International Journal
of Knowledge Society

Research

Table of Contents

RESEARCH ARTICLES

1 Identification of Risk Factors in Large Scale Software Projects: A Quantitative Study
Basit Shahzad, College of Computer and Information Sciences, King Saud University, Riyadh, Saudi Arabia

12 In Search We Trust: Exploring How Search Engines are Shaping Society
Noel Carroll, Department of Management and Marketing, Kemmy Business School, University of Limerick,
Limerick, Ireland

28  Value Creation in Business-To-Business Crowd Sourcing
Nina Helander, Tampere University of Technology, Tampere, Finland
Hannu Kdrkkdinen, Tampere University of Technology, Tampere, Finland
Jari Jussila, Tampere University of Technology, Tampere, Finland

40 Correlation of Possible Kidney Injury in the Immediate Postoperative Period of Patients Having Undergone
a Cardiac Surgery
Georganta Stavroula, Technological Educational Institution of Athens, Athens, Greece
Gkeka Perikleia, Technological Educational Institution of Athens, Athens, Greece

60  Chinese Cultural Values and Knowledge Sharing
Alan K.M. Au, Lee Shau Kee School of Business and Administration, The Open University of Hong Kong, Homantin,
Kowloon, Hong Kong
Matthew C.H. Yeung, Lee Shau Kee School of Business and Administration, The Open University of Hong Kong,
Homantin, Kowloon, Hong Kong

69 Development of Informational Cities in Japan: A Regional Comparison
Kaja Fietkiewicz, Department of Information Science at the Heinrich Heine University, Dusseldorf, Germany
Sandra Pyka, Department of Information Science at the Heinrich Heine University, Dusseldorf, Germany

83 Identification and Quantitative Analysis of Project Success Factors for Large Scale Projects
Basit Shahzad, College of Computer and Information Sciences, King Saud University, Rivadh, Saudi Arabia
Abass Md Said, Faculty of Science and IT, University Technology Petronas, Tronoh, Perak, Malaysia

Copyright

The International Journal of Knowledge Society Research (IJKSR) (ISSN 1947-8429; eISSN 1947-8437), Copyright
© 2014 1GI Global. All rights, including translation into other languages reserved by the publisher. No part of this journal
may be reproduced or used in any form or by any means without written permission from the publisher, except for
noncommercial, educational use including classroom teaching purposes. Product or company names used in this journal
are for identification purposes only. Inclusion of the names of the products or companies does not indicate a claim of
ownership by IGI Global of the trademark or registered trademark. The views expressed in this journal are those of the
authors but not necessarily of IGI Global.

The International Journal of Knowledge Society Research is indexed or listed in the following: Bacon’s Media
Directory; Cabell’s Directories; DBLP; Google Scholar; INSPEC; Journal TOCs; MediaFinder; The Standard Periodical
Directory; Ulrich’s Periodicals Directory




28 International Journal of Knowledge Society Research, 5(1), 28-39, January-March 2014

Value Creation in Business-
To-Business Crowd Sourcing

Nina Helander, Tampere University of Technology, Tampere, Finland
Hannu Kdérkkdinen, Tampere University of Technology, Tampere, Finland
Jari Jussila, Tampere University of Technology, Tampere, Finland

ABSTRACT

In knowledge society the utilization of social media as a communication channel between people, groups and
even companies is increasing. Current innovation and social media research has already shown the potential
of crowdsourcing in the business-to-consumer (B2C) markets. The authors argue in this paper, however, that
crowdsourcing has a great and yet partly undiscovered potential also in the context of business-to-business
(B2B) markets. In order to get the full potential, a more detailed understanding of the logic of value creation
in crowdsourcing activities between multiple stakeholders in B2B context is needed. This paper presents an
exploratory study that is carried out as an empirical netnography-based multiple case study. The study opens
up potential future research avenues by starting the discussion of value creation logic in B2B crowdsourcing.
Practical implications are created through cases revealing what kind of value companies have already been

able to gain from crowdsourcing in B2B context.

Keywords: business-to-business relationships, business to consumer, Crowd Sourcing, markets, value
creation, value functions
INTRODUCTION customers, suppliers, universities etc.) and

The increasingly important managerial
paradigm, “open innovation”, emphasizes the
importance of the efficient use of all available
resources, knowledge and information. Besides
theresources and knowledge inside the company
borders, itemphasizes the significance of utiliz-
ing particularly the resources and knowledge
residing outside the company borders. This is
because valuable innovation-related knowledge
is being increasingly widely distributed to dif-
ferent actors, organizations (e.g. companies,

DOI: 10.4018/ijksr.2014010103

communities.

Crowdsourcing (Howe, 2008) is relatively
novel, but increasingly important ways to in-
volve customers, end users and their expertise
and knowledge in innovation. Crowdsourcing
can be broadly defined, according to Howe
(2008) as an “act of taking a job traditionally
performed by a designated agent (usually an
employee) and outsourcing it to an undefined,
generally large group of people in the form of
anopencall”. Crowdsourcing can be utilized for
instance to identify new business opportunities
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and new product ideas, to deepen relationships
with consumers and customers, and to enhance
collaboration not only inside but also between
companies and other parties (Burmann, 2010;
Chesborough, 2011; Whitla, 2009). However,
in order to achieve novel, but useful ways of
working together in business-to-business (B2B)
relationships, companies should understand
carefully the value created in crowdsourcing
activities from different perspectives of engaged
actors, such as direct customers and suppliers.
According to Gillin and Schwartzman (2011)
the best operating B2B relationships are sym-
biotic in terms of e.g. mutual engagements
and alignment, which are rooted by aspiration,
needs, and challenges of both parties. We also
highlighttherole of social mediain creating new
potential for crowdsourcing: crowdsourcing can
be carried out in many ways, but nevertheless
crowdsourcing has gained novel interest due
to new possibilities and value creation options
created by various approaches provided by the
social media.

