many of the respondents left comments for 
this question, saying that the high price was an issue.  
 

“Some customers are unwilling to pay premium pricing even for superior products” and 
“our customer base does not always recognize and/or justify the high quality and high 
cost”. (for more comments, see question 12, appendix 2. Survey Results) 

 
The respondents were also asked how profitable it was for them to sell Atlas Copco products 
compared to their other vendors, and only 6% said somewhat unprofitable. No one (0%) said 
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very unprofitable. 50% said in between and 41% said somewhat or very profitable. In this area, 
Atlas Copco seems to be keeping the distributors quite satisfied. 
 
Flow of information 
In order to understand the wants and needs of the distributors, they were asked to rank what 
kind of information they were usually looking for when they were contacting their customer 
centers. Primary, the distributors were looking for product availability (stock information) and 
secondary they were looking for product information. In third place came prices. Many 
distributors were also looking for technical support and for demo products. 
 
In order to get this information, most distributors (63%) were currently making phone calls. 
Other common ways of getting the information was through an online website (45%), by mail 
(42%) and through personal meetings (32%) (question with multiple choice). But when asked 
how they would prefer to get the information, 55% said that they would like to get it through an 
online website. Here the all three options, personal meetings, phone call and mail, came in third 
place (~32%). 76% of the respondents said that they were very satisfied or somewhat satisfied 
with the current ways of communication with Atlas Copco. 
 
Level of satisfaction 
One important mission with the survey was to investigate how satisfied the respondents were 
with Atlas Copco in comparison to their other vendors. 86% of the distributors claimed to be 
very satisfied or somewhat satisfied with Atlas Copco (33% vs. 53%) and only 8% answered 
that they were very dissatisfied. This high level of overall satisfaction shows that Atlas Copco is 
already outshining their competition in many ways, but there are still areas that could be 
improved.  
 
The question of satisfaction was followed by a comment box saying: “If we are not as good as 
your vendors, where can we improve?”, where the responses gave some good insight into what 
areas they considered being in the need of improvement. Some of the most interesting answers 
are listed below: 
 

“1. Better Information flow, 2. Standard Products are not stable in Quality, 3. Software 
updates are not better that the older Software.” 

 
“Terrible communication. My company has trouble viewing pricing on atlas connect. I've 
had trouble getting timely responses on pricing and availability.” 

 
“Notification of product changes, new offering, ect.” 

 
“Price is too high. Delivery of product could be better. Warranty claims need to be 
handled much faster. That is when the customer is watching the most. And we don't 
want to piss them off twice.” 
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“The Atlas Copco representatives that have been assigned to Iowa have not understood 
distribution, to not make an effort to work cooperatively, and make promoting the Atlas 
Copco line very difficult.” 

 
This may sound like the distributors were quite dissatisfied, but there were also positive 
comments: 
 

“Very satisfied. Atlas is continuously improving product at a rate higher than other global 
players. This is most important. Recent acquisitions also help by giving our salesmen 
new products to focus on which keeps them from being complacent. A bored salesman 
is our worst fear.” 

 
Later on in the survey, the distributors were also asked how comfortable they felt with their level 
of technical knowledge of the Atlas Copco products. The result was that 84% of the distributors 
claimed to be very comfortable or somewhat comfortable. This shows that the distributors 
themselves are quite contempt with their technical knowledge. But when asked how often they 
felt misinformed, or that they were missing information, 16% of the respondents said frequently 
and 37% said sometimes. Only 26% said rarely and 3% almost never. Some of the respondents 
left comments on this, saying that they were missing information about withheld deliveries, and 
with product problems. One respondents said:  
 

“Corp pricing agreements and lack of communication/clarity on these is a consistent 
problem”.  

 
Online portal 
In question 16 the respondents were asked what features they would like to have on an online 
portal. The answers were quite varied, but primarily the respondents wanted to have product 
information and secondary product availability. In third place came prices, technical support and 
demo products, but also here the answers were varied. What information the respondents 
wanted seemed quite different from person to person. There were also some comments from 
respondents who wanted information about discontinued items, service alerts, software 
upgrades and replacements for old items. 
 
The respondents were also asked how they would like to be notified about news, updates, etc, 
and 97% said through email.  
 
Comments 
As a final part of the survey, the distributors were asked more generally what they thought could 
be improved within the current sales process. Except for general comments, like more updated 
news, product information and stock availability, some said: 
 

“Better contact the seller with a distributor. At least once every three months together a 
summary of sales.“ 
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“Product rollout is premature on occasion leaving us selling before available. Definitive 
availability is necessary.“  

 
“As indicated...changes occur without communication to us they have happened. That 
should be improved. I believe the benefit to you would be to keep your products in front 
of our salesperson's minds. Discovering things like the addition of a handle when a tool 
shows up is quite embarrassing for them to have to explain to a user, when this could 
have been sold as a feature up front...perhaps even selling the additional item (handle) 
as part of the process.“  

 

4.2.2 Survey result - Sales personnel 

For the sales personnel survey, there were 19 Atlas Copco employees responding, where the 
majorities (63%) of the respondents were located in East Europe and the second largest group 
of respondents was represented by sales personnel located at customer centers in Central 
Europe (37%). (For complete surveys with response charts and diagrams, go to appendix 2. 
Survey Results) 
 
General background information 
In order to get a picture of the situation for the sales personnel responding to this survey, the 
first question was how many distributors each sales personnel was in contact with. The answers 
differed from 1 to 15, with an average of 6,4 distribution contacts per employee. When asked if 
the respondents thought that number of distribution contacts was more or less than ideal, 58% 
of the respondents said less than ideal and 42% said the same.  
 
Communication 
For the sales personnel’s survey, the respondents were asked in what way they preferred to 
keep in contact with their distributors by a multiple choice question, and 100% of the 
respondents said face to face. 79% of the respondents also chose by phone and another 79% 
said by mail.  
 
The respondents were also asked how satisfied they thought the distributors were concerning 
the current ways of communication with the customer center and Atlas Copco. 56% thought 
somewhat satisfied, 11% thought that the distributors were very satisfied and 33% thought 
neither satisfied nor dissatisfied.  
 
For question 9, the respondents were asked what information the distributors were most 
frequently looking for when contacting them. The answers were quite varied, but primarily the 
respondents thought that the distributors were contacting them for product information and 
technical support. After that came product availability and demo products. The rest of the 
answers were more varied.  
 
For question 11, the respondents were asked if they thought that there was any need to improve 
the ways of communication with the distributors and 78% said yes. Many of the respondents left 
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comments for this question, saying that there was a need for more training and more structured 
information towards the distributors/resellers. They specifically wanted more product trainings 
and more training in sales methods for their tools. The respondents were also highlighting the 
need for the use of as much local language materials as possible, saying that: 
 

“Use more leaflet with local language special campaign for distributors.” and  
“Contact person should always be native language speaker.” 

 
“Easier access to product informations. Like a cloud.” 

 
Additional portals 
Finally the respondents were asked if they thought that the distributors should have access to 
any other information source at Atlas Copco, such as a learning portal or a channel portal. Here, 
72% said yes, but the important source of information from this question was in the comments 
field. They all wrote about the importance of learning, and the need for the distributors to have 
access to a learning portal. One respondent said that: 
 

“They should have access to a learning portal, they should be treated in a way like an 
ACT salesman.” 

 
Other respondents wanted to feel like they could control the information by saying that:  
 

“All additional information should be given or related by us for better control.”  and  
“Learningportal, but under control of AFT Techniek.”  

 
 

4.2.3 Comparison of distributors and sales personnel 

An interesting finding when analyzing the distributor surveys was that the distributors had such 
a big portion of their sales generated by other vendors than Atlas Copco.  Fortunately, 86% of 
the distributors were satisfied with Atlas Copco compared to their other vendors. When working 
with distributors with a wide range of products by different vendors, it is important for Atlas 
Copco to take a prominent role if possible and to ensure that the distributors have an easy and 
effortless relationship towards them. Fortunately, this was also shown to be pretty much the 
case when a majority of the distributors thought that it was easy and profitable for them to be 
working with Atlas Copco products.  
 
When asked what information they were usually looking for when contacting their customer 
center, the distributors answered 1. product availability (stock information), 2. product 
information and 3. prices. Many distributors also said that they were looking for technical 
support and for demo products. When the sales personnel at Atlas Copco were asked the same 
question, that is, what information they thought that the distributors were most frequently looking 
for, the answers were quite varied, but in shared first place came product information and 
technical support. After that came product availability and demo products. This shows that the 
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sales personnel and the distributors are pretty much on the same page, they both place product 
information and technical support rather high, but the most important aspect to the distributors, 
product availability and stock information, was only seen as in 3th or 4th place by the sales 
personnel.  
 
When asked how the distributors would prefer to receive this information, a majority said 
through an online website. The other options, phone- and mail contact and through face to face 
meetings all came on pretty much equally high places. An interesting aspect is that the sales 
personnel saw the face to face meetings as most important. Based on these responses, it would 
seem like the best option would be a mixture of an online portal complemented by face to face 
meetings.  
 
