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Abstract 
Behavioural economics is a research field that analyses the impact of cognitive factors 
on decision making. Especially the concept of cognitive biases, which researches how 
systematic processing errors of the human brain can influence decisions, has found broad 
application within the marketing approach of B2C businesses, which is consequently 
reflected by literature. Research about the influence of cognitive factors on organisational 
buying behaviour on the other hand is currently underrepresented. Therefore, this thesis 
aimed to determine, whether and if cognitive biases are considered relevant during the 
sales and marketing activities of a B2B firm. Thus, a case study was conducted with a 
company that is operating in the B2B software sector, as this sector is currently 
experiencing considerable growth and is a highly competitive market, which is why 
insights on whether cognitive biases can help to improve sales and marketing activities 
are particularly valuable. To analyse the relevance of cognitive biases in a B2B context, 
a theoretical framework was constructed that connects the field of behavioural economics 
with literature about organisational buying behaviour and customer journeys.  
This framework was subsequently evaluated by conducting a qualitative research by 
interviewing nine sales and marketing employees on their perspectives regarding the 
framework. Overall, this thesis was able to conclude, that cognitive biases are in fact 
considered considerably influential on organisational buying behaviour by the sales and 
marketing employees of the case company. But there are several factors that compromise 
the applicability of cognitive biases as part of the marketing approach, which are 
knowledge constraints, ethical concerns, and the characteristics of organisational buying 
behaviour. Overall, this thesis argues, that cognitive biases should receive more attention 
from both researchers and practitioners, because they illustrate an opportunity to develop 
a more targeted marketing approach. 
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1. Introduction 

This chapter will at first present the background to give an overview of the thesis topic, 

followed by the problematization and the research question, as well as the purpose of this 

study and the outline. 

1.1. Background 

How are purchasing decisions made and which factors have an influence on the decision-

making process? These questions are a substantial part of industrial marketing research, 

because  

“an in-depth understanding of organisational buying can help improve the efficiency and 

effectiveness of marketing and sales activities” (Prior, 2021, p. 2). 

According to Steward et al. (2019), research on organisational buying behaviour and 

organisational purchasing processes has undergone several evolutions since the 1950s, 

when academic interest on this topic first arose. The customer journey is an especially 

valued concept in that regard, with the interest of both researchers and practitioners rising 

considerably since the 1990s until today (Halb & Seebacher, 2021; Steward et al., 2019). 

Rusthollkarhu et al. (2021) even emphasise, that the customer journey has been 

recognised as a critical concept in academic research. 

Customer journeys analyse purchasing behaviour by mapping and documenting the 

touchpoints and channels that customers come into contact with, during their interactions 

with a business (Lemon & Verhoef, 2016). The approach focuses on how customer 

experiences are formed, to gain insights on which factors are of particular significance for 

customers during these processes (Varnali, 2019). The goal of a customer journey 

approach in marketing is to facilitate the decision-making process of the customer, by 

ensuring a coherent, smooth and pleasant journey from the first time they get in contact 

with the business and all further interactions that occur onwards (Tueanrat et al., 2021). 

By identifying and managing the situations and factors that have an influence on customer 

experiences, the customer journey concept can help to foster long term loyalty (Jain et 

al., 2017).  

Therefore, studies about customer journeys address a broad spectrum of influencing 

factors, like individual, social, organisational and environmental variables, which are 

themes that are particularly relevant in organisational buying behaviour research 

(Steward et al., 2019; Webster & Wind, 1972).  



 

7 
 

Literature about customer journeys continues to grow, and particularly in relation to 

organisational buying behaviour, researchers are calling for a continued analysis of the 

various factors that have an influence on customers during organisational purchasing 

processes and can be utilised to improve the effectiveness of the customer approach 

(Prior, 2021; Steward et al., 2019).  

The field of behavioural economics is especially interesting in that regard. While this 

research area is already established in literature about consumer behaviour in B2C 

markets, so far organisational purchasing processes are rarely considered (Dowling et 

al., 2020).  

Behavioural economics is a field of research that is defined by its application of 

psychological insights in order to understand and explain human behaviour and decision-

making processes (Shefrin, 2015). Researchers in this field are basing their studies on 

the bounded rationality theory, which states that humans are limited in their cognitive 

capacity, which impedes their ability to consistently make rational decisions, even if they 

are keen to (Ogaki & Tanaka, 2017). Especially during situations of risk or uncertainty, if 

there is not enough, or too much information available that needs to be processed, the 

brain tends to use heuristics, which are automatic responses that are based on 

experience (Kahneman, 2011; Tversky & Kahneman, 1974). This ensures quick decision 

making. But due to this reliance on heuristics, people are inclined to make unconscious 

errors in judgment, which are defined as cognitive biases, which in turn influence their 

decisions (Kahneman, 2011; Tversky & Kahneman, 1974). 

In B2C marketing, the deliberate usage of cognitive biases to affect customer decision-

making in their favour, is already common (Dowling et al., 2020; Ghisellini & Chang, 

2018). One example of how cognitive biases can shape the perception of customers in a 

B2C market is the following: A consumer sees a simple T-Shirt on a webpage of an online 

retailer and the article price is shown to be 50 Euros (CFI, 2022). The price will likely be 

evaluated as expensive by the customer. But the perspective changes, when the price 

that is presented shows the 50 Euro price tag next to a crossed-out number of 90 Euros, 

which signalises how much the article cost before. Therefore, the 50 Euros will be 

perceived as cheaper than the previous 90 Euros and the customer may consider this 

price a fair deal now (CFI, 2022).  

This situation is an example of the usage of the anchoring bias as part of the marketing 

approach, which changes a person’s perception of something based on additional 
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information that is provided (Kahneman, 2011). Examples like this with the anchoring 

bias, as well as other biases, have already been the object of many empirical works, 

which have shown how they can be utilised as part of the marketing approach in a B2C 

setting, because of their effect on decision-making processes (Bunčić et al., 2021; 

Dowling et al., 2020).  

But the question arises, whether and how cognitive biases are relevant in regard to 

organisational purchasing behaviour? Especially considering the customer journey 

concept, it is interesting to explore and describe, whether cognitive biases represent a 

relevant factor to manage customer experiences, according to the perspective of the 

selling party, instead of the buying party. The reasoning for that is, that by shifting the 

narrative from the customer to the seller, it is possible to explore what understanding 

actors in a B2B market have about cognitive biases and, in particular, how they can be 

utilised during the marketing approach.  

To gain insights about this topic, this thesis is focusing on a case company that is 

operating in the B2B software sector. This sector is a highly competitive environment, and 

the market of enterprise software is experiencing strong growth according to statista 

(Vailshery, 2022). Market revenues doubled between 2010 and 2020, with statista 

predicting a total revenue of $672 billion dollars worldwide in 2022 (Vailshery, 2022). 

Because of the high competition in this field, software firms are required to construct a 

targeted marketing approach that influences B2B customers in their favour (Saura et al., 

2019). Therefore, insights on how sales and marketing employees evaluate the relevance 

of cognitive biases as part of the marketing approach in a customer journey context are 

particularly valuable. 

1.2. Problematization 

Organisational buying behaviour is multifaceted and more complex than consumer 

behaviour in B2C markets, additionally traditional literature about this topic often argued 

for the rational, deliberate and objectively driven character of  decision-making processes 

in a B2B setting (Grewal et al., 2015; Ho et al., 2010). Hence, research areas that became 

relevant regarding consumer behaviour in B2C markets were often hardly considered in 

industrial marketing studies (Lacka & Chong, 2016; Rėklaitis & Pilelienė, 2019). Over the 

years, research on organisational buying behaviour increasingly let go of the assumption, 

that organisational buying decisions are driven primarily by rational factors (Steward et 

al., 2019). Still, the fact that research on the influence of behavioural factors on 



 

9 
 

organisational purchasing processes got neglected, in comparison to B2C research, 

remains (Pawłowski & Pastuszak, 2017; Zehetner et al., 2012). Recently, Ender (2021), 

pointed out, that B2B customers are increasingly becoming more similar to B2C 

customers, which opens up the possibilities for researching dominantly consumer centric 

theories in a B2B setting. 

Literature on behavioural economics and cognitive biases in a B2B context is sparse, with 

a few studies focusing on the influence of biases during the decision-making processes 

of managers and how to overcome them (Caputo, 2013; Iyer et al., 2015; Kienzler, 2018; 

Oehmen et al., 2020) or the role of heuristics when interacting and forming relationships 

with other companies (Guercini et al., 2014, 2015). But so far, there appears to exist no 

research on the relevance of cognitive biases as part of the marketing approach. 

Therefore, exploring and describing the relevance of cognitive biases as part of the 

customer journey concept, is particularly interesting, because it can give insights for both 

theoretical and practical research.  

Regarding the theoretical relevance, this thesis aspires to contribute towards 

organisational buying behaviour and customer journey literature, by researching the 

perspectives of sales and marketing employees of a B2B firm on cognitive biases, in a 

customer journey context. Further, the thesis aims to inspire studies to deepen research 

on this topic or other behavioural factors that are currently overlooked when analysing 

how organisational buying behaviour can be influenced.  

For practical implications, the thesis intends to identify the potential of actively managing 

the application of cognitive biases along the customer journey to influence customer 

decision-making processes in a B2B context. Thus, the increased understanding on 

cognitive biases can help to increase the effectiveness and efficiency of sales and 

marketing activities.  

1.3. Purpose  

The purpose of this study is to add to current literature about organisational buying 

behaviour and customer journeys, by exploring the relevance of cognitive biases in a 

customer journey context, according to the perspectives of sales and marketing 

employees of a B2B software firm.  

Ideally, in terms of practical relevance of this study, businesses in B2B markets, and 

especially the software sector, can use the findings of this thesis to recognise potentials 
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for improving their customer and marketing approach by identifying suitable application 

possibilities for cognitive biases during their customer journeys. 

1.4. Research Question and Research Objectives 

The research question for this thesis is the following: 

• How do sales and marketing employees of a B2B software firm evaluate cognitive 

biases in a customer journey context to influence organisational buying behaviour 

in terms of relevance and possible difficulties? 

The research objectives of this study are therefore: 

• Exploring the perspectives of sales and marketing employees on the topic of 

cognitive biases as part of the marketing approach  

• Analysing the current state of usage of cognitive biases during the customer 

journey of B2B software businesses (what is used, what not and why?) 

1.5. Research Outline  

Chapter 1 of this thesis starts off with the background to give an overview of the thesis 

topic, followed by the problematization and the research question, as well as the purpose 

of this study and the outline. In chapter 2 the literature review will be presented, with a 

focus on the three research fields of organisational buying behaviour, customer journeys 

and behavioural economics. The chapter ends with a theoretical framework that connects 

these three fields with each other. In chapter 3 the methodology of this study gets 

introduced. Divided into two sub-chapters, the first section is presenting the scientific 

methodology of the thesis, while the second section discusses the empirical 

methodology. In chapter 4 the results of the empirical data collection will be analysed, 

presented and discussed. Lastly, in chapter 5, the thesis ends with the conclusion, by 

elaborating on the theoretical and practical implications of this study, as well as the 

limitations and possibilities for future research. 
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2. Literature Review  

In this literature review, first the characteristics of organisational buying behaviour will be 

presented to gain an overview on the current state of research in this area. Then the two 

fields of customer journeys and behavioural economics will be analysed regarding their 

main concepts and findings that are related to influencing decision-making processes of 

customers. Based on these findings, a theoretical framework will be constructed, that 

connects the two fields together in an organisational buying context, which will be relevant 

for the analysis. 

2.1. Characteristics of Organisational Buying Behaviour  

Organisational buying behaviour is distinctly different from the behaviour of customers in 

a B2C context (Grewal et al., 2015; Webster & Wind, 1972). In B2C markets, there is 

usually one customer, who is the main stakeholder that is recognising a need, searches 

for information, evaluates the alternatives and decides on a purchase for themselves 

(Eckardt, 2010; Foscht et al., 2017). Also, the product or service is generally an offering, 

that is not specifically aimed at this one individual, but constructed for a broad appeal to 

address as many potential customers as possible (Anderson, 2006; Meffert et al., 2012). 

In a B2B context on the other hand, the selling company tends to market a specialised 

offer that is catered to the individual customer’s needs (Meffert et al., 2012). There are 

also fewer potential customers compared to B2C markets, but instead the purchases are 

usually of higher volumes and demand bigger investments (Inoni et al., 2019). 

Webster and Wind (1972) defined organisational buying as a “decision-making process 

carried out by individuals, in interaction with other people, in the context of a formal 

organization” (p. 13). In industrial marketing research, there are often references of the 

terms “multiperson” or “buying center”, which are concepts for the fact, that multiple 

people interact with each other during the organisational purchasing process (Ghingold 

& Wilson, 1998; Prior, 2021; Sheth, 2006; Webster & Wind, 1972). Those people can 

include inter alia designated employees from different departments, managers and even 

consultants from other businesses (Prior, 2021; Webster & Wind, 1972). Companies use 

the buying centre approach, because they deem that having more stakeholders involved 

during a purchasing process allows for a more rational evaluation of the offers (Meffert et 

al., 2012). Hence, impulse buying is rare, and businesses are keen to focus on objective 

criteria to define their choices (Grewal et al., 2015).  
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Therefore, organisational purchasing processes usually take longer, due to the variety of 

people that are involved during the different stages (Åge, 2011; Lingqvist, 2015). These 

people have different expectations, motivations and perceptions, and often it is not clear 

who is responsible for the actual purchasing decision in the end (Grewal et al., 2015; 

Mikolon et al., 2015; Webster & Wind, 1972). This complicates the task of the selling 

company to find out, who is making the actual buying decision (Prior, 2021). Additionally, 

most of the times, the designated buyers, or key stakeholders that have a large influence 

in the decision-making process, are not the final consumers of the bought product or 

service (Grewal et al., 2015; Zolkiewski et al., 2017). Consequently, it is important for 

businesses that operate in B2B markets to design a customer approach that is suitable 

for addressing everyone that may be relevant during an organisational buying situation 

(Seebacher, 2021). 

To achieve this, a thorough understanding of the various aspects that constitute 

organisational buying behaviour is needed (Webster & Wind, 1972). According to Inoni et 

al. (2019), existing research on organisational buying behaviour and the factors that have 

an influence on the corresponding decision-making process is inter alia based on a model 

developed by Webster and Wind (1972).  

Webster and Wind (1972), argued, that organisational purchasing decisions are 

influenced by four classes of variables: environmental, organisational, social and 

individual variables. They differentiate environmental influences into physical, 

technological, economic, political, legal and cultural factors. This encompasses all the 

other institutions and businesses that a company comes into contact with, as well as 

geographical and political factors. With organisational influences, they describe the 

organisational structure and the firm’s specific goals and organisational culture, that affect 

the actions of the employees. Social, or interpersonal influences are connected to the 

various tasks of the employees in the company and their respective role in the buying 

centre. This lays the basics for the interactions and relationships of the various actors 

among each other. Lastly, some of the individual influences are considered to be 

personality, motivation, cognitive factors and goals of the respective individuals. 

According to Webster and Wind (1972), these variables together are what constitute 

decision-making processes in an organisational buying context.  

Following this model and other notable publications from Robinson et al. (1967) and 

Sheth (1973) research on organisational buying behaviour has progressed further, with a 

substantial focus of literature on analysing those identified factors that constitute the 
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decision-making process (Prior, 2021; Sheth, 1996). Particular research areas include 

the impact of inter- and intraorganizational relationships, the role of emotions and the 

characteristics of involved individuals in business buying processes and more (Steward 

et al., 2019). On the other hand, the relevance of cognitive factors like cognitive biases, 

regarding organisational buying behaviour, has so far been neglected (Saab & Botelho, 

2020).  

As this thesis is putting an emphasis on contributing to this gap in literature, the following 

sections in the literature review will be focusing on connecting two areas of research: the 

field of customer journeys, which is currently of considerable relevance in research about 

organisational buying behaviour (Steward et al., 2019), and the field of behavioural 

economics, which focuses on the impact of cognitive biases on behaviour and decision-

making (Ogaki & Tanaka, 2017). In this way, the understanding of organisational buying 

behaviour, regarding the influence of cognitive factors, can be expanded. 

2.2. Customer Journeys 

In this section of the literature review, the research on customer journeys will be 

presented, to examine the approach that the corresponding literature takes to analyse, 

understand and influence purchasing behaviour. The role of customer experience in a 

customer-centric strategy approach will be touched upon, to illustrate the main concept 

that customer journeys are based on. This is followed by an overview of customer journey 

definitions, for the purpose of building a common understanding. Further, two main 

components of customer journeys: touchpoints and channels, will be presented and 

classified. Lastly, the section ends with an identification of important touchpoints and 

channels during customer journeys.  

2.2.1. The Concept of the Customer Journey 

Literature on organisational purchasing processes has evolved continuously and one 

model that has received considerable attention since the 1990s in this context is the 

customer journey (Steward et al., 2019). Currently, the concept of customer journeys is 

widely known and deemed to be particularly relevant in both research and practice to 

describe, analyse, understand and influence buying behaviour (Steward et al., 2019; 

Tueanrat et al., 2021; Zinkann & Mahadevan, 2018).  



 

14 
 

Customer journeys are based on and part of a customer-centric strategy approach, that 

identifies customer experience as a key area of interest for businesses, to ensure 

profitability and a competitive advantage (Følstad & Kvale, 2018; Zolkiewski et al., 2017).  