The currentlack of organized and analyzed
case evidence and examples for companies
operating in B2B markets, and developing prod-
ucts for other companies in particular, makes
it difficult for managers to estimate the possi-
bilities of crowdsourcing in B2B relationships.
Some characteristics of the B2B sector, such
as B2B’s having typically far fewer customers
than business-to-consumer’s (B2C’s) (Gillin &
Schwartzman, 2011; Geehan,2011), often make
itdifficult to locate sufficiently large crowds of
customers for crowdsourcing purposes. Due to
the differences between B2B and B2C markets,
the currently available academic studies that
almostmerely present crowdsourcing examples
and analysis results from companies operating
fully or mainly in B2C markets, are useful as
examples only in a limited way to B2B markets
and relationships.

Based on earlier studies (Jussila et al.,
2012; Karkkéinen et al., 2011; Kéarkkdinen et
al., 2012; Simula & Vuori, 2012) we argue,
however, that there is a great potential related
to crowdsourcing use in the context of B2B
markets and relationships. In order to get

the full potential, there is a need for a more
detailed understanding of the logic of value
creation in crowdsourcing activities between
multiple stakeholders in business-to-business
context. We argue that crowdsourcing- related
value creating networks can be better designed
to provide significant value for the suppliers,
customers and other network members on the
basis of increased understanding of crowdsourc-
ing- related value creation.

In the recent marketing literature, the
conceptualization of value has divided to two
differentiated main streams: the other deals
with the value of products and services, while
the other focuses on the value of buyer-seller
relationships (Lindgreen & Wynstra, 2005).
Our perspective of value creation is based
on the latter stream as we utilize the function
viewpoint presented by Walter et al. (2001) as
an analysis tool for the value creation. We are
particularly interested to analyze the value the
supplier company gets from crowdsourcing, not
so much to the motivation of the single individu-
als to participate in the innovation process nor
to the value from the customer organization’s
viewpoint, which is already more covered
viewpoint in most of the recent value creation
analyses (see e.g. Moller & Torronen, 2003).

Thus, the goal of this exploratory study
is to understand how crowdsourcing has been
used and can be used in business-to-business
relationships to create value for the focal sup-
plier company. We will carry out an empirical
netnography-based multiple case study, in
which we examine crowdsourcing use and value
creation in the context of business-to-business
relationships. We analyze the empirical data
through a theoretical framework that is based
on Walteretal.’s (2001) value function analysis
framework, which can be used to understand
especially the value created by different value
functions. The research seeks answers to the
following research question: whatkind of value
iscrowdsourcing able to create in B2B relation-
ships in regard to value functions, particularly
from supplier’s perspective?

The structure of the paper is as follow-
ing. After the introduction we will define
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crowdsourcing andits role in B2B relationships,
as well as some of the major challenges related
to B2B use of crowdsourcing. We thereafter
define our value creation viewpoint, as well
as the framework of value functions used in
the analysis. These theoretical considerations
are then applied in an empirical study, which
consists of six different types of crowdsourc-
ing cases in B2B relationships. Before opening
up the findings from the empirical study, we
introduce our netnography- based research ap-
proach. The paper is concluded by discussing
the results and the contributions of the study as
well as presenting the potential further research
avenues.

LITERATURE REVIEW

In this section the essentials of crowdsourcing
from the business-to-business viewpoint are
firstly discussed. Then the theoretical bases of
value creation are shortly opened up and fol-
lowed by the presentation of the value function
framework.

Crowd Sourcing in Business-
to-Business Context

In current crowdsourcing literature the crowd-
sourcing definitions have varied from very
specific notions to broad generalist concepts
depending on the subjects or the scopes of
research projects. To unify the vague group
of definitions Estellés-Arolas and Gonzalez
(2012) studied over two hundred documents,
related to crowdsourcing, and found 40 differ-
ent crowdsourcing definitions which they used
to form one universal interpretation to act as a
theoretical base: “Crowdsourcing is a type of
participative online activity in which an indi-
vidual, an institution, anon-profit organization,
or company proposes to a group of individu-
als of varying knowledge, heterogeneity, and
number, via a flexible open call, the voluntary
undertaking of a task.”

We adopt Penin and Burger-Helmchen’s
(2011) concept of open call as a call in which
everybody can (at least in principle) answer the

call - individuals can participate in addition to
restricting the call within firms only, as well
as non-profit organizations, or communities of
individuals. We will further specify the ‘B2B
crowdsourcing’, drawing from commonly cited
crowdsourcing definitions, rather extensively
as “companies operating in B2B markets, us-
ing crowdsourcing in any way to their business
benefit”, thus notnecessarily the B2B’s starting
or making the actual crowdsourcing call them-
selves, or only between companies (as name
“business-to-business” might refer). Thus we
will follow in this study the generic format of
B2B crowdsourcing provided by Kéarkkdinen
et al. (2011) as “participatory online activity,
carried out via an open call, in which compa-
nies operating in business-to-business markets
propose themselves or aim to benefit in some
other way from voluntary provision of A from
Bin Cpurpose, benefiting from this in D sense”
in which: A = concepts, ideas, information,
knowledge, funding or other resources; B =
a group of individuals of varying knowledge,
heterogeneity and number, consisting from
individuals from any companies, organiza-
tions, non-profits, intermediaries, communities
or individual professionals, C = new product
development (NPD), innovation process, mar-
keting, sales, new business development, etc.;
and lastly, D = cost reduction, quality increase,
increased customer orientation and customer
understanding, time-to-market time reduction,
sales / profit increase.

