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Abstract 
Introduction: When the American investment bank Morgan Stanley suddenly decide to 
increase their target stock price of the Ericsson stock by 100 percent, it became the point 
of origin for our interest in investor relations. In this particular case the increase of target 
stock price was announced right after new Morgan Stanley analysts started covering the 
stock. Why this tremendous increase in target stock price, we will probably never know. 
Perhaps the new analysts perceived the information disclosed from Ericsson’s investor re-
lations function different from the prior analyst, and ended up in adjusting the target stock 
price.   

Problem: Stock prices today are very dependent on the market expectations of future 
company growth. Market actors estimate the potential growth by analysing information 
disclosed by the company. It has therefore become increasingly important for companies to 
manage their investor relations with a strategic marketing perspective to be able to meet the 
internal and external needs. Companies must also present themselves to investors in a way 
that appeals both on a rational and an emotional level. Once new investors are attracted 
and old ones are kept, companies must constantly communicate about their performance 
to uphold investors trust and there by creating or maintain long-term relationships. 

Purpose: The purpose is to explore if and how a marketing perspective is applicable when 
managing investor relations in traded companies.  

Method: This study has been conducted with qualitative research method. Collection of 
empirical data has been done through six semi-structured interviews with directors and 
managers whom all work with investor relations for their respective company. The six par-
ticipating companies are all traded on the Stockholm stock exchange. The collected data 
were first analysed with the Kotler, Kartajaya & Young (2004) model and secondly ana-
lyzed from a relationship marketing point of view.  

Analysis: The analysis shows that our sample of companies subconsciously work in align-
ment with the Kotler et al. (2004) model and that they also work with different types of re-
lationship marketing. Together this provides a holistic image of how traded companies 
work with a marketing perspective in their investor relations.     

Conclusion: After having analysed our empirical findings it is our belief that a marketing 
perspective is applicable when managing investor relations.  
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1 Introduction 
First we present the background of our thesis. After the background  follows the problem discussion where 
we elaborate on the market-climate and the role of investor relations. This discussion then leads to our pur-
pose and research questions which are followed by delimitations and definitions. The chapter ends with a 
disposition of the thesis.       

1.1 Background 
After several years of negative prospects towards the Ericsson stock, the American invest-
ment bank Morgan Stanley suddenly decided to drastically increase their target rate for the 
stock. In the spring of 2003 Morgan Stanley’s top telecommunications analyst Angela Dean 
had the stock price set at 2,50 SEK. Just before balancing of the books in 2003, Angela 
Dean increased the rating of the stock to 4 SEK. By the time the 2003 report was made 
public, the Ericsson stock was traded at 19 SEK. Since Ericsson’s bottom notation, the 
stock has been on a steady increase which has continuously forced Morgan Stanley to in-
crease their target price for the stock. Although a continuous increase of target stock price, 
Morgan Stanley has been way off with their rating compared to the actual value. When An-
gela Dean in the spring of 2005 left her job for a better position within Morgan Stanley she 
rated the Ericsson stock at a price of 16 SEK. The low rating had no effect on the stock 
price as it peaked on 27 SEK, the highest level during the last three years. After two and 
half years of steady increase in stock price Morgan Stanley suddenly upgrades their recom-
mendation and set the price per stock to 32 SEK, 16 percent above the current trading 
value. (Thulin, 2005) 

In the latest Ericsson analysis from Morgan Stanley it can be read that they base their new 
rating on Ericsson’s strong customer relationships and their effective R&D. These factors 
are predicted to dampen the falling prices and the decrease of margins. At the end of the 
report it can be read that new analysts are now covering the stock. (Thulin, 2005) 

Is it possible that Morgan Stanley’s increase in target stock price only has to do with cus-
tomer relations and R&D? From our view we believe that there is more to the story than 
just customer relations and R&D. We believe that the explanation for this significant in-
crease of stock price has to do with the fact that new analysts are now covering the Erics-
son stock. Likely is that these new analysts perceive the information from Ericsson’s inves-
tor relations function different from what Angela Dean did, and combined with key figures 
ended up adjusting their target stock price by a 100 percent.  

Investor relations can consist of a single employee, common in smaller companies, or an 
entire department which is often the case within large corporations. The most common 
tasks for the investor relations function are to establish and maintain good relations with all 
actors in the market e.g. analysts, stockbrokers, banks etc. In the relations with media, fi-
nancial reporters is a prioritized target group. Besides these functions investor relations also 
act as: presenter and coordinator of meetings with investors and analysts, producer in 
terms of producing reports and memos, scout in terms of scouting on analysts and finan-
cial reporters and their opinion on the company, gatekeeper in terms for controlling the 
flow of information to the market. (Edenhammar, Jakobson & Wachtmeister, 2001)  

The investor relations function can belong to different departments like finance or public 
relations, or a mix of both. Another alternative is to have investor relations as a detached 
function working directly under the company board. With the multitude of tasks and dif-
ferent options of belonging, employees in the investor relations function must posses ex-
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tensive knowledge within the field of finance and public relations. (Edenhammar et al., 
2001) 

Building good relations with investors are means for companies long-term self-
preservation. Though there are only a few legal obligations towards investors for reporting 
performance, like the annual financial statement, companies often produce much greater 
quantities of information, both formal and informal. Besides the written material most 
companies host a range of investor meetings to enable face to face questioning sessions to 
build relationships. Further on, new investors might require references from existing inves-
tors before they make any investment in the company. Investor loyalty is a valuable asset 
for a company, it is an asset that requires continuous communication in the form of regular 
reports and meetings. (Brooks, 1999) 

1.2 Problem discussion 
Stock prices today are very dependent on market expectations of future company growth. 
All types of company information are of high significance to the stock market when trying 
to predict future growth. Most stock market analysts thoroughly read every quarterly report 
and memo in an attempt to understand how the company management looks upon their 
future growth. Even the smallest change of tone in the information presented to the mar-
ket can get catastrophic consequences in terms of damaged trust for the company. (Eden-
hammar et al., 2001)  

In order to manage the situation where a company’s stock price is more or less determined 
by future expectations, companies have started to give senior management more time and 
resources for their marketing function. According to Brooks (1999) effective marketing and 
communication towards investors will become a matter of success or failure in the market. 
Companies have realized that it can never be too early to start to communicate with poten-
tial investors as there is steadily increasing variation of places and products for investors to 
invest in, companies are focusing on improving their selling skills to better promote them-
selves and their product. Never before has companies paid so much attention to investor 
needs as now. This is a way for companies to make sure that once they gain investors, they 
do not lose them. (Brooks, 1999) 

In these turbulent times the investor relations functions have to approach their role with a 
strategic marketing perspective to be able to meet the internal- and external needs. E.g. a 
company CEO must be supported in foreseeing how the market will react to new strate-
gies, reorganizations and other major policy changes. (Coyne & Witter, 2002) To support 
the CEO, the investor relations function must be able to accurately forecast movements in 
stock price. Accurate forecasts are vital because a declining stock price may radically in-
crease the company’s cost of capital, obstructing mergers and acquisitions while at the same 
time diminishing both employee and customer trust. (Kotler, Kartajaya & Young, 2004) 

Companies must in different ways position themselves as a sensible investment looking at 
the risk return profile. Besides this, companies must also present their case to investors in a 
way that appeals both on a rational and emotional level. Once new investors are attracted 
and old ones are kept, companies must constantly communicate about their performance 
to uphold investors trust and thereby creating or maintaining long-term relationships. (Kot-
ler et al, 2004) 
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1.3 Purpose 
The purpose is to explore if and how a marketing perspective is applicable when managing 
investor relations in traded companies.  

1.4 Research questions 
In order to fulfil our purpose it is necessary to define research questions. These research 
questions are extensions of our purpose and will be brought up and discussed in the con-
clusion chapter.     

- How do traded companies manage their investor relations?  

- Do traded companies use a marketing perspective in order to attract and maintain 
financial stakeholders?  

- Do investor relations use a marketing perspective for creating mutually beneficial 
relationships with financial stakeholders? 

- What type of information do traded companies communicate through their inves-
tor relations function?  

1.5 Delimitations 
This thesis is delimited to only study relatively mature companies traded on the Stockholm 
stock exchange, since they by law are obliged to have an investor relation function. Further 
on we believe that the traded companies will be able to provide us with insightful informa-
tion regarding management of investor relations. 

1.6 Definitions 
Investor relations are mentioned several times in this thesis, it is therefore necessary to define 
what investor relations are. We have chosen the definition stated by the National Investor 
Relations Institute (2003):  

“Investor relations is a strategic management responsibility that integrates finance, com-
munication, marketing and securities law compliance to enable the most effective two-way 
communication between a company, the financial community, and other constituencies, 
which ultimately contributes to a company's securities achieving fair valuation” 

Marketing perspective is frequently mentioned, when mentioned it signifies an approach to-
wards the management of investor relations which can be compared to management of 
marketing. From our view, this imply implementing certain marketing attitude and means 
in order to promote the company so that it can achieve its ultimate objective - attracting 
investors.  
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1.7 Disposition 

 

INTRODUCTION 

The introduction chapter aims to introduce the study as a 
whole. Through the background and problem discussion the 
subject is narrowed down to the purpose, which then leads 
to the research questions. Further, some delimitations and 
essential definitions are presented. 

THEORETICAL 
FRAMEWORK 

The theoretical framework is divided into five parts. First it 
includes a introduction to investor relations, then presented 
is a model for attracting investors which is followed by the 
importance of long-term focus and relationship marketing. 
The last part comprises our own reflections on the theory. 

METHODOLOGY 

The methodology chapter starts of with the chosen research 
approach and continues with a discussion on selected re-
search method. This is then followed by case study, work 
method and criticism of method. The last part of this chap-
ter is a discussion of validity and reliability. 

ACTORS IN THE 
STUDY 

Actors in the study includes a short description of each 
company and respondent participating in this study. Infor-
mation on the respondent was obtained through interviews, 
and the information regarding the companies was obtained 
through their respective website.    

 

EMPIRICAL FINDINGS 
AND ANALYSIS 

 

The chapter of empirical findings and analysis is divided 
into six parts. The different parts are structured in alpha-
betic order, beginning with Ericsson and ending with SKF. 
Each part consists of empirical findings, which is followed 
by an analysis.        

CONCLUSION The chapter begins with a discussion of our research ques-
tions and ends with a final conclusion.    
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2 Theoretical Framework 
In this chapter the theoretical framework is presented. It consists of five major parts: first we introduce inves-
tor relations, this is then followed by the Kotler, Kartajaya & Young model (2004) for attracting investors 
and then we present the long-term focus and relationship marketing. The last section of our theoretical 
framework is constituted by our own reflections on the theory.     

2.1 Investor Relations 
Investor relations are those relations that occur between a company and its present as well 
as potential investors and other stakeholders in the financial community. All actors partici-
pating in these relations hold their own purpose for engaging: however in common for 
them all is information and the value of accurate information. The company representatives 
disclose information while the financial stakeholders seek and desire information.  

In the financial community it is necessary that the disclosure of information is carried out 
in accordance with current laws and legislation. Depending on if the company is a publicly- 
traded or private company the procedures for information disclosure varies. Information 
proceeding from a publicly traded company regarding its performance must be formal: if 
informal information is spread it can give the informed actor an inequitable advantage on 
the capital market (Johansson, 1998).  

The need for and type of information differs depending on which actor in the financial 
market that is investigated. For example a company might want to disclose information 
that shows how well the company has been performing the last year with a profitability of 
ten percent. While e.g. a stock analyst’s desires information that shows how the company 
achieved its profit margin and if it can continue to improve in the future or if it is a one 
year occurrence.  

Johansson (1998) states that if the market players perceive that the information disclosed 
by a traded company is not adequate for them in order to evaluate the company’s perform-
ance, it will cause uncertainty and for sure fluctuations in the company’s stock price. This 
combined with the fact that the stakeholders on the capital market demand more and more 
detailed information has led to that all major companies more or less have people assigned 
to manage these investor relations (Johansson, 1998). This is also stressed by Kotler et al. 
(2004) who describe that there is a multitude of companies competing for funds in the 
public capital market and whereas they do not find it surprising that companies has set up 
separate investor relations departments in order to manage their investor relation process. 
A prior researcher within the area, Bhushan (1989) cited in Johansson (1998), did not find 
it unusual that large companies have founded an investor relations department with people 
supposed to produce information that is on time, truthful and complete regarding different 
elements and parts of the company.  

The main responsibility of the investor relations function is to produce, disclose and moni-
tor the information flow regarding the company, its business and performance. For disclos-
ing information the investor relations function hold the possibility to use several channels. 
According to Johansson (1998) examples of channels are annual reports, interim reports, 
press releases, annual general meetings, and direct contacts with stakeholders like financial 
analysts.  

A direct contact refers to the relationship that occurs between the company’s representa-
tives and the financial stakeholders. Direct contacts can be individual contacts with the 
company, on-site visits, conversations with management at trade exhibitions, telephone 
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conferences initiated by management, events and activities arranged by companies and tar-
geting specific interest groups (Johansson, 1998).  

In fact, depending on how the disclosure of information about a company is performed 
and carried out towards the stakeholders in the capital market, it can affect the stock price. 
Profound disclosure of information has proven to result in a company accompanied by 
many analysts (Bhushan, 1989., Lang & Lundholm, 1996., cited in Johansson, 1998). Ac-
cording to Trueman (1996), cited in Johansson (1998) it is possible for a manager to have a 
direct impact on the number of analysts following the company by selecting how much in-
formation they want to share with the analysts.   