Customer experience has been defined as the “cognitive, affective, emotional, social, and 

physical responses” to a company (Verhoef et al., 2009, p. 32). Palmatier et al. (2018) 

summarise customer experience as the customers response to the firm´s actions. Those 

actions encompass both direct and indirect interactions between the customers and the 

organisation (Chauhan & Sarabhai, 2018; Zolkiewski et al., 2017). By focusing on 

customer experience, companies recognise the need to comprehend and provide value 

for the customer, to enhance their satisfaction and further strengthen their commitment 

to the business (Lemon & Verhoef, 2016). Especially in B2B markets, such an approach 

is valuable, because organisations desire to enter long-term relationships with their 

customers, which is why managing their satisfaction is crucial for them (Seebacher, 

2021). 

By understanding how customer experience and value is created, the businesses receive 

the opportunity to manage and shape those customer experiences – and thus their 

decision-making process – in a way that benefits them in turn (Chauhan & Sarabhai, 

2018). Norton and Pine (2013) describe this approach as “deliver[ing] value to the 

customer, profitability to the company and differentiation from the competition” (p. 12).  

In this context, customer journeys are a central concept for enhancing and managing 

customer experience (Tueanrat et al., 2021). Though it is important to note, that as the 

scientific interest on customer journeys is particularly high, there exist various 

publications that developed descriptions for the concept of a customer journey. Therefore, 

current literature reviews on this matter state, that there appears to be no universally 

adapted definition on what a customer journey is so far (Følstad & Kvale, 2018; Tueanrat 

et al., 2021; Zinkann & Mahadevan, 2018). 

According to Zinkann and Mahadevan (2018), most definitions about customer journeys 

have three points in common: (1) the customers are examined over different phases in 

their interaction with the company (Norton & Pine, 2013); (2) with a focus on the different 

touchpoints and channels that are used during that process (Homburg et al., 2017); and 

(3) this information is documented in a structured way – usually in a customer journey 

map (Lemon & Verhoef, 2016). Appendix 1 shows a table with a detailed overview of the 

literature analysis on customer journey definitions. 
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It is argued, that customer journeys should be observed in a holistic manner (Chauhan & 

Sarabhai, 2018; Varnali, 2019), because customer experiences do not have a clear start 

and end date (Verhoef et al. 2009), unlike what some other literature may allude to (Lee, 

2010).  

According to Venermo et al. (2020), a customer journey is “the entirety of experiences 

and actions that a customer goes through when interacting with a company and its brand” 

(p. 200). Hence, by having a clear grasp of the various phases and existing touchpoints 

and channels, as well as how the customers perceive them, a business can ensure a 

consequent customer centric orientation and marketing approach (Halb & Seebacher, 

2021). Overall, the customer journey is regarded as a concept for evaluating, analysing 

and successfully designing the customers´ experiences with a business (Lemon & 

Verhoef, 2016). The following sections will go into detail on the different phases of a 

customer journey and prominent touchpoints and channels. 

2.2.2. Customer Journey Phases 

According to Venermo et al. (2020), a customer journey begins when customers have 

their first interaction with a company. They state that the journey encompasses how a 

customer initially becomes aware of the business, as well as the numerous interactions 

between them and the resulting customer experience (Venermo et al., 2020). In theory 

the customer journey continues as long as the customer keeps interacting with the firm 

(Lemon & Verhoef, 2016). When discussing the various phases that a consumer goes 

through when coming into contact with a business, Lemon & Verhoef (2016) have 

identified three main phases in literature: the pre-purchase, purchase and post-purchase 

phase. Figure 1 depicts a simplified version from Lemon & Verhoef´s model for better 

illustration. 

The pre-purchase phase includes all interactions between consumer and company before 

a purchase occurs (Lemon & Verhoef, 2016). Marketing literature has commonly 

acknowledged the key activities of need recognition, information search and 

consideration in this phase, which are often handled as subcategories of the pre-purchase 

stage as well (Engel et al., 1968; Hoyer, 1984; Lemon & Verhoef, 2016). Need recognition 

stands for a consumer recognising a goal or having an impulse to look for a certain service 

or product (Zinkann & Mahadevan, 2018). This can also be initiated by the selling 

company by advertising or, particularly in B2B markets, sales employees that contact the 

potential customers (Foscht et al., 2017; Seebacher, 2021). After an interest has been 
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aroused, the customers usually begin with gathering information about the company, the 

product or service, to increase their knowledge and facilitate their decision-making 

process (Foscht et al., 2017).  At last, during the pre-purchase phase, the consumers 

tend to evaluate possible alternatives and take the company’s competitors and their 

offerings into consideration before making their decision (Foscht et al., 2017). 

After the customer develops the intention to purchase, the purchase phase starts (Lemon 

& Verhoef, 2016). Thus, this stage encompasses all interactions between the customer 

and the firm during the purchase, which can inter alia consist of the final purchasing 

decision, the price negotiation and ordering process, the installation or implementation of 

the product or service if required and the paying process (Foscht et al., 2017).  

The post-purchase phase includes all behaviours and interactions that come after the 

purchase (Lemon & Verhoef, 2016). This phase is defined by the actual consumption of 

the product or service that has been purchased and the consumers evaluation of that 

experience. This can encompass the usage of the bought good or the interaction with 

service personal if questions or problems arise. During this phase, the customers tend to 

finalise their opinion on the experience with the company and if given the opportunity, 

share it with other consumers or the company itself via word-of-mouth or a digital or 

physical review (Lemon & Verhoef, 2016). 

 

Figure 1: The three customer journey phases (Adopted from Lemon & Verhoef, 2016) 

If a consumer is satisfied with the company’s performance throughout the customer 

journey, this increases the probability of a consumer advocating for the business and 

recommending their services, as well as the chances of returning to purchase something 

again to continue the relationship (Foscht et al., 2017). Because of this, literature added 

a loyalty loop to the customer journey, which symbolises the possibility of customers 

moving back and forth along the different phases as long as they keep interacting with 

and buying from a business (Court et al., 2009; Lemon & Verhoef, 2016). This loop is 

visualised in Figure 1 by the dotted arrows. Hence the customer journey symbolises not 
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only the current experience of a customer with the firm, but also past and future 

experiences (Lemon & Verhoef, 2016).  

Additionally, it is important to note, that the customer journey, even though it is commonly 

sectioned into those different phases, does not have to be a linear process (Foscht et al., 

2017; Halvorsrud et al., 2016; Lemon & Verhoef, 2016). For example, sometimes the 

customer can skip certain phases, like the consideration phase and directly decide on a 

purchase (Halvorsrud et al., 2016). Also, it is very common for customers to change their 

mind and decide not to go through or wait with a purchase, even if they had such an 

intention before (Foscht et al., 2017; Lemon & Verhoef, 2016). Hence, the customer 

journey phases do not illustrate a strict process, but they serve as an orientation for 

companies and researchers that want to map and analyse the paths that customers 

usually come across during their interactions with the firm (Lemon & Verhoef, 2016).  

The next section gives further insights on touchpoints and channels, which are essential 

constituents of a customer journey, that allow for the organisation to map their interactions 

with the customer.  

2.2.3. Classification of Touchpoints and Channels 

Lemon and Verhoef (2016) have pointed out, that firms are confronted with a major loss 

of control over the way in which consumers experience their business and services, as 

digitalisation led to an exponential increase of channels and thus touchpoints that 

customers use to interact with the firm, as well as among each other. Therefore, their 

management represents both a challenge and an opportunity for companies 

(Zimmermann et al., 2022). Having a strong understanding and grasp on which 

touchpoints are especially important for customers during their decision-making process 

is crucial, because it allows for a deliberate construction of the customer journey and thus 

customer experience in a way that fit the customers’ needs (Lemon & Verhoef, 2016).  

Touchpoints are also being called moments of truth or contact points (Halb & Seebacher, 

2021; S. Schmidt et al., 2015; Wagner et al., 2020). They occur when a customer comes 

into contact with a business, be it directly or indirectly (Stein & Ramaseshan, 2016). This 

can be when the customer is buying their product or service, has contact with employees, 

receives marketing communication, or walks into a place that belongs to company (Stein 

& Ramaseshan, 2016). A customer journey consists of the multiple touchpoints that the 

customer experiences during his interactions with the business (Zinkann & Mahadevan, 

2018). The number of touchpoints that a customer goes through varies, based on his 
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actions and needs (Lemon & Verhoef, 2016). Further, Santos & Gonçalves (2021) argue, 

that touchpoints are not limited to firm-specific channels, as indirect interactions between 

customers and the business, be it via word-of-mouth or online reviews are also 

considered as touchpoints. Because of the large number of existing touchpoints, Lemon 

& Verhoef (2016) classified them into the following categories: brand-owned, partner-

owned, customer-owned, and social/external/independent.  

Brand-owned touchpoints are all interactions that are initiated or controlled by the 

business. This encompasses both online and offline channels, like the website, 

advertisements and other brand-owned elements like the product packaging, sales 

channels and the service centres (Lemon & Verhoef, 2016). Those touchpoints are 

especially valuable for companies, because they symbolise the opportunity to control the 

information that the customer receives, in order to build salience and awareness, as well 

as encourage trust and loyalty and inspire a purchasing decision (Santos & Gonçalves, 

2021). Partner-owned touchpoints are usually designed in combination with another 

company, which is responsible for certain aspects like a loyalty program or the distribution 

of the product (Lemon & Verhoef, 2016). Customer-owned touchpoints on the other hand 

are out of the businesses scope of control (Lemon & Verhoef, 2016). They usually consist 

of forums or social media accounts, which are managed by consumers, who use them to 

interact with each other and share their experience or give advice for a certain product or 

service from a business (Krishen et al., 2016; Lemon & Verhoef, 2016; Yakhlef & Nordin, 

2021). Lastly, social/external/independent touchpoints include all other touchpoints that 

surround the customer that can exert influence on their experience during the customer 

journey (Lemon & Verhoef, 2016). This can for example be an external review platform, 

where other customers share their experience with a certain product or service.  

Another way of differentiating touchpoints is between direct/personal touchpoints, where 

a customer interacts with employees directly and indirect/unpersonal touchpoints, where 

the customer gets into contact with the business through its marketing communication, 

like advertisements or the website (Baxendale et al., 2015). 

This thesis is specifically focusing on personal and unpersonal-, brand-owned 

touchpoints for the research, as those are contact points where businesses have full 

control over their marketing approach during the customer journey. Hence, those 

interactions can deliberately be designed in a way that influences customer decision-

making in a desired manner (Zimmermann & Auinger, 2021). 
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In order to facilitate customer experience creation, all touchpoints need fit together and 

form a seamless process, which increases customer satisfaction (Lemon & Verhoef, 

2016). In this context, the management of those touchpoints is also highly dependent the 

channels that are used during the interactions (Lemon & Verhoef, 2016).  

According to Santos & Gonçalves (2021), touchpoints and channels are closely related. 

Channels are often called the carriers, mediums or mediators of touchpoints. (Halvorsrud 

et al., 2016; Stein & Ramaseshan, 2016). Thus, they are considered to be the 

environment where the moments of truth occur. Literature generally differentiates 

channels into two categories: online/digital and offline/physical channels (Aichner & 

Gruber, 2017). Online channels are for example E-Mails, the company’s website, search 

engines like Google, social media and blogs or forums (Kannan & Li, 2017). Offline 

channels refer to printed advertisements, the telephone, face-to-face contact or 

conventional channels such as television or the radio (Zimmermann et al., 2022).  

Channel management has a direct impact on touchpoint management, because by 

comprehending which channels are dominantly used by customers to interact with the 

business, this has a notable impact on the creation of a coherent customer journey, which 

in turn has an influence on customer decision-making (Lemon & Verhoef, 2016; 

Zimmermann et al., 2022).  

Regarding which touchpoints and channels are especially important for businesses, there 

exists no definite research, because this is individual for each customer journey and also 

for each customer himself (Lemon & Verhoef, 2016). But it is possible to identify common 

types that are usually part of the customer journey. Hence, based on a literature review, 

Table 1 illustrates a summary of important touchpoints and channels during customer 

journeys that are brand owned. 

The analysis of the literature showed that there is a wide array of channels and 

touchpoints that a company has at its disposal to get in contact with customers, as well 

as the other way around. But especially in B2B markets, some touchpoints and channels 

might not be as relevant as others, due to the nature of organisational buying behaviour 

(Aichner & Gruber, 2017). For example, whether traditional television- or radio 

advertisements are suitable for attracting potential customers in industrial markets, needs 

to get evaluated by the companies themselves. Therefore, identifying which contact 

points are actually relevant for B2B customers is essential, to ensure a structured and 
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holistic touchpoint and channel management and provide the customers with a seamless 

and pleasant experience throughout their customer journey (Aichner & Gruber, 2017).  

Categorisation  Online channels Offline channels 

Personal 
touchpoints 

• E-Mail  

• Scheduled Meetings (via 
online application) 

• Workshops (via online 
application) 

• Social Media Interactions 

• Telephone Calls 

• Scheduled Meetings (in 
person) 

• Service-Centres 

• Events 

• Workshops (in person) 

Unpersonal 
touchpoints 

• Website 

• Direct Mail 

• Newsletters 

• Social Media Posts 

• Online Advertisement 

• Search Engine Optimisation 

• TV Advertisement 

• Radio Advertisement 

• Outdoor Advertisement 

• Printed Catalogue 

 
Table 1: Brand-owned touchpoints and channels during the customer journey (Adapted 
from Aichner & Gruber, 2017; Donchak et al., 2022; Inkit, 2022; Kannan & Li, 2017; 
Vorhees et al., 2017; Zimmermann et al., 2022)  

In conclusion, this section of the literature review illustrates, how the concept of the 

customer journey shapes the way in which businesses approach their potential and 

existing customers (Homburg et al., 2017). With customer experience as a key area of 

interest, interactions between the customers and the firm get mapped and the three main 

phases of the customer journey allow for a distinct view on the decision-making process 

of the customers and the factors that have an impact on it (Lemon & Verhoef, 2016). 

Touchpoints and channels function as the mediators of contact between the company 

and the customers and should therefore be closely managed to shape and influence the 

their experiences (Zimmermann et al., 2022).  

In the following section, the field of behavioural economics and how cognitive biases have 

an influence on the decision-making process of customers in a purchasing context, will 

be presented. The respective findings will then be connected to the concept of the 

customer journey to build a theoretical framework for the analysis. 
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2.3. Behavioural Economics 

In this section, behavioural economics and prominent findings from this research area will 

be discussed, with the aim to illustrate the value of this field for marketing research and 

practice. At first, the history of behavioural economics will be elaborated upon, followed 

by the dual-process theory, to introduce the topic and provide insights on the main 

concepts that the research is based on. Further, the concept of nudging, as well as 

dominant cognitive biases that have found implementation in marketing research and 

practice will be presented. Lastly, the ethical concerns of utilising cognitive biases as part 

of the marketing approach will be discussed. 

2.3.1. History of Behavioural Economics Research 

There exists a considerable amount of research on what constitutes and influences 

decision-making (Buchanan & Connell, 2006). Literature argues that this stems from the 

common interest of finding out why someone behaves the way they do (Ghisellini & 

Chang, 2018). Behavioural economics is an approach that has been gaining prominence 

and interest in behaviour research over the past decades and further influenced a 

multitude of fields both in research and in practice, such as healthcare, public policies, 

social studies, business administration and marketing (Dowling et al., 2020; Ellis, 2018; 

Kahneman, 2011; Ogaki & Tanaka, 2017; Shefrin, 2015; Thaler & Sunstein, 2008). 

Early on, economists were basing their understanding and research on the traditional, 

neoclassical assumption of the homo economicus (Ghisellini & Chang, 2018; Ogaki & 

Tanaka, 2017). This approach saw people as self-aware beings, who are fully capable of 

processing the available information fast and in the most efficient manner to make choices 

that are consistently rational and maximise utility (Chuah & Devlin, 2011; Shefrin, 2015). 

Hence, it was presumed that only insufficient information or strong emotions led to people 

making decisions that were not completely rational or in their best interest (Ogaki & 

Tanaka, 2017). But these assumptions were quickly disproven with experiments in the 

1950 and 1960s, showing how people are consistently poor at making optimal judgments, 

especially when tasked with the application of basic probability rules (Edwards et al., 

1963; Ellis, 2018). 

Then Simon (1955, 1957) proposed the theory of bounded rationality which challenged 

the neoclassical approach and led to a shift in economics research (Ellis, 2018). He 

proclaimed that humans are too limited in their cognitive ability to process data to make 

the most rational choice at all times and thus the brain employs heuristics to make short-
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cuts (Simon, 1955, 1957). Heuristics are also described as so-called rules of thumb, 

which are simplifying strategies that are based on previous experiences, which are used 

to come to a fast conclusion during similar situations (Caputo, 2013; Ehrlinger et al., 

2016). But these heuristics also lead to systematic errors in cognitive thinking, which are 

commonly referred to as cognitive biases (Kahneman, 2011).  

With the theory of bounded rationality and the model of heuristics and biases as their 

cornerstone for research, the field of behavioural economics started to gain traction 

(Kahneman, 2011). Since then, publications from established psychologists and 

economists built on and extended Simon´s (1955, 1957) theory, which strengthened the 

interest on this area (Ariely, 2009; Kahneman, 2011; Kahneman & Tversky, 1979; Thaler 

& Sunstein, 2008).  

With the increasing number of theories and experimental observations that point towards 

the feasibility of the theory of bounded rationality and the model of biases and heuristics, 

the notion that the decision making process is considered to be fallible and imperfectly 

rational was commonly accepted by researchers (Ogaki & Tanaka, 2017; Shefrin, 2015).  

And with research on cognitive biases showing consistent deviations in human behaviour 

from the expected, rational choice in certain situations, the interest of the application 

potential of these findings to guide decision-making grew considerably (Dowling et al., 

2020; Ellis, 2018). This thesis will be focusing on the field of marketing, especially 

regarding how behavioural biases can influence customer decision-making processes.  

