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Abstract 
 

Background: As digitalization has arisen and further developed the way companies execute 

marketing strategies, new ways of creating value by effectiveness and efficiency as a 

foundation has emerged during the recent years. Two crucial marketing tools within 

digitalization are Marketing Automation and Inbound Marketing.  

 

Problem: Striving to become more effective and efficient with digitalization and the new 

technology requires that companies can deal with new changes. Although, there is a gap in 

the research and how effectiveness and efficiency is perceived and how it further creates 

value for companies.  

 

Purpose: This thesis aims to achieve a greater understanding of in what essence companies 

can become more effective and efficient in order to create greater value. RQ1: How does 

effectiveness and efficiency create value for companies regarding marketing automation and 

inbound marketing, and what is value for them?  

 

Method: A multiple case study based on a qualitative research method has been executed 

with interviews of six companies. The companies interviewed is divided under three different 

levels of implementation of digitalization, non-user, in process, and user.  

 

Conclusion: The results showed that depending on how much digitalization a company has 

implemented; the level of effectiveness and efficiency varies. The higher level of 
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digitalization the higher level of effectiveness and value. Further, more value is created when 

the level of effectiveness and efficiency is higher. Good CRM systems together with long-

term relationships and good communication enhances the development of digitalization 

within companies to further create more value.  
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1.0 Introduction  

This section starts by providing a background of the topic, followed by a problem discussion, 

and then aims to explain the concepts of marketing automation and inbound marketing. 

Thereafter follows the chapters’ purpose, research question, contribution, and key 

definitions. The Introduction chapter to this thesis aims to provide the reader with a deeper 

understanding to the topic of this thesis. 

 

1.1 Background  
Marketing automation and inbound marketing are new concepts that has evoked a broad 

interest in magazines and generates an interest in businesses who wants to maintain 

profitable. In Karlskoga’s newspaper (2019) the author Anders Persson recently released an 

article about that the future is all about digitalization. It is tremendously important for 

companies to have a good website online that enhances the marketing. It is also presented in 

Dagens Media (2018) by Hanna Frick that the change is because of digitalization together 

with the development of inbound marketing with fast decisions.  

A concept most people are familiar with is traditional marketing. Traditional 

marketing is the way of using television, radio, and in-store to promote (Kumar, Choi & 

Greene, 2016). Traditional marketing is often perceived as a pushing strategy towards 

customers. This is due to the mass marketing that comes along with traditional marketing. 

This way of marketing has lost its effectiveness since customers now can block that kind of 

advertisements and instead get in contact with the marketing they want to have. Instead of 

using traditional marketing explained above, digitalization makes targeting the right segment 

with the right marketing easier (Opreana and Vinerean, 2015).  

In today's society, one can recognize a trend of digitalization, which is an integration 

of several technologies. Smartphones, e-healthcare, and security are a few examples. 

Digitalization refers to the usage of digital technologies changing a company’s business 

model and providing new value-producing opportunities (Gray & Rumpe, 2015). There are 

existing debates of challenges and opportunities with digitalization i companies working in 

the hyper-competitive environment (Quinn, Dibb, Simkin, Canhoto & Analogbei, 2016). 

Digital consumers have a tendency to willingly pay for media content that is valuable for 

them (Abaidi & Vernette, 2018). Research indicates that there is a clear relationship in 

digitalization between companies’ services and what the customer needs are (Gray & Rumpe, 

2015).  
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Due to that marketing has evolved from traditional marketing into digital marketing 

alongside with the development of technology, marketing automation and inbound marketing 

are two concepts under digital marketing that has emerged. Companies might find it hard to 

agree on whether it is more beneficial for them to apply digital marketing as a new way of 

marketing themselves. People might not be persuaded about if marketing automation and 

inbound marketing really create enough value for companies in order to change their 

marketing approaches. What effectiveness and efficiency is, is not clear to everyone as well 

as what value is and how it can be beneficial for a company. These subject areas are today an 

ongoing deliberation in business to business (B2B) and how they could be used to create the 

value needed for companies. Therefore, this research will further dig deeper into this area and 

by doing case studies, try to accomplish a better understanding of how effectiveness and 

efficiency create value for companies with help of digitalization.  

 

1.2 Problem discussion 
Due to the development in technology and digitalization companies need to keep up with 

their marketing. To be able to change from traditional marketing to digital marketing 

companies are facing new challenges. Striving to become more effective and efficient with 

digitalization and the new technology requires that companies can deal with new changes.  

Within digital marketing there are two main areas, marketing automation and inbound 

marketing, which is said to streamline a company the problem is that although there is a gap 

in digital marketing, does it streamline a company enough to create value for them or are 

there existing challenges that has not been covered yet (Opreana and Vinerean, 2015).  Even 

though there is a rising interest of inbound marketing and marketing automation in the media, 

it cannot be proven what value is and if it has been created due to the two concepts. 

Effectiveness and efficiency can be perceived in different ways depending on who is asked, 

as well as value is perceived different from one to another. Therefore, there is a gap in the 

research regarding to effectiveness, efficiency, and value. The gap concerns the issue of how 

these concepts can be applicated onto marketing automation and inbound marketing and in 

what essence they create value for a company. 
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1.3 Marketing Automation  
Marketing has under a long time been in the shadow of sales forces, especially in the B2B 

market. However, due to the improvements of technology, integration of marketing into the 

business process is on the rise with help from marketing automation. Today, marketing 

automation programs are programed with both a sales hub and a marketing hub (Redding, 

2015). In order to stay relevant there is a need to become digital, speed up processes, and 

simultaneously personalize the way businesses do their marketing and CRM. Consequently, 

companies cannot target their customers as groups, but rather as individuals since 

standardized templates no longer works as good as before. Further, it could be an advantage 

for companies in the B2B market to automate their business process to keep up with the 

enhanced technology (Todo, 2016).  

Marketing automation is a new way of automazing email, templates, and handling 

your Customer Relationship Management (CRM) where everything but nothing is 

standardized. In the manners of if the standardization is personalized, i.e., the process of 

standardizing is to not have a standardization then the standardization becomes personalized, 

hence the expression of personalized standardization. Therefore, it is possible to target the 

right market and the right segment to provide the right information, all through a computer. 

With help of smart systems companies can keep track of the administrative work and 

workflows within their businesses. Marketing automation makes it possible to forward plan 

social media strategies to be able to receive information if something in a specific segment 

has changed. The underlying purpose is to be more precise with the marketing and not only 

reach more customers. It is supposed to enhance the process of reaching the right customer 

and at the same time maintain control and be connected with statistics to further follow up on 

leads ("HubSpot | Inbound Marketing, Sales, and Service Software", 2019). 

With the new technology we can teach our bots to learn from wrong answers, we can 

learn email templates which are standardized to personalise to our customers so that the 

customer receives relevant information ("HubSpot | Inbound Marketing, Sales, and Service 

Software", 2019).  
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1.4 Inbound Marketing 
Moving on to inbound marketing, which is also a new concept that has emerged with 

digitalization alongside and complementary with marketing automation. Inbound marketing 

has the same aim as marketing automation, to take advantage of digitization to involve 

customers more (Opreana and Vinerean, 2015). According to Patrutiu-Baltes (2016), digital 

marketing is mainly based on trust and loyalty where customers together with inbound 

marketing are the essentials. Consequently, trust and loyalty can be achieved with help of 

marketing automation and inbound marketing. Companies can apply the strategy of reaching 

out to customers through social media, email, or search engine optimization (SEO). Further, 

it can contribute to effectiveness and efficiency in the B2B market (Soegoto & Simbolon, 

2018). As inbound marketing favour companies to adapt a customer-centric perspective, it is 

also made more effective and efficient when customers become a part of the marketing 

(Holliman & Rowley, 2014). Among inbound marketing there are different tools companies 

can take advantage of, some of them are content marketing (CM), SEO, and customer 

relationship management (CRM).  

Content marketing is a fundamental tool to implement to ease the understanding of 

how content in inbound marketing can be used to generate effective and efficient outcome. 

When targeting the B2B market, a long-term relationship with customers are provided 

(Holliman & Rowley, 2014). It can help companies with distribution, creation, and to share 

pertinent content in order to engage customers by concentrating on the content surrounding 

the product and delivering it to the customer (Wang, Malthouse, Calder & Uzunoglu, 2017). 

Consequently, it gives a communication with customers without selling only by attracting 

and engaging the right audience with valuable content (Patrutiu-Baltes, 2015). Finally, 

relationships between the provider and the customer might enhance the degree of CM 

activities, henceforth, gain more attention and acquire more purchases (Wang et al., 2017). 

Results of SEO depends on the inbound links built to a website to create the best 

optimization possible. It is supposed to simplify the process of finding a company’s content 

by visibility and discoverability. Keywords customers are searching for needs to be 

connected to different content, links, and optimize pages to make the SEO process work. 

Therefore, companies that publish consistent content with quality, automatically get rewarded 

by a better placement on the search engines (Opreana & Vinerean, 2015). In digital 

promotion strategies SEO has a vital impact over how it influences the positioning in terms of 

web sites, blogs, and social networks. Companies that achieve a better placement 
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automatically becomes more attractive due to more views from people (Patrutiu-Baltes, 

2016).  

CRM is a systematic system of how to handle the relationship between a company 

and a customer with the main focus to create and maintain the long-term relationship with the 

customers. The technology of CRM is elaborated to create a better management of customer 

data and customer relationship. It can gather information and analyze it in order to improve 

the relationship with each customer. Thus, a good CRM system could enhance customer-

related activities (Wang & Feng, 2012).  

 
1.5 Purpose and research question 
This thesis touches upon digital marketing within B2B and the two main areas within it, 

marketing automation and inbound marketing. The main purpose is to examine how 

effectiveness and efficiency can create value for companies that are not using, in the process, 

or already using marketing automation and inbound marketing. Furthermore, to examine if 

there are any relevant challenges that can be adopted and developed to become more 

effective and efficient. To undertake challenges, companies needs to be open for new 

technology and new concepts. Finally, this thesis will examine how different companies 

perceive value and how it differs from how research perceives it.  