When asked about the level of their technical knowledge of the Atlas Copco products, the 
distributors overall felt quite contempt, an answer that quite matches the sales personnel's view 
of the situation. Of course the level of technical knowledge will always differ both between 
different distribution companies as well as within these companies, but that is to be expected. 
The distributors were also asked how frequently they felt like they were missing information or 
that they felt misinformed. This turned out to be a bit higher, a vast majority said sometimes. 
When the sales personnel were asked the same question, that is, how often they thought that 
the distributors felt misinformed, they were a bit more optimistic, were the answers were pretty 
much evenly distributed between sometimes and rarely.  
 

4.2.4 Survey result - Distributors, China region 

In order to achieve a high response rate in a country where English is not the native language, a 
Chinese version of the survey was therefore given out to the target group in the China region. 
This let all the respondents to understand the survey questions perfectly and reduced the risk 
for making some misunderstanding regarding to the language issue. The marketing specialist at 
the Customer center in Shanghai, Carola Yang recommended to provide a Chinese version for 
both the sales personnel and the Chinese distributor, since more people would likely to 
participate if the survey was in the local using language. (For complete surveys with response 
charts and diagrams, go to appendix 2. Survey Results) 
 
General background information 
The response rate of the survey for the distributors in the China region was 65%. When asked 
about their job tasks and titles, the respondents could choose multiple options since some 
respondents were both managers, sales personnel and product owners. The result was that 
63.64% of the respondents were managers, 45.45% were sales personnel and 18.18% were 
product owners. This shows that many of the distributors are both responsible for their own 
sales company as well as working in the front line. 
 
When asked how much percent of their total turnover was generated with Atlas Copco’s 
offering, 33% of the respondents informed that the turnover was 90% and another 33% 
informed the percentage was 75%. 11% of the respondents informed that the turnover was 



 
 

34 
 

100%, 20% and less than 10%. (For more clarifying by statistical charts, go to appendix 2. 
Survey Results)  
 
Level of satisfaction 
When asking the respondents how satisfied they were with Atlas Copco compared to their other 
vendors, a majority of the respondents (60%) were very satisfied with Atlas Copco, 20% were 
somehow satisfied and 10% were somehow dissatisfied. 10% of the respondents answered 
stated that they do not have any other vendors. 
 
As seen in appendix 2 (Survey Results), the respondents were asked a question regarding the 
satisfaction of the current ways of communication with Atlas Copco. 40% of the respondents 
informed that they were very satisfied and 40% of the respondents informed that they were 
somehow satisfied. The rest, 20% of the respondents were somehow dissatisfied. According to 
this satisfaction rate, we can see that the majority of the respondents are satisfied or somehow 
satisfied with Atlas Copco, as well as the current ways of communication with. 
 
According to the survey question, how easy they think it is to sell Atlas Copco’s products 
compare to their other vendors, 11% of the respondents considered it is easy to sell the 
products and 11% of the respondents thought it was somewhat difficult and 67% of the 
respondents thought it was in between these two alternatives. 11% of the respondents thought it 
was very difficult selling the products compare to their vendors and 3% claimed that they do not 
have any other vendors. 
 
One respondent informed that according to the single rate of the Atlas Copco’s competitors, 
Atlas Copco’s products are very competitive, because of the timely service, comprehensive 
product range, unfortunately Atlas Copco’s products may not be so competitive in price. 
Another respondents commented that he/she is familiar with the local industrial structure, the 
different types of local customer and the Atlas Copco’s products and its price. 
 
When asking how profitable it is for them to sell Atlas Copco’s products compared to their 
vendors, 56% of the respondents indicated that it was somewhat profitable and 11% of the 
respondents informed that the profitable level was low. 33% of the respondents informed that 
they do not have any vendors. 
  
Flow of information 
When the respondents were asked what kind of information they were usually looking for when 
contacting the customer center, the respondents could rank primary, secondary and tertiary of 
the alternatives. In the primary election, 40% of the respondents indicated that the most 
important piece of information that they were looking for was pricing and 20 % of the 
respondents indicated looking for technical support. The rest of the respondents, 10 %, 
indicated that it was product release, product information and product availability. (For statistical 
charts, go to appendix 2. Survey Results) 
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10% of the respondents also inform that they were looking for other alternatives, which they 
stated was orders in foreign production cycle and the actual delivery. In the secondary election, 
20% of the respondents were looking for product availability, applications examples and guides 
and demo products.  10% of the respondents were looking for product release, outgoing product 
lines, technical support and services. In the tertiary election, 40% of the respondents were 
looking for technical support, and 20% of the respondents were looking for application examples 
and guide. 10% of the respondents were looking product release, pricing, outgoing product lines 
and demo products. According to this result, we can see that the information the distributors 
were most looking for were technical support and pricing. 
 
When asked how the respondent would want to receive this information, a majority (68%) said 
that they preferred to get the information through the website and mail, followed by 44% of the 
respondents responded that they preferred phone calls. The rest of the of the respondents 
(22%) preferred to get the information through personal meetings, text messages, and other 
alternatives. The respondents also commented in other alternative, that they preferred product 
tour and also, the distributors could get foreign stock information from the website regarding to 
meet the customers’ delivery. 
 
When asking the respondents what level of technical knowledge they thought they had about 
Atlas Copco’s products, 60% of the respondents informed that they had somehow professional 
knowledge and 30% claimed that they had professional knowledge. Only 10% of the 
respondents considered that their level of knowledge were between somehow professional level 
and junior knowledge level.  
 
In addition to the previous question, the respondents were also asked if they felt like they were 
missing information. Surprisingly, a majority of the respondents (70%) considered that they 
sometimes were missing information or misinformed. 10% of the respondents claimed that this 
happen often for them and 20% of the respondents informed that they were in between the 
alternatives of sometimes and rarely.  
 
Online portal 
When asking what features the respondents would like to have on an online portal, the 
respondents could rank the features in primary, secondary and tertiary elections. In the primary 
election, 44% of the respondents indicated that they preferred product information and 33% 
preferred product availability (stock information). 22% of the respondents considered application 
examples and guide was most wanted features on an online portal.  
 
In the secondary election, respondents were not that unanimous about the election. 22% of the 
respondents preferred product release and 22% would like to have demo of the products. The 
rest of the respondents preferred to have product information, prices, related products, technical 
support, application examples and guides which 11% of the respondents chose on each 
alternative.  
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In the tertiary election, respondents chose having services, application examples and guides, 
and product information on an online portal as the most important and this represented 22% of 
the respondents of each alternative. The rest of the respondents would like to have product 
release, prices and outgoing product lines and this represented 11% of the respondents of each 
alternative. 
 
Comments for improvements 
The respondents had opportunity to tell their opinions on what should be improved in the current 
sales process. The respondents informed that Atlas Copco should give more support regarding 
to price, because the slim margin profit is increasing and the price of the products are increasing 
every year as well. It is also a need to shorten the delivery time since now the delivery time is 
around 45 days and it would be good if commonly used products can be delivered in 2-3 weeks. 
 
The respondents recommended to communicate and interact with the customer more. For 
example, do more customer visits and give more support, for coming up with reasonable 
suggestions and improvements. Slowly step by step selecting new customers, and emphasize 
that it is need to be good business customers. The respondents also commented that it would 
be good if you could get to know the products upgrades, outgoing product lines and products 
release by mail or through the website. Atlas Copco could also share the latest and success 
multi-cases analysis in industry applications to the distributors for developing their vision so they 
also can have previous cases to refer to. 
 
The respondents would like to have more product- and service support and improve the 
management of the sales channels. Currently the respondents consider it is lack of timely 
updates, sales price adjustments, product releases, product information, product availability, 
price, and related products, will be discontinued products, applications and guide cases. There 
is a need to strengthen the after-sales service, technical support, product demonstrations, 
training motivation. 
 
The respondents recommend that Atlas Copco could focusing on technology promotions in the 
region or within the industry, this will further improve the local market’s visibility. The capacity 
and efficiency of the after-sales service can be further improved. The presentation tools for new 
products could be improved in order to make the meetings with the customer more timely and 
convenient when presenting the products for them. 
 

4.2.5 Survey result - Sales personnel, China region 

For the sales personnel survey, the response rate was 60% (3 of 5 Atlas Copco employee in the 
GI division) responded. (For complete surveys with response charts and diagrams, go to 
appendix 2. Survey Results) 
 
 
 
 



 
 

37 
 

General background information 
According to the survey, the personnel at the China region had contact with approximately 2-6 
distributors per sales personnel. 67% of the respondents informed that this amount of 
distributors was the same as ideal and 33% said that this was more than ideal.  
 
Distributor’s satisfaction level from the sales personnel’s view 
When asked how satisfied the sales personnel thought that the distributors were concerning the 
current ways of communication with the customer center and Atlas Copco, 67% of the 
respondents thought that the distributors were somewhat dissatisfied and 33% of the 
respondents answered “somewhat satisfied”. 
 
According to the survey, the sales personnel thought that the distributors were sometimes 
missing information and/or that they sometimes felt misinformed. The respondents had different 
opinions concerning this question, 33% of the respondents thought that such incidents often 
happen and 33% thought this sometimes happens, while 33% thought this rarely happens. 
 
67% of the respondents thought that the distributors do not have sufficient knowledge of the 
products they are selling and their applications while 33% of the respondents answered that 
they think the distributors do have sufficient knowledge. 
 
Flow of information 
The result of the survey disclosed that 67% of the respondents do have deep contact (1-3 times 
phone or mail contact every week) with their distributors while 33% of the respondents do have 
1-3 times phone or mail contact every month. 67% of the respondents informed that the level of 
contact with their distributors was the same as ideal and 33% told this was less than ideal.  
 