As it is described above it is possible to view investor relations as a lose-win relationship 
between a company and its stakeholders. However this view is not coherent with the exist-
ing situation. Johansson (1998) argues that in many cases it is rather a win-win relationship 
where the company can gain information from the stakeholders through the relationships. 
E.g. It can be input from stakeholder, market expectations, investor complaints, etc.  

As it is possible to derive from this introduction, investor relationship is very much about 
management of information. Depending on if the company is a private or a publicly traded 
company puts different pressure on the management. How the management discloses in-
formation and what kind of information that is disclosed can affect the company stock, 
both in negative and positive terms.   

The nature of investors and financial stakeholders varies with the nature of the company in 
focus. It is Important to stress that investor relations exist in order to serve a company’s 
stockholders, indirectly its investors, with information so they feel that they hold sufficient 
information for considering their investment interesting. Other financial stakeholders are 
non-stockholders but which still holds interest in a company’s information disclosure since 
they perhaps serve its stockholders with information and advice, e.g. analysts, brokers, 
trade journalists, etc.  

In order to become more efficient in handling investor relations companies should work in 
a deliberate and planned manner. A possible way of working more efficiently towards the 
investors could be to implement the idea of marketing (Kotler et al., 2004). Investor rela-
tions and marketing hold much in common: both are based on the presumption that in-
formation is an important element for a successful outcome. In this thesis it is explored if 
and how a marketing perspective is applicable when managing investor relations in traded 
companies. The following section begins with a model presented by Kotler et al. (2004) 
which focuses on the process of attracting investors. This model is then followed by rela-
tionship marketing providing the importance of long-term focus.  

2.2 The Kotler, Kartajaya & Young Model  
The model presented by Kotler et al. (2004) focuses on the process of attracting investors. 
In other words, the model implies that a company should work in a deliberate and planned 
manner in order to effectively and efficiently attract investors. According to Kotler et al. 
(2004) should the model be seen as a framework for how a company could work when at-
tempting to attract investors, especially its usefulness is stressed for new ventures seeking 
capital. As we see the model, it provides great benefits for all companies not only in new 
ventures. Our belief is that many companies implement the model, consciously or uncon-
sciously, when handling their investor relations. The model consists of nine sequential ele-
ments which are divided into three different groups, which is visible in figure 1.  
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1. Strategy – winning investor mind share   

- Segmentation     
- Targeting 
- Positioning 
 
2. Tactic – winning investor market  

- Differentiation 
- Marketing Mix 
- Selling 
 

3. Value – winning investor heart share     

- Brand 
- Service            Figure 1 Kotler et al. (2004, p.173) 
- Process 

2.2.1 Strategy – winning investor mind share!  
The first group Strategy is about winning the mind share of the investors. In order to win 
the mind share, the company needs to segment the market of potential investors. Either 
the company can consider all capital market participants as potential investors and there-
fore direct their efforts to the whole market or they can chose to divide the market into 
smaller segments of investors with similar characteristics and preferences. (Kotler et al, 
2004) 

Figure 2 Kotler et al. (2004, p.174) 

Segmentation is the foundation onto which all marketing 
activities of a company should be based on. Segmentation 
approaches can be characterized as either of static attributes 
or dynamic attributes. Static attribute segmentation implies 
segmentation due to similar characteristics but which does 
not reflect investment behaviour, e.g. geographical or 
demographical. Dynamic attribute segmentation includes human 
characteristics that indirectly influence investment decisions, 
e.g. psychographic and behavioural variables. (Kotler et al., 
2004) 

According to Kotler et al. (2004) should segmentation 
include the following characteristics in order to be effective: the market must be viewed 
from a unique angle and differently compared to the competitors, further on the segmenta-
tion should reflect the investing behaviour and the investor’s reasons for investing as well 
as that the targeted segments must be of significant size and durability for long-term fi-
nancing.  

When the company has finished segmenting the capital market, it is time to allocate their 
resources and efforts towards those investors that are seen as the best alternatives in the se-
lected segments. This step is called Targeting. In selecting the segment to target it is impor-
tant to select a segment that is large enough: that the targeting strategy is based on the 
company’s competitive advantage and that the target segment is based on the current com-
petitive situation (Kotler et al., 2004). 
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The third step in the process of winning the mind share of an investor for a company is to 
Position the company identity and its offer in the mind of the investor. It is only possible by 
proving trustworthiness, confidence and competence of the company for the investor 
(Kotler et al., 2004).  

It is therefore possible to say that mutual trust is very important in the process of winning 
the mind-share of an investor. But trust is not something that can be bought or sold, it has 
to be earned. It is therefore very important for the company to fulfil what they promise in 
their offering to the investor.  

Positioning is determined by four criteria:  

- Investor expectations (the company must be perceived as able to deliver an attrac-
tive risk-adjusted return) 

- Internal capabilities (the company must be considered to possess the necessary in-
ternal capabilities for executing what they promise.) 

- Competitor assessment (the company must be considered to hold a unique and dif-
ferentiated position compared to its competitors.)  

- Change (the company positioning must be considered relevant to conditions in its 
business environment.) 

(Kotler et al., 2004) 

2.2.2 Tactic - winning investor market share! 
The second group of elements is called Tactic. The purpose 
of these elements is to win investor market share. In order 
to win market share the company needs to differentiate itself 
from its competitors. Differentiation should be considered as 
the core tactic of winning investor market share. In fact, 
positioning supported by accurate differentiation will help 
the company to build superior mind share and heart share in 
the target investors (Kotler et al., 2004). Differentiation can 
be defined as “integrating the content (what to offer), 
context (how to offer it), and infrastructure (the enabler) of 
our offerings to investors.” (Kotler et al., 2004, p.192)
       
            Figure 3 Kotler et al. (2004, p.191) 

The next step is to integrate company offers and access to investors. This process is called 
the Marketing Mix, which constitutes the middle ring in figure 3. According to Kotler et al. 
(2004) there exist three different types of Marketing Mixes. The first type is Destructive and 
it does not add value or strengthen the company brand. The second type is Me-too and it 
means adapting other existing marketing mixes in the same business. The third type is 
called Creative and it can be seen as creation and implementation of a unique marketing 
strategy, marketing tactic and value. (Kotler et al., 2004) 

Kotler et al. (2004) states that the marketing mix consists of four elements. The first ele-
ment is the Product that is offered to the investor, e.g. it can be shares, bank loans, bonds, 
leasing and other financial securities. The second element is the Price: refers to what the in-
vestor must pay in order to get the product. The third element is place. Place is where the 
investor is able to search for the right product and company. The fourth element is Promo-
tion: which implies the activities performed by the company in order to raise awareness and 
interest with target investors. (Kotler et al., 2004) 
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The last step in the second group Tactic is Selling. Selling implies creation of long-term rela-
tionship with the investors in order to integrate them with the company. Integration occurs 
with the investors’ ownership of the company’s financial products and this relationship 
need continuous selling efforts. In order to be effective and efficient in its selling efforts, 
the company needs to implement proper sales planning, offer proper service and perform 
relationship management on a continuous basis where the actual selling process constitute 
only a small part (Kotler et al., 2004).  

The selling process on a capital market is different from all other markets since the product 
that is bought and sold always can be refunded. The product that the company is offering 
is its business fundamentals which are represented by its financial products (Kotler et al., 
2004). The motive for buying is also different from other markets, in the capital market an 
investor buy in order to invest money while at a normal market products are bought in 
consumption purpose. These differences in nature of the market affects how selling is per-
formed as well as it affects the creation of long-term relationships. By investing money in a 
company, the investor indirectly invests in a relationship with the company. This relation-
ship that occurs with the ownership needs to be managed and maintained on a continuous 
basis if the company wants to keep the investors interest and trust. The investor will de-
mand continuous updates on the company’s vision, business prospects, financial viability 
and profitability (Kotler et al., 2004). If the company fails on updating the investor, it is 
very likely that the investor will investigate other interesting and promising investment 
prospects.   

2.2.3 Value – winning investor heart share! 
The third and last group of elements is called Value. The 
purpose of value is to win the heart share of the investor. 
By using the elements developed in the previous groups a 
brand will be developed. A Brand is often seen as a value 
indicator of a company, and in the capital market a strong 
brand will more likely be seen as less risky than a company 
with a less strong brand.  

The strength of a brand is possible to distinguish from 
four components: it is functional & emotional benefits, 
cost structure and other expenses. A brand that is 
characterized by high functionality and emotional benefits 
combined with low costs and other expenses will likely be 
successful since the total-get is higher than the total-give 
(Kotler et al., 2004).      Figure 4 Kotler et al. (2004, p.214) 

Brand value is the value that adds the extra recognition and value to a product offered and 
which can, and should be added to the product price. Important dimensions in building a 
brand that will generate brand equity are brand awareness, brand association, perceived 
quality and brand loyalty (Kotler et al., 2004).  

When the company holds a strong brand it is important that they maintain a good relation-
ship with their investors. It is best done by providing excellent Service to the investors. This  
implies that the company needs to perform activities that will add value to the investor by 
increasing the functional and emotional benefits of the product or offer at a low cost (Kot-
ler et al., 2004). Excellent service in the capital markets is often to provide the investor with 
continuous updates regarding company information, strategy/management changes, etc. 
That is providing the information when the market expects the information.  
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According to Zeithaml, Parasuraman & Berry (1990) the service offered to the costumer 
indirectly investor is assessed from five general criteria:  

- Tangibles (appearance of physical facilities, equipment, personnel, and  
communication materials)  

- Reliability (ability to perform the promised service dependably and  
accurately)  

 
- Responsiveness (willingness to help customers and provide prompt service) 
 
- Assurance (knowledge and courtesy of employees and their ability to 

convey trust and confidence) 
 

- Empathy (caring, individualized attention the firm provides its cus- 
tomers)  
 

The last element in winning the investors’ heart share is called Process. Process implies the 
actual implementation of all previous presented and described elements. Process consti-
tutes the core of Value as visible in figure 4. Process is about effectively managing the en-
tire chain of elements so that the company receives its desired investors. Managing the 
process effectively have three goals, “…to acquire quality investors (ones with good reputa-
tions, proven investing capabilities, and long-term vision): to keep the capital-raising cost as 
low as possible: to get funds it needs as quickly as possible.” (Kotler et al., 2004, p. 230) 

Managing the process can be of three different natures: routine service delivery, handling investors’ 
complaints and new product development. Routine service delivery means those activities that inves-
tors and analysts assume to be performed by the company, e.g. to serve investors and ana-
lysts with accurate information and present quarterly reports. It is very important that even-
tual complaints from stakeholders are managed and treated appropriately otherwise this 
might cause great problems for the company leading to a heavy fall in stock price. The 
third is product development, which implies providing new economical instruments and offers 
to the capital market. (Kotler et al., 2004) 

2.3 Long-term focus 
The purpose of disclosing information about the company’s performance is to create inter-
est, awareness and trustworthiness for the company and its business among actors in the 
capital community. Rosenthal (1999), cited in Andersson & Holmgren (2000) argues  that 
trendy marketing holds a more holistically view than traditional marketing: where market-
ing is the sum of all experiences that a customer has with a company. Ranging from logo to 
experienced customer service quality to how the stock price affects the company image, 
since a very good stock performance helps to reinforce the image of the company. Accord-
ing to Gummesson (2002) a demonstration of success through high and increasing stock 
price can be the most important factor in developing a positive image of the company 
while a low stock price can make the stakeholders insecure.   

Fridson (1998), cited in Andersson & Holmgren (2000) state that investor relations are to 
be used for marketing of the company rather than only communicating financial informa-
tion. The investor relations people will need to go beyond clear facts in order to create an 
awareness and interest around the company that will persuade the potential investor to in-
vest in company stock. In many cases the information exchange occurs through relation-
ships between company representatives and financial stakeholders in the capital commu-
nity. According to Andersson & Holmgren (2000) the investor relations people seek long-
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term relations and which normally is achieved through fulfilled promises. Further on they 
state that managing the process of disclosing information to the capital community deliber-
ately will help the company to create greater and longer relationships between the company 
and its stakeholders (Andersson & Holmgren, 2000). Investor relations and its function 
could then be seen as a tool that can help the company to attract investors that are more 
interested of long-term investments rather than short-term. It is the responsibility of the 
investor relations function to create, maintain and sustain close relationships with the com-
pany’s stakeholders and thereby create interest and awareness in the capital community. In 
the Kotler et al. (2004) model the importance of long-term focus in investor relations is 
mentioned, although it is not emphasized. In the following section we will describe the 
concept of relationship marketing and hopefully make it viable how it can be useful when 
managing investor relations for long-term relationships.  

2.4 Relationship marketing 
There exist several definitions of relationship marketing and what it includes. Stone & 
Woodcock (1995) defines relationship marketing as: “…the use of a wide range of market-
ing, sales, communication and customer care techniques and processes to:  

1. Identify your named individual customer.  

2. Create a relationship between your company and these customers – a relationship 
that stretches over many transactions.  

3. Manage that relationship to the benefit of your customers and your company.“ 
(Stone & Woodcock, 1995, p.11)  

A shorter definition is the one presented by Gummesson (2002). He defines relationship 
marketing as marketing that holds relations, networks and interaction in focus.  