 

RQ1: Does effectiveness and efficiency create value for companies regarding marketing 

automation and inbound marketing, and what is value for them?  

 

1.6 Contribution 
The aim of this thesis is to contribute to a broader and deeper understanding about marketing 

automation and inbound marketing in B2B and its connection to effectiveness, efficiency, 

and value. Furthermore, to interpret how a company can take advantage of different factors to 

become more effective and efficient to create value.  

 

1.7 Delimitation 
This thesis will mostly constitute of marketing automation and inbound marketing and how 

the concepts affect companies during conduction and application of digital marketing in a 

B2B market. As the main core, it will examine what effectiveness and efficiency is and how 

value is created for companies, but it will not compare other strategies that might be possible 

for companies to use. Further, this thesis will not discuss or take notice regarding 
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geographical areas, nor national or international. The companies chosen for the case-studies 

will strictly be based upon the fact that they are customers or competitors to Toxic Interactive 

Solutions and no other values or facts will be taken into consideration. Hence, the companies 

of choice do not belong to any specific sector and has not been taken into consideration. This 

thesis will not lay any focus upon relations or soft values.    

 

1.8 Key definitions 
 

Business to Business (B2B) 

Business to Business is described as a transaction between two businesses, for example 

associated with financial EDI. It enables companies to become more effective and efficient in 

their supply chains (Oxford Dictionary, 2019).  

 

Search Engine Optimization (SEO) 

“The process of maximizing the number of visitors to a particular website by ensuring that 

the site appears high on the list of results returned by a search engine” (Oxford Dictionary, 

2019).  

 

Customer Relationship Management (CRM) 

“Denoting strategies and software that enable a company to optimize its customer relations” 

(Oxford Dictionary, 2019). 

2.0 Theory 

In this chapter, we are looking at effectiveness & efficiency, and value. To be able to conduct 

a good analyze there are concepts that needs to be discussed first, digitalization of marketing 

activities i.e. Finally, the last chapter will further explain how all concepts connects to each 

other.  

 

2.1 Justification regarding theory 
With the intention to conduct a detailed, accurate and contributing thesis we have collected 

data for the theory chapter, such as peer-reviewed articles and earlier findings within the 

subject collected throughout scholars. The primary data supports the theory based chapter of 

this thesis in difference to the secondary data which supports the comparative case studies. 
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The search for primary data to support the theory chapter of this thesis has been limited to 

digital resources and to qualitative data. The choice of digital and peer reviewed publications 

is due to the fact of more availability and the ease to search in the digital library of, for 

example Jönköping University, from devices systematically with a specific search aim in 

combination with developed keywords listed below in separate sub-chapter. The search was 

limited from year 1995 to 2019, with most sources from 2010 to 2019, due to the aim of 

recent publications. The choice of digital publications has also made the option of cross-

disciplinary searching available and have saved us time since conducting cross-disciplinary 

searching have allowed us to move between different subjects held in the same database. 

Once publications of relevance were identified they were read, critically analyzed and then 

compiled into the theory chapter.  

Further, chosen literature has been limited to journals and newsletters due to the fact 

that the research for this thesis is depending on information that are relevant and hence, needs 

to be up-to-date.  The search process of primary data has contributed to the body of 

knowledge and provided, even if limited, insights for further collection of data concerning the 

empirical data collection. The primary data search process has provided us with a deeper 

understanding of gaps in the existing knowledge and in that manner contributed to the 

development and formulation of research purpose and research questions.  

 

2.1.1 Keywords 
Keywords developed for the secondary data research; 

• Digitalization 

• Inbound Marketing 

• Marketing Automation 

• Value 

• Effectiveness 

• Efficiency 

 

The keywords were developed during the search process and has been chosen due to the fact 

that their contribution to the systematically search conducted for primary data has proven to 

be successful to this thesis specific aim.  
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2.2 Digitalization of marketing activities 
The definition found on digitalization is almost non-existing when it comes to dictionaries 

such as Cambridge and Oxford however the definition found on Google is sufficient for this 

thesis. The definition provided by Google’s dictionary states that “the conversion of text, 

pictures, or sound into a digital form that can be processed by a computer” ("definition of 

digitalization - Google Search", 2019). This means that any process when it comes to 

digitalization is handled by a computer system. The digitalization in focus regarding this 

thesis will be the digitalization concerning data systems that can be processed by a computer. 

Hence it will not concern apps nor smartwatches or other digital devices that may have a 

digital system within their operational system. Moreover, digitalization in companies 

revolves around what to buy and sell, and how to transport and produce efficiently, thus, how 

to maintain contact with customers (Gray & Rumpe, 2015). 

The digitalization, regarding marketing, is a disruptive market (Negoiţă, Purcărea, 

Popescu, Niculescu & Coman, 2018)  that is, an ever changing market that is affecting small 

business as well as big corporations (Quinn, Dibb, Simkin, Canhoto & Analogbei, 2016).  

Digitalization has been chosen as a theory for this thesis since the question regarding 

digitalization, and how it is applicable to the cases, and more importantly, how the employees 

of the chosen cases perceived digitalization. The framework around digitalization aims to 

explain the concept, features and how it is useful within marketing. 

Marketing efforts has changed and in opposite to traditional marketing which has 

been focusing on exploiting the marketing strategy to as many people as possible with 

analogue marketing, the digitalization has given marketers the opportunity to build their 

marketing strategy on statistics and build strong customer relationships (Negoiţă et al., 

2018).  With the opportunity to build different marketing strategies different digital tools and 

platforms have arisen and there are options available. There is Based Adobe, which provides 

campaigns and helps personalize management capabilities traditionally and digital across all 

channels. Blue Conic is another platform that focuses on using big data across channels from 

mobile, web and social channels to optimize and synchronize cross-channel marketing 

opportunities. Constant Contact specializes in email marketing and provides their customers 

with mobile-responsive templates, image and file storage, list-building tools and contact 

management. Constant Contact focuses on small business and tries to offer their customer an 

all-in-one digital marketing solution to find marketing success (Bernier, 2016). The three 

examples described is done with the purpose to provide a better understanding to what 

marketing automation tools are and how the can be utilized.   
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2.3 Effectiveness and Efficiency 
Effectiveness and efficiency are two similar concepts, but still differentiated and previous 

research explain these concepts. When it comes to efficiency, Flay, Biglan, Boruch, Castro, 

Gottfredson, Kellam, Mościcki, Schinke, Valentine, and Ji (2005), contends that efficiency 

pleads to beneficial effects of a program during optimal conditions. Further, efficiency means 

reaching the goals under idealized conditions to maximize internal validity by keeping 

experimental control high (All, Nuñez Castellar & Van Looy, 2015). When talking about the 

technical efficiency of a company, it concerns the level of technology of a company 

compared to the standard level of technology (Na, Hwang, Hong & Lee, 2017). Efficiency is 

also explained as that it is obtained by a higher involvement by the staff at the same time as a 

smaller workforce leads to greater efficiency (Gómez-Miranda, Pérez-López, Argente-

Linares & Rodríguez-Ariza, 2015). Cambridge University Press (2019) has defined 

efficiency as “The condition or fact of producing the results you want, without waste, or a 

particular way in which this is done”.  

Moving forward, Cambridge University Press (2019) defines effectiveness as “the 

ability to be successful and produce the intended results”. To proceed, according to Oxford 

University Press (2019), effectiveness is also defined as “The degree to which something is 

successful in producing a desired result; success”.  In addition, success is defined as “The 

accomplishment of an aim or purpose”, and the adjective successful has the definition 

“achieving the results wanted or hoped for” (Oxford University Press, 2019).  

Flay et al., (2005) explains that effectiveness pleads to the beneficial effects of a 

program during real-world conditions. Effectiveness is further explained as achieving and 

improving strategic aspects and the level of knowledge of technology, at the same time as 

effectiveness is increasing when the workforce participation mainly focus on achieving 

results together with a centralized decision making (Gómez-Miranda, Pérez-López, Argente-

Linares & Rodríguez-Ariza, 2015).  

Measures include profitability, quality, sales growth, and satisfaction (Denison & 

Mishra, 1995). Effectiveness is also a measure of quality, quantity, and the total effect. It 

includes the measurement of post-interaction, delayed outcomes, and the outcome itself. 

Further it is the number of outcomes of the cooperation, and not only the number of 

cooperations (Schupp, Jordano & Gómez, 2017). On the other hand, too much involvement 

can have a negative impact on effectiveness (Denison & Mishra, 1995). Kadir Wan Dollah & 

Singh (2010), means that effectiveness is how well a company is doing relative to earlier set 

standard.  
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Research indicate that a company’s effectiveness is determined by the investment in 

digitalization (Jiang & Zhao, 2014). According to Ghosh and Stock (2010), the effectiveness 

of marketing has lapsed due to the development in digitalization. Porto Bellini (2018) 

explains that effectiveness in digitalization is shown in access, cognition, and behaviour. 

Further, digital effectiveness is measured depending on how the communication and 

information technology is used by a person regardless of how much knowledge that person 

has about it. Thus, how capable a person is to take advantage of the communication and 

information technologies in terms of access, cognition, and behaviour. Porto Bellini implies 

that it is a relativistic concept that depends on how much knowledge and usage a stakeholder 

has. It is important to know who the stakeholder is and what the purpose of usage is before 

the concept is implemented. Digital effectiveness contributes to greater knowledge about 

communication and information technology through efficiency and transparency in public 

administration, social change in terms of user-generated content, as well as organizational 

improvement when implementing communication and information technology in workplaces. 

In addition, Porto Bellini states that digital effectiveness is the difference between the digital 

competence and limitations. Further, it is argued that the motivation, skills, and material 

towards internet access plays a vital role in the expected outcome. How an individual 

relatively perceive the digitalization is dependent on the individuals’ personal usage. A 

digital limitation could be how restricted an individual is to their competence of using 

communication and information technology and how open that individual is to change. 

Finally, digital effectiveness is the interpretation of using communication and information 

technology in a way that contributes to the desired outcome for individuals, communities, and 

companies. Consequently, digital effectiveness favour social development.  

