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A B S T R A C T

With contemporary life becoming more instantly connected and as the disruptiveness of technologies is oc-
curring at a faster pace, the Internet-of-Things (IoT) is now even more accessible and common, prompting
companies to adopt IoT solutions to improve their customers' experiences. IoT enables physical devices to
connect and exchange data through the Internet by collecting strategic information, thus creating opportunities
for companies to become more efficient and responsive to market changes. This paper thus investigates how
companies are blending IoT solutions into their relationship marketing strategies and focuses on finding how this
combination can boost business performance and what the challenges are when dealing with disruptive tech-
nology changes.

To explore the subject's detailed information and to get a better understanding of managerial decisions
concerning IoT, this research conducts in-depth case design analysis from a company's point of view. The data
presented herein come from two main sources: open-ended interviews and direct observations, with the inter-
viewees holding high managerial positions in Taiwan's IoT industry. This study aims to contribute to the lit-
erature by bringing awareness to the importance of closely following technological trends in combination with
relationship marketing strategies and how they help firms remain competitive and profitable.

The results of this empirical research shed light on the importance of understanding the impacts of IoT
solutions on businesses, especially on clients' behaviors and the development of targeted strategies. The cases
herein present similarities on the awareness of the speed of disruptive technologies like IoT, the importance of
developing new solutions aligned with new technologies, their impact at creating new business solutions, and
their contribution to the development of firm strategies. The findings also show that the application of in-
novative IoT solutions positively affects the process of developing long and successful relationships through
relationship marketing actions. Conversely, concerns related to data security vary according to business seg-
ments and relationship marketing pillars such as trust, commitment, and reliability, which could help reduce
feelings of ambiguity.

This research contributes to filling the gap in the literature by offering a deeper understanding of the cor-
relation between IoT and relationship marketing. Moreover, we illustrate how a combination of these two factors
can contribute to the development of stronger marketing strategies, as well as their implications on business. The
results of this research suggest further and more comprehensive investigations are needed in the future in order
to explore the topic in greater depth and to see how the speed of technology is evolving.

1. Introduction

Conducting business globally has become quite common for many
companies over the last few decades, especially taking into account the
speed of technology advances and the expansion of globalization. The
use of Internet or e-commerce helps firms tap new markets and provides
opportunities to increase their competitive advantages globally. Along
with this, the popularity of online shopping has grown considerably,

and companies are investing vast sums of money on expanding their
business though online channels.

Many researchers and practitioners have focused their attention on
the speed at which technology has evolved and the way people and
industries interact through new innovative technologies. Information
and communication systems have been a part of people's daily lives for
many years, with the result generating an enormous amount of data
that can be stored, mined, and analyzed (Gubbi et al., 2013). In a world
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with Internet-of-Things (IoT), anything can be connected and commu-
nicated intelligently. With the popularity of online shopping, business
owners are now interested in finding creative IoT solutions to their e-
commerce in order to attract more customers.

IoT overall has the potential to drastically change how companies
interact with their costumers and also how people interact with pro-
ducts and the Internet. Accessing products through IoT technology
helps provide a wider exploration of digital services and experiences,
creating a revolutionary way to connect businesses and costumers. This
paper aims to shed light on how this combination can boost business
performance and the challenges behind dealing with fast disruptive
technology through an investigation into the way companies are
blending IoT solutions and relationship marketing strategies.

The paper is organized as follows. Section 2 presents the relation-
ship marketing literature theory, introduces the IoT literature, and
shows the causal interrelationship between the two. Section 3 illus-
trates the methodology and steps taken to develop this study. Section 4
addresses practical cases and the inferences obtained through an ana-
lysis of them. Section 5 offers conclusions and future research sugges-
tions.

2. Literature review

2.1. Relationship marketing

Over the past 20 years there has been a growing interest in the
concept of relationship marketing among practitioners and academics
(Gummesson, 2002; Morgan and Hunt, 1994; Parvatiyar and Sheth,
2000; Sheth and Parvatiyar, 2002). The topic has developed over the
years as a new and interesting strand of marketing that focuses on es-
tablishing long-term relationships with customers and other parties. It
is based on three main principles: trust, mutual value creation, and
commitment. Establishing a strong relationship with customers gen-
erates an outstanding level of customer satisfaction, which in turn helps
gain their trust and their loyalty, thus benefitting the company as a
whole (Payne et al., 1995). The overall literature on relationship mar-
keting agrees that the quality of the relationships among the partici-
pants is an important determinant of their longevity, thus leading to the
success of relationship-marketing practices.

Koiranen (1995) explains relationship marketing as a way to es-
tablish, cultivate, and enhance long-term relationships with customers
and other stakeholders. As stated in the relationship marketing theory,
relationships represent much more than the goods and services pro-
vided by a supplier to its customers; thus, service quality aspects are not
the only things influencing business loyalty. Even so, service quality is
considered essential for customer satisfaction as is often discussed in
the literature (Anderson et al., 1994; Brady and Cronin Jr, 2001; Cronin
Jr. and Taylor, 1992; Dick and Basu, 1994; Gotlieb et al., 1994;
Parasuraman, 1998).

One primary assumption is that a relationship helps participants to
meet their objectives, and depending on the stage of the relationship
(whether at the beginning stage, cultivating stage, or enhancing stage)
the strategic implications might vary. As a result, firms must pay at-
tention to different aspects through the different stages, from creating
customer knowledge to shaping its perceptions.