The markets, the customers, the products
and product development have several differ-
ences between the business-to-business and
consumer product sectors (Hanna et al., 1995;
Von Hippel, 1988; Holt et al., 1984; Geehan,
2011; Urban & Hansen, 1993) that have an
effect on utilization of crowdsourcing, too.
Firstly, since the amount of customers is gen-
erally much smaller in B2B’s (Geehan, 2011),
the use of crowdsourcing in B2B relationships
and in the development of B2B products is quite
rare and in many ways more limited, compared
to the use in B2C’s. Second, in the context of
innovations and B2B’s, legal contracts and
IPR —issues can become challenges in the free
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revealing of product or business ideas in the
inter-organizational innovation collaboration
(Marjanovicetal.,2012; Nordlund etal.,2011)
and may thus seriously limit the usability of
crowdsourcing between B2B companies and
their business customers. Third, concerning
closely the theme of value creation, the ways
to motivate and engage business customers and
partners is very different from motivating and
engaging consumers (Tickle et al., 2011) for
crowdsourcing purposes.

Due to the above characteristics, the cur-
rently available academic studies that almost
merely present B2C crowdsourcing examples
are useful only in a very limited sense to
B2B’s. For the same reasons, many companies
and managers have serious doubts against the
usefulness of crowdsourcing in the B2B sector.
Taking the above B2B and B2C differences
into consideration, it is fair to presume that
also the various types of crowdsourcing ap-
proaches, such as the ones that are carried out
by means of social media and Web 2.0, should
take these differences carefully into account
when planning and implementing approaches
for the business-to-business sector companies.

Value Creation and
Value Functions

In order to analyze the usefulness of an inno-
vation, such as crowdsourcing in business-to-
business context can be understood, we need
to be able to identify and measure the value
created by the utilization of the innovation.
However, measurement and even the identi-
fication of “value” is not an easy task. This is
due to the multifaceted and complex nature of
value; it is a concept that is commonly used by
both academics and actors in the field, but it
is often rather unclear what is actually meant
by it in different contexts (Ford & McDowell,
1999; Helander, 2004).

As already stated in the introduction part
of this paper, marketing literature has made a
divisionin value discussion to two main streams:
the value of products and services, and the
value of buyer-seller relationships (Lindgreen

& Wynstra, 2005). In this paper, we will apply
the latter one with the chosen viewpoint of
value functions (Walter et al., 2001). However,
another interesting distinction that has been
made within the value creation literature is the
division between value creation processes and
value outcomes (Gummerus, 2013). When fo-
cusing on the value creation process perspective,
it is important to understand that the process of
value creation will differ based on whether value
is created by an individual, an organization,
or society (Lepak et al., 2007). In the current
study, the first two levels, an individual and
an organization are present, as use of social
media based crowdsourcing is studied in B2B
context (organizational level) but is in the end
realized through individuals that participate in
the crowdsourcing. Referring to the perspective
of value as an outcome, a commonly presented
view of value is to understand it as the trade-off
between benefits and sacrifices (Lapierre, 2000;
Parolini, 1999; Ravalad & Gronroos, 1996;
Slater, 1997; Yadav & Berry, 1996) which can
be both monetary and non-monetary (Walter et
al., 2001). The use of crowdsourcing in B2B
context strives mostly for monetary value, as
the ultimate objective for companies is to cre-
ate profit for their owners. Nevertheless, there
is also a great non-monetary value potential
included in crowdsourcing for companies, such
as gaining new ideas, concepts, information,
knowledge, or other resources (Kérkkéinen et
al., 2012). These kinds of non-monetary values
may be in the long run even more important,
because in the end, they may create the big-
gest value and turn also into direct monetary
value e.g. in the form of new market areas, new
product/service innovations or even as the key
enabler of company growth.

Walter et al. (2001) have conceptualized
value creation as a set of direct and indirect
functions of customer relationships from the
supplier’s perspective. Direct functions bring
value that is easier to measure financially and to
realize in the relationship between the company
and itsrelationship party, e.g. the customer or the
supplier. Indirect functions, on the other hand,
also include the third parties, and the outcomes
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arenotas straightforward to measure financially.
The functions of a customer relationship refer to
performedactivities and employed resources of
the customer that the customer is contributing
to the relationship and as such also to the wider
network (Walter et al., 2001).

The value functions introduced by Walter
et al. (2001) introduced are the following:

Direct-Value Functions

*  ProfitFunction: Refers to the profit gained
from selling product(s) to a customer.

*  Volume Function: Refers to selling vol-
ume of products to customers, which help
to exceed necessary minimum utilization
of the supplier’s capacities.

»  Safeguard Function: Refers to the pos-
sibility of ‘guaranteeing’alevel of business
that serve as insurance against crises or
difficulties with other customers.

Indirect-Value Functions

* Innovation Function: Refers to the pos-
sibility of product and process innovation
with a particular customer.