The following sections will present the concepts, theories and findings of behavioural 

economics, that have been especially relevant for marketing research so far. 

2.3.2. The Dual-Process Theory  

A key model in the field of behavioural economics is the dual-process theory (Chlebišová 

et al., 2011; Ogaki & Tanaka, 2017). It suggests that there are two types of cognitive 

processing mechanisms that are used by humans when making decisions (Shefrin, 

2015). Nobel laureate Daniel Kahneman popularised the theory that is differentiating 

between fast, automatic thinking, which he called System 1, and slow thinking, or System 

2, which stands for deliberate, conscious thinking (Kahneman, 2011), after adapting it 

from Stanowich and West (2000). This is also what this thesis will be referring to in the 

following sections, as those terms have been commonly adapted in behavioural 

economics research (Bunčić et al., 2021; Ehrlinger et al., 2016; Ghisellini & Chang, 2018; 

Ogaki & Tanaka, 2017; Shefrin, 2015). 
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System 1 is responsible for the majority of decisions that are made during the day 

(Kahneman, 2011). Other literature also refers to System 1 as an autopilot, which is 

processing in the background. (Scheier & Held, 2006). Kahneman (2011) describes, how 

System 1 is making decisions that are largely based on intuition. Hence, this way of 

thinking is used for automatic decision making, which happens unconsciously and does 

not demand much energy.  

System 2 on the other hand, only gets activated when there is a conscious effort to 

evaluate, understand or process something. This system is responsible for weighing 

options and utility values and thus requires controlled attention. Therefore, decisions that 

are made by System 2 take longer and require a reflective thinking process (Kahneman, 

2011).   

Research suggests, that there is such a distinction between the two systems, because 

conscious and deliberate decision-making takes much more effort than intuitive thinking 

(Shefrin, 2015). Hence, from a biological and evolutionary standpoint, humans have a 

tendency of using System 1 to conserve energy (Raab et al., 2009; Scheier & Held, 2006). 

Kahneman (2011) also describes System 1 as effortless and System 2 as effortful in this 

regard. Appendix 2 shows the results of the analysis on the process characteristics and 

the processed contents of contents of the respective Systems for a more thorough 

overview. 

The differentiation into System 1 and 2 helps to better understand how decision-making 

processes work (Kahneman, 2011). Usually, System 1 is responsible for the initial 

information processing and thus the forming of a preliminary decision. System 2 can be 

activated at the same time as System 1 , but generally this happens only, if there is a 

certain motivation for it (Zhang et al., 2014). Scheier and Held (2006) describe System 2 

as a pilot, who is taking over the control of the airplane, in this case the thinking process, 

during certain situations when complex tasks occur or when something caught its 

attention. According to Spreer (2021), System 1 is 95% of the time responsible for 

decisions, while System 2 only accounts for 5% of all decisions that are made on a daily 

basis. Kahneman (2011) argues, that an initial decision that was made by System 1 is 

usually adopted by System 2, but the decision can be overruled if System 2 gets activated 

and evaluates a situation in a different way. Decisions that are driven by System 1 are 

more intuitive, while if they were made by System 2 they are usually carefully deliberated, 

and therefore not changed as easily (Samson & Voyer, 2012).  
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Figure 2 illustrates this concept of the dual-system theory according to Kahneman (2011) 

for better visualisation. 

 

Figure 2: The dual-system theory (Spreer, 2021, p. 14) 

Regarding whether cognitive biases are applicable to the dual-process theory, Shefrin 

(2015) claims, that both System 1 and System are fallible – which makes them 

susceptible to deviations in rational judgement. But especially System 1 is inclined to the 

usage of heuristics during its intuitive information processing, which increases the 

likelihood of a cognitive bias occurring (Kahneman, 2011). But System 2 can also be 

influenced by certain brain processing errors, only the probability of it is lower (Kahneman, 

2011; Shefrin, 2015). Still, most cognitive biases are usually associated with the activation 

of System 1, which is why they are considered to be so efficient at directing decision-

making processes (Spreer, 2021). The next section will be introducing the concept of 

nudging and nine particularly relevant cognitive biases in marketing research and 

practice. 

2.3.3. Prominent Cognitive Biases as Part of the Marketing Approach 

Cognitive biases can be actively employed as part of the marketing approach to influence 

the customer’s decision-making process (Dowling et al., 2020). The theory of nudging, 

which is a behavioural economics concept, is especially important in this context. The 

theory was developed by Thaler and Sunstein (2003, 2008) and is based on the dual-

process theory and the conception that human decision-making processes are inherently 

flawed and thus susceptible to cognitive biases (Mirsch et al., 2017). Further it can be 

argued that nudging is a concept, that is consciously making use of the characteristics of 

System 1, to guide decision-making (Thaler & Sunstein, 2008). 

Thaler and Sunstein (2008) proposed nudging as an approach that is aimed at 

encouraging individuals to make choices that benefit them, through the subtle creation of 
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an environment, also described as “choice architecture”, that “nudges” them in a particular 

way, by utilising cognitive biases. The choice architecture stands for the fact that different 

choices are available to the individual, but they are presented in a certain way that 

influences the decision-making process. Cognitive biases are employed in that context, 

to guide the parties that are addressed to a predictable conclusion (Thaler & Sunstein, 

2008).  

Thaler and Sunstein (2008) highlighted, that nudges usually are built by making use of 

one or multiple cognitive biases. As part of the marketing approach in B2C markets, the 

utilisation of cognitive biases as nudges is especially popular, because they can be 

implemented quickly and wield considerable results (Mirsch et al., 2017; Spreer, 2021; 

Weinmann et al., 2016). Further the nudge theory is relevant for both physical and digital 

environments, which makes it even more suitable for a wide area of application 

possibilities (Thaler & Sunstein, 2008; Weinmann et al., 2016).  

Research about cognitive biases is still very relevant in the psychological and ecological 

field, and new biases are steadily being found and identified (Bunčić et al., 2021). So far, 

there are over 180 cognitive biases that have been described (Bunčić et al., 2021).  

This thesis will focus on nine biases that were identified by Mirsch et al. (2017), as 

particularly relevant for nudging customers during their decision-making processes, 

based on a literature review: the framing bias, status-quo bias, social norms, loss 

aversion, anchoring & adjustment, hyperbolic discounting, decoupling, priming and the 

availability heuristic. Those nine biases will now be presented in more detail and with 

examples on how they can be applied as part of the marketing approach. 

The social norms bias is also defined as social proof or the bandwagon effect, and states 

that individuals tend to follow and orient themselves towards the decisions of others 

(Spreer, 2021; Tembrink, 2020). Hence people are more likely to be influenced by what 

other individuals or companies are doing or purchasing (Mirsch et al., 2017). As a 

marketing approach, social proof can be implemented by mentioning how other well-

known customers or brands use the product or service that is being advertised (Spreer, 

2021). According to Spreer (2021), utilising expert opinions, certificates and testimonials 

lowers the perceived risk of decisions and gives a sense of credibility, which makes 

customers more willing to continue the purchasing process. This approach has also been 

described in academic literature under the concept of reference selling (Terho & Jalkala, 

2017). 
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Loss aversion means that disadvantages are weighed more heavily compared to gains 

and advantages, therefore individuals want to prevent or minimise losses (Kahneman, 

2011). Thus, customers are more receptive to messages about an imminent 

disadvantage or an opportunity that may be missed (Mirsch et al., 2017). For this reason, 

marketing messages are considered to be especially influential when they advertise 

offers that are limited in quantity, or are reduced in price for a specified amount of time 

(Spreer, 2021). In this way, the customers get the feeling that they would be missing out 

on a product or an opportunity to save money, if they don´t decide on a purchase quickly, 

which creates a sense of urgency (Spreer, 2021). Another way to make use of loss 

aversion is to illustrate how a customer would be disadvantaged in a certain way by not 

choosing to engage with a business and its products or services (Bunčić et al., 2021). 

This is also often connected to the framing bias (Bunčić et al., 2021).  

The status-quo bias or default effect represents the tendency to preserve a current 

situation (Kahneman, 2011; Spreer, 2021). Individuals tend to hold on to the status quo, 

because they don´t want to change the prevailing circumstances, as that would be 

connected to an effort or cognitive process (Mirsch et al., 2017). This bias can appear 

during various situations. One example being, that some companies offer free trials of 

their products or services for a limited amount of time (Spreer, 2021). This tactic does not 

only open the door to many interested customers, but also customers often feel like it 

would be too bothersome to rescind their usage of the offering and search for another 

one, which would disrupt their status quo. Another example from Spreer (2021) is how 

individuals tend to adhere to predetermined decisions, even if they would have the 

opportunity to change it, like when out of multiple product configurations, they choose to 

buy the one that was preselected for them.  

Framing is one of the cognitive biases that have been researched in a thorough manner 

in marketing literature (Mirsch et al., 2017). According to Zubair et al. (2020), framing is 

commonly used to phrase messages and advertisements in a particularly convincing 

manner (Bunčić et al., 2021). Finkle (2019) stated that “marketing in general is taking 

information and framing it in the most affective way”. According to Tversky & Kahneman 

(1981), the way in which a problem, message or situation is framed, has influences on 

the perception and evaluation of it. Hence, in marketing, the way in which information is 

presented has a direct effect on how customers perceive it, and this has influence on their 

decision-making (Bunčić et al., 2021). A common example for this is when a business 

advertises how 85% of their customers were satisfied with their product, instead of stating 
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that 15% of their customers were in fact dissatisfied (Lancaster, 2022) Even though both 

messages essentially are content wise identical, the 85% version is framed in a positive 

manner, while the 15% version is framed in a negative manner. Such a small change in 

phrasing has an impact on how information is processed (Finkle, 2019; Lancaster, 2022). 

In general, customers were found to prefer information that is framed positively (Yang et 

al., 2018). In the end, it depends on who the marketing message is targeted to, to identify 

in which way information should be presented (Bunčić et al., 2021). It is therefore the 

responsibility of businesses and marketers to find out and understand what the customers 

care about, to better phrase their marketing messages (Bunčić et al., 2021).  

The availability heuristic, also called the availability bias, is describing how individuals 

are influenced by information that can be easily recalled or is more readily available in 

their mind (Mirsch et al., 2017; Tversky & Kahneman, 1974). The humans’ memory is 

affected by information salience, frequency, and vividness, therefore using recent events 

from real life, that concern them personally, or that they can relate to, keeps the 

corresponding information longer in their memory, which can serve as a driving factor 

once a customer decides on something, because this certain aspect will be on top of their 

mind (Spreer, 2021). Hence products should have names that are easy to remember and 

marketing messages should be constructed in a way that makes them interesting and 

relevant for the targeted customers (Spreer, 2021). 

Priming is the targeted influencing of the brain's stimulus processing. The way customers 

think and behave is influenced by the activation of previous stimuli (Ghisellini & Chang, 

2018). For example aspects like brand messages, colours, sounds and previous 

experiences shape the customers’ expectations and assumptions of an organisation and 

their products (Janiszewski & Wyer, 2014). Another way of priming is the conscious 

directing of the customers’ attention to certain features (Mirsch et al., 2017). An example 

for this is how during an experiment, customers in an electric store that entered to buy a 

laptop were approached by two kinds of employees (Gabriel, 2020). One portion of them 

got asked what memory needs they have, while others were asked the same question 

but regarding processor needs. As a result, when deciding on which type of laptop to 

purchase later, the people that were approached with the question about memory needs 

tended to attach more importance to that factor, while the other portion focused more on 

the processor feature. Thus, by introducing certain topics, an individual may be guided 

and primed into deliberating upon aspects that they maybe wouldn´t have considered 

otherwise (Gabriel, 2020). 
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The anchoring & adjustment bias, commonly referred to as anchoring bias, is about the 

observed phenomenon, that humans are basing their understanding and assessment of 

a situation or problem on the information that is provided alongside it (Mirsch et al., 2017). 

By using a reference point, the anchor, this serves as tool for comparison, the adjustment, 

among different choices (Bunčić et al., 2021). For example, marking a product at a certain 

price like 50 Euros, while signalising that it would have cost 90 Euros originally, will give 

the customer the impression that this is a good deal (CFI, 2022). Even if the 50 Euros 

might still be rather expensive. Anchoring is especially successful, if customers are not 

familiar with the good and thus have no reference point themselves to refer to (Tembrink, 

2020). In academic literature this bias has also found attention regarding its use during 

price negotiation processes (Caputo, 2013).  

The bias of hyperbolic discounting stands for individuals valuing the present more than 

the future. Therefore, they tend to prefer gains in the short-term, even if the long-term 

benefits would be higher (Mirsch et al., 2017). This bias is especially used in marketing 

to give customers the feeling of “instant gratification” by highlighting the immediate 

benefits of a purchase (Spreer, 2021). Further, Spreer (2021) argues, that the bias is 

rooted in humans being inherently impatient. This bias is also often connected to loss 

aversion, especially with time-limited offers, in order to influence a customer to go ahead 

with a purchase (Andrus, 2019).  

The term decoupling means that a conscious effort is being made to separate two fields 

from each other. The decoupling bias that Mirsch et al. (2017) refers to, is referring to the 

divide of the decision-making process from the payment process, which can have the 

effect of lowering the inhibitions towards making a purchase. For example, it is harder to 

accurately evaluate the cost of a purchase if it was paid by credit card instead of cash. 

Regarding how this bias can be utilised as part of the marketing approach, Mirsch et al. 

(2017) argues, that similar to hyperbolic discounting, offering the option to stretch or 

postpone the payment process over an extended period of time can make a purchase 

more likely.  

This presentation of the nine cognitive biases shows, that biases appear in various 

situations and how it is possible to actively make use of them to influence customer 

decision-making processes. Table 2 shows an overview of these biases for a better 

overview. 
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Cognitive Bias Description Marketing Examples 

1. Social Norms Individuals tend to follow and 
orient themselves towards the 
decisions of others 

Referring to existing customers, 
testimonials, certificates, or expert 
opinions 

2. Loss Aversion Disadvantages are weighed more 
heavily compared to gains and 
advantages 

Limited offers in quantity or time, 
making customers feel like they 
would be at a disadvantage if they 
do not buy something 

3. Status-Quo  
    Bias 

The tendency to preserve a 
current situation 

Free trials, preselecting product or 
service options 

4. Framing Decisions are influenced by the 
way in which information is 
presented 

Positive framing, highlighting the 
benefits; negative framing, focusing 
on disadvantages 

5. Availability  
    Heuristic 

Individuals are influenced by 
information that can be easily 
recalled or is more readily 
available in their mind 

Referring to recent events that are 
relevant for the customer, making 
the customer come often into 
contact with the business 

6. Priming The way customers think and 
behave is influenced by the 
activation of previous stimuli 

Brand building, using colours, 
sounds, attribute priming: 
highlighting certain attributes 

7. Anchoring &  
    Adjustment 

Individuals are basing their 
understanding and assessment of 
a situation or problem on the 
information that is provided 
alongside it 

Price anchoring, referring to how 
much a product cost before, or a 
range on how much such products 
usually cost 

8. Hyperbolic  
    Discounting 

Individuals value the present 
more than the future 

Messages about short-term benefits 
are preferred over long-term benefits 

9. Decoupling Separating the decision-making 
process from the payment 
process lowers inhibitions of 
making a purchase 

Offering customers to pay with card 
instead of cash, offering different 
payment processes, post-pone 
payments 

 
Table 2: Overview on the nine cognitive biases (own illustration) 

Literature and practical experiences have proven, that it is possible to induce certain 

predictable behaviours in customers by utilising the characteristics of the various 

cognitive biases (Spreer, 2021). Hence, implementing cognitive biases in a targeted 

manner during the marketing approach can prove to be considerably profitable for 

businesses (Dowling et al., 2020). 

2.3.4. Ethical Considerations about the Utilisation of Cognitive Biases 

The concept of nudging and the deliberate utilisation of cognitive biases to guide decision-

making processes does bring with it some ethical considerations. The concept of nudging 

was initially constructed with the aim to help individuals make better choices for them and 

for their surroundings (Thaler & Sunstein, 2008), but sometimes organisations take 

advantage of it (Weinmann et al., 2016). Some businesses, like low-cost airlines that 

make use of the status quo bias by making customers automatically sign up for non-

essential options, like buying a seat reservation or an additional luggage item. Other 
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businesses rely on the loss aversion bias to make customers feel like they have to order 

immediately, to not miss out on a certain offer, even if in reality this sense of urgency was 

artificially created. This and similar actions may lead to bigger profits in the short term, 

but this can have a detrimental effect on their reputation, because the customers feel 

unsatisfied with their experiences (Weinmann et al., 2016). Such tactics are considered 

manipulative and therefore unethical, because they solely bring benefit to the businesses 

and do not promote the welfare of the affected individuals (Sunstein, 2015).  

Whether the use of cognitive errors that impede rational decision-making is unethical in 

itself, was also considered by Sunstein (2015), who originated the nudging theory. 

According to him, nudging does not infringe on an individual’s option and right to decide 

on a topic however they like, but can guide them in certain directions (Sunstein, 2015). 

Ultimately, businesses can apply the knowledge about cognitive biases to determine, 

which aspects are especially important for customers and therefore construct their 

marketing approach according to it (Dowling et al., 2020). Therefore, as long as the 

concept of nudging and identified cognitive biases are not utilised deliberately with bad 

intentions to manipulate decisions in a way that is detrimental to the targeted individual, 

it is not considered unethical (Sunstein, 2015). Thus, according to this understanding, if 

marketing messages are in fact truthful, like when a product is actually in low stock and 

this is mentioned, which can lead to the loss aversion bias, it is also not considered 

unethical (Sunstein, 2015).  