The relationship between an organization and its customers is
strengthened by many attractions displayed by multiple marketing ac-
tions (Berry et al., 1983), leading to further customer retention. Re-
lationship marketing embodies tactical and strategical elements that
can positively impact a firm (Grönroos, 1996). According to Landry
(1998), relationship marketing can be defined as an expanded database
created by a firm to get a better understanding of its customers' profiles,
therefore facilitating the development of relationships through the ex-
ploration of different communication channels and further delivering
value and service. Armstrong and Kotler (2000) emphasize that re-
lationship marketing is a relationship process for developing, retaining,

and boosting mutual value among firms and customers or other stake-
holders, focusing on a long-term arrangement that can transfer value to
customers. The implementation of relationship marketing endeavors to
enhance the value of an enterprise to its customers along with the long-
term relationship between them (Bruhn, 2003). Fundamentally, custo-
mers and firms both derive value and gain from a mutually beneficial
relationship, providing a win-win situation as intended by the mar-
keting concept (Baker, 1975, 2009; Gummesson, 1999).

Relationship marketing theory focuses on comprehending the main
drivers that influence the critical outcomes for the firm, as well as the
reasons behind the relations between these drivers and outcomes. All
the activities embedded in relationship marketing are fundamentally
evaluated on the basis of the company's overall profitability. However,
there are numerous variables largely independent that influence a firm's
profitability, and these variables are not necessarily related to re-
lationship marketing actions. Considering this, we note two main points
in the marketing literature that discuss important relationship mar-
keting outcomes: customer word-of-mouth communication and cus-
tomer loyalty.

Relationship marketing explores the marking concept further, by
focusing on the customer as an important representative figure, ex-
ploring a promising way to acquire competitive advantages through the
exchange of information and closer to the customer, strengthening the
bond to be truly advantageous to both parties, and committing both
buyers and sellers to work toward achieving long-term benefits that
offer greater chances for a successful relationship (Ganesan, 1994).
Relationship marketing can be a challenging concept to implement, and
the development of close bonds with customers is not always possible or
alluring (Webster Jr., 1992). Developing desirable bonds can be costly,
especially considering the time and resources allocated during the
process, without even taking into account the resistance that customers
may present to the seller's attempt at establishing such relationships.

With the advances of the Internet and technology, the 21st century
is already demonstrating a favorable time for tapping into different
forms of communication with customers and for exploring how to ac-
cess the large amount of available customer data. Sellers can utilize
technology to go through large amounts of data, deriving specific in-
formation and gaining insights about customer preferences and beha-
vior. Therefore, they can design more suitable solutions and products to
meet their customers' needs.

The value of relationship management for business is considered
essential for the development of any firm, and the quality of the re-
lationship determines continuity of the business relationship in the
future. The strength of the relationship can be seen as a competitive
edge in any industry sector, and the quality of the relationship de-
termines the type of maintenance of this competitive aspect.

The concept of relationship quality is not widely employed in the
relationship marketing literature. Several studies have, however, ap-
plied concepts and measurements used in social psychology to identify
specific components of relationship quality. According to Wray et al.
(1994), the composition of relationship marketing is complex with a
strongly relevant interaction among its components, and the elements
that predict and determine relationship marketing are not easily de-
termined. The inherent ambiguity existent in theories on this topic re-
sults in a lack of a commonly accepted definition for relationship
marketing in the literature (Ashnai et al., 2009). However, many re-
searchers cite commitment, trust, and relationship satisfaction as the
focal dimensions of relationship quality (Smith, 1998; Ulaga and
Eggert, 2006).

2.2. IoT

Over the last two decades, IoT has been the subject of ever-growing
global interest (Martínez-Caro et al., 2018). Its concept was introduced
in 2005 (Yang et al., 2013), and recent trends in IoT research have been
stimulated by applications and the need for convergence in a great
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number of interdisciplinary technologies (Gubbi et al., 2013). Tech-
nology devices are now commonly utilizing the Internet to exchange
information, to achieve smart identification, and to conduct IoT op-
erations management (Wang and Hsieh, 2018). Moreover, the high
impact of IoT in several different aspects of people's daily life is the
main strength of this technology, and its effect on potential users' be-
havior has just recently become a field for exploration. IoT has changed
the static state of the Internet into an integrated mode that is more
flexible and able to promote interconnections among people at an as-
tonishing and unseen scale. The growing presence of IoT can be seen in
both domestic and working contexts. In the domestic scenario, IoT
appears in e-commerce, enhanced learning, and domestic-assisted
living. In the context of business, IoT has expanded into automation
systems, industrial manufacturing, logistics, and business process
management. Therefore, investigating how IoT behaves in combination
with interdisciplinary technologies is very important, as is the inter-
action between IoT and management theories.

IoT is an innovative communication paradigm in which objects that
are a part of everyday life can be adapted into transceivers responsible
for digital communication, microcontrollers, and adequate protocols
that allow them to interconnect with one another. IoT also allows users
to become an integral part of the Internet (Atzori et al., 2010). The
concept of IoT has helped the Internet to become even more immersive
and also facilitates interaction and access for a wide range of devices,
such as smartphones, surveillance cameras, home appliances, mon-
itoring sensors, and much more. These objects are potentially able to
gather an enormous amount of data from users, creating innovative
applications and services for companies, public administrations, and
people. IoT can be applied to a large number of business segments, such
as mobile healthcare, elderly assistance, intelligent energy management
and smart grids, industrial automation, medical aids, etc. (Bellavista
et al., 2013).

The broad field of IoT applications influences the ability for iden-
tifying solutions that can fit and satisfy their requirements, thus
creating a challenging innovative environment. These challenges have
led to an increase of proposals that might be incompatible for the
realization of IoT systems. In addition to issues related to technical
difficulties, the use of the IoT paradigm is also affected by the lack of a
widely accepted business model that can contribute to the allurement of
investments to explore these technologies (Laya et al., 2013).