Since effectiveness means reaching goals under real-world conditions to maximize 

external validity, the desired outcome should be distinct and clearly defined. Limitations of 

effectiveness can be the learning process, thus, learning skills, knowledge, and attitude 

towards change. The time-period is also an important factor to take into consideration when 

measuring the effectiveness, as well as the motivation of the individual (All, Nuñez Castellar 

& Van Looy, 2015). According to Bauer and Lasinger (2014), consumers are getting more 

and more irritated over the mass-marketing they receive, which makes it more difficult to 

attract customers. It is suggested that marketing would become more effective if providing 

the right content to the right person. Personalization is supposed to be successful in terms of 

increasing the effectiveness in marketing.  
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Likewise, Karlícek et al., (2014), believe that marketing effectiveness is still 

measured by companies regarding profit, sales, and market share. Hence, this could be a 

negative approach since they are short-term based instead of long-term based, which is 

important when building relationships. CEO’s that has a marketing background are also 

perceived to maintain a greater understanding of long-term importance. 

When comparing effectiveness and efficiency one can see that measurements of 

effectiveness are relevance, completeness, quality, and the decision support system. Further, 

effectiveness in an information system which was measured by the usability, while efficiency 

was measured by the economic value and the time needed to finalize a task Hariyati, Yani, 

Eryando, Hasibuan & Milanti (2015). Moreover, effectiveness is different from efficiency in 

terms of that a person can be effective in achieving a good result, but if it takes twice as many 

sessions to achieve a good result as another person, then that person is not efficient (Firth, 

Barkham, Kellet & Saxon, 2015). According to (Karlícek, Chytková, Tyll, & Mohelská, 

2014), effectiveness is presented as the understanding of how to achieve marketing goals, 

while efficiency is presented as the understanding of how marketing costs are used in the best 

way to achieve the goals. Marketing effectiveness and efficiency is of great importance to 

both CEO and marketers due to that the increase of effectiveness and efficiency is their 

common goal. Effectiveness together with efficiency outcomes relates to taking advantage of 

the resources available since it is connected to a company’s outcomes.  

Summarizing these definitions and explanations of effectiveness and efficiency, one 

can interpret that a company can achieve their goals by being effective, at the same time as 

being efficient to reach these goals with low costs. In order to be successful and reach the set 

goals, a company needs to be more effective and efficient. Further, there could be a problem 

that marketers fail to evaluate their activities appropriately which can hamper the 

effectiveness and the efficiency. Therefore, moving from mass media to more personalized 

media is an important trend since it boosts the efficiency (Karlícek et al., 2014).  

 

2.4 Value 
Value is a concept with different meaning to different people, but according to Oxford 

University Press (2019), value has been defined as “The regard that something is held to 

deserve; the importance, worth, or usefulness of something”.  In this definition, the 

importance, worth and/or usefulness will be in regard to the person, the company or the 

context which is referred to. However, how to calculate and define value regarding marketing 
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is not a very debated subject nor is it defined and a complex subject (Peppers & Rogers, 

2011).  

Due to the change in marketing, value cannot be directly delivered to customers but 

rather that customers determine by themselves what value is to them. Customers perceive 

value different and therefore need to set what their value is. Further, value is not only created 

by exchanging goods and services, but rather relationships themselves contribute to creation 

of value. Value should not only be communicated, but it should also create a dialogue with a 

unique customer solution. Therefore, it is good for companies to focus on delivering core 

goal and manage the relationship in a discrete way (Eggert, Ulaga, Frow & Payne, 2018). 

According to Luu, Viet Ngo and Cadeaux (2018), relationship performance improves 

relationship investments in theory, although, in practice it is difficult to know beforehand 

how value is being created from investments in long term relationships. This is due to that 

“close relationships are not always synonymous with good relationships” (Anderson & Jap, 

2005, p.75). When one part puts more effort in relationship investment and receive less in 

return, it could be considered as value is created at the expense of the other party. Existing 

knowledge of relationship value indicates that perceived value from relationships has a 

positive impact on performance due to its improvements on customer trust, commitment, and 

satisfaction (Luu, Viet Ngo & Cadeaux, 2018).  

The visibility of a website can be costly for a company due to that some companies 

spend a lot of money on internet advertising, link campaigns, and blog marketing as an 

example. Research of the relationship between web visibility and site traffic shows that a 

high web visibility leads to a rise in the traffic. As web visibility is the result of a firm’s 

interaction, it is also the result of firm marketing. More visible websites enhance the chance 

of customers finding a specific site improves, especially through keywords and SEO. For a 

company to have productive marketing, advertising efficiency is important since it enhance 

the ability to convert the marketing communication costs into results. The efficiency can for 

example be measured in terms of sales revenues and in the long term, awareness and recalls 

are perceived as benefits. Consequently, long term visibility and relationships indicates a 

positive outcome plus efficiency in advertising, at the same time as it enhances shareholders 

value (Fang & Liwen, 2014).  

Creating, extending, and modifying resources and CRM abilities leads to business 

value and improved competitive advantage (Vidgen, Shaw & Grant, 2017). According to 

Keen and Williams (2013), value do not refer to a function of a product, neither is it stable or 
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fixed. Value is a “[...] function of the choice space”, thus, the driving force of a digital 

company is to make the most out of opportunities to expand the choice space.  

 

2.5 Reflection of theory 
Digitalization is the new centre of marketing and have two main concepts, marketing 

automation and inbound marketing. Further, to understand how effectiveness and efficiency 

is contributing to value within companies, these concepts have been discussed with 

digitalization as an underlying component. Overall, each and every concept discussed in the 

theory chapter is integrated into each other, and is dependent of one another to produce a 

good outcome. The cohesiveness between these concepts will be further analyzed in chapter 

five. 

3.0 Methodology 

The Methodology chapter aims to explain and provide the reader with clarification, 

understanding, and validation to the research conducted during the execution of this thesis. It 

starts with the research design and research philosophy, and continues with data collection, 

sampling methods, limitations, and ethical issues.  

 

3.1 Research Design 
The research will be interpretivism through inductive reasoning. The reason for the chosen 

research design is because the research will be focused upon learning and observation of 

specific cases and hence have the features of inductive logic reasoning. Furthermore, we will 

rely on an interpretivism paradigm since the sample of the research will be small, we as 

researchers will try to the best of our ability to produce rich, subjective and qualitative data 

and to have high validity within our results. The design of the research will be developed as 

such.  

 

3.2 Research Philosophy- interpretivism  
Interpretivism “[...] seek to describe, translate, and otherwise come to terms with the 

meaning, not the frequency of certain more or less naturally occurring social phenomena in 

the social world” indifference to a positivist philosophy and a quantitative research (Collis & 

Hussey, 2014). The goal of this research is to understand how and why some companies have 

further developed their digitalization regarding marketing automation and inbound marketing 

than others, what efficiency, effectiveness and value lies in that development. To be able to 
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study this in a rewarding and educating way the research philosophy of interpretivism has 

been selected. The reasoning behind this is due to the fact that this research is observing and 

studying a social phenomenon within digitalization from the perspective of others, with the 

aim to understand and describe why.  

 

3.3 Method  
The method for this thesis is built upon empirical data, primary data and secondary data. The 

cases are built upon carefully collected empirical data supported by secondary data collected 

from relevant websites home websites to the platforms in question. The theory chapter is 

based upon data that has been collected from peer reviewed articles. 

 

3.3.1 Data collection, empirical material    
With the intention to conduct a detailed, accurate and contributing thesis we have identified 

cases and samples and have focused our qualitative data collection on primary research data 

collected by interviews in order to conduct a comparative case study. The collection of 

primary data has been conducted with recorded- and semi-structured interviews that are 

collected in an open and accepting interview structure, with the purpose to give the 

participants the opportunity to speak freely about the subject and make their own 

interpretation regarding the subject in order to fully grasp their point of view. Furthermore, 

the approach with an open interview and hence open questions, probes, hypothetical 

questions, and in the end a summary question is enforced to collect contextual information 

about the participants, to clearly understand their opinions, what they feel, and how they 

think. The questions were pilot-tested, analyzed, and then modified to better fit the purpose of 

this thesis. The interviews are recorded with the purpose to collect trustworthy and valid data 

and furthermore for validation and to facilitate the studying of the interviews.  

The data collection process has been designed with the purpose to utilize the 

interpretivist paradigm. Firstly, the participants were contacted via email. The purpose with 

the email is to make the intentions of the thesis clear and account for the questions in the 

semi-structured interview. Secondly, the participants were contacted via an online link on 

which they could click and thereafter enter an online meeting room. The participants were 

asked if recording them were acceptable and when agreed the interview could continue.  
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3.3.2 Data collection, secondary data 
With the intention to conduct a detailed, accurate and contributing thesis we have identified 

further secondary data to support the cases and samples collected in the empirical data. The 

search for secondary data to support the empirical data of this thesis has been limited to 

digital resources and to qualitative data. This data is collected digitally with the source being 

Allabolag.se. Allabolag.se is a public website that enables everyone to find information 

regarding a company's business description, annual reports, financial statements and key 

figures. Allabolag.se has taken their information from Skatteverket. Further secondary data 

collected to support the cases has been made throughout the different companies’ websites 

and homepages. This data has been collected with the purpose to give as broad and correct 

understanding to the different companies as possible.  

 

3.3.3 Sampling methods  
Considering the sampling method, this thesis will make use of non-probability sampling. The 

sample is of variance but consists of carefully considered and handpicked interviews. The 

reasoning behind this choice of sample method is because of the purpose that this thesis 

holds. The decision was made towards this approach with the knowledge that we had to 

target companies that were of interest for the thesis but also of high interest for Toxic 

Interactive Solution. Hence meetings with Toxic Interactive Solutions were held and a list of 

companies of interest were discussed. The discussed companies of interest are companies that 

falls into one of each category that follows; Toxic Interactive Solutions’ prospect, Toxic 

Interactive Solutions’ existing customers or Toxic Interactive Solutions’ competitors.   