2.4. Theoretical Framework 

When comparing the literature on customer journeys and behavioural economics, it 

becomes apparent that these fields address two different paths when researching factors 

that influence buying behaviour.  

Studies on customer journeys generally divide the purchasing process in three main 

phases, the pre-purchase, purchase and post-purchase phase (Lemon & Verhoef, 2016). 

Customer journeys are not considered to have a clear start and end-date, but are seen 

as a holistic concept that continues on until a customer stops interacting with the business 

(Lemon & Verhoef, 2016). By mapping the touchpoints of a customers with the firm and 

channels that were used during that process, the businesses can gain a more in-depth 

understanding of the factors that shape the customers’ experiences and therefore have 

an impact on their decision-making process (Tueanrat et al., 2021). Organisations use 

this concept, to ensure customer satisfaction and encourage long-term relationships and 
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loyalty, by deliberately shaping and managing these touchpoints in a way that fit the 

customers’ needs (Jain et al., 2017). For this, brand-owned touchpoints are especially 

valuable, because they are completely within the company’s control, which makes them 

suitable for management (Zimmermann et al., 2022). In summary, customer journey 

literature argues that the concept allows for organisations to have a strong grasp on how 

they present themselves and what they should convey during their interactions with the 

customer. This gives businesses the opportunity to influence customer decision-making 

process in their benefit by creating a pleasant customer experience (Lemon & Verhoef, 

2016; Tueanrat et al., 2021).  

Behavioural economics literature on the other hand focuses on the cognitive restrictions 

of the human mind and how this has an influence on decision-making processes (Ogaki 

& Tanaka, 2017). Based on the bounded rationality theory, it is not possible for humans 

to consistently make rational decisions (Simon, 1955, 1957). Especially cognitive biases, 

which are in essence cognitive processing errors contribute to this, because they are 

based on simplifying strategies, that originate from previous experiences, to come to a 

fast conclusion (Kahneman, 2011). These biases are inherently connected to research 

on the dual process theory, which states that the activation of either System 1, which 

stands for fast or automatic thinking and System 2 which stands for slow or conscious 

thinking, has an influence of how information is processed (Kahneman, 2011). Because 

System 1 is usually responsible for around 95% of the decision-making processes, 

humans are especially prone towards cognitive biases (Spreer, 2021).  

According to behavioural economics literature, decision-making processes can therefore 

be influenced in a subtle way, by using the nudging theory from Thaler and Sunstein 

(2008). They argue that individuals are affected by the way in which information is 

presented to them, and by designing the so-called choice-architecture, which is utilising 

knowledge about cognitive biases, decisions can be guided into a predictable direction. 

This does not limit individuals in their freedom and ability of making decisions, but 

influences them nonetheless, therefore organisations need to consider ethical 

dimensions when making use of this concept (Sunstein, 2015; Thaler & Sunstein, 2008).  

Marketing research and practice has shown how nudges and the utilisation of cognitive 

biases are already broadly applied in B2C markets (Dowling et al., 2020). This thesis is 

focusing on nine biases in particular, based on a selection from Mirsch et al. (2017), who 

illustrated the use of these specific biases in a marketing context: the framing bias, status-

quo bias, social norms, loss aversion, anchoring & adjustment, hyperbolic discounting, 
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decoupling, priming and the availability heuristic. In the previous section these biases 

were illustrated and examples of how they can be applied during the marketing approach 

were provided. 

Now, the question arises how the two fields of research regarding customer journeys and 

behavioural economics can be integrated with each other, in an organisational purchasing 

context. Both types of studies are analysing decision-making processes, and intend to 

deduce ways to impact the outcome of these decisions, but with a separate approach 

(Cortez & Johnston, 2017; Dowling et al., 2020). There exists literature that is analysing 

the influence of cognitive biases on decision-making during the different phases of the 

customer journey in a B2C context (Dowling et al., 2020; Schär & Stanoevska-Slabeva, 

2019; Spreer, 2021). There, cognitive biases are utilised to facilitate the decision-making 

process for customers to build a pleasant experience throughout the customer journey 

(Schär & Stanoevska-Slabeva, 2019). Touchpoints and channels are the parts of the 

customer journey, where cognitive biases and nudges can be actively applied, especially 

brand-owned touchpoints, because the firm has full control over them (Schär & 

Stanoevska-Slabeva, 2019). Based on these studies, a theoretical framework was 

created, which is illustrated in Figure 3.  

 

Figure 3: Theoretical framework (Adapted from Dowling, 2019; Schär & Stanoevska-
Slabeva, 2019; Spreer, 2021)  
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As for why this theoretical framework is deemed suitable for analysing organisational 

buying behaviour, even though is rooted in B2C research, it can be argued that the 

individuals who are involved in organisational purchasing processes are still people who 

are just as prone towards cognitive biases as B2C customers (Ender, 2021). The theory 

of bounded rationality applies to them as well (Simon, 1955, 1957; Steward et al., 2019). 

Further, Webster & Wind (1972) inter alia emphasised the importance of individual 

variables in their model that illustrates the factors that have an impact on organisational 

buying behaviour, and cognitive factors were included in that category. Lastly, Steward 

et al. (2019) highlighted how literature on organisational buying processes has 

increasingly started to consider behavioural research for their studies. 

But literature on organisational buying behaviour stresses the complexity of 

organisational purchasing processes, which usually take a longer time, involve multiple 

people and are keen to focus on objective criteria when making decisions (Åge, 2011; 

Grewal et al., 2015; Prior, 2021). Thus, the objection could be raised that this makes it 

more likely for System 2 to be activated, which is less probable to be influenced by 

cognitive biases (Kahneman, 2011). Still, this does not eliminate the chances of cognitive 

biases occurring, as they are part of how the human brain processes information (Ogaki 

& Tanaka, 2017; Saab & Botelho, 2020). Further, the fact remains, that System 1 is 

responsible for around 95% of the decisions that are made on a daily basis, which makes 

it unlikely that all decisions during the customer purchasing process are being solely 

made with System 2.  

Hence, this thesis argues that the theoretical framework can be applied to a B2B context 

and is therefore suitable for analysis. For that reason, the following sections of the thesis 

will place an emphasis on analysing the attitudes of sales and marketing employees 

regarding this notion, to gain insights on their perspectives on this topic. 
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3. Research Methodology 

In this third chapter, the chosen methodology for the thesis will be introduced, by 

presenting the scientific methodology and the empirical methodology.  

3.1. Scientific Methodology 

First, for the scientific methodology section, this thesis´s research philosophy will be 

elaborated upon. This is followed by the arguing for the choice of the research approach 

and the research method. Further the literature sources, as well as the theory in use for 

this thesis will be presented and the chosen research strategy will be argued for. 

3.1.1. Research Philosophy 

The research philosophy has a considerable influence on the nature of the study and the 

data collection, and therefore the final results (Saunders et al., 2019). The two prominent 

patterns of thinking regarding this are the ontological and epistemological view (Bell et 

al., 2022).  

Ontology stands for the study of being, which is concerned with identifying the nature of 

reality (Saunders et al., 2019). Therefore, the emphasis of this branch of knowledge is on 

exploring what reality is and how to classify that (Bell et al., 2022). This field can further 

be divided into objectivism and constructivism. Objectivism stands for the assumption that 

social phenomena are independent from social actors, which symbolises an external 

reality, that is not influenced by any individuals. Constructivism on the other hand sees 

social actors as an essential part of the social reality, who build this reality with their 

interactions (Bell et al., 2022). This thesis is focusing analysing the perceived relevance 

of cognitive biases during organisational customer journeys, according to actors in the 

B2B software sector. And although the literature about cognitive biases is dominantly 

rooted in the idea of objectivism (Kersting & Obst, 2016), this thesis places an emphasis 

on capturing the perspectives of different individuals about this topic. By placing the view 

of the actors first, their understanding of social reality will be analysed, therefore, the 

ontological standpoint of this study is best described as constructivism.  

Epistemology stands for the study of knowledge (Bell et al., 2022), which considers the 

questions of what is known, and how this knowledge is gained (Saunders et al., 2019). 

There are two main approaches to that, which are positivism, and interpretivism (Bell et 

al., 2022). Positivism views reality in an objectivist way and therefore considers 
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quantitative methods like surveys, that gather data directly and get verifiable findings, as 

most appropriate to analyse knowledge. Interpretivism contrasts that view, by 

concentrating on the analysis and understanding of human behaviour. There, the focus 

lies on questioning why individuals act the way they do and how this can be identified and 

interpreted (Bell et al., 2022). As this thesis is focusing on analysing the different views 

of individual sales and marketing employees on the topic of cognitive biases, the view of 

interpretivism was followed. 

3.1.2.  Research Approach  

In relation to research approaches, there is a distinction between deductive, inductive and 

abductive research (Bell et al., 2022). According to Dell et al. (2022), the deductive 

approach aims at forming one or multiple hypothesis, based on existing theory, that will 

then be tested on whether they can be accepted or rejected. Hence this is usually 

connected to a quantitative study, to draw sound conclusions, or explain causal 

relationships between independent and dependent variables. The inductive approach on 

the other hand uses observations to build and propose new theories as a result of the 

research process. Thus, there is a specific focus on researching and identifying patterns 

and relationships to develop new conclusions or theories. The abductive approach is a 

third alternative, which is used to address the weaknesses of the deductive and inductive 

approach. By using the theoretical findings as guidelines, but not limiting the research on 

testing the theory, but being open to additional findings, this allow for a more pragmatistic 

approach (Bell et al., 2022). And because the thesis aims for this broad perspective, to 

explore the perceived relevance of cognitive biases during customer journeys, with regard 

to their influence on organisational buying behaviour, according to actors in the B2B 

sector, the study adopts an abductive research approach. 

3.1.3. Research Method  

In terms of research method, quantitative research and qualitative research is 

respectively used for two different approaches of empirical data gathering (Bell et al., 

2022). A quantitative study is focused on using larger sample sizes to describe 

phenomena with data that can be evaluated statistically and allows for generalisation. 

Hence, this approach is considered to be driven by numbers and hypotheses, which the 

corresponding studies seek to either accept or reject with their analysis. Therefore, 

surveys with closed questions are usually preferred for this type of research. A qualitative 

study on the other hand, has an emphasis on understanding the subjective motivations 
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and opinions of individuals, to evaluate their experiences in a certain context. This is why 

this approach usually has a smaller sample size while utilising a more in-depth and 

thorough method like interviews or focus groups (Bell et al., 2022).  

Literature on cognitive biases is usually of quantitative nature, with the biases being 

tested in an experimental setting, to analyse them on their impact on decision-making 

(Kahneman, 2011; Ogaki & Tanaka, 2017). But this study is focusing on understanding 

the different perspectives of sales and marketing employees in a B2B software firm, 

regarding their opinions on the relevance and difficulties of utilising cognitive biases within 

the customer journey concept to influence organisational buying behaviour. A qualitative 

method is especially suitable to gather insights that illustrate unique propositions and 

investigate potential conflicts that literature might not have considered yet (Bell et al., 

2022). Therefore, a qualitative study approach was used for this thesis, because this 

allows for a more in-depth communication with the employees, to explore their mindset 

and attitude towards the respective topic.  

3.1.4. Literature Sources 

Previous research serves as the basis for the theoretical background and literature review 

of this thesis. The majority of the literature that this thesis refers to, was collected by using 

the online databases of Google Scholar, the HKR Summon library and the online 

catalogue provided by the University of Applied Sciences Landshut. Further scientific 

articles and books were found at Springer Link and Elsevier. Prominent keywords that 

were used either alone or in combination with each other, to gather relevant literature for 

this study were: “behavioural economics”, “customer journey”, “organisational buying 

behaviour”, “cognitive bias”, “B2B”, “nudge”, “marketing communication” and “decision-

making”.  

To analyse the fields of organisational buying behaviour, customer journeys and 

behavioural economics in a comprehensive manner, the various sources were each 

evaluated on their relevance for the topic of this thesis. Additionally, an emphasis was 

placed on peer-reviewed publications, and to ensure a contemporary view on these 

subjects, this study concentrated on literature that was published between 2010 and 

2022. In particular, a conscious effort was made to focus on literature that is not older 

than six years, if possible. Older literature is also mentioned in the text, but only if the 

thesis illustrates the development of research over time, or if more recent studies 

frequently referred to those publications.  
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3.1.5. Theory in Use 

This study took several theories into account to support the analysis of the relevance of 

cognitive biases to influence organisational buying behaviour within the concept of the 

customer journey.  

First and foremost, the model from Webster and Wind (1972) symbolises the starting 

point for this thesis, with the authors pointing out how environmental, organisational, 

social and individual variables have an influence on organisational buying behaviour. The 

notion that individual variables, which include cognitive factors, are to be considered when 

researching organisational buying behaviour, justifies the analysis of the relevance of 

cognitive biases in a B2B setting. Further, the theory of bounded rationality applies to all 

individuals (Simon, 1955, 1957), therefore insights on behavioural economics are 

deemed to be applicable to organisational purchasing processes.  

The main theory in use for this thesis is the connection of the fields of customer journeys 

and cognitive biases. The theory of the concept of the customer journey, spearheaded by 

Lemon and Verhoef (2016), uses three main phases to illustrate the paths that customers 

usually go through when interacting with a firm. According to previous literature, cognitive 

biases can be actively applied as part of the marketing approach, in the different customer 

journey phases, through touchpoints and channels (Dowling et al., 2020; Schär & 

Stanoevska-Slabeva, 2019; Spreer, 2021). Especially brand-owned touchpoints are 

suitable, because the business has an active control over their design (Schär & 

Stanoevska-Slabeva, 2019).  

Based on these publications, the theoretical framework was constructed, which illustrates 

how cognitive biases can have an impact on the decision-making process and therefore 

organisational buying behaviour, through the implementation via touchpoints and 

channels across the three phases. This framework builds the basis for the empirical data 

collection and corresponding analysis.  
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3.2. Empirical Methodology 

In this section, first the chosen research strategy will be argued for and the data collection 

method and process will be elaborated upon, followed by a description of the sample 

selection. Further the sub-section about operationalisation, which focuses on the 

preparation for the data-collection process in more detail, will be presented. Then the 

choice of the data analysis method, the aspect of trustworthiness and lastly the ethical 

considerations for this study will be discussed. 

3.2.1. Research Strategy 

As mentioned during the introduction, the case study design was chosen for this thesis. 

According to Bell (2022), “a case study entails the detailed and intensive analysis of a 

single case” (p. 59). Case studies are especially popular in business research because 

they allow for a more thorough investigation of the reality that is to be studied (Bell et al., 

2022). Because this thesis is following a constructivism and interpretivism viewpoint, due 

to the aspiration to evaluate the perspectives of B2B actors on the relevance of cognitive 

biases within the customer journey concept, a case study was deemed as most suitable 

to gain comprehensive insights. Further, case studies are often associated with 

qualitative research (Bell et al., 2022), which is the chosen research method for this 

thesis. Still, it is important to mention that a limitation of using a case study for this study 

is, that the results of the analysis cannot be generalised or be considered as 

representative (Bell et al., 2022). Nonetheless, they can still be used to bring inspiration 

to other researchers and benefit literature by evaluating the research topic in that specific 

context in a thorough manner, which this study is aiming for.  

The case company for this thesis is operating in the B2B software sector. The enterprise 

software sector was specifically chosen, because of its highly competitive market, and its 

considerable market volume, which has frequently been experiencing a year-on-year 

growth that exceeded 10% over the past decade (Vailshery, 2022). For these reasons, 

these businesses, which are operating in that sector, are required to adapt a sophisticated 

marketing approach, in order to succeed.  

The case company for this thesis is an internationally operating organisation that focuses 

on selling customer experience software. The market for experience software was valued 

at $7,5 billion dollars in 2019 (Nair, 2021) and is considered as a growth market, which 

fits with the characteristics of the overall IT sector. Customer experience software focuses 

on measuring the interactions of the customers with the business, with a special focus on 
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collecting, organising and tracking customer feedback (Capterra, 2022). Overall, such 

software aims to help other companies improve their customer experience and therefore 

increase long-term profitability (Capterra, 2022).  

This was also a reason, why the company was deemed particularly interesting for a case 

study, because as the products are already very connected to the customer journey 

concept, it was considered that the employees might have more nuanced insights, in 

comparison to other companies. But due to non-disclosure reasons, the name of the 

company and the interviewed employees will not be revealed. 

3.2.2. Data Collection 

For qualitative research, there exist different ways for collecting data, with the two most 

common types being observations, interviews and focus groups (Bell et al., 2022). The 

option of observation was ruled out, because in order to get the perceptions of the sales 

and marketing employees, interaction is needed. Further, focus groups, which are open 

discussions among multiple participants, were also not considered suitable, because the 

study aims to gain insights on the individual opinions and experiences of the employees. 

Within a focus group the risk of the participants becoming biased by another person´s 

opinion exists (Bell et al., 2022). Therefore, for this study, interviews were conducted to 

collect the data for the analysis, specifically semi-structured interviews. Semi-structured 

Interviews allow for the main topics and questions to be addressed by following an 

interview guide, but the interview can otherwise be conducted in a free manner (Bell et 

al., 2022). This gives the interviewer the freedom to ask more in detail questions, if a 

particular interesting topic comes up, which allows for the interviewee to be able to 

elaborate freely on their opinions and experiences (Bell et al., 2022).  

For the data collection process itself, an initial pilot study served as preparation for the 

main interviews, by testing whether the structure and design of the interview was 

coherent, to allow for the collection of the necessary data for this thesis. The pilot study 

helped to reconstruct the order of the questions, to enable a better entry into the topic, 

but other than that the interview guide was considered ready for the main interviews.  