*  MarketFunction: Refers to the possibility
of acquiring information about potential
new customers, initiation of contacts with
new customers and receiving referrals and/
or recommendations to potential new cus-
tomers from a particular customer.

*  Scout Function: Refers to the market,
competitor and other information that can
be acquired through a particular customer.

*  Access Function: Refers to gaining access
torelevant other actors through a particular
customer.

Thedirectand indirect value functions have been
used either completely or in part for example
to study the impact of information technology
deployment on trust, commitment and value
creation in business relationships (Ryssel et al.,
2004), information technology competence and
value creation in supplier-customer relation-
ships (Walter & Ritter, 2005), and the practices

and functions of customer reference marketing
(Jalkala & Salminen,2010). We found no previ-
ous studies that have studied value functions in
the context of B2B crowdsourcing.

EMPIRICAL STUDY

Inthis section we will firstly present the research
methods and the case selection, and then discuss
the findings from the empirical study.

Research Approach

We applied netnographic research principles,
designed for studying online communities
(Kozinets, 2002), on the observation of textual
discourse in selected social media- based crowd-
sourcing platforms, and the media (platforms)
themselves related to our research goal. The
subject area of observation of textual discourse
was specifically value creation functions and the
role of social media in crowdsourcing in B2B
customer relationships, and the media studied
were the identified and selected crowdsourcing
platforms, where the conversation that produced
the studied textual discourses took place.
Netnography was chosen as a research
method as it is specifically designed for online
community studies (Kozinets, 2002). Netnog-
raphy is a qualitative, interpretative research
approach that adapts the traditional, in-person
ethnographic research techniques of anthropol-
ogy to the study of online communities and
cultures created through computer-mediated
social interaction (Bowler, 2010; Jupp, 2006;
Kozinets, 201; Kozinets, 2002; Kozinets, 1998).
Netnography extends the traditional notion of
field and ethnographic study, as well as ethno-
graphic cultural analysis and representation,
from the observation of co-located, face-to-face
interactions to technologically mediated interac-
tions in online networks and communities, and
the culture shared between and among them
(Bowler, 2010; Kozinets, 2010). However, net-
nography as aresearch method is simpler, faster
and timelier than traditional ethnography, and it
is also more naturalistic and unobtrusive than
for example surveys or interviews (Kozinets,
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1998). Netnography provides procedures for
participant observation in the online environ-
ment, that include investigating appropriate
online communities for a study, and entering
the online community and culture; collecting
and analysing the data; ensuring trustworthy
interpretations; conducting ethical research;
and providing opportunities for the feedback
of community members (Bowler, 2010; Jupp,
2006; Kozinets, 201; Kozinets, 2002; Kozinets,
1998).

According to Kozinets (2010) the simpli-
fied flow of a netnographic research project
includes the following five steps: 1) definition
of research questions, social sites or topics to
investigate; 2) community identification and
selection, 3) community participant-observation
and data collection (ensure ethical procedures);
4) data analysis and iterative interpretation of
findings; 5) write, present and report findings
and/or theoretical and/or policy indications.
These steps were also followed in the pres-
ent study. Firstly, we formulated our research
questions and identified suitable crowdsourcing
platforms that can be studied from B2B supplier
perspective. Secondly, to collect data and to
sample related crowdsourcing platforms with
the specific subject area (cf. Rokka, 2010), a
participant observation (Lewis etal.,2009) was
used as a part of our netnographic approach to
identify the concrete company cases of supplier
crowdsourcing in B2B context. The observa-
tion included registrations to several online

crowdsourcing platforms, browsing through
the available textual discourses, and identify-
ing, observing and analyzing the role of social
mediaand the value functions of crowdsourcing
in customer relationships from the supplier’s
perspective. The approach included also fol-
lowing various links to secondary sources
(e.g. company websites and online discussion
forums) in order to gain comprehensive knowl-
edgeaboutthe crowdsourcing platforms. During
the observation we adapted Gill and Johnson’s
(2002) role of “complete observer” with some
characteristics from “observer as participant”, as
we did not take part in the actual crowdsourcing
tasks, butdid not deliberately hide our presence
on the platforms, either.

The studied supplier’s utilizing these six
crowdsourcing platforms in value creation in
B2B customer relationships were Intuit, SAP,
Formlabs, Dell, Bombardier and Liirssen Werft
(See Table 1).

The gathered observation data was inter-
preted by following content analysis principles
and the results of the empirical study are pre-
sented in the following section.

Results of the Empirical Study

In this section, the empirical results concerning
value functions of crowdsourcing within the
selected cases are discussed. Firstly key results
of each of the cases is opened up and in the
end of the section the results are summarized

Table 1. Selected cases representing social media-based online crowdsourcing platforms

Company and Social Media-
Based Online Crowdsourcing

The Observed B2B Product Related to
Customer-Supplier Relationship

Industry

Platform
Intuit TurboTax Live TurboTax for Business tax software Software and professional
Community services
Formlabs Kickstarter 3D printer Manufacturing
Dell IdeaStorm platform Developer laptop Computer hardware
SAP Community Network Enterprise resource planning software Software (B2B)
Bombardier YouRail Interior design for trains Rail-equipment manufacturing
Liirssen Werft GrabCAD Dampening device for wind breaker doors Shipbuilding
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through each value function according to the
model of Walter et al. (2001).