The list contained following companies:  

• Workplaces for Industries (WFI)  

• Golvabia 

• Essem Design 

• Care of Sweden 

• Ackurat 

• Spot On 
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3.3.4 Toxic Interactive Solutions Aktiebolag 
Based on facts given from allabolag.se, Toxic Interactive Solutions AB had year 2017 a 

revenue of 17 298 000 Swedish Kr. ("Toxic Interactive Solutions AB - Bokslut & Nyckeltal", 

2019). Toxic Interactive Solutions AB is an incorporated company registered year 1999 and 

designs, develops and constructs web-based business solutions that helps companies 

communicate and trade with customers and partners in an efficient and easy way, along with 

compatible business. The company is based in Anderstorp, Jönköping and Borås and has 17 

employees ("Toxic Interactive Solutions AB - Bokslut & Nyckeltal", 2019). 

Toxic Interactive Solutions is currently in the process of implementing a digital marketing 

tool, this specific tool is HubSpot.  

	
3.3.5 Hubspot 
HubSpot is a digital marketing - and inbound automation tool. It provides insights and 

statistics for the webpage and company assigned to it. HubSpot works with nurturing leads 

and gives an overview of hot and cold leads. The system has a comprehensive CRM system 

to help contact and follow up on warm, respectively, cold leads. The automation system 

HubSpot differentiate three different hubs, a marketing hub, a service hub and a sales hub all 

integrated and connected on the same platform. HubSpot seemingly works to help companies 

with their inbound marketing and their marketing automation, that is their main goals. On 

their webpage, as the first thing that the reader will notice when visiting their web page is: 

“There’s a better way to grow. Marketing, sales, and service software that helps your 

business grow without compromise. Because “good for the business” should also mean 

“good for the customer ("HubSpot | Inbound Marketing, Sales, and Service Software", 2019).  

There are several packages deals that can be signed and once registered with HubSpot you 

will be given two different handlers that will help you grow your knowledge within the 

digital tool. These handlers will help you gain knowledge about the tool, how to automate 

your business and optimize the use of the tool as such. The most prominent features of the 

tool are: 

CMS – Content Management System: 

• This system will help you build, manage, and set up your own web page.  

Leads generation: 

• Track leads 

• Segment leads 

• Convert leads  
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Inbound Marketing: 

• The tools existing in HubSpot helps the user to create and produce buyer personas to 

truly understand and segment their market. Buyer personas will then be the keystone 

to how HubSpot builds their inbound marketing strategy for the users. In HubSpot the 

user can set up every part of their inbound marketing strategy with help from an 

advisor that will put each part of the users’ strategy together. 

Marketing Automation: 

• This service is connected to all parts of HubSpot’s system.   

Email Marketing: 

• Email marketing connected with a clear inbound strategy in the digital tool enables 

the user to create segmented lists to target the right customers with the information 

that the user wants to share.   

CRM: 

• This system will help you build your network, manage your Customer 

Relationship Management to retrieve full control of your customers’ journey, and be 

given advice on how to handle them best way possible. 

Social Media Marketing: 

• The system within HubSpot helps you schedule your posts for all your social channels 

such as Twitter, Facebook, Instagram, and LinkedIn. It will also provide you with 

insights and statistics regarding how your company are performing on those 

channels.   

Create Calls to Action: 

• Calls to action encourages and allows leads, visitors to your site, existing customers, 

and new customers to act upon the information given on the site visited. For example, 

a call to action can be a button that the user can click after an informative text about 

that takes the reader to another landing page or enables the customer to buy the 

product. 

Blog and Create Content: 

• The system allows the user to blog and create landing pages and pillar pages. 

SEO: 

• Search Engine Optimization. HubSpot helps the user identify and optimize topic 

cluster and gives tips and tricks on how to set up the users’ webpage, pillar page etc. 

to get as high a ranking as possible on for example Google and other search engines. 

Create landing pages and templates: 
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• The system allows the user to create and set up forms and templates. These forms and 

templates the user can attach within the original code on web pages, pillar pages as 

well as landing pages. Forms or templates can also be implemented in the blog posts 

or combined with a call to action.  

 

All in all, the digital tool HubSpot provides the basic concepts for anyone to build, manage 

and promote their business, marketing and follow the progress with reporting and clear 

numbers regarding leads, customers and converts. “HubSpot’s marketing platform is an all-

in-one software solution that provides customers the tools they need to enact, manage and 

measure inbound marketing campaigns to increase the number of qualified leads they’re 

attracting and ultimately turning into customers. From attracting visitors to closing 

customers, HubSpot brings the entire marketing funnel together in one, easy to use 

platform” (Bernier, 2016). 

 

3.3.6 Sampling Groups  
The different sample groups have been named and categorised as follows: 

 

Group 1 - Non-user of Marketing Automation/Inbound Marketing strategy 

These companies have been chosen in order to understand what their understanding is to the 

two concepts and why they have chosen not to implement it. Furthermore, to try to provide 

an understanding what value, efficiency and effectiveness is for them.  

Companies belonging to this group; 

• Golvabia 

• Essem Design 

 

Group 2 - Early stage of Implementing Marketing automation/Inbound Marketing 

strategy 

The purpose of having sampled the companies who exists within Group 2 is to understand 

why they have chosen to implement marketing automation and inbound marketing. 

Furthermore, to try to understand if they do believe that the two concepts have created value, 

efficiency and/or effectiveness.  

Companies belonging to this group; 

• Ackurat 

• Care of Sweden 
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• Workplaces for Industries (WFI)  

 

Group 3 - User of Marketing Automation/Inbound Marketing strategy 

These companies have been sampled into Group 3 with the purpose to understand how and 

why mentioned companies have chosen to use marketing automation and inbound strategies, 

the implemented concept is HubSpot. The purpose is to understand what value, efficiency 

and/or effectiveness they have found in the two different concepts.  

Companies belonging to this group; 

• Spot On 

We acknowledge the fact that there is only one company belonging to Group 3. However, 

sampling for this specific group, we could not find any other company who would willingly 

participate in our research for this thesis due to lack of engagement and time. The chosen 

type of communication channel with Toxic Interactive Solution are meetings held in person 

and email whereas communication with participants in Group 1, Group 2 and Group 3 is 

solely accomplished throughout emails and recorded online interviews.   

Furthermore, the sampled companies in all three groups mentioned above has all been 

carefully considered after chosen and then each participant from each specific company had 

to have either of following title: CEO, CMO. The conscious choice of having the participants 

fit one of these criteria is to make sure that the participants had direct impact and/or influence 

over the company.  

Further clarification of the companies of choice; companies targeted for this thesis do 

not belong in any particularly business sector. Please see case studies under “Formal 

information and background, Group X, Company X” for further information of which 

particularly sector each case and company belongs to.  

 
3.3.7 Limitations  
Concerning limitations for this thesis there are a few aspects that has to be highlighted and 

discussed. Firstly, time management and time limitations must be considered for this thesis.  

There have only been two authors of this thesis and time has been limited down to 15 hp. 

over the timespan of five months. With more time, available this thesis would have been 

more detailed and given the authors more time to do an even more extended and 

comprehensive research and analyze. Due to lack of time this thesis faces limitations it might 

not have done otherwise where time pressure would not have been concerned as an issue and 

companies for example could have been chosen with even greater care than explained above. 
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Secondly, the lack of engagement from Toxic Interactive Solutions has provided this 

thesis with limitations. The limitations occurring from Toxic Interactive Solutions has been 

long waiting times for replays concerning their customers and competitors, therefore, with 

better communication this limitation could have been avoided.  

Lastly, companies willing to be part of the research and case study, i.e., employees of 

Toxic Interactive Solution customers and competitors found it difficult to find the time 

and willingness to participate within the study. We acknowledge the fact that there is only 

one company belonging to Group 3. However, sampling for this specific group, we could not 

find any other company who would willingly participate in our research for this thesis due to 

lack of engagement and time. We further acknowledge that this limitation might have 

affected the outcome of the findings conducted within the research.  

The search for candidates and participants for the case studies took us longer than 

expected due to listed limitations above, hence, time management became a difficulty and is 

thereby seen as the biggest limitation for this thesis. The nature of this thesis has been built 

upon hard facts and the soft values has been disregarded to give more effort and focus on the 

hard facts. This might limit the results as soft values might have a correlation with the 

personal view that the participant has regarding values, efficiency and effectiveness.  

 

3.3.8 Ethical Issues  
To avoid ethical issues, all the interviews participating in the case studies were asked if they 

accepted the fact that the interviews were recorded and that their name and company would 

be published within this thesis. The interviewees were also offered to take part of the thesis 

upon completion. Their individual requests were taken into highest consideration and fully 

obliged. In the process of the thesis writing, the ethical decision to exclude the participants’ 

names were taken.  
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4.0 Empirical findings - CASES        

This section provides all cases conducted, which has been divided into group 1, 2, or 3 based 

on the premises of how far they have come in their technological journey. The information 

given below is collected either from sources which has been cited or from the interviews 

conducted by the authors of this thesis. The information is also aiming to be cohesive with 

chapter 2.  

 
4.1 Company 1, Group 1- Aktiebolaget Golvabia 
Company 1 does not have a digital tool implemented and has been placed in Group 1 due to 

their lack of digital progress.  

 
4.1.1 Formal information and background 
Based on facts given from allabolag.se, Golvabia had year 2017 a revenue of 224 972 000 

Swedish Kr. ("Aktiebolaget Golvabia - Företagsinformation", 2019). Golvabia is an 

incorporated company registered year 1980 and is a floor industry that operates in conducting 

development, manufacturing and trading of floor coverings, properties and securities and 

related activities. The company is based in Anderstorp and has 57 employees ("Aktiebolaget 

Golvabia - Bokslut & Nyckeltal", 2019).  

 

4.1.2 Approach and values stated on the website 
The information given on Golvabia’s website is limited, especially in English. The Swedish 

version of the site is a bit more informative. Therefore, for company 3, text of relevance will 

be copied and cited in Swedish and then translated into English. The translation is done by 

the authors of this bachelor thesis and reliable due to their extensive knowledge in both the 

Swedish and the English language.   