All the respondents (100%) preferred to have mail and phone call contact with their distributors. 
67% of the respondents also preferred to have personal meetings and 33% also informed to 
they prefer to have SMS contact. By this we can understand that the sales personnel do prefer 
to have mail, phone call contact and personal meetings with the distributors.  
 
When asking the respondents what kind of information they thought that the distributors were 
most frequently looking for when contacting them, in the primary election, the respondents said 
product availability, technical support and application examples and guide (33% of the 
respondents represented on each alternative). In the secondary election, the respondents chose 
pricing, application example and guide and services (33% of the respondents of each election). 
In the tertiary election, the respondents chose product information, product availability and to 
make an order (33% of the respondents each election). 
 
Comments for improvements from the sales personnel 
100% of the respondents do think there is a need to improve the ways of communication with 
the distributors and 100% of the respondents thought there should be some sort of access to 
any internal information source at Atlas Copco. 
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The respondents commented that currently each sales personnel is having contact with the 
distributors mostly through mail, thereby the respondents hoping to have a common 
communication online portal where they could ensure timely communication and at the same 
time information sharing. The information should include logistic, product releases, customer 
case information, product applications and delivery. The respondents hope to increase training, 
sharing case studies and product application examples with the Atlas Copco’s distributors. 
 

4.2.6 Comparison of distributors and sales personnel, China region 

In the survey it was discovered that the distributors were sometimes misinformed and/or feeling 
like they had not gotten all the information they needed, and that the sales personnel were 
aware of this.  
 
An interesting finding with the survey result was that the Chinese sales personnel thought that 
there were more distributors who were dissatisfied regarding the current ways of communication 
with Atlas Copco, than what it actually were. Only 20% of the distributors were somehow 
dissatisfied and the rest of the distributors were very satisfied and somehow satisfied while 67% 
of the sales personnel thought the distributors were somehow dissatisfied. 
 
The sales personnel (67%) thought that the distributors did not have sufficient knowledge about 
the products they were selling. This somewhat contradicts the opinion of the distributors who 
considered themselves to have a sufficient level of technical knowledge concerning the 
products.  
 
An important finding in this survey was that the distributors and the sales personnel preferred to 
have contact with each other through mail and also through any online source, such as website. 
Currently, the distributors are not using an online website as the main tool for communicating 
with the sales personnel, but since there are a lot of positive opinions concerning an online 
portal, an online portal would be appreciated by both internal and external employee.  
 
There were no respondents who claimed it was easy to make an order now, so by developing 
an online source where it has a function for making orders, it would facilitate the distributors’ 
and sales personnel work process and make their daily work more time efficient. 
 
Another significant finding this survey came out with was sharing previous customer case 
studies through any online source with the distributors and the sales personnel was also 
something they preferred. Surprisingly almost half of the distributors also preferred to get 
updates through push-notifications and social media platform which mean they are attentive of 
getting the latest news and updates from Atlas Copco. 
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4.3 Interviews with China distributors  
 
Based on the result of the market share analysis of ACTA-GI, the researchers chose to do a 
deeper analysis of the China region. The China region has in the last years increased its market 
share and still has potential to grow bigger. According to Hall (1990) China is a high-context 
culture country, therefore studying further on this market would be interesting since a 
comparison between high-context and low-context culture countries would be preferable.  
 

4.3.1 Execution 
The interviews with the China distributors consist of three different interview sessions. The first 
session was conducted at the Atlas Copco customer center, where a representative of a 
distribution partner and the internal Atlas Copco marketing specialist, Carola Yang, participated. 
The second interview session was held at a distributor's office and consisted of two purchasers, 
two marketing directors and the owner of the company. The interview was overlooked and 
translated by the Atlas Copco marketing specialist, Carola Yang, who acted as interpreter. The 
third interview was conducted at another distributor’s premises where the respondent was a 
business manager at that particular distributor. Also this interview was overlooked and 
translated by the Atlas Copco marketing specialist, Carola Yang.  
 

4.3.2 Background 
The different distributors had different backgrounds, where one had been working as a 
distributor for Atlas Copco for about ten years, and another had started just recently, less than a 
year ago. The distribution companies also differed in size, where one organization had more 
than 40 employees and another not more than ten. 
 
The bigger distribution company worked mostly with customers within electronics, telephone 
and computer, automation and motor vehicle industry, where Atlas Copco offerings presented 
10-15% of their total turnover. The other distributor worked more with up loaders, engineer 
power, off road and with sub vendors to the automobile factories. Here, 70% of the turnover was 
generated with Atlas Copco sales. 
 

4.3.3 Satisfaction 
When asked if the distributors were satisfied with Atlas Copco compared to their other vendors, 
one distributor first said “Yes, sure”, but then added: 
 

“But we are not satisfied with the delivery time. Delivery is a headache. In our company 
we have some customers potential orders, we think maybe we can get it, but the delivery 
time is too long. It means a risk.” 

 
The distributor also said that the products were often delayed. Most of the time, they don’t know 
even in the last minute when the product will come.  
 



 
 

40 
 

“If we get it on Monday, we still don’t know on Friday when it is coming. The customers 
get very angry. (...) We are only one part of the whole project. That means that the 
customers project will be delayed.” 

 
The distributors pointed out that if you have a delay, you have to inform the customers early. 
The distributors said that this sort of delays and long delivery time is a reoccurring problem that 
they have to go through many times. It leads to dissatisfied customers and can also cause them 
to lose orders.  
 
Another distributor was more optimistic, saying that they were very satisfied with Atlas Copco 
because they got a lot of support in the sales process. If they fight with competitors for an order, 
they can tempt by giving more technical support and price support. 
 

4.3.4 Improvement areas 
On the subject of improvements, one distributor thought that Atlas Copco could be better at 
sharing information, saying that some information is good to get in time. With important news or 
when launching new products they want to get information first, for example through a portal. 
They also pointed out that it would be good if there were more marketing activities for product 
launch campaigns. That could give more incentives to the sales guys to promote new products.  
 
Another distributor said that sometimes when they fight with competitors, they get in the 
situation where the price just is not possible. For such cases, they need to apply for “special 
price” at Atlas Copco, who needs to do some internal approval. Sometimes this process is very 
quick, but sometimes it can be very long (more than 2 weeks). From the distributor’s point of 
view, it is better if they can just get a quick answer.  
 

“If Atlas Copco think we do not need to support for the low price of the products, just let 
us know as soon as possible. But if we wait around 2 weeks, even if you approved 
maybe we have missed the chance. (...) I think Atlas Copco can set a time-limit for such 
request. You must approve or reject within 2 or 3 days at least, just let us know. If we 
have to wait, we will lose the customer.” 

 
The distributor also wished for more visits from Atlas Copco personnel, so that they could give 
some advice. They wanted more interaction between the Atlas Copco product guys and the 
distributor guys, so that they could share information and opinions and more first hand 
information of the products. 
 

4.3.5 Online portal 
When asking the respondents what kind of content they would want to put on a potential online 
portal, all distributors mentioned delivery time. 
 

“We just want real time tracking, where the products are right now.” 
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They wanted a search function for their orders, in order to see were the products were. The 
distributors also mentioned that the time/process to check stock availability was too long right 
now and needed to be shortened. 
 
Another thing that the distributors wanted to have on an online portal, was a function where they 
could check for related products. 
 

“When we check some model for example screwdriver, there is a part number, we hope 
to see if there is any related parts or products which need to use together so we can 
have the information on the online system. If you can put the specific part number and 
check all the related things or information on the online system then it will maybe be 
useful for us, in order to remain customer and sales guys.” 

 
The distributors also wanted the online portal to contain guidelines for product application and 
instructions on how to use and sell the tools. They said that combining these with customer 
case study would be good in order to relate to previous sales.  
 

“Maybe we could have some very successful case-study. Atlas Copco has maybe spent 
effort to make some presentation material to introduce to customer to finally to get the 
order or make some summary of some cases. (...) I think this kind of material is very 
helpful for us so we can show to the customers.”  

 
The distributor also said that they sometimes have to educate the end customer in order to sell, 
since the customer do not have so good technical knowledges. This means that it takes more 
time. This is another situation where it would be good to be able to show some customer case 
studies and successful stories, or to show applications from other markets for typical customers.  
 

4.3.6 Training 
As mentioned before, the distributors specifically wanted more training. They wanted training on 
how to use electric tools and generally how to apply and sell them. They specified the need for 
videos on an online portal, saying that it would make it easier for them to remember how to use 
it, as a reference and for self-learning. 
 
One distributor also mentioned that the employees in the office should have more training, not 
only the ones working in the front line. It is for example the employees who are sitting in the 
office who makes the order and they should also have more knowledge of the products.  
 

“The office ladies need to understand more. They need to understand Atlas Copco and 
know what we can prepare. So we can know what Atlas Copco expect and what they 
require. Right now the training is only for the frontline staff. The training is too deep too, 
the office ladies need training on another level.”  

 
The distributor also said that since Atlas Copco is a big company, they think that Atlas Copco 
has a lot of experiences in some high level like sales and technical support, but also including 
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some HR and how to handle the internal process. So except for the sales and training part, they 
also wanted to know instructions for HR and how to manage the team (project management).  
 