Additionally, for the main interviews, it is important to note, that during the first interview 

that was conducted, the questions about the case company´s marketing approach and 

customer journey concept were discussed more extensively, than during the other 

interviews. The reason for this was, to gain a more thorough overview of the marketing 

approach of the case company. This especially helped to understand what concepts and 
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activities the interviewees were referring to during the main questions, which allowed for 

more targeted follow-up questions. 

For the main data collection, a total of nine interviews were conducted with both sales 

and marketing employees of the case company. The time frame for the interviews was 

between May 3rd and May 16th, 2022. The participants were each asked, whether they 

agree to the interview being recorded before beginning with the interview itself. They were 

informed, that during the transcription process all personal information will be 

anonymised, to prevent the interviewees from giving biased answers and to make them 

feel more comfortable. The interviews were conducted remotely, with eight out of nine 

interviews taking place on the online conferencing tool Zoom, while the remaining one 

was conducted via a telephone call upon request. This approach was chosen, because 

the employees that were willing to conduct the interviews, were located in different 

German cities. Further, this resulted in the interviews being held in a familiar environment 

for each of the interviewees, which led to a comfortable atmosphere (Archibald et al., 

2019).  

The language in which the interviews were held was German, because all of the nine 

interviewees were native German speakers, and therefore it was assumed that 

conducting the interviews in German would be more comfortable for them, which allows 

for a more thorough grasp on their thoughts and opinions. The interviews were 

transcribed in German, with the transcriptions being added to the digital Appendix of this 

thesis, and the quotes that will be included in the analysis of this thesis were translated 

into English. The lengths of the interviews varied from 28 minutes to 56 minutes and 

depended on how much time the employees each had and how intensive the questions 

were being answered. In total the interviews resulted in 120 pages of transcription, which 

were used for the analysis of the data. More specific details on the participants of the 

interviews will be provided in the next section about the sample selection. 

3.2.3. Sample Selection 

To gain participants for the interviews, the snowball sampling technique was applied. 

Snowball sampling is defined as getting in contact with one person, or a small group of 

people that fit into the requirements for the analysis and ask them to identify other 

individuals they deem suitable (Bell et al., 2022). This technique is part of non-probability 

sampling, which means that the sampling is not representative of the total population that 

fits into the study criteria (Bell et al., 2022).  
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Still, the reason for choosing snowball sampling was, that by getting into contact with one 

person of the case company, it was possible to be referred and introduced to other 

employees that fit into the criteria for the interviews. Because this thesis has a customer 

journey focus, it was important to have interviewees with different roles and different 

responsibilities along the three phases of the customer journey, to gain insights through 

different perspectives. And the snowball technique helped to identify fitting candidates, 

because the employees were familiar with each other´s areas of responsibility. With this 

technique, a total of nine employees were contacted, who subsequently agreed to 

conduct the interviews.  

An overview of the participants of the interviews is illustrated in Table 3, with information 

about the gender and age, as well as the area of responsibility of the individual 

participants, and when the interview took place and how long it took. Because the 

participants were anonymised for the analysis, their real names will not be made public. 

Instead, they will be referred to as either Marketing Employee (ME) or Sales Employee 

(SE), with a corresponding number, depending on the order in which the interviews took 

place.   

Nr. Name Date Time Gender Age Area of 
Responsibility 

1 Marketing Employee 
1 (ME1) 

2022-05-03 40 min. 
30 sec. 

Female 29 Growth Marketing for 
Lead Generation 

2 Sales Employee 1 
(SE1) 

2022-05-09 55 min. 
59 sec. 

Male 27 Inbound Sales 

3 Sales Employee 2 
(SE2) 

2022-05-10 56 min. 
44 sec. 

Female 34 Leader of Outbound 
Sales Team 

4 Sales Employee 3 
(SE3) 

2022-05-10 34 min. 
21 sec. 

Male 42 Sales Director 

5 Marketing Employee 
2  
(ME2) 

2022-05-11 36 min. 
29 sec. 

Female  27 E-Mail- and Customer 
Success Marketing 

6 Sales Employee 4 
(SE4) 

2022-05-12 48 min. 
25 sec. 

Female 27 Outbound Sales 

7 Sales Employee 5 
(SE5) 

2022-05-13 41 min. 
39 sec. 

Male 33 Sales Director 

8 Sales Employee 6 
(SE6) 

2022-05-16 44 min. 
54 sec. 

Male 26 Outbound Sales 

9 Marketing Employee 
3 
(ME3) 

2022-05-16 28 min. 
15 sec. 

Female 56 Sales-related 
Marketing, Event 
Marketing 

 
Table 3: Main Interviews (own illustration) 
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3.2.4. Operationalisation 

In order to collect insights for the research question through the different perspectives, 

opinions and experiences of the interviewed sales and marketing employees of the case 

company, the questions in the interview guide were constructed with a clear purpose. 

Appendix 3 shows the English version of the interview guide and Appendix 4 the German 

version. The interview was split into four parts, that are respectively labelled with a), b), 

c) and d) in the interview guide. First, for section a), general questions about the gender, 

age and area of responsibility were asked, to characterise the interviewees, which is 

already illustrated in Table 3 of the prior section.  

Then in line with Bell´s (2022) and Kvale´s (1996) presented kinds of questions, the main 

part of the interview was structured to start with introducing questions, to let the 

interviewees get familiar with the topics that will be discussed. As previous studies that 

connect customer journeys and cognitive biases in a marketing context were either 

literature reviews (Dowling et al., 2020; Schär & Stanoevska-Slabeva, 2019) or 

conceptual (Spreer, 2021), there exists no study for reference to base the interview 

questions on. Therefore, this thesis took the approach to determine the current status of 

the case company, to analyse the theoretical framework from section 2.4 and evaluate 

the different perspectives of the interviewees on the topic. 

Thus, three general questions concerning the overall topics of this thesis were asked, 

with b1) focusing on the marketing approach of the company and the other two questions 

on the two main concepts of this thesis: b2) customer journeys and b3) cognitive biases. 

Because this study is focusing on the perspective of the selling party in an organisational 

purchasing context, the b1) question was not about the factors the interviewees think 

have an impact on their customer´s decision-making, but rather, what they do to influence 

their decision-making. By wording the question in this way, it was possible to gain specific 

insights on how the company operates and thus which touchpoints and channels the 

employees consider most important to approach a customer. 

This question was then followed by b2), with the participants being questioned, whether 

they are familiar with the concept of the customer journey and if they actively work with 

it, to determine their view on this topic. As the theoretical framework is built on the concept 

of the customer journey, this was relevant, because not only is the question related to 

b1), regarding the marketing approach, but also a coherent understanding of the 
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customer journey is necessary for the following questions. Therefore, in case a participant 

did not know what a customer journey is, it was possible to explain.  

Lastly, with question b3), the employees were requested to elaborate whether they have 

heard about cognitive biases, and if so, in which context. As the perceptions of the 

employees regarding the biases is a key interest of the study, a preliminary understanding 

of what they initially associate with the biases could be gained.  

Then for the middle part of the interview c), the participants were one by one introduced 

to the nine biases of this thesis that were chosen based on research by Mirsch et al. 

(2017) and requested to go into detail about whether they associate this bias with any 

marketing or sales activities. Only if they can´t think of anything, one or two practical 

examples, which were also presented in the literature review, were be provided to 

continue with the discussion. It was especially interesting to find out, how they each 

evaluate the various biases in their potential and effectiveness in influencing 

organisational buying behaviour. If concerns or doubts were expressed, this was also 

treated as a finding.  

At the end of each bias, the participants were asked where during the customer journey 

they envision that the cognitive bias is or could be relevant, according to their own 

estimations. This helped to put the biases in perspective. 

At the end of the interview d), the participants were encouraged to summarise their 

thoughts and feelings about the whole concept of utilising cognitive biases as part of the 

customer journey within the marketing approach. Finally, a targeted question regarding 

overall possible difficulties for implementation or application were asked. With these 

concluding questions, it was made sure, that each participant had the chance to express 

their overall impressions on the topic, and whether their view has changed after 

discussing and introducing the concept of cognitive biases in such detail. 

3.2.5. Data Analysis Method  

To analyse the data that was gained from the semi-structured interviews, they were 

transcribed first. By using the Word Dictate function, this resulted in a preliminary 

transcription, which then got adjusted by hand, to correct some mistakes that came from 

the program. After finishing the transcription, the nine interviews resulted in a total of 120 

pages that could be used for the analysis. Qualitative data can be analysed by using 
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different approaches. Two of the most common ones being the thematic analysis and 

grounded theory (Bell et al., 2022). For this study, the thematic analysis was chosen. 

For a thematic analysis, as the name suggests, themes get searched for in the collected 

data (Bell et al., 2022). According to Ryan and Bernard (2003), themes can inter alia be 

categorised by searching for repetitions, similarities and differences, or by referring to 

existing literature. For this thesis, the strategy of searching for repetitions and differences 

proved effective for identifying themes that fit the main research topic of the study.  

The research question aims at exploring and describing the relevance and possible 

difficulties of utilising cognitive biases along the customer journey, as part of the 

marketing approach, according to marketing and sales employees. Therefore, every 

information in the transcripts that either was related to the topic of relevance or difficulty, 

was sorted out and compiled in a separate document. There, certain aspects got grouped 

together and colour coded, to find perspectives that coincided with each other or differed 

among the interviewees.  

Subsequently, based on the collected findings, the main part of the analysis will be divided 

into three sub-sections: a more descriptive focused presentation of 1) the marketing 

approach of the company, as well as 2) the different perceptions of the employees about 

the relevance regarding each of the nine cognitive biases, and 3) a more explorative 

focused part, which elaborates on three distinct difficulties and concerns regarding the 

utilisation of cognitive biases, that were highlighted by the interviewees during the data 

collection. In this way, the findings of the study can be presented in a comprehensive 

manner.  

In the following, the aspects of the trustworthiness of the study and ethical considerations 

will be discussed, to conclude the empirical methodology section.   

3.2.6. Trustworthiness 

According to Lincoln and Guba (1985), a study needs to consider four aspects, if it wants 

to be evaluated as trustworthy: credibility, transferability, dependability and confirmability.  

Credibility refers to how reliable the collected and analysed data is and whether a credible 

approach was chosen for the study (Lincoln & Guba, 1985). As the data collection process 

and analysis is based on a literature review, which resulted in a theoretical framework, it 

can be argued, that this allows for a certain credibility, because this means that the study 

is building on previous publications. Further, the semi-structured interviews allowed for 
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the collection of data, which should reflect the current state of reality, and the interviews 

were recorded and transcribed. And because the transcribed interviews are part of the 

digital Appendix, this strengthens the transparency and further the credibility of the thesis. 

Transferability on the other hand is more complicated to achieve for a qualitative thesis, 

because it addresses whether a study can be generalised (Saunders et al., 2019). It can 

be argued that the theoretical framework from the literature review can be generalised, 

because it is based on prior research that´s representative. But as the research strategy 

of this thesis is a case study, the findings of the analysis cannot be considered to be 

transferable in itself. Further research would therefore be necessary, to analyse the 

findings in a more representative context, to strengthen the transferability (Bell et al., 

2022). Still, this case study aims to deduct results that can bring inspiration to further 

research, and by detailing aspects such as the data collection process and the sampling 

method, others can evaluate the transferability of this study (Lincoln & Guba, 1985). 

Reliability is an aspect that determines trustworthiness, by evaluating whether a data 

collection process can be considered as consistent (Lincoln & Guba, 1985). Ensuring 

consistency in the results is harder when conducting semis-structured interviews, as 

some questions might get answered in more depth or a certain aspect gets discussed in 

one interview but not the rest. Further, it should be noted that a retake of the interviews 

might not give the same results, because the participants will be already familiar with the 

topic and questions, and therefore their initial thoughts can no longer be collected. 

Lastly, confirmability stands for objectivity of the interviews (Bell et al., 2022). This 

includes, that the interviewer should ask unbiased questions and not lead the participants 

into making certain assumptions or conclusions (Bell et al., 2022). This was achieved by 

making it clear to the participants, that the focus of the interviews was on their perceptions 

and honest opinions. Further, particular attention was paid during section c) of the 

interview guide, to start with an unbiased explanation of the various biases, without 

initially presenting examples alongside it. This gave the interviewees the chance to think 

for themselves and come up with how they interpret the bias and if they recognise any 

possible ways in which this bias is already utilised by them or the company. Furthermore, 

a conscious effort was made, to speak as less as possible, and let the interviewees freely 

elaborate on their opinions without showing either approval or rejection. But it still needs 

to be considered, that complete objectivity is hardly attainable when conducting semi-

structured interviews, therefore a certain bias needs to be factored in. 



 

46 
 

3.2.7. Ethical Considerations  

When conducting semi-structured interviews, several ethical considerations need to be 

taken into account (Bell et al., 2022). Bell (2022) argues that both the participants of the 

interviews, as well as the collected data should be treated in an ethically sound manner. 

Therefore, the employees that were partaking in the interviews were always asked first, 

if they agree to the conversation being recorded. Further, they were ensured that their 

name and the name of their company would not be mentioned. Only if they consented to 

that the interview continued. Hence during the transcription process, any name of the 

company, employee or product got anonymised, but without changing the actual meaning 

of the sentences that were spoken. They were informed though, that the three main 

questions from section a) of the interview guide will be used for a broad classification of 

the interviews, which everyone agreed to answer, nonetheless. As the name of the case 

company is also anonymised it was considered acceptable to present information about 

age, gender and a rather unspecified description of the employee´s area of responsibility, 

because this allowed for a more diversified analysis of the findings. Also, for clarification, 

the interviews will only be used for this thesis and not used for any other projects, because 

the interviewees did not consent to anything else. 
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4. Findings & Analysis  

In this section, the findings of the analysis of the conducted semi-structured interviews 

will be elaborated upon. The chapter is divided into three subcategories. First, the 

marketing approach of the case study will be presented, together with an adapted 

customer journey illustration, to visualise which touchpoints and channels are available 

for the implementation of cognitive biases. Then, the different perceptions of the 

interviewees regarding each of the nine biases will be introduced, with a focus on their 

thoughts about effectiveness and applicability during organisational customer journeys. 

Afterwards, in the third section, the results of the exploratory analysis will be elaborated 

upon, by going into detail about three themes that were mentioned during the interviews, 

regarding factors that compromise the applicability of cognitive biases. 

4.1. Case Description of the Companies’ Marketing Approach 

When gathering information about the respective case company, with a focus on the 

brand-owned touchpoints and channels that are commonly used while interacting with 

customers, the interviewees were able to provide considerable insights. 

For generating interest during the pre-purchase phase, the firm utilises Search Engine 

Optimisations, especially for Google, but also Bing (ME1, SE1, SE4, SE5). Social Media 

channels were mentioned as well, with all participants highlighting the particular focus of 

the company on LinkedIn. A Facebook account also exists, but according to ME1, it was 

only recently created and is therefore not used as extensively. LinkedIn was regarded as 

a key component of the marketing approach, because events such as webinars and 

workshops are frequently promoted, as well as posts on current market trends and recent 

developments in the industry regarding customer experience (ME1, ME3, SE2, SE5). The 

motive behind this is, to present topics that are considered particularly relevant for 

potential or existing customers, and ultimately draw attention to what services and 

products the firm can offer in that regard (ME1, SE5).  

Another relevant channel is the company website (ME2). There, the business focuses on 

showcasing useful information for the customers regarding their product and how it can 

be utilised (ME2, SE5). Further, the website design aims to inspire potential customers to 

get into contact with the inbound sales team, to start the sales process (SE1, SE5).  

Particularly relevant channels, that were consistently mentioned, are E-Mails, telephone 

calls, as well as online and offline meetings. According to ME1, those channels are 
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especially important for the outbound sales team that specialises in approaching potential 

prospects, which SE2, SE4 and SE6 confirmed. E-Mails are also utilised by marketing 

employees, for example when sending a newsletter (M2) to generate interest. Though, 

most of the interactions between the buying and selling firm, after the first initial 

establishment of contact, occur with the various sales employees, at least until the deal 

gets closed and the purchase phase ends (SE2, SE5). During this time, E-Mails, 

telephone calls and online-, as well as offline meetings are frequently used to sustain the 

contact with various employees of the buying firm, that are involved in the buying process 

(SE2, SE5, SE6). This is congruent with literature on organisational buying behaviour, 

that highlights the interaction with multiple individuals and the time intensive process of 

coming to a purchasing decision (Prior, 2021; Webster & Wind, 1972).  

After the purchasing decision has been finalised and the post-purchase phase begins, 

most interactions will be transferred to the customer success team of the business, which 

focuses on the implementation of the bought product or service and deals with any issues 

that may occur (ME2, SE2, SE4). Further, customer success is responsible for ensuring 

customer satisfaction to foster long-term loyalty and is tasked to identify possible 

customers that could be approached with another product (ME2). E-Mail exchanges are 

still relevant during that phase, as well as the telephone calls or online and offline 

meetings, to ensure a smooth integration of the products with the company (SE4). But 

other interactions with the business are also possible, for example when an existing 

customer is approached to speak at an event for the business, participates in a dinner 

event with other customers, or shares their experiences with the bought product on 

LinkedIn (ME2).  

Regarding whether the customer journey concept is integrated into the case companies 

marketing approach, the interviewees stated that while they are familiar with the concept, 

inter alia because their products for customer experience management are related to it, 

there exists no universal customer journey that has been mapped and visualised so far 

(ME1, ME2, SE2, SE4, SE5). SE5 and SE6 explicitly mentioned, how they think that the 

case company would benefit from a more structured approach that analyses and maps 

the customer journey that they create.  

