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The objective of this study was to examine how the customers of Larox Flowsys value 

environmental issues and how environmental issues affect their purchasing behaviour. A 

comparison between Larox peristaltic pumps and competing pump brands and types was 

also made in order to find out whether LPP pumps possess some more environmentally 

beneficial features that other pumps do not have. Finally, if the answers to the first two 

research questions show that a need for a new marketing message does exist, then the final 

stage is to select the most appropriate environmental arguments for Larox Flowsys. 

 

The empirical data in the study was collected from several different sources, but the main 

sources were the customer interviews and the outsourced market research. The data was 

analysed mainly by using content analysis, but theme formation and quantification were 

also utilized. The results showed that the customers do not consider environmental issues 

as a main purchasing criterion, but they may well be the criterion that differentiates the 

product from competing ones. The comparison proved that LPP pumps do possess some 

significant environmental benefits over competing pumps and therefore, the prerequisite 

for the use of environmental arguments exists. The final stage in the study was to select 

the proper environmental arguments for Larox Flowsys. 
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Työn tarkoituksena oli tutkia kuinka Larox Flowsys Oy:n asiakkaat arvottavat 

ympäristöasioita ja kuinka ympäristöasiat vaikuttavat asiakkaiden ostokäyttäytymiseen. 

Lisäksi Larox Flowsys Oy:n letkupumppuja vertailtiin kilpaileviin pumpputyyppeihin ja 

tuotemerkkeihin, ja tutkittiin onko LPP pumpussa sellaisia positiivisia 

ympäristöominaisuuksia, joita muissa pumpuissa ei ole. Työn viimeinen vaihe oli sopivien 

ympäristöargumenttien valinta Larox Flowsys Oy:lle.  

 

Työn empiirinen aineisto kerättiin useasta lähteestä, mutta päämateriaalia ovat 

asiakashaastattelut ja ulkopuolisen yrityksen tekemä markkinatutkimus. 

Pääanalysointimenetelmä työssä oli sisällönanalyysi, minkä lisäksi myös kvantifiointia ja 

teemoittelua hyödynnettiin. Tulokset osoittivat, että ympäristöasiat eivät ole pääkriteeri 

ostopäätöstä tehdessä, mutta ne voivat olla se tekijä, joka erottaa tuotteen kilpailijoista. 

Pumppuvertailu todisti, että LPP pumpuissa on merkittäviä ympäristömyötäisiä 

ominaisuuksia, joita kilpailijoilla ei ole. Koska edellytykset ympäristöargumenttien 

käytölle ovat olemassa, työn viimeinen vaihe oli valita sopivat ympäristöargumentit, joita 

Larox Flowsys voi hyödyntää pumppumarkkinoinnissaan.  
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1     INTRODUCTION 

 
One of the biggest challenges of our time is to discover how to maintain the current living 

standards for ourselves simultaneously preserving the same standards for the next 

generations. Economic operators have a great power in this and new operation modes and 

innovations are required in order to be able to carry out sustainable development. 

Companies must find ways to operate effectively and profitably but still take the 

requirements of sustainable development into consideration. Environmental know-how can 

be a competitive weapon for companies that manage to use it in a right manner, but the 

lack of it can be the factor that deteriorates the performance of a company or in extreme 

cases disbands its operations entirely. Consumers are paying more attention to 

environmental issues, governments are setting up new laws and regulations and media is 

reporting every environmental hazard or even the smallest leak forcing the companies to 

really consider these issues and ways how they could be adjusted to their operations. More 

and more companies have environmental certification systems or environmental policies 

and their use is just going to increase in the future.  

 
Green is the new marketing buzzword and if the products or operations of a company are 

environmentally friendly they can ─ if used in a proper manner ─ bring competitive 

advantage for the company. The concept of environmental marketing tries to find a balance 

between economical, social and environmental issues. Development of green products and 

their promotion are both important parts of environmental marketing. Companies should 

not try to hide the environmental aspects of their operations, but to communicate them 

clearly and righteously to all stakeholders of the company. Finding the right environmental 

arguments can benefit companies considerably as they differentiate them from competitors. 

However, these arguments can not be only false claims but they must have a solid base and 

be proven if needed. The first step is to have something worth telling about and then 

effectively report it so that customers can consider environmental issues in their decision 

making.  

 
First this chapter introduces the background and motives of the thesis, meaning how this 

study relates to other studies made on this field and what were the reasons from the 

company’s point of view to carry out this study. Second, the three research questions are 
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presented and explained, followed by the main objectives of this study. In the third chapter 

the structure of the thesis is presented and in the fourth chapter we will have a look at the 

delimitations of this study. The methodology used is described in its own chapter after the 

theoretical part and the company introduction begins the first empirical chapter five. 

 

1.1     Research background and motives 

 
Environmental issues are of rising concern and many studies have been made concerning 

the impact of people’s and business’s actions to the natural environment as well as the 

implications of environmental concern to consumers’ buyer behaviour. The aspect of 

environmental issues’ impact on business to business (B2B) markets has received 

somewhat less attention than in consumer markets especially when considering the 

environmental issues as a factor that influences the customers’ buying behaviour. But as 

industrial companies are facing these issues in their everyday operations in a higher degree, 

more studies of this nature will definitely come out in the future. This study focuses mainly 

on examining the impact of environmental issues on industrial customers’ buying 

behaviour. There have been only few studies made on whether the environmental 

performance of a supplier or its product somehow affects the final purchasing decision of a 

customer. Therefore, this study complements the previous studies made in a way that it 

actually examines the true opinions and values of customers from a manufacturing 

company’s point of view and sees how the environmental performance of a product 

contributes to its purchasing decision at the customer’s end.  

 
The case company, Larox Flowsys, does not use environmental arguments in their sales 

and marketing, at least not from the environmental perspective, at the moment even though 

the features of their products, especially of their peristaltic pumps seem to be less harmful 

for the environment as some competing products. Therefore, Larox Flowsys wants to find 

out whether these environmental factors are something that affects their customers’ buying 

behaviour and final purchasing decision now and in the future and how. In addition the 

company wants to compare their peristaltic pump with competing products from the 

environment’s point of view and see if their environmental performance is actually 

superior compared to competitors. This study examines whether the environmental features 

of the pump are really more environmentally friendly than competing ones, do these things 
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have an influence from the customers’ point of view and if so whether these environmental 

issues should be utilized in the company’s marketing communications, and how.  

 

1.2     Research questions and objectives of the thesis 

 
The purpose of this study is to get an understanding how the environmental features of a 

product affect customers’ buying behaviour by interviewing customers and performing a 

content analysis of their answers. The results of a marketing research are also used 

bringing a quantitative approach to the analysis. The environmental features of the Larox 

peristaltic pump will be investigated using the information acquired from internal 

interviews, documents and competitors’ web pages. This information is then organized and 

a comparison performed. Finally, the purpose is to find the proper environmental 

arguments for Larox Flowsys that can be utilized in their marketing communications of the 

pump. These environmental arguments are selected according to the framework presented 

by Ilmola & Linnanen (1997, 144). Three research questions had to be formed in order to 

cover all the important aspects the company was interested in. The questions and their 

objectives are presented in Table 1.  

 
Table 1. Research questions and their objectives 
 

 

 

Objectives Research questions 

1.  

2.  

3.  

In what way do the environmental 
features of the product affect 
customers’ buying decision? 

What differences are there 
between the environmental 
performance of the company’s 
pump and competing pumps? 

Should the company use 
environmental arguments in the 
marketing communications of the 
pump and if so, which kind of 
arguments could be utilized? 

To identify the attitudes and values of 
customers towards environmental issues and 
analyze how these affect their buying behavior. 

To provide a comparison between Larox’s 
peristaltic pump and competing ones and to 
investigate if the Larox pump has some 
superior environmental features.   

To discover if the need for environmental 
argumentation exists and to select the proper 
environmental arguments for Larox’s 
peristaltic pump that can be effective in 
company’s marketing communications.   
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The first question examines the customers’ views and attitudes towards environmental 

issues. The aim is to find out whether these environmental features somehow affect the 

customers’ buying decision now and are they going to be of more importance in the future. 

The answers of customer interviews are analyzed using content analysis and the responses 

of the market research are analyzed with quantitative techniques by the company 

performing the study. The second question looks into the environmental performance of 

the pump when compared to competitors. The comparison is only based on the information 

acquired from the personnel of Larox Flowsys, the web pages of competing companies and 

other information sources, such as product application and technical documents. The 

findings are then organized according to different environmental benefits and a comparison 

is performed.  

 
The third question looks at the process of selecting the right environmental arguments for 

Larox peristaltic pumps. If the need for the utilization of this kind of arguments exists, 

meaning that the customers consider them as a criteria that could influence their buying 

decision now or in the future, and the product comparison gives enough bases for 

developing them, the final stage in this study is to build up the suitable and effective 

environmental arguments according to the theoretical framework.  

 
The objective of this study is to find out whether Larox Flowsys has a need for a new 

perspective in their marketing communications. When this study is completed, it should 

be clear how the customers value environmental issues when making their purchasing 

decisions and based on this information, it is possible to redesign the coming marketing 

communications according to the results. It is possible that the study shows that 

environmental issues have no effect on customers’ purchasing decision when no need for 

a new perspective in marketing communications exists. Another objective this study 

entails is to discover if the Larox peristaltic pump truly possesses some environmental 

benefits compared to competing pumps.  

 
With the help of this study the company sees if there is a need to redesign their marketing 

message. If the need exists, this study will also be helpful when developing the 

environmental arguments for sales and marketing as it entails the process of selecting the 

proper environmental arguments for Larox peristaltic pumps. At best, the company will 

get its sales a new asset which will only grow its importance in the future and which can 
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be utilized by the salespersons and representatives of the company across the world when 

promoting the pump. 

 

1.3     Structure of the thesis 

 
The careful documentation of the execution of the study in all its phases, from data 

sourcing to final conclusions, enhances the reliability of the study. This transparency 

enables the reader to evaluate the interpretations and assumptions made from their own 

perspective and decide whether they consider them suitable or not. (Hirsjärvi, Remes, 

Sajavaara, 1997, 217-218) In this study the objective of transparency is achieved in a way 

that the assumptions and argumentations in each phase are clearly presented. The structure 

of the study with the inputs and outputs of each chapter is presented in Figure 1. 

 

 

 
Figure 1. Structure of the thesis 
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This thesis consists of six main chapters the order of which is shown in the previous figure. 

The first chapter, meaning this one, is the introduction which presents the background of 

the study, the research questions and objectives of the thesis as well as structure and 

delimitations of the study. The theoretical part of the study consists of two chapters.  

 
Chapter two entails the different theoretical frameworks for organizational buying. The 

purpose of this chapter is to provide frameworks for analyzing the current buying 

processes and behaviour of Larox Flowsys’s customers. The different buying situations are 

presented as well as the eight-step purchasing process. Also the factors that affect the 

customers’ purchasing behaviour and decision are introduced. Different factors or 

attributes are important for different product types. Four different product types and factors 

affecting their purchase are presented in the fourth subchapter. Finally the participants in 

the purchasing process, that is, the decision making unit (DMU) is described according to 

Kotler (2006).  

 
Chapter three, environmental marketing, entails many different topics such as the current 

environmental issues, the current environmental trends in business-to-business markets and 

the notion of environmental purchasing. A classification of firms performing 

environmental buying is also made. The concept of environmental marketing is explained 

as well as the reasons why some firms use it. The framework of 4P’s includes price, 

product, place and promotion (Kotler, 2006, 19), and in this chapter the aspects of product 

and promotion are discussed from the environmental point of view. As marketing 

communications are one of the main issues of this study, its elements are examined more in 

depth. Finally the theoretical part presents the framework for selecting the proper 

environmental arguments for the company. The framework of Ilmola & Linannen (1997, 

144) shows the selection chain according to which the environmental arguments are 

selected in the conclusions chapter. The purpose of this chapter is to provide information 

of the existing knowledge concerning environmental marketing and provide useful 

frameworks for the empirical part of the study. 

 
The fourth chapter of the study presents the methodology of the research. The chapter is 

structured according to the research process beginning with the formation of the theoretical 

framework. Next, the process of data gathering, mainly done by interviews, is described 

and different types of data used in the study are presented. The third part presents the 
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actual analysing methods, and as the main method is content analysis, its different stages 

are described. In addition to content analysis, theme formation and quantification are also 

used. The final part of the methodology presents the evaluation criteria of qualitative 

research according to which, this study is finally evaluated in the conclusions part. They 

also guide the researcher along the process and direct her to make the best choices in order 

to create as reliable and valid study as possible. The objective of this chapter is to give the 

reader a picture of the data and research methods used in this study and also to describe 

how the research process has moved on. After reading this chapter, the reader is more 

capable to evaluate the results presented by this study.  

 
The fifth chapter presents the empirical findings of the study. It begins with a company 

introduction and continues with a description of the company’s customers, peristaltic 

pumps and competition. The image and brand name of Larox Flowsys from customers’ 

viewpoint as well as the current state of marketing communications are also presented. In 

chapter 5.6 the buying behaviour of customers is analyzed according to the theoretical 

framework and in the next subchapter the green values of customers are presented 

beginning with the description of green values in different countries. This chapter is based 

on the representative interviews and on the results of the market research. In chapter 5.7.2 

the results of the market research that are applicable to this study are presented. The next 

chapter depicts the general environmental values of customers based on customer 

interviews and in the last subchapter the green values’ effect on buying behaviour is 

analyzed. Finally, the fifth chapter presents the environmental benefits of Larox peristaltic 

pump (LPP) compared to competition.  

 
In the sixth chapter the three research questions are answered and conclusions are made. 

Implications for the company are made in a form of an action plan that gives suggestions 

on how environmental marketing communications could be used in Larox Flowsys. The 

results of the study are evaluated according to the evaluation criteria for qualitative 

research and finally need for further research is depicted.  

 

1.4     Delimitations of the study 

 
The theory and literature used in this study is related to organizational buying behavior and 

environmental marketing. The theoretical part will only look at those issues that are 
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important for this study and applicable in the empirical part. The theory related to technical 

features of the product is left out from the study and the technical comparison in the 

empirical part is delimited to apprehend only a superficial comparison where the used 

information is gathered together from various sources inside the company. No new 

technical comparisons or tests are performed related to the study. The life-cycle assessment 

of the product will not be made due to its amplitude as there is only limited amount of time 

and resources. 

 
In the study few of the company’s most important OEM1 customers are interviewed as well 

as seven end customers of the company. The amount of customer interviews is delimited to 

approximately ten interviews and part of the interviews are conducted as telephone 

interviews as the distances between some customer companies are very long. More 

superficial and quantitative examination to customers’ values and attitudes is carried out 

through external market research which collects answers with few environment related 

questions. The target customers to this market research came from the mining industry of 

South-America and South-Africa and chemical industry of Germany. The sales 

representatives of the company from different countries were also interviewed in a way 

that the southern and northern hemispheres were both covered. The interviewed 

representatives came from USA (United States of America), Chile, Australia, South-

Africa, Switzerland, Denmark, Norway and the Netherlands.  

 
Some issues, even important ones, had to be left out from the study in order to stick to the 

schedule. This is why the entities such as examining the technical features of the pump 

with experiments and tests, which do not closely relate to the researcher’s education, were 

willingly left without much attention. All the customers naturally can not be interviewed, 

and the interviewed customers were selected according to their location and relevance to 

the study. One criterion for selected interviewees was that they are existent in Finland. The 

other criterion was that they are important customers from whom it is possible to get 

important and beneficial facts and information concerning this thesis.  

                                                 
1 OEM states for original equipment manufacturer.  
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2     ORGANISATIONAL BUYING BEHAVIOUR 

 
Organisational buying can be defined as “the decision-making process by which formal 

organizations establish the need for purchased products and services and identify, evaluate, 

and choose among alternative brands and suppliers” (Kotler & Keller, 2006, 210). 

Purchasing in business markets differs greatly from that of consumer markets as in 

business markets there exists fewer but considerably larger buyers, the relationship 

between supplier and a customer is much closer, the purchasing is professional, meaning 

that the purchases are made by educated purchasing agents who must act according to 

company policies, constraints and requirements. There are also several people who 

influence the buying decision, it takes multiple sales calls to win a business order and the 

demand is often derived from the demand of consumer goods. In addition the demand is 

inelastic and fluctuating, purchases are often made directly form manufacturers and the 

buyers are geographically concentrated. (Kotler et al., 2006, 210-212) This chapter will 

look at the different buying situations of industrial products, their purchasing process, the 

factors affecting the buying decision, the different attribute importance for different type of 

products and the participants in the purchasing process. 

 

2.1     Different buying situations  

 
According to Kotler (et al., 2006, 212-123) there exist three buying situations which differ 

from each other in the number of decisions required. The three different situations are 

straight rebuy, modified rebuy and new task. In straight rebuy the purchasing is a routine 

operation performed by the purchasing department and the suppliers are selected from an 

“approved list”. The opportunities of “out-suppliers” lie in their ability to offer something 

new or in customers’ dissatisfaction with their current supplier. Modified rebuy is in 

question when the buyer wants a product specification, price, delivery requirement or some 

other term of contract to be modified. New task means that the buyer purchases a product 

or a service for the first time. The number of people involved in this kind of buying 

situation is often higher as the cost and the risk of the decision are also greater. Information 

search regarding the purchase is done in a more profound manner meaning that the 

decision making time is also longer.  
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Another classification scheme concerning buying situations has been made by Bunn (1993, 

38-48) in which six prototypical buying decision approaches exist. Each buying decision 

approach can be characterized by different buying activities: search for information, use of 

analysis techniques, focus on proactive issues, and reliance on control mechanisms. The 

use of a particular approach is also related to four situational characteristics, which are 

importance of the purchase, task uncertainty, extensiveness of choice and perceived buyer 

power. The situational characteristics and buying activities vary across the different 

purchasing situation categories.  

 
The first type of purchasing is casual purchase where no effort is made to search 

information, no analysis is required or performed, no attention is paid on proactive issues 

and a vast amount of procedural control is applied. This approach is chosen by the buyer 

when there is little uncertainty concerning the purchase, it is of minor importance, much 

choice is available and the buyer does not perceive power in the situation. This kind of 

approach is applied to products of low value that are purchased occasionally. The purchase 

is casual and requires only a little or no effort. Therefore, standard procedures are followed 

and only few decision makers are involved in the process. 

 
The second type is routine low priority where little effort is made to search the 

information, a moderate amount of analysis is performed, proactive issues are considered 

only superficially and standard rules and procedures are followed. The buying decision in 

this type of situation is somewhat important; it includes a moderate level of uncertainty, 

much choice and moderate level of perceived buyer power. This is a more repetitive 

buying decision and often considers the purchase of production supply items, raw materials 

or components. Competitive bidding procedure is often used to evaluate alternative 

suppliers, but the final purchase is still most often made from the previous vendor.  

 
The third buying situation type is the simple modified rebuy that is often quite important 

for the firm. Little uncertainty is related to the purchase, there is only a narrow set of 

choices and the perceived buyer power is moderate. The information search happens at 

moderate level and a moderate amount of analysis is being made. There exists a tendency 

to follow standard procedures and the proactive focus is at high level, which is a 

distinguishing feature of this type of purchase situation. This is because the items involved 
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are essential for the purchaser and there exist only a restricted choice set for them. Byers 

emphasize good supplier relations and satisfying user’s needs. (Bunn, 1993, 48 -49) 

 
Type four is judgemental new task and it takes place when the purchase is quite important 

to a company, it is facing a great amount of uncertainty, narrow set of choices and 

moderate perceived buyer power. This approach involves a moderate amount of 

information search, analysis and proactive focusing, but only a little reliance on established 

procedures. The decision process is described as “to decide as you go” meaning that there 

is no precedent to follow. In this situation, the greatest amount of uncertainty is present as 

the buyer may not have experience with the product in question or the technology of the 

product is complex. The moderately high level of importance and high level of uncertainty 

are the key determinants of this type of approach.  

 
The fifth approach is called complex modified rebuy where the purchase can be defined as 

quite important with little uncertainty, much choice and a strong power position. Buyers 

search for a great amount of information, use refined analysis techniques, give adequate 

attention to long-term needs and supply and closely follow the established procedures. This 

type of purchasing is the closest decision approach to a rational, computational process. 

The situation also suits well for competitive bidding process and the purchase is often 

spread among several suppliers.  

 
Finally, the sixth type of purchase is called the strategic new task, which is of extreme 

importance to the firm, involves a moderate level of uncertainty, narrow set of choices and 

the perceived buyer position is very strong. It consists of a high level of information search 

and analysis, much focus on the proactive issues and of only little reliance on established 

procedures. It is quite similar with the judgemental new task with the difference that it 

involves much more effort on all the buying activities. It is a distinct situation as it 

involves strategically and financially the most important purchases of the firm and is based 

mainly on long-range planning. (Bunn, 1993, 49-50) 
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2.2     The purchasing process  

 
The buying process of a firm can be divided into general stages that most companies 

follow when making the buying decision. Different theories present different amount of 

stages from four to twelve but the most common classification is the one involving eight 

stages. This eight stage model is called the “buygrid” and it is applicable to new-task 

buying situations as in other types of purchasing some stages are compressed or bypassed. 

The first stage in the buygrid is problem recognition meaning that a problem or a need that 

can be fulfilled by acquiring a good or a service is recognised in a company. In the second 

and third stages, which are general need description and product specification, the amount 

and characteristics of the needed product or service are determined and technical 

specifications for the product are developed. In the fourth stage, that is supplier search, the 

company searches for example through trade advertisements, directories or shows for 

suitable suppliers most appropriate to meet their need.  

 

In the fifth stage, proposal solicitation, the company asks the selected qualified suppliers 

to give proposals and then in the sixth stage, supplier selection, chooses the most attracting 

offer and supplier according to desired supplier attributes. The seventh stage is order-

routine specification and it involves determining the final order, listing the technical 

specifications and the wanted amount of purchased goods, the dates and times of delivery 

and so on. In the final stage, which is performance review, the company evaluates the 

overall performance of the selected supplier. In modified rebuy situation only product 

specification and performance review stages are always present as the remaining six stages 

are present only occasionally. In straight rebuy situation these other six stages are never 

present. (Kotler et al., 2006, 219-227) These stages and their appearance in three basic 

buying situations are presented in the buygrid framework in Figure 2. 
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Figure 2. The buygrid framework. (Kotler et al., 2006, 220) 
 

2.3     Factors affecting the buying decision  

 
There exist variables that affect the buying process and variables that affect the company’s 

buying behaviour. The former variables are for example characteristics of a product and 

strategic relevance of the purchase in question.  The higher the strategic relevance of the 

purchase is, the more the management of the company pays attention and takes part to the 

purchasing process. Strategic importance is not always determined by the monetary value 

of the purchase, but also other factors can make it significant from the management’s 

perspective. Other variables that affect the buying process are the amount of money 

involved and characteristics of the purchasing market, meaning for example the 

purchaser’s freedom of choice when it comes to purchasing. The risk involved in the 

purchase is also one variable meaning that the higher the risk is the more disciplines are 

involved in the purchasing process. The purchasing department’s role in the organisation 

and the impact of the purchased product on the company’s existing routines both affect the 

purchasing process. The operation modes of different purchasing departments in different 

firms can vary a great deal as some, often larger firms, are more professional than others. If 

the purchased product requires the company to make adjustments to the internal 

organisation or to educate employees, the decision making process is more complex, time 

1. Problem recognition            Yes                Maybe                No 

2. General need description            Yes                Maybe                No 

3. Product specification            Yes                Yes                     Yes 

4. Supplier search            Yes                Maybe                No 

5. Proposal solicitation            Yes                Maybe                No 

6. Supplier selection            Yes                Maybe                No  

7. Order-Routine specification          Yes                Maybe                No 

8. Performance review           Yes               Yes                     Yes  

New 
Task 

Modified 
Rebuy 

Straight  
Rebuy 

Buyclasses 

BUYPHASES 
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consuming and involves more disciplines than when buying products which have no effect 

on company’s existing routines.  (Weele, 2002, 39-40) Some typical criteria according to 

which industrial goods are purchased are presented in the Table 2.  

 

Table 2. Typical purchasing criteria for industrial goods. (Adapted from Salminen, 2007, 39) 
 

 
 

2.4     Different attributes’ importance for different products 

 
The most important person in the purchasing process is the purchasing agent, whose 

opinions and evaluations of the potential suppliers and products if not determine, at least 

influence the ultimate decision. The purchasing agent evaluates potential suppliers and 

their offerings according to certain choice criteria. It has also been studied, that different 

attributes, that is criteria, are emphasized with different product types and different 

countries. It is difficult to classify industrial products into distinct categories and no single 

right manner exists. One classification is based on the assumption that different attributes 

are weighed by purchasing agents in a way that they are aiming at minimizing the 

problems associated with the adoption of the product. In accordance with this classification 

there exist four different types of industrial products, which are routine order products, 

procedural problem products, performance problem products and political problem 

products. The measured attributes include for example overall reputation of the supplier, 

financial terms, supplier’s flexibility, the experience with the supplier, price, the reliability 

of delivery, data on reliability of the product, ease of maintenance and ease of use. 

(Lehmann & O’Shaughnessy, 1974, 36-37) 

 

Typical purchasing criteria for industrial goods 

- Delivery reliability 

- Quality 

- Price 

- After-sales services 

- Previous experiences of the 

supplier 

- Manufacturing capacity 

- Production facilities 

- Quidance and support services 

- Spare part deliveries 

- Corporate image of the 

supplier 
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Routine order products are ordered and used frequently. No problems are associated to 

employee education or to the product’s functionality or suitability to the application in 

question. The buyer learns easily how to use the product and is certain of the product’s 

capability to do the required job. Shortly said, no major problems occur when adopting and 

using this product.  

 

Procedural problem products are the ones which most certainly will also perform the job 

required, but problems may arise from educating the personnel to use the product. In this 

case, the buyer is likely to favour the supplier who is able to minimize the time and 

difficulty related to learning the product’s operation. The ability of the supplier to persuade 

the buyer to believe in their superiority has a great influence on the supplier choice.  

 

With performance problem products there is a doubt of how the product performs in the 

application it is meant to. Here the problem is associated with the technical features and 

performance of the product. Probably no binding contracts will be made before the 

problem is solved. In this case technical services, free trial periods and flexibility are major 

factors when choosing the supplier. Procedural and performance problems are usually 

solved with empirical inquiry, trial and error or experimentation.  

 

Political problems in the fourth product category mean that the product adoption may not 

be accepted by all the parties involved. They also often deal with large capital outlays. 

These problems have an influence on several organizational units and thus, several 

additional issues rise within it. These four categories are not exclusive as one product can 

give rise to several problem types and the problem types many differ from customer to 

customer. (Lehmann et al., 1974, 37-38) The most important attributes in each product 

category are described in Table 3.  
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Table 3. The most important attributes according to the product type (Adapted from Lehmann et 
al., 1974, 38-40) 
 
 
 
 

 
 
 
 
 
 
 
 
 
 

 

 
 
 
 
 
 
 

 

 
 
 

 

 

 

2.5     Participants in the buying process 

 
Purchasing products is often a very complicated process and it is always influenced by the 

previous and future purchases. When selling and marketing a product, it is important that 

the selling company analyzes who are the people affecting the purchasing decision in the 

buying company. This group of people is called the buying centre, which is not a formal 

group in a company but a classification of the different roles that individuals play in the 

buying decision. The different roles in the buying situation are deciders, buyers, 

influencers, gatekeepers and users. The primary roles are the ones of decider and 

influencer and the roles of user, buyer and gatekeeper are secondary ones. Deciders are 

those people who have formal or informal power and who actually make the decision 

concerning product requirements or suppliers. It is often a difficult task to identify the 

decider in the buying company. When the purchase is a standard routine situation, the 

decider is often the purchaser. People inside and outside the company, who influence the 

decision-making process either directly or indirectly by acquiring information concerning 

the purchase or by creating product specifications are influencers. They may be for 

example quality controllers or design engineers. (Ford et al., 2005, 77-78; Haverila, Kouri 

& Uusi-Rauva, 1999, 228-229)  
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Users are those individuals who will use the product or service and they can have either 

quite small or considerably significant role in the purchasing decision. They often are the 

ones to initiate the buying proposal and help in defining the product specifications. Buyers 

often have a significant role in managing the buyer-seller relationship, selecting vendors, 

negotiating and arranging the terms of purchase. In complex purchases, buyers often 

include top management of the firm. Those people who control the information flow 

coming to other participants in the purchasing process are called gatekeepers. This 

information flow constitutes mostly of advertisements, brochures and of other written 

material. The gatekeepers filter the information which makes them also deciders as they let 

through only the information they accept. When marketing industrial goods, it is critical to 

be familiar with the role of gatekeepers. For example purchasing agents, receptionists and 

telephone operators may perform the role of gatekeepers as they may prevent the contact 

between salespersons and users or deciders. (Ford et al., 2005, 77-78; Haverila, Kouri & 

Uusi-Rauva, 1999, 229)  

 
According to classification of Kotler (2006, 214-215) two additional roles, initiators and 

approvers, are also included in the buying centre. Initiators are those who ask for some 

product or service to be purchased and approvers are the ones who authorize the 

purchasing actions. One person can have several roles, such as the user may also be the 

initiator, but one role can also be occupied by several individuals. Typically the buying 

centre has at least five or six members and quite often even more and the individuals may 

come from outside the actual customer organisation. The different members of the buying 

centre most probably have different interests giving priority to very different purchasing 

criteria. Each buyer also possesses personal motivations, perceptions and preferences that 

are largely influenced by the buyer’s personal attributes such as age, education personality 

and so on. Buyers may also have different buying styles. The company selling the product 

or service must always remember that however the purchaser is the company, the 

purchasing decision is made by individuals who are motivated by their own needs and 

preferences. In Table 4 the roles of the participants in the buying process are described in 

each stage of the purchasing process.  
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Table 4. Roles of participants in purchase decision-making process. (Adapted from Salminen, 

2007, 37) 

 
Roles of the participants in the purchase decision-making process 

Buying process 
Users Influencers Buyers Deciders Gatekeepers 

Problem 

recognition 
** **  **  

General need 

description 
** * * **  

Product 

specification 
* * * *  

Supplier search  * **  * 

Proposal 

solicitation 
  **  * 

Supplier selection * * * **  

Order-routine 

specification 
 * **   

Performance 

review 
** * * **  

 

*       Participates in the stage 

**     Influences significantly in the stage 
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3     ENVIRONMENTAL MARKETING  

 
Green is the new marketing buzzword as environmental awareness and concern have 

increased dramatically during the last two decades. This movement towards more 

environmentally friendly thinking is decidedly shown by the fact that political parties with 

green values have started to gather more votes, the media is paying increasing attention to 

environmental issues and an increasing number of people are joining the numerous 

environmental groups. It has been studied in several researches that environmental concern 

among people has reached a very high level. (Ibáñez & Hartmann, 2006, 673; Peattie, 

1995, 24) The challenges of sustainable business touch every organization and the 

economical, social and environmental responsibility has become the new trend in the 

strategy formulation of today’s business organizations. (Pohjola, 2003, 9) Environmental 

issues have become one of the main priorities for the company management which is 

proven by the fact that for example in Great Britain 78 % of the CEOs (Chief Executive 

Officer) of the top 50 companies stated that green issues are very important for the current 

activities of their firm and 82 % predicted that these issues will even increase their 

importance in the future. (Ottman, Polonsky & Rosenberg, 1998, 22)  It is thus, obvious 

that organizations cannot overlook the new concept of “green” or “environmental 

marketing”. (Peattie, 1995, 25). Marketers are paying increasingly more attention to the 

value of environmental marketing as the eco-awareness has built-up among society. 