According to Kotler, Armstrong, Saunders & Wong (2002), relationship marketing is about 
creating, maintaining and enhancing strong relationships with customers and other stake-
holders. It is stated that the focus of marketing is changing from individual transactions 
towards long-term relations where the goal is to deliver long-term value to stakeholders. 
Further on it is stated that relationship marketing requires that all departments and func-
tions are involved in the work with marketing as a unified team in order to serve the cus-
tomers and stakeholders. 

As it is possible to derive from the above presented definitions, the relationship marketing 
concept emphasizes the creation of relationships for the long-term. That is relationships 
built on many transactions and continuous interaction between the actors over long time. 
In the following section the concept of relationship marketing and its signification will be 
described further in detail.  

2.4.1 The concept  
According to Stone & Woodcock (1995) relationship marketing provides a framework 
from within all marketing activities in the company can be managed to win, retain and de-
velop clients. However it is important that relationship marketing is not only considered to 
be a part of marketing, it should pervade the whole organization. In fact the message the 
organization sends out needs to be uniform when addressing stakeholders. This will only 
be possible if the company business plans, structures and processes are founded upon the 
concept of relationship marketing (Stone & Woodcock, 1995).  
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Further on Stone & Woodcock (1995) states that depending on how relationship marketing 
is managed, designed, planned and implemented will offer wide scope for differentiation 
and positioning for the company. Positioning and differentiation supports and is supported 
by good relationship management, and that all contacts with stakeholders needs to be man-
aged and presented as reinforcing the positioning (Stone & Woodcock, 1995). 

Another researcher that also stresses the importance of a continuous purposeful approach 
towards relationship marketing is Tuominen (1995b), cited in Andersson & Holmgren 
(2000). Tuominen (1995b) states that investor relations is a management activity that is 
used to identify, establish, maintain and enhance long-term win-win relations to investors 
and other stakeholders serving them. This will be possible through a purposeful approach 
characterized by planning, management and sustainability. 

Gummesson (2002) has distinguished four values onto which relationship marketing 
should be based on.  

1. Marketing management should be seen as market oriented corporate governance: 
Marketing and sales are more than a specialized department within the company, it 
should be a function that is present throughout the whole organization.  

2. Long-term cooperation and win – win situation: The concept of relationship mar-
keting stresses the importance of long-term relationships with focus on coopera-
tion. All actors should add something to the relation which will create value for all 
involved parties in the output. Customers, suppliers and others should be seen as 
partners rather than poles a part. 

3. All actors in relations have a responsibility for what happens, they have to be ac-
tive: In relationship marketing it is not only the supplier that takes initiatives instead 
it is all stakeholders in the relationship that have to be active and take initiatives. 

4. Relations & Service values as opposed officialism and juridical values: Relationship 
marketing demands values that are built on good relations and service, win-win and 
responsibility. Other values that belong to these are: each customer is unique, they 
are both individuals and members of groupings and where the end result is most 
important.  

These four values are according to Gummesson (2002) the most important values for suc-
ceeding with relationship marketing in all companies. 

Trust, loyalty and cooperation should characterize the relationship between two or more 
business parts. Gummesson (2002) as well as Tuominen (1995b), cited in Andersson & 
Holmgren (2000) stresses the importance of creating a relationship that is based on win-
win situations if it is going to become a long-term relationship from which all actors will 
benefit. In creating a long-term relationship there will be one factor that will decide 
whether it will become long-term or short-term: loyalty.  

Loyalty in business implies that there are several transactions over time between two or 
more actors, indirectly a long-term relationship. Christopher, Payne & Ballantyne (1991) 
presents a model called the ladder of loyalty.  The ladder describes very clearly which level of 
loyalty exist and how the level of intimacy increases for each step taken in the ladder. The 
first step in the ladder symbolizes the first contact with a customer subject that hopefully 
leads to a deal and thereby a new customer. If succeeding, it means that the relation has 
taken another step upwards in the ladder and the intimacy has increased. The client will 
then be called a supporter of the supplier and finally the client will become an active marketer 
for the supplier. Historically companies have not tried to manage the highest steps in the 
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ladder and thereby indirectly been careless of the relations to their clients and only focusing 
on the first steps. (Christopher et al., 1991) 

In the section with long-term focus it was introduced by several researchers (Fridson, 
1998., Rosenthal, 1999., etc.) that nowadays marketing should pervade the whole organiza-
tion, and that all experiences a customer has with a company affects the company image, 
ranging from logo to service quality to stock performance.  In the following section we will 
describe Para-social relationships which are the indirect relations between a stakeholder 
and a company that is dependent upon the image of the company in the stakeholders mind.  

2.4.2 Para-social relationships 
According to Gummesson (2002) relationship marketing is a concept that not only is suit-
able for marketing among people and the relations that occur between them, it can also be 
useful for creating relations to brands and objects. In our view does the following quota-
tion  provide a very good description of Para-social relations: “Relations are probably in-
terpreted by most people as relations between people. There is however Para-social which 
is relations to objects, symbols, and other phenomenon’s, but which also indirectly implies 
relations to people.  Our relations to companies, their services and merchandizes are often 
impersonal but still important in the marketing through those conceptions, the image, they 
create in our minds.” (Gummesson, 2002, p.143) 

The growing importance of the Para-social relations between a company and its customers 
has given an increased focus on company brands and brand identity. Gummesson (2002) 
states that a brand have become what is actually produced and owned, while the actual pro-
duction process nowadays is constituted of a network organization with sub-suppliers. 
Gummesson state that the Para-social relations and especially branding has been given 
greater recognition as creators of relations and most of all loyalty.  

In our view, due to the nature of the financial community the Para-social relation between 
a company and its financial stakeholders may be extremely important. In fact, the total 
value of a company’s stocks has become its brand equity, indirectly the capital that the 
brand represents. According to Gummesson (2002) brand equity depends, among other 
factors, on how well recognized the brand is, how satisfied the customers are, the customer 
loyalty and the associations that the brand itself creates. 

Investor relations is very much about disclosing information and how it is done will affect 
the stakeholders decisions which also are affected by their own perception of the company 
in its whole and not only the financial agenda. It is our belief that Para-social relations af-
fects stakeholders decisions and investor relations is therefore just as much the creation of 
a positive image of the company in the mind of its stakeholders.  

2.5 Our reflections on the theory 
We started out with an introduction to investor relations that is mainly focused on infor-
mation and how it should be disclosed. From our view, this section should provide a com-
mon understanding for which underlying forces there are that affect the investor relation 
function.  

In this thesis we have chosen to use Kotler et al. (2004) model for attracting investors. This 
since we, in line with Kotler et al (2004), believe it provides a framework for how investor 
relations can be managed in order to attract financial stakeholders. The model and its ele-
ments have its origin from traditional marketing theory which of course can be of both 
good and bad nature. From our perspective, the main advantage with the model is that it 



 

 14

implies familiarity for its user since its elementary parts are sound knowledge for more or 
less all people whom have studied some marketing before. Further on our view is that its 
elementary parts like segmenting, targeting, positioning and differentiation fit the condi-
tions in the financial community just as good as in other industries. However on the other 
hand, the elementary parts in the model can also be argued to constitute its major disadvan-
tages. According to Gummesson (2002) relations, networks and interaction do play a role 
in traditional marketing theory, but subordinate compared to their real importance. It is ar-
gued that the traditional marketing management theory with its marketing mix theory or 
4P’s (Product, Price, Promotion and Place): mainly is focused on mass marketing of stan-
dardized consumer merchandize. According to Gummesson (2002) marketing in the tradi-
tional marketing management theory is reduced to impersonal exchange through mass 
communication and distribution where producers offer merchandise and services through 
agents and the customers offer money. Considering Gummesson’s view on the marketing 
mix it is possible to question the relevance and compatibility of traditional marketing the-
ory for investor relations purposes. Therefore we extended our theoretical framework with 
theory that represents a different view, more focused towards the unique relationships that 
occur between participating actors during transactions. It is called relationship marketing.  

Gummesson (2002) argues that the marketing approach should depend on the situation 
and the relationships that occur between different actors and not on a predetermined for-
mula. The following quotation underlines the importance that Gummesson (2002) argues 
that relations and relationship marketing hold: “Marketing and the business environment 
are a part of the society. In practice has relations, networks and interaction always been in 
the centre of the business environment. Relations are the foundation for all marketing...” 
(Gummesson, 2002, p.23)  

In this thesis we do not aim to find out which marketing view that is the most optimal for 
describing investor relations and their working methods for attracting investors. As we see 
it: both views are useful and shall not be considered as separate units since using one of 
them necessarily does not mean that the other can not be used. From our view the Kotler 
et al. (2004) model should be viewed as a framework mainly focusing on the planning and 
structuring of the investor relation function (operational) while relationship marketing im-
plies a holistic perspective (strategically) view for the whole company. We agree with 
Gummesson’s stressed significance of relations and relationships, however we argue that 
engaging in a relationship is always done with a purpose: indirectly the actor that initiate the 
relationship is aware of what possibly can be gained from the interaction. Thereby we argue 
that segmentation and targeting has been performed since the establisher has found out 
whom to approach for getting access to what the establisher desires. Further on we believe 
that it will be easier to access the possible gains if the establisher clearly point out what its 
counterpart can gain from their mutual relationship. Our meaning with the previously men-
tioned reasoning is to make it viable how we consider the two different views correlate 
with each other.  
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3 Methodology 
This chapter aims to present the methodology for this thesis. The first part brings out the chosen research 
approach and which is then followed by a discussion on the selection of research method and case study. The 
fourth part includes the work method. Then we discuss both negative and positive aspects of the chosen 
method. The chapter finishes with a discussion on validity and reliability of our study.  

3.1 Research approach 
There are mainly two attitudes towards the way of relating theory to empirical findings, the 
inductive and the deductive method.   

Deductive method implies that the researchers use existing theories that are to be proven 
right or wrong through their research. When using deductive method it should be easier to 
stay objective since the study originates from existing theories. However, the use of existing 
theories can misdirect the study if the used theories have pre-existing attitudes towards cer-
tain questions that are of importance for the study. (Patel & Davidsson, 1999)  

Inductive method implies that theory is created from the gathered empirical information in 
order to explain a certain phenomena. This means that the study can be done with less risk 
to experience contamination problems from existing theories which is the risk with a de-
ductive method. However, there is still a chance that the researchers’ own ideas and con-
ceptions can contaminate the empirical information. (Patel & Davidsson, 1999) 

Our aim with this thesis is to gain knowledge on: if and how a marketing perspective is ap-
plicable when managing investor relations in traded companies. We have chosen the deduc-
tive method for our study since it is based on pre-existing theory, by this choice we hope to 
stay objective and gain deep knowledge of the studied area. Although the discussed weak-
nesses of the method, we believe it suits our study since we attempt to explore if a pre-
existing phenomenon is applicable. It is our belief that a choice of a inductive method 
would have limited the access to the type of knowledge that we wish to acquire since then 
our own pre-existing knowledge of the area would have been a limitation  

3.2 Selection of research method 
The selection of method is supposed to elucidate how the study has been accomplished to 
achieve its set out purpose. Knowledge of methodology is not an end in itself, but a means 
for achieving the aim of the study (Holme & Solvang, 1991).  

Research within social science is often categorized into two groups, quantitative and quali-
tative research methods. Important to notice is that these two methods should not be re-
garded as each others opposites, but as equally good methods suited for different types of 
problems. 

According to Collins and Hussey (2003) quantitative research method is used when the 
empirical data has to be analyzed with statistical methods. Quantitative data provides in-
formation of amounts in the form of numbers from observations, inquiries and databases 
(Jacobsen, 2002). Quantitative studies often focus on those types of data that can be gener-
alized and representative for its population (Holme & Solvang, 1991). According to 
Jacobsen (2002) does the use of quantitative method require that the researchers possess 
relatively good knowledge of the studied area. 

“Qualitative data is a form of empiric study of words that mediates content.” (Jacobsen, 
2002, p.135) A qualitative study is a study that is not based on statistical data (Strauss & 
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Corbin, 1998). The use of a qualitative research method implies that the researchers are 
more interested in a profound comprehension of processes and peoples experiences, and 
how they recount to different circumstances. Qualitative research method is suitable when 
the researchers have limited knowledge within the area being studied. The method is also 
suitable when studying a phenomena where definitions, assumptions and descriptions are 
hard to come by (Strauss & Corbin, 1998). Gathering of empirical data is often done with 
the help of interviews, documents, movies etc. Hall and Larsson (1999) state that the 
closeness to the source from where the data has been collected is of significant value for 
the qualitative research method. According to Strauss and Corbin (1998) there exists an in-
ternal relationship between the empirical information and the theory. This is utilized by re-
searchers to reach their conclusion. Merriam (1994) states that the main purpose for using 
a qualitative research method is to gain an understanding of how different parts interact in 
a holistic manner.    

We have chosen a qualitative research method since we possess little prior knowledge of 
the area of investor relations and since we implement a deductive research approach. The 
main reason for these choices are that we wish to gain a profound comprehension of the 
investor relations area, so that we will be able to distinguish whether a marketing perspec-
tive is applicable or not. We also believe that the qualitative approach suits best with the 
methods we have chosen for the empirical gathering.     