2.3. IoT and relationship marketing

IoT enables physical devices to connect and exchange data through
the Internet, by collecting strategic information. The collection of a
great amount of data represents a powerful force for understanding and
predicting consumer behavior. It has the potential to expand commu-
nications and to create opportunities for companies to become more
efficient, responsive, and even more proactive, especially in relation to
customer service. However, having access to a large amount of data
does not necessarily mean having access to useful information and a
greater competitive advantage. In order to develop more innovative
businesses and increase market competitiveness, companies need to be
able to transform data into information they can utilize and also need to
understand and continuously adjust their customer relationships.

One of the most important objectives of the relationship marketing
theory is to understand the key drivers that affect a firm's performance and
to comprehend the triggers behind such performance (Hennig-Thurau et al.,
2002), as they can directly provide tactical and strategic implications for the
firm (Grönroos, 1996). The development of a long-term database by a firm
contributes to a better understanding of its customers' profiles, thus creating
opportunities for further relationship development (Landry, 1998). The
enhancement of mutual value between enterprises and customers and de-
veloping and retaining customers are the main aspects of relationship
marketing (Armstrong and Kotler, 2000). IoT holds the potential to thor-
oughly change the way this is being done.

3. Method

3.1. Research setting

This study investigates how companies are blending IoT solutions
and relationship marketing strategies and focuses on finding how this
combination can boost business performance as well as the challenges
behind dealing with fast disruptive technology changes. We take into
account that many important studies highlight the importance of fos-
tering a high-involvement relationship between buyers and suppliers in
order to enhance performance (Clark and Fujimoto, 1991; Womack
et al., 1990), and that relationship marketing enhances performance
and is therefore critical in achieving business success. This paper fur-
ther explores how companies are facing the disruptiveness of new
technologies and how they are adjusting themselves to make the most
of the opportunities that arise.

Over the last three decades relationship marketing has attracted
great attention from academia and practitioners, mainly in the busi-
ness-to-business context (Dwyer et al., 1987; Ganesan, 1994; Morgan
and Hunt, 1994; Pillai and Sharma, 2003). Adjusting strategies to the
speed of technology advancement in the world is crucial for any glo-
balized business. Thus, this research applies a multi-case design that is
aligned with the “replication logic,” which stands for a group of studies
analyzed by Yin (1994). Providing information from multiple cases
increases reliability, therefore increasing the overall quality of the
study, which can be considered as being more complete (Herriott and
Firestone, 1983). A case study is an empirical inquiry that investigates a
contemporary phenomenon in greater depth and within its real-life
context, especially when the boundaries between phenomenon and
context are not clearly evident. Such an understanding encompasses
important contextual conditions, because they are highly pertinent to
the phenomenon being studies (e.g., Yin and Davis, 2007). Because the
phenomenon and context are not always distinguishable in real-life
situations, other technical characteristics, including data collection and
data analysis strategies, have now become a part of technical definition
case studies.

3.2. Data source

The newness of IoT has certainly given clear hints as to its strong
growth potential, while the comprehensiveness of relationship mar-
keting and its tools is firmly consolidated among different industries.
The merging of these theories lights the path of endless possibilities to
strengthen existent technologies, which can be perfected with IoT so-
lutions, and innovative products and services, which can evolve at a
faster pace due the intelligence provided from RM intelligence.

To understand how relationship marketing and IoT are integrated in
the current market this study approaches different cases that can pro-
vide insights into similarities and contrasts and how different industries
are exploring relationship marketing solutions and IoT technology to
grow and explore untapped markets. The cases studied herein approach
the IoT and relationship marketing nexus differently; in one case, re-
lationship marketing is already a tool explored by a well-established
company and IoT solutions are applied for the creation of new products
to tap an existent market, thus providing complementary innovation;
the other case shows how IoT solutions aligned with relationship
marketing strategies can inspire the development of a new business
tapping an old market in an original way.

This research collected data from two main sources: open-ended
interviews and direct observations. Appendix A summarizes the semi-
structured interview questions. The length of each interview varied
between 1 and 2 h; all of them were conducted in-person, and the in-
terviewees were executives with a high managerial position. Table 1
presents their background information. The executives who collabo-
rated on this research have worked for at least several years at the focus
firm and are fully responsible for relationship marketing strategic
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decisions.
The questions and inquiries of this research were presented to the

interviewees in a semi-structured fashion, regarding the establishment
of their firm's dyadic relationship, how customer commitment has
evolved, communication, the challenges faced, and overall perception
of service quality. In order to guarantee the authenticity of the inter-
views and accuracy of the information given, all interviews were tape-
recorded under a non-disclosure agreement (NDA) regarding inter-
viewee confidentiality toward any sensitive information that could
possibly damage the firm's image. The taped interviews were tran-
scripted afterwards and were made available as research material under
further request regarding the NDA clauses.

3.3. Research process

In order to identify relevant information that could possibly answer
the hypotheses proposed in this study, we developed a set of questions.
These questions were carefully developed to bring out as much in-
formation as possible from the interviewees. The questionnaire was
originally designed in English and later translated into Chinese, in order
to reduce the chances of words lacking their full meaning or sig-
nificance. It was then back-translated into English. The questionnaires
were translated by native Chinese speakers, and any discrepancies that
appeared were resolved under effective collaboration. The selection of
the sample focused on companies with a high involvement of IoT so-
lutions and with relevant relationship marketing strategies.

4. Case study

This section introduces a short summary of the conducted inter-
views and provides information about the companies and their re-
spective cases.