Therefore, based on the collected insights, an adapted customer journey for the case 

company is visualised in Figure 4. And while this is a simplified figure and this thesis does 

not claim to have identified every possible touchpoint or channel through these nine 
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interviews, it can still be argued, that the most frequently used brand-owned contact 

points are accounted for.  

 

Figure 4: The customer journey of the case company (own illustration) 

This figure and the presented findings show that the case company uses a diversified 

approach to get in contact with their potential and existing customers. But the case 

company does not operate through too many touchpoints and channels, which would 

make it harder to manage.  

This enables a stronger grasp on the way in which they shape the interactions of the 

customers with the firm, which Lemon and Verhoef (2016) and Zimmermann and Auinger 

(2021) highlighted as important. Aichner and Gruber also mentioned that this can facilitate 

the process of integrating new measures and marketing tactics into the marketing 

approach, which allows for a successful design of customers’ experiences.   

Hence it can be argued that overall, even though the business does not actively map their 

customer journey yet, the sales and marketing employees are aware of the main brand-

owned touchpoints and channels that they need to pay attention to during each of the 

phases. Figure 4 therefore illustrates the areas, where cognitive biases can be utilised as 

part of the marketing approach, to influence the organisational buying behaviour of the 

case company’s customers. In the next section, the findings about the perceived 

relevance and applicability of each of the nine biases throughout this conceptualised 

customer journey will be presented. 
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4.2. Applicability of Cognitive Biases within the Customer Journey 

Concept  

The following section is a descriptive analysis that elaborates upon the different views of 

the interviewees regarding the utilisation of cognitive biases as part of the marketing 

approach, specifically within the customer journey concept. The focus of segment lies on 

the employees’ perceptions regarding each biases’ efficiency and applicability. In order 

to improve the readability, at the beginning of each bias, the explanation will be presented 

that was also given to the interviewees. The section concludes with comments about 

overall findings and an adjusted theoretical framework. 

4.2.1. Social Norms  

• Individuals tend to follow and orient themselves towards the decisions of others 

The first bias that got introduced during the interview process was the social norms bias. 

It quickly became apparent, that this bias was held in particularly high regard by the 

employees. Also known by some participants under the term reference selling (SE2, SE3, 

SE5), sales employees highlighted the multifaceted application potential of using 

reference customers, testimonials and certifications to convince potential customers to 

enter or continue a purchasing process, as well as to validate the decisions of existing 

customers (SE1, SE2, SE3, SE4, SE5). SE3 explicitly called the deliberate utilisation of 

references: 

elemental, especially when the customer is still cautious in any shape and they are new 

to the topic of customer experience […] and that´s why they naturally want to feel 

secured, right? 

This notion about the effectiveness of taking advantage of the social norms bias was also 

echoed by the marketing employees (ME1, ME2). The interviewees argue that references 

symbolise credibility and therefore security, which fosters a feeling of trust that the 

products and company can actually deliver what was promised (SE1, SE2, SE3, SE4, 

SE5, SE6). These sentiments are congruent with how Spreer (2022) explains the 

relevance of using social norms as part of the marketing approach.  

Overall, the interviewees considered the social norms bias as very suitable for application 

throughout the customer journey, because it enables several key activities that are also 

highlighted by literature: customers recognise a need (Zinkann & Mahadevan, 2018) 

because other companies already use a particular product, and the references are aiding 
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the prospects information search (Foscht et al., 2017), as they detail how the product can 

be utilised. The final purchasing decision (Foscht et al., 2017) and the evaluation after 

the purchase (Lemon & Verhoef, 2016) might also get influenced through the social norms 

bias, due to the customers feeling assured that others made a similar decision than them.  

But in general, the relevance of the pre-purchase phase was considerably higher weighed 

than the other two phases, with most interviewees either referring to a situation where the 

bias is already actively used during this stage of the customer journey, or emphasising 

how this bias is especially suitable to influence customers to start engaging with the 

business (ME1, ME2, SE1, SE2, SE3, SE4, SE5, SE6). Hence, for categorisation, the 

social norms bias will be considered as very important during the pre-purchase phase 

and moderately important during the purchase-phase and the post-purchase phase.  

4.2.2. Loss Aversion 

• Disadvantages are weighed more heavily compared to gains and advantages 

Regarding loss aversion, more differentiated views, compared to the social norms bias, 

were mentioned by the interviewees. First of all, after introducing what the bias generally 

stands for, it was usually necessary to add that this bias causes customers to become 

more activated when they are made aware that they are missing out on something (Mirsch 

et al., 2017). This helped the interviewees to connect the bias to their company’s 

marketing approach. 

Some associated loss aversion with creating a sense of urgency, or a compelling event, 

that made the customers more willing to interact with the business (ME2, ME3, SE5, 

SE6). The term that the some of the employees referred to in this context was FOMO, 

which stands for fear of missing out (SE3, SE5, SE6). ME2 and ME3 for example 

regarded it as common tactic, to send out E-Mails or posts about an imminent deadline 

for the sign up for an event like a webinar or workshop. They argued that this would 

remind the customers that they might miss the opportunity to attend the event, which is 

congruent with how Mirsch et al. (2017) explains the influence of this bias. SE5 and SE6 

also refer to such a course of action when a prospect does not show interest to interact 

with them or the business. They claimed that by reminding an individual that it is only 

possible until a specified date to come into contact with them, they increase the chances 

of a response.  
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Therefore, SE6 described the loss aversion bias as 

“one of the most beautiful opportunities for us in sales, if there is a compelling event 

anywhere”. 

Another example that was mentioned especially by sales employees that were more 

familiar with the negotiation process during the purchase phase, was how this bias can 

be utilised by promoting rebates for a limited time (SE2, SE5). This is especially common 

at the end of the year, to let the sales employees reach their sales quota, because this 

encourages customers to speed up their decision-making process (SE2, SE5).  

According to literature, the loss aversion bias can also be utilised in a different way. 

Bunčić et al. (2021) argues for the influence of marketing messages, that signalise how 

customers would be at a disadvantage, if they don´t consider engaging with the firm or 

buying a product. But regarding this, the interviewees mainly expressed scepticism (ME1, 

ME2, SE1, SE2, SE3, SE4). The employees primarily noted how they disagree with 

activating the loss aversion bias through this way (ME1, ME2, SE2, SE4). They justified 

their opinion by referring to how potential customers might find such an approach 

presumptuous, which would lead to a negative impression, which is what the business 

wants to avoid (SE1, SE2).  

Hence it can be interpreted, that the loss aversion bias does have potential for utilising it 

as part of the marketing approach, but not everything that is considered effective in a B2C 

context (Bunčić et al., 2021; Spreer, 2021), is equally appreciated or considered as 

valuable in a B2B context. Ultimately, the interviewees pointed out, that the loss aversion 

bias primarily supports marketing and sales employees in their task to enable contact in 

a B2B context (ME2, ME3, SE2, SE3, SE5), which lets potential customers recognise a 

need (Foscht et al., 2017). As this has no direct influence on the decision-making process, 

the bias can be considered to be moderately important during the pre-purchase phase. 

But regarding how SE2 and SE5 mentioned how communicating time-limited rebates can 

encourage customers to make a purchase, the importance during the purchase-phase 

will be evaluated as high. As the post-purchase phase was never mentioned by the 

interviewees, it will be assumed that they deem that loss aversion plays no considerable 

role there. 

 

 



 

53 
 

4.2.3. Status-Quo Bias 

• The tendency to preserve a current situation 

Regarding the status-quo bias, the almost universal perception of the employees was, 

that this bias is working more against them, rather than it being actively used to influence 

customers in their favour. First of all, most participants were not able to think about any 

particular example where this bias can be actively utilised for the benefit of the business, 

with just the general description of what the bias stands for (SE1, SE2, SE4, SE6).  

Instead, the interviewees began to elaborate, how they see it as their task, to actively 

convince customers to move out of their status-quo (SE2, SE3, SE5).  They argued, how 

such a bias would only be advantageous for the business in the post-purchase phase, 

because then the customers likely prefer to continue using their product (ME1, SE4). 

Therefore, usually an example was provided to gain more insights from the participants, 

by mentioning the usage of demo versions or a pre-selected product configuration 

(Spreer, 2021). Still, these tactics did not particularly appeal to most of the employees 

(SE1, SE2, SE4, SE5, SE6).  They stated, how they think that the products that their 

company is selling is too complex and the decision-making process of their customers 

too multifaceted for these utilisations of the biases to have an actual influence on the 

decision-making process (SE1, SE2). This highlights how the circumstances of an 

organisational buying context (Prior, 2021), can negate the effectiveness of making use 

of cognitive biases, which will be discussed in more detail in 4.3.3. Thus, it can be 

surmised, that the employees view the cognitive bias itself as influential during customer 

decision-making processes, but not particularly applicable as part of the marketing 

approach in a B2B context. This shows the contrast to literature that elaborates how this 

bias is suitable for influencing customer behaviour in B2C markets (Spreer, 2021). 

4.2.4. Framing 

• Decisions are influenced by the way in which information is presented 

Framing on the other hand, was like the social norms bias evaluated as particularly 

relevant and important to influence customers in the company’s favour. The employees 

elaborated how they position their company and product in the most favourable way for 

the potential and existing customers, by framing information in a positive manner to 

highlight the benefits of a product, be it on the website, through a newsletter, a direct E-

Mail or telephone call (ME1, ME2, SE1, SE4). 
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ME2 for example stated: 

“I mean we don´t want to shoot ourselves in the foot, right?”, 

referring to how it is obvious in marketing to frame messages in a particular way, that will 

be evaluated by the customers in a beneficial manner, which is a sentient that is shared 

by Finkle (2019). SE5 agreed with this as well, and argued: 

“This is normal, after all one does not want to present themselves in a bad way.” 

When asked, what they think about negative framing, ME1 and SE6 declared, how they 

believe that positive framing is more suitable and effective than negative framing to 

encourage consumers to engage with them. This notion is also supported by research, 

with both Bunčić et al. (2021) and Spreer (2019) highlighting the activating influence of 

positive framing versus the inhibiting influence of negative framing. Still, for example ME2 

and ME3 remarked, how they occasionally use negative framing, because they think it 

sometimes draws more attention. One specific example that was mentioned, was that a 

LinkedIn post highlighted how customers don´t actually know as much about a certain 

topic as they think, which is why they should partake in a workshop that is offered by the 

company (ME3). But overall, the interviewees especially expressed their regard towards 

positive framing (ME2, SE2, SE3, SE4) 

Overall, the interviewees argued that framing pervades the whole communication of the 

business with their customers and therefore evaluated the bias as very relevant and 

important during all of the three customer journey phases (ME2, SE1, SE2, SE4). This 

notion is also supported by Schär & Stanoevska-Slabeva’s (2019) publication, who 

detailed how framing has received considerable interest in research along all three 

customer journey phases. 

4.2.5. Availability Heuristic 

• Individuals are influenced by information that can be easily recalled or is more readily 

available in their mind  

For this availability heuristic, most of the times the interviewees needed to hear a more 

detailed explanation, before they were able to discuss whether they utilise this bias. 

Usually it sufficed to add, that if the individual considers information as particularly 

interesting or relevant, or has come recently into contact with it, for example through the 

news, the availability heuristic applies (Spreer, 2021). With this, the participants were able 
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to draw a connection to how they operate, because they stated that the bias shapes their 

actions (SE1, SE2, SE3, ME2).  

Especially the sales employees highlighted, how important it is for them to approach the 

potential customers with a message that is constructed in a way that arouses their 

interest. SE1 for example stated: 

“The challenge is first and foremost, to get them to pay attention” 

And usually, what the employees stated works best, is if they refer to current events in 

the customers sector or highlight how their products can bring specific benefits to the 

prospect to make it relevant for them (SE1, SE2, SE3, ME2). S2 argued, that through this  

“the customer gets the feeling that we understand the industry, that we understand him 

and what is important for him, and he reacts faster to that”. 

The interviewees further elaborated, that this generates interest and motivates the 

customers to engage with the business (SE1, SE2, SE3, ME2). Hence the employees 

regarded the availability heuristic as very relevant during the pre-purchase phase (SE1, 

SE2, SE3, SE4, ME2), as it drives need recognition (Foscht et al., 2017). But SE3 also 

mentioned how he deems the availability heuristic moderately important for the purchase 

phase as well, because he claimed that sales employees are responsible to keep the 

interest of the customer high, in order to motivate them to follow through with completing 

the purchase. This is also congruent with how Spreer (2021) evaluated the relevance of 

the bias in a B2C context. 

4.2.6. Priming 

• The way customers think and behave is influenced by the activation of previous 

stimuli 

Regarding priming, the interviewees also required a more thorough explanation, together 

with specific examples, because initially the participants could not relate the concept with 

their marketing approach. Thus, in order to confirm the perceived relevance of this bias, 

the employees were first asked whether they actively utilise the fact that brands are 

connected with certain associations, which some interviewees confirmed (SE2, SE3, 

SE4, SE6). 

SE2 for example elaborated, how the case company is frequently making use of the brand 

of their parent company, as that organisation is very influential and established in the IT 
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sector in Germany. She described how it makes a big difference, if they introduce 

themselves with only their own company name, compared to when they add the name of 

the parent company. The opinion of SE6 coincided with that, as he said: 

“if we mention our parent company, suddenly we have a whole different dynamic in the 

mail, because do we want to be perceived like our parent company, as heavy, big 

tanker, which has huge projects, but with an unbelievable credibility, or do we want to 

break free from that and say no we are actually […] a fast speedboat”. 

Such an effect is congruent with how Janiszewski and Wyer (2014) describe the effect of 

priming on peoples’ expectations and assumptions about an entity. Hence, it can be 

argued, that priming can be utilised to influence how customers view a company, which 

further has an impact on the attitudes of potential customers towards the products and 

services that the selling firm offers. Prior (2021) also confirms that. But both SE2 and SE5 

remarked, that this usage of the priming bias needs to be evaluated individually for each 

potential customer. For example, if the sales employees are aware that the prospect 

company has a bad relationship with the parent company, it wouldn´t be suitable to use 

(SE2).  

In order to further receive insights from the interviews about their perceptions of attribute 

priming, this tactic also got introduced and explained by using the example with the 

laptops from Gabriel (2020), which this thesis presented in the literature review. There 

the employees stated that it can indeed be helpful, to shift a customer’s attention to certain 

aspects or features of the product that weren´t considered by them yet, because it can 

strengthen their interest (SE1, SE5, SE6). But SE5 also questioned whether this really 

has a relevant influence on organisational buying behaviour. SE6 agreed with that and 

further argued, that other aspects like the overall value and benefits that the firm can offer 

to the customers overweighs any specific mentions of aspects or features.  

In summary, the participants remarked how they recognise the potential of priming 

customers either with or without mentioning the name of their mother company as 

especially relevant in its influence on the attitudes and expectations of potential 

customers (SE2, SE4, SE5, SE6).  

The attribute priming tactic on the other hand was not considered as applicable (SE5, 

SE6).  Considering what this entails for the classification of the bias within the customer 

journey concept, the interviewees especially mentioned how they think that priming has 

a strong influence on the customer during the pre-purchase phase (SE1, SE3, SE4). But 
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especially SE2 argued, that she thinks priming is still slightly relevant afterwards, in the 

purchase phase, as well as the post-purchase phase, because impressions continue to 

have an effect on the customers’ expectations.  

4.2.7. Anchoring & Adjustment 

• Individuals are basing their understanding and assessment of a situation or problem 

on the information that is provided alongside it 

According to the interviewees, the anchoring and adjustment bias is important and 

relevant in different situations. The employees were mostly familiar with the usage of this 

bias during the purchasing phase (SE2, SE3, SE4, SE5). They elaborated, how giving a 

reference price or a price range can help to guide the negotiation process (SE2, SE3, 

SE4, SE5). Saab & Botelho (2020) also analysed this bias in their study and came to the 

conclusion, that setting the right reference price has considerable impact on whether the 

customers will continue with the purchasing process. It also helps to sort out customers 

that don´t have enough purchasing power to be relevant for the selling company. SE5 

relates to this, by stating: 

“if we tell the customer […], hey if this price range is not okay for you, then there is no 

need to talk further, we basically make sure, […] that we can save some time, […] and if 

we say this costs 20.000 Euros, then it is not acceptable anymore during the negation 

process for them to say that they would like it for 4.000 Euros” 

SE2 and SE4 also mentioned the aspect of guiding the consumers perceptions regarding 

the expectations of what their products or services can do for the customers business. By 

clarifying what results are likely when implementing a software, they influence the 

customers’ attitudes and signalise credibility, because this prevents them from 

anticipating a different result, which could result in them getting disappointed or angry 

(SE2, SE4).  

Considering how the participants ranked this bias regarding its relevance during the 

customer journey, SE2, SE3, SE4 and SE5 highlighted how the deem anchoring very 

important during negotiation processes in the purchase phase. This is also echoed by 

Spreer (2021). Further, SE2 and SE4 argued, how the bias is also moderately important 

during the pre- and post-purchase phases, as expectation management can make 

customers feel more assured to put trust in their business and influences their overall 

satisfaction after committing to the purchase. 
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4.2.8. Hyperbolic Discounting 

• Individuals value the present more than the future 

The bias of hyperbolic discounting led to particularly mixed statements from the 

employees. SE1 described, how mentioning the short-term benefits of a product is an 

influential selling point, because the customers like to hear about immediate results. M3 

also claims that the marketing messages, that she is responsible for, focus on the short 

term, rather than the long-term perspective. SE3 on the other hand elaborated, how he 

thinks that the marketing of short-term benefits is 

“sometimes difficult […], because we have a complex solution, […], which naturally 

takes a certain amount of time until it is implemented in the existing system […]” 

He argued that on average it takes a customer six to twelve months until he receives the 

first “real” results. SE5 agrees with that statement and remarked how 

“it is not reputable to say, hey you immediately have this and this and this, of course you 

can say after the first survey the following things will be made clear to you, but the word 

short-term is not really suitable, because it can be weeks or months that go by” 

ME1 also agreed with this. These perceptions also reflects the literature on organisational 

buying behaviour, which emphasises on the long-term perspective of organisational 

buying behaviour (Åge, 2011; Prior, 2021).  