“I think we can learn the daily work with each other, if Atlas Copco can have training or 
instructions like this, we would be very happy. Because we work for Atlas Copco and we 
can get profit but also learning. Knowledge is more important. Not just the product 
information part but also management, marketing and handling systems such like ERP, 
SAP.”  

 
They also mentioned that after the sales guys had done training, and if they pass the 
examination, it would be good if Atlas Copco could give them a certificate. They thought that by 
having a certificate, they could show officially that they have passed the examination and  that 
they have the capacity to do this.  
 

“It would be good to have so we can show it to the customers. Also I think this 
encourage our staff, if some staff did not pass the examination, they need to try to get it.”  

 
As a conclusion, one distributor summed up what he wanted the distribution portal to be like:  
 

“If there is all the information the distributor need, they will go to the portal. Like product 
information, training and videos. If the information for different parts of the sales process 
is on the same website, they will go there more frequently.” 

 
 

4.4 Interviews with China sales- and communication personnel 
 
After have interviewed the distributors in China, the sales personnel and communications 
personnel were also target respondents in this study. In order to understand the internal 
personnel’s situation in the distribution channel and being able to gather opinions and 
recommendations from them. The researcher had personal interviews with two sales personnel 
and one interview with Carola Yang, who is a communication personnel in the Shanghai 
customer center.  

4.4.1 Online portal 
When asking the respondents if there was an online portal, what type of local content they 
thought should be on there, the sales personnel indicated there should be product information, 
applications and solutions of the products. The sales personnel also stated if you could link all 
the new version of the software would be useful, then the distributors can download whenever 
they need and which mean that they do not need to ask the product managers. Since the 
distributors can not make the demos if you do not have the software. The sales personnel also 
mentioned another significant criteria which should be on the portal, 
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“I think having information about the contact person is the most important, so on the 
website the distributor can see who they should contact in the local market, the customer 
center in Shanghai.” 

 
The sales personnel meant, being able to see the contact person for each responsible area or 
project in the local region on the portal was very important. Carola Yang also indicated that it in 
the China region, they are only using the website for work purposes and the do not have any 
portal. On the website, the customers can see the contact person of the China region. 
 
Regarding to the question, who do you think should build the local content, Atlas Copco in 
Stockholm or the local customer center, a sales personnel said: 

 
“70% of the content should be done by the local customer center, and 30% by the 
headquarter in Stockholm.” 

 
When asking a follow-up question, what information should be done by the local and from the  
headquarter, the sales personnel meant that delivery, lead time, price, guidelines/applications, 
demos and some case-study should be done by the headquarter. The sales personnel meant it 
is important check the lead time (delivery information) and to be able to track. There must be a 
connection and details of the orders and SAP should be connected to the system. Having case-
studies would let the internal personnel refer to the previous cases and let them understand how 
other personnel have done before with similar products. A sales personnel said: 
 

“It’s a kind of sharing, we can share global knowledge.” 
 
When asking Carola Yang who should put the content she stated, 
 

“We need quicker response, so we think local is better, if the server is outside China it 
might be blocked by authorities” 

 
She said that both the distributors and all the players in the distribution channel need quick 

response, she also added, 
 

“We think it would be better to have it local otherwise it will be harder to get things done, 
it will be a longer process. The distributors may not want to contact some foreigners, 
they just want to work conveniently” 

 
And she also wondered where the server will be set up? In China, Sweden or in Hong Kong? 
 
When asking the respondents how they think the online portal shall be used, for what purposes 
and what expectations they have regarding to the portal, the sales personnel wanted to  
basically improve efficiency. The sales personnel meant that to be able to check stock 
information so that you can track orders to the right day, so the distributors do not need to 
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contact the sales personnel by phone. There should also be a link to the order-system. Having a 
shop-online function and successful stories/case studies were also something they prefered. 
 
Another sales personnel indicated that the current speed of Atlas Copco’s website is very slow 
and the product’s information is also the latest or most updated regarding from the feedbacks of 
the customers. This sales personnel stated, 
 

“I haven’t seen the current website yet because it is so slow. I hope the speed will be 
faster when the internal online portal will be launched”. 

 
The researchers asked Carola Yang why they do not have any shop online and she disclosed 
that they have made a test before regarding shop online for Chicago Pneumatic (another brand 
owned by Atlas Copco), but it did not work so good because of technical problems. 
 
The researchers asked whether she think it is good to have any learning portal for training and 
education purposes, she said the communication department already frequently arranging 
trainings for the distributors at the customer center. She meant that after the training in the 
office, it would be good if the distributors could do some online study by their own but by only 
the learning portal is not enough. Carola Yang said, 
  

“If you only have the online study it is not so good for us, not enough. If they have 
questions, they can ask the trainer directly. It could be a complement but not the only 
way” 

 

4.4.2 The most problematic part in the selling process 
When asking the respondents what they think is the hardest or the most problematic part in the 
selling process, most of the sales personnel said price was the main issue. The sales personnel 
explained that recently, more and more competitors are coming to this market. Atlas Copco has 
other brands, such as RC (Rodcraft), Desoutter and these are also their internal competitors. 
The sales personnel informed that, 
 

“Those one Atlas Copco has bought, they have lower prices and some customers do not 
care about the quality. The market is getting more competitive, this is not normal” 

 
While another sales personnel also informed that there were price difference in China and 
outside China. Another problem was the lead time is a constant upcoming problem, the sales 
personnel explained by that, 
 

“The vendor give us the lead time too long, so we give that to our end customers. Weeks 
are acceptable but not 6 months. When customers call us, that is the typical topic”. 

 
A sales personnel disclosed that the system called ISIS is not so efficient. If the sales guys need 
to visit the customers, they must submit a quotation in the system first (in the Lotus notes). 
After, there must be approved by the reporting manager, quality controller, GM and BLM.  
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“It has to be approved by a lot of people before the sales guys can work and get the 
information. The system is not so friendly. The system is also too slow when the sales 
guys are outside the office, like in the manufacturers.” 

 

4.4.3 Training  
When asking Carola Yang, whether the China region has had any education or training, she 
informed that the they have had some product campaigns and they think the more the sales 
guys can know about the products, easier would it be for them to sell them. Otherwise it would 
be harder for the sales guys to promote the products. Therefore, they are giving them more 
training and application guide and hope they will work better. Carola Yang also stated there is 
an issue regarding on how the training should be designed, 
 

“All distributors and sales guys have different questions and different problems regarding 
the test we have done, we have to do specific questions for each person depends on 
which customer and products they are in charge of. So only online training is not the 
best way for them to learn.” 

 

4.4.4 Recommendation regarding the overall selling process 
The sales personnel indicated to have more training for the distributors, since now they only had 
have 2-3 times and video-training would be useful. The sales personnel also meant that sharing 
solutions and projects through the five application center in the world would be helpful, 
 

“They should interact more with other markets, share solutions and customer case study 
with other markets and from other application centers in world.” 

 
Another sales personnel also added that if the distributors could leave a message whether they 
have questions to a administrative staff (such as technical support) on the online portal, would 
be a good idea. Then the administrative staff who is responsible for gathering the questions 
could forward the questions or problem to an another staff or person who is responsible for that 
subject. 
 
Carola Yang emphasized that they should provide the information to the distributors better, and 
described how the flow of information should look like, 
 

“It should be simple and quick, easy for them to find information, this is important”. 
 

4.4.5 How the Shanghai customer center should be engaged to contribute locally 
When asking what the sales personnel how the customers should be engaged to contribute 
locally, they informed by attending more events, exhibitions and campaigned focused in the 
local market. A sales personnel also meant by sharing videos and news through social media 
(such as Wechat) would let the customers and distributors to know more about Atlas Copco,  
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“We use a lot of Wechat, we can spread out the news with that to the end customers and 
distributors so they know what we are doing and our applications.You can follow an 
account so the person can see what you post there and get notifications. Everyone use 
wechat here so they can see whenever we release” 

 
When asking Carola what she think the communication department should be engaged in 
contributing locally, she indicated the process is ongoing and meant we need to grow together. 
By that she meant that all the players in the selling process need to improve further all together. 
As Carola mentioned earlier, they need to improve the competence of the sales guys and the 
technical knowledge of the distributors. According to the result of the test, they can find their 
weaknesses and thereby see where the sales guys and distributors can improve so they can 
fortunately gain more knowledge within product and application. She meant that they are asking 
resources for improving the current situation,  

 
“For the sales guys, we have asked for more resources regarding training for the team, 
distributors managers from the company (the local customer center). The company has 
some limitations but we have asked for the resources as we could.” 

 
Carola also commented what the customer center could do for helping the players in the selling 
process to easier handle the customer is: 
 

“Also share the typical applications (manufacturers) and information of some typical key 
customers in some segments to the sales guys and distributors. So the sales guys and 
distributors know what kind of products they should sell and handle the customers.” 

 

4.4.6 Opinions when showing the prototype of the partner portal 
A prototype of the partner portal was showed to the internal personnel in order to gather their 
opinions and improvements regarding to the portal. A sales personnel said there should be 
possible to check the lead time and be able to see the SAP system. The sales personnel also 
thought software is a frequently used area and therefore an additional column should be added, 
 

“Because we have many different softwares. Add “software” under products column, and 
it should be controlled and given out by product managers” 

 
The sales personnel commented that under the category, “Competition”, that there could be put 
some useful material for the sales guys,  
 

“It should include other brand information for the sales managers. We should have 
access to the competitors catalogue, their brand and their prices. So we can understand 
the customers and their situation better”. 
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As mentioned earlier, stock availability and lead time are two main issues and are significant in 
the selling process, so they hoped to check these two information at the same time and it would 
be preferable if there was an additional “Stock availability” category. 
  