4.1. Case 1: EasyCamp

EasyCamp was founded by 2015 and is now the largest platform for
camping sites in Taiwan (see Fig. 1). EasyCamp cooperates with over
300 camping sites online and is closely linked through strategic alli-
ances in order to promote novel marketing activities for those camping
sites. It further connects with all of the camping sites' end users. Ever
since the opening of the website, this case firm has been continuously
deepening and expanding its service range. The wide range of services
includes booking camping sites, direct delivery of fresh produce, and
promotion activities. Managing the largest online and offline data for
Taiwan's camping industry and knowing instant information about this
industry help the firm to predict future trends.

The vision of the EasyCamp is to “Help all campers book a weekend
home”. EasyCamp has 75,000 memberships and daily website traffic of
around 12,000. The average customer transaction price is about
NT$4200, with a customer conversion rate of 2.5%. The firm has
152,559 Facebook fans and also uses LINE and other APPs to service its
consumers.

As for industry analysis, the company's platform has collected a lot
of camping data over the past years. According to data provided by
Google Analytics in 2017, Taiwan's camping population exceeds 2
million. With such a big camping population, about 30,000 families go
camping every week, or nearly 100,000 people per week. Campers have
many expenses during a single camp activity. The average cost per
campsite is about NT$1000, food is about NT$2500, and other costs are
about NT$3000. The camping industry has an enormous market of
about NT$130 million each year.

This case firm provides many different marketing strategies based
on IoT to connect the campers and campsite owners (see Fig. 2). Aside
from the basic marketing strategies of PC websites and smartphone-
version websites, EasyCamp has built LINE APPs to offer 24-h service
for campers. It utilizes Facebook, by using Ads and Pages to build up a
large fan base and to actively operate groups made up of campers.

For other IoT marketing strategies, EasyCamp has launched an on-
line system to help all campers easily find and search for camps. Since
there is no campsite platform in Taiwan, without EasyCamp, campers
would have to search individual Facebook or websites of the campsites
one by one. Previous users' experiences were hard to obtain, but for
certain their search cost was really high. Booking a campsite is the first
marketing strategy of EasyCamp.

Many campers do not have time to purchase food, while other do
not have enough experience to know how to prepare suitable food for
camping. Therefore, EasyCamp cooperates with local farmers to pro-
vide fresh and organic farm products under the aspect of corporate
social responsibility, allowing campers to experience local products and
the unique local culture. Food constitutes the second marketing strategy
of EasyCamp.

First-time campers probably do not have any proper equipment to
go camping, while others tend not to buy much equipment. EasyCamp
has built a platform to help those consumers rent all the equipment
needed for any campsite. EasyCamp also promotes one kind of activity
called “no-equipment camping”. Therefore, rental is the company's
third marketing strategy.

To reach and expand out for new campers, EasyCamp shares a lot of
camping knowledge and camping activities through IoT on YouTube,
Facebook, and Instagram. EasyCamp produces videos such as teaching
campers how to cook with hot red wine and milk beer during winter
camping. Sharing is the fourth marketing strategy of EasyCamp.

EasyCamp also aims high to create a new marketing strategy model.
The firm cooperates with enterprises to help them hold employees'
annual travel activities or enterprise family days. The benefit for an
enterprise is that this kind of activity can create informal communica-
tions and relationships among employees in that specific enterprise as
well as increase the overall camping population.

Another creativity marketing strategy is cooperating with

Table 1
Interviewees' background information.

Company Information

Company name Easy Camp (Case 1) Delta Electronics (Case 2)
Country Taiwan Taiwan
Industry Camping Home Appliance
Employees 15 4000

Interviewee

Position Marketing Manager Project Manager
Length of job position 3 years 5 years

Fig. 1. Case company slogan.
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automobile brand producers, such as New COLT Plus (see Fig. 3). The
firm uses the online community power of the automobile brand to
connect with existing brand owners and to search for new ones.

Increasing the awareness of consumer of this automobile brand also
increases the overall camping population.

4.2. Case 2: Delta electronics

Delta Electronics Inc. was founded in 1971 by Bruce Cheng and
today is one of the global leaders in power and thermal management
solutions. The company is engaged in the research and development,
manufacturing, design, and sale of electronic control systems, digital
displays, communication devices, consumer electronics, renewable en-
ergy applications, energy-saving lighting applications, EV charging, and
energy technology service products. Its business segments include
Power and Components Business, Energy Management Business, and
Smart Green Life Business. The first business provides global power
management as well as cooling plans and management. The second
business includes energy automation plans for factories and buildings.
The third business is involved in the manufacturing of network devices,
conferencing and visual imaging systems, LED lighting plans, medical
devices, Innergie power consumption products, and Vivitek high-defi-
nition projectors.

The company also offers consulting services for building manage-
ment and control solutions. The company's sales coverage is Taiwan,
China, the United States, and other countries. The Delta Group's mission
is “To provide innovative, clean and energy-efficient solutions for a
better tomorrow” and to address sensitive topics such as key environ-
mental problems and global climate change. The company over the last
couple years has shifted its focus from being a product provider into
offering solutions. It now covers innovative power electronics, energy
management, and smart green life, encouraging the development and
broad application of smart, creative, and energy-efficient solutions.

Delta has become a leading thermal and power management solu-
tions provider in Asia, Europe, the Americas, and emerging markets. Its
solid corporate culture targets the pursuit of sustainability, which is
spread around all its business units, through innovation and develop-
ment of new products and technologies, especially those with high ef-
ficiency and energy savings. It delivers superior performance by making
use of its global value networks and by collaborating with other com-
panies to achieve mutual goals.

Fig. 2. IoT marketing strategies of the case study.