“För oss på Golvabia går kunskap, kvalitet och design hand i hand. Vi jagar inte 

kortsiktiga trender. Vi tror på långsiktigt designtänk och hållbara golv som blir en del av 

livet – den där härliga resan som pågår i våra skandinaviska hem. Vi vet av erfarenhet. Vår 

resa började för 70 år sedan [...]” ("Om oss | Golvabia", 2019) text in English follows; “For 

us at Golvabia, knowledge, quality and design go hand in hand. We do not pursue short-term 

trends. We believe in long-term design thinking and sustainable flooring that will become a 

part of life - the lovely journey that is going on in our Scandinavian homes. We know from 

experience. Our journey began 70 years ago [...]”. According to this text, Golvabia value 

knowledge, quality, design and long-term relationship rather than short-term. They also 
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mention sustainability and the familiar feeling of becoming one with the Scandinavian 

homes.  More information than this is not available on their website in neither Swedish nor in 

English.  

 

4.1.3 Formal information about the interviewee 
Position: Sales- and Marketing Coordinator.  

Age:  26 years old  

Education: Bachelor degree within marketing and a master degree within strategic 

entrepreneurship. 

Earlier experiences: Customer service on his parents’ company.  

Technical considerable: On a scale from 1-10, where 1 is not familiar with any 

technicalities and 10 is an educated professional with years of experience, the interviewee 

considers themselves as a strong 6.  

Personal interests: Likes to play tennis and golf, and to hang out with its partner.  

 

4.1.4 Effectiveness and Efficiency  
Effectiveness and efficiency is provided when creating an interest for the customer with i.e. 

inbound marketing in terms of social media. The interviewee explains that they can get a 

better overview of how many people who have looked at the advertisement. The company 

have become more cost-efficient due to the digitalization of catalogues. Since long-term 

relationships are important to the company, their CRM system is vital to be able to take 

advantage of the effectiveness and efficiency it contributes with, i.e. follow up on customers’ 

needs and wants.  

 

4.1.5 Value  
The interviewee states that value for Golvabia is when one contributes with something to 

something, i.e. providing value to customers in terms of direct sales. Further, value is also 

created when establishing long-term relationships with customers, providing long-term 

business decisions. Flexibility and the ability to adjust more in work-processes is considered 

as value creating. The CRM system contributes with value in terms of selling the right thing 

to the right customer, as well as knowing what they are interested in in the future. The 

digitalization overall is a challenge for the company but most certain a value-creating factor.  
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4.1.6 Other valuable and/or contributing information and/or facts noted during 
the interview 
According to the interviewee there are negative sides of the digitalization in terms of 

protection. Customers can give negative feedback that will be visible to everyone, on the 

other hand customers can get in touch with the company more easily. In the future, it could 

be a positive challenge to implement even more digital systems to be able to follow up 

customers more closely. Hence, get knowledge of what value is for every customer and 

further being able to achieve a more effective and efficient outcome.  

 
4.2 Company 2, Group 1- Essem Design Aktiebolag 
Company 2 does not have a digital tool implemented and has been placed in Group 1 due to 

their lack of digital progress.   

 
4.2.1 Formal information and background 
Based on facts given from allabolag.se, Essem Design had year 2017 a revenue of 27 972 000 

Swedish Kr. ("Essem Design Aktiebolag - Företagsinformation", 2019). Essem Design is an 

incorporated company registered year 2002 and carries out the manufacture and sale of 

furnishing products, preferably entrance products such as shelves, hat shelves, clothes racks, 

hooks, and activities compatible therewith. The company is based in Anderstorp and has 14 

employees ("Essem Design Aktiebolag - Bokslut & Nyckeltal", 2019). 

 

4.2.2 Approach and values stated on the website 
Regarding the approach that Company 4, Essem Design, has on their webpage towards their 

values Essem Design provides the reader with a clear standing point. From Essem Designs 

homepage the reader can easily choose English as the websites first language and then click 

onto a tab named Core Values ("Core values - Essem", 2019).  Under this tab Essem Design 

has four main headings listed as follows;  

• Functionality 

• Functionality across sustainability, design, and quality. The core value 

regarding functionality for Essem Design also includes the functionality in 

itself for the product. Such as placement and the environment that the product 

will be located in ("Core values - Essem", 2019).  

• Craftsmanship 

• Essem Design sets a high value in knowledge and design made by the people 

working att Essem Design; “Machines and automation are very useful; 
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however, it is the craftsmanship that gives the product its uniqueness.” ("Core 

values - Essem", 2019).  

• History 

• Many of Essem Designs products are from the early twenties and have the 

characteristics of sustainability and functionality “With a combination of our 

history and knowledge combined with the digital era we have a nice balanced 

way of doing business” ("Core values - Essem", 2019).  

• Swedish 

• The production is located in Sweden, Småland, Anderstorp “We believe in our 

closeness to home to secure the functionality and sustainability that we aim 

for” ("Core values - Essem", 2019).   

 

4.2.2.1 Other valuable and/or contributing information and/or facts noted on website  

Other than their core values, company 4 also has two tabs worth mentioning on their website 

related to values. Firstly, Policy of Integrity. Under this tab Essem Design explains what and 

how they store their customers’ data ("Policy of Integrity - Essem", 2019). 

Secondly, Sustainability. Under this tab Essem Design has three headings; 

 

• Environmental Policy  

• “Essem Design aims to: 

• Minimize the quantity of waste and recycle to the greatest extent 

possible. 

• Continue developing the production to minimize pollution of the 

environment. 

• Deliver goods to the market demands, and also adhere to 

environmental laws and regulations.  

• Influence our suppliers to engage in an active environmental policy. 

• Develop new products in using material with as little environmental 

damage as possible.  

• Minimise the use of resources when it comes to packaging and 

transports. 

• Continue improving through education, goals and motivated staff.” 

("Sustainability - Essem", 2019).  
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• Business Policy 

• Under this heading Essem Design explains for the reader how they do 

business “Essem Design manufactures and delivers hallway interiors and 

hooks with emphasis on functionality and market demands. We work closely 

with both our customers and distributors. Our management system is 

characterised by continuous improvements in quality and environment.” and 

what laws and regulations they are accountable for “We adhere to all laws and 

regulations.” ("Sustainability - Essem", 2019).   

• Certificats  

• Certificats listed with availability to be downloaded on Essem Designs 

website; 

• Certifikat ISO 9001 och 14001 

• FTI anslutningsbevis  

• CSR Certifikat 

• Maintenance products ("Sustainability - Essem", 2019).  

4.2.3 Formal information about the interviewee 
Position:  CEO 

Age: 35 years old 

Education: Bachelor degree in Technical Sales 

Earlier experiences: Summer work within sales and marketing.  

Technical considerable: On a scale from 1-10, where 1 is not familiar with any 

technicalities and 10 is an educated professional with years of experience, the 

interviewee considers themselves as a 5. No more use than mobile phone etc.  

Personal interests: Work out and eat good food.  

 
4.2.4 Effectiveness and Efficiency  
The interviewee perceives effectiveness as a fast going process, where one creates flexibility 

to make fast special-solutions for both production and for employees. In order to be effective 

and efficient the management needs to be determined to provide good prerequisites for both 

the company and customers. It is important to do the marketing in the right way, to the right 

target audience in order to be effective. Further, the relationship with each customer is 

important to maintain effective which can be done through inbound marketing and the 

digitalization.  
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4.2.5 Value  
Value to Essem is what one provides to the customer and between co-workers’, the soft 

values. Relationships with customers creates values for the company and the ability do 

advertise right content to the right person. If all systems would be in the same platform, value 

would be generated to the company. The digitalization can also provide more value for the 

company through i.e. increased sales. The CRM system is creating value in terms of a more 

effective and efficient handling of information of customers and their connections to the 

company.  

 
4.2.6 Other valuable and/or contributing information and/or facts noted during 
the interview 
A challenge for the company is to be able to reflect more about the content steaming through 

different systems in order to take advantage of all tools. The marketing Essem has today 

generates more traffic on their website which contributes to more effectiveness within the 

company. The biggest challenges for the company is to automate the whole company and for 

every employee to learn the new processes that comes along with digitalization. There are a 

broad age range in the company which creates skepticism towards change. 

 
4.3 Company 3, Group 2- Ackurat Industriplast Aktie Bolag 
Company 3 does not have a digital tool implemented but is interested in digitalization and is 

currently looking at different solutions for this and is therefore placed in Group 2.  

 

4.3.1 Formal information and background 
Based on facts given from allabolag.se, Ackurat had year 2017 a revenue of 75 239 000 

Swedish Kr. ("Ackurat Industriplast Aktiebolag - Företagsinformation", 2019). Ackurat is a 

incorporated company registered year 1961 and is a plastic industry that operate in the 

manufacture and sale of industrial parts in plastic, as well as the activities that are compatible 

therewith. The company is based in Lammhult and has 31 employees ("Ackurat Industriplast 

Aktiebolag - Bokslut & Nyckeltal", 2019). 

 
4.3.2 Approach and values stated on the website 
The approach on Ackurats’ website is very formal, the information is often given in bullet 

points and are only based upon hard facts. However, browsing through Ackurats’ website 

there are some indications on what they value and how they do it. Basically Ackurat has four 

points on what they value and how they approach it, when clicking into their site About us 
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("About us - Ackurat", 2019) and the onto Ackurat in words ("Ackurat in words - Ackurat", 

2019).   

Firstly, they talk about the value of being creative. The short phrase is “We love being 

involved in creative conversations. In fact, these conversations are exactly where our future 

lies. 

In order to be part of this journey, we need to inspire creativity, simplify decisions and 

deliver on our promises. Nowadays these creative conversations often take place across 

national borders, which suits us just fine. We want to be everywhere, without middlemen.” 

Secondly, Ackurat has a few punctual lines with the headline “There when it happens”. 