The sales personnel implify that they are in the middle of the services personnel and the 
distributors, they often get the questions from the distributors whether they know the repair or 
maintain status of the products. The sales personnel meant being able to check the updated 
status (if it is received, repaired or not yet repaired) and records of the repaired tools would be 
preferable. The personnel stated, 
 

“The database can connect to service system that would save time and efficient.” 
 
Another situation which letting the sales guys acting as a middle person, is when the distributors 
are asking the demo tools for showing the customers, the personnel asked the researchers, 
 

“Can you connect the portal to the demo database in lotus notes (the internal computer 
system) ? Would be really good.  So the distributors can check the demo tools in the 
stock by themselves and do not need to contact the sales guys.” 

 
Another sales personnel informed that the portal should be adjusted to the China region, since  
now the partner portal is linking to social media such as Facebook and Google, the Chinese 
version of the portal should be changed to more frequently used social media platforms, such as 
Weibo and Wechat. 
 
The sales personnel also had the opinion on having any manual or brief introduction on how to 
use the partner portal would be helpful for the user. 
 
 

4.5 Cross industry study 
 
In order to understand how other companies utilize online distribution portals and how they work 
with engaging distribution partners, a benchmarking with a similar industrial company, Volvo 
Trucks, was made. Volvo Trucks is a Swedish company that is one of the world's leading truck 
manufacturer. The brand is represented worldwide and the sales system consists of a wide 
network of distributors. The reason for why Volvo was chosen for this cross industry study was 
for the similar ways of making sales, where they, as ACTA-GI, make sales by using an external, 
third party. 
 

4.5.1 Distributor portal 
One of the key missions with the cross study interview was to investigate how Volvo Trucks use 
their online distributor portal. According to Klas Thunberg, Volvo has had their distributor portal 
up and running for about 7-8 years. This means that the company has important knowledge and 
experience when it comes to communicating with external players through an online portal. It 
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also means that a lot of beginning errors has already been discovered and addressed, which 
could be of great informative use for Atlas Copco. 
 
One important aspect/comment was when Klas Thunberg said that the core purpose of the 
portal was to: 
 

 “gather all that the distributor needs in one single location”.  
 
By doing this, the distributor can easily focus on the task at hand, instead of flipping through 
different systems. When information and tasks are easy to find and easy to use, the system will 
be used more frequently.  
 
Volvo, like Atlas Copco, also has different online portals such as a marketing portal, a learning 
portal, a shop online portal, product catalogues, etc, but they recognize the importance of 
having access to all of these through one single site. The initial idea of the portal was therefore 
to make one single portal that contained everything that the dealer would need, but this was not 
possible. There were too many stakeholders and interests, where every party thought that their 
specific area was most important and should be treated in this or that way. Volvo solved this 
dilemma by having different tabs on the top menu on the distributor portal that leads to the other 
portals. These portals, in turn, have similar esthetics which makes the transition between the 
different sites less noticeable to the user.  
 
In order to let the user switch between the different systems (portals) more easily, without 
different user ids and different passwords, the distributor portal also has a function called “single 
sign on”. This function enables the user to log in only once on the distributor portal, and they will 
thereby have direct access to all portals on the top menu. The systems (or most of them) are 
also connected in a way that enables for information to get transferred between the different 
systems. When a distributor, for example, is looking for product information on one specific item, 
there is a button on the right hand side that says “Shop Online”. When the distributor push the 
button, he/she gets transferred to the shop online portal. The information also travels with them 
from the product information catalogue to the shop site, so that the user doesn’t have to search 
for the same product repeatedly.  
 
In order to keep some information more confidential and to organize who has access to what 
sort of information, the distributor portal has different authorization levels. In the last years, 
Volvo has developed a system where they divide the distributors into different user roles. Due to 
the different user profile, the user will see different content on their distribution portal. If the user 
wants to get other or additional information, then the user needs to apply for it.  
 
Apart from the different systems such as the marketing portal, learning portal, shop online, 
product catalogues, etc, there is also a function where the dealer can access and get 
information about his/hers previous sales. This function can often be very helpful if the dealer 
needs to, for example, complement previous orders or make similar orders in the future. 
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4.5.2 Problems regarding the flow of information 
Klas Thunberg also disclosed that some of the information might be missed on the way to the 
personnel. He meant that just because the information is published on the online portal, that 
does not necessarily mean that the information will reach everyone. Many people may read the 
title or some of the information but they do not understand that it concerns them. Another 
problem which occur frequently is that their dealers complain that Volvo sends out too much 
information. The dealers think that a lot of information does not concerns them completely, and 
the consequences are that the dealers start to read the information less accurately which can 
lead to they may miss significant information. Klas meant therefore that it is important to secure 
the communication system in other ways as well. 
 
Klas Thunberg stated that ensuring that correct information reach the right person is a difficult 
task. This is once again where the different user profiles come in use. By using the different 
user profiles and dividing them into different user groups, the information can be sent out more 
accurately to the personnel it concerns. Klas also stressed the importance of choosing loyal 
dealers with the same agenda as Volvo, and thereafter treating them as a highly valued 
partners. 
 

4.5.3 How Volvo motivate the third parties 
In order to get closer relations to their distribution partners, and to increase their motivation, 
Volvo Trucks regularly invite the representatives of the dealers for some fun gatherings once a 
year, such as kick-offs. During the gatherings they can discuss how they can improve the ways 
of communication and how they should implement and improve the communication flow.  Klas 
Thunberg stated that different customer from different countries and cultures need to be 
managing in different ways, since the customer may prioritize different factors. Volvo offer sell 
competitions and bonus programs for their dealers which are both measured in qualitative and 
quantitative categories.  
 
Volvo Trucks has implemented a learning-path system (which are also called LMS-system) 
where they offer the dealer and the internal personnel opportunities to advance further in their 
career path. The LMS-system contains a learning portal where the user can apply for instructor-
led courses related to their work. On the learning portal, it is already set in the user’s profile 
which material the user have access to, such as what education and trainings do fit and are 
available for them. The user can subscribe to those education- and training program and keep 
track on which programs they have attended earlier and what program require them to attend 
for advancing to a specific position. This system is called the “learning-path” and this 
recommend the user to apply or attend which education training requires for being an expert in 
a specific area. For example when an apprentice wants to advanced to a technical expert in the 
workshop, and which courses the apprentice needs to take for developing his/her career way. 
The learning portal allows the user to get the learning material directly through the e-learning 
system, so there are no need to click into another website or system for finding the related 
learning material. On the learning portal, there are also promotional material (PDF-files) for the 
user to order home the physical documents if the user needs it. 
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4.6 Interview with the marketing manager and BLM of Central Europe   
 
When it comes to having a distribution portal, the Atlas Copco customer center in Central 
Europe (Germany) is already ahead of the other customer centers. They started developing a 
local distribution portal on their own and launched it for about 4-6 years ago. 
 
Since the German version of the distribution portal has already existed for a couple of years, 
getting their opinions on the matter could give some important insight into how it works and what 
could be improved when launching the portal to other countries. 
 

4.6.1 The use and handling of the distributor portal 
According to Erik Felle, the business line manager in Central Europe, the distribution portal is by 
this point well accepted by the distributors in that region. He described the use of the portal in 
one simple sentence:  
 

“They (the distributors) get all the information they need from the portal.”  
 
By enabling the distributors to find the information on their own, the internal personnel at the 
customer center can save a lot of time. They do not need to talk or interact so much with the 
sales guys as before and can focus on other tasks.  
 
When asked what about the portal they thought could be improved, they said that: 
 

“The good thing is we do not have any problem with the distribution portal because we 
solve it on our own. We are not dependent of sources or any other departments like 
Stockholm or something like that. (!) Everyday all information is updated without delay. 
I can call immediately to make changes and if there is a problem we can react 
immediately. The Atlas Copco website is huge, it is impossible to get information. Here 
we can do what we like since it is our own responsibility.” 

  
The essential part of this is that the customer center of Central Europe has responsibility for 
keeping the content of their portal up to date. It is important for them to know that they are in 
charge of their own region and that they don’t have to rely on other departments.  
 

4.6.2 Delivery time and order tracking 
When reflecting more on possible improvement areas, the marketing manager pointed out that 
there was no rocket time, and that they should use the delivery system as Amazon.  
 

“The distributors should get arriving status (eg. by email) about the delivery time and 
whether if the products are on the way or where the products are at the moment.” 

 
Knowing the delivery time and arrival date of the product is often very important for the 
customer. If products are delayed it can affect the end time of the entire project for the 
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customer. The marketing manager stressed the importance of order tracking, saying that it is 
good to know “now it is delivered”, “now it is shipped”, etc. Having good order tracking could be 
very much needed in the entire Atlas Copco chain. The distributor or customer often calls, 
wondering “Where is my tool?”. It would be good to get a tracking number, to see where it is. 
 