Fig. 3. Creative IoT marketing strategies of this case firm.
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The company's consolidated worldwide sales revenue in 2016 was
US$7.782 billion, maintaining an annual growth rate of 31% since
1971. It has twenty-two sales offices and nine R&D laboratories around
the world, which collaborate toward the success of many businesses in
diverse fields. The company invests 6–7% of annual sales revenues on R
&D, with R&D facilities in Taiwan, China, Europe, India, Japan,
Singapore, Thailand, and the U.S. The business unit that contributes to
R&D specializes in innovative components that utilize IoT technology
and targets the home appliance industry. This business had sales rev-
enue in 2016 of US$200 million, making it a perfect case for our study.

The respondent who took part in our research and answered the
interview questions has been the head of project management at this
business unit for almost 3 years. This manager is directly involved with
projects that particularly apply IoT solutions for home appliances.

Delta Electronics offers a diversified number of products and solu-
tions around the globe. According to the project manager, in this
business unit it is possible to see that “Companies looking for innovative
home appliance solutions such as Bosh and Whirlpool are interested in
our products and currently have ongoing projects with us. The demand
for products that allow connectivity and remote control are increasing;
companies have been looking for ways to make their products smarter
and convenient for the final user.”

Understanding customers' needs and behavior is essential for busi-
nesses. In order to do this effectively, gathering information and ana-
lyzing it are crucial steps to the development of successful strategies.
The use of technology to acquire information has become common, and
demand is rapidly increasing for the development of innovative solu-
tions that are interesting to the user and convenient for the supplier to
gather smart information. Project manager stated: “The demand for
interactive home appliance solutions, such as smart refrigerators that
can be controlled with mobile phones, has grown a lot. The seller wants
to offer high-quality and innovative products to be ahead of the com-
petition and establish new differentiation standards; meanwhile, it ac-
quires information about the way the product is used, customer habits,
and insights for new products”.

5. Analysis and discussion

5.1. Analysis of Case 1: EasyCamp

The use of innovative technologies has created opportunities to
explore market segments in new ways. It is widely known among re-
searchers that new technologies contribute to the optimization of pro-
cesses and enlarge cost reductions. EasyCamp has grown its business by
exploring a well-established business market through a technological
approach. The company visualized a great opportunity for combining
the camping market segment with e-commerce technology.

Its new business model offers the platform for customers to shop
online for camping spots and accessories and to book online a camping
spot in advance and order equipment and other things that might be
needed. EasyCamp offers convenience to the consumers and along with
this has built an important database that can be used to explore the
camping market in Taiwan. This creative business idea offers a new
perspective to camping marketing by creating space for the develop-
ment of long-lasting relationship marketing strategies that until just
recently were not explored.

Customers traditionally would research and call a campsite and
book it only after taking into account the information given by the
manager of the campsite. The customer did not have access to com-
prehensive information about the location nor the things that might be
needed to set up a campsite. EasyCamp's website provides enough in-
formation to improve the customer experience and at the same time
offers more information to campsite owners to learn more about the
business itself.

According to the interview, there are many campsite businesses in
the Taiwan market, but only some of them are fully explored, mostly

because the businesses are conducted by elderly people or people who
have little to no contact with technology. The interviewee also said that
the firm's innovative business idea came from the intention to connect
people in a more convenient manner to explore the outdoors.

“Analyzing the data obtained from our clients inspired us to add
more products to our website, because we got a better understanding of
their needs; it also helped us to plan our marketing strategies, especially
talking about expansion of the business.”

The challenges involving the implementation of disruptive tech-
nologies to business started to be discussed in research many years ago,
with most drawbacks encountered related to user interaction, data se-
curity, and unauthorized remote access. In this business case, the in-
terviewee stated that “it's a challenge to introduce the business concept
and teach the campsite owners how to use it.” Thus, we can infer that
the introduction of new technologies might present similar challenges
when it comes to introducing them to users who have reduced contact
with technology.

5.2. Analysis of Case 2: Delta electronics

According to the respondent, the company's products are not un-
ique; there are other companies that offer similar products and solu-
tions. However, because clients are strictly concerned about “price,
quality, and on-time delivery” when making a decision regarding a
supplier, the project manager said: “we have to guarantee the quality,
which is our main differential as a supplier”. This dynamic also applies
to the relationship between seller and final buyer, as “the customer
expects to buy what is the best available in the market; high-quality
products with the newest technologies.” Therefore, in order to establish
a strong and long-lasting relationship it is essential to offer more than
just warranties; it is also important to cultivate trust. The project
manager further noted: “The use of new technologies like IoT to access
customer preferences and patterns of behavior has created a whole new
world to be explored; it makes possible to be even closer to the custo-
mers and understand better what their needs are. It positively impacts
the relationship.”

There are other aspects that should be taken into account when
exploring new IoT solutions, especially related to the security of the
data obtained, as well as how to manipulate and posteriorly utilize the
data. The security of data has been pointed out by many researchers as
the greatest concern when it comes to IoT. Regarding this topic, the
respondent said that it is mostly a seller concern, however, “develop-
ment of solutions that allow connectivity also includes security mea-
surements”. In a business-to-business context, when creating innovative
projects, information covering the scope of the project and the cap-
abilities are considered extremely important for the development of any
relationship.

In order to achieve and sustain any competitive advantage, there are
some aspects that can be considered crucial, and among them, quality
and terms of sale are the most frequently noted. Understanding the
market, customers' needs, and their criteria of supplier choice is es-
sential for any business that wants to succeed. The respondent brought
out the importance of developing relationships through relationship
marketing strategies, highlighting that the quality of any relationship is
built along this way: “the effort to make the relationship work comes
from both sides, sometimes through warranties, but if there is an in-
terest on keeping the relationship going, it goes beyond papers; both
sides need to rely on each other. Trust is needed.”