However, a gap between general attitudes and concrete actions is still present. (Chan & 

Yam-Tang, 1998, 356) 

 
In this chapter some of the current environmental issues are briefly described in addition to 

the environmental trends in business-to-business markets. The green purchasing practices 

and a classification of companies performing environmental buying are also viewed. The 

notion of environmental marketing is explained and some of its common features are 

described. The notion and characteristics of green products are considered more 

profoundly, as well as the environmental view in marketing communications. 
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3.1     Current environmental issues and green purchasing 

 
People change the environment as a result of agriculture, industry, traffic, habitation and 

social services. Before, the activities of a human being did not disturb the balance of the 

nature due to their small scale but today, things are different. Some of the main issues that 

threat the earth’s bearing capacity are extinction of species, deforestation, waste problem, 

climate change and the scarce natural resources, including water and energy. (Boström, 

Linnanen, Miettinen, 1994, 46-49; Chisnall, 1995, 452-455) The conventional economics 

has some alarming characteristics, such as it assumes that the economic activities can use 

natural resources endlessly as the physical environment poses no limits on them. It also 

considers the environmental damages that have been caused by business activity as 

externalities and less important as they don’t directly affect the day-to-day market 

operations. In addition it defines the value of things on whether there exists a market for 

them or not. According to this definition for example the stratospheric ozone has no 

economical value despite the fact that it protects earth from ultraviolet radiation. 

Conventional economics also considers land and natural resources as less valuable than 

labour and financial capital. This kind of thinking has led our globe to a very worrying 

state. It is important to remember that the majority of the biosphere can not be measured in 

euros or in dollars. (Peattie, 1995, 10-11) There exists a vast amount of environmental 

issues to consider, such as pollution, the diverseness of species and overpopulation. In this 

chapter however, we will only look at the waste problem from the point of view of 

recycling and the problem of scarce natural resources including energy efficiency.  

 
The attitudes towards environment have changed dramatically. As an example, the Finnish 

population can be divided into five categories based on their environmental attitudes. The 

first category is the active ones (30 %) who are genuinely worried about the state of the 

nature. The second group, called the operating ones, constitutes of people who want to 

influence and who know about the environmental issues (25 %). The carer ones (20 %) are 

those who keep track of the environmental issues and become worried, but do not believe 

that one person can make a change. The indifferent ones (15 %) are interested in something 

else or do not care about anything as the reserved ones (10 %) are politically against 

environmental issues. (Halme, 2004)  
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3.1.1     Scarce natural resources and recycling of materials  

 
It has been studied that if the consumption of world’s resources continues at the present 

rate, many important natural resources, such as oil and minerals will soon be depleted. The 

calculations including the known current reserves and the present consumption rate give 

alarming results. Therefore, the concept of sustainable development increases its 

importance. It can be defined as the development that lasts and the right way to achieve it 

is not necessarily to produce less, but to produce differently. The issue of scarce natural 

resources includes also questions concerning energy efficiency and sufficiency of clean 

drinking water. The concern is not only about the sufficiency of these resources, but one 

must also consider that the more energy or raw materials we use the more we pollute. For 

example the greenhouse effect is highly affected by the emissions coming from the burn of 

fossil fuels, such as coal, oil and natural gas. (Chisnall, 1995, 452-453; Lovio & Kuisma, 

2004, 26) Energy consumption has increased dramatically after the Second World War and 

it is predicted to increase even more in the future. Most of the growth takes places in 

developed countries but developing countries are catching up at alarming speed as their 

economies are growing. Therefore, all the ways to save energy are highly needed. (Staib, 

2005, 9-12) 

 
Reclamation and recycling are very useful ways to decrease the amount of waste going into 

the environment. Ferrous metals are a good example, as recycled material constitutes 

approximately 50 % of all the new production. Also paper industry considers recycling as a 

very important activity. By recycling, the amount of energy needed to produce products 

from original raw materials is saved and the dumping of used materials to land-fill sites 

can be avoided. Many industries have realised the importance of recycling and reclamation 

and are trying to find ways to recycle materials and to develop new more easily recyclable 

ones. (Chisnall, 1995, 452-453) 

 

3.1.2     Current environmental trends in B2B markets 

 
Several researches and surveys concerning environmental issues have been made in 

preceding years to investigate the attitudes of consumers but only a few surveys exist that 

have concentrated on the B2B side of the environmentalism. EcoMarkets survey is created 
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by TerraChoice Environmental marketing and it is conducted every year to research and 

analyze patterns in business to business and business to government green procurement. A 

study performed in year 2006 shows that organizations’ interest towards buying green 

products has increased during the preceding years. It is important to know how companies 

define green purchasing as environmental issues are very broad in contextual terms. There 

are also differences among organizations depending on how interested they are in green 

purchases. (Osborne, 2006, 21) It is delightful to notice that a notably large part of the B2B 

markets is taking green policies and practices into consideration. According to the year 

2005 research made by Eco Marketer, over 60 % of the mainstream business and over 80 

% of the eco-buyers have adopted an environmental policy in their businesses and thus, 

they represent a very considerable market opportunity. According to the study the 

environmental communication is most efficient when it is executed in the language of the 

customers and when the environmental message emphasizes those concerns that are 

important for the customers. The communication should be clear, effective and sincere and 

scientific truth should form a base for all this kind of marketing.  

 
The research performed by Eco Marketer including Canadian firms showed that 63 % of 

all the Canadian business has some sort of an environmental policy and of all the firms in 

Canada, 34 % have a green procurement policy. Even 94 % of the firms take 

environmental issues into consideration at least sometimes when making purchasing 

decisions and 80 % of those with green procurement policy often pay attention to them. 

The following explains a lot about the current importance of environmental issues: in 2002 

approximately $ 1,4 billion was spent to prevent pollution in the Canadian industry; in the 

same year the amount going to operating expenditures was only $ 542 millions. Energy 

saving, sustainability, green operations and Leadership in Energy and Environmental 

design, LEED (Leadership in Energy and Environmental Design) certification2, are 

becoming more and more efficient marketing claims in North America. The fact, that 

buying equipment that uses less electricity, water and gas preserves our natural 

environment and saves money makes environmental issues more tempting in buyers’ 

minds. This shows us that there exist large markets for environmentally preferable 

products that will only keep on growing in the future. (Drumwright, 1994, 1; McDougall, 

2005, 3) It must however be noticed that even if attitudes are in favour of environmental 
                                                 
2 LEED is a building’s rating system that evaluates if the building is environmentally responsible when 
compared to traditional facilities. 
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issues, the companies will in most cases not take action. Therefore, the gap between 

changed attitudes and changed behaviour will take time to narrow down. (Staib, 2005, 18) 

 
The green movement has taken very strong momentum in Finnish B2B markets too. For 

example one of the most successful companies in Finland, KONE Corporation pays high 

attention to environmental issues as it is written in their strategy that eco-efficiency must 

be involved in all their operations. Their operations from the design, manufacturing, 

maintenance and distribution to the actual use of their products are managed in a way that 

causes minimal environmental damage. The elevators KONE produces have high 

efficiency: they need only half of the energy that traditional geared engines use and they 

are also life-cycle efficient as they are lasting and easy to maintain. The objective of 

KONE Corporation is to be the innovation leader when it comes to environmental issues. 

90 percent of the KONE’s production is ISO 140013certified and the certification is also 

required from their suppliers. The management of the company believes that in Europe and 

North-America customers place strict regulations for environmental friendliness. In 

Scandinavian markets, the eco-efficiency that is based on facts may even bring competitive 

advantage for a firm. (Hopeasaari, 2008, 20-21) 

 

3.1.3     Green purchasing  

 
Green purchasing can be defined as “environmentally-conscious purchasing practice that 

reduces sources of waste and promotes recycling and reclamation of purchased materials 

without adversely affecting performance requirements of such materials” (Galle & Min, 

2001, 1222-1223). Quite often the most crucial obstacle to performing “green purchases” is 

the high cost of environmental programs as it requires employee training and 

environmental auditing. Therefore, those firms that are strongly committed to 

environmental issues face higher costs and thus economic disadvantage compared with less 

environmentally responsible firms. Green purchasing practices may also reduce the amount 

of qualified suppliers. It has been studied that a firm with extensive purchasing volume is 

often more involved in green purchasing than firms with smaller purchasing volumes. 

                                                 
3 ISO (International Organization for Standardization) 14001 is the standard for environmental management 
system. 



  24 

Large firms also often require some level of environmental commitment from their 

suppliers. (Galle et al., 2001, 1223-1231) 

 
In most cases the buying firms involved in green purchasing practices do it in a reactive 

manner, as they are just trying to avoid violations of environmental laws. Rarely is the case 

that firms are acting proactively seeking to make environmental goals part of the long-term 

purchasing policy, which however, would be the ideal situation. When it comes to small 

firms, the environmental commitment in purchasing practices is often personified to the 

top management of the company. Therefore, without the managements support, efficient 

implementation of green purchasing is impossible to perform. (Galle et al., 2001, 1233-

1235) 

 

3.1.4     Classification of firms performing environmental buying 

 
Social responsibility has become one of the buying criteria for industrial firms as the 

environmental and social consciousness and concern have risen during the last decades. 

These socially responsible buying criteria fall under the general class of non-economic 

criteria which can be defined as criteria that are not related to price or trade-offs between 

price and quality. Socially responsible buying tries to pay attention to the consequences of 

organisational buying to environment and society. In a study made by Drumwright (1994, 

4-8) companies which were somehow known for their social responsibility were 

interviewed and as a result four different types of companies, performing socially 

responsible buying, were discovered. Environmental concern was considered as the main 

criteria determining socially responsible buying.  

 

The first company type is “founder’s ideals” where responsible buying is initiated by the 

“founder’s ideals” and values and is also part of the overall corporate strategy. The 

organizations of this type produce mainly consumer products and the products they 

purchase in a responsible manner are essential for their product line and profitability. The 

term socially responsible has a very broad meaning in this company type, as it contains the 

dimensions of what the product is made of, wherefrom it comes and whom it comes from. 

These firms encounter two kinds of problems. First one is persuading suppliers to make 

innovations and new components which are socially more responsible. The second 
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problem is making the selection between small, socially responsible vendors with lack of 

competence and suppliers with high resources and competence but less socially responsible 

operations and products. One option for solving this problem is to push competent 

suppliers towards more responsible direction by the means of different levelled 

discussions, formal supplier policy statements and audits. The companies in this type class 

often form long relationships with selected suppliers being patient with those companies 

that really try to move towards the right direction. They are also willing to pay a higher 

price for socially responsible products.  

 
The second company type is named “symbolism” as the social responsibility is a part of 

the company’s corporate strategy and is recognized by the management of the firm. The 

companies in this type classification are mostly industrial product or service producers and 

are involved in complicated processes which are often subject to public scrutiny and 

regulation. Typically the materials or processes handled by the companies in this type class 

can be hazardous to people’s health and thus, the trust and confidence of the stakeholders 

is an essential part of the companies’ success. To win this trust, these companies must be 

seen as responsible in all their operations and dealings. The concept of socially responsible 

buying has much narrower meaning than in the first type as the companies of this type 

class often take into consideration only the dimension of what the product is made of. The 

people taking the initiative of environmental concern often have the support of their 

colleagues and superiors meaning that their ideas concerning socially responsible buying 

fall on a fertile ground. The socially responsible buying often begins with products of low-

importance then expanding to include products with higher significance. The firms in this 

class see that the benefits coming from socially responsible buying are long-term and 

ongoing. (Drumwright, 1994, 8-9) 

 
The third type of companies is called the “opportune”, and it contains companies in which 

socially responsible buying is not part of the actual corporate strategy in contrast to types 

one and two. In this type the initiative to socially responsible buying comes from 

competitive advantage instead of social responsibility itself. These firms do not aim at 

comprehensive approach to socially responsible buying but are instead responding to the 

hot topics and trends that dominate among their customers and competitors. The definition 

of socially responsible buying among the companies in this category is whatever the 

customers perceive it to be. One of the companies in this class provides consumer services 
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and the other consumer and B2B services. The managers, if initiating some form of 

socially responsible buying, do it from the perspective of business solely. The initiators 

and drivers of the environmental movement inside the company do not have a high 

influence on things nor get them the cultural support from others as was the case when 

socially responsible buying is included in the company’s corporate strategy. Especially the 

purchasing agents in type three organizations are keenly against bringing environmental 

concern along in the buying decisions and processes.  

 

The fourth type is called the “restraint” and it includes firms that do not have socially 

responsible buying included in their strategy but have significant costs resulting from it. 

These organizations often receive positive publicity from their responsible buying but not 

the kind of publicity that results in a competitive advantage. This is because among the 

customers the change is seen as neutral at best. In this class, the companies are industrial 

product producers or consumer service suppliers. The definition of social responsibility is 

drawn according to all three dimensions as was the case in the first class. Also the 

purchased product is of high importance to the company like in type one but with the 

distinction that the products in type four are not necessarily advantageous for the company. 

The companies exercise restraint voluntarily when buying socially responsible products. 

The initiators of environmental concern in the company are often the middle managers of 

the firm and they are faced with a difficult task as their initiatives are probably not going to 

receive fertile ground.  These companies in type four have potential to evolve to remind the 

companies in type one as they are trying to influence their customers and suppliers to buy 

more responsibly and be more responsible.  

 

In all these four types the person or persons, who initiate the environmental concern in the 

company, have very high influence on the success of the effort. These people are most 

often initiators in the actual buying process and almost never the actual buyers or decision 

makers, with the exception of type one companies. In this study the initiator was never the 

purchasing professional of the firm. In addition to initiators, also converts exist in every 

company, being the persons who at first resist socially responsible buying but then after 

engaging in it change their attitudes and behaviour. (Drumwright, 1994, 9-13) 
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3.2     The concept of environmental marketing  

 
The word green invokes many thoughts, and notions such as ecological, political, fair 

trade, sustainability, non-profit, humanitarian, conservation, equality, new-consumerism 

and corporate social responsiveness are all components of its overall meaning. As we talk 

about green marketing it is however necessary to notice that the phrase does not have a 

universally consistent meaning as for example in Spain, green is associated with products 

of low-cost and low-quality. The concept of “environmental marketing” should therefore, 

be used as a replacement to “green marketing”. However, the word “environmental” poses 

also problems, as for example there does not exist a proper translation for the word in 

German language. (Peattie, 1995, 25-26) Regardless of some of its delimitations, in this 

study the concept of “environmental marketing” is preferred over the notion of “green 

marketing”. 

 
Environmental values got some attention in the 1970s but the actual idea of environmental 

marketing emerged only in the late 1980s.  As the consumption patterns shifted towards 

greener products the subject also became a popular target of market research. (Crane & 

Peattie, 2005, 358) Many people associate environmental marketing with terms like 

“Phosphate Free”, “Recyclable” and “Environmentally friendly”. These terms actually are 

part of the environmental marketing claims, but there is much more to the concept of 

environmental marketing. It is a very broad concept that is applicable to consumer goods, 

industrial goods and even services. As consumption somehow always damages the 

environment, there in fact, can not be any environmentally friendly products, just those 

products that are less harmful for the environment than others. Therefore, environmental 

marketing concentrates more on minimizing environmental harm instead of eliminating it 

entirely. (Polonsky, 1994, 1-2) 

 
According to Polonsky (1994, 2) environmental marketing “consists of all activities 

designed to generate and facilitate any exchanges intended to satisfy human needs or 

wants, such that the satisfaction of these needs and wants occurs, with minimal detrimental 

impact on the natural environment”.  

 
Peattie (1995, 28) defines environmental marketing as “the holistic management process 

responsible for identifying, anticipating and satisfying the requirements of customers and 
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society, in a profitable and sustainable way”. This definition is much alike with the concept 

of conventional marketing when it comes to the steps in the marketing process and to the 

underlying purpose to make customers satisfied. The factor that differentiates these two 

marketing approaches is the philosophy which aims at finding a balance between techno 

economic market perspective and a broader socio-environmental approach.  

 
According to Menon and Menon (1997, 56-57) there are three different levels of greening 

the company’s marketing strategy, describing the level of commitment on environmental 

issues and marketing. These three levels are strategic, quasi-strategic and tactical. Strategic 

greening needs profound and fundamental change of philosophy as the organisation must 

redesign its whole operation. Quasi-strategic greening requires a considerable change in 

business practices and tactical greening means shifts in the company’s functional activities 

as for example promoting its products from environmental viewpoint even though no 

change in overall corporate activity has taken place.  

 

3.3     The reasons to use environmental marketing 

 
There are five possible reasons for firms to use environmental marketing. The first one 

affiliates to the opportunity to achieve general organisational objectives through 

environmental marketing. The second indicates to the moral obligation of companies to act 

in a more socially and environmentally responsible way. The third includes governmental 

bodies forcing the firms to become more responsible and the fourth considers the 

competitive pressure coming from other companies’ environmental marketing activities. 

The fifth reason takes into consideration the cost factors resulting for example from waste 

disposal or reductions in material usage. (Polonsky, 1994, 3)  

 
The opportunities related to environmental marketing arise from the fact that nowadays 

both industrial and individual customers are more and more aware and concerned of the 

state of the natural environment. It is therefore, evident that firms that are marketing goods 

with positive environmental features will have a competitive advantage over firms whose 

products are harmful for the environment. Many firms have become more responsible 

when trying to satisfy the needs of their customers. However, some firms have also tried to 

take advantage of their customers’ green values in a non-responsible way by misleading 

them with false advertising. This spreading of false information in an attempt to create 
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better and environmentally more responsible company image is called “greenwashing”. 

(Hamschmidt, 2007, 226; Polonsky, 1994, 3)  

 
Companies’ external groups can influence the way the company does business and thus, 

also how it takes environmental issues into consideration. Government, government 

organisations and standards organisations may place official requirements for the firm and 

its products. Environmental groups, consultants, financial institutions, insurers, 

shareholders and investors have begun to make their concern for the environment more 

concrete therefore, placing possible requirements for companies as well. The third group 

consists of competitors, the community, suppliers and customers and they have 

considerably more direct and effective impact on company’s environmental behaviour and 

direction. The last group includes industry think-tanks, universities, authors and publishers, 

industry and trade associations and their role in companies’ environmental management is 

to provide them with information that can be helpful when responding to environmental 

issues. (Staib, 2005, 90-91) 

 

3.4      Green products  

 
When talking about sustainable development and its importance, it is however often 

unclear for companies how to strive for more sustainable way of doing business. One of 

the most influential factors is improving the environmental quality of products and 

developing products which can be labelled as environmentally friendly. This is not the sole 

task when pursuing sustainability, but it is a very important one, because every single 

product that is produced and consumed places a burden on the natural environment. 

However, the size of the burden can vary dramatically from one product to another. 

Therefore, by improving the quality of products, one can make vast improvements on the 

quality of our natural environment. (Heiskanen, Kärnä, Lovio, 1995, 1) It is very difficult 

to define what an environmentally friendly product is. The word must be used 

comprehensively and therefore, it does not apply for most of the products produced. There 

exists no green product, only products that cause less harm for the environment. (Blair, 

1992, 169) Attributes that make the product “green” are for example sustainable 

production, effective or responsible use or elimination of the product. Companies should 

therefore, offer as much information as possible concerning these phases, and leave the 
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final decision making about the product’s environmental friendliness to customers. (Ibáñez 

& Hartmann, 2006, 675) It must always be remembered that unlike words “cool” or 

“classic”, the word green is not an image value, but a factual evaluation. (Grant, 2008, 25) 

The characteristics of green products are depicted in the Table 5. 

 

Table 5. Characteristics of green products (Adapted from Blair, 1992, 171) 
 

 

 

Traditionally environmental management has been concentrated on individual outlets and 

manufacturing processes. Today however, the viewpoint in environmental conversation 

has shifted more towards products and their lifecycle. When searching for environmental 

arguments, companies move further along the products development chain instead of just 

concentrating on the single production process. (Jalas, 2004, 185) Many companies have 

quickly responded to the rise of environmental concern and awareness as for example in 

the US, the amount of green products more that doubled in the early 90s. Most of these 

products were unfortunately exploiting the “green movement” and were not nearly as green 

as they claimed to be. These products that were promoted as green by false grounds 

disappeared from markets as quickly as they appeared. Few products are actually much 

greener than competing ones and also financially successful. This means that their 

performance is at least at the same level as other products’ but in addition, they are 

significantly more ecological than competing brands. (Ottman et al., 1998, 23)  

 

There exists very strong green brands targeted to B2B markets and it is evident that a 

considerable customer segment is willing to favour these environmentally beneficial 

products and services against the environmentally harmful ones. (Grant, 2008, 25) At the 

Characteristics for green products 

 Manufactured from renewable and 

locally accessible materials 

 Minimal packaging  

 Information on the label 

 Energy efficient 

 Non-polluting 

 Non-harmful for human health 

 Not contain harmful substances 

 Capability to lessen global 

environmental problems 

 Lasting design that can be recycled 

or reused 

 Easily repairable 

 Safe disposal 
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moment the main markets for green products are located in developed countries, mainly 

Western Europe, North America, South-East Asia and Australia (Gurau & Ranchhod, 

2005, 548). Successful green brands are usually based either on alternative technology or 

on green image of the company producing them. (Grant, 2008, 25) 

 
The pricing of green products should be in line with the perceived value of the product 

rather than just cover the costs of production. Green products might also have a premium 

price due to their higher production costs. An important issue is also to get the customers 

look at the life-time costs of goods including the purchase price, the maintenance and the 

operating costs. It takes a great effort to make customers see the life-time costs of different 

products as in most cases customers are less holistic when evaluating them. (Polonsky, 

2005, 127-128)  

 

3.5     Environmental marketing communications 

 
Sustainable development and the new environmental trend in business, bring companies 

many communications related challenges. Environmentally friendly products and 

operations become a competitive weapon only after they have been communicated to the 

customers and other stakeholders. In addition the stakeholders often require very profound 

and detailed information of the firm’s environmental performance. It takes time and effort 

to build an environmentally friendly reputation, and to be believable, it must be based on 

facts. Even when the aim is to build a mental image, the reputation must be founded on 

reality. (Ilmola, Linnanen & Markkanen, 1997, 129-130) When considering environmental 

issues it must be stated that actions and facts do not speak for themselves but must be 

communicated. In a same manner, the eco-performance does not show from a product or 

service but must also be communicated. (Halme, 2004) 

 
Marketing communications is often associated with advertising, but in fact it is a broad 

concept which contains the following modes of communication: advertising, sales 

promotion, events and experiences, public relations and publicity, direct marketing and 

personal selling. (Kotler et al., 2006, 536) Marketing communications is also called the 

external communications of a company. The target groups of this external communication 

are the customers of the company, the opinion leaders of the industry, media, financers, 

authorities and political decision-makers. Information about the company’s operations, 
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know-how and products is spread out through several communications channels. 

Environmental know-how and achievements create a positive environmental reputation for 

the firm and its products. (Ilmola et al., 1997, 131)  

 

Environmental communication can be defined in several ways. First of all, it is a much 

broader context than simple environmental reporting. It contains all kinds of cooperation 

with stakeholders, messaging through press, corporate brochures, environmental 

descriptions of products and eco-labels. (Halme, 2004) It means communicating the eco-

performance of a company and its products to customers and other stakeholders of the 

company. This kind of communication can not be created from nothing, but there must 

exist something worthwhile to communicate about. Some environment associated 

promotional approaches are for example making environmental arguments about the 

product of the company or having products certified by independent third parties. 

(Polonsky, 2005, 128-129)  

 

According to Lovio (2004, 172) environmental communication can be divided into five 

types: 1) environmental information, 2) environmental advertising, 3) investor 

communication, 4) environmental publicity and 5) environmental reporting. Environmental 

information is often crisis communication after environmental hazard and environmental 

advertising means the use of environmental arguments in product advertisements. 

Environmental publicity in turn means presenting the company’s environmental 

management in internal and external newspapers. 

 

3.5.1     The marketing communications process and the target markets 

 
Marketing communications is exchanging messages between a sender and a receiver. The 

communication is a two-way process where the sender encodes the message, sends it 

through a selected media to the receiver, who then decodes and interprets the message. 

After this, the receiver might response to the message and give feedback to the sender. 

(Idman, Kämppi, Latostenmaa, Vahvaselkä, 1995, 9-10)  Different media choices can 

include for example newspapers, magazines, letters, brochures, TV, radio, video, the 

Internet, phone calls or personal meetings. Usually the best result is received when several 

media are used simultaneously. (Hytönen, Isoviita, Lahtinen, 1991, 6) The 



  33 

communications process often includes also an additional feature, noise, which can be 

determined as other competing messages that appear in the process and may disturb the 

original message or communication. (Idman et al., 1995, 9-10) The marketing 

communications process is described in Figure 3.  

 

 
Error!

 

 
Figure 3. The marketing communications process. (Adapted from Kotler et al., 2006, 539) 

 

The aspects of communication that are considered as human and social, such as sharing 

and understanding, play an important role regarding the environmental marketing process. 

It is not enough to spread positive messages about a company’s or its product’s eco-

performance but successful communication involves also taking part in the multi-party 

dialogue considering business and the environment. The communication process must also 

be sustainable instead of unsustainable. The differences between sustainable and 

unsustainable communications are for example that sustainable communication manages 

expectations whereas unsustainable communication manipulates emotions. Sustainable 

communication also takes poor past performance seriously instead of ignoring or denying 

it. Sustainable communication also asks and aims at answering questions whereas 

unsustainable communication spreads out only news and decisions. Presenting evidence to 

back up environmental claims and being always open are also important parts of 

sustainable communication process. (Peattie 1995, 211-213) 
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There are several options when considering the target markets where the company can 

market its products. The first group consists of environmental markets, where the 

environment related arguments are one of the main criteria for the buying decision. 

Environmentally sensitive markets form the second group where the environmental factors 

are not yet critical but the company and its products can be effectively marketed through 

environmental arguments. The third group is environmentally stiff markets where 

environmental arguments are not used at all in marketing communications. The importance 

of the environmental features of a product or service as a competitive factor varies 

considerably across different markets. Even when the environmental arguments are not 

decisive, they may however operate well as a differentiator. The maturity of markets 

determines the fact of how influential environmental factors are in each group. Quite often, 

the announced attitudes and the actual behaviour are not yet equivalent. However, the 

attitudes measured today are crucial in the markets of tomorrow and therefore, vital to take 

into consideration. (Ilmola, 1998, 60-61; Ilmola et al., 1997, 133-134)  

 

3.5.2     The rules of environmental communication  

 
Many organizations, such as the Consumer Ombudsman and International Chamber of 

Commerce, have given instructions on how to use environmental marketing claims. The 

purpose of the instructions is to help the advertiser to use the environmental arguments 

properly in marketing communications. (Ilmola et al., 1997, 148) Environmental and 

ethical marketing claims mean “the use of claims, symbols or labels for marketing 

purposes which convey the impression that the company shows ethical, social and 

environmental consideration, or that the product/service possesses specific qualities” 

(Kuluttajavirasto, 2005). According to Nordic marketing law the marketing claims “must 

not conflict with the principles of good marketing practises”, “must not be wrong, 

misleading or unreasonably perfunctory” or “must not conflict with the rules on 

comparative advertising” (Kuluttajavirasto, 2005). It is emphasized that the given message 

must be accurate. It must clearly express which the entity the marketing claim adverts to is, 

the entire company, entire product or part of the product. This means that a product cannot 

be promoted as recyclable, if only one part of it actually is recyclable. (Kuluttajavirasto, 

2005) 
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The marketing claims should be explained in more detail in the company’s marketing 

material, giving the customer factual information on which to base their purchasing 

decisions. Information must be in a form that the customer is able to evaluate the 

environmental benefits of the product. It is also very important that the used claims are 

unequivocal and easy to understand. Vague claims with multiple meanings are not 

desirable. “Environmentally friendly” is a good example of a vague marketing claim. This 

term is only applicable to those products whose entire life cycle has been examined and 

taken into account. The claim should also be unique in a way that all the competitors do 

not have the same environmentally beneficial feature in their products. If the claim 

expresses that some product is for example completely CFC (Chlorine-Fluorine-Carbon)-

free, it is often required that a third-party evaluation is performed to ensure the accuracy of 

the claim. (Kuluttajavirasto, 2005) 

 

3.5.3     Marketing communications strategies and planning  

 
Planning a communications strategy is based on the selected company or product image 

factors and on clear objectives the company wishes to accomplish. The objectives are 

strived from the company’s business strategy as eco-performance can not be created 

through marketing or marketing communications but must be a strategic policymaking of a 

company (Ilmola, 1998, 60). According to Ilmola (et al., 1997, 145-146) the most 

important target groups must be identified and as the resources are often limited, the 

successful targeting may often determine the effectiveness of the communication. When 

forming the order of importance these factors should be taken into consideration: 

 
 From whom the biggest change in behaviour can be expected? 

 Who makes the actual decisions? 

 Who makes the decision based on environmental arguments? 

 Who influences the company’s performance the most?  

 
It is beneficial to phase the actions of the communications policy. For each phase the key 

target groups are chosen, towards whom the majority of the communication is directed. 

The contents of the communication can also be divided into periods by theme, when in 

each period a different environmental factor of the company or product image is 
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emphasized. Also the media choice is very important. The largest target group can be 

reached through mass media where information can be divided to editorial staff 

considering the company’s actions or alternatively advertisement space can be bought. 

Direct marketing letters and customer magazines are ways to directly inform the customers 

of company’s actions or products and their eco-performance. Electronic webs, such as the 

Internet or intranet will be one of the most effective messaging channels of tomorrow’s 

business world. Personal interaction is very effective way to promote eco-performance 

especially when the message does not respond to the current values and expectations of the 

customer. The sales personnel play an important role as the ultimate purchasing decision is 

not made until the sales discussion takes place. Therefore, sales personnel must be able to 

argument the environmental features and their backgrounds to customers in a credible way. 

When selecting the channels to communicate, the current alternatives should be utilised 

before building new ones. (Ilmola et al., 1997, 146-147) 

 

3.5.4     Environmental reporting and certificates 

 
Environmental reporting is one type of environmental communication and it means 

reporting the management of, the progress made in and problems associated with 

environmental issues according to specific rules. It is a description that a company makes 

for its stakeholders on how the environmental management has improved in the company 

during the reporting period. Therefore, it is a part of a company’s external 

communications. Environmental reporting may be an important strategic tool in company’s 

environmental management and in development of corporate culture. (Lovio, 2004, 172) 

 
Beginning environmental reporting is often a natural development stage in company’s 

environmental operations. It has performed environmental operations for a time and 

environmental reporting is needed to satisfy the increased requirements of stakeholders. By 

the means of environmental reporting a company can give versatile and comprehensive 

image of its environmental work to different stakeholders. It is an effective way to clarify 

the wider causal connections associated with company’s operations. A good environmental 

report is based on well done environmental work. It is easy for a company to communicate 

issues, it has genuinely specialized in and to which it has invested in. (Markkanen & 

Ratinen, 1998, 105-106) 
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In addition to environmental reporting, there are also other environmental tools that 

companies can use. Eco-labels are mostly used in consumer marketing and their purpose is 

to help consumers to make choices that are environmentally beneficial. (Baumann & Rex, 

2006, 567) Like eco-labels, also environmental certificates are accredited by independent 

third parties and require auditing. Environmental certificate’s purpose is to set criteria for 

an EMS4. At the moment several certifiable EMSs exist, such as the British standard (BS 

7750), the European standard EMAS (Eco-Management and Audit Scheme), the 

worldwide standard (ISO 14001) and numerous other industry specific standards. ISO 

14001 has the widest geographical and industry coverage when compared to other 

certification systems. (Bansal, 2002, 271-272) 

 

3.5.5     Environmental arguments 

 
Communicating with environmental arguments does not mean that the products of the 

company are completely “green” eco-products, but the product image can be formed from 

several different elements. Being environmentally friendly can be only one of the product’s 

features, but it may be just the one that makes the customer to choose that product instead 

of a competing one. Especially when environmental arguments have an effect on 

customers’ buying decisions, a company which can compete in the field, must invest in 

building an environmental reputation by the means of effective communication. (Ilmola et 

al., 1997, 133-140) According to Polonsky (1995, 217-219) the way to effective 

environmental claims is to follow these basic rules: 1) Explain clearly and simply what is 

the factor that makes your product environmentally beneficial. 2) Announce which part of 

the product is the one with the environmental benefit. 3) State clearly how these beneficial 

parts impact the environment. 4) Only prepare claims essential for your product. 5) Only 

make claims that can be substantiated. 6) Do not use inexact phrases, such as 

“environmentally friendly”, if they do not cover the whole product and all of its facets. 7) 

Do not use meaningless words or pictures. 8) If some environmental certificates or labels 

are used, they must be well explained. 9) Be prepared to answer questions concerning the 

environmental claims made. 