Under this heading Ackurat gives a few examples on how they want to be involved in the 

creative process, that they always want to be available for their customers and without any 

middlemen.  Thirdly, under the heading “With our own complete toolbox. We make sure we 

have the right tools for every challenge.” Ackurat starts to talk about the importance of the 

process of actually manufacturing the products. The bullet points given are: 

• “We aim to have the widest standard selection of plastic components. 

• We are always at the ready if our customers want to develop their own plastic 

components. 

• We want to be able to monitor the design and quality of all of our products, which is 

why we produce as much of what we sell as possible. 

• Our factory and warehouse are able to supply in small and large quantities. 

• We are quick to adopt attractive and innovative materials and efficient new 

production techniques. 

• We share our large network of contacts.” 

At this third stage Ackurat starts talking about efficiency and what creates efficiency 

according to their standards. Regarding these bullet points, they have been included due to 

the fact that they could not be summarized based on the peremesis that they are of importance 

to the case study when efficiency is included in their statement.  The concept and term 

efficient here provided by Ackurat, is used to describe the process and production of 

“attractive and innovative materials”  

Lastly, the heading states that Ackurat is trying to “Supporting our customers in a 

humble, down-to-earth and relevant way. We can be relied upon to listen, analyse, make 

suggestions and come to agreements.” Under this heading, seven bullet points are listed. The 
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points summarized can be explained as how they manage problems and how they treat their 

customer. The seven points listed gives a clear indication that Ackurat values their 

relations  with their customers very high and states that “[...] As an organisation, Ackurat 

aims to be reliable and inclusive” ("Ackurat in words - Ackurat", 2019).   

4.3.2.1 Other noted information of value on website 
On Ackurats’ website there is one landing page under About us ("About us - Ackurat", 2019) 

that gives the reader of the website the question Kan vi förändra världen?, in English this 

translates into Can we change the world? ("Kan vi förändra världen? - Ackurat", 2019). 

Opening up that landing page the heading reads Vi försöker verkligen..., this is translated into 

We really do try…. On this page Ackurat talks about their community- and charity work. 

Notable is that this continued landing page does not exist for the English, neither for the 

Polish version, which is the other option, apart from the Swedish version and the English 

version that is available on the website ("Kan vi förändra världen? - Ackurat", 2019). 

 
4.3.3 Formal information about the interviewee 
Position: Marketing, Production and Design Manager 

Age: 60 years old 

Education: High School Engineering 

Earlier experiences: Have had the same position for 13 years. 

Technical considerable: On a scale from 1-10, where 1 is not familiar with any 

technicalities and 10 is a educated professional with years of experience, the 

interviewee considers themselves as a 6 or 7. Translates movies and works within Photoshop 

and Sketchup.  

Personal interests: Likes to craft, handiwork, and psychology.  

 

4.3.4 Effectiveness and Efficiency  
Inbound marketing can contribute to more of right information to the right person, thus, not 

sending out irrelevant information. A CRM analogous system is important for the company 

to create personal relationships to generate more sales, which makes the sales process more 

effective and efficient. It is important to give feedback to customers to become more effective 

and efficient.  

 
4.3.5 Value  
According to the interviewee, the right information to the right person contributes to more 

value for Ackurat and can create more revenue in the long-run. Further, relationships to the 
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customer is important to the company in order to be able to sell their products. The company 

works with a CRM analogous system in social media to achieve a more personal, fun, and 

down-to-earth approach to their customers generates value.  

 

4.3.6 Other valuable and/or contributing information and/or facts noted during 
the interview 
The automation has contributed to a more clear teamwork in the company as well as more 

clear roles for every employee. A challenge for the company is to maintain their personal 

brand and not get carried away by the digitalization in the wrong direction.  They want 

maintain their message in their products. Further, the interviewee believes that SEO is 

important to target the right audience and to present themselves as a company. The biggest 

challenge Ackurat has is the service and availability towards customers, that the employees 

can learn and implement a new digital system in order to become more effective and efficient 

and to create more value.  

 
4.4 Company 5, Group 2 - Care Of Sweden AB  
Company 5 does not have a digital tool implemented but is interested in digitalization and is 

currently looking at different solutions for this and is therefore placed in Group 2.  

 

4.4.1 Formal information and background 
Based on facts given from allabolag.se, Care of Sweden had year 2017 a revenue of 162 788 

000 Swedish Kr. ("Care of Sweden AB - Företagsinformation", 2019). Care of Sweden is an 

incorporated company registered year 1995 and carries out manufacturing, development and 

trading of healthcare articles such as mattress and bed accessories, as well as conducting 

compatible activities therewith. The company is based in Tranemo and has 86 employees 

("Care of Sweden AB - Bokslut & Nyckeltal", 2019). 

 

4.4.2 Approach and values stated on the website 
Regarding company 5’s approach and values stated on their website, the tab “About us” 

explains not only their business concept and their values but also gives facts about 

development, environment and quality, quality policy, and environmental quality ("We are 

Care of Sweden – Care of Sweden", 2019).   

“With the minimum possible environmental impact, Care of Sweden develops and 

markets high quality, easy to use, safe and cost-effective medical technical products and 
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services for the healthcare sector, in addition to a high level of service and support” ("We 

are Care of Sweden – Care of Sweden", 2019).  

Care of Sweden mentions their core values as “[...] ergonomics, ecology and 

economics. Care of Sweden will always strive to develop and sell products, as well as 

purchase goods and services, which have had the least possible impact on the environment or 

human health throughout their entire life cycle. Furthermore, Care of Sweden will always 

observe the laws that relate to the organisation’s environmental work” ("We are Care of 

Sweden – Care of Sweden", 2019).  

 

4.4.3 Formal information about the interviewee 
Position: Marketing Chief  

Age: 30 years old  

Education: Master’s Degree in Marketing  

Earlier experiences: Worked as a project manager. 

Technical considerable: On a scale from 1-10, where 1 is not familiar with any 

technicalities and 10 is an educated professional with years of experience, the interviewee 

considers themselves as a 7. A nerd who can sit with it on the spare time a lot.  

Personal interests: Loves marketing, digitalization, and photography.  

 

4.4.4 Effectiveness and Efficiency   
According to the interviewee, the company has become more effective and efficient when 

replacing physical contact with a custom-made digital system. The digitalization enables a 

more personal relationship with each customer. Inbound marketing provides more leads 

which makes it easier for the company to handle every individual that digitally comes in 

contact with them. The CRM system makes it possible for the company to handle their 

customer data more effective and efficient in terms of wants and needs.  

 

4.4.5 Value  
By taking care of the customer data and make connections with automatic actions value can 

be created. This can be shown by providing a custom-made experience for the customer in 

order to generate more sales, as well as meeting new and experienced people with interest in 

the company's products. It is valuable to know what each customer wants and to be able to 

provide it to them. The long-term relationship is important and knowing the customer well in 

order to increase sales, thus, create more value.  
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4.4.6 Other valuable and/or contributing information and/or facts noted during 
the interview 
A negative factor with humans is that people assume what is necessary and wrong 

information can be sent out, which can be considered as spam. A challenge is resources 

available, the company would have liked to implement digital systems earlier, but did not 

have the resources needed. Another challenge for Care of Sweden is to act in the right way 

depending on the information provided and further analyze and interpret it in a good way to 

understand the value.  

 

4.5 Company 6, Group 2 - Workplaces for Industries WFI AB  
Company 6 does not have a digital tool implemented but is interested in digitalization and is 

currently looking at different solutions for this and is therefore placed in Group 2.  

 

4.5.1 Formal information and background 
Based on facts given from allabolag.se, Workplaces for Industries WFI AB had year 2017 a 

revenue of 89 222 000 Swedish Kr. ("Workplaces for Industries WFI AB - 

Företagsinformation", 2019).Workplaces for Industries WFI is an incorporated company 

registered year 2004 and carries out the development, marketing, manufacture and sale of 

industrial fittings and sheet metal work such as punching, bending and thus compatible 

operations. The company is based in Gnosjö and has 12 employees (Workplaces for 

Industries WFI AB - Bokslut & Nyckeltal, 2019). 

 

4.5.2 Approach and values stated on the website 
No information was found on Company 6 website, either in Swedish nor in English. 

 

4.5.2.1 Other valuable and/or contributing information and/or facts noted on website  
Other information noted on Workplaces for Industries WFI AB is that even though they have 

no value statement, do not talk about how they go about business, and do not mention 

efficiency or effectiveness one single time, Workplaces for Industries WFI has a few tabs that 

is however, worthy of mentioning;  

• For new customers 

• Sales conditions 

• Security and cookies 
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4.5.3 Formal information about the interviewee  
Position: Webb- and Marketing Chief.  

Age: 38 years old 

Education: Bachelor Degree within Media- and Communication Science 

Earlier experiences: worked as a project manager and team manager in a IT company, 

before that as a marketing manager. 

Technical considerable: On a scale from 1-10, where 1 is not familiar with any 

technicalities and 10 is an educated professional with years of experience, the interviewee 

considers themselves as a strong 8, online all the time. 

Personal interests: Working out and spend time with family and friends. 

 

4.5.4 Effectiveness and Efficiency   
According to the interviewee, effectiveness and efficiency is to plan things to get as much as 

possible done in the shortest amount of time, i.e. the right person attending the right meeting, 

as well as fast decision making without unnecessary complications. With a better 

implemented automation system, the company would be more effective in both their 

marketing and their sales. Inbound marketing assembles different parts of processes which 

enhances the effectiveness and efficiency.  

 

4.5.5 Value  
Value is represented as marketing resulting in sales, thus, a better sales experience create 

value for the customer. Further, value is sharing knowledge and providing customer 

solutions. The automation creates value in terms of communication and the availability to 

information among co-workers and to customers. It enhances the conversion of marketing to 

sales which creates value both for the company and the customer due to the knowledge of 

what each customer wants. Inbound processes create more value for the company than 

outbound in terms of that the flow becomes more correctly directed which enhances sales.  