Looking into the future, the company's representative expects to
successfully conclude the ongoing projects and create more innovative
products to introduce new technologies to the market. “IoT solutions
have started to make their way into people's lives; the more people rely
on technologies, the more solutions are needed”. Along with this, he
expects to continue the development of relationships with buyers,
strengthening them along the way and creating new opportunities to be
explored. “It is important to continue improving the work that has been
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done and work toward creating new projects that aim to grow the re-
lationship and revenue”.

5.3. Discussions of the comparison between the two cases

The cases investigated in this research provide complementary in-
formation on exploring IoT technologies to establish innovative re-
lationship marketing strategies. EasyCamp and Delta share similar ob-
jectives as both recognize the important trend of IoT and for further
creating new business strategies. However, the two cases utilize IoT in
relationship marketing in different ways. Since EasyCamp is a young,
small, and innovative company, it uses e-commerce services to explore
new market segments. Though traditional campers usually prepare all
of the camping equipment themselves, EasyCamp provides a new
platform and new technology through IoT to create a new business
solution that taps an existent market in an innovative way. It integrates
car rental companies, food providers, and camping equipment compa-
nies and also targets the new market segment of families who are first-
time campers. EasyCamp also offers services to enterprises that hold
their employees' annual travel activities.

As to the second case, Delta is a firmly established and large com-
pany in home appliance, electronics, etc., which is an existing and
mature market. It applies IoT to improve its existent products that focus
on the same market, proposes new solutions and complete services to
their customers, and also strengthens customer relationships. In sum,
we can conclude that operating in a mature industry as Delta does, IoT
can conservatively enhance its current customer services and help so-
lidify its relationship marketing strategies. Managers are already noti-
cing IoT's influence on people's lives and habits, and companies need to
think of innovative ways to capture this ongoing trend. However, in a
new industry like camping for EasyCamp, IoT can completely over-
whelm the traditional business model. Firms thus have to create an
innovative one to expand into new customer segments.

6. Conclusion

IoT is becoming more common nowadays, leading toward the
convergence of a static Internet into a fully integrated communication
platform. The greatest enabling factor to this paradigm is the combi-
nation of several technologies and communication solutions.
Companies are thus exploring IoT technologies to establish innovative
businesses and to create new creative solutions for existing business
models. This scenario sets up opportunities for firms and marketing
strategists to explore highly contextual and tailored approaches to
consumers, especially based on their past behaviors. The importance of
combining the aspects of IoT and relationship marketing can be high-
lighted, especially when it is well executed and in the context of a
strong establishment of trust regarding data usage. The combination
can help generate new market opportunities and offer a ground to build
up competitive advantages. The real influence of IoT in relationship
marketing lies in the ability of marketers to come up with new solutions
and to optimize communication with customers in a much broader way,
regardless of touch points or stages in the overall customer life cycle.

The case firms studied herein show similar patterns when it comes
to exploring aspects to develop stronger relationships between them
and their customers and also present indicators of developing more
assertive products for tapping their current market even further. We
thus infer that IoT presents great opportunities to establish new busi-
nesses, offers a new channel to gain customers, and smartly establishes

long-term relationships with them. Therefore, the strategic combination
of IoT solutions and relationship marketing also assists in forecasting
customer needs, and collecting big data from many customers also
make it possible to see more information about their profiles. One point
that continually comes up is the importance of improving customer
trust, taking into account that stronger trust leads to stronger re-
lationships and consequently improved business performance. This
study also notes that a stronger bond implies higher quality of in-
formation obtained, thus showing an alignment with relationship
marketing theory and also adding an important aspect to the relevance
of the data provided by customers. Longer-term relationships have
proven that more relevant data can be mined, especially in the context
where customers are willing to give direct feedbacks to the firms,
leading to high-quality information that better supports business stra-
tegies.

The introduction of IoT in relationship marketing, or in businesses
overall, does have its drawbacks, especially when it comes to guaran-
teeing the security of information usage, protecting it from leakage, and
not mishandling it. This study also sees that data security is crucial, and
any problem that may happen with customer data will impact the re-
lationship between a firm and its customers. The findings also show that
under the concern about the security of their personal information,
customers might not be willing to engage in online platforms they are
not familiar with, which highlights the importance of firms building
trust with their current and potential customers in order to overcome
this obstacle. IoT provides a greater scenario to better listen to custo-
mers' aspirations and to create strong engagement points, subsequently
enhancing the customer experience through efficient relationship
marketing strategies.

This study brings out relevant theoretical contributions after in-
vestigating the combination of relationship marketing and IoT in order
to reinforce strategic decisions based on data analysis. The study shows
how IoT technology grants access to not so clear or hidden information
regarding products and how users interact with them. This creates
opportunities to explore not only existent businesses, but also to create
new and more innovative ones.

The most relevant contribution of this study is the importance at
understanding and exploring crescent disruptive technologies, without
losing attention to the involvement on the part of human beings.
Greater access to data leads to a larger amount of information available
to practitioners to make better strategic decisions. Along with this,
understanding intrinsic information regarding customers' shopping
behavior and preferences is essential to relationship marketing strate-
gies. Combining RM with IoT is thus a way to create and explore data in
order to develop better products and have stronger and more reliable
relationships with customers.

The theoretical contributions of this study are relevant to the two
theoretical approaches, and the practical conclusions are aligned with
practices already applied in many different business fields. However,
there is a drawback related to the small number of cases investigated
and the qualitative approach used herein. Different geolocations might
also perceive technology impacts differently. Therefore, future re-
searchers can explore the combination of relationship marketing and
IoT by utilizing different research methods, like quantitative ones, and
also seek out different companies from different countries and cultures.