 

                                                 
4 EMS states for an environmental management system. 
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When building an environmental reputation one must choose who or what is the target of 

the message sent. That partly defines the content of the message, that is, what is being 

expressed. The most important target group of environmental communication is often the 

customers of the company. However, other stakeholders need and want information about 

the company’s environmental activities as well as about their goals, contents, plans and 

results concerning these environmental actions. Targeting the message to the right 

audience is crucial when considering the effectiveness of the communication. It is 

important to say the right things to right groups, as they often are interested in highly 

different issues. Different media, such as Internet or professional journals, reach different 

audiences. The media selection must thus, be done properly in order to reach all the 

selected target groups in a properly manner. (Ilmola et al., 1997, 140-141)  

 
Regarding the message, the company must also choose whether its message is based on 

corporate or product image and which are the environmental arguments used. In business 

to business markets the company image is often more important while in consumer 

markets the product image, brand, is usually more influential. Also the facts on where the 

environmental benefits are created have a major effect. (Ilmola et al., 1997, 141-142) This 

is illustrated in the Figure 4.  

 

 

 

Figure 4. Product’s life cycle and the selection of company or product image (Adapted from Ilmola 

et al., 1997, 142) 
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If the benefits are generated in the fore-end of the product’s life-cycle, such as in raw 

material purchase, energy production, designing, manufacturing or distribution, the 

company image might be the right choice to invest in.  The benefits from these operations, 

such as decreasing pollution, are targeted especially on the immediate surroundings of the 

company. If the benefits are instead concentrated on the user of the product, meaning they 

are being generated in use, disposal, re-use or recycling stages of the life-cycle, the product 

image is the appropriate selection. Building a company image can not however be avoided 

even if the selected approach is product image as the distinctive characteristic in the use of 

environmental arguments is that the sender must possess very high credibility in order to 

succeed. The industry in which the company operates has also its effect on the credibility 

of the message and the firm. If the company is considerably greener as other firms in the 

industry it might be faced with surprising resistance when communicating its 

environmental achievements. Building a product or company image is an investment 

requiring long-term commitment and effort. (Ilmola et al., 1991, 142-143) 

 
The effectiveness of the communication generates from repeating the message in every 

context, in advertising, information and sales situations. The core of the message is the 

thing the company wishes its customer to remember after the communication contact has 

taken place. The message is often described with one sentence aiming to respond at the 

question of “how the customer will benefit from using our product?” The response is not 

often directly readable from marketing material but it is a conclusion that the customer 

makes after reading the brochure or hearing the sales presentation. (Ilmola et al., 1997, 

143) It is difficult to determine what constitutes a green message and what does not. 

According to one definition, green advertising promotes environmental solutions as 

conventional advertising promotes the causes of the problems. This kind of black and 

white division is however rarely practical. (Peattie, 1995, 233-234) According to Carlson 

(Grove, Kangun, Polonsky, 1997, 218-219) environmental arguments or marketing claims 

can be divided into four categories:  

 
 product based, 

 process based, 

 image based 

 and environmental information. 
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The fifth informal category constitutes of marketing claims that combine two or more of 

the above mentioned categories. (Peattie, 1995, 234) The first two categories, product and 

process based arguments, indicate real environmental improvements in the company’s 

organizational behaviour while the last two categories are more posturing than real 

substantive improvements. Product oriented marketing claims are concentrated on the 

product’s environmentally friendly features. The process oriented claims focus for instance 

on the company’s internal technology, production technique or disposal method that bring 

environmental benefits. Image orientation aims at attaching the company with some 

environmental cause or action which has a high public support and claims dealing with 

environmental information consist of factual information considering the environment 

which is entirely independent from the company. (Carlson et al., 1997, 221) Unfortunately 

most companies use image and environmental information based environmental claims 

rather than product or process based claims. In the future however, this will not be enough 

because as the use of environmental arguments increases, companies are not able to 

differentiate themselves from each other by using only image and environmental 

information based claims. (Carlson, Grove, Kangun, 1995, 235-236) The process of 

selecting the environmental arguments is presented in the Figure 5. 

 

 

 

Figure 5. The process of selecting environmental arguments (Adapted from Ilmola et al., 1997, 

144)  
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When selecting effective environmental arguments the company first gathers all the 

benefits generated from environmental knowledge. At this stage the objective is to find as 

many environmental benefits as possible created by the company’s operation or by the 

features of the product. At the next stage, the buying criteria the customer uses when 

making the purchasing decision are being discovered. If there are many elements 

influencing the decision they should be put into an order of importance. Those factors that 

influence customers buying decision the most are being selected to the next stage of the 

analysing process. Customer usually chooses the product that stands out form competitors’ 

products in a positive manner. Therefore, the next stage includes eliminating those 

environmental strengths that also competitors possess. The final selection is made 

according to whether the factors are long-term, easy to use and easy to communicate. 

(Ilmola et al., 1997, 144-145) 
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4     RESEARCH METHOD AND DATA SOURCES  

 

This study in question represents a qualitative study which can be defined as a collection of 

different interpretative research methods (Denzin & Lincoln, 2000, 3). One objective of 

this study is to understand the purchasing behaviour of customers and the factors affecting 

it and thus, a qualitative approach is an appropriate selection. It is often emphasized that a 

confrontation between qualitative and quantitative study is not necessary, but instead, one 

should consider an idea of a continuum between the two methodologies (Alasuutari, 1995, 

22-23). As these methodologies differ considerably from each other it is however advisable 

to choose one method to be the primary method and the other only a complementary one. 

(Metsämuuronen, 2006, 134) As stated earlier, this study is qualitative by nature, but in 

addition it also uses the results of a quantitative marketing research performed by an 

outside market research firm. Therefore, the primary method is qualitative but it is 

complemented with the results of a quantitative study. The data is collected mainly by 

interviews and the main research method used is content analysis. Content analysis aims at 

describing and understanding the primary data5 collected through interviews as well as the 

secondary data6 from websites, application stories, presentations and technical documents.  

 

The overall research process and all its stages are described in Figure 6. The first stage was 

orientation to the research topic which required true contemplation of what the study was 

about; what were the objectives of the firm and of the researcher herself and how could the 

research questions be answered. The second phase was searching for literature from which 

the theoretical foundation for the study was formed in the third phase. These two stages of 

the research process are described more profoundly in the next sub chapter 4.1. The fourth 

stage of the process was to gather primary data by performing interviews and acquiring 

secondary data from other sources. The chapter 4.2, data sources, describes the process of 

acquiring the data. After the data was gathered, it had to be lettered and then modified to a 

more usable form. This modification was done by the means of theme formation. In this 

                                                 
5 Primary data is collected by the researcher and it often includes direct information about the target 
of the study (Hirsjärvi et al., 1997, 175). 
 
6 Secondary data is already existing data that may not be yet analyzed but is useful for the study 
(Hirsjärvi et al., 1997, 175). 
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stage the data was organized under different themes derived from the theoretical part of the 

study to make the actual analysing stage easier. The analysing process is conducted 

through content analysis and quantification and is described in the chapter 4.3. After 

analysis is ready the results must be presented and conclusion made. This stage is one of 

the most important ones in the whole study. The three research questions are answered and 

implications for the company’s future actions are made. In the last stage, the study is 

evaluated according to the common evaluation criteria of qualitative research which are 

presented in chapter 4.4.The propositions for future research are also made.  

 

 

 

Figure 6. The stages of the research process 

 

Literature review  

Formation of the theoretical foundation for the study 

Gathering data through interviews  

Formation of themes from data  

Conducting content analysis and quantification of the data  

Presenting the results of the analysis 

Orientation to the research topic and questions 

Answering to the research questions and giving implications for the company 
based on the results 

Evaluating the study and making propositions for future studies 
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4.1     The theoretical foundation 

 
The research process began with familiarizing with the literature concerning the issues of 

the study. There were plenty of literature and previous studies available but only the 

appropriate ones were selected to form the theoretical background of the study. The theory 

forms the base on which the primary data from interviews and secondary data from other 

sources can be compared and attached to. The theory concerning buyer behaviour gives 

frameworks for answering to the first research question as it presents the concepts of 

different buying situations, importance of different attributes for different product types, 

the purchasing process and the participants in the purchasing process. By the means of the 

customer interviews it is possible to analyze which situation takes place when purchasing 

Larox peristaltic pumps and through this the factors characteristic for this situation can be 

identified.  

 
By the means of the framework of Lehmann & O’Shaughnessy (1974, 36-40) the product 

category in which LPP pumps belong to can be solved and the most important purchasing 

criteria presented in the theory can be identified and compared to the criteria stated by 

customers. The buygrid framework identifies the different stages of purchasing process 

that are existent in different buying situations. As the purchase situation of LPP pump is 

known, the existing stages of the purchasing process are therefore recognised. Analysis can 

also be made on which individuals of the decision making unit are present in the stages of 

the pump’s purchasing process. This way the most important person in the DMU, 

according to Lehmann & O’Shaughnessy (1974, 36) the purchasing agent can be identified 

and his or her most important purchasing criteria can be analysed.  

 
The second research question concerning the LPP pump’s performance when compared to 

competitors is based on the theory of green products. By comparing the features of the 

pumps to the criteria presented in the theory, the important environmental features can be 

recognized and analysis on whether these criteria are met by LPP pump made. The answer 

to the third research question is founded on the theoretical framework of Ilmola & 

Linnanen. This framework presents the different stages of selecting which environmental 

arguments to use. According to this framework and with the help of the results from the 

two former research questions, the proper environmental arguments for Larox Flowsys are 

selected.  
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4.2     Data sources 

 
After the theoretical frameworks were selected, it was time to collect the data for the study. 

This study uses two kinds of data: primary data from interviews and secondary data from 

previous researches, technical documents, application studies, presentations etc. Interviews 

are said to be “some sort of conversation where the other side has the control of things” 

(Hirsjärvi et al., 1997, 196). Interviews can be divided into structured interviews, half 

structured interviews, theme interviews and open interviews (Eskola & Suoranta, 2003, 

86). This study includes two types of interviews: theme interviews and half structured 

interviews. In a theme interview, the discussed themes are determined in advance but a 

rigid form and order of the questions is missing (Hirsjärvi et al., 1997, 197). A half 

structured interview uses a questionnaire form where the questions that need to be 

answered are in written and same for everyone. What differentiates this from structured 

interview is that defined response alternatives do not exist. (Eskola et al., 2003, 86) The 

five internal interviews, where the employees of Larox Flowsys were asked about the 

technical and environmental features of the LPP pump and about the current state of 

marketing communications, were theme interviews. Three of them were individual 

interviews but in one case two interviewees (the marketing managers of the company) 

were interviewed at the same time, being therefore, a pair interview.  

 
After the internal interviews were performed and basic information had already been 

acquired, the foreign sales representatives of the company were interviewed. These 

interviews were half structured by nature and each respondent was interviewed 

individually. Ten representative interviews were performed to find out the environmental 

attitudes of their customers and general trends in each representative’s home country. The 

representatives were also asked about the sales arguments they use when promoting the 

pump. These interviews give valuable data to the analysing process, when the 

environmental attitudes and values are being investigated. These interviews were however 

very short and high paced as they took place in the Sales Conference of the company. The 

space was noisy and the time used for the interviews differed from 10 minutes to half an 

hour.  
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The main interviews were customer interviews and they were divided to two OEM 

interviews and seven end customer interviews. Four of the end customer interviews were 

performed via telephone and all the interviews except for one were taped with the 

interviewee’s permission. These interviews are the main source of the primary data used in 

this study. All the interviews that took place in person were performed in quiet 

surroundings and when considering the telephone interviews a sufficient time and a quiet 

place were reserved for the conversation in the company’s negotiating room. These 

interviews’ duration varied from 45 minutes to hour and a half. The table containing 

information on the performed interviews can be found from Appendix 1. The question 

forms of OEM and customer interviews can be found from Appendix 3 and 4.  

 

Table 6. The data used in the study 
 

 

 
The above Table 6 presents the primary and secondary data used in the study. The 

secondary data in this study consists of the results of the market research performed by an 

outside company, of previous researches, application stories, technical documents, www-

pages and presentations held by the employees of the firm. The market research covered 

five countries: Germany, South-Africa, Brazil, Chile and Peru. In Germany the interviewed 

customers came from chemicals industry and in other countries, from mining industry. In 

total, approximately 500 companies were interviewed via telephone. Some of these 

companies were existing customers of Larox Flowsys and the rest were potential 

customers. This study was ordered by Larox Flowsys for other purposes, but as this thesis 

              Primary data                   Secondary data 

Internal interviews 
Five (5) interviews 
Theme interviews 
Duration from 30 min to 1 hour 
 

Representative interviews 
Ten (10) interviews 
Half-structured  
Duration from 10 min to 30 min 

 
Customer interviews 

Nine (9) interviews 
Five personally / four by telephone  
Half-structured 
Duration from 45 min to 1,5 hour

The market research performed by 
an outside company 

 
Previous researches  

 
Technical documents 

 
Application stories 

 
Web pages  

Larox Flowsys 
Competitors 

 
PPT-presentations 
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was made, some questions concerning environmental issues were included in the 

questionnaire so that they could be applied in this thesis. The questions of the market 

research are presented in the Appendix 5. When considering other existing studies, the 

researches performed by Todd Loudin were used as one of the main information sources 

for the technical comparison between LPP pump and competing pumps.  

 

4.3     Analysing process and the research methods 

 
Analysing, interpreting and making conclusions constitute the core of the research 

(Hirsjärvi et al., 1997, 209). According to Grönfors (1985, 145) the analysing stage 

“combines analysis and synthesis: in analysis the collected data is broken down to 

conceptual peaces and by the means of synthesis these pieces are regrouped into scientific 

conclusions”. This means that the research data is organised in a way that the conclusions 

made from it are free of individual persons, events and statements and can be moved to a 

general, conceptual and theoretical level. Usually in a qualitative study, the gathering of 

data and analysing take place at least partially at the same time. A clear distinction between 

these two stages may necessarily not exist. (Metsämuuronen, 2006, 122) After the data has 

been gathered, as most of it is in recorded form, it often must be lettered. (Hirsjärvi et al., 

1997, 209) This was also the case in this study as the interviews were first recorded and 

lettered afterwards. 

 
The analysing process should begin as soon as possible after the data has been gathered. 

This way the data still inspires the researcher. In a qualitative study the progress of the 

analysis is more winding than linear. (Hirsjärvi et al., 1997, 211-212) In this study the 

analysing process started with full pace right after the last interviews were performed. 

However, some sort of analysing was also made during the data collection process. There 

are several ways how the data can be analyzed, but the main thing is to choose a method 

that gives the best answer to the problem in question. (Hirsjärvi et al., 1997, 212) This 

however, is not an easy task as the researcher may not have information on which one of 

the numerous methods suits best to his or her study (Metsämuuronen, 2006, 61). In the 

following paragraphs the research methods applied in this study are described.  
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Prior to actual use of analysing methods, the acquired data is grouped into different themes 

according to the theoretical framework. According to Eskola (et al., 2003, 174) selecting 

themes is often the first stage when approaching the data. It enables the researcher to bring 

up the most enlightening themes from the data and make comparisons between the 

appearances of different themes. It is essential to discover the themes that are most 

essential for the study. In this study, the theme formation is the first phase used in order to 

make the analysing stage easier. The data is first grouped into different themes that are 

selected according to the theoretical frameworks after which the data in each theme is 

analyzed more profoundly with other methods. 

 
The main research method used in this study is content analysis, which is a text analysis 

that is trying to find the meanings of texts (Tuomi & Sarajärvi, 2003, 105-106). Content 

analysis was chosen, as it seemed to be the most appropriate method for building an 

understanding of the customers’ buying behaviour. It also gives the researcher the liberty 

to make own conclusions and interpretations from the analysed data instead of giving 

straight answers. According to Grönfors (1985, 161) “content analysis offers the raw 

materials for theoretical contemplation, but the actual reasoning takes place by the means 

of the researcher’s rational reflection”. Content analysis is a research method, which 

enables the researcher to perform systematic and objective analysis. When using this 

method, the aim is to form a description of the studied phenomenon in a concise and 

general form increasing the informative value of the data. Content analysis only organises 

the data in order to make clear and reliable conclusions of the studied phenomenon.  

 
Content analysis can have two meanings: one method analyses documents quantitatively 

and the other verbally. Both methods can be used, when spoken of content analysis. After 

the data has been verbally described, it can be quantified meaning that quantitative results 

are produced from verbally pictured data. Content analysis can be based on data or theory. 

Data based content analysis is inductive7 by nature and theory based is deductive8. (Tuomi 

et al., 2003, 105-109) This study uses inductive content analysis as a main research 

method. By the means of content analysis the gathered data will be organized, categorized 

and described enabling the creation of appropriate and distinct conclusions. The target of 

                                                 
7 The inductive logic of reasoning moves from one case to general concepts. 
8 Deductive reasoning starts with general concepts and continues to individual cases. 
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the analysis is the gathered data, and thus, the analysis is inductive by nature trying to 

make generalisations from an individual case.  

 
Roughly described, data based content analysis can be divided into three stages: reducing 

the data, clustering the data and abstracting, that is, creating theoretical concepts. Reducing 

the data can either mean compressing the information or splitting it to pieces. When 

clustering the data, the coded original statements are investigated in a thorough manner 

searching for similarities or differences. The statements with similar meanings are 

combined to one group and named after the concept best describing the content of the 

group. Abstracting means combining the groups further as long as it is possible from the 

data content’s point of view. Abstraction attaches the empirical data to theoretical 

concepts. (Tuomi et al., 2003, 110-115) The detailed stages of a content analysis that are 

used in this study are described in Figure 7.  

 

 

 
Figure 7. The stages of the content analysis. (Adapted from Tuomi et al., 2003, 111) 

Reading the interviews and familiarizing with the content 

Searching for and underlining simplified statements 

Listing the simplified statements 

Searching for similarities and differences from the statements 

Combining the simplified statements and forming sub categories 

Combining sub categories to upper categories 

Listening through the interviews and lettering 

Combining upper categories and forming a uniting concept 
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This study follows these steps of data based content analysis but after describing the data 

verbally, quantification is used as an additional method. Quantification means analysing 

qualitative data with quantitative methods (Eskola et al., 2003, 164). It calculates how 

many times the same phenomenon appears in interviewees’ descriptions or how many of 

the interviewed people have stated the same issue. (Tuomi et al., 2003, 117) This study 

uses quantification when analysing the results of customer’s values and attitudes. 

Percentages will be calculated and classifications made. This way it is easier to see, which 

opinions are most popular and which issues are only stated few times by the interviewed 

customers. The results received by each analysing method are described in Appendix 2.  

 

After the analysing process, the study is not yet ready, but the results must be described 

and interpreted. According to Hirsjärvi (et al., 1997, 213) interpreting means that the 

researcher contemplates the results of the analysis and based on these results, makes his or 

her own conclusions. It must be remembered, that the researcher, the interviewed person 

and the reader all have their own interpretations of the research which may be only 

partially overlapping. An important part of the interpretation is forming synthesis of the 

results by grouping together the main points and giving clear answers to the stated 

problems. In this study, the interpretation phase is highly emphasized when answering to 

the research questions. Based on the results of the analysis a proper and clear response for 

each three questions should be found. The response to the third research question is formed 

entirely based on the researcher’s interpretations of the results of the study and on the 

answers of the first two research questions. Implications for the company are also a result 

of the researcher’s contemplation and interpretation.  

 

4.4     The criteria for evaluating the study 

 
Qualitative research has been criticised of its incomprehensible evaluation criteria (Eskola 

et al., 2003, 208). When evaluating qualitative research, no generally accepted evaluation 

criteria exist unlike in quantitative research (Hirsjärvi et al., 1997, 216). The analysing 

phase and credibility evaluation can neither be told apart as steeply as in quantitative study. 

The researcher constantly needs to contemplate the choices and decisions he or she makes 

therefore, commenting simultaneously the comprehensiveness of the analysis and the 

credibility of the study. In qualitative research, the evaluation of the study is reduced to a 
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question of credibility. The most important criterion for credibility is the researcher herself. 

(Eskola et al., 2003, 208-210) Traditionally the validity and reliability of the study are 

evaluated taking into account the characteristics of qualitative research. Reliability means 

repeatability of the measured results. In other words the study can give results that are not 

random.  There are several ways to point out the reliability of the study; one way is for 

example that two evaluators end up with the same kind of result. Another concept relating 

to evaluation of the study is validity. It means the ability of the method to measure exactly 

what it is supposed to measure. Validity can be evaluated from different viewpoints which 

are prediction, study design and construct validity. Accurate description of how the 

research is conducted covering all the phases of the study ameliorates the study’s 

credibility. (Hirsjärvi et al., 1997, 216)  

 

According to Eskola (et al., 2003, 211-212) there are four criteria according to which 

qualitative study should be evaluated: in here reliability means that the researcher must 

check whether his or her conceptualizations and interpretations are congruent with the 

examinees’ apprehension. Transferability of the research results can be held as one 

criterion, but it is however rarely possible. Certainty of the research can be increased by 

taking into consideration the pre-assumptions of the researcher. Strengthening means that 

the made interpretations are backed-up by other researches examining the same 

phenomenon.  In this study the evaluation takes place simultaneously with the analyzing 

phase; the researcher constantly contemplates the different phases of the study and their 

credibility. The actual evaluation of the study according to these general criteria however 

takes place in the conclusions chapter.  

 

The use of several methods can enhance the validity of the study. This is called 

triangulation. Triangulation can be categorized into four groups which are methodological, 

investigator, theoretical and data triangulation. Multi method triangulation means that 

several methods are used to gather information. Multi investigator triangulation includes 

more than one researcher. In multiple data triangulation several different data sets are 

gathered for solving one problem and multi theory triangulation means that the topic is 

approached from several different theoretical frameworks. (Hirsjärvi et al., 1997, 218; 

Mestämuuronen, 2006, 134) In this study the multi method triangulation as well the 

multiple data triangulation are present: the data that has been gathered by interviews is 
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qualitative by nature, but the data from the outside marketing research is quantitative. The 

main implications and conclusions are driven from the results given by the qualitative data, 

but the results from quantitative analysis can be used to enhance the validity of the study 

and to enforce the results given by the content analysis.  
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5     CASE LAROX FLOWSYS 

 

This chapter presents the results of the empirical analysis made in the study. At first some 

background information concerning the company, its customers, LPP pump and its 

competition is presented. After this the image of Larox Flowsys and the brand of LPP 

pump are described as customers see them. The current marketing communication efforts 

of the company are described after which the customers buying behaviour is analysed 

based on the customer interviews. Chapter 5.7 presents the results of the market research 

and describes the environmental values of customers based on representative and customer 

interviews. Last chapter presents the environmental features of the LPP pump and 

compares them to other pump types and other hose pumps. 

 

5.1     Company introduction 

 

Larox Flowsys is a supplier of pinch valves and peristaltic pumps and it focuses on 

abrasive, corrosive and other demanding flow control, shut-off and pumping applications. 

The products of Larox Flowsys are designed for difficult process conditions. Larox 

Flowsys has an international sales and service network that covers approximately 55 

countries around the globe. The business concept of the company is based on the use of 

representatives, meaning that the sales functions abroad have been outsourced. As Larox 

Flowsys is an associated company of Larox Corporation, service is provided also through 

the global Larox Group service network. Larox Flowsys is a highly international company, 

as exports account 90 % of the company’s net sales. (Larox_A, 2008) 

 
The first pinch valves manufactured by Larox appeared in 1977 as a wear resistant and 

reliable valve was needed in slurry feed to Larox pressure filters. Subsequently the pinch 

valves were found to be effective in many other process applications as well and process 

benefits in new fields of industry were discovered. At this time the pinch valves were 

manufactured by Larox Corporation, but in 1993 Larox Flowsys Oy was established as a 

subsidiary of Larox Corporation to strengthen the development of valve business. The 

work done in research and development department made it possible to expand both the 

product line and the number of possible applications in addition to enlarging the sales 
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network. In the end of the year 1999 Larox Flowsys became an associated company of 

Larox Corporation and the physical separation from Larox Oyj took place in 2001 as Larox 

Flowsys moved to new premises in Lappeenranta, Finland. In 2002 a new product, LPP 

peristaltic pump was developed and the production began in the spring of 2003. At the end 

of the year 2002 Larox Flowsys, Inc was established in the USA to improve the customer 

service and market presence in North America and Mexico. (Larox_B, 2008)   

 
In 2007 the net sales of Larox Flowsys was 15,4 million euros with the growth rate of 21 

%. The operating profit in the same year was 1,25 million and return on equity (ROE) 18,3 

%. Number of employees was 60 of which 46 working in Finland. In 2007 the company 

delivered products to over 50 countries. The operations of Larox Flowsys can be divided 

into three divisions: valve products for flow control solutions, pump products for solids 

and liquids transportation, dosing and metering in addition to OEM and project business. 

(Vartiainen, 2008) OEM customers are equipment manufacturers that use Larox Flowsys 

products, meaning pumps or valves, as a part of their equipment. (Häkkinen, 2008) 

 

The product range of Larox Flowsys consists of pinch valves, peristaltic pumps and their 

spare sleeves and hoses. The LPP pump family of Larox Flowsys consists of LPP-T pumps 

for transfer duties, LPP-D pumps for dosing duties and of the new LPP-M pump for 

metering duties. LPP-T pumps are suitable for abrasive, corrosive, viscous or crystallizing 

media and for slurries with high solid content. The LPP-D pump is meant for dosing and 

flow control solutions in many process conditions. The LPP-M pump is the newest 

addition to Larox’s pump family and it is good for accurate metering. The main advantage 

of Larox pumps and valves is that the sleeve or when considering pump, the hose, is the 

only part in contact with the medium. The sleeves and hoses have several material 

selections that are suitable for different media and applications. (Larox_C, 2008) 

 

5.2     The customers of Larox Flowsys  

 
The products of Larox Flowsys are applicable to a wide range of industries and 

applications meaning that the customer base of the company is wide. The company serves 

several industries but the main customers come from mining and metal industry and 

chemical process industries including paints, acids and resins. In water and effluent 
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treatment Larox valves and pumps are used with slurries, sludge, mud and additive 

pumping and flow control. Pulp and paper industries use peristaltic pumps and pinch 

valves for media such as paper coatings, glues and additives. The customers of Larox 

Flowsys come also from industries such as pigments and fillers, food and beverage, 

construction, cement, oil and offshore as well as energy production. Also OEM customers, 

serving different industries with their own equipment and solutions, are an important part 

of the Larox Flowsys customer base. The size range of customer companies varies from 

small maintenance firms to huge mining companies. 

 

Geographically the customers of Larox Flowsys extend to every continent and the service 

is enabled with the global representative network. The main sales areas are located in the 

North-America and Mexico, in Australia, Chile, Brazil, Peru, China, Japan, South-Africa, 

Russia and from European countries in Finland, Sweden, Norway, Denmark, Germany, 

Poland, Benelux countries, the United Kingdom, Italy, Spain, Austria and France. 

Different areas have their own area sales managers who take care of the sales operations in 

each country. 

 
The customers interviewed in this study are either OEM customers or end customers that 

come mainly from mining, metal or chemical industries. Two big OEM customers were 

interviewed as well as three companies from mining industry, two from chemical, one 

from metal industry and one of the interviewed customers was a maintenance firm. Most of 

these companies are international operators and the company size, measured with the 

turnover of the year 2007, varied from 6 millions to 1 billion.  The amount of employees in 

turn varied from 70 to 7000. The customers were either Finnish companies or international 

ones, with an office or factory located in Finland.   

 

5.3     Larox peristaltic pumps and competition  

 

The pump family of Larox Flowsys shown in Figure 8 consists of three different pump 

types: Larox LPP-T pumps for transferring duties, LPP-D pumps for dosing duties and the 

newest addition to the pump family LPP-M pumps are meant for metering duties. LPP-T 

pumps come in sizes 25 mm, 32 mm, 40 mm, 50 mm, 65 mm and 80 mm. The LPP-T25 

pump has the maximal flow of 2,2 m3 in an hour and LPP-T80 40 m3/h. Maximum 
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pressure of the transferring pumps is 10 bars, with the exception of LPP-T80 which has the 

maximum pressure of  7,5 bars. The LPP-D pumps include sizes 15 mm, 20 mm and 25 

mm, their maximum pressure is always 7,5 bars and flow capacity up to 2 m3/h. Larox 

LPP-M pump is designed for accurate metering and it can be used in industries ranging 

from chemical, construction and mineral processes to food and beverage industries. The 

pump possesses benefits such as dry run capability, exact flow per cycle, compact design 

and robust construction. (Larox_D, 2008) This study focuses mainly on the two other 

pump types, LPP-T and LPP-D, and leaves the new member of the pump family, LPP-M, 

without much attention.  

 

 

 

Figure 8. The Larox LPP pump family (Larox Flowsys Oy) 

 

5.3.1     The operating principle and possible applications of LPP pumps 

 
Larox peristaltic pump is a new innovation in the peristaltic pump industry. It combines a 

360 degree operating cycle and a rolling design that is different from competing peristaltic 

pumps. Its operating principle is based on peristaltic effect: the rotor rotates along the hose 

and pushes the medium inside the hose forward. Simultaneously the hose behind the 

compression point returns to its original round shape creating a suction effect at the inlet 

port of the pump. In consequence, the hose gets filled with the pumped medium. The rotor 

compresses the hose once during the 360° operating cycle as in conventional hose pups the 

hose compression takes place two times during the 360° operating cycle. LPP-T pump is 

manufactured from cast-iron and LPP-D pump from aluminum. Larox Flowsys has a 

selection of different elastomers for the hose which are selected according to the pumped 

medium and predominant process conditions. The accurate selection is essential in order to 

achieve optimal lifetime for the hose. (Larox_E, 2008) 
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The LPP pumps are suitable for pumping slurries which have a high solid content or for 

abrasive, corrosive, viscous and crystallizing media. Typical media in mining and metal 

industries are metal concentrates, mineral slurries and flocculants. In chemical process 

industries, the typical media include paints, acids and resins. Media that are pumped in 

water and effluent treatment includes slurries, sludge, mud and additives. In pulp and paper 

industry paper coatings glues and additive are often pumped and in pigments and fillers 

industry, GCC (Ground Calcium Carbonate), PCC (Precipitated Calcium Carbonate), talc, 

kaolin and TiO2 (Titanium Dioxide). LPP pumps are also used in energy production to 

pump lime, waste slurries and gypsum. In addition the pumps are applicable to food and 

beverage industry, to construction industry as well as to oil and offshore industry. 

(Larox_E, 2008) 

 

5.3.2     The benefits of the LPP pumps 

 
The benefits of Larox peristaltic pump stem from its technical features. Larox LPP pump 

has the same benefits as every other hose pumps: as the hose is the only part that is in 

contact with the medium, no wear or corrosion takes place in the mechanical parts of the 

pump. Hose pumps do not need any gland water or packing and they possess the dry run 

capability. Hose pumps are also self-priming thanks to the full vacuum capability. There 

exists no backward flow and therefore, the pump is able to produce exact flow per 

revolution nondependent of the pipeline pressure. Another advantage of hose pumps is the 

fact that the medium does not get mixed or sheared as it flows inside the hose the whole 

time. (Larox_E, 2008) 

 
In addition to these benefits the LPP pumps have many advantages over conventional hose 

pumps, thanks to the 360 degree operating cycle and the unique rolling design. The rolling 

design brings process advantages, such as less friction is generated resulting in turn in no 

lost heat and minimal hose strain. This means that the LPP pump consumes less energy and 

has extended hose lifetime than conventional peristaltic pumps. The rolling design enables 

the pump to be run with higher continuous rates without the danger of overheating. The 

operating principle where only one compression per revolution takes place maximizes the 

hose lifetime even further. Thanks to the 360 degree operating cycle the flow per hose 

compression is doubled making LPP pumps more effective than other peristaltic pumps. 
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The hose connection is reliable which in addition to in-line pipe connection results in easy 

maintenance. The pump design is compact enabling effective use of space at the factory. 