3.3 Case study 
Case studies are based on gathering of data, mostly in the form of interviews and document 
analysis (Marshall & Rossman, 1999). A case study is especially good when researchers have 
limited knowledge of the area being studied because it enables exploration and extensive 
discussions between the researchers and the involved parties. When conducting a case 
study a researcher should gather adequate amount of information about the involved par-
ties in order to enable characterization and possibilities for pointing out commonalities as 
well as differences. Case studies are often limited in numbers and are therefore not suitable 
for statistical generalization nor is it represent able for the entire population. In order to 
give a case study width it is possible to study a number of objects in various situations 
(Jacobsen, 2002). Though a case study is not suited for statistical generalization, it is suited 
for analytical generalization. Analytical generalization is when “a previously developed the-
ory is used as a template with which to compare the empirical results of the case study.” 
(Yin, 1989, p. 38) In this thesis, theory is used in a similar way as described by Yin in the 
previous quotation.   

Our case is to explore how the investor relations, within our sample of companies, operate 
in terms of applicableness of a marketing perspective. As we see it does a case study suit 
our research approach and research method very good since it allows exploration and ex-
tensive discussion between us as researchers and the respondents. Further on in this thesis 
the theoretical framework is used for analytical generalization as described by Yin (1989).   

3.4 Work Method 

3.4.1 Sample selection 
According to Corbin & Strauss (1998) when conducting a study with a qualitative research 
method, the selected samples are subjectively chosen. This means that the sample cannot 
represent the entire population since it can not be statistically laid down.  
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The selection of companies were based both on their level of maturity and by which stock-
list they are traded on. Our maturity, criteria’s were: traded for at least five years and with a 
stabile annual growth over the last three years. With these maturity criteria’s we believe to 
screen companies that operates in the grey-zone when it comes to provide the market with 
potential stock price influencing information. Regarding the stock-lists, our criteria’s were 
companies traded on the A-list, Attract 40 and the O-list. These selections were made since 
most companies traded on these lists are not as fluctuate as companies traded on Nya 
Marknaden and Aktietorget tend to be.               

We set out with the aim of including seven investigation objects, companies, in our thesis. 
Due to a very unfortunate technical mishap, our interview with TeliaSonera was completely 
erased. Therefore we have chosen to leave out this interview. Due to time constraint we 
have delimited our number of investigation object to six. 

3.4.2 Interview 
All data has been collected through interviews with employees within the investor relations 
function of the respective company. There are mainly two ways of structuring an interview, 
the solid structure where questions and their order is pre-chosen and the open discussion 
structure (Merriam, 1994). According to Svensson & Starrin (1996) interviews should not 
be too standardized due to the explorative nature of the qualitative research method. Due 
to the qualitative nature of our study and the knowledge we want to acquire, our interviews 
have been in-depth and conducted in a semi-structured way. We chose to do semi-
structured interviews since it, according to Johannessen & Dolva (1995) provides both 
structure and flexibility. Therefore we constructed a guiding framework (Appendix 1) that 
contained a number of pre-chosen questions that enabled wider and more in-depth an-
swers from our respondents. 

Svensson & Starrin (1996) argues that when conducting a study with a qualitative research 
method, interviews can be regarded as a way to give prominence to previously undetected 
characteristics and subjects. Through our interviews we believe that we have detected char-
acteristics of the investor relations function that themselves are not aware of, or have at 
least not reflected upon. We have conducted both face-to-face interviews and telephone in-
terviews.      

Face-to-face interviews have both advantages and disadvantages. According to Rubenowitz 
(1980) the main advantages of face-to-face interviews is the flexibility and possibility of se-
quence questions. The ability to observe the body language of the respondent is also an ad-
vantage according to Wiedershiem-Paul & Eriksson (1999). Further Wiedershiem-Paul & 
Eriksson (1999) argues that the disadvantages with personal interviews is that they are of-
ten expensive, respondents might be reluctant and that it can be more difficult for re-
searchers to ask questions of sensitive nature.  

Telephone interviews also has its advantages and disadvantages. An interview over the 
phone is relatively quickly done compared to a face-to-face interview. Due to the flexibility 
of telephone interviews it is likely that more respondents will participate. This type of in-
terview can also generate an openness in the sense that the respondent might feel more se-
cure if he/she is afraid to lose face. The disadvantage with telephone interviews is the lim-
ited possibility of asking complex questions. Another disadvantage is the possible interview 
effect that might arise. Interview effect is the interplay between the researchers and the re-
spondent, this interplay whether good or bad can affect the result of the interview in a 
none preferred way. (Wiedershiem-Paul & Eriksson, 1999) 
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3.4.3 Method of analysis 
First we analyze our empirical data with the model from Kotler et al. (2004). Second, we 
analyze the data from a relationship marketing point of view. The reason for this order is, 
that from our point of view the Kotler et al. (2004) model should be viewed as a frame-
work mainly focusing on the planning and structuring of the investor relations function 
(operational) while relationship marketing implies a holistic image (strategically) for the 
whole company.  

The Kotler et al. (2004) model consists of nine sequential elements that are divided into 
three groups as described in our theoretical framework. 

1. Strategy – winning investor mind share 

- Segmentation     
- Targeting 
- Positioning 
 

2. Tactic – winning investor market  

- Differentiation 
- Marketing Mix 
- Selling 
 

3. Value – winning investor heart share 

- Brand 
- Service 
- Process                                   Figure 5 Kotler et al. (2004, p.173) 
 
By using the Kotler et al. (2004) model the researchers can analyze the empirical data and 
determine if and how the company perform activities that concur with each of the nine ele-
ments. The ninth and last element, process, is about implementing the eight previous ele-
ments. From the ninth element it is possible for the researchers to find out whether the 
company uses all eight elements as a framework for the planning and structuring of the in-
vestor relations function. 

When analyzing empirical data from a relationship marketing perspective, the researchers 
can detect certain preferences showed by the company. E.g. do the company aim to create 
trust towards investors?, do they prefer long-term relationships?, should it be win-win rela-
tionships?, do they work unified with their marketing? etc. When researchers receive an-
swers to theses types of questions they can determine if the company use relationship mar-
keting as a way of creating relationships, networks and interactions with investors and 
stakeholders and thereby creating a unified image.    

3.5 Criticism of method 
A qualitative study is of subjective nature and is more or less based on interpretations, it is 
highly likely that the researchers make mistakes. The most common mistake is to contami-
nate the study with personal values and opinions, which implies a step away from true ob-
jectivity. Merriam (1994) states that a researcher can never be truly objective towards the 
study when using a qualitative research method. When conducting a study, researchers al-
ways have to make different choices. This means that some variables are given priority and 
some are not. This make the data complex, unstructured and hard to interpret, which might 
lead to loss in detail. (Jacobsen, 2002) 
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The critic that we have brought up is essentially the shortcomings of the qualitative re-
search method that has affected our work. The generalizability of our collected data can be 
argued back and forth, though we believe to have achieved analytical generalization by our 
use of a case study. Although our aim is to stay objective to our study we might have con-
taminated the study with personal values and opinions. We are also aware of that our de-
ductive research approach influenced the empirical gathering.      

3.5.1 Criticism of data collection  
According to Lekvall & Wahlbin (1993) there exist three sources of error that can occur 
when conducting interviews for a study with a qualitative research method. The three 
sources of error are: respondent, instrument and interviewer. 

The respondent might be unsure of their opinions and feel pressured to answer certain 
questions that they have no opinion about. This pressure comes from the risk of loosing 
face and therefore the respondent might rather give an inaccurate answer. This affects the 
reliability in a negative way. If the respondent is sure of his/her opinion it is important to 
find out how strongly anchored the opinion is, since this tend to vary in accordance to the 
level of tiredness and stress. A problem that could decrease validity is if the respondent 
gives incorrect answers just to give the answers that are socially desirable or acceptable. 
Another source of decreased validity can be if the researchers pose leading questions result-
ing in bias answers. (Lekvall & Wahlbin, 1993) 

Lekvall & Wahlbin (1993) states that it is of great importance how the interview questions 
are phrased. The use of none distinct language can result in no comprehension of the ques-
tion. The question can also be perceived as leading or of sensitive nature. This effect can be 
linked to the instrument.  

According to Lekvall & Wahlbin (1993) it is preferable if the researchers are experienced 
interviewers since this decreases the risk of mistakes being made when interpreting the re-
spondent. Inexperienced interviewers might pose biased questions which can lead to biased 
answers that ultimately mediate a distorted image.  

Other sources of error can be when interview transcription is sloppy done and if the re-
searchers are not aware that they in a subconscious way affect the analysis (Lekvall & 
Wahlbin, 1993). According to Jacobsen (2002) the information mediated by the respondent 
will never be more accurate than the interviewers understanding of the subject. 

Our aim with the colleted data is to distort it as little as possible. We have therefore tried to 
avoid: posing biased questions, the use of none distinct language and sloppy transcriptions. 
Although we are aware that we might have affected the collected data in a subconscious 
manner, we believe our taken measures are sufficient to distort the data as little as possible.        

3.6  Validity and reliability 
According to Jacobsen (2002) problems that are related to the validity and reliability of the 
study should always be kept at a minimum. Though there are some supporters of the quali-
tative research method who reject the concept of validity and reliability, the qualitative 
method must still subject to an evaluation when evaluating the validity and reliability of the 
conclusions. The supporters of no validity or reliability mean that the basics of these con-
cepts are of quantitative nature and are therefore not suited for qualitative studies. Evaluat-
ing the validity and reliability of a qualitative study does not mean that the qualitative data 
should subject to quantitative logic. It simply means that the researchers should stay sceptic 
to the quality of the collected data. 
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If the researchers have managed to measure, describe and analyze what they originally in-
tended to do and the result reflects the investigated reality, then the study is considered to 
have a high degree of validity (Bäck & Halvarson, 1992). Validity of a study is also meas-
ured in the extent to which the result is valid in other situations, for example to which de-
gree the result can be generalized (Merriam, 1994). Case studies are based on replication 
logic and not on sample logic. If a pattern is found across the case studies which resemble 
the pattern from similar studies, this provides substantial support for a general proposition. 
(Yin, 1989) According to Lekvall & Wahlbin (1993) validity is evaluated in a subjective way, 
therefore it is not easy to evaluate if the study has a high degree of validity or not. 

According to Svenning (1996) the reliability of a study can be measured in the sense to 
which extent equivalent results can be obtained from replicated studies performed with the 
same research method and purpose. Merriam (1994) states that this poses a problem due to 
the fact that human behaviour is altering rather than static. Through the usage of case study 
protocol and case study database the risk of reliability problem is kept to a minimum. An 
interview guide can be seen as a case study protocol. Notes from the interviews, case study 
results and analysis can be used as a case study database. 

When evaluating the reliability of a study, circumstances present at the time and the validity 
of the interview questions should be taken into consideration. Svensson & Starrin (1996) 
argues that using a qualitative research method implies that the definition of reliability be-
comes somewhat different. This has to do with the fact that answers from the respondent 
are to a high degree affected by their presence of mind during the interview. It is in this 
way validity and reliability is connected when conducting a qualitative study.  

We believe that our sample of companies are both reliable and valid investigation objects 
since they meet our criteria of maturity. Further on we believe that our respondents an-
swers and their mind presence during the interviews has been both reliable and valid. Since 
the respondents only participated out of goodwill and not of any monetary interest, we be-
lieve their answers to be both trustworthy and honest.   

To increase the validity of our thesis we constructed an interview guide that allowed us to 
conduct the interviews in a semi-structured way. Further to increase the validity, we have 
tried to avoid posing biased or leading questions, by phrasing the questions differently and 
used different intonation. Although we have tried to avoid the problems of leading and bi-
ased questions, we are aware that our interview method might have influenced our respon-
dents since our experience within the field of interviewing is rather limited. 

To increase the reliability we used a case study protocol in the form of an interview guide, 
which we believe can be used for replication of the study. We also used case study database 
containing notes from interviews, case study results and analysis. To further increase reli-
ability, we recorded the interview with the help of a minidisc which is a flexible device that 
allowed us to re-record the respondents answer if any miss-understanding had occurred. 
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4 Actors in the study 
This chapter contains a short presentation of the respondents and their respective company. The information 
about the respondents was gathered through interviews while the information regarding the companies were 
retrieved from their respective website.  