4.6.3 Previous orders 
The marketing manager also pointed out that another thing that was missing in the current 
system was some configuration. If the distributor wants to buy a socket for their customer, for 
example, it would be of great use if there was a shortcut called “Previous Orders” to make it 
more easy to make complementing or similar orders. The distributor often forgets the 
information, and it would make life easier for the distributor if he/she gets the whole solution 
from one link directly to go to shop online, “where you can also see the delivery and delivery 
time.”  
 

4.6.4 Communication  
According to the marketing manager, the sales process is exactly the same, no matter what 
salesman. They can say this or that, and they can train them, but in the end, they only have 
indirect contact.  
 

“It makes it hard, we can only tell them, “do like this” and then they pass the information 
forward. The distribution companies have their own employee.” 

 
Since the launch of the distributor portal, the communication between the different players in the 
sales channel has improved. The marketing manager of Central Europe said that: 
 

“The distributor portal is our communication channel to the distributors, after these years 
we have much better contact and communication throughout the line. We get very 
positive feedback.” 

 

4.6.5 Local content 
When asked what kind of local content the business line manager and marketing manager 
thought should be on the portal, they said that it was important to always have updated news. 
The portal should also contain local activities, product news and product information. Another 
important area was training. 
 

“We offer training to our end customers. For that we make special training. They have a 
book on which they can book training.” 

 
The marketing manager thought it was important that the Atlas Copco customer center made an 
effort in order to engaged the local distributors. 
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5. Analysis of the empirical results  

 
Rosenbloom (1978) mentioned that it is important to fully understand the needs and problems of 
the channel members in order to offer the right support to channel members. The needs and 
problems of the distributors may not always be as expected by the internal personnel at the 
other end of the sales channel. Therefore, the different interviews and surveys of this study 
contain many similar questions towards both the external and internal employee. By doing this, 
it is possible to investigate what the needs and problems are as well as measuring if both the 
external and internal employee are aware of the same deficiencies. Fortunately, it seems like 
this is most often the case at ACTA-GI. The major problem areas identified by both the 
distributors and internal ACTA-GI personnel are: 
 

! Delivery time: 
- Too long delivery time 
- Not accurate delivery time 
- Difficulties to track where products are and their estimated arriving date 

! Deficient communication: 
- Late or missing information 
- A need for up-to-date information to the right person at the right time 

! Training: 
- Need more training 

 
It is also important to keep in mind that, as mentioned by McVey (Rosenbloom, 1978), “the 
middleman is not a hired link in a chain forged by the manufacturer”. As seen in the surveys as 
well as in the interviews, the distributors generally have more vendors than just Atlas Copco. 
For many distributors, their Atlas Copco sales only generate a minority of their total turnover. In 
the survey study sent out to the internal sales personnel, one employee made a comment for 
question 11 (Do you think there is a need to improve the ways of communication with the 
distributors?): 
 

“The main problem is not so ideál interest about Atlas Copco products because they 
prefer other products which they distribute as well.” 

 
In order to keep the distributors engagement for selling ACTA-GI products on a high level, 
ACTA-GI must be more attractive than the other vendors on the market. Their sales channels 
must be simple and efficient and their products must be appealing to sell, and attractive to buy 
for the customers. Fortunately, according to the distributor’s surveys, a majority of the 
distributors were already satisfied with Atlas Copco as a vendor, and thought that the Atlas 
Copco products were easy and profitable for them to sell. One thought for maybe improving the 
sales would be to keep in mind another statement by McVey (Rosenbloom, 1978):  
 

“The middleman attempts to weld all of his offering into a family of items which he can 
sell in combinations, as a packaged assortment, to individual customers. His selling 
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efforts are directed primarily at obtaining orders for the assortment, rather than for 
individual items.” 

 

5.1 Motivation 
As mentioned in the theoretical review (3.3.3), a study presented by Shipley (1984) showed that 
attractive financial incentives was the most effective method for motivation intermediaries, 
followed by the second ranked variable; effective lines of communication and the third rank 
variable; training for their employees. When analyzing the surveys, it was discovered that the 
financial incentives was more or less fulfilled in the eyes of the distributors. What was lacking 
was parts of the communication flow.  
 
Ingram et al (1992) discussed that the most significant in contributing to failure can all be 
influenced by sales management through training and motivation. As Narus et al (1988) and 
Ingram et al (1992) mentioned the most important factors for ensuring a sales person’s 
performance and success in the customer market place are different kinds of support from the 
manufacturer. The differents kind of support include capability-building training programs, the 
provision of ongoing technical support and customer problem-solving assistance. Regarding to 
the survey result and interviews with the distributors and sales personnel in the China region, 
many of the respondents wanted to have access to previous customer case studies and high-
valued being able of sharing local as well as global technical knowledge with each other. One of 
the distributors in China also explained that they were not only interested in learning the selling 
technique or technical knowledge of the products from Atlas Copco. Apart from these kind of 
knowledges, they were also keen on having training within management skills from Atlas Copco, 
such as HR and project- and team management. They meant sharing knowledge with each 
other is important and increase the motivation level. Additional, this will also be a good base for 
developing a long-term business relationship with each other. As what  Shipley (1984) 
mentioned in his study that continuous future business relationship and threats to discontinue 
dealings were also important motivation factors.   
 
Regarding to a Chinese distributor, they said that the training programs should offer some 
certification when they have passed the examination in the training program or the required 
technical level. This could let the distributors to show the customer that they have sufficient 
technical knowledge and also it would further motivate the distributors to always strive for self-
development for earning more certifications. At the same time, the distributors will also gain 
more knowledge in the relevant area and this will help them to be well-prepared when 
presenting the products to the customer. 
 
According to Shipley (1984), personal contact is the most reliable communication between the 
distributors and manufacturers and this personal contact includes visits and meetings by 
manufacturers and/or intermediaries. In order to motivate the distributor, Shipley meant that it is 
important to understand the needs, problems, expectations, plans and ideas by bringing 
together the responsible personnel of both the manufacturer and his middlemen. This motivation 
factor was also told by a Chinese distributor. The distributor wished to have more connections 
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with the product- and sales personnel at ACTA-GI. They informed that more visit from the 
ACTA-GI’s personnel would enable them to share knowledge and get advices from each other. 
Apart having the opportunity of sharing opinions, this would also let the distributors to get 
firsthand information of the products.  
 

5.2 The design of the training program  
The communication personnel, Carola Yang described that they give out test to the distributors 
and sales personnel, in order to see if they have sufficient technical knowledge of the products. 
Carola meant that different people need to focus on improving different areas. As a Chinese 
distributor informed that there should be different levels of the training programs. The distributor 
claimed that the staff who are sitting in the office should also have the opportunity to attend this 
training programs and not only offer to front line staff. This is what Shipley (1984) also meant 
that intermediaries diverge in the quality of their product and market knowledge, they also have 
different market coverage and sales force capabilities. Regarding to the cross-industry interview 
with Klas Thunberg, Volvo trucks is using a learning-path system where they offer the user (both 
the dealer and the internal personnel) opportunities to advance further in their career path and 
attend instructor-led-courses. The users can subscribe and  keep track on what courses they 
need to attend in order to advance to a specific position, for example to become expert in a 
specific area. Therefore designing a training program which focusing on the need and are 
structured personalized to the personnel would likely increase the engagement of the different 
players. 
 

5.3 Communication and cultural differences 
The different customer centers around the world are highly influenced by the different cultures 
and mindsets of their particular country. When comparing the different customer centers, it is 
interesting to see in what ways they differ from each other. In Central Europe and the UK, for 
example, we could see already in the economic analysis that the market for ACTA-GI products 
is large, but in some way saturated. The market is more constant, as is the ACTA-GI market 
share. The competition is hard and the customers know what they want. As well as the market 
in Western Europe, the market growth has been stable in the last years.  The market is 
competitive and therefore gain more profits in these markets is indeed hard. Therefore could the 
revenue per employee in the western- and Central Europe market to be explained to be low. 
The low revenue per employee number may not depend that the employees are not working in 
an efficient way, rather that it is hard to be profitable. On the other hand, China market still has 
potential to grow and has increased their market share in the recent years.  
There are might some culture difference in different countries when regarding launching an 
online portal. For example in Germany, the Central Europe region has made their own partner 
portal in 5-6 years ago. On the other hand, as Wojciech Wrobleski stated, 
 

“USA and UK have been crying for this for 15 years.” 
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With that we could see that there are culture differences among countries. The communication 
flow in market, such as USA and UK have not worked properly and have not made any effort for 
doing anything revolutionary in order to change the situation. On the other hand, Central Europe 
has realized the significance and need of a portal, therefore the employees in this market made 
their decision and developed their own portal for several years ago. When asking if the China 
region wanted to have any online portal or shop online, there first response from them was 
surprising and they indicated that they had never thought about it, since making order by mail 
and phone are how they have been working all the time. By that we can understand the different 
countries are at different stages in their development.  
 