(Larox_E, 2008)  

 
The pump casing is robust and the elastomer materials of the hose are durable resulting in 

improved performance. Due to the rolling design the hose wear is minimized and therefore 

the service intervals are also longer. Other parts of the pump, such as bearings, need to be 

changed only occasionally. As the hose change is quick to perform, the maintenance costs 

of the pump are low. Factors, such as the low energy consumption, easy maintenance and 

minimized need for lubricant, result in an advantage, that the pump has lower operating 

costs than other peristaltic pumps. (Larox_E, 2008) 

 

5.3.3     The competitors of Larox peristaltic pumps  

 
World’s pumps can be divided into two main categories: kinetic and positive displacement 

pumps. Almost all pumps belong to one of these two categories. The kinetic pumps can be 

divided into centrifugal and special effect pumps of which centrifugal ones count almost 

80 % of all the pumps in the world. Special effect pumps include pump types such as jet 

pumps, reversible centrifugal, gas lift, electromagnetic and hydraulic ram pumps. The 

pump family tree, where all the different pump types can be seen, is found in Appendix 6. 

Kinetic pumps can produce high volume, but can only pump media with quite low solids 

content as opposed to positive displacement pumps that produce lower volume but can 

pump media with high solids content. As the pump selection is highly dependent on the 

pumped medium, on the operating pressure and on flow rates, these two pump types rarely 

compete in the same applications and processes. Positive displacement pumps are further 

divided into two major categories: reciprocating and rotary pumps. Rotary pumps are 

based on operation principle in which a volume of fluid is transferred in cavities located 

between rotating and stationary components inside the pump casing. Rotary pumps include 

pump types such as screw, lobe, piston, gear and peristaltic pumps whereas reciprocating 

pumps are divided into piston and diaphragm pumps. (Brunet, 2008) 

 
The hose pumps of Larox Flowsys belong to the peristaltic pumps category. In peristaltic 

pumps the fluid flows inside a flexible hose or tube that is positioned inside a circular 

pump casing. The medium gets forward as a rotor compresses the hose. The principle of 
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the peristaltic pump is based on alternating compression and relaxation of the tube within 

the pump head, operating in a similar way to our throat and intestines (Verderflex, 2008). 

Hose pumps can be divided into three groups according to the design of how the hose is 

compressed. First type is the shoe design where two or more shoes press the hose two 

times per one revolution. The second hose pump type uses two or more rollers at the end of 

a rotating arm and the third and most recent type utilizes a cam shaft and a roller at the end 

of the shaft. (Loudin, 2007, 1) At the moment Larox peristaltic pumps are the only large 

scale pumps which operate according to this latest innovative design. The competing pump 

types for peristaltic pumps and the most important competing hose pump manufacturers for 

LPP pump can be seen in Table 7. 

 
Table 7. The competition of Larox peristaltic pumps 
 

 

 
The main competitors of Larox peristaltic pumps can be found, in addition to other 

peristaltic pumps, from the positive displacement pumps category. Competing pump types 

are for example screw, diaphragm, progressive cavity and rotary lobe pumps. Diaphragm 

pumps use a combination of the reciprocating action of a rubber diaphragm and suitable 

non-return check valves to pump a fluid and are suitable for almost all purposes. The 

pumped medium can vary from aggressive chemicals to abrasive slurries. Diaphragm 

pumps are most suitable for applications where there are no requirements for flow 

accuracy such as drainage. There are three operation methods according to which 

diaphragm pumps can operate: air operated, hydraulically operated or mechanically 

operated. Air operated pumps require a high investment on compressor and have also high 

operating costs due to air consumption. Their construction is double diaphragm. 

Hydraulically operated diaphragm pumps instead have high maintenance and operating 

costs. Single diaphragm construction is suitable to hydraulic as well as to mechanically 

operated pumps. (Riihimäki, 2007) 

Competing pump types                            Competing hose pump manufacturers 

Screw pumps 

Diaphragm pumps 

Progressive cavity pumps 

Rotary lobe pumps 

 

Watson- Marlow Bredel 

Verderflex 

Ragazzini 

PCM 

Tapflo
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Progressive cavity pumps are all purpose pumps for numerous industries. They pump 

media in industries such as waste water and mining in flow control, transfer or filter feed 

applications. The pump’s main components are drive shaft with joints or coupling, gear 

box, a motor, static rubber stator and metallic rotor, of which the two latter ones are the 

heart of the pump. “As the single helix rotor revolves eccentrically within the double helix 

of the stator, a continuous cavity is formed and progresses towards the discharge end of the 

pump as the rotor rotates” (Riihimäki, 2007). These pumps are also known as progressing 

cavity pumps, eccentric screw pumps, cavity pumps, Nemo pumps or Mono pumps. 

 
Rotary lobe pumps are well suited for continuous operation and are applicable in several 

industries, such as food and beverage industry, pharmaceuticals, chemicals, cosmetics and 

P&P (Pulp and Paper). If used in any other industries, these pumps may however cause 

frequent maintenance need and thus, high costs. They are only applicable to non abrasive 

slurries. Lobe pumps have two counter rotating pumping elements, meaning rotors, both 

with at least two lobes. The fluid flows around the interior of the casing, but the two lobes 

do not make contact as it is prevented by external timing gears. This allows the rotors to be 

made of highly corrosion resistant materials such as stainless steel and enables the 

pumping of non-lubricating liquids. The particle size of the pumped medium can be much 

larger than with other positive displacement pumps. Piston pumps are not direct 

competitors to hose pumps as they are used for high pressure and high flow applications. 

They are not suitable for control applications. In piston pumps the mechanical piston 

pushes medium forward and there is no elastomer part. Hose pumps can be utilized as feed 

pumps for high pressure piston diaphragm pumps. (Riihimäki, 2007) 

 
The biggest competitors of Larox Flowsys are Watson-Marlow Bredel hose pumps and 

Verderflex hose pumps. Other competing hose pump manufacturers are for example 

Ragazzini from Italy, PCM and Tapflo. From diaphragm pumps category, competing 

companies are Milton Roy, which competes especially with the dosing pumps (LPP-D) and 

Tapflo. From progressive cavity pumps category, Seepex, PCM and Allweiler can be 

considered as competitors of Larox Flowsys pumps. The peristaltic hose pump of Larox 

Flowsys is quite a young product when compared to long-time big pump manufacturers, 

Watson-Marlow Bredel and Verderflex.  
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Watson-Marlow Bredel manufactures tube and hose pumps for transfer, metering and 

filling duties and it is the world leader in peristaltic hose and tube pumps. They have sold 

over one million tube and hose pumps to various industries, such as biopharmaceutical, 

chemical, water and waste treatment, food and beverage etc. The company is 

headquartered in Cheltenham, England and it has over 50 years of history in peristaltic 

pumping. The larger Bredel hose pump has a two shoe design and the smaller Watson-

Marlow tube pump operates with two rollers. (Watson Marlow_A, 2008) The other major 

hose pump manufacturer, Verderflex, produces also tube and hose pumps which are known 

worldwide and succeeded particularly in dosing applications. As Watson-Marlow Bredel, 

Verderflex also has a much wider pump range than Larox Flowsys. In their pumps two 

rollers pass along the hose compressing it totally closed. (Verderflex, 2008) The Italian 

pump manufacturer Ragazzini manufactures in addition to peristaltic pumps also piston 

pumps. The operating principle of their peristaltic pump follows the two (or three) roller 

design similar to Verderflex pumps and other conventional hose pumps. (Ragazzini, 2008) 

Tapflo manufactures several different pump types of which diaphragm pumps and 

peristaltic hose pumps compete in the same applications as Larox peristaltic pumps. The 

principle of the Tapflo hose pumps is based on a pumping action that is generated by 

compressing a circular loop of rubber tube with two opposed rotating wedges. (Tapflo, 

2008)  

 
PCM, founded in 1932, manufactures Moineau™ positive displacement pumps and 

Delasco™ peristaltic hose pumps among many other pump types. They also provide 

customers with different pumping systems. They are specialized in lifting, transferring and 

dosing of abrasive, fragile, viscous, corrosive, hot or heavy media. They are worldwide 

operators and provide solutions to oil & gas and food industries specifically but in addition 

also to mineral, chemical, paper, environmental and new energies applications. (PCM_A, 

2008) They are really concentrated in environmental issues, and have performed a life-

cycle assessment for their pumps and pumping systems, helping customers to find the most 

cost effective and ecological solutions. (PCM_B, 2008) 
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5.3.4     Environmental activities of competitors 

 
Larox Flowsys has just started to consider the ways in which it could contribute to the 

environment, and use this as a marketing tool as well. The competitors of Larox Flowsys 

have been on the industry much longer and therefore, already adopted the importance of 

environmental issues. Here, two companies, where environmental issues are taken into 

consideration are presented as an example for Larox Flowsys on what could or should be 

done in the future.  

 
One competitor of Larox Flowsys, PCM has environmental values included in their vision 

in which they emphasize the importance of the pumps in sustainable development. Their 

production facilities are covered with the ISO 14001 certificate and putting quality, safety 

and environment first is their core value. They aim at enabling their customers to meet the 

objectives of sustainable growth while finding cost-effective solutions. Their most visible 

effort considering the commitments to quality, safety end environmental issues is their 

Eco-Design approach to product development. This approach aims at reducing the 

environmental impact of their pumps during their entire life-cycle from cradle to grave. 

This approach began in late 1990s and it helps the customers to prepare for strict 

environmental regulations in a most cost effective way possible. Today, all of their new 

products are 100 % Eco-Design. (PCM_B, 2008) 

 
 PCM states in their web site that it has been studied by Europump and the Hydraulic 

Institute, that pumping systems account for nearly 20 % of all the energy use in industrial 

plants and in some operations as much as 50 %. Therefore, PCM offers their customers the 

life-cycle costs (LCC) analysis of the pump aiming at reduced life time costs and 

environmental burden as well. The life-cycle costs of a pump cover its purchase, 

installation, energy, operation, costs from product loss and maintenance, downtime, 

environmental costs and costs coming from decommissioning or disposal. Existing pump 

systems should also make a LCC analysis as it has been studied that 30-50 % of the energy 

consumed by pump systems could be saved if equipment is changed. By the means of LCC 

a company can increase its energy efficiency and minimize its environmental impact of 

equipment disposal. Therefore, it may help customers to comply with current and future 

environmental regulations. When measuring the environmental impact of their pump, PCM 
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look at resource consumption, emissions, waste treatment, disturbances and energy 

consumption. (PCM_C, 2008) 

 
At PCM, the eco-design in a product means that fewer raw materials are being used in their 

manufacturing and they comprise of fewer parts. They are manufactured in factories that 

are ISO 14001 certified and they are available with chrome-free rotors and VOC (Volatile 

Organic Compound) -free paint. When the pump is lighter and more compact, it requires 

less energy to transport. Energy efficiency, spare part consummation, durance of the 

service and product losses also play an important part in the product’s eco-design. At the 

end of its life-cycle, a pump that is eco-designed has fewer parts that require disposal and 

no hazardous materials that need to be treated. PCM also provides a service for parts 

recycling during dismantling. (PMC_C, 2008)  

 
Watson Marlow Bredel has an environmental policy which they follow in their every day 

operations described in their website. In the environmental policy their environmental 

actions considering legislation, product design, manufacturing, use, applications and end-

of-life are shortly described. In addition to several ISO 9001 certificates, the company also 

has an ISO 14001 environmental certificate covering the design, development, 

manufacture and in-house repair of their peristaltic pumps and accessories, supply of 

associated products and development and manufacture of tubing. (Watson Marlow_B, 

2008) They have also taken into consideration the WEEE (Waste Electrical and Electronic 

Equipment) regulations arising from Directive 2002/96/EC of the European parliament 

even though peristaltic pumps are not included in the scope of the directive. This means 

that they provide information of reuse or treatment of their products to customers. They 

have stated that: “we take end-of-life issues seriously, the majority of our pumps are RoHS 

(Restriction of Hazardous Substances) compliant and we provide information to recyclers” 

(Watson Marlow_C, 2008). 

 

5.4     The image and brand of Larox Flowsys  

 
During the interviews the customers were asked how they see the overall image of Larox 

Flowsys and the LPP pump brand in specific. Seven of nine customers saw the image of 

Larox Flowsys to be positive and described it as credible, well known, healthy and 
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innovative. When good experiences from one product exist, then there is interest to learn 

about new innovations of the company as well. Many customers stated that the brand name 

of Larox Flowsys goes hand in hand with the name of Larox Corporation. The good image 

was first created with filters, and then continued with valves and finally it has now been 

transferred to pumps. One customer stated that the image of Larox Flowsys is too 

fragmented and that he personally has not received much information about the company 

or its products. Also the connection between Larox Flowsys and Larox Corporation was 

unclear. In addition it was seen as a negative factor that Larox Flowsys has gotten too 

much advantage too easily from the good image of Larox Corporation. It was also said that 

the brand image is positive but expensive and that Larox Flowsys is seen solely as a 

component supplier. If the brand image is not enhanced more to the direction of a solution 

provider, it may be that the formation of a successful global brand, separate from the image 

of Larox Corporation, is difficult to create.  

 
The Larox peristaltic pump is still a very young product and this was mentioned by several 

customers. Many of the competitors are veterans in the peristaltic pump industry and have 

also a wider pump selection than Larox Flowsys. The LPP pump is seen as more expensive 

than competing brands but it was also said that they are often from the most reliable end. 

One customer stated that as soon as he saw the pump, he knew that it had a good idea. By 

this, the customer meant the rolling operating principle of the pump. The LPP pump was 

also seen as a superior pump for problematic process conditions when compared to 

competition. One customer said that from his point of view the hose pump industry has 

taken a step forward thanks to the Larox peristaltic pump. Criticism was given to the hose 

lifetime as it had been promoted in the sales situation to be much greater than it in reality 

was. This feature of the pump was the only one that the customer stated as negative, in 

addition to the high price. However, there were also those customers who said that after 

replacing their old pumps with Larox peristaltic pumps the hose lifetime in their processes 

was lengthened considerably. The features of the LPP pump that were valued the most 

were operation reliability, good spare part service, long hose lifetime, no requirement for 

gland water, low need for maintenance, ease of hose change and compact design of the 

pump. Table 8 gathers together the positive and negative features of the image of Larox 

Flowsys and its peristaltic pump as they are described by the customers. 
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Table 8. The image of Larox Flowsys and LPP pump 
 

 

 

5.5     The current state of marketing communications  

 
The marketing communications in the case company is very product oriented and the 

marketing operations inside the marketing department are divided into three categories 

which are pump marketing, valve marketing and industry specific marketing. This division 

backs up the product oriented approach in marketing communications. The task of 

marketing communications in the company is to support the sales network by providing the 

necessary marketing communications tools and services, to build and maintain the 

company image, to promote the solutions and expertise of the company and to create leads 

and inquiries by increasing interest towards Larox Flowsys. The company has several 

communications channels such as extranet, which is the main channel for internal 

marketing material distribution, the web page of the company is one of the most important 

external marketing communications tool and in addition the company produces a lot of 

product collateral, such as advertisements, brochures, animations, posters, press releases, 

editorials, application bulletins, technical data sheets and show material.  

 

When considering Larox peristaltic pumps, the web pages of Larox Flowsys offer material, 

such as product brochures, technical datasheets, posters, ads, images and presentations. 

The selected sales arguments are repeated in every possible context and are mainly focused 

around the innovative operating principle of the pump. These arguments must be effective 

as the LPP pump is considerably more expensive than competing pumps. The arguments 

The image of Larox Flowsys                           The brand image of LPP pump 

+ Credible 
+ Well known 
+ Healthy 
+ Innovative 
+ Larox brand 
 
- Too fragmented 
- Unclear connection with Larox Oyj 
- Expensive 
- Solely component supplier 
 

+ Reliable 
+ Rolling operating principle 
+ Superior pump for problematic 

conditions 
+ Good spare part service 
+ Low maintenance need 
+ Hose lifetime 
+ Compact design 
 
- Expensive 
- Promoted hose life does not equal 

with the reality 
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are used in the company’s marketing material, by its own sales personnel as well as by its 

representatives. As the industry of peristaltic pumps had for a time been quite stiff and the 

operating principle of the new Larox peristaltic pump was so drastically different from 

those on the market, the new LPP pump and its rolling rotor design were quite easy to 

market as “a product that sets the new industry standard”. The unique rolling design and 

360 degree operating cycle are popular sales arguments among the sales personnel of the 

company. The benefits of the LPP pumps come from their longer lasting hoses, lower 

energy consumption, better performance, high quality and reliability. One of the main sales 

arguments of the LPP pump is total cost of ownership as the selling price of the pump is 

quite high but it is cheaper to use than other hose pumps thanks to its longer lasting hoses, 

lower energy consumption, reliability and easy maintenance. 

 
In addition to total cost of ownership and the benefits stemming from it, the better quality 

and better performance of the pump are also important sales arguments. The ability to 

pump media with very high solid content and the fact that the hose change is easy to 

perform are also often emphasized.  As Larox Flowsys is quite a new player in the 

peristaltic pump industry, many people do not know the company or its products. 

Therefore, the selling often involves a lot of teaching of which pump to use in a specific 

application and at particular process conditions.  

 
References play an important part in the company’s marketing communications. It can be 

vital that the customer has some point of comparison and is able to see where Larox pumps 

have previously been used. To see that the product is actually operating in a similar 

application decreases the risk perceived by the customer. The representatives of the 

company almost without exception use references when selling and promoting the pump. 

The references are produced in a list format where the fact information on where the 

products have been used is provided. Application studies focus on the product’s operation 

in one selected application more in depth. The aim is to provide customers with studies 

from similar process conditions as their own and make them believe that the product of 

Larox Flowsys is suitable for their application as well. Application studies are however 

very general by nature as the customers do not want to reveal their figures and operation 

modes so that competitors could benefit from them.  
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Environmental issues have not been emphasized or even mentioned in the marketing 

material of the company with the exception of low energy consumption and low 

lubrication need. Energy savings is an important argument, which is often emphasised 

when selling and promoting the pump, but the way in which it is utilized is not stemmed 

from the environment’s perspective but from the cost savings point of view. The same fact 

concerns the low need for lubrication. Therefore, even if the features of the pump are not 

promoted from environment’s point of view, environmental arguments can sometimes be 

used without purpose. Some of the sales representatives of the company operating abroad 

stated that they do not use environmental arguments at all as they do not make a difference 

in their country. Some representatives however said that they sometimes use arguments 

such as longer hose lifetime, low need for lubricant and recyclable materials resulting in 

reduction of waste and energy consumption. Few representatives stated that they do not use 

environmental arguments, because they do not have enough information or materials to do 

so. To be able to present the environmentally friendly features of the pump, there must be 

studies and documents to back these arguments up. The promotion of the environmental 

features is groundless if the company does not have any actual proof of the environmental 

performance of their product. 

 
The customers had varying opinions about the marketing communications of Larox 

Flowsys as well as of effective marketing communications in general. Some said that the 

preferred way to let the customers know about the current situation of the company is to 

send sales personnel to visit the customer company and give a presentation after which the 

customer has a chance to make questions about the issues concerning them. The business 

where Larox Flowsys operates is therefore, mainly based on personal relationships. The 

interviewed customers said that some companies send e-mails or brochures every two 

weeks, but unfortunately as time is money especially the management of the firm rarely 

has time to read them through. The sent brochures are also difficult to store but mostly they 

are thrown to trash if the product is not useful for the company at the moment. If a need for 

that kind of equipment later arouses the brochures are not found. Then the used channel is 

Internet and especially Google. Most of the customers said that the Internet is most useful 

communication channel, because from there the information is available 24/7. The 

technical features of the product should be presented there, so that the customer can first 

evaluate if the product is suitable for their processes before contacting the company. One 
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customer said that the smaller the component the better the www-pages should be. The 

hard technical data is mostly used and long marketing texts where no actual information is 

contained are useless. It would also be useful to get even a rough estimation of the price of 

the product from the web page.  

 
The marketing communications of Larox Flowsys was from customers’ opinion on a good 

level. The brochures are comprehensive and easily available as they are also delivered in 

the web page of the company. Material is distributed in written and electrical form in 

addition to information received from personal contacts. The sales personnel of Larox 

Flowsys was seen as skilled and well trained and they bring out the essential issues 

concerning the products. The web pages of Larox Flowsys were also praised as very 

informative and almost all the desired information is available there. The customers did not 

see that Larox Flowsys uses environmental arguments in their marketing communications. 

Some features, such as energy savings and longer hose lifetime are brought up, but not 

from the environmental point of view which was also stated by the personnel of Larox 

Flowsys itself. It was however requested that if some environmental benefits exist, they 

should be clearly communicated. The preferred channels for communicating environmental 

issues varied from brochures to personal selling situations. Datasheets and brochures 

should include the most important environmental features of the pump, but when a sales 

meeting is arranged, they should be explained more in depth. Studies and proven examples 

on which the environmental statements could be based are vital as without proof the 

environmental arguments are just false bragging. Web pages are a forum where most of the 

information should exist as there the customer has a choice whether to read it or not. 

However, if interest towards environmental issues exists, information is there easily 

available.  

 

5.6     Customers’ buying behaviour  

 
In this chapter the buying behaviour of the customers of Larox Flowsys is presented based 

on the customer interviews. First the buying situation of LPP pumps is decided according 

to the theoretical frameworks presented, after which the purchasing process and decision 

making unit are described based on the selected purchasing situation and received answers. 

Thirdly the purchasing criteria of customers are presented and compared to the purchasing 
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criteria brought up in the theoretical part. Finally the position of LPP pump among the four 

different product categories defined by Lehmann & O’Shaughessy is determined and the 

implications it brings to the purchasing situation of the pump are considered.  

 

5.6.1     The buying situation of LPP pump 

 
According to Kotler (et al., 2006, 212-123) there are three different buying situations, 

which are straight rebuy, modified rebuy and new task. These situations are described in 

the theoretical part of the study. Based on the customer interviews, it can be seen that all 

the three situations are existent in the purchases of Larox’s customers, but modified rebuy 

a little less than the two other types. The straight rebuy situation took place most often as 

when the customer already uses a pump in an application and the current pump breaks 

down, it is often replaced by a similar one. Then the maintenance department simply 

requests the purchasing department to supply a new pump, and they will perform the job as 

a routine task.  

 
A new task situation however exists when the old pump does not operate properly in the 

application and a new solution is needed or if the company is making an enlargement with 

whole new applications in which pumps are needed. Then the pump is usually purchased 

for the first time, and the whole eight-step purchasing process that is described in the 

buygrid framework is conducted. Almost every customer stated that when the question is 

about a normal maintenance or renewal job, the purchasing situation is similar to the 

straight rebuy; and in the case of a new project, factory or a pumping problem the 

purchasing situation resembles the one of new task. Information is searched from many 

sources, and the decision making is a result of long contemplation and investigation. 

Modified rebuy can also take place, if the customer is satisfied with the product but 

dissatisfied with the terms of contract, such as delivery or price. With customers in project 

business the situation of modified rebuy could be discerned as the pump types might be the 

same than in previous projects, but the technical specifications and delivery terms are 

modified.  

 
The other classification scheme that was presented in the theoretical part by Bunn (1993, 

38-48) recognizes six buying decision approaches. The second purchasing situation type 

was a routine low priority and it suits the purchasing situation of the LPP pump when the 
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question is about a rebuy, meaning that the previous pump has broke down or for some 

other reason needs to be replaced with a similar pump. The descriptive features of this 

purchase situation are also applicable to the repurchase situation of Larox pumps, as in 

their case there neither exist any information search but after the need has been discovered 

the product is ordered from the known supplier with standard ordering procedures without 

much analysing or contemplation of proactive issues. The purchasing decision is however 

somewhat important involving also a small amount of risk. The buyer has many suppliers 

from which to choose and that is also the case with peristaltic pumps. There exist several 

peristaltic pump manufacturers but in addition, also other pump types can replace 

peristaltic pumps in an application. The theory states that this buying type is more of a 

repetitive buying and it often considers the purchase of production supply items, raw 

materials or components. This obviously is also the case with Larox LPP pumps.  

 
To be able to find a suitable purchasing type from this taxonomy for those situations when 

the purchase of the pump is a new task is a bit more difficult but the most applicable type 

to this new task purchase concerning LPP pumps could be the complex modified rebuy, 

which is the fifth type in the taxonomy.  In this type the importance is at quite high level, 

the level of uncertainty is quite low; the buyer has much choice and a strong power 

position. These criteria all suit to the purchase situation of LPP pumps described by the 

customers, as for example one customer stated that “the selection of the pump model or 

type is a result of a long and profound contemplation”. The customers have a lot of choice 

as already explained in the previous paragraph and a strong power position. For example 

providing test runs or trial periods for the customers proves the power position they 

possess and one interviewed customer stated that they almost never purchase a pump 

without a test run.  

 
The only characteristic that mismatches with the purchase situation of LPP pumps is the 

one concerning the low risk, as there is always a risk that the pump is not suitable for the 

medium and breaks down too early. This risk is however reduced with the previously 

mentioned test runs and guarantees. The customer interviews showed that when a pump 

model or type is purchased for the first time, information on alternative suppliers and 

solutions is widely searched. The previous experiences that other departments of the 

company or other companies have of the pump are a major factor, but the Internet is also a 

good channel to present different solutions. Customers also search which kind of pump 
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would best suit to their application making analysis about different pump type’s 

performance. The situation suits well for a competitive bidding process, which is often the 

case with LPP pumps. Larox Flowsys operates globally and often when a promising 

project in which LPP pumps could be used begins, it is of that scale, that many competitors 

are familiar with it as well. What is characteristic of this type is that the order is often 

spread among several suppliers. When the customers of Larox Flowsys were interviewed 

at least one of them stated that they often purchase pumps to a project from several 

manufacturers. 

 
The two main purchase situations of LPP pumps are shown in the Figure 9. The figure also 

presents the applicable buying situations in each purchase type described above according 

to the frameworks of Kotler (2006) and Bunn (1993). The purchasing process of LPP 

pumps depends highly on the buying situation, and the number of steps in each buying 

situation is therefore described in the figure as well. The purchasing process of LPP pumps 

is explained more in detail in the next chapter.  

 

 

 

Figure 9. The two main purchasing types of LPP pumps 
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5.6.2     The purchasing process of LPP pump and the decision making unit  

 
Regarding the purchasing process of the pump, two different purchasing situations exist as 

mentioned above. The one is a straight rebuy and other is a new task situation. In the case 

of a straight rebuy, the need for the new product is most often initiated by the workmen in 

the factory, such as maintenance personnel or mechanics. An employee at the factory may 

report for example a device breakdown which after evaluating goes forward to the labour 

or production management of the company. The production management then makes a 

purchase requisition concerning the need for replacing the current device with a new one. 

Often in a breakdown situation, if it is possible, the pump is fixed. If this however becomes 

too expensive, a new purchase is made. These kinds of purchases are mostly straight rebuy 

situations. The pump in question is replaced with an exactly similar pump, the purchasing 

process is routine like and performed by the purchasing department of the company. The 

maintenance worker simply makes a request to the purchasing department and gives the 

specifications for the pump they need. The rebuy situation thus often goes without much 

thought and effort. Sometimes the order specifications may need to be changed and the 

situation becomes a modified rebuy. 

 

When an enlargement project or a specific pumping problem takes place, the purchasing 

process is a new task situation and contains all the eight stages that are described in the 

buygrid framework developed by Kotler (et al., 2006, 220) A pumping problem is in 

question when the pump does not operate technically as it should or a major improvement 

is needed. The problem is often recognised by the workers in the factory, but the general 

need description is made by the labour management, maintenance specialists and in some 

cases development manager. The product specifications are made by the design engineers 

of the firm and orders are requested from the selected suppliers. The suppliers are often 

known partners with whom the company has cooperated in the past. The interviewed 

companies stated that they first find out if they have any similar applications in other parts 

of their factory and if so, which pump operates there. They are also very keen to hear from 

other players on the industry, whether they have found a good pumping solution to the 

similar application. Few companies stated that when a new purchase is made, they search 

for suitable suppliers from the Internet. The supplier search may be done by the 

maintenance or purchasing management.  
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The interviewed companies stated that they usually take only a few offers from preferred 

suppliers in order not to waste time. The offers are compared, and the most influential 

attributes are often price and technical features of the pump such as chemical resistance. 

After the offers have been received and sufficient amount of information has been gathered 

the final meeting is held, where the selection of the supplier is made. It varied between 

companies, which persons attended this meeting, but most often it was the middle and/or 

upper management of the purchasing, maintenance or development departments. In some 

cases the pump of the selected supplier was first in a test run for a few months, and if this 

trial succeeded according to the expectations a bargain was made. Customers stated that 

the test run is often very important and the willingness to give it can affect the supplier 

selection a great deal. The routine ordering process and specifications were in each case 

made by the purchasing department of the firm.  

 

It can be seen based on the interviews that the purchasing processes of the customers very 

often proceeds according to the buygrid framework. When the pump breaks down, or 

wears out it is replaced by a similar pump. In this straight rebuy situation the request to 

order the pump is made to the purchasing department which then deals with the actual 

purchase. Many companies have an established pumping fixture meaning that the 

purchases are often made quite straightforwardly. In a situation when there is a pumping 

problem or an enlargement project going on, the entire long purchasing process with all the 

eight stages is conducted. The final stage, which is performance review, is especially 

important in the pump business, as most of the purchases are straight rebuy situations and 

therefore, the once selected supplier, if proven suitable, gets more purchases quite easily. 

The new purchases are thus hard to get, as most customers prefer to stick with the familiar 

supplier, if its products only perform according to the requirements.  

 
Even though the purchasers of the pump are companies, the decision to buy a pump is 

made by individual persons or by a group of individual persons. That is why it is very 

important to recognize the group that makes the decisions at the customers end. The 

theoretical framework concerning decision making unit (DMU) is described in chapter 2.5. 

When considering the DMU of Larox Flowsys’s customers, some roles could be detected 

based on the interviews but for example the role of gatekeeper was not observed as the 

customers probably won’t consider them as a part of the decision making unit and 
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therefore, left them without mentioning. The detected roles are presented in Table 9 and 

described more profoundly below.  

 
Table 9. The detected roles of DMU  
 

Decider(s) Influencer(s) User(s) Initiator(s) Buyer(s) 
 
- Head of material 

department 
 
- Maintenance 

manager 
 
- Maintenance 

engineer 
 
- Development 

manager 
 
- Project manager 
 

 
- End customer 
 
- Process 

designer 
 
- Maintenance 

personnel 
 
- Mechanics 
 
- Factory 

workers 
 

 
- Maintenance 

personnel 
 
- Mechanics 

 
- Maintenance 

personnel 
 
- Mechanics 

 
- Purchasing 

department 
 
- Foremen of the 

factory 
 
- Maintenance 

personnel 
 
- (Process) 

development 
managers 

 

The role of decider was quite easy to recognize when the purchase was a routine rebuy. In 

these cases the decider was found from the purchasing or maintenance department of the 

company and played also the role of buyer. The decider was for example the head of 

material department, maintenance manager, maintenance engineer or development 

manager. In new task situations the decider was hard to recognize as the decision was 

often made in a meeting with several parties. In project situations the project manager is 

responsible for all the purchases made, and therefore, plays the role of decider.  

 
Another role in the DMU is influencer, who is the person influencing the purchase 

decision. In project business, meaning the OEM customers of Larox Flowsys, the most 

important influencer is the end customer who gives requirements and specifications to the 

manufacturing company according to which they purchase their components. Influencers 

are also the process designers of the firm as they make the pump specifications for new 

purchases. The maintenance personnel, mechanics and other workers at the factory can 

also be seen as influencers as they often know the pump best and thus have a saying when 

a new pump purchase is specified. Several firms stated that they always listen to the 

comments of factory workers before making the final decision. These maintenance 

personnel and mechanics are also the users of the pump and often initiate the need for the 
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purchase operating therefore, also as initiators. In the case of pumps, the role of users in 

the purchasing decision is quite big and they may even determine the selection of the 

pump.  