SE4 and SE6 on the other hand took on a more differentiated view compared to SE1, 

SE3, SE6, ME1 and ME3. SE4 noted, how the company products can be used to quickly 

gain the results that were promised to the customers, but that the time it takes to 

implement the software should be accounted for. Still, she argues, that customers are 

aware of the fact, that the creation of a business case and implementation takes time. 

Therefore, it is alright to promote short-term benefits, but only when making sure that the 

employees realise that those results come after said implementation, which can take time. 

SE6 on the other hand remarked, how he thinks that him utilising the hyperbolic 

discounting bias depends on which person he is talking to. If some departments that he 

has meetings with are only interested in knowing what immediate, operative benefits the 

product can bring them, he adapts his marketing messages accordingly. 

Regarding whether the hyperbolic discounting bias stands in relation to the loss aversion 

bias, which was mentioned during the literature review, only SE2 and SE5 drew that 
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connection. They argued, how they think that hyperbolic discounting does contribute to 

the fact that offering rebates during the purchase phase is so effective. 

In summary, the interviewees did not reach a particular consensus regarding their 

perceptions on the relevance of utilising hyperbolic discounting within the customer 

journey concept. Ultimately, both the pre-purchase and purchase phase were mentioned 

by interviewees when discussing the relevance of the hyperbolic discounting bias within 

the customer journey concept (SE1, SE2, SE4, SE5, SE6). Because of the concerns of 

(ME1, SE3 and SE5), this thesis argues, that it can be categorised, that the bias has only 

a slight influence in the pre-purchase phase. The relevance during the purchase phase 

can be considered as moderately important, because SE2 and SE5 highlighted the 

connection of hyperbolic discounting with the loss aversion bias. 

4.2.9. Decoupling 

• Separating the decision-making process from the payment process lowers 

inhibitions of making a purchase 

Lastly, when introducing the decoupling bias, the employees also expressed concerns 

about the relevance of this bias as part of the marketing approach. When further 

elaborating on how decoupling is applied in B2C markets, due to offering different 

payment methods and deferred payments, SE5 for example stated, how he does not think 

that this has a particular impact on organisational buying behaviour.  

Rather he argued, that while the customers make use of such options, that this is 

motivated by objective reasonings, for example if they want to adapt the payment process 

to their internal procedures, or to strategically optimise their cash flow by timing the 

payments accordingly. Therefore  

“this does not have so much to do with the bias, why CFOs and buyers pick on these 

things, but simply to make the best out of the offer” 

SE4 mentioned, how she thinks that in a B2B context, payment and negotiation processes 

are always separated from the rest of the decision-making process that the prospects go 

through. But when asked whether she thinks this lowers the inhibitions of making a 

purchase, she said: 
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“No, I don´t think so. Frequently it is the case, that a customer is really enthusiastic 

about a product, but the deal is not closed in the end, because during negotiations there 

sit other people on the table as well, who focus solely on the numbers.” 

This is congruent with what Meffert et al. (2012) and Grewal et al. (2015) elaborated about 

including multiple individuals during organisational purchasing process, to allow for a 

more rational evaluation of the offer. This sentiment was also shared by SE2, who argued, 

that she thinks that the decision-making process itself and the negotiation process are 

two different entities. In her opinion, during negotiations, the focus should lay entirely on 

the price itself. In summary, this shows how the interviewees did not view the decoupling 

bias as particularly suitable or applicable in a B2B context. 

4.2.10. Overall Impressions and Adjusted Framework 

Altogether, this descriptive analysis section showcased that cognitive biases are indeed 

of relevance within a customer journey concept to influence organisational buying 

behaviour, according to the perspectives of the interviewed sales and marketing 

employees. Though compared to B2C markets, not all cognitive biases were evaluated 

as suitable, but it was possible to draw comparisons between the existing literature and 

the reality that was researched in this thesis.  

In general, while analysing the collected data, nuances in the perceptions of the 

employees could be determined, regarding the areas where they evaluated that the 

cognitive biases can be utilised. Taking the social norms bias as example: 

Regarding which touchpoints and channels were mentioned when discussing the 

applicability of this, it was possible to identify how sales and marketing employees 

focused on different aspects. The marketing employees mentioned how the website is 

already referring to multiple types of references, with a section that presents use cases 

of well-known brands or a portion of the main website page that indicates the total amount 

of customers that have bought the product (ME1, ME3). M2 added that well-known 

brands, which are customers of the firm, are frequently used as references when she 

designs E-Mail campaigns. Further, she stated, that she believes that the meetings and 

events that are organised by the customer success team for existing customers, to let 

them get together and exchange information in a comfortable setting, also utilises the 

social norms bias, because the customers are encouraged to feel more connected to the 

product and get inspired on how to make the best use out of it. 
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The sales employees on the other hand focused on how they frequently take advantage 

of the social norms bias, by mentioning reference customers when actively approaching 

possible prospects for the business, through direct E-Mails and telephone calls (SE1, 

SE2, SE3, SE5). Hence, while the sales employees focused more the one-on-one 

situations where they apply such tactics, marketing employees focused on the overall 

picture. This highlights not only how divers the applicability possibilities for the social 

norms bias are, but also how the area of responsibility shapes the perceptions of the 

interviewees.  

This notion continued throughout the other cognitive biases as well. Especially regarding 

biases that dominantly are utilised in the purchasing process, like anchoring and 

decoupling, oftentimes the marketing employees were not able to provide any insights 

regarding them, because they are not familiar with the process itself.  

Another interesting aspect that the interviews showed, is how the employees’ perceptions 

about the relevance of cognitive biases were similar in one aspect but different in another. 

For example, while every interviewee mentioned in one way or another, that they think 

that cognitive biases are relevant as part of the marketing approach, and usually gave 

similar insights on where during the customer journey they would categorise each bias, 

the opinions were not as unified regarding how far the influence of the cognitive biases 

goes. 

Taking the social norms bias again as example: SE6 argued that he sees the utilisation of 

references as “box that needs to be ticked” or “entry ticket” that opens the door to the 

conversation with the customer, which is why he thinks this bias is especially important in the 

pre-purchase phase. But other than that, he argued that he does not see a need for it in the 

other customer journey phases. Other interviewees contrasted that view, by stating that 

references are particularly valuable to influence decisions, even in the late purchase-phase, 

to assure them that they are making the right choice (SE2, SE4), or during the post-purchase 

phase of the customer journey, to let them further realise the potential of the product, which 

enhances their satisfaction (ME2, SE4). Therefore, it was sometimes difficult to categorise 

the biases, which is why the approach was chosen to determine how often a phase was 

mentioned and how strong the interviewees each evaluated the relevance of the bias in the 

different phases, to come to an overall conclusion. 

Ultimately, based on the findings from 4.1. and this section, the theoretical framework 

was adjusted, which is visualised in Figure 5. Consequently, this Figure now illustrates 
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the applicability of cognitive biases as part of the marketing approach with varying 

degrees of relevance within the customer journey concept. Further, the touchpoints and 

channels, that are particularly suitable for the utilisation of the cognitive biases are 

identified. The colour scheme for the classified cognitive biases is the following: black for 

very relevant, dark grey for moderately relevant, light grey for slightly relevant and white 

for not relevant at all.  

But it is important to mention, that these results are entirely based on the perspectives of 

the nine interviewed sales and marketing employees of the case company. Further, as 

the research method of this thesis is qualitative and the different opinions and nuances 

in how relevant the interviewees evaluated each bias within the customer journey concept 

had to be factored in, this framework serves exclusively as benchmark.  

 

Figure 5: Adjusted Theoretical Framework (own illustration) 

In the following section, the results of the empirical data collection will be further 

presented, by discussing three themes that compromise the applicability of cognitive 

biases and therefore the findings from this section. 
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4.3. Factors that Compromise the Applicability of Cognitive Biases 

In this part of the analysis, three themes will be discussed that capture the factors that 

compromise the applicability of cognitive biases within the customer journey concept. 

First the influence of knowledge constraints will be elaborated, followed by the ethical 

concerns that were mentioned by the interviewees and lastly the role of the characteristics 

of organisational buying behaviour will be addressed. 

4.3.1. Knowledge Constraints 

When conducting the interviews, it quickly became apparent, that most of the 

interviewees were not particularly familiar with the concept of cognitive biases as part of 

the marketing approach. Some were not even aware what cognitive biases were in the 

first place (ME3, SE3), while others primarily associated them with stereotypes and 

assumptions that have an impact on their interactions among each other and with 

potential- and existing customers (ME1, ME2, SE1, SE5, SE6). ME1, ME2, SE1 and SE5 

each mentioned, how they were encouraged through an organisational workshop, to become 

aware of unconscious biases that may affect their behaviour and lead to discrimination, like 

assuming a person’s capabilities based on their gender, age, skin colour or origin.  

SE5 associated cognitive biases with “assumptions that distort reality” and noted how he 

thinks that is detrimental to rely on existing conjectures when evaluating what customers may 

need or what they should do. This was also echoed by SE6. This is also congruent with 

existing research in the B2B sector about cognitive biases. As quoted during the 

problematization, literature has focused on how to recognise and override assumptions and 

decisions that were based on cognitive biases to ensure a more rational decision-making 

process (Caputo, 2013; Iyer et al., 2015; Kienzler, 2018; Oehmen et al., 2020).  

Because these interviewees’ knowledge was limited to specific characteristics about 

cognitive biases, these employees consequently did not associate them with an 

opportunity to deliberately guide their consumers behaviour.  

SE2 and SE4 on the other hand were more familiar with what the concept of cognitive 

biases and the field behavioural economics entails, because they learned about it during 

their studies. Therefore, they immediately were able to associate the cognitive biases with 

their potential to influence decision-making processes (SE2, SE4). This shows how 

knowledge about this topic can shape the employee’s perception on the relevance of 

cognitive biases. 
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This was further confirmed at the end of the interviews, when the participants were again 

asked to elaborate about their concluding views on the topic. Because the interviews 

introduced the participants to nine cognitive biases and they were encouraged to think 

about possible ways of how this bias could be or is already applied as part of the 

marketing approach, their perspectives had opened up. Most interviewees mentioned, 

how they realised that they are already unconsciously utilising a lot of cognitive biases, 

without knowing about the research behind it (ME1, ME2, SE1, SE2, SE4, SE5).  

Additionally, SE1, SE5 specifically stated, that after this interview they felt inspired to be 

more aware when applying some cognitive biases that they just learned about, to ensure 

a better customer approach. SE2 also mentioned: 

“I think it is possible to use it [the biases] much more intensive […] to our advantage”. 

Further ME2 also referenced the aspect of knowledge, when stating how she thinks that 

it would definitely help to read more about this topic, to guarantee that the cognitive biases 

can be utilised it in a stronger manner. 

But this is also were a lot of interviewees identified difficulties. According to them, in order 

to ensure a systematic approach towards utilising cognitive biases within the marketing 

approach, it would be necessary to build up the knowledge of all involved employees of 

the case company (SE1, SE2, SE3, SE4, SE5, SE6, ME2). Often the terms enablement 

and training were also mentioned in this context (SE1, SE5, SE6). These aspects are 

also often touched upon in B2C literature about cognitive biases, where it is mentioned, 

that at first knowledge needs to be gathered, to understand when and how it is suitable 

to utilise them effectively (Spreer, 2021; Tembrink, 2020; Weinmann et al., 2016). But, in 

order to negate the current knowledge constraints of the employees and to use cognitive 

biases effectively, this would be connected to higher expenses for the firm (SE6). 

In conclusion, these findings illustrate, how knowledge and experience can shape how 

employees view the application potential of cognitive bias to influence organisational 

buying behaviour. There exists considerable potential to improve the marketing approach 

by teaching employees about cognitive biases and ways in which they can be used. But 

the company would need to commit to spending money on trainings and a clear strategy 

would be required to make sure that the biases actually get utilised in a way that brings 

benefit to the firm and don´t just get used in an arbitrary, unstructured way.  
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4.3.2. Ethical Concerns 

The second theme that pervaded the discussions about the applicability of cognitive 

biases as part of the marketing approach concerned ethical considerations. When the 

interviewees were being asked how they evaluate the utilisation of cognitive biases to 

influence customer behaviour, a total of five participants voiced doubts about ethical 

boundaries (SE1, SE5, SE6, ME1, ME3). For example, SE1 expressed concerns about 

the limits of such tactics in terms of ethicality.  

The words manipulate, misleading, overselling, lie, exploit, psychological trick and 

brainwashing were mentioned during the interviews (SE1, SE5, SE6, ME1, ME3), which 

illustrates how cognitive biases have negative connotations in the minds of some of the 

employees. This can inter alia be explained due to the fact, that these employees 

originally only associated stereotypes and assumptions with cognitive biases, which was 

elaborated in the previous section. 

Ethical concerns were mentioned during several occasions. One example is the status 

quo bias. When talking about how this bias can be used to let people choose 

predetermined product configurations or services, where additional, potentially 

superfluous options were preselected, SE5 expressed disregard for such a tactic, 

because he stated that their company is not aiming to exploit their customers. He also 

claimed that he sees the potential for the utilisation of cognitive biases in the marketing 

approach, which the previous section also touched upon, but that there is a fine line 

between subtle influencing and manipulativeness, which is a sentiment that SE6 shared 

as well.  

Another relevant topic that came up when discussing ethical dimensions, were lies. For 

example, exaggerating claims of the features of the product to promote overselling or 

advertising limited quantities of a product, if they were in fact not limited, were aspects 

that were criticised and not considered as feasible in a B2B market if the company wants 

to succeed in the long term. Those concerns especially were inter alia expressed when 

talking about framing, loss aversion and hyperbolic discounting (SE1, SE5, SE6, ME1, 

ME3). For example, M3 stated: 

“something that is not so great but simply framed differently so that it appears in a 

positive light […] clearly has negative connotations […] for me in any case.” 
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The fact that these concerns came up multiple times and during different interviewees 

showed, that this is an element that could compromise the employee’s willingness to 

employ cognitive biases, because they think that they are unethical. Therefore, in order 

to implement cognitive biases in the marketing approach in a way that is accepted by the 

employees and does not get disregarded by customers, these ethical concerns need to 

be addressed. Weinmann et al. (2019), as well as Sunstein (2015) also claimed, that the 

ethical implications of using cognitive biases to influence others should always be made 

clear.  

The interview already helped to show the interviewees, that there are many ethically 

sustainable ways of making use of cognitive biases, because the participants themselves 

recognised that they were in fact already unconsciously utilising quite a few of the nine 

biases that were introduced (ME1, ME2, SE1, SE2, SE4, SE5). But nonetheless, this 

aspect would have to be touched upon, for example during trainings, if the company aims 

to effectively accommodate cognitive biases in their marketing approach.  

4.3.3. Characteristics of Organisational Buying Behaviour 

Lastly, the characteristics of organisational buying behaviour were determined to have a 

particularly compromising effect on the applicability of cognitive biases as part of the 

marketing approach. 

The analysis in section 4.2. showed, how some cognitive biases were not considered 

applicable or relevant by the interviewees in their entirety, like the status-quo bias and 

the decoupling bias. The reasoning that the interviewees gave, when asked why they 

think this way, was usually how they don´t see this bias as effective or influential in a B2B 

context (SE1, SE2, SE3, SE5, SE6). The status-quo bias was considered not suitable for 

utilisation, because of the complexity of the company products, which is typical for a 

majority of B2B goods (Meffert et al., 2012; Prior, 2021). Therefore, the action of giving 

out free trials which could lead to a status-quo being formed was considered not realistic, 

as the product often needs to be adapted to the customers own processes and because 

the functionalities and technicalities first need to be introduced, in order for the customers 

to be able to use it correctly (SE1, SE2).  

The decoupling bias on the other hand was evaluated as unapplicable, since multiple 

people are involved during the negotiation process (SE4), and because SE5 highlighted 

how the buyers only care about payment options or the delaying of the purchase if they 

bring any rational benefits to them. While this does not mean that the negotiation process 



 

67 
 

is free of any cognitive biases, after all the anchoring and adjustment bias was considered 

especially relevant during such a situation, it does entail that some biases are just less 

likely to be influential, like the decoupling bias in that case. Additionally, it can also be 

argued, that because negotiating and making a purchasing decision in a B2B context is 

complex and time-intensive (Åge, 2011), this increases the chances of System 2 being 

activated, which is less likely to be influenced by biases (Kahneman, 2011; Spreer, 2021). 

Thus, in general, it can be assumed that most cognitive biases are not as effective in a 

B2B market compared to a B2C market, which ME2, SE5 and SE6 also alluded to. While 

this does not change that they can still have an influence on organisational buying 

behaviour, which was illustrated through the analysis of the interviewee’s opinions in 4.2., 

it means that the biases itself need to be utilised in a more targeted manner. 

Ultimately, next to the factors of knowledge constraints and ethical concerns, the 

characteristics of organisational buying behaviour are therefore determined to have the 

most compromising impact on the applicability of cognitive biases within the marketing 

approach. This is considered to be the case, because knowledge can be built and ethical 

concerns can be addressed, but the characteristics of organisational buying behaviour 

cannot be changed (Prior, 2021). 
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5. Conclusion  

In this section, the conclusion of the thesis will be presented. The section starts of with a 

summary of the thesis, followed by an elaboration upon the theoretical contributions and 

practical contributions of the study. The section ends with a discussion about the 

limitations of the study and recommendations for future research. 