 

4.5.6 Other valuable and/or contributing information and/or facts noted during 
the interview  
According to the interviewee, the ability to measurement and transparency of work is an 

advantage of inbound marketing since the digitalization enables more close monitoring of 

streams. Further, no negative opinions were provided by the interviewee except from that 

people who does not have knowledge about digitalization might have a negative attitude 
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towards it. The interviewee has knowledge about digital systems and indicates that it does not 

take long time to learn how to handle different systems, patience is needed. The interest in 

technique that the interviewee has proven to be helpful for other insecure people due to the 

feeling of being safer. The challenge is to make people understand that it is not dangerous to 

implement digitalization. Further, also to have the time needed to become more effective.  

 

4.6 Company 6, Group 3- Spoton Solutions i Norden AB 
Company 6 has a digital tool implemented in their business, HubSpot, and is therefore placed 

in group 3.  

 

4.6.1 Formal information and background 
Based on facts given from Allabolag.se - Företagsinformation om alla Sveriges bolag (2019), 

Spot On had year 2017 a revenue of 26 951 000 Swedish Kr. ("Spot On Solutions i Norden 

AB - Företagsinformation", 2019). Spot On is an incorporated company registered 2011 and 

is a tech and information technology (IT) based company which is operating in e-commerce, 

web- and system development, and business development, mainly within B2B. The company 

is based in Jönköping and has 22 employees ("Spot On Solutions i Norden AB - Bokslut & 

Nyckeltal", 2019).  

 

4.6.2 Approach and values stated on the website 
The approach and the attitude given on Spot On’s website revolves around the experience 

that Spot On as a company has towards their customers and employees but does not fall short 

on mentioning results, the exact phrase given is “Vi jobbar alltid med vår kunds affär i 

centrum, tillsammans med våra kunder. Just det där tillsammans gillar vi extra mycket, för 

det har visat sig vara en framgångsfaktor. Dels når våra kunder resultat mycket snabbare 

och dels blir det roligare att jobba – för oss alla “. The phrase is given in Swedish and 

translates into English as “We always work with our customer's business in the center, 

together with our customers. That is exactly what we like very much, because it has proved 

to be a success factor. Foremost, our customers achieve results much faster and partly it 

makes it more fun to work - for all of us” ("Om oss | Spot On - experter på e-handel och 

produktwebb", 2019).  

The text “Om oss” (translated into “About us”) goes on with explaining that Spot On 

is a company that has a clear company structure and model that Spot On calls “Minimum 

Loveable Product”. According to Spot On’s website the model is based upon the approach 
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Spot On has towards their customers with the aim to help not only Spot On but also their 

customers in the process of becoming better. 

They state that it is important to work together and to incorporate fun out-of-office 

games into a daily basis at the office to learn from each other, to have fun at work, work as a 

team and to have the advantage as an employee to educate themselves if the opportunity is 

given and if the employee wants to. Spot On explains in the last section that they value to 

give back to the society and to appreciate and take care of the environment ("Om oss | Spot 

On - experter på e-handel och produktwebb", 2019). 

 

4.6.3 Formal information about the interviewee 
Position:  Chief Executive Officer  

Age: 36 years 

Education: Bachelor degree within business information and has a master degree within 

entrepreneurship  

Earlier experiences: Interviewee for company 1 has been the CEO for Company 1 for three 

years and before that held a position as business developer and sales person within the same 

company.  

Technical considerable: On a scale from 1-10, where 1 is not familiar with any 

technicalities and 10 is an educated professional with years of experience, interviewee for 

Company 6 considers themselves as a 6.  

Personal interests: Likes to spend time with the family and likes sports.  

 

4.6.4 Effectiveness and Efficiency  
Inbound marketing is of importance for Spot on since it makes it easier for the company to 

sell digitally. According to the interviewee, it is more comfortable to have all platforms in the 

same place, on the other hand, it is a challenge for them. Depending on how big a company 

is, the interviewee believes that the bigger a company is, the easier it is to implement an 

automatic market process that qualifies stuffs which is impossible to do manually. Thus, 

enhancing effectiveness and efficiency. Therefore, it becomes easier to provide a greater 

service towards the customer instead of dispatching mass marketing. The company is 

currently implementing real-time sales concepts and strategies which can generate 

effectiveness, but on the other hand, demands more time to implement since one needs to 

understand the market before starting the preparatory work. The CRM system that the 

company has, improves their handling of their customers and makes it easier to build a good 



	 41	

relationship with the customer, which according to the interviewee is the foundation to 

marketing and sales. Hence, it also improves the effectiveness and efficiency within the 

company.  

 

4.6.5 Value  
It is important to spread the knowledge each employee has, this is due to that one can learn 

from each other. Spot on has rethought their planning and how they handle available 

resources in order to be more effective and create value. Due to the need of long-term 

thinking when implementing inbound strategies. Hence, the interviewee indicates the 

importance of it and at the same time has a very positive approach towards it since it provides 

value for them in the long-run. Since the inbound process have the ability to measure and 

follow up the statistics of different flows, it makes it easier for the company in the long-run. 

The CRM system makes it possible to use the right contact at the right occasion, which 

creates value since it becomes more personal.  

 

4.6.6 Other valuable and/or contributing information and/or facts noted during 

the interview 

According to the interviewee, calls-to-action is worth to go in for and is something he has 

plans for to do. Moreover, the greatest challenge for Spot on is to make people understand the 

bigger picture of the change affecting not only the marketing department, but also the whole 

company itself. Integration between sales and marketing is of great importance to achieve a 

better result. Although, some people might have a negative attitude towards the digitalization 

since it is a change for some people. It requires a believer in a new concept that does not have 

historical results.  
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5.0 Analysis  

This section provides an analyse of how all cases is cohesive with the theory in chapter 2. 

The analyse will discuss the three different groups all cases were divided in between, with the 

aim to see the cohesiveness and disparities between the cases.  

 

5.1 Group 1 – Non-user of Marketing Automation/Inbound Marketing 
strategy 
When it comes to effectiveness and efficiency, both Golvabia and Essem thought that a good 

implemented CRM system is needed to enhance effectiveness and value. Just like research 

suggest that effectiveness and efficiency increases when providing the right content to the 

right person (CRM) and implementing personalization. Further, a company’s effectiveness is 

determined by the level of investment in digitalization and the focus on centralized decision 

making. Thus, providing the right content to the right person, as well as personalization 

which increases the effectiveness and efficiency. Moreover, research suggest that a company 

should focus on achieving results with centralized decision making, at the same time as using 

the information effectively to make fast decisions, which is coherence to what Essem 

believes. Golvabia believed that creating interest for the customer by inbound marketing and 

getting an overview at specific marketing enhanced effectiveness and efficiency. In the same 

way as research implied that efficiency pleads to beneficial effects of programs during 

optimal conditions as well as understanding how to achieve marketing goals. Discussing 

digitalization and cost-efficiency, research suggests that efficiency is the understanding of 

how marketing costs are used in the best way to achieve the set goals with the lowest costs. 

Thus, the economic value and time needed to finalize a task. Golvabia presented the same 

aspects as important to their company. Lastly, research suggested that the strategic aspects 

together with achieving great results improves when having good effectiveness and 

efficiency. Hence, management handling improves, just like Essem highlighted.  

 

Golvabia believed that value is when one contribute with something good that generates 

value towards customers in return. Likewise, research explained that value is something 

important, worthy, and/or useful. Thus, contributing something good is another word for 

important, worthy, and useful. Both Essem and Golvabia suggested that long-term 

relationships with customers and CRM systems are vital to produce value which is analogous 

to what the research implies about CRM and its usefulness to create value. As well as the 
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research implies that value cannot be directly delivered to the customer, rather that customers 

determine what value is to them. Thus, a CRM system is needed to manage that. Further, 

research has not mentioned soft values among customers and co-workers, but Essem believed 

that it is important to maintain value. Both Essem and Golvabia highlighted digitalization as a 

core of providing value but, on the other hand, digitalization and flexibility is not something 

that research literally brings up, but both can be intertwined. Flexibility is needed in long-

term relationships and in CRM systems in order to work more effective and providing value. 

Digitalization is everything from the sales and marketing process to how to handle all 

information provided, therefore, digitalization is vital to generate more value.  

 

5.2 Group 2 - Early stage of implementing Marketing Automation/Inbound 
Marketing strategy 
Concerning effectiveness and efficiency, Ackurat, Workplaces for Industries WFI, and Care 

of Sweden believed that CRM systems, inbound marketing, and personal relationships are 

vital to create effectiveness and efficiency. Just like research suggested and as mentioned 

above. Research also implied that the digital effectiveness is depending on communication 

and technology and how one interpret it. Consequently, becoming more effective and 

efficient due to the level of investment in digitalization. Workplaces for Industries WFI also 

implied that a better implemented automation system would enhance the probability of being 

more effective and efficient in their marketing and sales processes. Similarly, research 

implied that effectiveness is a measure of quality, quantity, and the total effect, as well as 

how a company is doing compared to earlier set standards. Moreover, if a company invest 

more in digitalization and automation systems, then effectiveness and efficiency is 

increasing. Further, Ackurat suggested that feedback is needed to become more effective and 

efficient. Likewise, research explains that the interpretation of using communication and 

information technology contributes to significant outcome. The digital effectiveness is 

relying on how the communication and information technology is used depending on how 

high the knowledge is in earlier stages. Even Workplaces for Industries WFI highlighted the 

importance of fast decision making and inbound marketing as good tools to assemble 

different parts of a process to become more effective and efficient. Just like research implied 

that effectiveness in information systems is measured by the usability and the ability to 

achieve and improve strategic aspects in technology by using fast and centralized decision 

making. Further, research suggested that a person is effective when achieving a good result 
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while the person is efficient when executing the tasks given in a short amount of time 

compared to other individuals which Workplaces for Industries WFI also agreed on.  

In the matter of value, research implied that it is important to provide the right 

information to the right person in order to obtain value in the long-term, as well as 

documenting all data provided which is a component of CRM. Both Ackurat and Care of 

Sweden agreed to this and highlighted it during the interviews. Workplaces for Industries 

WFI and Care of Sweden believed that value is provided when the customer has a good sales 

experience, when knowing what the customer wants and needs, having a close dialogue, as 

well as when sharing all knowledge available. However how solid this might seem, there is 

nothing on their websites that would indicate that this would be an overall view by either of 

the companies and should therefore be viewed as a personal note from the participants 

representing the companies.  