Firstly, in the case of Intuit the profit func-
tion played a key role. In Intuit, the integra-
tion of social media based customer support
crowdsourcing platform Live Community into
TurboTax software product not only enabled
reduced costs of customer support (Hinchcliffe
& Kim, 2012), but also enabled the company to
scout tax knowledge of its customers in terms
of providing answers to questions posed by
the community. Furthermore, by providing the
customer atool to crowdsource solutions to their
tax problems, Intuit was able to safeguard its
business by retaining customer relationships
and preventing product abandonment. The
crowdsourcing platform and the new way of
doing customer support can also be considered
as a process innovation reducing e.g. the need
for increasing staffing in traditional telephone
and email —based customer support. In Intuit
Turbotax Live Community communicating
through social media had significant role in
value creation in terms of scouting tax informa-
tion from customers. For example the TurboTax
for Business had 219 answered questions about
income-related issues in the Live Community.
Not only asking questions, but answering and
completing others answers on the problems was
enabled by the social media -based platform.
Completing in terms of commenting, giving
helpful votes to answers and subscribing to
updates are valuable social media roles for
scouting relevant tax information from the
supplier’s perspective.

In the case of Formlabs, the Kickstarter
crowdsourcing platform specialized in crowd-
funding enabled the supplier of 3D printers to
ensure necessary volume of orders and funding
from customers in order to set up full-scale
manufacturing. The go-ahead decision for the
supplier to setup full-scale manufacturing was
based on threshold of $100,000 funding from
customers (Kickstarter, 2012). From the sup-
plier’s perspective the role of crowdsourcing
was to enable both volume and safeguard value
functions at the same time in the customer
relationships. Furthermore, in the Formlabs

case the new kind of communication chan-
nel enabled by social media played the most
important part in crowdsourcing funding from
the Kickstarter platform. The platform enabled
to communicate the funding project to a wide
audience (e.g. more than 600 000 followers in
Twitter) and to observe in realtime how much
funding and related product orders were placed
by the customers (Kickstarter, 2012).

In Dell’s case the innovation function was
the primary value function in crowdsourcing;
through their Dell IdeaStorm crowdsourcing
platform, they received a great number of in-
novative product and process ideas of which
a rather large amount has already been imple-
mented (Dell, 2012). Related to the observed
Storm Session event organized in IdeaStorm
platform Dell received 153 product develop-
mentideas from direct customers. Furthermore,
in the Dell case, the scout function was also
significant when crowdsourcing the customer
needs and requirements for the developer laptop.
As a supplier of computer hardware and soft-
ware Dell received 88 well documented needs
of'the customers, some which were commented
by other customers, and also rated. For Dell
the connecting role of social media provided
an opportunity to learn more from potential
customers and also as means to contact the
contributors in further phases of the develop-
ment of the product.

In the case of SAP through the scout func-
tion was enabled huge amount of contributions
toknowledge base of SAP Community Network,
SAPreceiving more than 100 000 contributions
to knowledge base by community members
including customers, end-users, and partners
(SAP, 2013; Yolton, 2011). For SAP, the com-
munication possibilities offered by social media
hadsignificantrolein creating value by scouting
the market, and product knowledge of SAP’s
customers, end-users and partners. Social media
played also a key role in the creating value by
more easier and faster access to finding the right
experts for a given business situation.

Similarly in Bombardier’s and Liirssen
Werft’s case the role of crowdsourcing was
primarily to create value through innovation
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function. Bombardier received 4298 new inte-
rior design concepts for product innovation to
theirinnovation competition in YouRail crowd-
sourcing platform (Bombardier, 2012; Haller
et al.,, 2011) and Lirssen Werft received 62
models for product innovation of windbreaker
doorsin challenge organized in GrabCAD inter-
mediary crowdsourcing platform together with
GrabCAD experts (GrapCAD, 2012). Through
GrabCAD Liirssen Werft was able to com-
municate the product innovation challenge to
more than 500 000 mechanical engineers in the
GrabCAD community, all potential supplier’s
for the company. The 62 models submitted by
the engineers, received a number of comments
and likes from the community to support deci-
sion making of ideas. Social media was also
used to combine content, e.g. from YouTube, to
more clearly illustrate the function of product
innovation ideas and models for the supplier.
For Bombardier, social media can be seen to
have a valuable role on both to the quality of the
crowdsourced concepts and for the evaluation of
the crowdsourced concepts. Commenting of the
concepts for new interior designs for trains was
active, with a total of 8582 comments received
t0 4298 designs. Even more active was therating
of the concepts, Bombardier having received
26617 ratings to the concepts helping the jury
to evaluate the winning designs.

The Table 2 that illustrates crowdsourcing
value functions is by no means exhaustive,
but rather aims to point out few examples of
each value function by case examples. It is
noteworthy, that by utilizing crowdsourcing
business-to-business companies have beenable
to create value simultaneously by several direct
and indirect value functions.

DISCUSSION

We were able to find a number of different
types of interesting and useful applications of
crowdsourcing in a large variety of different
application areas in B2B relationships, which
demonstrate the usability of crowdsourcing in
the very scarcely studied and understood con-
text of business-to-business sector. In general,

the tasks that the studied B2B suppliers had
crowdsourced were quite complex, which, much
in contrast to common B2C crowdsourcing
tasks, were very demanding in regards to the
needed variety and depth of competences (e.g.
mechanical engineering expertise in Liirssen
Werft case).