There is no doubt that IoT technology's main strength is the high
impact that it is having on several different aspects of day-to-day life
and on potential users' behavior. Therefore, it is a very interesting in-
novative subject to be further examined in the future.
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Appendix A. Appendix 1: Semi-structured interview questions

Basic business characteristics

Industry
Firms established (Y)
Sales revenue
Employees

Basic interviewee characteristics

Country of origin
Area - know-how
Time length in job position

Open question

Could you tell me a little bit about your company?
Who are the customers of your company?
What are the marketing strategies utilized by your company?

Relationship characteristics

How well does the product meet the buyers' needs?
In the market segment that you act are there many competitor firms?
Have you encountered problems obtaining and understanding buyers' needs?
What would you attribute these problems to?
Have you encountered problems explaining policies, services, and product characteristics to buyers?
What would you attribute these problems to?

IOT

Application/Impact In your opinion what are the main Social and Cultural Impacts of Internet of Things (IoT)?
How has the Internet of Things (IoT) made a difference to your businesses?
What are the main opportunities created by the Internet of Things (IoT) for your business?
What effect do you believe the Internet of Things (IoT) will have on people's daily lives?
What impacts will the Internet of Things (IoT) have on performance of your business?
How is the Internet of Things (IoT) associated with your relationship marketing strategies?
Has your company ever encountered issues related to privacy and security (IoT)?
How does your company deal with security and data protection? Is there any plan?

Relationship marketing

RM Are there any relationship marketing strategies in your business?
How are these strategies developed?
What are these strategies based on?
Do you have a database with your customers' data?

Relationship quality How do you maintain relationships with your customers?
Is there any satisfaction quality control in your company?
How satisfied are your customers with the product/service offered?
How well are their needs handled?
Can you recall any costumers' unpleasant experiences? How did they get solved?
How satisfied are you with ease of communication with your customers?
Have you ever encountered any language barrier issues? How did it get sorted out?

Satisfaction with performance Are your costumers satisfied with the product/services provided?
Are you satisfied with the amount of business conducted?

References

Anderson, E.W., Fornell, C., Lehmann, D.R., 1994. Customer satisfaction, market share,
and profitability: findings from Sweden. J. Mark. 53–66.

Armstrong, G., Kotler, P., 2000. Marketing, 5th ed. Prentice-Hall, Englewood Cliffs, NJ,
pp. 153–154.

Ashnai, B., Smirnova, M., Kouchtch, S., Yu, Q., Barnes, B.R., Naudé, P., 2009. Assessing
relationship quality in four business-to-business markets. Mark. Intell. Plan. 27 (1),
86–102.

Atzori, L., Iera, A., Morabito, G., 2010. The internet of things: a survey. Comput. Netw. 54
(15), 2787–2805.

Baker, M.J., 1975. Marketing New Industrial Products. Macmillan, London.
Baker, M.J., 2009. Total relationship marketing by Evert Gummesson Book Review. J.

F.-Y. Lo, N. Campos Technological Forecasting & Social Change 137 (2018) 10–18

17

http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0005
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0005
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0010
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0010
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0015
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0015
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0015
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0020
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0020
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0025
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0030


Cust. Behav. 8 (3), 293–297.
Bellavista, P., Cardone, G., Corradi, A., Foschini, L., 2013. Convergence of MANET and

WSN in IoT urban scenarios. IEEE Sensors J. 13 (10), 3558–3567.
Berry, L.L., Shostack, G.L., Upah, G.D. (Eds.), 1983. Emerging Perceptions on Service

Marketing. American Marketing Association, Chicago, IL, pp. 25–28.
Brady, M.K., Cronin Jr., J.J., 2001. Customer orientation: effects on customer service

perceptions and outcome behaviors. J. Serv. Res. 3 (3), 241–251.
Bruhn, M., 2003. Relationship Marketing: Management of Customer Relationships.

Pearson Education.
Clark, K.B., Fujimoto, T., 1991. Product Development Performance: Strategy,

Organization, and Management in the World Auto Industry. Harvard Business School
Press, Boston.

Cronin Jr., J.J., Taylor, S.A., 1992. Measuring service quality: a reexamination and ex-
tension. J. Mark. 55–68.

Dick, A.S., Basu, K., 1994. Customer loyalty: toward an integrated conceptual framework.
J. Acad. Mark. Sci. 22 (2), 99–113.

Dwyer, F.R., Schurr, P.H., Oh, S., 1987. Developing buyer-seller relationships. J. Mark.
11–27.

Ganesan, S., 1994. Determinants of long-term orientation in buyer-seller relationships. J.
Mark. 1–19.

Gotlieb, J.B., Grewal, D., Brown, S.W., 1994. Consumer satisfaction and perceived
quality: complementary or divergent constructs? J. Appl. Psychol. 79 (6), 875.

Grönroos, C., 1996. Relationship marketing: strategic and tactical implications. Manag.
Decis. 34 (3), 5–14.

Gubbi, J., Buyya, R., Marusic, S., Palaniswami, M., 2013. Internet of Things (IoT): a vi-
sion, architectural elements, and future directions. Futur. Gener. Comput. Syst. 29
(7), 1645–1660.

Gummesson, E., 1999. Total relationship marketing: experimenting with a synthesis of
research frontiers. Australas. Mark. J. AMJ 7 (1), 72–85.

Gummesson, E., 2002. Relationship marketing and a new economy: it's time for de-pro-
gramming. J. Serv. Mark. 16 (7), 585–589.

Hennig-Thurau, T., Gwinner, K.P., Gremler, D.D., 2002. Understanding relationship
marketing outcomes: an integration of relational benefits and relationship quality. J.
Serv. Res. 4 (3), 230–247.