4.1 Ericsson  
With over 1000 networks in 140 countries Ericsson is a world leading provider of tele-
communications equipment. Through the joint venture with Sony, the mobile communica-
tions company Sony Ericsson can offer a wide range of mobile devices. Ericsson invest 
heavily in R&D and holds an intellectual property portfolio containing over 16 000 patents 
with an additional 15 000 pending on approval. (Ericsson, 2005)  

Susanne Andersson - Investor Relations Manager, located at Ericsson’s headquarters in 
Stockholm. Andersson joined Ericsson in 1996 at the accounting department and was in 
1998 offered the job as financial manager of LM Ericsson International in Hanoi, Vietnam. 
During the summer of 2002 Andersson returned to Sweden and three years later in Febru-
ary 2005 started working in the department of investor relations. (S. Andersson, personal 
communication, 2005-10-31) 

4.2 Gambro  
Gambro was founded in Lund in 1964 and has today a global leading position in renal care 
products and services, and blood component technology. Gambro has its headquarters in 
Stockholm and employs 11 000 people in 40 different countries. The business is divided 
into three parts: Gambro Renal Products, Gambro Healthcare and Gambro BCT. In total 
they have a turnover of 13.4 billion SEK in 2004, excluding the North American clinics. 
(Gambro, 2005)    

Sophie Monsén - Manager Investor Relations and Business Intelligence. Monsén started 
the carrier in 2004 at Gambro strategic development. During the summer of 2005 Monsén  
joined the investor relations department and is currently working with both investor rela-
tions and business intelligence. (S. Monsén, personal communication, 2005-11-21) 

4.3 KABE  
Kabe is a caravan manufacturer and was founded in 1963. The company has subsidiaries in 
Sweden as well as abroad and employs about 380 people and has an annual turnover of 956 
million SEK. Besides the manufacturing of caravans, one of the subsidiaries Karma is a 
major retailer of leisure accessories with a product portfolio of 7000 different items. Since 
the beginning of the 1980’s Kabe is traded on O-listan at the Stockholm stock exchange. 
(KABE, 2004)          

Lisbeth Johansson - CFO. Joined Kabe in the 1970’s as an office employee while studying 
on the side. After the studies Johansson left Kabe for Tibnor, a subsidiary to SSAB, and 
then moved on a small family business called Rosenqvist Maskin. In 2003 Johansson re-
turned to Kabe and is now the company CFO. (L. Johansson, personal communication, 
2005-11-09) 
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4.4 Sandvik    
Sandvik is a world leading high-technology engineering group with highly processed prod-
ucts and with a unique competence in materials technology. The group has 38 000 employ-
ees and is represented in 130 different countries with headquarter in Sandviken, Sweden. 
Sandvik group consists of five business areas: Sandvik Tooling, Sandvik Mining and Con-
struction, Sandvik Materials Technology, Seco Tools and Group Activities. (Sandvik, 2005)   

Jan Lissåker - Investor Relations Manager. Since 1984, Lissåker has held a number of dif-
ferent positions within Sandvik Tooling e.g. controller, financial manager etc. Lissåker 
joined the investor relations department in 2001. (J. Lissåker, personal communication, 
2005-11-24) 

4.5 Semcon 
Semcon is one of the leading European design and development companies and is cur-
rently represented in 14 different countries. With 1500 employees and an annual sale of 1.3 
billion SEK makes Semcon one of the tenth largest companies in the industry. Semcon fo-
cuses on four industries: Vehicle, Telecom, Medical & LifeScience and Industry. 

Anders Atterling – Contact Investor Relations. In the fall of 1991 Atterling joined Semcon 
as an internal educator in economics. In 1993 Atterling was offered the job as financial 
manager at one of the subsidiaries and stayed there until 2000. In the year 2000 Atterling 
moved on to the position as controller and was in 2002 offered the job as contact for in-
vestor relations. Atterling only works part time (50%) with investor relations as both CFO - 
Bengt Andersson and CEO - Hans Johansson participate in the work. (A. Atterling, per-
sonal communication, 2005-11-01) 

4.6 SKF       
Founded in 1907, SKF is today the leading global supplier of products, customer solutions 
and services in the rolling bearings and seals business. SKF has 100 manufacturing plants 
and 70 sales companies located all over the world. The business of SKF is divided into five 
divisions: Industrial, Automotive, Electrical, Service, and Aero & Steel. (SKF, 2005)      

Marita Björk – Head of Investor Relations. From 1983 to 1999 Björk worked for Volvo 
cars and along the years held many different positions like controller, marketer, investor re-
lations etc. In 1999 Björk was headhunted to SKF to assume the position as head of inves-
tor relations. (M. Björk, personal communication, 2005-11-16)       
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5 Empirical Findings and Analysis 
In this chapter our empirical findings and analysis are presented. The chapter is divided into six parts due 
to six participating companies. Each part starts by presenting the empirical findings that was obtained dur-
ing interviews with the respondents from each company. The empirical findings is then followed by our analy-
sis.  

5.1 Empirical findings of Ericsson 
Purpose of investor relations     

The purpose of investor relations at Ericsson is to communicate a fair and reasonable dis-
closure of information to their investors: evidently the investors have invested their money 
in Ericsson and therefore hold the right to information. Ericsson is not interested in short-
term investors like hedge funds, or as our respondent put it: “…they (Hedge funds) tend to 
favour speculations since they want the stock rate to increase in order to make fast money, 
this is not in Ericsson’s interest we prefer the long-term.” (S. Andersson, personal commu-
nication, 2005-10-31) The investor relations function at Ericsson should not only provide 
financial information, it should provide it in a way that emphasizes the image of Ericsson 
as a trustworthy company. The Ericsson investor relations function should therefore only 
tell the truth, admit and correct faults they have made, all in purpose of creating trust.  

The day-to-day business of investor relations 

Ericsson is a multi-national company and is traded on the Stockholm- and New York stock 
exchange. This puts great pressure on how the company deals with their investor relations. 
In fulfilling their obligations towards its financial community the company has a unique or-
ganizational structure for their investor relations function. At Ericsson there are seven per-
sons employed at the investor relations function, five situated in Stockholm and the other 
two are situated in New York. The top investor relations manger is situated in Stockholm, 
to whom all seven reports directly. This manager does in turn report to the director of in-
formation who is a member of the Ericsson executive board. In fulfilling inquires from in-
stitutional investors, Ericsson has defined three spokespersons, it is the manager, and one 
person in New York as well as our respondent situated in Stockholm. The spokespersons 
are working closely despite the physical distance between them and their main task is to 
serve the institutional investors and stakeholders with the same information at the same 
time. Regarding private investors their needs and inquiries are mainly managed by two 
other members of the investor relations function at Ericsson. The daily tasks handled by 
the Ericsson investor relations are: face-to-face meetings with different investors and 
stakeholders, preparing quarterly, interim and annual reports, informing the market and 
stock exchanges with information, preparing roadshows, etc. The investor relations func-
tion at Ericsson is located in an office environment comprising also their Industry analysts, 
Press-, PR- and Marketing department.    

Investors, information and trust 

The investor relations function at Ericsson distinguishes between investors and stake-
holders, as mentioned before long-term investors is the focal point at Ericsson, however in 
order to reach out to them the stakeholders are considered vital instruments. As the nature 
of investors varies so does the nature of stakeholders, ranging from journalists to analysts. 
The investor relations function at Ericsson have a large audience for the information they 
disclose. The policy for disclosing information at Ericsson is that everyone should receive 
the same information at the same time, independent of their nature as stakeholder or inves-
tor. Further on, the information that they present must be accurate or as our respondent 
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put it “…all information must be truthful, and perhaps we present statistics then our 
sources for this information must be given.” (S. Andersson, personal communication, 
2005-10-31) Although, the information must be presented at the same time for all stake-
holders and investors, our respondent describe a scenario where the level of details in the 
disclosed information vary with the audience. This due to the fact that the knowledge and 
interest in Ericsson vary with investors and stakeholders, e.g. a  private investor may not be 
as interested in the technical aspects as an telecom analysts representing a major bank dur-
ing a face-to-face meeting.  

5.2 Analysis of Ericsson 

5.2.1 Strategy – winning investor mind share 
Segmentation 

The investor relations function at Ericsson segment their stakeholders in two major 
groups, it is their investors and other financial stakeholders. In the investor group, both 
private and institutional stockholders are included as well as potential investors. To the fi-
nancial stakeholder group Ericsson consider all stakeholders who are interested in the com-
pany on the behalf of present and potential investors.  

Targeting    

The investor relations function at Ericsson exists in order to provide its investors with in-
formation regarding the company. The segmentation regarding Ericsson’s investors does 
however include several subgroups, as we see it Ericsson has chosen to target the institu-
tional investors much more than the private investors. Which is possible to derive from the 
following statement made by our respondent “As we work, it is mostly towards the institu-
tional investors like banks.” (S. Andersson, personal communication, 2005-10-31) The rea-
son for this is probably based on that the segment is large enough and hold the preferred 
properties, and combined with Ericsson organizational capabilities and structure it may 
very well serve as a optimal targeting strategy. Which is in accordance with Kotler et al. 
(2004) description on how targeting should be founded.     

Positioning 

It is possible to derive that the management team behind the investor relations function at 
Ericsson deliberately has chosen to position Ericsson as a trustworthy company. The in-
formation that they disclose must be trustworthy and based on clear facts, or as our re-
spondent put it: “…we want to attract investors to invest in Ericsson. However it is only 
possible through communicating information based on facts…if we state something about 
a possible evolvement, and then perceive it will not evolve as we said, then we go out and 
change it.” (S. Andersson, personal communication, 2005-10-31) 

5.2.2 Tactic - winning investor market share 
Differentiation 

Ericsson does not believe they are competing with other companies’ investor relation func-
tions, however they want to attract investors to invest money in Ericsson by disclosing in-
formation and create awareness. According to our respondent they are well aware of the 
power of the information they disclose and therefore have chosen their positioning, and as 
we see it, differentiated themselves. According to Kotler et al. (2004) much will be won for 
a company if it succeed in supporting its positioning with accurate differentiation. Erics-
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son’s positioning with only presenting information that is accurate and trustworthy has led 
to that they do not comment on speculations or talk about the future. Instead they have 
chosen to talk about their future beliefs about their industry, consumer consumption pat-
terns and operators so that it is then up to the investors and stakeholders to make up their 
own mind. “…we discuss very much the future, it can be our thoughts regarding technolo-
gies, operators and how the consumers use the telephones.” (S. Andersson, personal com-
munication, 2005-10-31) 

Marketing Mix 

Ericsson’s investor relations function does not see that they are selling a consumption 
product, rather providing a service towards their investors that adds value to the investors’ 
ownership of Ericsson shares.  According to Kotler et al. (2004) it is the responsibility of a 
company to make its offer accessible for the investor. In the case with Ericsson the inves-
tor relations function delivers their service through several channels to its investors, among 
many things they continuously update their website, attends telecom trade fairs, presents 
quarterly as well as annual reports, and devotes time for face-to-face meetings. Although 
the product in the final end is company stock it was emphasized that Ericsson do not try to 
affect the stock price for short-term purposes, or as our respondent put it “…we do noth-
ing to influence the stock price, it is out of our hands so we never do anything like that.” 
(S. Andersson, personal communication, 2005-10-31) In order to create awareness and in-
terest among its investors, Ericsson’s investor relations often adapt the detail level of the 
information depending on the audience, bring in experts to face-to-face meetings or per-
haps take the chance to promote a new technology or venture. In categorizing the market-
ing mix of the investor relations at Ericsson its possible to see that they implement what 
Kotler et al. (2004) denominates as a creative approach.   

Selling   

According to Kotler et al. (2004) selling is about integrating the investors with the company 
through ownership of its stock and preferably long-term. At Ericsson the relationships 
with present investors are prioritized and should be nurtured by its investor relations func-
tion. It seems like the belief at Ericsson is that by providing a trustworthy disclosure of in-
formation it will be possible to attract and maintain the necessary investors. Kotler et al. 
(2004) state that effective and efficient selling must be supported by: proper sales planning, 
proper service and relationship management. This seems to be in accordance with the or-
ganization implemented at Ericsson, since they have defined responsibilities regarding in-
vestors and stakeholders, focuses mainly on serving the present investors and continuously 
works with a long-term focus. The fact that investor relations at Ericsson do devote time 
to face-to-face meetings with investors and stakeholders, stress their efforts of selling. At 
Ericsson these meetings are not only considered as valuable for the investor, rather they 
see mutual benefits whereas Ericsson can gain information about competitors and the in-
dustry. This is in accordance with what Johansson (1998) argues for as a win-win situation 
between a company and its stakeholders.  

5.2.3 Value – winning investors heart share 
Brand 

Due to the nature of Ericsson as a company it can be argued that they have a strong brand. 
According to Kotler et al. (2004) when managing a strong brand the main concern should 
be on maintaining good relationships with its investors. This is what Ericsson attempts to 
maintain through only disclosing trustworthy information and not comment on specula-
tions, further on Ericsson focuses on superior functional and emotional benefits for its in-
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vestors by providing excellent service. E.g. Ericsson has a policy for always disclosing in-
formation that might affect the stock price before the stock exchange opens, both in pur-
pose of facilitating for investors but also reducing speculations and rumours. Ericsson do 
not consider investor relations as a deliberate strategy for promoting the company brand, 
however its in Ericsson’s interest according to our respondent that the information sur-
rounding the company is accurate and truthful since “…its not only our investors who col-
lects the information, it is also some of our customers like operators.” (S. Andersson, per-
sonal communication, 2005-10-31) 

Service   

As mentioned above, Ericsson attempts to provide its investors with excellent service re-
garding their information disclosure, so that the investor will continue to appreciate its in-
vestment in Ericsson. The disclosure process and its services implemented by Ericsson for 
its investors, assessed with the five criteria’s presented by Zeithaml et al. (1990), do show a 
strong service mentality in the investor relations function at Ericsson. Among many things 
Ericsson has defined responsibilities, routines and are responsive to inquires made by 
stakeholders to the extent its possible to answer. Further on Ericsson brings in expertise 
knowledge from its organization to individual face-to-face meetings when the knowledge 
possessed by the investor relations team is not enough in a certain area. 

Process    

As it is possible to derive from the previous presented elements, Ericsson to a distinctive 
degree implement working methods similar to what the model for attracting investors pre-
sented by Kotler et al. (2004) express. In our view Ericsson implement some methods 
more deliberate than others. For the process of investor relations at Ericsson it is clear that 
it has been influenced by the organizational nature of the company, however it is possible 
to see that it follows a distinct pattern where the initial positioning constitutes the major 
part.  

5.2.4 Relationship marketing         
As it is emphasized by Ericsson, they are not interested of short-term investors and it is vi-
able that their work with investor relations is done with long-term focus. Ericsson and its 
investor relations function have clearly perceived the importance of long-term relationships 
and works deliberately in nurturing them. Further on, the relationships are considered as 
possible win-win situation from where benefits can be derived for both Ericsson as com-
pany and for the investors/stakeholders. Relating this to theory, it is possible to see that it 
is in accordance with Tuominen (1995b) description of investor relations as a management 
activity used for identifying, establishing, nurturing and enhancing long-term win-win rela-
tions to investors/stakeholders. It is also in accordance with Gummesson (2000) view on 
relationship marketing as long-term cooperation and win-win situations.  