When answering our research question,
what kind of value is crowdsourcing able to
create in B2B customer relationships from
supplier’s perspective, our explorative study
showed that the suppliers of B2B’s that were
involved in crowdsourcing activities have been
able to make use of crowdsourcing in many
ways in creating value in their B2B business
interrelationships. The analysis (see Table
2) demonstrated that in the discovered B2B
crowdsourcing approaches we found impacts
to both all the direct value functions as well as
allindirect value functions. The studied crowd-
sourcing platforms and related crowdsourcing
approaches have beenused to create value for the
focal crowdsourcing supplier simultaneously by
several direct and indirect value functions. For
example, in the case of Intuit, the company was
able to innovate its customer support process
by enabling the customers to crowdsource tax
advice from each other. Crowdsourcing lead to
several benefits for Intuit that were related to
direct and indirect value functions. The direct
value functions of crowdsourcing included
profitinterms ofincreased profits from product
and service offerings, and safeguards in terms
of avoiding product abandonment and retain-
ing customer relationships. The indirect value
functions of crowdsourcing included scout
function, in terms of receiving tax knowledge
from customers, and innovation in terms of
process innovation of customer support, that
also reduces the amount of traditional support
needed.

CONCLUSION

This study explored value creation logic of
crowdsourcing in B2B relationships. Based on
our study we can conclude that the benefits of
crowdsourcing in the context of B2B relation-
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Table 2. Case examples of crowdsourcing value functions from supplier perspective

Value Description of Case
Function the Function Example of Received Supplier Value

DIRECT

Profit The financial Intuit TurboTax biggest increases in sales taking place after the launch of
value of profits Live Community, which in part indicates the benefits of social media based
a relationship customer support crowdsourcing platform in increasing profit of TurboTax
generates product.

Volume Relationships Formlabs achieved its volume goals for production of different price
guaranteeing a category 3D printer kits and for minimum required funding ($100,000)
certain operating from customers, e.g. $2,299 for basic 3D printer kit and $8,000 for
volume personalized kit.

Safeguard R Intuit used the customer support crowdsourcing platform to safeguard its
Reliability and . .
continuity of a business and to prevent pr9duct abando.nment b.y proving plz.itform for
relationship the customers to ask questions and receive replies from Intuit or other

customers as needed.

INDIRECT

Innovation ¢ Dell received 153 product development ideas from direct customers

to their developer laptop in directed Storm Session event organized in
IdeaStorm platform lasting from May 6 — Sep 16 2012.
Creating innovative * Bombardier received 4298 designs and also 26617 ratings and 8582
development comments on competing submissions in their innovation competition
ideas through organized in YouRail crowdsourcing platform.
relationships « Liirssen Werft received 62 models (STEP files or AutoCAD
compatible drawings) for new dampening device for wind breaker doors
for large mega yachts in challenge organized in GrabCAD crowdsourcing
platform in approximately one month.

Market Accessing SAP gained information about potential new customers from SAP
new areas and Community Network; more than 100 000 individuals joined the SAP
getting contacts Community Network with the first two years, and eight years after
to new partners its founding the network consists of over 2.5 million registered users
through existing (including customers, prospects, partners and independent experts); with
relationships 1.5 million unique visitors / month.

Scout Intuit tapped into its customers tax knowledge by integrating customer

support crowdsourcing platform Live Community into its TurboTax
. product, enabling users to solve users problems that often were more
Creating value )
through information knowlefigeable than company’s own .agents; for'example the TufboTax
for Business has 219 answered questions about income-related issues, 412
answered questions about deductions and 142 answered questions about
balance sheet.

Access Creating value SAP has used an internal people finder application that takes advantage of
through partner social analytics aimed at both external social media and internal tools to
contacts find the right expert for a given business situation, thus making it possible

to crowdsource contacts to important persons

ships are evident. Value is created through the
more easily measured direct functions, but what
is notable, especially through the more indirect
functions, such as innovation or market func-
tion. This dominance of indirect value functions
may in part explain why to this date the value

of crowdsourcing in B2B context has not yet
been realized enough well among companies.
In general, indirect value is something that is
hardly measurable or even identifiable, and thus
this kind of value and benefits are not usually
as visible as the direct functions are. However,
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due to the netnographic research approach and
observation methods of the current study, we
were ableto identify especially the indirect value
created by crowdsourcing in B2B relationships.
Onthe other hand, partly due to the selected
methodology of netnographic observation, first,
we were not able to make conclusive observa-
tions about potential value creation trade-offs,
sacrifices or negative impacts to value cre-
ation, but some preliminary potential negative
impacts to sustainable value that we came up
with in the analysis included for instance that
in certain cases, competitors may gain the same
information and use it in their own product de-
velopmentand business development. Since the
central aims of our study did not focus on the
negative impacts of social media, we will leave
this analysis to be done in the future research.
Second, we could notdirectly observe the direct
value function impacts of social media, except
for the Formlabs case. This does not, however,
mean that such impacts would not exist in the
studied or other cases, but instead these could
be reached by use of other research methods.
The challenge in this kind of analysis is to find
the appropriate methods to measure which
financial impacts are created by crowdsourc-
ing and which are related to other actions of
the company. Thus, further research is needed
to complement our study with other methods,
such as direct interviews of companies that are
practicing B2B crowdsourcing through social
media- based crowdsourcing platforms.
Future research should complement these
results by interviews of case companies to
uncover the value functions that were not
possible to observe by means of netnography,
as well as for instance the potential negative
impacts of crowdsourcing and social media to
value functions. Due to the exploratory nature
of this research and research methods, further
studies should be carried out to further confirm
the preliminary case-based results. Especially
longitudinal studies to discover the long-term
benefits and impacts of crowdsourced products
on the profitability, compared to internally
developed products, should be carried out. In

addition, based on the finding of this exploratory
study, we see as one central further research area
tobe covered in more detailed level the potential
negative impacts/costs of crowdsourcing, such
as e.g. IPR risks. This kind of analysis would
enable evaluation of the total tradeoff between
benefits and sacrifices brought by crowdsourc-
ing in B2B contexts. In addition, based on the
increased understanding of the value creation
logic of crowdsourcing in B2B relationships,
analysis of the business models of B2B sup-
plier crowdsourcing could also be achieved in
future studies.