 
In almost every case the routine purchase was performed by the purchasing department of 

the firm. In addition to the purchasing agents also the foremen of the factory, maintenance 

personnel, process development managers and other development managers may act as a 

purchaser as they keep up the relationship with the suppliers and often select the vendor. 

The interviewed persons were often those people who were most in contact with the sales 

personnel of Larox Flowsys and, therefore, the interviewed individuals often acted as 

purchasers. They were often also the ones who made the final decision or at least were part 

of the decision-making group, acting therefore, as deciders as well. The purchaser can also 

be from the top management of the firm, which however was not the case with Larox 

pumps, maybe because their investment cost is not so significant. One firm stated that 

when the purchase price is high, even the chief executive of the firm may be involved in 

the purchase decision negotiating with suppliers and selecting the final supplier.  

 

5.6.3     The purchasing criteria of customers 

 
When the customers were asked about the purchasing criteria of the LPP pump, the most 

common answer was its performance, suitability to the process and its ability to perform 

the job it is supposed to. These all factors indicate to functionality of the product. Also 

price was mentioned several times, but most customers stated that if the two products are 

equally good, then the price plays a major role, but in most cases they were willing to pay a 

higher price for a product that operates better than the other. It was however said that the 

price must remain on a tolerable level. In eight of the nine interviews the price was 

mentioned as a purchasing criterion, but only two customers held the price as the most 

important factor. In most cases, price came third or fourth. Therefore, it can be said that the 

price of the pump is not the determining factor, but it has an influence on the purchasing 

decision, especially if it is too high. Considering functionality, seven of the nine 

interviewed customers mentioned functionality in some form and six of them stated the 

functionality to be the most important factor. One customer described the importance of 

the pump’s functionality in a following manner: “This industry where we operate is like 
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World Championships. The competition feels no pity, and everything must work if we 

want to win". The most important purchasing criteria of customers are gathered together in 

Table 10 alongside with the criteria already presented in the theoretical part by Salminen 

(2007). 

 
Table 10. The purchasing criteria of industrial products: theory vs. practise 
 

 

 
An important factor stated by the customers is also the spare-part service and maintenance 

offered by the supplier. The availability of the spare parts plays a very important role, and 

if one supplier has a storage in the customer’s country and the other one does not, the 

probable selection is then the first company. The quick spare part deliveries and the quality 

of the after-service were mentioned by seven interviewees. The fourth most important 

factor is the reliability of the pump. This factor was mentioned by six customers. 

Customers said that when the factory operates 24/7, then the reliability of the components 

is of major importance. The customer searches for equipment that they can purchase and 

after that forget, meaning that it runs so smoothly that it does not need much or any 

attention. The reliability of the pump is quite similar to the most important purchasing 

criteria, functionality. More accurately described, the functionality means that the pump 

operates in a best way possible while the reliability designates that the pump generally 

operates instead of breaking down and causing failures to the process. Technical features 

were as well mentioned six times including the chemical resistance, output, wear 

Criteria presented in the theory (Salminen, 2007)      Criteria stated by customers 

  Functionality 

 Price 

 Spare-part service & maintenance 

offered by supplier 

 Reliability of the pump 

 Technical features 

 Previous experiences of the supplier 

 Quality 

 References 

 Delivery reliability 

 Trial run

 Delivery reliability 

 Quality 

 Price 

 After-sales services 

 Previous experiences of the 

supplier 

 Manufacturing capacity 

 Production facilities 

 Quidance and support services 

 Spare part deliveries 

 Corporate image of the supplier 
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resistance, pressure retaining capability and mechanical resistance. Previous experiences of 

the supplier and of its products were mentioned only three times, but it could be noticed 

based on other questions that this factor had an influence in most cases. If the customer is 

content to its previous pump supplier, it usually prefers it also in the future purchases and 

vice versa. 

 
Quality as a separate criterion was mentioned two times in the interviews, but it is also 

included in the functionality and reliability criteria that were one of the most important 

ones. One customer said that “a poor company can not afford to buy bad quality”. In 

addition to these previously mentioned criteria, factors such as references, delivery 

reliability and trial run were also mentioned by the customers. When these criteria are 

compared to the ones presented in chapter 2.3, there are many resemblances but also some 

differences. Factors such as price, quality, after-sales service, spare part deliveries, 

previous experiences and delivery reliability could be detected both in theory and in 

practise, but the criteria that were most emphasized in the interviews, such as technical 

features and functionality, could not be found from the list of common criteria presented in 

the theoretical part. This shows that when purchasing a pump the generally most common 

criteria are not the ones determining the purchase decision, but many features that are 

characteristic to the purchase of the pump exist. The position of Larox pumps among 

customers is determined in the next chapter and it can be seen if the criteria stated here are 

congruent with the criteria of the product classification LPP pumps belong to. 

 

5.6.4     The position of Larox peristaltic pump among customers 

 
According to Lehmann & O’Shaughessy (1974, 38) industrial products can be divided into 

four categories according to the type of problem they give rise to. One product may belong 

to more than one problem type and this is the case with Larox peristaltic pumps as well.  

 

For some customers, LPP pumps are routine order products with the exception that the 

pumps are not purchased very often. If the customer and its processes are known and the 

pump has proven its suitability in the application, there exist no procedural or performance 

problems, let aside political ones. Most of the interviewed customers belonged to this 



  78 

group as they stated that after the pump had been chosen for the first time, the following 

purchases were mostly routine.  

 

Sometimes, often when the customer or the process application is new, the LPP pumps 

belong to the performance problem products group as there is no evidence on whether the 

pump will work in the application in question. The suitability of the pump to a certain 

application is often discovered only after testing the product for a while. Some of the 

interviewed customer belonged to this group as they stated that the pump was not 

applicable to the process to which it was selected at first. As stated in the theory, the 

problems here are associated with the technical features and performance of the product. 

This complies with the answers gotten from interviews, as most of the customers stated 

that the most important factors affecting the purchasing decision are the suitability of the 

pump to the application and the fact that the technical parameters, such as pressure and 

flow rates are correct. Customers also said that a possibility of trial period is very 

important and desirable. The pump is a component in a larger process, and if it does not 

perform in a proper manner, the whole process suffers. Therefore, the performance issues 

are of crucial importance when considering LPP pumps and pumps in general.  

 

The LPP pump can therefore, be either a routine order product or give rise to performance 

problems depending on the customer and its processes. The purchase criteria that are 

emphasized with performance problem products are however better applicable to those 

criteria stated by the customers of Larox Flowsys. The most important purchase criteria 

when considering routine order products are reliability of delivery and price, but the 

reliability of delivery was stated important in each product category. In addition to it, the 

important criteria in performance problem product’s category were flexibility of the 

supplier, technical service, reliability data, reputation of the supplier and technical 

specifications. These purchase criteria are congruent with the criteria stated by customers 

which were often suitability to the process, functionality and reliability. Previous 

experiences were also mentioned several times in the interviews and it was stated sixth 

with routine order products and 9th with performance problem products. In short, the LPP 

pumps can be routine order products for customers, when they are repurchases to processes 

where the pump has already proven its functionality. In most cases when the customer or 

the process is new, the first thing is however to find out how the pump performs in the 
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process in question and does it suit to the process conditions when considering the pumped 

medium, required pressure or flow rates. In this case, factors such as flexibility, technical 

services, reputation of the supplier and a possibility for trial periods are of most 

importance.  

 

5.7     Environmental values of customers  

 

This chapter presents the environmental values of customers based on different data 

sources. The representative interviews as well as the market research showed that 

environmental values vary considerably from country to country. In this chapter the 

appreciation of environmental issues in different countries is first presented based on the 

representative interviews after which the customers’ attitudes towards environmental 

issues are described from the perspective of the market research. In the third subchapter the 

general environmental values of interviewed customers are depicted and finally the effect 

of environmental values on the purchasing behaviour of customers is analyzed. 

 

5.7.1     Environmental issues in different countries 

 
According to the representative interviews, general attitudes towards environment vary by 

country. The common interpretation of all the countries is that environmental issues do 

count at least superficially, but not many companies yet operate according to what they 

might say in public. This fact backs up the theoretical part where Staib (2005, 28) stated 

that a gap between attitudes and behaviour still exists in organisations.  The representative 

interviews showed that it was generally seen that the environmental issues will grow their 

importance in the future, and the development of an environmental strategy could bring 

competitive advantage for Larox Flowsys. The interviewed representatives came from 

countries such as USA, Chile, South-Africa, Australia, Denmark, Norway, Switzerland and 

the Netherlands. This chapter describes the environmental views in these countries. 

 

In USA the environmental consciousness varies by state. For example in Oregon the green 

movement is extremely strong as well as in Washington and California. These states put a 

big emphasis on environmental issues and they are really going towards the state where 

everybody pays attention to environmental issues. In east cost the attitudes are generally 
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however not so enlightened and the companies aim at reducing their environmental burden 

voluntarily only if they believe it will bring more profits. In Mexico environmental issues 

do not count almost at all, but in Canada companies are a lot “greener” and most of them 

follow some kind of environmental policy. The media discusses about environmental 

issues to some extent but they do not get huge attention. However, if some company has a 

leak or has caused an environmental disaster the media will definitely report it. In 

manufacturing processes the drive towards environmental issues is not on a high level, but 

it can be seen that environmental issues are becoming much more important to everyone, 

especially energy consumption. The green movement is taking place, but not at such a high 

speed. The most used environmental certificate in USA is the LEED certificate, which was 

shortly described in the theoretical part. Generally, only the larger companies have 

environmental certificates. Consumers or companies do not favour green products in most 

parts of the country but this also varies by state and for example in Oregon the recycled 

water car washes are really popular. When promoting the pump the energy issues and long 

lasting hoses are often brought up but mainly from the maintenance’s point of view. The 

customers do not ask about environmental issues as they are other features that are 

essential at the purchasing situation. Therefore, it can be said that environmental issues are 

not of high importance to Larox Flowsys’s customers in USA at the moment but depending 

on government and state pressures there is a great possibility that they will increase their 

importance in the future.  

 

In South-Africa environmental issues are on the surface as there is a huge energy crisis at 

the moment that forces all the big industries to save at least 10 % in energy consumption. 

The crisis is due to the fact that there is not enough generation capacity to meet the demand 

and this serves as a good motivation when selecting pump types and pump applications. 

The companies are also aiming at reducing their environmental burden as they are strictly 

inspected by the law enforcement agency called the “green scorpions”. This agency forces 

processing plants and factories to clean up their operations as otherwise they will be closed 

down. The environmental features of the pump are really important for the customers from 

the energy savings point of view now and also in the future. Because the energy crisis is 

getting worse and worse, the low energy consumption of the pump is an important sales 

argument. Otherwise the products are not however favoured for being “green”. When 

considering the environmental certification systems, almost every company has an 
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ISO14001 certificate. The representative in South-Africa believes that the marketing 

communications of LPP pump could be more efficient if some environmental related 

application stories or proven cases could be used when promoting the pump. However, it 

must be emphasized, that there must be something real to show in order to make the 

marketing tool believable.  

 

In Australia they have a lot of environmental issues on the table at the moment as they 

have just been through the worst droughts in thousand years making water therefore, a big 

issue. Also climate change is very important. The main energy source in Australia is coal, 

which is not environmentally friendly and therefore, efforts to reduce its use have been 

made. The coal use is constantly displayed on the media but other environmental issues are 

discussed a lot as well. General tendency in the country is that everybody is becoming 

more aware of environmental issues and companies aim at reducing their environmental 

burden. They do not yet get pressure from government, environmental groups or customers 

but it probably is not very far away. The environmental features of the product do not 

affect the buying decision yet as the selection is ultimately a matter of price. However, if 

there is two products alike and one uses less energy or is in some other way more 

environmentally friendly the companies will probably favour it. The customers of Larox 

Flowsys do not make questions concerning the environmental performance of the LPP 

pump but are more concerned with spare part consumption and things like that. The 

environmental issues are not therefore, important for the customers and generally when 

dealing with pumps, environmental issues are not taken into consideration. However, there 

is a great possibility that the importance of these issues will grow in the future.  

 

In Chile the most important thing at the moment is to save energy. Everybody in the 

country is worrying about it because no new plants to produce energy are on the way. In 

general, the people do worry about the environment, but depending a lot from the person’s 

education and age: young and educated people are more concerned and involved than older 

ones. The level of the environmental interest varies also by the living surroundings, as 

people living in clean environments are generally more worried about environmental issues 

than people from poorer regions. The environmental issues are abundantly discussed in the 

media and according to the Larox Flowsys representative, many companies aim at 

reducing their environmental burden. Neither in Chile are the environmental features of the 
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pump inquired by the customers. They mainly worry about how much the pump produces 

and costs and as the pump is very small equipment, its environmental impact is not of high 

importance. The environment is therefore, not an important sales argument as customers 

are mainly interested in money. Larox should however produce studies concerning the 

environmental performance of the pump and present them to customers. The representative 

in Chile believes that environmental issues are important for the customers and as the 

young generation, more aware of these issues, is taking over the top positions in the 

companies, the interest will increase even further. 

 

In European countries: Norway, Denmark, Switzerland and the Netherlands the 

environmental attitudes were quite similar. They get very high priority and there also is a 

lot of regulation concerning environment. For example in Netherlands, as there are so 

many people living in such a small area with very scarce natural resources, they have to 

protect the little nature they have as well as save energy. The representative in Norway 

stated however that as the energy has been very cheap in Norway there has been not much 

interest towards saving it, but this will all change in the future. In every country, the 

environmental issues are a hot topic in the media and even the smallest leaks are 

immediately reported. The companies do aim at reducing their environmental burden to 

some extent but when considering the small equipment such as pumps, so far it has not 

been an issue. Most often the companies are not willing to reduce their environmental 

burden voluntarily, as it always means investing money, with the exception of Denmark 

where nearly all the companies aim at saving the environment, especially the power 

companies. In every other country the green products were not favoured by customers, but 

the representative of Switzerland stated that people in his country prefer to buy “green 

products”. Switzerland was also the only country where customers had made questions 

concerning the environmental performance of Larox peristaltic pump. Other countries 

stated that environmental issues are not an issue when considering pumps and they need to 

be promoted more aggressively in order to make the customers interested in them. Most of 

the big companies had either ISO14001 or EMAS certification. All the representatives 

believed that the importance of environmental issues for customers will highly increase in 

the future and therefore, environmental sales tools should be developed. They will 

probably never be the determining factor when making purchase decision, but possibly a 

feature that makes the difference to competing products. Environmental arguments should 
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therefore, be used in the marketing communications to back up the current sales arguments 

of the LPP pumps. 

 

From these descriptions it can be seen that at the moment environmental issues are not of 

high importance for the customers of Larox Flowsys and no questions concerning them are 

being made. The emphasis of environmental issues is however most probably going to 

increase in the future making the use of environmental arguments beneficial and desirable. 

As stated in the theoretical part, the natural resources of our globe are really scarce and this 

could be interpreted from the representative interviews as well. In Australia the limited 

resource is water and its consumption is therefore, under the radar. In South-Africa and 

Chile a vast need for energy exists and its consummation must therefore, be controlled. 

Also the representative of Netherlands stated that as they are a small country with scarce 

resources, they must be very careful in using their natural resources in order to survive. In 

the theory Gurau & Ranchhod (2005, 548) also mentioned that the main markets for green 

products are located in Western Europe, North America, South-East Asia and Australia. 

These interviews partly coincide with the theory as the European countries and Australia 

definitely were environmentally conscious. However, in North-America the opinions 

varied a lot depending on the state and region. No customers from South-East Asia were 

interviewed and therefore, this region can not be commented, but based on the interviews it 

is clear that also South-Africa, which was left out in the theory, has a strong interest 

towards environmental issues.  

 

5.7.2     The results of the market research  

 

This chapter presents the results of the market research that was performed in Germany, 

South-Africa, Chile, Brazil and Peru. The research includes ten questions of which six are 

somehow related to environmental issues and therefore, presented in this study. The results 

regarding each county are presented in the Appendix 7, but the most important graphics are 

presented also in the text. After presenting the results of each country individually a 

comparison between countries is performed in an attempt to recognize common themes 

between the countries. In the cases of Chile and South-Africa the results are also compared 

to the country analysis given by representatives of the company in the previous chapter. 
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The only European country in the study was Germany. In Germany 78.1 % of the 

respondents stated that they compare the operating costs and environmental effects 

between suppliers. This question however, is somewhat misleading as there is no way to 

separate how big portion of this 78.1 % is actually comparing the environmental effects 

between suppliers. It is probable that most people compare operating costs but the 

comparison of environmental effects is much rarer. When the customers were asked to 

evaluate the importance of the pump’s features in a scale from one (1) to five (5) the most 

important feature was the operational reliability with a result of 4.93. The environmental 

features included in this question were “Durability or length of life cycle”, 

“Environmentally friendly” and “Low energy consumption”. Of these features the length 

of life cycle (4.76) was stated the second most important of all the seven features.  The 

environmental friendliness (4.12) and low energy consumption (4.02) of the pump were 

considered somewhat important but when compared to other features they were quite 

meaningless as they ranked fifth and sixth in the scale including seven features.  

 

In the next question the customers were asked to evaluate the ethical and environmental 

features of the pump. The evaluated features in the order of their importance are shown in 

the Figure 10 below. The most important feature stated by the respondents was minimal 

seal required (4.54). This means that the customers value the fact that the hose is the only 

part in contact with the medium and therefore, only a minimum amount of seal, which in 

many cases means box water, is needed.  The second most valued environmental feature 

was low energy consumption (4.18). The least important environmental features were 

recyclable spare parts (3.15) and low lubrication need (3.39).  
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Figure 10. The ethical and environmentally friendly features of the pump (Germany) 

 

The customers also stated that environmental friendliness of the pump has some impact on 

the purchasing decision (4.10). This was the response when the issue was directly asked 

from the customers but it can be questioned if environmental issues have this much of an 

effect in the reality.  

 

The next question dealt with the cost-related environmental features of the pump and the 

respondents had to choose the most influential ones. In Germany low energy consumption 

of the pump was clearly the most important cost-related feature of the pump with the value 

of 4.22. The least important was the waste generated during maintenance and costs related 

to it (3.00). Energy costs during maintenance and manufacturing were both on a quite low 

level of importance. The customers see that the most important feature that should be 

developed in the future is the operational reliability of the pumps. Increasing the life-cycle 

of the pump was also important to 95.1 % of the respondents. 70.7 % of the respondents 

wished that the pumps would become more environmentally friendly and 58.5 % stated 

that the by-products of the pump should be of recyclable material. The low improvement 

need of this feature may exist because almost every part of the pump can be recycled 

already. However, when the environmental features were ranked, the recycling issues were 

in very low positions in Germany.   

 

N= 41 
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The next country in the research is South-Africa where only 57.1 % of the respondents 

compare the operating costs and environmental effects between suppliers, which is 

considerably less than in Germany. The most important feature of the pump is by far the 

availability of spare parts with the value of 4.89. The operational reliability (4.74) and 

length of the life-cycle (4.49) were also considerably important. Environmental 

friendliness and low energy consumption were stated as somewhat important features but 

again, when compared to other features they were only ranked fifth and sixth. When 

considering the ethical and environmentally friendly features of the pump the results are 

very uniform as the difference between the lowest and highest value is only 0.31. 

Therefore, no clear distinctions between features can be made. The most important features 

are the low energy consumption (4.17) and the possibility of repairing or reusing parts 

(4.14) whereas the least important feature is minimal seal required (3.86). The results are 

congruent with the responses of the representative of South-Africa, as he stated that due to 

the energy crises the energy issues are of most importance in South-Africa. The results are 

shown in Figure 11. 

 

 

 

Figure 11. The ethical and environmentally friendly features of the pump (South-Africa) 

 

When the customers in South-Africa were asked if the environmental friendliness has an 

impact on their purchasing decision, the answer was that it has some impact. The value of 

the response was 4.06, which was almost as high as in Germany. Environmental issues 

therefore, seem to be important in South-Africa but the people might still talk more than 

N= 35 
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they actually are willing to do. In the representative interview it was stated that 

environmental issues are discussed vastly at the moment but green products are not 

favoured over normal ones. As the cost-related environmental features were questioned, 

the most important feature was the energy costs during maintenance (4.11). Low energy 

consumption was on second position (3.91) and least value was given to energy costs 

during manufacturing. In the future the life cycle of the pumps should be lengthened as 

65.7 % of the respondents held that opinion. 60 % thought that the pumps should become 

more environmentally friendly and 45.7 % hoped that their by-parts would be of recycled 

materials. These environmental features were however not on the top position as the most 

important feature to be developed was the operational reliability of the pump.  

 

In Brazil even 86 % of the respondents stated that they compare the operating costs and 

environmental effects between suppliers. This was by far clearly the highest value 

received. When regarding the features of the pump the most important one was again 

operational reliability (4.84) and the second most important feature was the length of the 

life-cycle (4.82). The environmental friendliness and low energy consumption were yet 

again somewhat important but still were ranked to the second and third lowest positions. 

As each feature received a value that was over four the reliability of the results may be 

questioned. The characteristics of the Brazilian culture may cause a phenomenon that good 

values are given more, or even too, easily and therefore, the overall results may be 

misleading. The ethical end environmentally friendly features are described in Figure 12. 

The most influential feature was taking into account the human rights in the manufacturing 

process (4.53) and the second position was divided between possibility of repair and reuse 

of parts, low environmental load created in the manufacturing process and low energy 

consumption with the value of 4.44. The least important features were the consumption of 

water and lubricant. The values here are all extremely high which was also the case in the 

previous question. The respondents have given only fours or fives and therefore, it is not 

clearly distinctive which features are actually the crucial ones. The order received however 

should be indicative to the reality.  
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Figure 12. The ethical and environmentally friendly features of the pump (Brazil) 

 

The purchasing decision is considerably affected by the environmental friendliness (4.3) 

and the received value is much higher than in previous countries. It must however be 

considered that cultural differences have a saying in here as the Brazilians seem to have a 

tendency to give only high grades. In cost-related issues low energy consumption was of 

highest importance (4.28) but energy costs during maintenance (4.26) and costs related to 

waste generation during maintenance (4.24) came close behind. 76 % of the respondents 

stated that the life-cycle of the pump should be lengthened in the future by the means of 

maintenance and spare parts and even 72 % said that more consideration to environmental 

issues should be given. Hereby it can be said that Brazil seems to be the most appropriate 

target country for environmental thinking and marketing.  

 

In Chile 68 % of respondents compare the operating costs and environmental effects 

between suppliers, which is less than in Brazil or in Germany but more than in South-

Africa. Of all the pump’s features, low energy consumption was the least important (4.1) 

and the environmental friendliness was the third least important (4.32). These features 

however, reached very high values as they were both over four meaning that they are more 

than somewhat important. As in Brazil, in Chile too all the features were valued to be over 

four making the differences between features really small. In addition the cultural 

characteristics in Chile may be in favour of giving high or good grades instead of bad ones 

as well, which unfortunately means that the results are not very reliable. The one 

environmental feature which has in every other country been on top position was the length 

N= 50 
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of the life-cycle. In Chile however, it reached only the third position after the operational 

reliability and ease of maintenance with the value of 4.58. This indicates that in Chile the 

environmental issues are not of high importance and if things are not required by the 

officials, nothing happens. In the representative interview it was stated that environmental 

issues are important and that they are being discussed. They do not however have an effect 

on companies operations on a high level, at least not yet. The representative of Larox 

Flowsys stated that at the moment the most important thing in Chile is to save energy 

which at least to some extent coincides with the results shown in Figure 13. Low energy 

consumption was stated as the second most important feature (4.26) after the minimal seal 

required (4.48). The least important ones were the recyclable spare parts and possibility of 

reusing or repairing the parts.  

 

 

 

Figure 13. The ethical and environmentally friendly features of the pump (Chile) 

 

The effect of environmental friendliness on buying decision was clearly the lowest by far, 

as the value was 3.92. In cost-related features the two most important ones were clearly the 

energy costs during maintenance (4.06) and low energy consumption (3.82). The interest 

towards developing the environmental features of the pump in the future is quite low as 

they all remained under 20 %. The results show that Chile may not be a potential target 

country for environmental marketing as these issues are less important there than in other 

countries of the research. The high values on some features may be explained by the fact 

that the common style in Chile is to give good results and grades. In other words people 

N= 50 
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want to give an image that they consider environmental issues more than they actually do. 

One respondent has even stated that: “environmental considerations are talked about a lot, 

but the reality looks a bit different”. 

 

The last country in the research is Peru where 78 % of respondents compare the operating 

costs and environmental effects between suppliers. This figure is almost at the same level 

as in Germany, lower than in Brazil but higher than in South-Africa and Chile. As the 

features of the pump were valued, the ones related to environment received quite low 

values, as low energy consumption (3.82) was clearly the least important feature and 

environmental friendliness (4.3) and length of life-cycle (4.5) were third and fourth least 

important. When the environmental features were valued on their own, the most important 

ones were associated with the manufacturing process, as they were the ones of taking 

human rights into account (4.24) and causing low environmental load in the manufacturing 

process (4.14). The least important ones were recyclable spare parts (3.73) and low water 

consumption (3.78). These results are presented in the Figure 14.  

 

 

 

Figure 14. The ethical and environmentally friendly features of the pump (Peru) 

 

The stated impact of environmental friendliness on buying behaviour was given the 

average grade of 4.22, which is almost as high as in Brazil. This however, yet again is a 

questionable result, as the respondents may only want to appear as “good people” and give 

responses that they think might please the person making the questions. The most 

N= 50 
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important cost-related features were the energy costs during manufacture and costs related 

to waste generation during manufacturing. No features that need to be developed in the 

future were clearly pointed out, but 46 % wished that the life-cycle of the pumps would be 

lengthened and 44 % considered that the pumps should be more environmentally friendly.  

 

When the five countries are compared it can be said that Brazil seemed to be the most 

potential country for environmental thinking at least based on the results. Figure 15 shows, 

the amount of comparison of environmental effects and operating costs between suppliers 

in each country. Here Brazil is on the first position before Germany and Peru. Least 

comparison is performed in South-Africa. The amount of comparison is especially high 

with the three countries on top.  

 

 

 

Figure 15. The comparison of operating costs and environmental effects (Comparison) 

 

In the following Figure 16, the stated impact of environmental friendliness on purchasing 

decision in each country is described. Again the top position belongs to Brazil and the 

following countries are Peru and Germany. The lowest value to these issues was given in 

Chile. All the countries were on a quite same level and they all considered the effect of 

environmental friendliness on purchasing decision as somewhat important. Here it must be 

remembered that the cultural differences may distort the results. It is probable that in 

Germany the environmental issues are affecting the purchasing decision more than in Peru, 

but the respondents in South-America may be more willing to give higher grades whereas 

the respondents in Germany are more realistic.  
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Figure 16. The impact of environmental friendliness on purchasing decision (Comparison) 

 

The environmental feature that was stated as important in every other country but Peru was 

low energy consumption. When the placement averages of the features in each country 

were calculated it had the lowest position (2.2) making it therefore, the most important 

environmental feature of the pump. The second most important feature was much harder to 

determine as with every other feature the ranks varied considerably between different 

countries. ‘Recyclable spare parts’ was stated as least important in most of the countries 

and it received the lowest average of 6.6 making this feature the least important one.  

 The calculated order of the features is shown in Table 11 where the average position is 

calculated from all the positions of the feature in different countries. 

 

Table 11. The most important environmental features and their average positions 
 

 

 

The environmental features in the order of importance                   Average position  

2.2 

3.0 

 

3.2 

 

3.6 

4.6 

6.0 

6.2 

6.6 

1. Energy consumption 

2. Low environmental load caused in the manufacturing 

process 

3. Taking human rights into account during the manufacturing 

process 

4. Minimal seal required 

5. Reusability of parts 

6. Low water consumption 

7. Low need for lubricant 

8. Recyclable spare parts 
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5.7.3     General environmental values of customers 

 

In this chapter the general environmental values and opinions of customers are described. 

The notion of environmental friendliness from customers’ opinion is presented as well as 

the main characteristics of an environmentally friendly product. The customers also 

evaluate how the environmental issues have changed during the last decade and to which 

direction will they develop in the future. They also consider how the changes in 

environmental issues affect their company and do they believe that environmentally 

friendly products will succeed better in the future than traditional products. 

 

When the customers were asked how they would define environmental friendliness, most 

of them had some difficulties at least at first to find a general description for the notion. 

However, many of them were aware of the fact that the term environmental friendliness 

covers all the stages of the life-cycle from supply of raw materials to final disposal. It is 

important that the product does not spoil the nature in any of the stages of its life-cycle: 

raw material acquisition, manufacturing, transportation, use and disposal. Customers stated 

for example that the manufacturing process must be sensible and the use of energy and 

other resources as well as cause of emissions must be eliminated to a minimum. The used 

raw materials play an important part and most of the customers stated that in an 

environmentally friendly product they should be recyclable. Also the effects during the use 

of the product are important, such as energy and water consumption and waste generation.  

 

The more durable the product is the less waste it creates as it lasts longer. The durability of 

spare parts and especially when considering LPP pumps the durability of the hose has a 

major effect on the amount of waste generated during the life-time of the product. One 

customer stated that if the product is multi-usable it is environmentally friendly as the tasks 

of several products are taken care in one. Thus the amount of resources used and waste 

generated are minimized and the environmental effects of the manufacturing process are 

decreased as only one product needs to be manufactured instead of many. The 

characteristics of an environmentally friendly product are described in the next Table 12. 
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Table 12. The main characteristics of an environmentally friendly product 
 

 

 

Recyclable materials were mentioned by five (5) customers of the overall nine interviews. 

It was said that the materials of which the product is made of should be easily recyclable 

and not harmful for the environment. The more the product contains hazardous compounds 

or problem waste the more difficult it is to deal with after its use. Four (4) of the nine 

customers stated that energy use affects the environmental friendliness of a product 

considerably. This feature was also rated important in the market research presented in the 

previous chapter, but for some reason the recycling issues did not get as much popularity 

among those respondents. This can be explained by the fact, that in the customer 

interviews the customers were asked about the common characteristics of an 

environmentally friendly product, but in the market research the question was specifically 

about the pumps. Among pumps, there is no problem waste and most of the materials are 

recyclable and therefore, this issue was probably not emphasized as it already is in such a 

good level. Another reason may be the cultural differences as the customers interviews 

were performed in Finland whereas the market research covered countries from different 

parts of the world. The distinctive features in each country determine which environmental 

issue is most important there. As for example in South-Africa, due to the energy crisis, low 

energy consumption is the number one environmental feature.  

 

The durability of the product was the third most important characteristic of an 

environmentally friendly product as it directly affects the amount of waste generated. For 

example if the life-time of the hose is two times longer, two times less waste is generated. 

The customer, who pointed out this issue, said that in their processes the hose of the LPP 

pump has lasted ten times as long as the hose of the previously used pump.  When 

considering pumps, the amount of used lubricant affects the total amount of waste as well. 

 Recyclable materials 

 Energy consumption 

 Durability 

 Pure manufacturing process 

 Amount of waste generated during 

the use  

 Disposability  

 Product safety  

 Environmental certificate 

 Donations for environmental 

organizations 
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Again, the customers said that they have experienced this as a positive feature in the LPP 

pump as it uses less lubricant than other comparable pumps. Other mentioned 

characteristics were for example pure manufacturing process, disposability and product 

safety. One customer said that maybe if the company donated money to environmental 

organisations its products would also be perceived as more environmentally friendly. This 

was also the case with environmental certification as it would guarantee that the supplier is 

reliable and operates in a sustainable way. The customers stated that these environmental 

features of a product mentioned here barely solve any businesses but they could be of 

influence and give positive reputation for the company.  