Furthermore, research also implied that perceived value from relationships has a 

positive impact on the performance when customer satisfaction is achieved, which according 

to Ackurat happens when creating unique dialogues. Although, according to research “close 

relationships are not always synonymous with good relationships”, which differs from what 

the interviewee believes. Further, research implies that value is a function of the choice space, 

thus, companies aim should be to make the most out of each situation and opportunity in 

order to expand this choice space. Both Care of Sweden and Workplaces for Industries WFI 

agreed on that digitalization is an underlying reason to achieve this.  

 

5.3 Group 3 - User of Marketing Automation/Inbound Marketing strategy 
Regarding effectiveness, Spot On highlighted CRM systems as an indicator for providing 

value, this was supported by the existing research. Furthermore, real-time sales and the 

automatic process enhances the ability to execute tasks more effectively and efficiently. 

Coherently, research suggested that with the higher level of technology a company can 

maintain, the higher effectiveness and efficiency outcome will be provided. Research also 

explained that improving and achieving strategic aspects are affected by the level of 

knowledge of technology. Hence, the condition of producing the results wanted without 

waste, as effective and efficient as possible.  

Regarding value, research suggests that when creating, extending, and modifying 

resources value is being created, which Spot On agreed on. As mentioned above, research 

also implied that value is a function of the choice space, thus, companies aim should be to 

make the most out of each situation and opportunity in order to expand this choice space. 
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Spot On agreed on the importance to spread the knowledge every person has in order to make 

the most out of each situation and opportunity provided. Further, research suggest that it is 

vital to create a good dialogue with a unique customer solution, as well as focusing on to 

deliver companies core goals and manage customer relationship in a discrete way. Cohesively 

with Spot On, who believed that it is an advantage to keep the long-term concepts in mind 

when it comes to what kind of strategies to implement and how to use them.  

 

5.4 Overall perspective effectiveness and efficiency  
One perspective that five out of six companies mentioned is the importance of a good CRM 

system. The ability to build a good and personal relationship with customers in order to 

generate more sales to be more effective and efficient. In order to generate long-term 

relationships with customers through targeting the right person and handling the information 

in the right way in order to maintain the knowledge of customer wants and needs, 

effectiveness and efficiency is created. The digitalization enables companies to create a good 

CRM system to keep a personal relationship with customers even when replacing physical 

contact with custom-made automatic systems. Another perspective that five out of six 

companies brings up is digitalization, an automatic process that can execute tasks that is 

impossible to do manually. One concept under digitalization, inbound marketing, eases the 

creation of interest for the customer, eases the ability to send out the right information to the 

right person, and eases the marketing and sales process to become more effective and 

efficient. Furthermore, digitalization also enhances the ability to become more cost-efficient.  

Lastly, effectiveness and efficiency is created when planning tasks correctly, making fast 

decisions, and being flexible. This can be done through great leadership and good 

understanding of the market in order to implement concepts and strategies through 

digitalization and inbound marketing.  

 

5.5 Overall perspective value 

One perspective that five out of six companies thought was necessary to generate value was 

CRM and its functions. That a good CRM system is needed interpret and handle all 

information from customers in a great way by automatic actions. Being able to maintain the 

knowledge of what each customer wants and needs in order to provide the right product to 

the right person. Further, deliver custom made information to every customer to achieve the 

best outcome possible. Another perspective that four out of six companies notably 
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highlighted was the relationship with the customer. The importance of thinking of the long-

term relationship with each customer in order to create a satisfied and close relation. 

Cohesive with a good CRM system and to provide the right content to the right person, a 

good and close relationship is needed. Consequently, a good relationship and a good CRM 

system are interacting together to achieve a significant outcome.  Lastly, four out of six 

companies brought up the importance of digitalization and its functions to provide value. The 

importance of long-term thinking when implementing strategies like inbound marketing with 

follow-up of statistics. The significance of communication and availability to achieve 

flexibility and increased sales by implementing automation in a company’s system. Sharing 

knowledge among employees to increase the likelihood of general education as well as 

knowledge of a specific field. 

 

5.6 Other valuable analyses 
Concerning the education level of the participants, it did not matter whether the education 

was high school level or if the interviewee had a higher education level such as a master 

degree. With this reasoning, the divided groups did not matter, the approach towards what 

effectiveness and efficiency is and what creates value within digitalization was the same as 

pointed out under section “Overall perspective”.  

However, when analysing the results, the digital progress and the different stages that 

the companies belonged to had a coherence with the personal approach towards technicalities 

of the interviewee. The higher on the scale presented to them; “On a scale from 1-10, where 

1 is not familiar with any technicalities and 10 is an educated professional with years of 

experience” that they would place themselves om, the further the company had come in the 

digital process.  
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6.0 Conclusion 

This section will highlight the main point from the cases together with the research question 

and theory.   

 

The aim with this thesis was to achieve a greater understanding of in what essence companies 

can become more effective and efficient in order to create greater value. The research 

question analysed in this research is as following;  

 

“Does effectiveness and efficiency create value for companies regarding marketing 

automation and inbound marketing, and what is value for them? “ 

 

Regarding effectiveness and efficiency, all six cases indicated that a good CRM 

system that enables the process of keeping track of the statistics of all data and information of 

both the company and its customers is vital. Further, it showed the importance of being 

flexible and having good communication both within the company and towards the customer 

in order to preserve and develop long-term relationships with customers. Digitalization was 

stated by all cases conducted as an important role to becoming more effective and efficient as 

a company. This can be achieved by either an automatic process enabling the 

accomplishment of tasks, keeping track of customers’ wants and needs, as well as 

implementing marketing automation and inbound marketing.  

Concerning value, CRM was a common factor that also generates value together with 

long lasting relationships. Due to the knowledge of what every customer wants and needs and 

further providing it to them, makes it possible for a company to keep every customer 

satisfied. Even digitalization overall was not only seen as generating effectiveness and 

efficiency, but also creating value for a company. Due to the ability to follow up on statistics 

through inbound marketing and marketing automation tools, the advancement of 

communication abilities, and the simplification of sharing knowledge among workers. These 

components were simplified by implementing long-term thinking in every process and 

strategy a company took advantage of.  

The results from all six cases showed that depending on how much digitalization a 

company has implemented, the level of effectiveness and efficiency varies. The higher level 

of digitalization the higher level of effectiveness and value. Further, more value is created 

when the level of effectiveness and efficiency is higher. Good CRM systems together with 
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long-term relationships and good communication enhances the development of digitalization 

within companies to further create more value.  

The authors acknowledge that this thesis has its limitations and further research in the 

matter to give a deeper understanding to what opportunities lies within digitalization is highly 

recommended by the authors. The authors believe that the future of marketing lies within 

digitalization and that the opportunities to optimize and automate marketing in a combination 

with a great CRM system will be vital to be successful. Further research in the subject would 

be of interest for companies as well as for marketing students learning the future of 

marketing. 

 

To conclude; The digitalization is changing today's marketing efforts and enables 

companies to be more efficient and effective and thus, creates value.  
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8.0 Appendices  

8.1 Interview questions 

1. Hur gammal är du, och vad jobbar du med?  

• Position?  

• Hur länge har du jobbat på företaget?  

• Hade du någon annan position innan de?  

• Vad tycker du om att göra på fritiden?  

 

2.  Har du någon akademisk utbildning?  

• När tog du examen? 

• OM INTE, vad har du då för utbildning? 

 

3.  Hur teknisk skulle du bedöma dig själv? 

• Hur mycket använder du dig av teknik på fritiden?  

 

4.  Jobbar ni inom några datorprogram idag?  

• Hur många olika?  

• Inställning till dom?  

• Upplevelse av dessa program? 

• Vad är din inställning till nya program? 

 

5.  Vad vet du om marketing automation?  

• Vad ser ni för fördelar med att använda er utav detta?  

• Hur har det påverkat ert företag?  

• Har det haft några negativa verkningar?  

• Hur många timmar i månaden lägger ni på marketing automation? 

• Vad är det viktigaste elementet inom marketing automation?  

• Tog det lång tid att lära sig? 

• Om man tittar tillbaka, finns det något ni hade ändrat?  

• Anser ni att ni borde börjat med detta tidigare?  

• Om ni hade börjat med detta tidigare, hade det kunnat underlätta?  

• Har det skett några förändringar inom företagsstrukturen efter att ni började 

använda er av marketing automation?  



	 57	

 

6. Vad vet du om inbound marketing?  

• Vad ser ni för fördelar med att använda er utav detta?  

• Hur har det påverkat ert företag? 

• Har det haft några negativa verkningar?  

• Hur många timmar i månaden lägger ni på inbound marketing? 

• Vad är det viktigaste elementet inom inbound marketing?  

• Tog det lång tid att lära sig? 

• Om man tittar tillbaka, finns det något ni hade ändrat? 

• Anser ni att ni borde börjat med detta tidigare? 

• Om ni hade börjat med detta tidigare, hade det kunnat underlätta? 

• Vad ser ni för skillnad på inbound marketing och den marketing strategin ni 

hade tidigare?  

• Berätta om den strategin ni hade tidigare?  

• Varför använder ni er inte av den länge? 

• Har det skett några förändringar inom företagsstrukturen efter att ni började 

använda er av inbound marketing?  

 

7. Vad vet du om CRM?  

• Fördelar?  

• Nackdelar?  

• Har ni automerat er med CRM?  

• Berätta om skillnaden i hantering av kunder vid automering av CRM. 

• Hur stor del av er CRM har ni automerat?.  

 

8. Hur tekniskt är ni på ert företag idag? 

• Varför? 

• Hur påverkar teknik ert företag? 

• Varför tror ni att ni tog steget tidigt med marketing automation? 

 

9. Vad är anser du är de största utmaningarna när det kommer till att tekniskt automera 

ert företag? 

• Varför finns dessa utmaningar? 
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