Although a lot remains still to be studied
around the theme of crowdsourcing and social
media, some practical implications has already
been achieved in this paper. The managers of
companies that operate in B2B markets and
produce B2B products can utilize the recognized
and analyzed social media- based crowdsourc-
ing approaches as useful models for facilitat-
ing their own open innovation activities and
experiments. They can for instance pinpoint
examples of crowdsourcing use in B2B rela-
tionships, which support best the strategies of
their own companies, for instance increasing the
profitability, related to direct value functions, or
innovation, related to indirect value functions.

REFERENCES

Bombardier. (2012). Bombardier YouRail Designcon-
test. Retrieved October 17,2012, from http://yourail-
design.bombardier.com/terms-and-conditions

Bowler, G. (2010). Netnography: A method specifi-
cally designed to study cultures and communities
online. Qualitative Report, 15(5), 1270-1275.

Burmann, C. (2010). A call for ‘user-generated
branding. Journal of Brand Management, 18(1),
1-4. doi:10.1057/bm.2010.30

Chesbrough, H. (2011). Foreword. A guide to open
innovation and crowdsourcing: Advice from leading
experts. London, UK: Kogan Page Limited.

Dell. (2012). Idea storm. Retrieved October22,2012,
from http://www.ideastorm.com/

Copyright © 2014, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.



38 International Journal of Knowledge Society Research, 5(1), 28-39, January-March 2014

Estellés-Arolas, E., & Gonzalez-Ladron-de-Guevara,
F. (2012). Towards an integrated crowdsourcing
definition. Journal of Information Science, 38(2),
189-200. doi:10.1177/0165551512437638

Ford, D., & McDowell, R. (1999). Managing busi-
ness relationships by analyzing the effects and
value of different actions. Industrial Marketing
Management, 28(5), 429—442. doi:10.1016/S0019-
8501(99)00065-6

Geehan, S. (2011). The B2B executive playbook:
How winning B2B companies achieve sustainable,
predictable, and profitable growth. Clerisy Press.

Gill, J., & Johnson, P. (2002). Research methods for
managers. Sage Publications Limited.

Gillin, P., & Schwartzman, E. (2011). Social mar-
keting to the business customer: Listen to your B2B
market, generate major account leads, and build
client relationships (1st ed.). Wiley.

GrabCAD. (2012). Dampening device for wind
breaker doors for large Mega Yachts. Retrieved
March 27,2013, fromhttp://grabcad.com/challenges/
dampening-device-for-wind-breaker-doors-for-
large-mega-yachts

Gummerus, J. (2013). Value creation processes and
value outcomes in marketing theory. Marketing The-
ory, 13(1), 19-46. doi:10.1177/1470593112467267

Haller, J., Bullinger, A., & Moslein, K. (2011). In-
novation contests. Business & Information Systems
Engineering, 1-4.

Hanna, N., Ayers, D., Ridnour, R., & Gordon, G.
(1995). New product development practices in
consumer versus business products organizations.
Journal of Product and Brand Management, 4(1),
33-55. doi:10.1108/10610429510083749

Helander, N. (2004). Value-creating networks:
An analysis of the software component busi-
ness. University of Oulu. Retrieved from http://
en.scientificcommons.org/8611882

Hinchcliffe, D., & Kim, P. (2012). Social business
by design: Transformative social media strategies
for the connected company. John Wiley & Sons.

Holt, K., Geschka, H., & Peterlongo, G. (1984).
Need assessment: A key to user-oriented product
innovation. Wiley.

Howe, J. (2008). Crowdsourcing: How the power of
the crowd is driving the future of business. Century.

Jalkala, A., & Salminen, R. (2010). Practices and
functions of customer reference marketing—Le-
veraging customer references as marketing assets.
Industrial Marketing Management, 39(6), 975-985.
doi:10.1016/j.indmarman.2010.06.017

Jupp, V. (2006). The Sage dictionary of social re-
search methods. Sage publications Limited.

Jussila, J., Karkkdinen, H., & Leino, M. (2012).
Learning from and with customers with social media:
A model for social customer learning. International

Journal of Management. Knowledge and Learning,
1(1), 5-25.

Karkkdinen, H., Jussila, J., & Janhonen, J. (2011).
Managing customer information and knowledge with
social media in business-to-business companies. In
Proceedings of the 11th International Conference on
Knowledge Management and Knowledge Technolo-
gies, Graz, Austria (pp. 1-8). ACM. Retrieved from
http://dl.acm.org/citation.cfm?id=2024309

Kérkkéinen, H., Jussila, J., & Multasuo, J. (2012).
Can crowdsourcing really be used in B2B inno-
vation? In Proceedings of the 16th International
Academic MindTrek Conference: Envisioning
Future Media Environments, Tampere. ACM.
doi:10.1145/2393132.2393159

Kickstarter. (2012). FORM 1: An affordable, profes-
sional 3D printer. Kickstarter. Retrieved December
10,2012, from http://www.kickstarter.com/projects/
formlabs/form-1-an-affordable-professional-3d-
printer

Kozinets, R. (1998). On netnography: Initial reflec-
tions on consumer research investigations of cyber-
culture. Advances in Consumer Research. Association
for Consumer Research (U. S.), 25(1), 366-371.