 

Five (5) of the nine companies had an environmental certification system and the 

remaining four interviewees were not totally certain about the issue. The most common 

certification system was ISO14001 but EMAS was also widely used. Of the companies 

who could say that they had an environmental certification system in use, three said that it 

has at least some kind of an impact on their supplies. Two customers however said that the 

certification has little effect on their everyday operations. If the remaining four customers 

have environmental certification systems, it is obvious that in their cases, they do not have 

much of an effect, as the employees of the company did not even know about their 

existence. One company stated that due to the certification they are being audited regularly 

and therefore, their policies, operating principles and also supplies should be on an 

acceptable level. Talking is not enough, but actions are also needed. The certified 

customers stated that probably in the future certification will be required also from the 

suppliers of the company. Two of the certified companies that stated that certification has 

some effect on their operations became from chemicals industry and one from metal 

industry. The Appendix 8 includes the list of the EMAS certified Finnish organizations, 

which also includes several Larox Flowsys’s customers such as UPM-Kymmene, Stora-

Enso, Rautaruukki, Outokumpu and Tikkurila. This list shows that many big customers 

have environmental certification systems that control their own operations and through that 

may also affect the suppliers, such as Larox Flowsys. In the future, Larox Flowsys should 

be prepared to acquire some kind of certification or at least create its own environmental 

policy taking into account the requirements of the customers. 

 



  96 

All the interviewees saw that the emphasis on environmental issues has increased in the 

last decades. They also have received questions concerning environmental issues from 

their own customers. People have realized that energy and raw materials are limited 

resources and the further the greenhouse-effect gets and the more limited the resources 

become the smaller issues become important too. The customers stated that often if a 

company has taken care of its environmental issues, it has all other aspects of business well 

covered too. Environmental policy or other environmental measures indicate that 

everything is well inside the company. Customers also said that in their companies, the 

management has brought these issues forward more strongly than before and more staff is 

hired to take care of environmental issues. Few interviewees saw also the downside of this 

phenomenon as less time is used to make actual business nowadays. Environmental, work 

safety and other quality issues are taking over everything else and from some customers’ 

opinion on a too large scale. It should however be remembered that if these issues are not 

considered and actions taken, soon the prerequisite for business making, that is raw 

materials, energy and water, will be destroyed and after that, nobody makes business.  

 

When customers were asked if the importance of environmental issues will be increased 

further in the future, eight (8) of nine interviewees stated that the importance will grow 

considerably and the remaining customer saw that it will grow, but was predicting that the 

pace will slow down a bit. The tendency is constantly towards raw materials and 

components that have smaller environmental burden and that do not use much energy. The 

way in which this change will affect the customer companies is that they must take 

environmental issues into consideration even more than they do these days. They must 

increase the energy efficiency of their processes and the efficiency of raw material use.  

One customer said that more pressure is transferred to suppliers, as the production can do 

only very little anymore. It is the raw materials and components that must become more 

environmentally friendly. The values and requirements of customers are reflected in the 

operations of the company and the more they change, the more the companies need to 

develop their processes and the whole life-cycle of their products. Only one customer said 

that environmental issues will not be taken into consideration in the future. He thought that 

production will only be transferred to countries where there exists no environmental 

regulation.  
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In the future, environmentally friendly products will probably succeed better than 

traditional ones. This was the opinion of most of the customers. They however emphasized 

that only environmental friendliness in itself does not sell anything, but the product must 

be on the same level with competing ones. The environmental friendliness might then be 

the distinctive feature that makes the customer to choose that product over competing ones. 

This means that the price may not be too high and all the important criteria must be 

fulfilled before environmentally friendly product can succeed better than a normal product. 

The company selling the product must also be able to clearly point out the environmental 

features of the product and prove them for the customer. Two customer companies from 

the mining industry said that this kind of tendency will take more time and that at least at 

the moment the sole criteria affecting the purchasing decision are the functionality and 

price of the product.  

 

5.7.4     Green values’ effect on buying behaviour 

 

Most of the interviewed customers recognize the importance of environmental issues and 

the requirements it places for business making. Most of the companies also had 

environmental certification systems or environmental policies. Despite these facts, the 

movement of environmental issues has not transferred extensively to the purchases of the 

company. The environmental friendliness of a product is seen as an advantage, but it rarely 

is the authoritative criteria. As it was presented in the chapter 5.6, other features of the 

product are still more important. However, the rise of environmental concern has been 

extremely fast and as the tendency will probably only continue in the future it can not be 

long, before environmental issues lay down the terms for business at least in some extent. 

When considering pumps, a lot depends on the industry as for example in mining or related 

industries the overall environmental load of the company is so huge, that the environmental 

burden of a small pump or even a pumping system does not have almost any effect. 

However, other industries such as chemicals, food and beverage, waste water and energy, 

probably will favour products that are more environmentally friendly as therefore, their 

own environmental burden which is scrutinized by the investors, officials and customers is 

reduced.  

 



  98 

The interviews showed that environmental issues are one of the criteria when purchasing 

pumps and other devices, but other features must be in on a good level before this criteria 

is considered. Also the price must be competent, as no customers were willing to pay a 

much higher price for environmentally friendly product. One customer said that probably 

never will the customer pay a double price of an environmentally friendly product. Small 

increase in price may be tolerable, but the environmental aspect is not something to rob the 

customers with.  

 

The energy consumption of the pump is often considered when making the purchasing 

decision, because as the life-cycle of the pump may be even 20 years a 10 % difference in 

energy consumption will fast cover the purchasing price of the pump. In countries and 

regions, where the people have identified the limitations of energy resources, such as in 

South-Africa, this issue is extremely important. In the future the price for energy will get 

higher as the resources get depleted meaning that the savings an energy efficient pump 

brings, are multiplied. One company from chemicals industry has for example joined the 

energy saving forum which according to the interviewee creates a need to further optimize 

the power consumption of the pumps used in the processes. One customer mentioned that 

if a pump can pump the same flow with a smaller motor, it is selected without a question.  

 

Also the possibility to select a pump with no box water and low lubricant need and which 

is more durable is a significant advantage as the pump is then at the same time more 

environmentally friendly as well as more maintenance free. The features of different 

pumps are always compared in a normal purchasing situation, and the difference between 

two pumps is always found from somewhere. It is the seller’s job to bring fourth the 

features and differences that may affect the purchasing decision. When considering 

environmental issues, the customers said that it could well be the feature that differentiates 

otherwise similar pump from another one and therefore, seals the final purchasing 

selection.  

 

If the price is around the same, and the technical features of the pump are similar, then the 

more environmentally friendly product is purchased. The most important thing is that 

environmental friendliness of a product creates an image of a company that is developing 

and conscious thus ameliorating the overall corporate image. Few customers, mainly from 
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mining industry, stated that environmental issues do not play almost any part in their 

purchasing decisions and did not see that environmental friendliness brings significant 

extra value for the product.  

 

The customers said that it would probably have an influence on their purchasing decision if 

the environmental features of LPP pump would be communicated and proved. When it 

comes to OEM customers, it would be influential if they would also be able to 

communicate these features further to their own customers. Only one customer said that 

they do not have time to think about these issues and knowing about them would have no 

effect on their buying behaviour. The pressure concerning environmental issues coming 

from customers varied between different companies. The companies in mining industry did 

not encounter almost any pressure from customers and they said that environmental issues 

do not decide any deals in the industry. Neither the OEM customers saw much pressure 

from customers. They have received some lice-cycle assessment requests but not on a large 

scale. The companies operating closer to the consumer surface considered the most 

pressure as the consumers base their selections to environmental values in a larger scale 

than companies, at least at the moment. One customer from chemicals industry for 

example stated that as the environmental issues are important to consumers, the company 

itself must also pay attention to them and transfer requirements relating to environmental 

issues forward to their subcontractors.  

 

Most of the customers of Larox Flowsys are taking environmental issues into 

consideration, but it can not be stated that any of them would specifically exercise green 

purchasing, in a form as it has been defined in the chapter 3.1.3. It was said in the theory, 

that green purchasing often brings along higher prices and smaller amount of qualified 

suppliers. The interviewed customers emphasized that they are not willing to pay 

considerably more for environmentally friendly products. Concerning the international 

pump business, there are no such big differences between the environmental performances 

of the pumps, that actual green purchasing could even be applied. Moreover the 

environmental performance is seen as a one criterion in the purchasing decision among 

many others. When concerning other purchasing, it can be said that big companies with a 

high visibility in media are trying to employ “greener purchasing” than those firms whose 

actions are not observed in public. It is seen that even though individual persons take 
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environmental issues seriously, the operations of a company take them into account only if 

they are somehow regulated or required by outside operators, such as government, 

customers or media. The initiative to environmental purchasing must always come from 

the top management of the firm. Especially with small firms, where the environmental 

commitment has often personified to few persons, the awareness of the management plays 

a crucial part. 

 

Drumwright (1994, 4-8) classified four different types of companies performing socially 

responsible buying. The classification is made of firms that are known for their social 

responsibility, which makes it difficult to apply the framework to “normal” companies. 

The companies in mining industry do not belong to any of these groups determined by 

Drumwright, as they do not consider environmental issues considerably.  

 

The second company type in the classification was “symbolism” meaning companies, 

where the social responsibility is part of the strategy and recognized by the management. 

Some of the customers from chemicals and metal industries could belong to this group as 

they are often scrutinized by outside officials and deal possibly with hazardous materials. 

In this company type the socially responsible buying begins with the products of low-

importance that could mean the LPP pump.  

 

Rest of the customers of Larox Flowsys fall into the category of “opportunes” where 

socially responsible buying is initiated only due to the competitive advantage it may bring. 

As these companies do not aim at comprehensive approach to socially responsible buying 

these customers are not the main target audiences for environmental marketing 

communications. When or if the environmental issues root to the organization, these 

companies may become the “symbolist” ones performing more comprehensive socially 

responsible buying.  

 

5.8     The environmental features of LPP pump compared to competition 

 

Larox peristaltic pumps have many environmental advantages when compared to other 

pump types and also to other hose pumps. They for example are more energy-efficient, 

which is a very important feature in the customers’ opinion. They also need less lubricant, 
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have longer lasting hoses and are easy to maintain, meaning that they produce less waste 

during their life-cycle. Larox peristaltic pumps have brought many benefits to their 

customers from the environment’s point of view. For example US mineral processing 

company chose Larox peristaltic pumps to their project as they possess benefits such as 

increased hose life, low lubricant need, low energy consumption and decreased 

maintenance costs. These advantages were mainly emphasized from cost savings point of 

view, but at the same time they increase environmental performance of the pump. 

(Application bulletin, 01/2008) In Alcro-Becker, screw pumps were used for feeding 

emulsions to dissolvers and to the finishing tanks. When the screw pump run dry the 

mechanical sealing got often damaged. As a result of the mechanical seal wear, it started to 

leak creating environmental problems to the process. As the company emphasizes 

environmental values and aims at complying with the requirements of the ISO14001 

standard, the pump needed to be changed. Due to technical differences, no such problems 

occurred when Larox peristaltic pump replaced the screw pump. (Application bulletin, 

02/2006) The environmental benefits of the LPP pump are described here and a 

comparison to competing products and companies is made. 

 

5.8.1     Environmental features of LPP pump  

 
The environmental benefits of LPP pumps are drawn from their technical features which 

were described in chapter 5.3.2. The LPP pump consumes less energy than other hose 

pumps because the pump rotor rolls along the hose instead of sliding. This rolling design 

results in no friction and therefore, no lost heat is generated. With competing hose pumps, 

the friction generates lost heat that in turn means mechanical work, which is produced by 

the electric motor that takes its energy from electrical network. Therefore, the energy 

consumption of the competing pump is increased. The reduced energy consumption of LPP 

pump affects the greenhouse effect, as the CO2 (Carbon Dioxide) emissions generated from 

energy production are reduced. When Larox peristaltic pump and a competing pump 

operate with the same speed, the competing pump gets heated up to 80 degrees whereas 

with Larox pumps the temperature remains in 40 degrees. Therefore, the LPP pump 

enables a smaller motor selection meaning that the pump is able to produce the same flow 

rates with smaller motors than competing pumps. A smaller motor means smaller energy 
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consumption and thus LPP pump consumes close to ¼ of the energy consumed by 

competing hose pumps.  

 

One customer of Larox Flowsys, Delta Chemicals, used a traditional peristaltic pump in 

their process, but after switching to LPP pump, a smaller pump motor could be used 

decreasing the energy consumption of the pump (Application bulletin, 06/2007). In USA a 

firm replaced its conventional peristaltic pump in slurry control with LPP-T65 pump. As 

the 100 mm hose pump of the competitor was replaced with LPP-T65 pump, the energy 

consumption decreased considerably as the motor size could be divided to half and the 

pump size decreased from 100 mm to 65 mm. In addition the hose lifetime got extended, 

the lubricant need was reduced, the hose change became easier and faster therefore, easing 

the overall maintenance of the pump. (Application bulletin, 06/2008) 

 
Another feature that can be considered as an environmental benefit of Larox peristaltic 

pumps is that they do not need gland water in contrast to centrifugal pumps in which the 

water consumption may due to this fact be extensive. As centrifugal pumps need to be 

sealed so that the medium does not get to the mechanical parts of the pump, there exists a 

need for the gland water to prevent the medium to leak, to cool down and keep clean the 

box between the axel and the seal. This so called box water needs to be pumped to the seal 

and to be of higher pressure than the medium inside the pump so that the medium will not 

leak and therefore, it also increases the energy consumption of the pump. The box water 

must be extremely pure and therefore, before it is pumped to the seal, it must be cleaned, 

using cleansing chemicals. The water consumption with centrifugal pumps is considerably 

high as it can be almost 100 m3 per pump in one year. If there are several pumps in one 

plant, the water consumption may be several thousands of cubic metres. With hose pumps, 

there exists no need for the gland water because the medium is entirely inside the hose. 

This environmental argument is only applicable when comparing the LPP pumps to 

centrifugal pumps and therefore, it is not very useful as hose pumps and centrifugal pumps 

rarely compete in the same applications. In addition, every other hose pump also possesses 

this benefit. 

 
Always when there is mechanical touch, there also exists at least a little bit of friction. In 

Larox peristaltic pumps there however is a lot less friction and therefore, the need for the 

lubricant is smaller than with conventional hose pumps. As the rotor rolls along the hose, 
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only a small amount of lubricant is needed on the surface of the hose. In other hose pumps 

the heat generated from the friction needs also to be transferred by the means of some fluid 

to the pump casing from where it evaporates to the air. As in Larox peristaltic pumps the 

heat from friction is minimized, there is no need to use lubricant to this heat transferring 

either. When the need for lubricant is minimized it results in less waste. When comparing 

competing pumps of Watson-Marlow Bredel and Verderflex to Larox Flowsys pumps it 

can be seen that the need for lubricant in competing pumps is approximately five times 

higher than in LPP pumps.  

 

Table 13. The lubricant need of different pumps 

 
The need for lubricant with different pump sizes 

(litres) 
25 mm 40 mm 65 mm 80 mm 

LPP pumps 0,8  1  3  8  

Bredel pumps 2  5  20 40  

Verderflex pumps 2  5  25  35  

 

As the above Table 13 shows, the difference in lubricant need is quite influential. The 

information in the table is gathered from the technical datasheets of the three companies. 

When considering plants where more than one pumps (let us say 5 pumps of 80 mm) are 

operating, it makes a great difference if the pump system needs 40 litres of lubricant or 200 

litres. This kind of difference affects the operating costs of the pump as well as the amount 

of waste generated. For example Delta Chemicals experienced longer hose lifetime and 

reduced lubricant use compared to traditional peristaltic pumps after they switched to 

Larox peristaltic pumps (Application bulletin, 06/2007). This argument applies to other 

hose pumps but not to other pump types as they do not generally have a need for the 

lubricant. For example the centrifugal pumps which have the gland water, do not need 

lubricant at all.  

 

When considering hose pumps, the hose is the only wearing part as it is the only part in 

contact with the medium. The hoses of Larox peristaltic pumps last longer, as because of 

the rolling design and only one compression per operating cycle they do not get exposed to 

as much wear and friction as the hoses of conventional hose pumps. Therefore, the hose 
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does not have to be changed as often as in pumps with abrasive hose contact and in 

consequence less waste is generated over time as the life cycle of the product is 

lengthened. Less material is needed as the hose lasts longer. In addition, the elastomer in 

LPP hoses is not a problem waste but instead is entirely recyclable. Delta chemicals 

changed their traditional peristaltic pump to LPP pump and as a result less frictional wear 

took place increasing the lifetime of the hose and reducing the maintenance costs. With the 

previously used traditional hose pump the hose lifetime was only from 1 to 3 months. 

(Application bulletin, 06/2007) 

 

When comparing hose pumps to other pump types, other pumps have more parts that need 

to be maintained and changed as the medium gets in touch with the mechanical parts of the 

pump. In hose pumps the need for the spare parts is smaller than in other pump types and 

as the need for maintenance is minimized also the amount of waste generated during the 

life-cycle of the pump is minimized. With LPP pumps, the hose wear is decreased resulting 

in longer hose life and reduced amount of waste. The pump itself has a robust casing that is 

long lasting and in addition to hose, only the bearings, the gear box and the electrical motor 

might need to be changed and even them only rarely. The pump casing is cast-iron and 

therefore, it can be melted and reused. Larox peristaltic pumps are also equipped with hose 

leakage detector, meaning that if the hose breaks, the pump stops and no medium gets 

pumped to waste. 

 

In Raahe Steelworks the change from conventional cavity pump to LPP-T40 pump 

decreased maintenance costs considerably as the old pump required rubber stator and rotor 

change in every one to two weeks. With Larox peristaltic pumps the hose is the only 

wearing part. To maintain the pump is easy and takes less than hour. (Application bulletin, 

10/2006) Also in Tikkurila paint factory the Larox peristaltic pumps replaced screw, rotor 

lobe and diaphragm pumps. These pumps had a mechanical sealing which worn easily and 

in addition the seal leakage required continuous maintenance. The double diaphragm 

pumps had also a poorer power ratio as with LPP pumps. (Application bulletin, 02/2008)  

 

The pump itself is practically eternal but as the lifetime of the plant where the pump is 

used is limited and processes in it can change, the need for the pump may disappear or a 

different pump size or type is needed. Therefore, the final disposal of the pump may also 
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be an issue. As mentioned, the pump casing is made of cast-iron, and as it is similar to pot 

iron, it can always be melted and reused in other applications. The ideal situation would be 

that recycled materials would be used in manufacturing process of the pump but at least 

not yet, this is the case. At the moment the pump casing is subcontracted from Finnish 

suppliers, but this may change in the future. The environmental benefits of LPP pumps are 

gathered together in Table 14. 

 
Table 14. The environmental benefits of Larox Peristaltic Pumps 
 

 

 

The environmental features of Larox peristaltic pumps are not a result of research and 

development or environmentally friendly design, but more like side-effects stemming from 

the new technology which aims at ameliorating the performance of the pump while 

reducing life-time costs. This however, does not make them any less valuable. As no 

environmentally friendly products exist, only the ones that cause less harm for the 

environment (Blair, 1992, 162), the LPP pump can not be described as an environmentally 

friendly product. It however is less harmful for the environment than most competing 

pumps. In order to be able to call LPP pump ‘environmentally friendly’ a thorough life-

cycle analysis taking into account all the stages from raw material purchases and 

manufacturing to final disposal should be performed.  

 

According to Blair (1992, 171) attributes that make the product ‘green’ are for example 

sustainable production, lasting design, energy-efficiency, easy maintenance or repair and 

responsible elimination. The manufacturing process of Larox peristaltic pumps does not 

create a lot of emissions or waste, the final disposal is easy to arrange and no hazardous 

waste is included in the construction. However, the most important factors that affect the 

‘greenness’ of the pump stem from its effective use including energy consumption, small 

The environmental benefits of LPP pump              

 Low energy consumption 

 Low water consumption 

 Longer hose lifetime 

 Low need for lubricant 

 Low need for maintenance 

 Low need for spare parts  

 Easy disposal 

 Minimal seal required as the medium is 

entirely inside the hose 

 Recyclable hose 

 Durability of the pump 
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lubricant need, longer hose lifetime, easy maintenance, robust construction and low spare 

part need. Based on these arguments, the word ‘green’ can be used as a factual evaluation 

of the pump and its performance. To be able to use the phrase ‘environmentally friendly’, 

however, acquires more profound research.  

 

Successful green brands are usually based either on alternative technology or on green 

image of the company producing them (Grant, 2008, 25). In the case of Larox Flowsys and 

its peristaltic pump the possible success will be based on alternative technology as the LPP 

pump has an innovative operating principle differing considerably from that of 

competitors’. Also the environmental benefits of the pump are a result of this new 

technology. Based on customer interviews the overall company image of Larox Flowsys is 

very good, and as a Finnish supplier, customers expect high quality products. However, the 

company image is at least not yet promoted or seen specifically as green or 

environmentally friendly.  

 
Larox peristaltic pumps are considered quite expensive among the customers when 

compared to competitors. As the environmental performance of the pump is better than that 

of competing pumps the price can be a little bit higher (Polonsky, 2005, 127), but not 

considerably. The price gap between LPP pumps and competing brands can not therefore, 

be filled only with the superior environmental performance, but the pump must possess 

some real cost-savings during its life-time. The same features that make the LPP pump less 

harmful for the environment also reduce the life-time costs of the pump. Energy efficiency, 

low lubrication need, low spare part consummation and easy maintenance all bring cost 

savings for the customers which in time will make the total cost of ownership lower than 

with competing pumps. As Polonsky (2005, 128) however stated, it takes great effort to 

make the customers see the life-time costs of different products. Most customers only look 

at the purchase price which is also the problem with the LPP pump.  

 

5.8.2     Peristaltic hose pumps against other pump types 

 
As mentioned earlier the main advantage with hose pumps is that only the hose is in 

contact with the medium. Other pump types have more parts that need to be maintained 

and changed as the medium gets in touch with the mechanical parts of the pump. As the 
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need for maintenance in hose pumps is minimized also the amount of waste generated 

during the life-cycle of the pump is minimized. With diaphragm pumps the housing and 

diaphragm are exposed to mechanical wear. In progressive cavity pumps the rubber 

components of the stator get exposed for shearing wear and the mechanical joints or 

couplings for corrosion and abrasion. Also the pump casing is in constant contact with the 

corrosive and abrasive medium. Other wearing parts are the rotor and the seals. The repair 

costs are extremely high as they may even be 50-75 % of the purchase price of new pump 

unit and the maintenance time is usually one or even two days. (Riihimäki, 2007) 

 

In rotary lobe pumps there are two rotating shafts and two shaft seals. The drive shaft 

counter-rotates the driven shaft by the means of lubricated timing gears. This means that 

the need for lubricant is a considerable factor affecting the environmental performance of 

the pump. The lobes are considered as wear parts and the wear is high in abrasive slurry 

duties. This means that with abrasive materials the lobe change takes place frequently 

producing more waste. In other pump types than hose pumps, there is no waste coming 

from the hoses, but as the medium is in straight contact with many mechanical parts, their 

wear is much greater than in hose pumps and they need therefore, to be changed much 

more often. The life-cycle of the peristaltic hose pumps is also often longer than with other 

pump types. The hose change is easy to perform decreasing the maintenance costs and as 

the downtime is reduced, also the associated costs are minimized. In short, the benefits of 

peristaltic pumps from the environment’s point of view stem from its seal-less design 

meaning that only the hose is in contact with the medium, from easy and quick 

maintenance, low maintenance costs and from its dry running capability as the pump is 

able to run dry without any lubrication from outside. (Riihimäki, 2007) 

 

5.8.3     LPP pumps against other hose pumps 

 
There are two types of hose pumps: tube pumps and actual hose pumps. The new LPP-M 

pump model is a tube pump. In this study we however focus on the industrial hose pumps 

meaning the LPP-T and LPP-D pump models of Larox Flowsys and the comparable 

models of competitors. Among hose pumps there are three different modes of how to 

compress the hose: first is shoe design, where two or more fixed shoes grind against the 

hose two times per one revolution, the second is a roller design, where two or more rollers 
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locate at the end of a rotating arm compressing the hose also two times per one revolution 

and the third one utilizes a cam shaft and a roller at the end of the shaft compressing the 

hose only once per revolution. (Loudin, 2007, 1) 

 
The most important and most difficult part in the manufacturing of hose pumps is making 

the hose, which is the main element of the pump. It is obvious that the slower you run the 

pump, the better, because that way you expose the hose to fewer revolutions. This is the 

main factor when determining the lifetime of the hose: the fewer compressions, the longer 

the lifetime. Another factor that affects the lifetime of the hose is the amount of stress you 

put on the hose on one compression and the heat generated from that compression force. 

Therefore, in order to maximize the hose lifetime and eliminate downtime, the number of 

compressions should be reduced and the hose must be compressed in the less damaging 

manner.  

 
The first pump type is the most damaging when considering the hose as it generates a lot of 

heat and creates a lot of stress on the hose during one revolution. This pump type requires a 

large amount of lubricant to lubricate but also to help dissipate the generated heat from 

pump’s inside parts to its casing. These pumps also have a limited speed with which they 

can run the pump as because of high friction, the pump gets heated up very quickly. For 

example a pump of 80 mm may only run with 40 rounds per minute continuously limiting 

considerably the possible amount of produced flow. With pumps of rolling design a one 

size smaller pump can usually be used, as they can produce the flow continuously with 

high speeds. (Loudin, 2007, 1-2) 

 
The second pump type causes less damage for the hose and generates less heat when 

compressing the hose. Therefore, this pump type can have a considerably longer hose life 

than the grinding shoe design. The third type is the newest design, and the one Larox 

Flowsys currently uses in their LPP-T and LPP-D pumps. This design is very innovative as 

it compresses the hose only once during one revolution and therefore, results in increased 

hose life. As it rolls over the hose, it damages the hose much less than the previous pump 

types and generates virtually no heat. The rolling design can be compared to other two 

types with a car tyre example: if you put on the brakes and drag the tire on the road, it 

wears really quickly. However, if you let the tires roll, then less friction and heat is 

generated and the tires will last longer. (Loudin, 2007, 2-3) This is why the hose life of 
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Larox peristaltic pumps is longer than competitors’ and as the hose needs to be changed 

more rarely, less hose waste is generated and the maintenance costs are reduced. As stated 

earlier, the Larox peristaltic pumps also require only a fraction of the lubricant when 

compared to competing pumps.   

 

“Customer experience is proving that rolling pump designs have hose lifetime that is 

usually 4 – 5 times longer than shoe design pumps” (Loudin, 2007, 3). The rolling design 

in a hose pump also allows using a pump one size smaller as it is able to run with high 

RPMs (Rounds Per Minute) when compared to shoe design pumps. Even when running at 

higher speed this design damages the hose much less than conventional hose pumps 

running with lower speed. The hose change is also made very simple and it is possible to 

be performed by only one man. As a LPP-T pump of 65 mm was compared to a competing 

shoe designed pump of 80 mm operating at calcium carbonate manufacturer, the following 

results were discovered. As the size of the LPP pump was smaller, it required one third of 

the floor space required by the pump with the shoe design. Also a smaller motor could be 

selected: the LPP pumps used a 7,5 kW motor as the competing pump used a motor of 15 

kW. In result the power consummation in LPP pumps was almost half from that of shoe 

design pump (5 kW/h vs. 9 kW/h). The hose life with Larox LPP pump was higher with 

2050 revolutions and when compared to 500 revolutions of the competing pump the 

difference was considerable. This fact proves the earlier statement that single rotor rolling 

design wears the hose less than the conventional shoe design.  

 

The difference in lubricant need was huge, as LPP pump required only 1,5 litres of 

lubricant for one hose as shoe designed competitors pump required even 35 litres of 

lubricant for one hose. The LPP pump needed only 5.4 spare hoses in a year against the 10 

spare hoses of the competing pump. This affects also the required maintenance time which 

was 81 hour in one year with LPP pump and 150 hours with the competing pump. This led 

to cost savings of $11388 in one year meaning that in seven years the cost savings would 

be $80 000. (Loudin, 2007. 3-4) The Figure 17 below shows the cost structure of LPP 

pump, assuming that the lifetime of the pump would be seven years. Purchase price 

includes the price of the LPP-T65 pump with the required motor, energy costs comprise 

the total energy costs of seven years and maintenance costs include the spare parts, 

lubricant and work needed during the lifetime of the pump.  
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Figure 17. The cost structure of LPP pump (assumed lifetime of seven years). (Adapted from 

Loudin, 2007) 

 
The following Figure 18 describes the cost structure of the competitors 80 mm pump, 

which is required to produce the same job as LPP-T65. The three cost elements include the 

same features as in the LPP-T65 cost structure described and explained above.  

 

11 %

19 %

70 %

Purchase price

Energy costs

Maintenance costs

 

 
Figure 18. The cost structure of shoe design pump (assumed lifetime of seven years). (Adapted 

from Loudin, 2007) 

 
According to these figures the lifetime costs of the LPP-T65 are smaller when compared to 

the purchasing price than with competitor’s 80 mm shoe design pump. The Figure 19 

below shows this in concrete. The purchase price of the LPP pump is higher than the 

competitor’s, but after the energy costs of seven years are taken into account the LPP pump 
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is much cheaper. The maintenance costs of LPP pump and a competing hose pump type 

have a huge difference making LPP pumps two times more cost effective in the long run. 

 

LPP Shoe design

Maintenance costs

Energy costs

Purchase price

 
 
Figure 19. LPP-T65 life time costs compared to competitor’s 80 mm pump (Adapted from Loudin, 

2007) 

 
A recent comparison, also made by Loudin (2008) in a power plant in Ohio supports these 

previous results as a LPP-T65 gave superior results when compared to a competing pump 

of 100 mm using a roller design, which was the second hose pump type. The pumps were 

tested in the same application and the LPP-T pump proved to be better in every field. It had 

five times greater hose life than the competing pump when measured with revolutions, as 

in LPP-T pump, one hose lasted 2 721 600 revolutions and in competing pump only 

518 400 revolutions. The power consumption of LPP-T pump was 7.4 kW/h and when 

compared to the consumption of the competing product, 12 kW/h, the saving is almost 50 

%. The difference in lubricant need was huge: LPP-T pump needs only 0.75 gallons of 

lubricant per one hose as the competing pump uses 15.8 gallons. The maintenance time of 

LPP-T pump in a year is also lower than the competitor’s. These differences, presented 

also in the Table 15, result in considerable overall cost savings.  

 
 
 
 
 
 



  112 

Table 15. The comparison of LPP-T65 and competing 100 mm pump (Adapted from Loudin, 2008) 

 

Parameters LPP-T65 
Competitor 

100 mm 
Operating costs LPP-T65 

Competitor 

100 mm 

Power consumption (kW/h) 7,4 12 Electricity $ 3 571 $ 5 792 

Maintenance time (h/a) 60 180 Maintenance $ 350 $ 525 

Lubricant need (gallons/hose) 0,75 15,8 Lubricant $ 348 $ 9 100 

Hose life (revolutions) 2 721 600 518 400 Hoses $ 4800 $ 13 800 

                           Total $ 9069 $ 28 217 
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6     CONCLUSIONS AND RECOMMENDATIONS 

 

The aim of this study was to find out whether environmental features affect the buying 

behaviour of the customers of Larox Flowsys. One objective was also to find out whether 

the LPP pump of the company is more environmentally friendly than competing pumps. 

Based on the analysis presented in the previous chapter the answers to these questions are 

here exhibited. In this chapter the most appropriate environmental arguments for Larox 

Flowsys are also being selected and managerial implications for future operations are being 

made. The requirements for future research that arose during the research process are being 

presented in this chapter and finally the study is evaluated according to the general 

evaluation criteria of qualitative research.  

 

6.1     Results  

 

In this chapter, the three research questions are being answered with conclusions made, 

based on the received results. First, each question is analyzed separately, and finally the 

questions with the given answers are collected to a Table 16.  

 

Question 1. In what way do the environmental features of the product affect customers’ 

buying decision? 

 
Based on the results, it can be said that by praising environmental issues, Larox Flowsys is 

not able to increase the price of its pumps or sell them solely with environmental values. 

However, an environmentally friendly product can create a positive image of the company 

and therefore, contribute to its sales. In addition, environmental performance may also 

serve as a criterion that differentiates the LPP pump from competing pumps, if price and 

other valued features are approximately on a same level. The answers clearly express that 

environmental issues are not among the most important purchasing criteria, but they do 

have a positive effect on the customer’s evaluation of the product and the company in 

whole. It is also clear that not all of the customers will be affected by these issues at all in 

the near future, and clear distinctions between different industries and countries can be 
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made. Therefore, recognizing the potential target markets for environmental marketing 

communications is very important. The chapter 6.2.2 examines this issue more profoundly. 