According to Gummesson (2002) intimacy and trust is something that is important and 
which can only be achieved through several transactions over long-term. As for Ericsson 
they have face-to-face meetings where they are able to explain more in detail for their in-
vestors, whereas meeting several times with the same investors will create a common his-
tory and in that sense trust and intimacy.  

As described in the empirical findings, Ericsson’s investor relations function is located in 
connection to their Press, PR, and Marketing departments whereas the distance for infor-
mation to flow will be shorter and in turn the service to its investors or stakeholders can 
benefit. According to our respondent this allows Ericsson to be able to uniform their in-
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formation flow and possibly promote certain non investor relations issues in order to cre-
ate interest and awareness among its investors and stakeholders. A scenario described by 
Fridson (1998) as more and more common where investor relations not only deal with dis-
closing financial information but also promotes the company.  

5.3 Empirical findings of Gambro 
Purpose of investor relations 

The purpose of Gambro’s investor relations function is to provide investors and stake-
holders with different kinds of information regarding the company. Disclosing accurate in-
formation is the fundamental building block for the creation of trust and thereby long term 
relationships with investors. Besides the official tasks of disclosing information, Gambro 
has defined that their investor relations should act as a means to get people to notice and 
become friendly towards the company. This extra activity is not considered to be a com-
plement, but rather a component in the Gambro brand. Gambro also uses their investor 
relations as a value-indicator, indicating how well other functions within the company 
work. The use of investor relations as a value-indicator is done in the sense that if the in-
vestor relations function correctly and quickly answers questions, it implies that the organi-
zation is speedy and flexible. “A well functioning investor relations department provides a 
good and trustworthy image of the company.” (S. Monsén, personal communication, 2005-
11-21)    

The day-to-day business of investor relations 

There are four employees within the investor relations department, three located at head-
quarters in Stockholm and one in the United States. Located in Stockholm are: the director 
of investor relations, the manager of investor relations & business intelligence and an in-
vestor relations assistant. In the United States it is the president of Gambro Inc. who also 
manages the investor relations. The director of investor relations reports to the CFO and is 
not a part of the executive board. The day to day business of the investor relations function 
consists of meetings with investors and analysts, providing the market with information, 
preparing quarterly reports, preparing for roadshows etc. 

Investors, information and trust 

From Gambros point of view, a stakeholder is not the same as an investor. Stakeholders 
range from customers and personnel to media and suppliers as oppose to an investor who 
is more or less someone who owns or who is a potential owner of Gambro stocks. To at-
tract the desired investors Gambro tries to encourage sell-side analysts to promote them, 
they also have continuous roadshows, investor and face-to-face meetings. When investors 
meet face-to-face with the investor relations department, the representatives has tailored 
the information so it will suit the investor in question. Although every investor get the 
same information, it is presented differently depending on the type of investor and their 
knowledge within the area. E.g. Institutional investors are briefed on a more advanced level 
than the small private investors. When the investor relations function meets face-to-face 
with investors and analysts it is not only the investor or analyst who benefits from the 
meeting. These types of meetings are good opportunities for Gambro not only to build re-
lationships and trust, but also to gain knowledge of analysts view on the company and its 
competitors. Gambro creates trust in their relationship with investors and the overall mar-
ket by being transparent. This means that Gambro always disclose clear, structured and ac-
curate information in all types of media, both verbal and printed. 
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5.4 Analysis of Gambro  

5.4.1 Strategy – winning investor mind share 
Segmentation 

Although Gambro claims not to segment market and make differences between investors, 
the reality tells a different story. It is true that they do not make differences between inves-
tor, but they do however segment the market by static attributes. According to Kotler et al. 
(2004) static attribute segmentation implies segmentation due to similar characteristics but 
which does not reflect investment behavior, e.g. geographical or demographical. “…we 
have different strategies for investor relations where we e.g. want to have more American 
investors. Then we might also focus on different groups of investors but that is more about 
geographical location than type of investor.” (S. Monsén, personal communication, 2005-
11-21)  

Targeting       

In order to target the type of investors that Gambro find interesting they have different 
roadshows and investor conferences. Either Gambro attend conferences like the Goldman 
Sachs healthcare conference or setup their own conferences. These types of conferences 
are good opportunities to attract and target investor based on Gambros current competi-
tive advantages within their line of competences. This type of targeting strategy is in align-
ment with the Kotler et al. (2004) description of targeting strategy which is that, targeting 
strategy is based on the company’s competitive advantage and that the target segment is 
based on the current competitive situation.  

Positioning 

According to Kotler et al. (2004) positioning the company in the mind of the investor is a 
matter of providing trustworthiness, confidence and competence. The matter of confi-
dence and competence that Gambro shows towards investor are described in the previous 
section of targeting. When it comes to creating trust, Gambro has both written and unwrit-
ten rules of how to provide trustworthiness towards investors and the market in general.  

The official policy regarding information disclosure is that all information should be in 
printed form before passing it on in verbal form. By being as structured, clear and trans-
parent as possible and not withholding any negative information regarding the company, 
Gambro provides trustworthiness towards both current and potential investors. To further 
provide trustworthiness Gambro sometimes utilize a Q&A (question and answer) session 
during meetings when they anticipates sensitive questions from investors. The point of 
Q&A sessions is so the investor relations personnel can be prepared for sensitive questions 
and know how and what to answer. To be prepared implies, that the chance of answers 
that can be misinterpreted are kept to a minimum and that it is easier for Gambro personal 
to give more unified answers. These measures are good examples of creating trustworthi-
ness towards the investors and market in general.   
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5.4.2 Tactic - winning investor market share 
Differentiation 

Gambro tries to differentiate themselves, in their quest of winning investor market share, 
by providing the market with more information regarding the company than they are re-
quired to do. This type of differentiation is in alignment with the view of Kotler et al. 
(2004) who states that, in order to win market shares companies must differentiate them-
selves from competitors.  

Marketing Mix 

Gambro uses the type of marketing mix called creative. A creative marketing mix can,      
according to Kotler et al. (2004) be seen as the creation of a marketing strategy, marketing 
tactic and value.  When providing the market with information e.g. quarterly reports Gam-
bro uses the service of Hugin whom quickly spreads the news to all major newspapers and 
news stations world-wide. Besides Hugin, Gambro posts all type of company information 
on their website. Press releases are also a common way for Gambro to communicate in-
formation. These different ways of disclosing company information are good examples of 
the element place which is one of four elements constituting the marketing mix. According 
to Kotler et al. (2004) place is the element where investors are able to search for the right 
product and company.  

Gambro partly promotes themselves via face-to-face meetings. It is often the investor or 
potential investors who take the initiative to meetings of this kind, but sometimes it is 
Gambro who initiates the meetings. The purpose of face-to-face meetings from Gambros 
point of view is to enable investors to get more profound answers then they are likely to 
get from general company presentation. The face-to-face meetings are good examples of 
Kotler et al. (2004) view on the element of promotion which is, activities performed by the 
company in order to raise awareness and interest from target investors.             

Selling   

Gambros investor relations function is of the opinion that the products they are selling are 
stocks and not consumption products. Although they present the Gambro product pipeline 
to investors, the investor relations function maintain that the product they are selling are 
Gambro stock. This opinion concurs with the belief of Kotler et al. (2004) whom state 
that, the product that the company is offering is its business fundamentals which are repre-
sented by its financial products. Gambros aim when it comes to investors are to build long-
term relationships. Gambro build long-term relationships with investors by such actions as 
e.g. creating trust from accurate information (positioning), providing proper service (ser-
vice) and relationship management (relationship marketing). The way Gambro creates 
long-term relationships are in alignment with Kotler et al. (2004) view that, selling implies 
the creation of long-term relationship with investors in order to integrate them with the 
company. 

5.4.3 Value – winning investors heart share 
Brand 

Gambro looks at their investor relations as a component in the brand. Investor relations 
has the responsibility to create an understanding of the company and to get investors inter-
ested in the Gambro brand. Though the aim is to get investors interested in the brand, 
Gambro clearly points out that their main objective is to create trust towards investors and 
not to push the stock. The way Gambro creates brand awareness, brand association and 
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brand loyalty is in alignment with the view of Kotler et al. (2004) which is that, an impor-
tant dimension in building a brand that will generate brand equity is brand awareness, 
brand association, perceived quality and brand loyalty.  

Service   

Gambro performs several activities that are in alignment with the view of Kotler et al. 
(2004) that companies need to perform activities that will add value to the investor by in-
creasing the functional and emotional benefits of the product. Gambro performs value 
adding activities in the form of roadshows, face-to-face meetings and meetings with differ-
ent groups of private investors. To further enhance the service the CFO or the different 
business area managers sometimes attend these types of meetings. Gambro also perform a 
service towards their investors in the sense that they disclose continuous information up-
dates regarding the company. 

Process     

According to Kotler et al. (2004) the process is the actual implementation of all previous 
presented and described elements. Process is about attracting, maintaining and managing 
investors. Looking at the previous eight presented elements it is clear that Gambro use 
each of these elements and that they together constitute a framework for attracting, main-
taining and managing investors.  

5.4.4 Relationship marketing         
Gambro uses relationship marketing in several ways. They use it in a way that concur with 
the definition presented by Gummesson (2002) where he defines relationship marketing as: 
marketing that holds relations, networks and interaction in focus. At the same time, Gam-
bro use relationship marketing in a sense that concur with the view of Kotler et al. (2002) 
where they state that, relationship marketing requires all departments and functions to be 
involved in the work with marketing as a unified team in order to serve the customers and 
stakeholders. Gambro works in alignment with the previous mentioned view of Kotler et 
al. (2002) in the sense that different departments work with marketing as a unified team. 
There exist close cooperation between the investor relations function and the department 
of communication and information. Press releases, quarterly reports and to some extent 
annual reports are examples where these departments work with marketing as a unified 
team.  

5.5 Empirical findings of KABE 
Purpose of investor relations 

The purpose of investor relations at Kabe is to provide the financial community with in-
formation that is in accordance with current stock exchange rules. The company does not 
disclose more information than what is expected. The main reason for this is that Kabe is 
owned to approximately 70% by the family Blomqvist, and they wish to continue to pos-
sess control over the company. "...The family wants to posses the control over decisions 
for the company" (L. Johansson, personal communication, 2005-11-09) Kabe appreciate 
small private investors and whereas they try to satisfy their needs, by doing so Kabe hopes 
to give interest for the stock as well as facilitating a true valuation. Kabe considers their in-
vestor relations as a possibility to promote their products and create awareness of its busi-
ness, however Kabe do not believe they are using investor relations in order to strengthen 
their brand.
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The day-to-day business of investor relations 

Due to the nature of Kabe as a company, mainly owned by one family it is the CFO that is 
responsible for managing investor relations, however it is the CEO that is the main 
spokesperson for the company. Although, the founder and former CEO and whom cur-
rently is the chairman also act as an spokesperson for the company. "...Kurt the founder 
has more or less free option." (L. Johansson, personal communication, 2005-11-09) It is 
the CFO who makes sure that all necessary material is produced and mediated, in very 
much serves the spokespersons with material. Besides producing press-releases, quarterly 
reports, annual reports Kabe attend face-to-face meetings with investors and stakeholders. 
All contacts with institutional investors and stakeholders like analysts, trade journalists and 
so on are managed by the CEO. The CEO and also the chairman do attend small private 
investor meetings. Kabe arrange visits for private investors at headquarter and manufactur-
ing plant in Tenhult, at this meetings it is the CFO and possibly a marketer who are the 
hosts. However it is not Kabe that takes the initiative to face-to-face meetings, in most 
cases its the external parties that makes inquiries.  

Investors, information and trust 

Because of the unique ownership structure in Kabe there is only 30% of its shares that are 
available on the market, and out of these 30% the majority is owned by private investors. 
In fact, Kabe only has one institutional investor (1,8%) and who's main reason for its own-
ership is a personal relationship between its CEO and Kabe's CEO. This institutional in-
vestor holds a seat in the executive board of the company. Kabe do not see any reason for 
changing their ownership structure, they prefer small private investors since they in many 
cases also are owners and users of Kabe's products. But mainly it is because the Blomqvist 
family then can continue to own the majority of its shares and not lose control. Regarding 
the information Kabe disclose the policy is that it can only be accurate "Everything should 
be correct, its the truth we shall say and that is how one can create trust." (L. Johansson, 
personal communication, 2005-11-09) Kabe also emphasizes that the disclosed information 
must be on time and the same for all actors. However the content of a unique face-to-face 
meeting do vary with the type of investor and stakeholder.  

5.6 Analysis of KABE 

5.6.1 Strategy – winning investor mind share 
Segmentation 

According to Kotler et al. (2004) all marketing should be based on segmentation in order to 
become successful and effective. Kabe do not actively look for investors since the com-
pany to 70% is owned by one family, and this family wants to remain the control. However 
it is possible to say that Kabe have segmented the market towards private investors and not 
institutional investors, in fact they only have one major institutional investor. Kotler et al. 
(2004) has defined two segmentation approaches, static and dynamic attributes. The seg-
mentation approach at Kabe should be seen as a mixture of them both, static in the sense 
that they focus private investors but also dynamic since they prefer private investors who 
not only have invested money into the company  but also own and use Kabe products.  