Herriott, R.E., Firestone, W.A., 1983. Multisite qualitative policy research: optimizing
description and generalizability. Educ. Res. 12 (2), 14–19.

Koiranen, M., 1995. Custopreneurship coalitions in relationship marketing. In:
Understanding Stakeholder Thinking, pp. 184–194.

Landry, L., 1998. Relationship marketing: hype or here to stay? Marketing News 32
(14), 4.

Laya, A., Bratu, V.L., Markendahl, J., 2013. Who is investing in machine-to-machine
communications? In: Proceedings of ITS Conference, pp. 20–23 (Oct. 2013).

Martínez-Caro, E., Cegarra-Navarro, J.G., García-Pérez, A., Fait, M., 2018. Healthcare
service evolution towards the Internet of Things: an end-user perspective. In:
Technological Forecasting and Social Change, (Article in Press).

Morgan, R.M., Hunt, S.D., 1994. The commitment-trust theory of relationship marketing.
J. Mark. 20–38.

Parasuraman, A., 1998. Customer service in business-to-business markets: an agenda for
research. J. Bus. Ind. Mark. 13 (4/5), 309–321.

Parvatiyar, A., Sheth, J.N., 2000. The domain and conceptual foundations of relationship
marketing. In: Handbook of Relationship Marketing. vol. 1. pp. 3–38.

Payne, A., Christopher, M., Clark, M., Peck, H., 1995. Relationship Marketing for
Competitive Advantage: Winning and Keeping Customers. Butterworth-Heineman,
Oxford.

Pillai, K.G., Sharma, A., 2003. Mature relationships: why does relational orientation turn
into transaction orientation? Ind. Mark. Manag. 32 (8), 643–651.

Sheth, J.N., Parvatiyar, A., 2002. Evolving relationship marketing into a discipline.
Journal of Relationship Marketing 1 (1), 3–16.

Smith, B., 1998. Buyer-seller relationships: bonds, relationship management, and sex-
type. Can. J. Adm. Sci. 15 (1), 76–92.

Ulaga, W., Eggert, A., 2006. Relationship value and relationship quality: broadening the
nomological network of business-to-business relationships. Eur. J. Mark. 40 (3/4),
311–327.

Wang, Y.H., Hsieh, C.C., 2018. Explore technology innovation and intelligence for IoT
(Internet of Things) based eyewear technology. Technol. Forecast. Soc. Chang. 127,
281–290.

Webster Jr., F.E., 1992. The changing role of marketing in the corporation. J. Mark. 1–17.
Womack, J.P., Jones, D.T., Roos, D., 1990. The Machine that Changed the World. Rawson

Associates, NY.
Wray, B., Palmer, A., Bejou, D., 1994. Using neural network analysis to evaluate buyer-

seller relationships. Eur. J. Mark. 28 (10), 32–48.
Yang, L., Yang, S.H., Plotnick, L., 2013. How the internet of things technology enhances

emergency response operations. Technol. Forecast. Soc. Chang. 80 (9), 1854–1867.
Yin, R.K., 1994. Case Study Research: Design and Methods, 2nd edition. Sage, Thousand

Oaks, CA.
Yin, R.K., Davis, D., 2007. Adding new dimensions to case study evaluations: the case of

evaluating comprehensive reforms. N. Dir. Eval. (113), 75–93.

Fang-Yi Lo, PhD, is Professor of Department of International Business at the Feng Chia
University, Taiwan. She served as vice executive of EMBA program, currently Director of
Ph.D. Program in Business. She received her PhD in International Business from National
Chengchi University. Her research and teaching interests include strategies of interna-
tional business management and organizations. Her publications have appeared in the
Management International Review, International Marketing Review, Journal of Business
Research, Management Decision, International Entrepreneurship and Management
Journal, Health Care Management Review, Chinese Management Studies, Romanian
Journal of Economic Forecasting, Economic Research and among others.

Nayara Campos is a Masters student of the Department of International Business at the
Feng Chia University, Taiwan. She started her academic live in her home country, Brazil,
where she has a post-graduate degree in Marketing. Her interests include International
Business, CRM and Marketing.

F.-Y. Lo, N. Campos Technological Forecasting & Social Change 137 (2018) 10–18

18

http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0030
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0035
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0035
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0040
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0040
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0045
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0045
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0050
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0050
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0055
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0055
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0055
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0060
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0060
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0065
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0065
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0070
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0070
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0075
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0075
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0080
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0080
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0085
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0085
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0090
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0090
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0090
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0095
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0095
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0100
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0100
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0105
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0105
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0105
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0110
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0110
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0115
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0115
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0125
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0125
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0130
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0130
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0135
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0135
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0135
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0140
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0140
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0145
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0145
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0150
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0150
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0155
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0155
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0155
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0160
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0160
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0165
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0165
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0170
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0170
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0175
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0175
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0175
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0180
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0180
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0180
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0185
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0190
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0190
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0195
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0195
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0200
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0200
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0205
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0205
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0210
http://refhub.elsevier.com/S0040-1625(18)30633-4/rf0210

	Blending Internet-of-Things (IoT) solutions into relationship marketing strategies
	Introduction
	Literature review
	Relationship marketing
	IoT
	IoT and relationship marketing

	Method
	Research setting
	Data source
	Research process

	Case study
	Case 1: EasyCamp
	Case 2: Delta electronics

	Analysis and discussion
	Analysis of Case 1: EasyCamp
	Analysis of Case 2: Delta electronics
	Discussions of the comparison between the two cases

	Conclusion
	Appendix 1: Semi-structured interview questions
	References