 

The results of the marketing research indicate that most customers say that environmental 

issues do affect their purchasing decision. In this case the gap between words and actions 

can be present, especially in the countries from South-America, as giving positive answers 

is a common feature in Latin culture. The interviews prove that till now the companies 

have not considered environmental issues as one of the important purchasing criteria of 

pumps, as the most important criteria were functionality, price, reliability and availability 

of spare parts. However, when the environmental issues were directly asked from the 

customers, rather positive attitudes towards them were received. As the interviewed people 

were often the deciders in the DMU the environmental values stated by them, often 

represent the ones according to which the pump is evaluated in the company. 

Environmental issues are not often contemplated when the purchasing decision of the 

pump is made, but the problem may sometimes be that environmental features are not 

recognized in that context and even if the customers have environmental values included in 

their strategy they do not have the information on how to operate according to those values 

when purchasing pumps. Therefore, informing customers about the environmental features 

of pumps and emphasizing the benefits of LPP pumps is extremely important.  

 

No customers estimated that the importance of environmental issues will decrease in the 

future; instead most of them saw that the importance of these issues will experience a huge 

leap. As the general environmental phenomena, such as greenhouse effect and reduction of 

energy resources, become greater, more attention is paid to these issues. In many countries, 

the generation that is most aware of environmental issues, are the young people, who will 

soon sit behind the desks of deciders and as personal characteristics always affect the 

purchase decision, the environmental features of a product may soon become one of the 

most important purchasing criteria, even in B2B industry. The companies will experience 

much more pressure concerning these issues from different stakeholders in the future and, 

naturally, this pressure is further delivered to the product suppliers, as it was stated by 

some customers already. The attitudes measured today have a great importance in the 

markets of tomorrow, so even if the gap between values and actions exists now, it will 

necessarily not exist five years later.  
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Conclusion 1: Environmental features alone do not sell any pumps, but however, 

environmental performance may serve as a criterion that differentiates the LPP pump from 

competing ones, if price and other product features are on a same level. 

 

Conclusion 2: The companies do not emphasize environmental issues when making 

purchasing decision, but this may be due to the fact that they do not have enough 

information in order to do so. 

 

Conclusion 3: The environmental issues will only increase their importance in the future, 

and thus their impact on purchasing decisions of pumps will become more evident. 

 

Question 2. What differences are there between the environmental performance of the 

company’s pump and competing pumps? 

 

The second research question examined the environmental features of the Larox peristaltic 

pump compared to competitors. The answer to this question was found when already 

existent information was gathered together. The competitors of LPP pumps constitute of 

other pump types, such as diaphragm or rotary lobe pumps, and naturally of other hose 

pump brands as well. Hose pumps do have some environmental advantages over other 

pump types, such as the hose is the only part that is in contact with the medium meaning 

that only a minimal seal is required. Therefore, the hose is most often also the only part 

that needs to be changed. In other pump types other parts of the pump need regular 

changing and maintenance and therefore, more waste is generated during the life-cycle of 

the pump. The lubrication need in hose pumps is also considerably smaller than in some 

other pump types. The fact that hose pumps do not need gland water and therefore, 

consume less water is an argument that is only applicable when compared to centrifugal 

pumps, which do not very often compete at the same applications as hose pumps. Some 

environmental benefits exist between hose pumps and other pump types, but they must be 

investigated separately with each pump type. The most influential feature is the fact that 

the maintenance need and therefore, the amount of generated waste is smaller with hose 

pumps. 
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The benefits of LPP pumps against other hose pump are much more evident. The operating 

principle of LPP pump is unique when compared to any other hose pump and the most 

environmental benefits are drawn from it. The most drastic difference exists in the 

lubrication need as the competing pumps often need five times more lubricant than LPP 

pumps. This is because the rolling design of LPP pumps eliminates friction and hose wear 

and therefore, only a minimal amount of lubricant is needed to protect the hose. Other 

major advantage is the energy consumption of LPP pumps which is also a lot smaller than 

with competitors. Often this difference is caused by the fact that with LPP pumps smaller 

motor, which is using less energy, can be used to produce the same flow rate. The fact that 

in LPP pumps less friction is generated also constitutes to the lowered energy 

consumption. The hoses of LPP pumps last longer than competitors’ as they do not get 

exposed to as much wear and friction. The fact that the hoses last longer means that the 

LPP pump needs less hoses during its life-cycle, and therefore, less material is used and 

less waste is generated. In short, it can be stated that the LPP pumps do clearly have major 

advantages over conventional hose pumps.  

 

Some issues, such as recyclable hoses and materials are applicable to almost all other hose 

pumps as well, and therefore, they were not brought up. If Larox Flowsys would develop a 

hose that is considerably more recyclable or made of recycled rubber, then this advantage 

would have a much higher importance. The stages of the manufacturing process were not 

covered in the study as a thorough life-cycle analysis would have been required to do so as 

the parts of the pump are only assembled in the company’s premises. In the future Larox 

Flowsys should provide its customers and other stakeholders with as much information as 

possible about the different stages of the pump’s life-cycle in order to enable the customers 

themselves to evaluate the environmental friendliness of the pump. 

  

Conclusion 4: The environmental benefits of hose pumps stem from the low maintenance 

and spare part need as less waste is generated. Other benefits exist too, but they are specific 

to the pump type and not applicable to them all.  

 

Conclusion 5: The LPP pumps hold several environmental benefits over conventional hose 

pumps, such as lower energy consumption and lubricant need, longer lasting hoses and 

easier maintenance. 
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Question 3. Should the company use environmental arguments in the marketing 

communications of the pump and if so, which kind of arguments could be utilized? 

 
The prerequisite for using environmental arguments is that there truly is something 

worthwhile to communicate about. As the answer to the second research question showed, 

the LPP pump of Larox Flowsys truly possesses environmental benefits that competing 

pumps do not have. Therefore, the prerequisite for environmental arguments’ use does 

exist. As also the customers of the company stated that environmental features may act as a 

differentiating factor if other features of the pump are on the same level, the use of 

environmental arguments is well argued. Nearly all of the customers emphasized, that they 

do want to learn about these things and that the environmental issues should be clearly and 

candidly communicated to them. Without knowing the facts it is most certain that they are 

not paid attention to. Larox Flowsys should, therefore, use environmental arguments in 

their marketing communications along with the traditional sales arguments. The company 

should also plan how to use environmental communications in general instead of just 

making environmental arguments. In order to accomplish this goal, the action plan for the 

company is described in chapter 6.2.2.  

 

As it was presented in the answer to the first research question, even if the pumps are not 

purchased based on environmental features, the importance of these issues will only rise in 

the future and communicating them now, can affect the mind later. Therefore, Larox 

Flowsys should not wait until environmental issues are one of the major purchasing 

criteria, but start planning and conducting environmental communication right away so that 

when the customers begin to appreciate these issues more, the peristaltic pumps of Larox 

Flowsys would already hold an image of environmentally beneficial product. Larox 

Flowsys should not hide the environmental features of the pump, but communicate them to 

stakeholders. Choosing the right arguments can benefit the company considerably and help 

it to differentiate from competitors.  
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Figure 20. The selection of environmental arguments for Larox Flowsys. 

 

According to the framework of Ilmola & Linnanen (1997, 144), first stage when choosing 

the environmental arguments is to list all the possible environmental benefits that the 

product possesses. The process of selecting the environmental arguments is shown in 

Figure 20. In the case of LPP pumps, these benefits are: low energy consumption, longer 

hose lifetime, lower water consumption, minimal seal required, recyclable hoses, easy 

disposal and lower waste generation. The waste generation includes the features of fewer 

spare parts, better durability of the product and low need for lubrication and maintenance 

as they all contribute particularly to this argument.  

 

The next step is to select the arguments appreciated by the customer. Here all the features 

mentioned by the customers in market research or in customer interviews are selected. 

Clearly the most important environmental arguments were the low energy consumption 

and longer hose lifetime. In addition to these, also water consumption, minimal seal 

required, recyclable hose and lower waste generation were emphasized by some customers. 

The only feature that none of the customers held as an important one, was the easy disposal 

of the pump.  
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The third phase cuts down the most arguments stated this far, as all the arguments, 

possessed also by the competing products, are removed. The argument considering water 

consumption applies to all hose pumps and to some other pump types as well, and 

therefore, it is not a very suitable argument to use. Minimal seal required, that was stated 

as the most important environmental feature of the pump in Chile and in Germany, is also 

a feature that is held by all other hose pumps as well and therefore, it does not bring any 

kind of competitive advantage to Larox Flowsys. In addition, all the hose pumps have quite 

similar hoses and, at least not yet, big differences between their recyclability exist.  

 

Thus the three remaining environmental arguments are: lower energy consumption, longer 

hose lifetime and lower waste generation during the life-cycle of the pump. As only three 

potential arguments remain, they are all selected to be used in the marketing 

communication of the Larox peristaltic pump. These arguments are easily understandable 

and do not include any vague expressions. They are also unique in a way that the 

competitors do not possess the same benefits. These selected arguments are the ones which 

can differentiate LPP pumps from competing ones, but especially as the environmental 

information concerning pumps is still on a very low level, all the environmentally positive 

features should be communicated to customers, but maybe with lower intensity.  

 

Conclusion 6: As the prerequisite for using environmental arguments does exist and the 

customers want to know about these issues, Larox Flowsys should use environmental 

arguments in their marketing communications.  

 

Conclusion 7: The selected environmental arguments to be used in the marketing 

communications of LPP pumps are low energy consumption, longer hose lifetime and 

lower amount of generated waste. 
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Table 16. The answers to the three research questions. 

 

 
 

Answers to research questions Research questions 

1.  

2.  

In what way do the environmental 
features of the product affect 
customers’ buying decision? 

What differences are there 
between the environmental 
performance of the company’s 
pump and competing pumps? 

Should the company use 
environmental arguments in the 
marketing communications of the 
pump and if so, which kind of 
arguments could be utilized? 

Conclusion 1: Environmental features alone do 
not sell any pumps, but however, environmental 
performance may serve as a criterion that 
differentiates the LPP pump from competing ones, 
if price and other product features are on a same 
level. 
 
Conclusion 2: The companies do not emphasize 
environmental issues when making purchasing 
decision, but this may be due to the fact that they 
do not have enough information in order to do so. 
 
Conclusion 3: The environmental issues will only 
increase their importance in the future, and thus 
their impact on purchasing decisions of pumps will 
become more evident. 

3.  

Conclusion 4: The environmental benefits of hose 
pumps stem from the low maintenance and spare 
part need as less waste is generated. Other benefits 
exist too, but they are specific to the pump type and 
not applicable to them all.  
 
Conclusion 5: The LPP pumps hold several 
environmental benefits over conventional hose 
pumps, such as lower energy consumption and 
lubricant need, longer lasting hoses and easier 
maintenance. 

Conclusion 6: As the prerequisite for using 
environmental arguments does exist and the 
customers want to know about these issues, Larox 
Flowsys should use environmental arguments in 
their marketing communications.  
 
Conclusion 7: The selected environmental 
arguments to be used in the marketing 
communications of LPP pumps are low energy 
consumption, longer hose lifetime and lower 
amount of generated waste. 
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6.2     Environmental marketing communications action plan  

 

A product’s primitive function is to create value for the customer. The value that the 

customer perceives is stemmed from the benefits of the product which in turn are 

developed from the different features of the product. In order to make a successful product, 

it must fulfil this assignment of value creation. The features of the LPP pump bring 

benefits to customers, such as lowered life-cycle costs and possibility to pump hazardous 

media. The same features that bring cost savings during the pump’s life-cycle also bring 

environmental benefits. At the moment the cost savings are creating more value for the 

customer than environmental benefits, but the tendency is that environmental issues are 

being viewed as more and more important and therefore, the value generated from 

environmental benefits is going to increase. Already now, environmental benefits are seen 

as a value in some industries and countries, mainly in Europe and especially in Nordic 

countries. The function of the marketing communications of the company is to 

communicate the benefits of the product to the customer in a way that they increase the 

product’s value in customers’ assessment. It is therefore, evident that Larox Flowsys 

should communicate the environmental benefits of its peristaltic pumps to customers 

aiming at creating additional value for them.  

 

In this chapter an action plan, telling how the use of environmental communications should 

be accomplished, is made. At first an overall strategy, of how environmental 

communication should be used in Larox Flowsys and at what level, is formed after which 

the most potential target markets for environmental communication are presented.  Next 

the content of the message is planned more thoroughly in addition to the used media 

through which it should be communicated. Afterwards, some suggestions on how even 

more benefits could be reached by the means of environmental communications in the 

future are made. The main steps of the action plan are described in Figure 21. 
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Figure 21. The stages of the environmental marketing communications action plan 
 

6.2.1     Environmental communications strategy 

 

The shift in the company’s marketing towards more environmental marketing 

communications must be made, but at least at the beginning only at tactical level. It is 

unrealistic to assume that greening would take place at strategic level, as it would require 

an entire change of philosophy and redesigned operations. Considerable changes in 

business practises are barely achieved meaning that the greening is neither quasi-strategic. 

The procedures of tactical greening include for example promoting the products from the 

environment’s point of view that is the case with Larox Flowsys. When developing the 

pump, the environmental features were generated only as a side-effect, not being the 

primary goal of the research and development. In the future when environmental issues 

become more important, Larox Flowsys should consider including environmental values to 

the overall business strategy and operations of the company. However, at the moment, this 

kind of greening would be overstated at the business environment where the company 

operates.  
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South-Africa (Energy) 

Strategy 

Message content 

Three selected 
arguments 
 
“LPP damages the 
environment less 
than competing 
pumps” 

Media 

Articles 

Internet 

Brochures 

Direct mailings 

Personal selling 
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The environmental message of Larox Flowsys is clearly concentrated on the product image 

of LPP pumps instead of a corporate image as all the environmentally beneficial features 

are situated in the pump. If the company starts to pay attention to environmental issues on 

a more general level, the emphasis may change. The brand of the LPP pump was seen as 

quite positive, but in order to be constituent with the higher price, the brand name must be 

further strengthened. Environmental benefits may be helpful here and the brand could be 

enhanced with those values. Even if the environmental message of the company is 

concentrated on the product image, building a company image can not be avoided as the 

company sending the environmental message must be seen as highly reliable and credible 

in order to create efficient communications and make the customers to believe the 

message. Therefore, Larox Flowsys must also pay attention to general issues concerning 

environment and maybe include environmental values in the general values of the 

company. This is a long-term investment that requires commitment from the top 

management of the company.  

 

Environmental arguments are only one part of environmental communication and 

therefore, the sole use of the selected arguments is not enough. Instead the whole 

environmental marketing communication efforts must be planned. Environmental 

communications consist of environmental certificates, environmental reports and product 

descriptions, environment related press releases or editorials and environmental arguments. 

In the case of Larox Flowsys especially environment related press releases and editorials in 

addition to environmental arguments could be most useable, but in the future the company 

should also consider acquiring an environmental certificate or producing an environmental 

report. These operations however require much effort and therefore, they should not be 

applied at the beginning when the company is just taking baby steps towards 

environmental marketing.  

 

6.2.2     The target markets for environmental communication 

 

The target markets for environmental communication are selected according to our factors: 

from whom the biggest change in behaviour can be expected, who makes the actual 

decisions in the company, who make their decisions based on environmental arguments 
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and who affects the company’s success the most. Before determining these groups it must 

however be selected which one of its stakeholders the company tries to reach with 

environmental communication. In this case the customers of the company are the most 

important group as the goal is to change their purchasing behaviour with environmental 

communication. In this chapter the different customer groups of Larox Flowsys according 

to their industry, country and type are analyzed in order to find the best target markets 

among them. 

 

In this study companies from mining, chemicals, engineering, OEM and metal industry 

were interviewed making it therefore, difficult to analyse the rest of the industries where 

the customers of Larox Flowsys operate. A clear distinction can however be made between 

mining companies and other industries, because the tendency in mining industry is that as 

the processes are so big and as they burden the environment significantly, the 

environmental impacts of a rather small pump are not considered. Chemical industry is a 

potential target market as its processes are highly controlled and the environmental impacts 

tightly scrutinized. Other potential target markets could also be food and beverage 

industry, metal industry, energy production and waste water treatment. The results of the 

market research were inconsistent with the customer interviews as they depicted that 

customers from mining industry were quite interested in environmental issues and that 

their purchasing decision is affected by environmental criteria. As most of the customers of 

Larox Flowsys are mining companies, their behaviour affects the success of the company 

the most. Therefore, even if the main efforts of environmental communication should be 

focused on other industries, the mining industry should not be forgotten as it is possible 

that they would also be affected by environmental communication. In other industries 

however the potential change in behaviour would probably be greater.  

 

In the theoretical part the potential target markets for environmental communication were 

divided into three groups: environmental markets, environmentally sensitive markets and 

environmentally stiff markets. In environmental markets environmental arguments are one 

of the main criteria for the buying decision. At the moment the customer industries of 

Larox Flowsys do not include this kind of environmental markets but in the future some of 

them might potentially become that. In environmentally sensitive markets the 

environmental factors are not yet critical but the company and its products can be 
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effectively marketed through environmental arguments. Chemical industry, metal industry, 

food and beverage, energy production and waste water treatment might belong to this 

group and are therefore, the most potential industries to become environmental markets 

some day. Already now, the environmental communication can bring good results in these 

markets. Mining industry probably belongs to the environmentally stiff markets at least 

from the point of view of pump marketing. Bigger equipment and processes may use 

environmental arguments but when considering pumps, the use of environmental 

arguments would probably be not that influential.  

 
The companies were divided into different types in the theory based on how they perform 

environmental buying. The groups towards which environmental communications should 

be directed are the ones where environmental values are a part of the company strategy and 

are stemming from inside the company. The opportunes are the ones who perform socially 

responsible buying to gain competitive advantage. From the point of view of Larox 

Flowsys, all of these company types may be potential target markets, but the ones where 

environmental values are included in the company strategy the environmental buying is 

probably more long-term. The opportunes follow only the hot trends and topics, and may 

change their behaviour very quickly. Therefore, the main emphasis of environmental 

communication should be on the companies belonging to the groups of founder’s ideals or 

symbolism. If a change in their behaviour is generated, it is probably lasting.   

 

Most of the interviewed customers, who stated that environmental issues matter, belong to 

the first two groups (founder’s ideals and symbolism). Often if a company makes the effort 

to acquire an environmental certificate or to produce an environmental policy, these issues 

are considered in a company on a strategic level. Based on the interviews it can also be 

stated that the nearer the company operates the consumer surface, the more environmental 

issues matter. Therefore, those companies would be the ones from which the biggest 

change in behaviour could be expected. Inside the company, the environmental 

communication should be directed to the people who make the final purchasing decision. 

Their values are the ones, according to which environmental issues are contemplated. In 

this case the deciders were often the foremen of maintenance or engineering departments. 

The person making the decision is often also the contact person in the customer’s company 
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and therefore, personal meetings and direct mailings are good ways to let them know about 

the environmental features of the pump.  

 

When the purchasing situation is a straight rebuy, environmental issues do not hold much 

of an importance as the purchasing is routine and very little attention is paid to compare the 

different features of the pumps, let alone environmental ones. Therefore, the environmental 

marketing communications should focus on new purchase situations, where the pump 

selection and the features of the pump are more thoroughly contemplated. Larox Flowsys 

could also try to steal customers from competitors emphasizing the environmental benefits 

of its pumps. The environmental marketing communications efforts should mainly be 

directed at potential customers and current ones from which additional purchases could be 

expected. Keeping existing customers happy has also a significance importance, and 

therefore, environmental benefits of LPP pumps must be communicated to them as well 

but not with the same intensity as to new ones.  

 

People in different countries value environmental issues differently and therefore, 

marketing with these values to places where they do not yet matter is not worthwhile. In 

those countries where environmental consciousness is on a high level the environmental 

communication should be initiated immediately and in a most versatile manner possible. It 

is also important to emphasize the right issues in the right country, as for example in 

South-Africa and Chile, energy consumption is the most important argument. South-Africa 

had also other environmental issues that should be emphasised therefore, forming a good 

target for environmental marketing. Chile is a more complex country as the actual impact 

of environmental issues remained quite unclear. It is however clear that the environmental 

features of the pump should be informed in a larger scale, as many people may not know 

about these issues. USA may not be the main market for environmental thinking, but the 

arguments creating also cost-savings should be pointed out.  

 

Australia is a potential target country for environmental marketing, because even though 

environmental features do not affect the purchasing decision considerably, the values are 

starting to take the right form and some industries are certainly environmentally sensitive. 

In Europe the environmental consciousness is most substantial; especially countries from 

Nordic and Central Europe are trying to act as leaders in environmental thinking. A gap 
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between talk and actions still exist in many countries but in the future this will probably 

narrow down. Environmental issues are clearly seen as a value and therefore, 

environmental communication should be used. The countries in the South-America, such as 

Brazil and Peru, seemed to hold environmental issues very important. The gap between 

talk and actions does exist, but still these countries are potential target markets as their 

values are very positive towards environmentalism.  

 

6.2.3     The message and the media channel 

 

The environmental communication is most efficient when it is carried out through 

customers own language. In this extent, Larox Flowsys is quite competent as they produce 

multiple language versions of their brochures and other marketing material. It is also 

important that the issues that are important for the customers are emphasized, and as the 

selected environmental arguments fulfil this criterion the ultimate environmental marketing 

communications message should be built around the three selected arguments. The 

communications must be clear, efficient and sincere, and therefore, features that cannot be 

proven should not be promoted either. It has been said that the environmental message 

should be based on scientific facts and therefore, Larox Flowsys must do more research 

and comparisons to produce material that backs up the selected message and arguments. 

The customers want proof.  

 

The environmental message should be repeated in as many media as possible and as many 

times as possible. The core of the message should be the one Larox Flowsys wants its 

customers to remember. In the case of pumps the environmental arguments are built 

around the three selected features, but the core of the message that should be emphasized 

in each case is the one that LPP pumps damage the environment less than the competing 

brands. The message should also be quite specific, meaning that it must be clearly stated 

that the environmental arguments apply to the LPP pump and not to the whole company 

and its products. When talked about waste production, it must also be stated that the less 

need for lubricant, lower need for maintenance and more durable product are the divisions 

of this feature. The arguments used in, for example, advertisements should be more 

profoundly explained in the marketing materials giving customers factual information. For 

example application stories concerning environmental performance and comparisons 
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between LPP pump and competing ones are great ways to really inform the customer in a 

believable way. 

 

It must not either be forgotten, that the other features of the product are still more 

important than environmental ones and to be successful they must be on a same level as 

with competing brands. Therefore, even if environmental communication is used, it is 

important to bring the other advantages of the pump along and remind customers that the 

environmental benefits are only an addition to the previously expressed advantages of the 

pump. Total cost of ownership is an important argument, but as stated in the theory its use 

is very difficult as customers are usually less holistic when evaluating products. This 

argument should thus be emphasized in every media possible and produce more economic 

comparisons in order to prove the fact to customers. 

 

When communicating the environmental features it could be beneficial to emphasize 

different issues at different times and to different target audience. As the resources are 

restricted the best results are received when one customer group, for example chemical 

industry in Europe is selected, and the environmental message is communicated to them 

during one time period through every possible media: advertisements, editorials, mailing 

campaigns and customer visits. After that another group is selected and communication 

efforts are directed towards them. The media selection is very important and before 

creating new channels, the message should be communicated through existing ones. Direct 

marketing letters and customer magazines are a way to directly inform the customers of the 

company’s products and their eco-performance. Larox Flowsys does not have a customer 

magazine, but direct mailing campaigns through snail mail as well as e-mail newsletters 

could be very efficient. Writing articles and creating environmentally positive public 

image through public relations is also extremely important. 

 

Internet is today the most important marketing channel, and the web pages of Larox 

Flowsys should contain all the information concerning environmental issues. The idea is 

that the attention of customers may be set off with an ad where only few environmental 

arguments are used or with brochures where environmental arguments are mentioned 

without further explanation, but when the customer goes to the web page, they can find 

information that backs up the arguments and explains them in a more profound manner. 
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The power of personal interaction should neither be forgotten. It is an extremely good way 

to inform customers especially when the message does not yet respond to their current 

values and expectations. The sales personnel of Larox Flowsys should be trained in order 

to be able to argument the environmental features and their backgrounds to customers in a 

credible way. In conclusion, Larox Flowsys should include some of the most important 

environmental features of the pump to the brochures, datasheets and other marketing 

material. In addition published articles in industry magazines are a reliable way to 

communicate the environmental features.  

 

6.2.4     Possible future actions 

 
At the moment the company should operate according to the action plan mentioned above, 

but if more benefits from environmental marketing are sought in the future, Larox Flowsys 

must consider some more dramatic changes in their operations and further enhance their 

environmental actions. The company should consider if they see a need to deepen up the 

environmental actions in a way that the operations of the company would be scrutinized 

from the environment’s point of view and actual environmental marketing, including all 

the aspects of 4P’s, could began. The possible future actions to perform environmental 

marketing are presented in Table 17. 

 

Table 17. The possible future actions 
 

 

 
One possibility for Larox Flowsys is to create its own environmental policy or consider the 

possibilities of environmental certification system and environmental reporting. 

Environmental reporting is part of the company’s external communication, but producing 

an environmental report requires a lot of resources and should, at least not yet be 

The possible future actions              

 Environmental policy 

 Environmental certificate 

 Environmental reporting  

 Creating environmental values 

 Measuring environmental impacts  
 
 Further enhancing environmental 

features of products  
 

 More environmentally friendly solutions 
in manufacturing
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considered. The company should begin with more basic environmental activities, such as 

with creating an environmental policy and including environmental values in the company 

strategy. Internal and external communication concerning environmental issues should also 

be in a good level before further actions. Measuring the environmental impacts of the 

company, its processes and products is also one step that must be taken before 

environmental certification or reporting should be considered.  

 
Acquiring an environmental certificate involves a lot of work and hiring skilled persons. 

With environmental certificate the company would force itself to take these issues into 

consideration. It could also enhance the overall company image as it proves to the 

stakeholders that the company operates according to sustainable development. It is also a 

possibility that the certified customers of Larox Flowsys will require environmental 

certificate from their suppliers as well. Therefore, even if the company does not yet plan to 

acquire environmental certificate it should be prepared to its possible need in the future by 

beginning the other environmental actions mentioned above.  

 
At the moment, the environmental features of the pump are only a side effect, but in the 

future, the environmental features should be considered already in the research and 

development (R&D) phase and enhanced even further. For example the use of recycled 

materials in the manufacturing stage would be an ideal situation. Also the reuse and repair 

of parts, which was an important environmental feature in many countries, could be one 

solution. Features such as human rights during manufacturing process are important issues 

too. The human rights in Finland are naturally on a good level, but as most of the parts of 

the pump are subcontracted from other companies, their working conditions should also be 

investigated in order to be able to promote these issues. The overall manufacturing process 

including the used raw material and parts should be evaluated and more environmentally 

friendly solutions searched. In order to become really an environmentally conscious 

company, Larox Flowsys should take environmental issues into consideration in all their 

operations and different stages of their products’ life-cycle.  
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6.3     Evaluation of the quality of results  

 
In qualitative research the evaluation of the study means evaluating the validity and 

reliability of the study. The main research method in this study was content analysis and 

thus the validity of the study is highly related to the validity of data gathering. The primary 

data was gathered through interviews and it can be said that the data received, fulfils its 

function to answer the research question one. The selection of interviewees inside the 

companies was successful, as the people interviewed were in most cases the persons who 

are highly involved in the purchasing decision of the pump. Thus the values they possess 

are often the ones with which the pump is purchased and thus the ones that matter. The 

selected person was also familiar with the overall purchasing process in the company, 

concerning equipment such as pumps, and was therefore able to give professional 

responses. Quite many customers were interviewed enhancing the representativeness of the 

data. The selected companies were also important customers of Larox Flowsys and 

represent several different industries. However, all the companies operate in Finland which 

is disadvantageous as Larox Flowsys is a highly global company. Interviewing foreign 

customers would however been very difficult and expensive and therefore, the 

interviewees were selected from inside the borders of Finland. With a wider geographic 

reach more reliable results could have been received as Finland is probably more 

environmentally conscious as many other countries where Larox Flowsys operates in.  

 

Some international perspective was however achieved through representative interviews 

and through the outsourced market research being a valuable addition to the basic 

interviews. The representative interviews gave a general view on what is the situation in 

different countries. However, only from one person’s point of view and thus the results can 

not be highly generalized. The market research focused on five countries quite profoundly. 

The results were in some cases consistent with the results gotten through the interviews but 

in many cases it was unclear if the answerers were truly honest. Especially in South-

America, the respondents gave really optimistic answers that doubtfully coincide with the 

reality. As each feature received a value that was over four (4) the reliability of the results 

may be questioned. The characteristics of the Latin culture may cause a phenomenon that 

good values are given more, or even too, easily and therefore, the overall results may be 
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misleading. Thus, the results are not as reliable as one could have wished for, but at least 

they give some direction on how things are seen and valued in different countries.  

 

The interview topics were well chosen, covering all the important issues concerning the 

study. The order of the questions was also succeeded as the questions were arranged in a 

way that it was not obvious in the beginning that environmental issues are the main topic, 

but first the general purchasing behaviour was questioned. This showed that if the 

importance of environmental issues is not directly asked from the customer, environmental 

features are not included in the most important purchasing criteria. However, when asked 

directly “do environmental issues affect your purchasing behaviour?” it is much more 

difficult to say no. This is the reason why the question forms were not sent to customers 

beforehand, because then the questions in the end could have affected their answers at the 

beginning. People have a tendency to give socially acceptable answers and therefore, they 

may modify their responses according to what they wish the interviewee wants to hear. 

Environmental issues especially are a topic that everybody should take into consideration, 

but many people actually do not. Therefore, the respondents may feel a need to embellish 

their answers decreasing the validity of the data. The interviews were successful in this 

part and truthful answers were received from the customers.  

 

In the market research the question forming could have been better in order to receive 

more reliable results. For example, when customers were asked whether they compare the 

environmental effects or operating costs of a product when making purchasing decisions, 

most of them stated that they do. But it is not clear how many of those customers compare 

the environmental effects alone. One problem with the market research was also that the 

environmental features the importance of which was questioned from the customers were 

not all similar to those questioned in the interviews. For example minimal seal required 

was valued in many countries as an important feature but there is no certain information of 

its environmental purpose. The time reserved for the interviews was sufficient in all 

customer interviews and all the questions were somehow answered. The representative 

interviews suffered from the lack of time which was extremely limited. Therefore, the 

interviews went forward with high pace and not all the questions always got an answer. 
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Validity of the study can be enhanced with triangulation as it is described in the 

methodology. In this study the multiple data triangulation is existent and enhances the 

validity as data is gathered from several different sources. The customer interviews, 

representative interviews and results of the market results strengthen each other and also 

point out the potentially misleading parts of one data.  

 

Problems with reliability may be associated with false interpretations and misevaluation. 

This is much more difficult to analyse than the validity of the study as this is highly 

influenced by the researcher’s emotions and views. In this case the researcher had some 

presumptions of the studied issue, but tried to avoid giving them power in the interviews 

and in the analysing stage. Evaluation and self-criticism has been exercised throughout the 

whole study. By describing the research process in the methodology part, the researcher 

has tried to give a picture how the process has progressed and thus improve the reliability 

of the study. Some direct quotes from customer interviews have been used in order to 

explain and reinforce the classifications and analysis made. All the interviews were 

examined in detail and no information was left out and neither added in order to colour the 

results.  

 

The study succeeded in answering all three research questions in a credible way. It showed 

the general values of customers, executed the comparison between LPP pump and 

competing pumps and also selected the useful environmental arguments for the company. 

The study is beneficial to Larox Flowsys as they now are aware of the values of their 

customers, and can plan their future actions according to that. The company can follow the 

action plan presented in the conclusions part or use only parts of it in its future operations. 