5.4 The main problems in ACTA-GI’s distribution process 
The most of the unsatisfied comments from the distributors consisted of that they think the price 
of ACTA-GI’s products are too high, the communication flow is terrible and not being able to 
track the products (delivery time). Also according to the survey result, many distributors also 
informed that they are frequently feeling misinformed or not have gotten all the information they 
need. Regarding to Jakki J. Mohr and Ravipreet S. Sohi (1995), when the intermediaries feel 
the  communication flow are structured, formal and routinizing,  the more timely and complete is 
it than less structured communication. On the other hand if the distributor have perceptions of 
low quality communication, this could let them feel frustrated and prevented in their ability to 
effectively represent manufacturers’ products. Hence, when distributors perceive that the quality 
of the communication is low, they are likely to be less satisfied with communication. Therefore if 
the communication flow is well structured and organized, the satisfaction level of the related 
different player will eventually increase. As many person the researchers had interviewed, 
(includes Klas Thunberg, Marketing manager and BLM from the Central Europe region and 
Carola Yang) the different players needs to get the information they need fast and easy, which 
can let them work conveniently. Having a working system that requires to be approved by many 
people and steps are not preferable. Regarding to the interviews with the distributors, sales 
personnel and marketing manager and BLM in the Central Europe region, they informed that it 
would be valuable for the users if the online portal could be integrated or linked with other 
systems. This system is such as SAP (order-system), ISIS (demo-system) and service (check 
the repair status). This would both save the user’s time and let him/her for using their time on 
other tasks. 
 

5.5 Issues that could occur in the communication flow 
When handling the communication flow, it is important to deliver the right information, as well as 
correct amount of it, to the personnel. As Farace, Monge and Russell, (1977) and O’Reilly 
(1980) meant, 

 
“A high frequency of contact between channel members could result in information 
overload and lowering perceptions of communication quality” 
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As Daft and Lengel (1986) concluded that receiving information when it is not needed nor 
desired can lead to feelings of frustration, and in some cases may even make confusion.  
According to the cross-industry interview with Volvo Trucks, Klas Thunberg disclosed that some 
of their dealers complain that Volvo sends out too much information. The dealers think some of 
the information does not concerns them completely, which leads the dealers to read the 
information less accurately and in the end missing significant information. Parts of these 
problems seem to be the case for ACTA-GI as well. Some personnel at ACTA-GI feel like there 
is too much information sent out, but at the same time, there seems to be a problem of the 
opposite. Some personnel feel like they are missing some updated news as well as product 
information. Therefore, by developing an online portal where all the latest news and relevant 
information are there, would be one of the solutions for reducing the upcoming issue in the 
communication flow at ACTA-GI. 
 
 

5.6 Online portal 
This study has ultimately been focused on how the different players in the selling process think 
if there would be an online portal and what their expectations and what they will use the portal 
for. According to the result of the surveys and interviews, most of the respondents informed that 
they wanted to have access to information such as stock availability, application and guidelines 
and prices on the portal. This would ease their work and make the selling process more 
efficient. This could let the related personnel in the process to save time on other tasks. For 
example in some cases, the phone calls between the sales personnel and the distributors will 
might be reduced. Since in the China region, the sales personnel told the researchers in the 
interviews that they are often acting as a middleman between the distributors and Atlas Copco’s 
headquarter in Stockholm. The distributors call the sales personnel frequently regarding to 
borrow demo products or asking the delivery time of the products. The sales personnel 
conceded that this was quite annoying and this is one of the main thing which are keeping them 
busy all the time. According to Long et al (2007), 
 

“When the salespeople (distributors) are using the computer system they can check the 
product catalogs easily, check inventory and place orders. This let the sale personnel to 
shift more time from paperwork to customer service and such automation efforts can 
lead to considerable improvements in the performance of the sale personnel.” 

 
Therefore the importance of using an online portal would probably improve the performance of 
the sales personnel letting them to manage their time on more significant task that would be 
more valuable in the selling process. 
 
Long et al (2007) also described that if the company’s performance evaluation and 
compensation system are integrated with its CRM system, so the sale personnel’s record could 
be updated with each sale, this would let them get fast feedback on their overall achievement. 
However, as mentioned before this case was not an excellent idea from the opinions of the 
Chinese distributors. 
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Long et al (2007) also meant the online system will not only help the sale personnel to work 
more efficiently by providing option for better communications by that they can also receive 
faster feedback on performance and compensation. As using internet system increases, the 
sales personnel effectiveness increases and thereby will the buyer’s satisfaction increase. If the 
buyer finds that the selling firm provides more satisfaction with greater efficiency, then it follows 
that the buyer will be interested to continue the seller and buyer relationship. Swift (2001) and 
Webb (2002) also meant that nowadays, organization are using online system to better serve 
the customer base in order to understand their need and expectations, thereby build long-term 
relationship rather than repeat sales by each customer. By this the researcher could see that 
the portal would increase the engagement of the different players and thereby make the 
distribution channel more efficient. Since the distribution channel would be more efficient, likely 
will the profit increased. As ACTA-GI are looking for long-term and stable business relationships 
with their distributors, by that we can understand the significance of launching an online portal. 
 
As Long et al (2003) explained that having online user groups or forum that allow prospects to 
post questions and receive feedback through post or direct e-mail from their customer would let 
the users to be more satisfied towards the firm. Similar idea was also mentioned by an interview 
with a distributor and the communication personnel Carola Yang. There was an interest of 
having this kind of function, where the distributors can send a message to any administrative 
staff who is responsible to either reply the message or forward the question to the responsible 
staff regarding to the request area. 
 
Using the online portal could make the internal sales personnel’s work easier, as Long et al 
(2007) mentioned, 
 

“If the sales personnel can use an online portal which contained information such as 
Customer relationship management data and related information in the buyer and selling 
process, it can usually make the face-to-face meeting with the customer more efficient.” 

 
From the distributors point of view, they hoped to get previous customer case study in order to 
get knowledges about how the products have been sold to which typical customers before and 
other information regarding to the specific customer. They informed that this would easier let 
them sell the product to the customers and also will make the distributors visit more convenient. 
 
However as mentioned before, the cultural difference might be an obstacle in the 
communication process, but as Rosenbloom (2007) describe by using online portal may will 
reduce this problems. Since internet-based e-commerce would compensate all of these people-
centered communication processes. He meant, 
 

“In such a world, good communication is dependent solely on having the right 
technology in place to traverse the distances separating channel participants in different 
countries.  
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6. Conclusions and recommendations 

 
In order to answer the initial research questions, the conclusions of this study have been 
summarized as recommendations for how ACTA-GI can improve the engagement and 
communication in the sales process. By analyzing the current situation, using digital marketing 
research, surveys, interviews and benchmarking with other similar industrial companies, the 
result is presented below as an overview of best practice for working with distribution partners, 
and proposals for improvements within the sales process. 
 
The conclusions are divided into three different categories: recommendations concerning the 
online portal, recommendations for training and recommendations for how to build engagement. 
 

6.1 Online portal  
In order to improve the communication between the different players in the sales channel, there 
is a clear need for an online distributor portal. By enabling the distributors to find information on 
their own, the sales process could be much more efficient. A conclusion of this study is that, 
when developing the online distributor portal, the aim should be to: 
 

“Gather all that the distributor needs in one single location”  
 - Klas Thunberg, Volvo Trucks 
 
By doing this, the distributor can easily focus on the task at hand, instead of flipping through 
different systems. When information and tasks are easy to find and easy to use, the system will 
be used more frequently. The recommendation is therefore to use the distributor portal as a 
junction for all other portals, like the learning portal, shop online, product catalogues, etc., 
connected to the distributors. The different systems should also have the same, or similar, 
esthetics and preferably be connected by “single sign on”.  
 

6.1.1 Content on the online portal 
When it comes to the actual content of the Distributor portal, both distributors and internal 
employee thought that some of the most important content for the distributor portal were: 
 
General: 

! Local news and information 
! Product information 
! Related products 
! Prices 
! Software updates 

Handling orders: 
! Delivery time and order tracking 
! Previous orders 

Training: 
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! Guidelines and applications  
! Demos 
! Case-study 

 
The distributors also wanted the online portal to contain contact person information, so that the 
distributor could see who to contact in the local market.  
 
Out of the different areas listed above, the “Handling of orders” was something that was 
discussed the most during the interviews. This section is further clarified below:  
 

6.1.2 Handling of orders, Delivery time and order tracking 
Something that the distributors were clearly missing in the selling process was information on 
the delivery time of the products and the possibility to track their orders. As mentioned earlier, it 
is important for the customer to know the delivery time and arrival date of their products. If the 
products are delayed, it can affect the end time of the entire project for the customer. It is 
therefore important to have a function where the distributor can find information on the arrival 
date and the status of their orders like, “now it is delivered”, “now it is shipped”, etc. A good way 
of keeping track of orders would be to get a tracking number. Having good order tracking could 
be very much needed in the entire ACTA-GI chain.  
 

6.1.3 Previous orders 
Many of the respondents also thought that there should be a function with a shortcut called 
“Previous Orders” where the distributor can access and get information about his/hers previous 
sales. By having this function, the distributor could complement previous orders or make similar 
orders in the future in a more efficient way. It would also make life easier for the distributor if 
he/she could get the whole solution from one link and to go directly to shop online. 
 

6.1.4 Different roles and user id 
As stated by Nevins and Money (2008), a successful working relationship is often depending 
upon thorough definition of a marketing strategy and careful role definitions. The importance of 
role definitions was something that also came up during the cross industry study.  
 
One way of keeping some information on the portal more confidential and to organize who has 
access to what sort of information, the distributor portal could have different authorization levels. 
The recommendation is to take after Volvo and have a system where the users are divided into 
different user roles. Due to the different user profile, the user could see different content on their 
distribution portal. If the user wants to get other or additional information, like having access to 
the learning portal or similar, then the user could apply for it. 
 