Targeting  

Due to the unique owner structure in Kabe their targeting is somewhat different compared 
to the other traded companies in our sample. Targeting described by Kotler et al. (2004) 
has the purpose of finding the best alternatives in the targeted segments. It seems as if 
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Kabe has distinguished that the best alternatives as investors in the private investor group 
are those that also are interested in buying and owning a product from Kabe. 

Positioning 

Kabe attempts to position their offer in the mind of their investors, which is inline with 
Kotler et al. (2004) definition of positioning, as a family owned company that encourages 
intimate relationships with its private investors both through its physical products but also 
through ownership in the company.   

5.6.2 Tactic - winning investor market share 
Differentiation 

According to Kotler et al. (2004) is it important that the positioning will be supported by 
good differentiation. Kabe do not disclose more information regarding the company than 
what is expected, probably because this kind of information is more suitable for an institu-
tional investor than a private investor. Instead Kabe differentiate through arranging visits 
for its private investors at the company facilities in Tenhult, as well as that the CEO and 
chairman attend private investor meetings.   

Marketing Mix 

Kabe uses their investor relations in additional purposes rather than only for disclosing in-
formation, this creates some difficulties in analyzing it with Kotler et al. (2004) categories: 
destructive, me-too and creative. In terms of disclosing information Kabe implements what 
Kotler et al. (2004) denominates me-too, since Kabe only disclose information that they are 
required to disclose and nothing extra. However, due to Kabe’s target group of private in-
vestors and the activities they perform for these investors it can be argued that Kabe im-
plements a creative type. The product that the investor relations that Kabe support is partly 
its stock but also its product portfolio since they try to promote their products at meetings 
with private investors. Kabe try to attract private investors at face-to-face meetings during 
company visits, reports, press releases and through news agencies. Kabe wants that their 
stock gets a fair valuation. 

Selling   

According to Kotler et al. (2004) is long-term focus favourable when handling investor re-
lations, since investing money implies integration of the investor and the company. Only 
30% of Kabe shares are available on the market, and the majority of those are in the hands 
of private investors. Kabe attempts to create relationships with these investors through in-
viting them to their office and manufacturing plant in Tenhult, besides this their CEO and 
chairman attend private investor meetings where the stockholders can ask questions, etc. 
According to our respondent do the private investors continue to be investors over long-
term, and it seems that most of them own Kabe products (L. Johansson, personal commu-
nication, 2005-11-09). In our view this shows that there is intimacy and long-term focus in 
the relationship.  

5.6.3 Value – winning investors heart share 
Brand 

Kabe attempts to create brand awareness and brand association through several activities, 
e.g. they include promotion of certain products in connection with investor relation activi-
ties. Kabe seem to have achieved brand association in the mind of their private investors, 
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since many of them not only have invested money in the company, they are also users and 
owners of their product. The perceived quality is considered important at Kabe, as our re-
spondent put it “…it happens, with time in-between, that there are private investors also 
owners of our products that calls with input.” (L. Johansson, personal communication, 
2005-11-09) This shows that Kabe not only create value for their investors, but also receive 
valuable information from them. Further on as we see it, a private investor that not only 
invests their money but also owns the company’s products and is thoroughly interested in 
improving its product over long time shows great brand loyalty.  

Service  

According to Kotler et al. (2004) a company should always support its investors with ser-
vice that add value to the investor by improving its functional and emotional benefits. 
Kabe do not perform additional activities than what is expected from them, regarding dis-
closure of information. However Kabe do appreciate private investors and tries to add 
value to their ownership in Kabe through participation of the CEO and chairman at private 
investor meetings, and also in receiving them at their office and manufacturing plant. As 
our respondent put it “It is the CEO that deals with face-to-face meetings and he has 
probably one per week…especially the private investor association is very active, and there 
has our CEO and chairman been out on different meetings and we do receive groups here 
for a presentation of our factory and going through figures…it occurs more and more fre-
quently.” (L. Johansson, personal communication, 2005-11-09)  

Process     

There are three objectives in managing the process effectively: to acquire investors with 
good reputations, proven investing capabilities and with long-term vision, to keep the cost 
for attracting this type of investor as low as possible and finally to get the funds as fast as 
possible (Kotler et al., 2004). Due to the fact that the Blomqvist family does not want to 
loose control of the company they do not seek to attract large investors e.g. institutional, 
rather they like having many private investors with long-term focus. In order to keep the 
cost as low as possible Kabe do not perform any additional services regarding their disclo-
sure, instead they spend resources on interaction with their private investors. Since Kabe is 
not in need for capital they do not operate in order to receive the funds immediately in-
stead they are able to create a long-term relationship with their private investors for long-
term success. 

5.6.4 Relationship marketing       
According to Stone & Woodcock (1995) does relationship marketing provide a framework 
from within all marketing activities in the company can be managed, to win, retain and de-
velop clients. At Kabe the targeting towards private investors who are owners of Kabe 
products indicates that a relationship exists with great intimacy between Kabe and its inves-
tor/client. Both Gummesson (2002) and Tuominen (1995b) stresses the importance of cre-
ating relationships that are based on win-win situations for long-term success. Kabe clearly 
attempt to create this type of relationship through their integration with private investors. 
The private investors are in many cases both owners and users of Kabe products and as 
well stockholders of Kabe whereas they are able to give input regarding both product per-
ception as well as input regarding their ownership in Kabe. As for the major owners of 
Kabe, the Blomqvist family they are able to continue to hold the control over the company.  

Christopher et al. (1991) has defined a ladder of loyalty, defining in which step Kabe is 
situated is difficult however as we see it Kabe hold relationships with their investor that in-
dicates great loyalty. E.g. the only institutional investor that Kabe has depends on a per-
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sonal relationship between that company’s CEO and Kabe’s CEO. As for the private in-
vestors it seems as if they are genuinely interested in the company’s success, indicated by 
giving input regarding both their ownership in Kabe as well as regarding their product 
portfolio as users.  

5.7 Empirical findings of Sandvik 
Purpose of investor relations  

The purpose of Sandviks investor relations is to disclose clear, accurate and updated in-
formation regarding the company. Sandvik views their investor relations function as a 
channel that handles information and communication with analysts, investors, potential in-
vestors and financial media. When informing these external groups, it is the investor rela-
tions function’s responsibility to ensure that Sandvik follows the stock market rules regard-
ing information disclosure. Sandvik also has an informal mission with their investor rela-
tions function. This is to gain input through interaction with external actors and to utilize 
this knowledge in different purposes. The type of knowledge that Sandvik can gain through 
interaction with external parts is e.g. an increased understanding why the market values the 
company in the way it does. Sandvik can then use the knowledge to improve their analysis 
work. “Our mission is not to push or promote the stock, our mission is to provide the en-
tire market with correct information regarding the company.” (J. Lissåker, personal com-
munication, 2005-11-24).  

The day-to-day business of investor relations 

The investor relations manager is not a part of the executive board and reports directly to 
the CFO. Although the investor relations manager is not a member of the executive board 
there exist strong ties between them. The day-to-day business often consists of explaining 
e.g. the latest quarterly report and to handle questions from stakeholders who want to meet 
with Sandvik. A normal week at Sandvik is rather reactive since it is more or less the only 
channel into the company. Seen over a longer period of time there are much investor rela-
tions work that are proactive e.g. quarterly reports, roadshows, capital market days etc.  

Investors, information and trust 

Sandvik view their investors as one of many stakeholders. A stakeholder can be everything 
from employees to customers. Investors are those who buy Sandvik stocks and who be-
lieves it to be a good investment. To attract the desired investors Sandvik has continuous 
roadshows where they actively seek and tries to meet with large institutional investors. 
They also attract the desired investors via investor- and face-to-face meetings. These types 
of meetings are good opportunities for Sandvik not only to build relationships and trust, 
but also to gain knowledge on competitors and to get feedback on how the market per-
ceives the presented information. 

Sandvik does not make differences between small and large investors when it comes to the 
information they disclose. They do however make differences in how they inform the dif-
ferent investors. Analysts, financial media and investors receive their information in the 
same way and in a similar package. The only group that receives information in a different 
way is the group of small private investors. Important to point out is that although the 
small private investors are briefed in a different manner the content of information is still 
the same as towards analysts, financial media and investors. To create trust toward inves-
tors and the market in general Sandvik has appointed a number of spokespersons, who are 
allowed to speak on behalf of the company. To further create trust for presented informa-
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tion, Sandvik has defined that investor relations is the only channel in to the company 
where investors can turn with different types of questions. 

5.8 Analysis of Sandvik   

5.8.1 Strategy – winning investor mind share 
Segmentation 

Sandvik express that they segment the market into four parts and that all are equally impor-
tant. A closer look at this image reveals that the four parts are not equally important and 
that the main efforts are guided towards the institutional investor and the sell-side analysts. 
The two less important segments are small private investors and financial media. This 
choice of important segment are best explained by a quotation from Lissåker “The institu-
tional investors own the majority of our shares and what they do affect the stock price sig-
nificantly more then the actions of small private investors, the analysts are important for 
the same reason.”  (J. Lissåker, personal communication, 2005-11-24) It is clear that Sand-
vik has segmented the market with dynamic attributes. This way of segmenting the market 
with dynamic attributes concurs with the view of Kotler et al. (2004) that states: dynamic 
attribute segmentation includes human characteristics that directly influence investment de-
cisions e.g. psychographic and behavioural variables.  

Targeting  

To attract and target the desired investors Sandvik has continuous proactive activities like 
roadshows and capital market days. When Sandvik releases a quarterly report they often in-
vite investors and analysts to join them at Opera-terrassen in Stockholm. When Sandvik 
holds capital market days they invite all larger stakeholders such as large investors, analysts 
and financial media. These activities are good opportunities to attract and target investor 
based on Sandviks current competitive advantages within their area of competence. This 
type of targeting strategy concurs well with Kotler et al. (2004) view of targeting strategy 
which is: that targeting strategy is based on the company’s competitive advantage and that 
the target segment is based on the current competitive situation.  

Positioning      

Positioning a company in the mind of the investor is a matter of providing trustworthiness, 
confidence and competence (Kotler et al., 2004). The matter of confidence and compe-
tence that Sandvik shows towards investor are described in the previous section of target-
ing. Regarding trustworthiness Sandvik has defined rules that applies when it comes to dis-
closure of company information, both internally and externally. Besides the appointed 
spokespersons it is mainly the head of investor relations, the director of information, the 
CFO and CEO who are allowed to represent the company. Those persons who are allowed 
to talk about things that might affect the stock price are always well updated and trained to 
answer these types of questions without leaving room for misinterpretations. Sandvik uses 
all of these measures to provide investors and the market in general with trustworthy in-
formation.    

5.8.2 Tactic - winning investor market share 
Differentiation 

In the quest of winning investor market share, Sandvik discloses clear and structured in-
formation, preferably more clear and structured then expected. This type of differentiation 



 

 36

concurs with the view of Kotler et al. (2004) that states: in order to win market shares 
companies must differentiate themselves from competitors.  

 Marketing Mix 

Sandvik uses different types of media to disclose information. Besides the company paper, 
Sandvik uses media such as newspapers, internet and to some extent TV. Besides the fi-
nancial information presented in newspapers Sandvik also posts different types of ads in 
the paper as a way to attract attention and mediate the company profile. Sandvik use the 
internet mainly for two purposes when it comes to providing information. One is to post 
information on their website, and second to instantly and directly send information without 
delay to stockholders and analysts. These different ways of disclosing information are good 
examples of the element place that is described by Kotler et al. (2004) as the element where 
investors are able to search for the right product and company.  

Sandvik uses several different ways to promote themselves, two ways are face-to-face meet-
ings and capital market days. The face-to-face meetings are initiated both by investors or 
analysts and by Sandvik. The purpose with these types of meetings are to answer questions 
and to provide the investor or analyst with a deeper and more profound understanding of 
the company. The use of face-to-face meetings and capital market days for promotion is 
well in alignment with the Kotler et al. (2004) view on the element of promotion which is, 
activities performed by the company in order to raise awareness and interest from target 
investors.             

Selling   

It is only long-term relationships that are of interest to Sandvik when it comes to investors. 
This is achieved by such actions as e.g. creating trustworthiness by disclosing clear and 
structured information (positioning), providing proper service and integration (service) and 
by relationship management (relationship marketing). The way Sandvik creates and builds 
their long-term relationships concurs well with the view of Kotler et al. (2004) that selling 
implies the creation of long-term relationship with investors in order to integrate them with 
the company. 

5.8.3 Value – winning investors heart share 
Brand 

Sandvik use their brand in many different ways to create brand awareness. One method 
Sandvik use is when the investor relations function meet with potential investors to present 
the company. These presentations are done in such manner that the investors should be-
come positive towards the company and its brand. Even though the objective is to get in-
vestors interested in the brand, Sandvik clearly points out that their main objective is to 
give investors a clear and accurate image of the company and not to provide a fake or in-
flated image. As possible to see, Sandvik implements methods that concurs well with the 
view of Kotler et al. (2004) for how to create brand awareness, brand association and brand 
loyalty that in the end result in brand equity.   