Kozinets, R. (2002). The field behind the screen:
Using netnography for marketing research in online
communities. JMR, Journal of Marketing Research,
39(1), 61-72. doi:10.1509/jmkr.39.1.61.18935

Kozinets, R. (2010). Netnography: Doing ethno-
graphic research online. London, UK: Sage Pub-
lications Limited.

Lapierre, J. (2000). Customer-perceived value
in industrial contexts. Journal of Business
and Industrial Marketing, 15(2/3), 122-145.
doi:10.1108/08858620010316831

Lepak, D., Smith, K., & Taylor, M. (2007). Value
creation and value capture: Amultilevel perspective.
Academy of Management Review, 32(1), 180—194.
doi:10.5465/AMR.2007.23464011

Copyright © 2014, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.



International Journal of Knowledge Society Research, 5(1), 28-39, January-March 2014 39

Lewis, P., Saunders, M., & Thornhill, A. (2009).
Research methods for business students. Pearson.

Lindgreen, A., & Wynstra, F. (2005). Value inbusiness
markets: What do we know? Where are we going?
Industrial Marketing Management, 34(7), 732—748.
doi:10.1016/j.indmarman.2005.01.001

Marjanovic, S., Fry, C., & Chataway, J. (2012).
Crowdsourcing based business models: In search
of evidence for innovation 2.0. Science & Public
Policy, 39(3), 318-332. doi:10.1093/scipol/scs009

Moller, K., & Térronen, P. (2003). Business suppliers’
value creation potential: A capability-based analysis.
Industrial Marketing Management, 32(2), 109-118.
doi:10.1016/S0019-8501(02)00225-0

Nordlund, H., Lempiala, T., & Holopainen, M.
(2011). Openness of innovating: The new roles of
customers and users in business-to-business context.
International Journal of Entrepreneurship and In-
novation Management, 14(4), 282-297.

Parolini, C. (1999). The value net: A tool for
competitive strategy. Retrieved from http://batik.
imtelkom.ac.id/pustaka/4636/the-value-net-a-tool-
for-competitive-strategy.html

Penin, J., & Burger-Helmchen, T. (2011). Crowd-
sourcing of inventive activities: Definition and limits.
International Journal of Innovation and Sustainable
Development, 5(2), 246-263.

Ravald, A., & Gronroos, C. (1996). The value
concept and relationship marketing. Euro-
pean Journal of Marketing, 30(2), 19-30.
doi:10.1108/03090569610106626

Rokka, J. (2010). Netnographic inquiry and new
translocal sites of the social. International Journal
of Consumer Studies, 34(4), 381-387. doi:10.1111/
j-1470-6431.2010.00877.x

Ryssel, R., Ritter, T., & Gemiinden, H. (2004). The im-
pact of information technology deployment on trust,
commitment and value creation in business relation-
ships. Journal of Business and Industrial Marketing,
19(3), 197-207. doi:10.1108/08858620410531333

SAP. (2013). Welcome | SCN. Retrieved March 27,
2013, from http://scn.sap.com/welcome

Simula, H., & Vuori, M. (2012). Benefits and barriers
of crowdsourcing in B2B firms: Generating ideas with
internal and external crowds. International Journal
of Innovation Management, 16(6), doi:10.1142/
S1363919612400117

Slater, S. (1997). Developing a customer value-
based theory of the firm. Journal of the Academy of
Marketing Science, 25(2), 162-167. doi:10.1007/
BF02894352

Tickle, M., Adebanjo, D., & Michaelides, Z. (2011).
Developmental approaches to B2B virtual communi-
ties. Technovation, 31(7), 296-308. doi:10.1016/].
technovation.2011.04.002

Urban, G., & Hauser, J. (1993). Design and marketing
of new products (2nd ed.). Prentice Hall.

Von Hippel, E. (1988). The sources of innovation.
Oxford University Press.

Walter, A., & Ritter, T. (2005). Information tech-
nology competence and value creation in supplier-
customer relationships. Journal of Relationship
Marketing, 3(4),45-59.doi:10.1300/1366v03n04 04

Walter, A., Ritter, T., & Gemiinden, H. (2001).
Value creation in buyer—seller relationships: Theo-
retical considerations and empirical results from
a supplier’s perspective. Industrial Marketing
Management, 30(4), 365-377. doi:10.1016/S0019-
8501(01)00156-0

Whitla, P. (2009). Crowdsourcing and its application
inmarketing activities. Contemporary Management
Research, 5(1). Retrieved from http://www.cmr-
journal.org/article/viewFile/1145/2641

Yadev, M., & Berry, L. (1996). Capture and com-
municate value in the pricing of services. Sloan
Management Review, 37, 41-50.

Yolton, M. (2011). BlogWell San Francisco case
study: SAP, presented by Mark Yolton. Retrieved
October 18, 2012, from http://www.slideshare.net/
socialmediaorg/bw-sf2-sapss

Copyright © 2014, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.