5.1. Summary 

In the introduction and problematization section of this study a gap in literature about the 

influence of cognitive factors on organisational buying behaviour was identified. 

Behavioural economics is a research field that is especially focusing on the impacts of 

cognitive factors like cognitive biases on decision-making processes, which is why it was 

considered valuable to determine how the findings from this area can be applied during 

organisational purchasing processes. The concept of the customer journey was chosen 

to put the findings in perspective, as industrial marketing research is currently viewing 

customer journeys as a key area of interest to understand the factors that influence buying 

processes. In the literature review the main findings from the fields of organisational 

buying behaviour, customer journeys and behavioural economics were presented in order 

to build a theoretical framework that shows how cognitive biases can influence 

organisational purchasing processes.  

This framework was then analysed by conducting a qualitative research by interviewing 

nine sales and marketing employees of a designated case company, which is operating 

in the B2B software sector. The analysis focused on the perceptions of these employees, 

regarding how they would evaluate the relevance of cognitive biases as part of the 

marketing approach to influence organisational buying behaviour. The results showed 

that so far most of the interviewees were unaware of the potential of utilising cognitive 

biases deliberately, but that cognitive biases are already made use of while approaching 

customers, albeit instinctively. With the findings of the interviews, it was possible to 

develop the theoretical framework further and evaluate which cognitive biases are 

considered considerably influential and applicable during the customer journey. 

Nonetheless, factors that compromise the applicability of cognitive biases as part of the 

marketing approach were also identified, which are knowledge constraints, ethical 

concerns, and the characteristics of organisational buying behaviour. 
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5.2. Theoretical Contributions 

Regarding theoretical contributions, this thesis was able to determine that the research 

fields of organisational buying behaviour and customer journeys can be connected to 

findings from the area of behavioural economics. As of now, the relevance of cognitive 

factors regarding their influence on organisational purchasing processes has not received 

much interest in literature, therefore this study is adding to this research gap. Therefore, 

it can be argued, that the thesis is contributing to research about the factors that influence 

organisational buying behaviour, which were initially identified by Webster and Wind 

(1972). The theoretical framework that combines the concepts of customer journeys and 

cognitive biases can be evaluated as a new contribution to industrial marketing research, 

as it allows for further research on this topic. Additionally, as the results of the analysis 

showed, how interested actors in the B2B market are in the potential of cognitive biases, 

this opens up a broad field of possible future research opportunities, which will be further 

elaborated in section 5.5. 

5.3. Practical Contributions 

In terms of practical relevance of this study, it was possible to determine several aspects 

than can help the case company to improve its marketing approach. First of all, the 

marketing approach of the firm was analysed, and important touchpoints and channels 

were identified. Because the company so far has no visualised customer journey map, 

these results are considered as valuable insights. The adapted theoretical framework, 

that shows how the employees ranked the importance of the nine cognitive biases as part 

of the marketing approach, can further serve as inspiration to the company, to adapt a 

strategy approach where cognitive biases are utilised to their full potential 

Regarding practical implications that go beyond the contributions to the case company, it 

can be argued that the findings of this study can serve as inspiration for other companies 

to look into the fields of behavioural economics and cognitive biases to enhance the 

effectiveness of their sales and marketing activities. 
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5.4. Limitations and Critical Reflections 

This research was conducted together with a case company which is selling enterprise 

software. And while this helped to gain thorough insights, this can also be considered as 

limitation, because the results of this thesis are therefore not representative for other firms 

in the B2B software sector. What´s more is that the final theoretical framework that was 

constructed is based on qualitative research rather than quantitative research. As the 

framework is ranking the different cognitive biases in their relevance within the customer 

journey phases, these results have to be put into context and cannot be generalised. 

Rather they function as a benchmark for the case company.  

Another limitation is, that the field of behavioural economics and research about cognitive 

biases is so far underrepresented in industrial marketing research. Therefore, it was 

necessary to refer to research within a B2C context during the literature and when 

constructing the theoretical framework. Additionally, because the time for this thesis was 

limited, the nine cognitive biases had to be analysed and researched in an overarching 

manner, without going into too much detail. 

5.5. Future Research 

For future research, considering the case company itself, it would be valuable to test the 

theoretical framework through quantitative research, to determine the validity of this study 

further. Additionally, an experimental study on the effects of cognitive biases on B2B 

customers would give insights from the perspective of the buying party, which is 

especially interesting, because the analysis of this thesis is based on the perceptions and 

therefore assumptions of employees of the selling party. Moreover, as mentioned during 

the limitations and critical reflections section, the nine different biases could each be 

analysed in much more detail.  
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Appendix 

Appendix 1: Overview on literature review about customer journey definitions 

 

Authors Definition 

(Følstad & Kvale, 2018, 

p. 207) 

 

“this term is typically used in reference to a process, 

path, or sequence through which a customer access or 

use [sic] a service.” 

(Homburg et al., 2017, p. 384) “… is the evolvement of a person’s sensorial, affective, 

cognitive, relational, and behavioral responses to a firm 

or brand by living through a journey of touchpoints along 

prepurchase, purchase, and postpurchase situations and 

continually judging this journey against response 

thresholds of co-occurring experiences in a person’s 

related environment.“ 

(Kankainen et al., 2012, 

p. 221) 

“…the process of experiencing service through different 

touchpoints from the customer’s point of view.” 

(Lemon & Verhoef, 2016, 

pp. 75–76) 

“We conceptualize customer experience as a customer’s 

“journey” with a firm over time during the purchase cycle 

across multiple touch points. We also conceptualize the 

total customer experience as a dynamic process. The 

customer experience process flows from prepurchase 

(including search) to purchase to postpurchase; it is 

iterative and dynamic. This process incorporates past 

experiences (including previous 

purchases) as well as external factors.” 

(Norton & Pine, 2013, p. 12) ‘‘Customer journey,’’ in essence, means the sequence of 

events – whether designed or not – that customers go 

through to learn about, purchase and interact with 

company offerings – including commodities, goods, 

services or experiences.” 

(Patrício et al., 2011, p. 182) “a series of touchpoints, involving all activities and events 

related to the delivery of the service from the customer’s 

perspective” 

(Venermo et al., 2020, p. 200) “The Customer Journey is the journey of how a customer 

becomes aware of the brand, the way a customer 

interacts with it, and the experience a customer creates 
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of the interaction. It is the entirety of experiences and 

actions that a customer goes through when interacting 

with a company and its brand.”  

(Zinkann & Mahadevan, 2018, 

p. 157) 

 

“They describe and document the interactions of a 

consumer with a business at all relevant touchpoints 

along the pre-purchase, purchase and postpurchase 

phase.”  

 

Appendix 2: Overview of the two cognitive systems in dual-process theory 

(Adapted from (Kahneman, 2011; Raab et al., 2009; Thaler & Sunstein, 2008) 

 

System 1 System 2 

Process characteristics 

Intuitive Reflective 

Automatic Controlled 

Fast Slow 

Effortless Effortful 

Unconscious Conscious 

Processed contents 

Affective Neutral 

Stories and symbols Abstract, complex contents 

Emotions Facts, numbers 

Causal propensities Statistics 
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Appendix 3: Interview Guide in English 

 

Disclaimer: 

Do you consent to this interview being recorded, and used for the purposes of my master 

thesis at Landshut University of Applied Sciences and Kristianstad University of Applied 

Sciences? 

Your name and other relevant information that can be used for identification purposes will 

be anonymised and you can refuse to answer any individual question. 

a) General questions: 

1. What Gender do you identify with? 

2. How old are you? 

3. What is your current area of responsibility in the firm? 

 

b) General questions on market approach, customer journey and cognitive biases: 

1. What means do you use to approach new clients and convince them of the 

company, or of the product or service in question?  

• How does such a process normally work? 

• What sales and marketing measures do you use? 

 

2. Are you familiar with the concept of the customer journey, do you consciously work 

with this concept, and if yes, how? 

 

3. Are you familiar with the concept of cognitive biases? 

If yes: 
 

• What do you associate cognitive 
biases with? 

 

• Are you familiar with how 
cognitive biases can be used in 
the marketing approach? 

 

• Do you consciously work with 
cognitive distortions in 
marketing, or can you think of 
an example where it has been 
used? 

 

• What do you think of the 
potential to use cognitive biases 
in marketing in B2B? 

If no: 
 
Explanation: 
Cognitive biases are also referred to 
errors in thinking and perception that 
occur systematically.  
These errors are usually unconscious and 
often have an impact on decisions that 
are made.  
Cognitive biases that have been identified 
in research, can be specifically applied to 
steer people's perceptions and thus 
decision-making process in predictable 
directions. 
 

• Now that the concept has been 
introduced without concrete 
examples, what do you associate 
with it, especially regarding the 
potential of cognitive biases in the 
marketing approach in B2B?  
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c) Specific questions on nine selected cognitive biases:  

Procedure during Interview: 

At first, the bias name and a short and general explanation about it will be given. Only if 

the interviewee appears to need a more thorough description, specific examples of the 

cognitive bias in use during the marketing approach will be elaborated upon.  

Then, three questions will be asked for each bias: 

• Where do you think this bias plays an active role, or can you think of how this 

concept is actively used when addressing customers? 

• How relevant do you think is this concept in regard to the customer's decision-

making process?  

• When in the customer journey do you think this bias is, or could be, relevant? Pre-

purchase, purchase or post-purchase phase? 

Cognitive Bias Description Marketing Examples 

1. Social Norms Individuals tend to follow and 
orient themselves towards the 
decisions of others 

Referring to existing customers, 
testimonials, certificates, or expert 
opinions 

2. Loss Aversion Disadvantages are weighed more 
heavily compared to gains and 
advantages 

Limited offers in quantity or time, 
making customers feel like they 
would be at a disadvantage if they 
do not buy something 

3. Status-Quo  
    Bias 

The tendency to preserve a 
current situation 

Free trials, preselecting product or 
service options 

4. Framing Decisions are influenced by the 
way in which information is 
presented 

Positive framing, highlighting the 
benefits; negative framing, focusing 
on disadvantages 

5. Availability  
    Heuristic 

Individuals are influenced by 
information that can be easily 
recalled or is more readily 
available in their mind 

Referring to recent events that are 
relevant for the customer, making 
the customer come often into 
contact with the business 

6. Priming The way customers think and 
behave is influenced by the 
activation of previous stimuli 

Brand building, using colours, 
sounds, attribute priming: 
highlighting certain attributes 

7. Anchoring &  
    Adjustment 

Individuals are basing their 
understanding and assessment of 
a situation or problem on the 
information that is provided 
alongside it 

Price anchoring, referring to how 
much a product cost before, or a 
range on how much such products 
usually cost 

8. Hyperbolic  
    Discounting 

Individuals value the present 
more than the future 

Messages about short-term benefits 
are preferred over long-term benefits 

9. Decoupling Separating the decision-making 
process from the payment 
process lowers inhibitions of 
making a purchase 

Offering customers to pay with card 
instead of cash, offering different 
payment processes, post-pone 
payments 

 

d) Concluding Questions: 

1. Having introduced a few cognitive biases, how do you assess the potential of such 

tactics as part of the marketing approach in a B2B sector? 

2. What difficulties do you see in the application of such cognitive biases? 
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Appendix 4: Interview Guide in German 

 

Disclaimer: 

Sind Sie damit einverstanden, dass dieses Interview aufgezeichnet, und für die Zwecke 

meiner Masterarbeit an der Hochschule Landshut und der Hochschule Kristianstad 

verwendet wird? 

Ihr Name und andere relevante Informationen, die zur Identifizierung verwendet werden 

können, werden anonymisiert und Sie können die Beantwortung jeder einzelnen Frage 

verweigern. 

a) Generelle Fragen 

1. Mit welchem Geschlecht identifizierst du dich? 

2. Wie alt bist du? 

3. Was ist deine Tätigkeit in der Firma? 

 

b) Generelle Fragen zum Marketing Approach, dem Customer Journey Konzept und 

kognitiven Verzerrungen: 

1. Welcher Mittel bedient ihr euch, um an neue Kunden heranzutreten und sie von 

der Firma, oder den Produkten und Services der Firma zu überzeugen?  

• Wie läuft so ein Prozess normalerweise ab? 

• Welche Sales und Marketing Maßnahmen wendet ihr an? 

 

2. Ist dir der Begriff der Customer Journey geläufig, arbeitet ihr bewusst mit dem 

Konzept, und wenn ja, wie? 

 

3. Ist dir der Begriff von cognitive biases oder kognitiven Verzerrungen geläufig? 

Wenn ja: 
 

• Mit was verbindest du 
kognitiven Verzerrungen? 
 

• Ist dir geläufig wie kognitive 
Verzerrungen im Marketing 
Approach genutzt werden 
können? 
 

• Arbeitet ihr bewusst mit 
kognitiven Verzerrungen im 
Marketing, oder fällt dir ein 
Beispiel ein, wo es verwendet 
wurde? 
 

• Was hältst du von dem 
Potential, kognitive 
Verzerrungen im Marketing im 
B2B Bereich zu verwenden? 

Wenn nein: 
 
Cognitive biases oder kognitive 
Verzerrungen werden auch systematisch 
auftretende Denk- und Wahrnehmungs-
fehler bezeichnet. Diese Fehler sind 
meist unbewusst und haben oft einen 
Einfluss auf Entscheidungen, die 
getroffen werden. Kognitive Verzerrung-
en, die identifiziert worden sind in der 
Forschung, lassen sich gezielt anwenden, 
um die Wahrnehmung und damit 
Entscheidungsfindung von Personen in 
vorhersehbare Richtungen zu lenken. 
 

• Was hältst du davon, jetzt wo das 
Konzept ohne konkrete Beispiele 
vorgestellt wurde, kognitive 
Verzerrungen im Marketing 
Approach im B2B Bereich zu 
verwenden? 
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c) Spezifische Fragen zu neun ausgewählten kognitiven Verzerrungen:  

Vorgehen während des Interviews: 

Zunächst wird die jeweilige Verzerrung kurz vorgestellt. Nur wenn der Befragte eine 

ausführlichere Beschreibung zu benötigen scheint, werden spezifische Beispiele für den 

Einsatz der kognitiven Verzerrung während des Marketingansatzes erläutert.  

Dann werden jeweils drei Fragen zu jeder kognitiven Verzerrung gestellt: 

• Wo spielt deiner Meinung nach diese Verzerrung eine aktive Rolle bzw. hast du 

ein konkretes Beispiel, wie dieses Konzept in der Kundenansprache aktiv genutzt 

wird? 

• Wie relevant ist dieses Konzept deiner Meinung nach im Hinblick auf den 

Entscheidungsprozess des Kunden?  

• Wann in der Customer Journey ist diese Verzerrung deiner Meinung nach relevant 

oder könnte relevant sein? Vor dem Kauf, beim Kauf oder nach dem Kauf? 

Kognitive 
Verzerrung 

Beschreibung Marketing Beispiel 

1. Social Norms Menschen tendieren dazu, sich 
an anderen und deren 
Entscheidungen zu orientieren 

Verweis auf bestehende Kunden, 
Rezensionen, Zertifikate, 
Expertenmeinungen 

2. Verlustangst Nachteile werden starker 
gewichtet als Vorteile 

Limitierte Angebote, den Kunden 
das Gefühl vermitteln sie verpassen 
etwas 

3. Status-Quo  
    Bias 

Die Tendenz in der aktuellen 
Situation zu verweilen 

Kostenlose Probeversionen, Vor-
auswahl einer Produktkonfiguration  

4. Framing Entscheidungen werden durch die 
Art und Weise beeinflusst, in der 
Informationen präsentiert werden 

Positives Framing, das Vorteile 
hervorhebt, negatives Framing, das 
Nachteile hervorhebt 

5. Verfügbarkeits- 
    heuristik 

Menschen lassen sich von 
Informationen beeinflussen, die 
leicht abrufbar im Gedächtnis sind 

Bezugnahme auf aktuelle 
Ereignisse, die für den Kunden 
relevant sind, häufiger Kontakt 

6. Priming Kundenentscheidungen, werden 
von der Aktivierung früherer 
Reize beeinflusst 

Markenbildung, Farben, Töne, 
Attribut-Priming: Hervorheben 
bestimmter Eigenschaften 

7. Anchoring &  
    Adjustment 

Die Einschätzung einer Situation 
oder eines Problems wird von der 
Information die zusätzlich 
bereitgestellt wird, beeinflusst 

Preisverankerung, die sich darauf 
bezieht, wie viel ein Produkt früher 
gekostet hat, oder eine Spanne, was 
solche Produkte üblicherweise 
kosten 

8. Hyperbolic  
    Discounting 

Die Gegenwart wird als wichtiger 
eingeschätzt als die Zukunft 

Botschaften zu kurzfristigen 
Vorteilen anstatt langfristigen 

9. Decoupling Die Trennung des Entscheidungs-
prozesses des Bezahlvorgangs 
senkt die Hemmschwelle, den 
Kauf zu tätigen 

Das Anbieten von Kartenzahlung, 
anstatt bar, verschiedene 
Zahlungsverfahren, Zahlungen 
aufschieben 

 

d) Abschließende Fragen: 

1. Wie beurteilst du abschließend das Potential solche Verzerrungen als Teil des 

Marketingkonzepts in einem B2B Markt anzuwenden? 

2. Welche Schwierigkeiten siehst du bei der Anwendung solcher Verzerrungen? 
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