The study mainly focused on the environmental marketing communications but if the 

company makes a strategic decision to take environmental values into consideration more 

widely, then this thesis will probably help the company in its efforts to start its 

environmental activities.  
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6.4     Further research  

 

This chapter describes the issues that came up while making this thesis, and may require 

further studying as they could bring some advantages for Larox Flowsys. The main 

research need concerns the environmental features of the pump. As this study produced 

only a superficial comparison of the pump, more in depth study would be beneficial in 

order to prove the positive environmental features of the pump. The company needs more 

comparisons between LPP and competing pumps that focus specifically on environmental 

issues. Developing current environmentally positive features and creating new features 

would also be very beneficial in order to effectively market the pump with environmental 

values. The marketing communications message needs as much scientific proof as possible 

to back it up.  

 

Research need 1: In depth study of the environmental features of the pump 

 

The market research also showed some environmental features that the customers value, 

but LPP pump does not yet possess. One of these features was the recyclable and reusable 

spare parts, which was stated especially important in Brazil. Larox Flowsys should 

investigate the possibility to recycle spare parts or the materials they are made of and then 

use recyclable materials when manufacturing spare parts. It is also important to study if the 

quality of the parts could remain the same even if they would be recycled. If not, then this 

feature should maybe not be considered as quality is at the moment probably more 

important than environmental impact. It is also important to ensure that if the pump breaks, 

the broken part is detected and changed instead of the entire pump. One customer stated 

that when their pump breaks the whole pump is changed and the customer himself said that 

this does not sound like sustainable development.   

 

Research need 2: Developing new environmental features 

 

In order to be able to advert the pump as environmentally friendly a thorough life-cycle 

analysis is needed. This kind of analysis takes a lot of effort and time as it examines all the 

stages of the pump’s life-cycle and evaluates the environmental impacts they cause. Life-

cycle analysis could be extremely beneficial as many of the customers seemed to 
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understand its significance. In the future environmentally beneficial features, such as low 

energy consumption, may not be enough as the customers want the whole life-cycle to be 

optimized as environmentally non-harmful as possible. The market research showed that in 

Peru and Brazil taking human rights into consideration during manufacturing is really 

important, and in order to use this kind of arguments in the marketing communications of 

Larox Flowsys, they should be studied, evaluated and most preferably proved by 

independent third party. A proper life-cycle analysis would include this kind of features as 

well.  

 

Research need 3: Life-cycle analysis of the pump 

 
Another issue worth of studying is the differences in environmental attitudes between 

different target countries and industries. This study did not study companies from 

industries such as food & beverage, energy and waste water which however could be very 

potential markets for environmental marketing. Therefore, if the company wants to make a 

distinct segmentation of its customers concerning environmental values, a more profound 

study focusing solely on that purpose should be made. Country specific analysis could also 

be beneficial as they would enable effective targeting of environmental marketing 

communications only to such countries where it could have the most effect.  

 

Research need 4: Investigating the differences in environmental attitudes 

 

One research topic that could be beneficial to investigate, is, should Larox Flowsys should 

acquire an environmental certificate. Would this enhance the company’s image and status 

in the customers’ eyes and what would the drawbacks of an environmental certificate be.  

 

Research need 5: The benefits and drawbacks of an environmental certificate 
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APPENDIX 1:   Table of the performed interviews  

Interviewee Company Job title Time Place Type Main topics 

Juha 

Häkkinen 

Larox 

Flowsys 

Vice president 

Projects, 

Special 

Products and 

R&D 

20.5.2008, 

klo 12.00 

Larox 

Flowsys, 

Lappeenranta 

Theme 

interview/ 

internal/ in 

person 

Features of the 

pump 

Current sales 

arguments 

Matti 

Riihimäki 

Larox 

Flowsys 

Vice Presidet, 

Pump Products 

20.5.2008, 

klo 13.00 

Larox 

Flowsys, 

Lappeenranta 

Theme 

interview/ 

internal/ in 

person 

Features of the 

pump 

Current sales 

arguments 

Helena 

Byckling,  

Larox 

Flowsys  

Marketing 

manager, 

Pump Products 

26.5.2008, 

klo 12.00 

Larox 

Flowsys, 

Lappeenranta 

Theme 

interview/ 

internal/in 

person 

Current sales 

arguments 

Jatta Kupias 
Larox 

Flowsys  

Marketing 

manager, 

Valve products 

26.5.2008, 

klo 12.00 

Larox 

Flowsys, 

Lappeenranta 

Theme 

interview/ 

internal/ in 

person 

Current sales 

arguments 

Kimmo 

Aura 

Larox 

Flowsys 

Vice presidet, 

Sales and 

Marketing 

2.6.2008, 

klo 9.00 

Larox 

Flowsys, 

Lappeenranta 

Theme 

interview/ 

internal/ in 

person 

Current sales 

arguments 

Anthony 

Clark 

Larox 

Flowsys 

Inc. 

LPP Product 

Manager 

10.6.2008, 

klo 10.00 

Larox 

Flowsys, 

Lappeenranta 

Half-

structured/ 

representative/

in person 

Environmental 

issues in the 

current country  

Rod Jorna 
Larox Pty 

Ltd. 

Sales 

representative, 

Australia 

10.6.2008, 

klo 13.00 

Larox 

Flowsys, 

Lappeenranta 

Half-

structured/ 

representative/

in person 

Environmental 

issues in the 

current country  

William 

Chabant 

Larox S.A. 

Ltd. 

Sales 

representative, 

South-Africa 

10.6.2008, 

klo 13.30 

Larox 

Flowsys, 

Lappeenranta 

Half-

structured/ 

representative/

in person 

Environmental 

issues in the 

current country  

Yanko 

Tirado 

Larox Chile 

S.A. 

Sales 

representative, 

Chile 

10.6.2008, 

klo 14.00 

Larox 

Flowsys, 

Lappeenranta 

Half-

structured/ 

representative/

in person 

Environmental 

issues in the 

current country  
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Hiro Moser 
Hamberger 

Armaturen 

Sales 

representative, 

Switzerland 

11.6.2008, 

klo 18.00 

Hotel Lappee, 

Lappeenranta 

Half-

structured/ 

representative/

in person 

Environmental 

issues in the 

current country  

Tommy 

Möller 
Scanrox 

Sales 

representative, 

Denmark 

12.6.2008, 

klo 12.00 

Restaurant 

Olé, 

Lappeenranta 

Half-

structured/ 

representative/

in person 

Environmental 

issues in the 

current country  

Gunnar 

Hansen 

Brevik 

Process 

Sales 

representative, 

Norway 

12.6.2008, 

klo 12.30 

Osuuspankki, 

Lappeenranta 

Half-

structured/ 

representative/

in person 

Environmental 

issues in the 

current country  

Kees Lock 

Rotary 

Trading 

Company  

Sales 

representative, 

Netherlands 

12.6.2008, 

klo 14.00 

Osuuspankki, 

Lappeenranta 

Half-

structured/ 

representative/

in person 

Environmental 

issues in the 

current country  

Todd 

Loudin 

Larox 

Flowsys 

Inc. 

President of 

operations 

13.6.2008, 

klo 12.30 

Osuuspankki, 

Lappeenranta 

Half-

structured/ 

representative/

in person 

Environmental 

issues in the 

current country  

Kimberly 

Powell 

Larox 

Flowsys 

Inc. 

Project 

Engineer & 

Proposals 

13.6.2008, 

klo 14.00 

Osuuspankki, 

Lappeenranta 

Half-

structured/ 

representative/

in person 

Environmental 

issues in the 

current country  

Hannu 

Pesonen 

Outotec 

Oyj. 

Project 

Manager 

16.6.2008, 

klo 9.00 

Outotec, 

Espoo 

Half-

structured/ 

OEM/in 

person 

Buying 

behaviour 

Green Values 

Larox Flowsys 

and LPP Pump 

Tarmo 

Mäkeläinen 
Omya Oy 

Project 

Manager 

16.6.2008, 

klo 13.00 
Omya, Förby 

Half-

structured/ 

customer/in 

person 

Buying 

behaviour 

Green Values 

Larox Flowsys 

and LPP Pump 

Janne 

Kauppi 
Larox Oyj. 

Sourcing and 

Process 

Management 

27.6.2008, 

klo 14.00 

Larox Oyj, 

Lappeenranta 

Half-

structured/ 

OEM/in 

person 

Buying 

behaviour 

Green Values 

Larox Flowsys 

and LPP Pump 
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Ere 

Toivonen 

Tikkurila 

Oy 

Maintenance 

manager 

2.7.2008, 

klo 12.00 

Tikkurila, 

Vantaa 

Hald-

structured/ 

customer/in 

person 

Buying 

behaviour 

Green Values 

Larox Flowsys 

and LPP Pump 

Jarmo 

Aaltonen 

Kemphos 

Oy 

Development 

Manager 

4.7.2008, 

klo 9.00 

Larox 

Flowsys/ 

Kemphos 

Helf-

structured/ 

customer/by 

telephone 

Buying 

behaviour 

Green Values 

Larox Flowsys 

and LPP Pump 

Voitto 

Hämäläinen 

Rautaruukki 

Oyj 

Foreman, 

Mechanical 

Maintenance 

4.7.2008, 

klo 13.00 

Larox 

Flowsys/ 

Rautaruukki 

Half 

structured/ 

customer/by 

telephone 

Buying 

behaviour 

Green Values 

Larox Flowsys 

and LPP Pump 

Veli-Pekka 

Kilpeläinen 

Mondo 

Minerals 

Project 

Engineer 

7.7.2008, 

klo 14.00 

Larox 

Flowsys/ 

Mondo 

Minerals 

Half 

structured/ 

customer/by 

telephone 

Buying 

behaviour 

Green Values 

Larox Flowsys 

and LPP Pump 

Ari Harjula 
IS-Pro 

Ikaalinen 

Foreman, 

Mechanical 

maintenance 

8.7.2008, 

klo 9.00 

Larox 

Flowsys, IS-

Pro 

Half 

structured/ 

customer/by 

telephone 

Buying 

behaviour 

Green Values 

Larox Flowsys 

and LPP Pump 

Antti 

Virtanen 

Suomen 

Karbonaatti 
Plant Manager 

10.7.2008, 

klo 12.30 

Suomen 

Karbonaatti, 

Lappeenranta 

Half-

structured/ 

customer/in 

person 

Buying 

behaviour 

Green Values 

Larox Flowsys  
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Theme formation 

 1. Purchasing situation of LPP pumps 

2. Purchasing process of customers 

3. The most important purchasing 

criteria 

4. Product category of LPP pumps 

5. Decision making unit 

6. Environmental friendliness 

7. Environmental certification system 

 
 

Deciding the purchasing situation and product 
category of LPP pumps 
 
Finding the most important purchasing criteria 
from customer interviews 

 
Defining the purchasing process and DMU of 
customers 

 
Defining the current image and marketing 
communications of Larox Flowsys from 
customers’ point of view 

 
Forming the notion of environmental 
friendliness 

 
Assessing the role of environment in the future 

 
Calculating the most important environmental 
features of a pump  mentioned in the market 
research 

 
Assessing the effect of environmental issues on 
customers’ buying behaviour 

 
Forming a classification of firms performing 
environmental buying 

 
The comparison between LPP and competing 
pumps 
 

The received result               Used method  

Content analysis 
 
 
Quantification / Content 
analysis 
 
Content analysis 
 
 
Content analysis 
 
 
 
Content analysis 
 
 
Content analysis 
 
Quantification 
 
 
 
Content analysis 
 
 
Content analysis 
 
 
Comparison / Content analysis 

8. The role of environment in the future 

9. The image of Larox Flowsys 

10. The current MC of Larox Flowsys 

11. Environmental issues effect on 

buying decision 

12. Environmental communication 

13. Environmental purchasing 
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1. HENKILÖ- JA YRITYSTIEDOT 

 

Yhteystiedot 

Nimi:       

Tehtävä ja asema:      

Yritys:       

  

  

Yrityksen toimiala 

□ Kaivosteollisuus      

□ Kemianteollisuus 

□ Laitevalmistaja      

□ Muu; mikä         

 

 

Yritystiedot 

Yrityksen liikevaihto         

Henkilöstön määrä             

 

 

 

 

 

AIHEALUEET 

 

1. Ostokäyttäytyminen 

2. Tuotteiden ympäristöystävällisyys ja sen vaikutus ostokäyttäytymiseen   

3. Ympäristöasioiden hyödyntäminen markkinointiviestinnässä  
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2. OSTOKÄYTTÄYTYMINEN   

 

Yrityksenne ostoprosessi ja ostopäätöksentekoon vaikuttavat tekijät 

2.1 Kuvailkaa tämänhetkistä ostoprosessianne?   

      

       

2.2 Mitkä tahot yrityksessänne osallistuvat ostopäätöksentekoon? Millä tavalla? 

      

       

2.3 Ostaessanne tuotteita, mitkä seikat vaikuttavat eniten ostopäätökseenne? 

      

       

2.4 Mitkä ovat pumppua ostaessanne, tärkeimmät päätöksentekokriteerit 

(huolto/ympäristöasiat)?     

       

2.5 Eroaako pumpun ostoprosessi jollain tapaa muiden tuotteiden vastaavasta?  

Mitä erityispiirteitä pumpun ostoprosessissa on?   

      

       

 

Asiakkaidenne ostokriteerit 

2.6 Ketkä ovat tärkeimpiä asiakkaitanne?    

      

       

2.7 Mitkä ovat asiakkaidenne tärkeimmät ostokriteerit?   

      

       

2.8 Kyselevätkö asiakkaat tuotteen ympäristöystävällisyyteen liittyvistä  

ominaisuuksista?      

       

2.9 Vaikuttavatko ympäristötekijät asiakkaidenne ostopäätökseen? Jos vaikuttavat, 

 niin millä tavoin?      
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3. TUOTTEIDEN YMPÄRISTÖYSTÄVÄLLISYYS JA SEN VAIKUTUS 

OSTOKÄYTTÄYTYMISEEN    

   

Ympäristöystävällisyys 

3.1 Miten määrittelisitte ympäristöystävällisyyden?   

      

       

3.2 Millainen on mielestänne ympäristöystävällinen tuote?  

      

       

3.3 Luetelkaa viisi (5) tärkeintä tuotteen ympäristöystävällisyyteen vaikuttavaa 

 tekijää?      

       

3.4 Onko yrityksellänne käytössä ympäristöjärjestelmää? Mikä? Millä tavalla se  

säätelee hankintojanne?      

      

       

 

Ympäristöystävällisyys ja ostopäätöksen teko 

3.5 Kuinka tärkeä tekijä tuotteen ympäristöystävällisyys on ostopäätöstä  

tehdessänne?      

       

3.6 Vaikuttaako ympäristöystävällisyys ostopäätökseenne ja jos vaikuttaa niin  

millä tavalla?      

       

3.7 Tuovatko tuotteen positiiviset ympäristöominaisuudet sille lisäarvoa?  

Millä tavoin?      
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Ympäristöystävällisyyden merkitys tulevaisuudessa 

3.8 Millä tavalla ympäristöasioiden merkitys on mielestänne muuttunut viime  

aikoina?      

       

3.9 Näettekö, että ympäristöarvojen merkitys kasvaa/vähenee tulevaisuudessa?  

      

       

3.10 Millä tavalla ympäristöasioiden merkitys muuttuu?   

      

       

3.11 Millä tavalla muutos vaikuttaa Teidän yritykseenne, vai vaikuttaako se?  

      

       

3.12 Uskotteko, että ympäristöystävälliset tuotteet tulevat menestymään paremmin 

tulevaisuudessa kuin ympäristön kannalta haitalliset tuotteet?   

      

       

 

Larox Flowsysin peristalttinen pumppu 

3.13 Onko Laroxin peristalttinen pumppu Teille tuttu tuote (entä peristalttiset  

pumput yleensä)?      

      

       

3.14 Millaisena näette Larox Flowsysin peristalttisen pumpun tällä hetkellä? 

      

       

3.15 Mitkä ovat teidän kannaltanne pumpun tärkeimmät ominaisuudet? Miksi? 

      

       

3.16 Millä tavoin ostopäätökseenne vaikuttaisi, jos tietäisitte, että Laroxin 

 peristalttinen pumppu:  

a) kuluttaa vähemmän energiaa kuin kilpailijoiden vastaava?   
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b) ei kuluta vettä lainkaan (keskipakopumput kuluttavat)?   

      

       

c) tuottaa vähemmän jätettä?     

       

 

4. YMPÄRISTÖASIOIDEN HYÖDYNTÄMINEN 

MARKKINOINTIVIESTINNÄSSÄ 

 

Larox Flowsysin markkinointiviestintä 

4.1 Millaisena näette Larox Flowsysin imagon/brändin tällä hetkellä?  

      

       

4.2 Mitä mieltä olette Larox Flowsysin tämänhetkisestä markkinointiviestinnästä?

      

       

4.3 Käyttääkö Larox Flowsys mielestänne ympäristönäkökohtia tuotteidensa 

myynnissä/markkinoinnissa?    

       

4.4 Jos käyttää, niin miten?     

       

4.5 Haluaisitteko, että ympäristöasioita painotettaisiin enemmän yrityksen 

markkinointiviestinnässä?      

      

       

4.6 Millä tavalla haluaisitte, että tuotteen ympäristöominaisuuksista tiedotettaisiin? 

      

       

 

4.7 Muita kommentteja, kysymyksiä tai kannanottoja ympäristöasioihin liittyen?  
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1. HENKILÖ- JA YRITYSTIEDOT 

 

Yhteystiedot 

Nimi:       

Tehtävä ja asema:      

Yritys:       

  

  

Yrityksen toimiala 

□ Kaivosteollisuus      

□ Kemianteollisuus 

□ Laitevalmistaja      

□ Muu; mikä         

 

 

Yritystiedot 

Yrityksen liikevaihto         

Henkilöstön määrä             

Larox pumppujen/venttiilien lukumäärä         

 

 

 

 

AIHEALUEET 

 

1. Ostokäyttäytyminen 

2. Tuotteiden ympäristöystävällisyys ja sen vaikutus ostokäyttäytymiseen   

3. Ympäristöasioiden hyödyntäminen markkinointiviestinnässä  
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2. OSTOKÄYTTÄYTYMINEN   

 

Yrityksenne ostoprosessi ja ostopäätöksentekoon vaikuttavat tekijät 

2.1 Kuvailkaa tämänhetkistä ostoprosessianne?   

      

       

2.2 Mitkä tahot yrityksessänne osallistuvat ostopäätöksentekoon? Millä tavalla? 

      

       

2.3 Ostaessanne tuotteita, mitkä seikat vaikuttavat eniten ostopäätökseenne? 

      

       

2.4 Mitkä ovat pumppua ostaessanne, tärkeimmät päätöksentekokriteerit? 

      

       

2.5 Eroaako pumpun ostoprosessi jollain tapaa muiden tuotteiden vastaavasta?  

Mitä erityispiirteitä pumpun ostoprosessissa on?   

      

       

2.6 Onko ympäristöasioilla merkitystä Teidän asiakkaillenne?   

      

       

 

3. TUOTTEIDEN YMPÄRISTÖYSTÄVÄLLISYYS JA SEN VAIKUTUS 

OSTOKÄYTTÄYTYMISEEN    

   

Ympäristöystävällisyys 

3.1 Miten määrittelisitte ympäristöystävällisyyden?   

      

       

3.2 Millainen on mielestänne ympäristöystävällinen tuote?  
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3.3 Luetelkaa viisi (5) tärkeintä tuotteen ympäristöystävällisyyteen vaikuttavaa 

 tekijää?      

       

3.4 Onko yrityksellänne käytössä ympäristöjärjestelmää? Mikä? Miten se  

vaikuttaa hankintoihinnne?     

      

       

 

Ympäristöystävällisyys ja ostopäätöksen teko 

3.5 Kuinka tärkeä tekijä tuotteen ympäristöystävällisyys on ostopäätöstä  

tehdessänne?      

       

3.6 Vaikuttaako ympäristöystävällisyys ostopäätökseenne ja jos vaikuttaa niin  

millä tavalla?      

       

3.7 Tuovatko tuotteen positiiviset ympäristöominaisuudet sille lisäarvoa?  

Kuinka paljon?      

       

 

Ympäristöystävällisyyden merkitys tulevaisuudessa 

3.8 Millä tavalla ympäristöasioiden merkitys on mielestänne muuttunut viime  

aikoina?      

       

3.9 Näettekö, että ympäristöarvojen merkitys kasvaa/vähenee tulevaisuudessa?  

      

       

3.10 Millä tavalla ympäristöasioiden merkitys muuttuu?   

      

       

3.11 Millä tavalla muutos vaikuttaa Teidän yritykseenne, vai vaikuttaako se?  
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3.12 Uskotteko, että ympäristöystävälliset tuotteet tulevat menestymään paremmin 

tulevaisuudessa kuin ympäristön kannalta haitalliset tuotteet?   

      

       

 

Larox Flowsysin peristalttinen pumppu 

3.13 Onko Laroxin peristalttinen pumppu Teille tuttu tuote (entä peristalttiset  

pumput yleensä)?      

      

       

3.14 Millaisena näette Larox Flowsysin peristalttisen pumpun tällä hetkellä? 

      

       

3.15 Mitkä ovat teidän kannaltanne pumpun tärkeimmät ominaisuudet? Miksi? 

      

       

3.16 Millä tavoin ostopäätökseenne vaikuttaisi, jos tietäisitte, että Laroxin  

peristalttinen pumppu:  

a) kuluttaa vähemmän energiaa kuin kilpailijoiden vastaava?   

       

b) ei kuluta vettä lainkaan (keskipakopumput kuluttavat)?   

      

       

c) tuottaa vähemmän jätettä?     

       

 

4. YMPÄRISTÖASIOIDEN HYÖDYNTÄMINEN 

MARKKINOINTIVIESTINNÄSSÄ 

 

Larox Flowsysin markkinointiviestintä 

4.1 Millaisena näette Larox Flowsysin imagon/brändin tällä hetkellä?  
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4.2 Mitä mieltä olette Larox Flowsysin tämänhetkisestä markkinointiviestinnästä?

      

       

4.3 Käyttääkö Larox Flowsys mielestänne ympäristönäkökohtia tuotteidensa 

myynnissä/markkinoinnissa?    

       

4.4 Jos käyttää, niin miten?     

       

4.5 Haluaisitteko, että ympäristöasioita painotettaisiin enemmän yrityksen 

markkinointiviestinnässä?      

      

       

4.6 Millä tavalla haluaisitte, että tuotteen ympäristöominaisuuksista tiedotettaisiin? 

      

       

4.7 Muita kommentteja, kysymyksiä tai kannanottoja ympäristöasioihin liittyen?  
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Larox Flowsys - Market Research Q2/2008 

 
Good morning/afternoon. My name is N.N., and I’m calling on behalf of XXX company.  
 
We’re currently working on preparing a market research project in connection with the 
pumps utilised in industry operations and their features. Would you have a moment to 
answer a few questions? The person to be interviewed: the person responsible for 
procurement.  
 
This market research assignment has been commissioned by Larox Flowsys. 
_________________________________________________________________ 
 
Please choose the two pump features that you regard as the most important. 
 
[ ] a) Inexpensive procurement costs 
[ ] b) Inexpensive costs during the pump’s life cycle 
[ ] c) Operational reliability; no interruptions 
[ ] d) The capability to utilise the most modern technology 
[ ] e) Solutions known to be (previously used) reliable 
 
2. Does your current purchasing process cover a comparison of operating 
expenses (for instance, energy consumption) or environmental effects 
between different providers? 
 
() a) Yes 
() b) No 
() c) Cannot say 
 
3. Please evaluate the following pump features. 

 
5= Very 

important 
4 = Somewhat 

important 
3 = Neutral 

2 = Somewhat 
unimportant 

1 = Not at all 
important 

a)Advanced 
technology 

( ) ( ) ( ) ( ) ( ) 

b) 
Maintenanc
e and the 
ease with 
which it 
can be 
arranged 

( ) ( ) ( ) ( ) ( ) 

c) 
Durability, 
or length of 
life cycle 

( ) ( ) ( ) ( ) ( ) 

d) 
Operational 
reliability 

( ) ( ) ( ) ( ) ( ) 

e) Low 
energy 
consumptio
n 

( ) ( ) ( ) ( ) ( ) 
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f) 
Availability 
of spare 
parts 

( ) ( ) ( ) ( ) ( ) 

g) 
Environmen
tally 
friendly 

( ) ( ) ( ) ( ) ( ) 

h) 
Something 
else, what? 

( ) ( ) ( ) ( ) ( ) 

 

4. Please evaluate the following features, connected to environmental and 
ethical issues. 

 
5= Very 

important 
4 = Somewhat 

important 
3 = Neutral 

2 = Somewhat 
unimportant 

1 = Not at all 
important 

a) Minimal 
seal required 

( ) ( ) ( ) ( ) ( ) 

b) Low water 
consumption 

( ) ( ) ( ) ( ) ( ) 

e) Low 
energy 
consumption 

( ) ( ) ( ) ( ) ( ) 

d) Not much 
lubrication 
required 

( ) ( ) ( ) ( ) ( ) 

e) 
Recyclable 
spare parts 

( ) ( ) ( ) ( ) ( ) 

f) Possibility 
of repairing 
or reusing 
the parts 

( ) ( ) ( ) ( ) ( ) 

 g) Their 
manufacture 
causes a low 
environment
al load  

( ) ( ) ( ) ( ) ( ) 

h) Human 
rights are 
taken into 
account in 
the 
manufacture 
of the 
pumps 

( ) ( ) ( ) ( ) ( ) 
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5. To what extent does the environmental friendliness of products have an 
impact on your purchasing decisions? 

 
5 = Has a 

great impact 
4 = Has 

some impact 
3 = 

Neutral 
2 = Does not have 

a great impact 
1 = Has very 
little impact 

To what 
extent does 
the 
environmental 
friendliness of 
products have 
an impact on 
your 
purchasing 
decisions? 

( ) ( ) ( ) ( ) ( ) 

 
 

6. In which ways do the following pump features have an impact on your 
purchasing decision? 

 
5 = Has a 

great impact 
4 = Has 

some impact 
3 = 

Neutral 
2 = Does not have 

a great impact  
1 = Has very 
little impact 

e) Low energy 
consumption 

( ) ( ) ( ) ( ) ( ) 

b) Energy 
costs during 
manufacture 

( ) ( ) ( ) ( ) ( ) 

c) Emergency 
maintenance 
costs  

( ) ( ) ( ) ( ) ( ) 

d) The debris 
created 
during 
maintenance, 
and related 
costs 

( ) ( ) ( ) ( ) ( ) 

 
 

7. Which additional services would you, as a pump purchaser, like to receive in 
the future?  
 
 
[ ] a) Energy auditing for pumps 
[ ]b) The possibility of supervising the pumps’ status in real time 
[ ] c) Leasing pumps 
[ ] d) Spare part deliveries 
[ ] e) Defect analysis 
[ ] f) Repair services 
[ ] g) Technical support 
[ ] h) Information on new features 
[ ] i) Something else, what? ______________________________________________  
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8. Should the vendor also provide maintenance and spare part services? 
 
( ) a) Yes ( ) b) No 

9. Which of the following pump features do you think will become more 
important in the future? 
 
 
[ ] a) The pumps should give more consideration to environmental  
[ ] b) The operational reliability of pumps should be increased 
[ ] c) The by-products of pump use must be of recyclable material 
[ ] d) The life cycle of pumps should be increased by way of maintenance and spare 
parts 
[ ] e) Something else, what? ______________________________________________  
 
 

10. Respondent information 

Name: ______________________________________________ 
Position: ______________________________________________ 

Telephone number: ______________________________________________ 
Email: ______________________________________________ 

 
 

11. Company information 

Name: ______________________________________________ 
Address: ______________________________________________ 
Branch: ______________________________________________ 

Telephone number: ______________________________________________ 
 
 

12. Company status 

( ) a) Existing client 
( ) b) Cold contact 
 
 
13. Free form commentary 

______________________________________________ 
______________________________________________ 
______________________________________________ 
______________________________________________ 
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Pumps 

Positive displacement 

Kinetic 

Rotary 

Centrifugal 

Special effect 

Duplex 
Double acting 

Simplex 

Triplex 

Single acting 

Double acting 
Power 

Stearn 

Multiplex 

Piston, Plunger 

Reciprocating 

Duplex

Diaphragm 

Simplex 

Multiplex 

Fluid 
operated 

Mechanically 
operated 

Single rotor

Multiple rotor Circumt. 
Piston

Lobe 

Screw 

Gear 

Piston 

Vane 

Flexible 
memer 

Screw 

Peristaltic 

Single stage

Mixed flow, 
Radial flow 

Axial flow

Peripheral

Electro magnetic 

Gas lift 

Jet (Eductor) 

Hydraulic 
Ram 

Reversible 
Centrifugal 

Multistage 

Multistage

Single stage

Double suction

Single suction

Fixed Pitch 

Open Impeller 

Closed Impeller 

Variable Pitch

Single stage 

Non-Priming 

Self-priming 

Multistage 

Self-priming 

Non-priming 

Semi-Open 
Impeller 

Closed 
impeller

Simplex 

Open Impeller 
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APPENDIX 8: EMAS certified companies in Finland  

The Eco-Management and Audit Scheme (EMAS) certified companies in Finland 

Corenso United Oy Ltd, Porin Kartonkitehdas, Pori 
Ekokem Oy Ab, Riihimäki, Riihimäen, Porin ja Jämsänkosken toimipisteet 
Enocell Oy, Eno 
Freudenberg Household Products Oy Ab, Salo 
Hartmann-Varkaus Oy, Varkaus 
Kemijärven Sellu Oy, Kemijärvi 
Loimi-Hämeen Jätehuolto Oy ja CRT-Finland Oy, Kiimassuon Jätekeskus • Forssa 
M-real Kangas, Jyväskylä 
M-real Savon Sellu, Kuopio 
M-real Äänekoski Paper, Äänekoski 
Nokian Renkaat Oyj, Nokian Rengastehdas, Nokia 
Outokumpu-konsernin Porin yhtiöt ja Stratum Oy:n Porin yksikkö, Pori 
Rautaruukki Oyj, Raahen terästehdas, Raahe 
Sicpa Oy, Tampere 
Stora Enso Oyj Metsä,  Imatra 
Stora Enso Oyj, Anjalankosken tehtaat, Anjalankoski 
Stora Enso Oyj, Imatran tehtaat ja Karhulan tehdas • Imatra 
Stora Enso Oyj, Kotkan tehtaat, Kotka 
Stora Enso Oyj, Oulun tehdas, Oulu 
Stora Enso Oyj, Varkauden tehtaat, Varkaus 
Stora Enso Oyj, Veitsiluodon tehtaat, Kemi 
Stora Enso Packaging Oy, Lahti, Lahden tehtaat, Heinolan tehtaat 
Stora Enso Oyj, Ruoveden tehtaat, Tiukan tehdas 
Stora Enso Pankakoski Oy, Lieksa 
Stora Enso Publication Papers Oy Ltd, Summan tehtaat, Hamina 
Stora Enso Timber Oy Ltd, Honkalahden saha, Joutseno 
Stora Enso Timber Oy Ltd, Kiteen saha, Kitee 
Stora Enso Timber Oy Ltd, Tolkkisten saha, Porvoo 
Stora Enso Timber Oy Ltd, Uimaharjun saha, Eno 
Sunila Oy, Kotka 
Teollisuuden Voima Oy, Eurajoki 
Tikkurila Oy, Vantaa 
UPC Print, Vaasa 
UPM-Kymmene Metsä, Valkeakoski 
UPM-Kymmene Oyj, Tervasaari, Valkeakoski 
UPM-Kymmene Oyj, Jämsänkoski ja Kaipola, Jämsänkoski 
UPM-Kymmene Oyj, Kajaani, Kajaani 
UPM-Kymmene Oyj, Kaukas, Lappeenranta 
UPM-Kymmene Oyj, Kymi ja Voikkaa, Kuusankoski 
UPM-Kymmene Oyj, Pietarsaaren tehtaat, Pietarsaari 
UPM-Kymmene Oyj, Rauma, Rauma 

(Ympäristö, 2008) 

 