By having the distributors divided into different roles, it could also be easier to control the flow of 
information. With these roles, the right information could be sent to the right receiver.  
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6.1.5 Responsibility for building local content 
In the Central European region, the local customer center is responsible for their own distributor 
portal. They are doing fast responses and changes on the portal every week and take great 
pride in the frequent use and up-to-date content of their distributor portal. The marketing 
specialist of the China region, Carola Yang also said that the distributors needed quick 
response, and that they would therefore prefer to manage the local content of the portal at the 
local customer center in Shanghai. Carola Yang: 
 

“We think it would be better to have it local otherwise it will be harder to get things done, 
it will be a longer process. The distributors may not want to contact some foreigners, 
they just want to work conveniently” 

 
Based on this study, the recommendation would be to assign the responsibility for the local 
content of the distributor portal to the local customer centers. As said by one sales personnel in 
the China region; some of the content should be decided by the responsible product managers. 
They should have responsibility for what should be seen on the portal and what content the 
distributors should have access to. 
 

6.2 Training 
In order to optimize the content as well as the design of the training program, there are some 
factors that need to be taking into consideration. Offering online training is highly recommended 
by the distributors as well as from the sales personnel’s point of view. Apart from offering real 
training in the local customers, there could be launched a learning path portal where both the 
sales personnel and distributors can keep track on which program they have attended. The 
learning path system could offer the user opportunities to advance further in the career path and 
this system could recommend the user to attend the required education training for being an 
expert in a specific area. The training should also be offered at different levels, not only to the 
front line staff, but also to the office personnel and the end customers. According to a distributor, 
offering certification for showing that they have achieved the required capacity would be a good 
idea: 
 

“It would be good to have so we can show it to the customers. Also I think this 
encourages our staff, if some staff did not pass the examination, they need to try to  
get it.” 

 

6.3 Building engagement 
The customer centers around the world could strengthen its position in the industry by arranging 
more local promotional campaigns, such as exhibitions and events, and also being more active 
on the different local social media platforms. This could increase the visibility in the local market 
and at the same time giving the opportunity for the interested individuals, as well as distribution 
partners to know more about ACTA-GI.  
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By putting videos and news on popular local social medias where it presenting what ACTA-GI is 
doing would not only increase the publicity but also increase the interest from the distributors. 
As the case of China, on Wechat, people could easily be updated about the news and since 
many distributors disclosed that they want to get push-notifications as soon as Atlas Copco had 
information to release. For further motivating the distributors, as how Volvo Trucks do, they are 
inviting their distributors to kick-offs and offering the distributors competition and bonus 
programs. 
 
ACTA-GI needs to better integrate their distribution partners, both in social activities as well as 
in their communication strategies. According to the result of the survey and interviews, many 
distributors informed face-to-face contact with the ACTA-GI’s personnel (where the partners can 
relate to a face) would make them easier to connect in their work process. Apart from receiving 
firsthand information of the products during the contacts, sharing ideas and advices with each 
other, would be a valuable part for developing a closer relationship. This would also possibly 
result in higher the loyalty- and satisfaction level of the distribution partners.  ACTA-GI’s 
willingness and providing appropriate support, such as generously sharing global knowledge 
would be a highly motivating factor for the distributors. This would let them feel being a part of 
the company, even though that the company is huge. 
 
As a final word of advice for future work with distribution partners:  
 

“They (the distributors) should be treated in a way like an ACT salesman.” 
- Anonymous statement from the sales personnel’s survey 
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7. Discussion 

7.1 Theory 
Many of the articles which have been used in this study, such as “Working with distributors” by 
Rosenbloom (1978), was written a while ago. However, the researchers thought that the 
theories described in these research findings were more appropriately applicable to this study 
than the current written scientific articles. Further, it would be interesting to get a more modern 
view of theory on how the selling and distribution process could be related to elements of social 
media platforms, but the articles found were not accessible. 
 
The purpose of this thesis was from the start to gain a more practical contribution for how Atlas 
Copco could improve the relationship towards their distribution partners. As a result of this, the 
theoretical contribution of this thesis towards the academic world has been a secondary priority. 
Although the findings of this thesis have been more practical and specifically based on the 
circumstances of the company of Atlas Copco, we believe that the findings could be generalized 
to some extent and applied on a more theoretical level on organizations in different contexts. 
 

7.2 Cultural differences / Low- vs High context countries 
According to Hall (1990), China is one of the country that is included in the high context culture. 
High context culture has a tendency to be “expected to communicate in ways that are consistent 
with their feelings,” while a person from a low context culture will set the context and let the 
message develop without referring to the problem directly. 
 
In high context culture, the personal relationships and human element have much bigger 
significance in communication in low context cultures. When interviewing the Chinese 
respondents the researcher could get a feeling they were more likely to express their inner 
feelings in comparison to when interviewing the respondents in Central Europe. When asking 
the Chinese distributors their level of satisfaction, the distributors showed that there were afraid 
to answer this questions but the situation changed as soon the researchers added they were 
external players in this study. The researchers also got an insight that the Chinese respondents 
got scared when mentioning the secrecy and anonymity before the interview started, the 
researchers decided therefore not to mention this at all. When asked if the respondents would 
like to be able to see their sales figure or not, the responses varied between different regions. 
Most of the respondents in Western regions would likely to have it, while most of the 
respondents in the China region would prefer to not to have it. 
 
The researchers also noticed marked difference when the interview questions were asked in 
China as opposed to Westerm countries. When conducting interviews in the China region, the 
researchers tried to ask open-ended questions to get a discussion going, but this turned out to 
be very difficult. Even though the interview questions were translated into the local language 
Some respondents commented that the questions were quite open and general. The 
researchers believe, this could be the reason of why it took longer time for them to answer. The 
researcher think that the Chinese workforce may be as used to not being asked more open-
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ended questions, and are therefore rather more accustomed with being asked more specific- or 
”yes and no” questions. 
 
According to achieve effective communication flow, Rosenbloom et al (2003) stated, 
 

 “The cultural context (HC vs. LC), therefore, may have an impact on how many 
messages are sent between marketing channel partners to achieve effective 
communication (frequency of communication) as well as the type, or form, of the 
messages themselves” 

 
Since Sweden is a HC culture country and the investigated market China, is a LC culture 
country, therefore regarding to this theory, the design on how the messages and communication 
would look like might affect this situation. As an example, when the survey was sent out to the 
China region, the researchers needed to get the email address of the respondents, therefore the 
researchers needed to asked the representative of each region to get the contact information. 
None of the regions hesitated to give out the contact information of their sales personnel and 
distributors. Only when it came to the China region, the representative of the China region 
(Carola Yang) asked the researcher to clarify the content of the e-mail through additional emails 
and even a phone call to augment the original e-mail communication. She wanted to know more 
about the details and purpose of the study before she could let us know the contact information 
to the distributors. By that we could see that this theory could easily be applied even when it 
only comes to a simple action, such as asking email address of the respondents in different 
regions.  
 
In fact, a whole series of back and forth communication via phone, fax, and letters may be 
needed to help reduce the cultural distance between the LC channel partner, Sweden and its 
HC Chinese counterpart. As a result, marketing channel members from one culture may require 
much more frequent messages to effectively communicate with their channel partner than 
channel members in another culture in order to reduce cultural distance. What could be 
interesting to investigate is if there would be any differences if the survey was sent out to other 
HC culture countries, since China was the only HC culture in the target group. Comparing 
similar context culture were also taken into account, Rosenbloom et al (2003) meant, 
 

“As long as channel members from LC or HC cultures deal with foreign marketing 
channel partners from similar LC or HC cultures, the cultural distance between the two 
will be relatively small and, hence, few communication problems based on cultural 
distance are likely to appear in the marketing channel.” 

 
Throughout the study there was no big issue occurred regarding to the theory when both are in 
the similar context culture, (in this case Sweden and UK/Central Europe/US). This could depend 
on that this study did not consist of having any deeper contact nor investigation in those regions 
or this theory may fit well in this cohesion. 
 



 
 

64 
 

Nevertheless, in this case where Atlas Copco is doing business globally, marketing channel 
partners are from both LC and HC cultures. Therefore, it is important to make an effective and 
efficient flow of communication in international channels of distribution, since the cultural 
distance may be relatively large and may become a decisive problem. For that reason, it would 
be interesting if the researchers could make a deeper investigation of the US region, and make 
comparisons with the China region. Thereby, a more complete conclusion of this topic “LC vs. 
HL” culture could be made. 
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Appendix 

 

1. Economic analysis 
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2. Survey results 

 
Introduction: My name is Lovisa Strömsholm/Karin Wu and I am working with my colleague 
Lovisa Strömsholm/Karin Wu on a project called “Channel Partner” at Atlas Copco. The 
Channel Partner project is a study on how Atlas Copco can improve the flow of information 
between the different players in the sales process, by developing an online distributor portal. 
 
We are doing these survey investigations in order to gather opinions and information from the 
different players within the sales- and distribution channel. The more information we can get, the 
better chance we have of developing a good and useful online portal. 
 
The answers of this survey investigation are anonymous and the results will not be used for any 
other purpose than for this particular study. 








































































































