Service   

Value adding activities towards investors are performed by Sandvik mainly in the sense of 
face-to-face meetings, roadshows and capital market days. To further enhance the value 
and thereby the service, the CFO and CEO sometimes participates during face-to-face 
meetings. Another service provided by Sandvik, is the way they adapt their information 
disclosure depending on the type of investor. This simply means that all investors get the 
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same information: where it is only the level of detail that varies. All these value adding ac-
tivities are good examples of the Kotler et al. (2004) view that companies need to perform 
activities that will add value to the investor by increasing the functional and emotional 
benefits of the product 

Process     

The eight previous presented elements are clearly used by Sandvik and together they con-
stitute a framework for attracting, maintaining and managing investors. The process is ac-
cording to Kotler et al. (2004) the actual implementation of all previous presented and de-
scribed elements. 

5.8.4 Relationship marketing         
From the previously presented model of Kotler et al. (2004) it can be understood that 
Sandvik holds relations, networks and interaction in focus when attracting, maintaining and 
managing investors. In order to provide the market with unified information there exist 
close relationship between the department of information and the department of investor 
relations. This means that they can influence each other, and work as a unified team to 
achieve unified information. The Sandvik way of working with uniform teams in their rela-
tionship marketing concurs well with Stone and Woodcock (1995) when they state that: re-
lationship marketing should not only be considered a part of marketing. Instead it should 
pervade the whole organization since the message the organization send out needs to be 
uniform when addressing stakeholders.          

5.9 Empirical findings of Semcon 
Purpose of investor relations  

At Semcon there is both an internal as well as an external purpose with their investor rela-
tions function. The first purpose is to handle the information flow to the financial commu-
nity regarding the company and its business, making sure that all stakeholders independent 
of nature receives the same information at the same time in accordance with current laws. 
Semcon believes that the disclosed information should be enough, since the stakeholder 
should be able to find more in it than expected and therefore consider it good. The second 
purpose that Semcon have with their investor relations is to serve as a communication 
bridge between management and present- as well as potential employees, whereas they put 
in much internal information in their material. This since Semcon in most part is a consul-
tancy firm “It means that people must get a feeling of which company they work for and 
therefore we have had much information to share with our employees.” (A. Atterling, per-
sonal communication, 2005-11-01) Semcon believe that there is a relation between good 
investor relations and a strong brand, and consider it important that their employees are 
well informed since they are part of the brand. In fact, “…at the release of each quarterly 
report we arrange large staff meetings in all our 20 offices throughout Sweden.” (A. Atter-
ling, personal communication, 2005-11-01) 

The day-to-day business of investor relations 

The organizational structure of investor relations at Semcon is not very extensive, in total it 
is constituted by the CEO, the CFO as well as the investor relation manager. Semcon has 
structured them so that the CEO and CFO are spokesperson for the company while it is 
the investor relations manager’s task to support them with material and information. The 
investor relations manager post is only for 50% and in order to produce all material and in-
formation the manager work intimately with the information department at Semcon. The 
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investor relations manager is not a member in Semcon’s executive board. Besides the 
common task of compiling quarterly and annual reports, send out press releases, devoting 
time to face-to-face meetings, the investor relations manager at Semcon participates in the 
production of Semcon’s weekly newsletter, the Semconiten (house magazine) and in the 
production of a brochure called Future which targets Semcon’s clients. At a typical face-to-
face meeting the investor relations manager and either the CEO or CFO attends, and per-
haps some business area manager. 

Investors, information and trust 

Semcon was listed on the Stockholm stock exchange as late as in 1997 and prior to that 
Semcon was owned by a venture capital firm with a short-term investment horizon. There-
fore Semcon’s owner structure today is mainly constituted by institutional investors due to 
that the venture capital firm only has been interesting to sell their stock in large volumes. 
However there are private investors that own stock in Semcon but they only constitute a 
small share. Nowadays Semcon prefer investors with long-term ambitions with their own-
ership. In managing the disclosure of information Semcon has defined both an informa-
tion- and investor relations policy. The information can only be mediated through certain 
spokespersons, in overall it is the CEO and CFO but also allowed to talk to media is the 
information manager and some business area managers. However the policy is that they are 
only allowed to mediate information regarding their own business area, whereas disclosure 
of information that can be translated as holistic information for Semcon is not allowed. 
Semcon attempts to create trust through working intimate with both investors and stake-
holders serving them with information, often it take the form of face-to-face meetings 
where the information can be presented more in detail, but Semcon emphasizes that no 
additional information is disclosed that can influence the stock price.  In creating trust for 
the information, Semcon base it on core facts, or as our respondent put it: “…the advan-
tage is that the information we disclose is relevant. It’s not possible to go out with some-
thing that’s not true…in the investor relations function you must always be able to go 
down to core facts.” (A. Atterling, personal communication, 2005-11-01) 

5.10 Analysis of Semcon   

5.10.1 Strategy – winning investor mind share 
Segmentation 

Semcon segment their financial stakeholders into three groups, they distinguish between 
present investors, potential investors and other stakeholders. “…the present investors in 
Semcon must get relevant information so that they can feel that they know about what they 
have invested in. But just as important it is to find new stakeholders, most of all to create 
interest for the company and also its stock…then there is analysts, perhaps not buying 
stock themselves but probably have their own clients whom they advice to sell and buy.” 
(A. Atterling, personal communication, 2005-11-01) This type of segmentation is in line 
with what Kotler et al. (2004) denominates as segmentation by static attributes.  

Targeting  

The present ownership structure in Semcon as well as the investor relations segmentation 
of their financial stakeholders has truly affected who Semcon puts as their main target 
group of stakeholders. According to Kotler et al. (2004) a company should base their tar-
geting on a segment that is large enough, also on the company competitive strengths, and 
on current competitive situation. Semcon’s target group described by our respondent: “It is 
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the institutional investors: we are not such a public stock. However we do stuff also for our 
private investors, like attend stock meetings…” (A. Atterling, personal communication, 
2005-11-01) Relating Semcon’s situation with theory makes it viable that their target strat-
egy is based on their largest stakeholder segment, whereas they focus their efforts mainly 
towards these investors. The company has through the time had several institutional inves-
tors which probably imply that the management is familiar with their special needs and 
therefore able to keep them as investors. 

Positioning      

According to Kotler et al. (2004), a company should try to position their offer in the mind 
of the investor in order to win its mind share. Further on Kotler et al. (2004) describe that 
good positioning is achieved through proving their trustworthiness, confidence and com-
petence to the investor. At Semcon it is believed that by proving trust and commitment, in 
their disclosure process, to the investors will help strengthening the Semcon brand. In de-
tail, Semcon tries to prove trustworthiness by disclosing information at the right time to all 
possible stakeholders and this in accordance with current laws. Confidence and compe-
tence is emphasized through the nomination of the CEO and CFO as spokespersons 
whereas when Semcon approaches the investors and stakeholders inquiries it is done by 
top management proving their competence. As a means for building confidence Semcon 
use their face-to-face meetings with investors and stakeholders.  

5.10.2 Tactic - winning investor market share 
Differentiation 

According to Kotler et al. (2004) differentiation can be defined as integrating the content, 
context and infrastructure of an offering to its investor. Considering this it is possible to 
see that Semcon differentiate itself compared to other traded companies through the way 
they approach inquires from investors. By having the CEO and CFO as spokesperson it 
shows to the investor or stakeholder that Semcon appreciate and value their interest in 
Semcon. Further on Semcon differentiate through including more information than com-
monly expected and also uses their material for internal communication to their employees.  

Marketing Mix 

According to Kotler et al. (2004) a company should preferably plan and manage its 4’Ps de-
liberately since it improves competitive strength having a well thought offering. The func-
tion that Semcon’s investor relations perform is about disclosing information, where in 
most cases the end-customer should be a stockholder in Semcon. It could then be argued 
that the product which the investor relations function manages is the company stock of 
Semcon, although this is not the apprehension at Semcon. According to our respondent is 
the product that they offer information regarding the company and its business, and 
whether its outcome will affect the stock price or not is something they can’t decide. Al-
though it lies in their interest that stakeholders follow their company and that the informa-
tion surrounding the company is accurate. Semcon uses several approaches to promote 
themselves, mostly its trough press-releases, reports, company brochures but also through 
face-to-face meetings with analysts where it’s common that “…the analysts in its turn invite 
their investors. It can often be in the form of lunch-, group- or different one-to-one meet-
ings.” (A. Atterling, personal communication, 2005-11-01) The disclosure of information 
from Semcon take several forms, but most often it is delivered through press-releases, 
semi-annual reports and at the company website. Possible to conclude is that Semcon’s in-
vestor relations seem to be well aware of what their product is and that they deliberately 
manage their marketing mix in order to attract the necessary investors.  
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Selling   

Besides creating a unified picture of Semcon to its employees the overall objective with 
Semcon’s investor relations is to attract investors. The working method varies depending 
on stakeholder, from a holistic view Semcon attempts to provide more information than 
expected and do complement it with e.g. company brochures and face-to-face meetings. 
The majority of all face-to-face meetings Semcon holds are with institutional investors due 
to their importance, however Semcon also attempts to attend stockholder meetings with 
private investors. Semcon can therefore be considered to deliberately plan their customer 
contacts, attempting to create long-term relationships with stakeholders through devoting 
resources and offer proper service since delivering more than expected. This is in line with 
Kotler et al. (2004) view on how effective selling could be managed.  

5.10.3 Value – winning investors heart share 
Brand 

Semcon is convinced that their investor relations function constitutes a vital role for the 
Semcon brand, it is obvious that they deliberately have chosen to use its function for en-
hancing the Semcon brand value. According to Kotler et al. (2004) constitutes brand 
awareness, brand association, perceived quality and brand loyalty important dimensions in 
building a brand. At Semcon its main purpose is to attract investors in combination with 
creating a unified image of Semcon for its employees, however in order to create awareness 
and interest Semcon includes more information than expected in their reports. Further on, 
they produce and send out a brochure, to customers, investors, stakeholders, that besides 
containing information about Semcon also contain new technology, design and other 
trends and occurrences that Semcon wants to be associated with. Semcon attempts to sub-
stantiate brand loyalty through facilitating contacts between investors/stakeholders and the 
management, indirectly thanks to the nomination of their CEO and CFO as spokesper-
sons. This will also affect the perceived quality of the investor relations function since the 
spokespersons are also the ones that are responsible for all operational issues. Indirectly 
they possess the information that the stakeholders desire and are therefore able to decide if 
it is possible to disclose.  

Service   

According to Kotler et al. (2004) it is important that a company continuously nurture its 
present relationships to investors, possibly through providing services that the investors 
appreciate. Semcon attempts to add value to its information disclosure through disclosing 
more company information than expected in their reports. Further on Semcon emphasizes 
that the information they disclose is trustworthy and on time due to their ambition to fol-
low all laws. Besides the information issues, Semcon perform several activities voluntarily 
just for the interest of investors and stakeholders, e.g. “…this spring one analysts that had 
covered us for one of the major banks changed position, then we arranged an individual 
capital market day just for the new analysts, not presenting more information just inform-
ing the new one about Semcon and our business.” (A. Atterling, personal communication, 
2005-11-01) Although private investors are not a part of Semcon’s target group of inves-
tors they attend face-to-face meetings with them.  

Process  

As possible to conclude: Semcon not only devote resources to manage their investor rela-
tions, they deliberately implement a strategy and working method that is comparable with 
the Kotler et al. (2004) model. According to Kotler et al. (2004) the process element nor-
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mally varies between three different types: routine service delivery, handling investor com-
plaints and new product development. Analyzing the model current implemented by Sem-
con reveals that they consider the routine service delivery and all investor issues as impor-
tant and valuable, it also seems as if Semcon attempts to perform what Kotler et al. (2004) 
denominates as new product development through their extension of their reports.    

5.10.4 Relationship marketing   
Nowadays marketing is changing and should according to several authors (Rosenthal, 1999 
& Fridson, 1998) be seen as a concept that preferably pervades the whole organization in 
all its activities. Semcon’s working methods in relationships with their investors and stake-
holders seems to be in line with this view since Semcon has noticed that their investor rela-
tions do affect its brand and therefore consider it as a channel of information not only ex-
ternally but also internally.  

According to our respondent does Semcon only have long-term focus in all relationships 
that they participate, independent if it is a relationship to a customer or an investor. (A. At-
terling, personal communication, 2005-11-01) The working method that Semcon imple-
ments are in line with the definition provided by Stone & Woodcock (1995). Semcon have 
segmented their market and focused their efforts and resources towards their main group 
the institutional investors. Further on they aim to create long-term relations with these 
stakeholders through providing excellent service and close relations. Semcon also tries to 
manage these relationships in all parties favour not only for their own interest. E.g. Semcon 
wants to be considered as a trustworthy brand and since the investors demand information 
at the right time, Semcon should deliver accurate information at the right moment. 

Serving their investors and stakeholders through individual face-to-face meetings, Semcon 
attempts to create trust and loyalty in their relationships with investors. According to Chris-
topher et al. (1991) this is only possible when there is a long-term focus and where several 
transactions occur, which is in line with the long-term focus at Semcon.       

5.11 Empirical findings of SKF 
Purpose of investor relations 

The purpose of SKFs investor relations is to make sure that information regarding the 
company is disclosed to all who might have an interest in the company, and that everybody 
gets the same information. It is SKFs aim that all current and potential investors should in-
vest in the company based on solid information, which will lead to price equity of the stock 
“We work with information, it is our obligation to inform and not to push the stock.” (M. 
Björk, personal communication, 2005-11-16) 

The day-to-day business of investor relations         

The investor relations manager at SKF is not a member of the executive board. However it 
is emphasized that the investor relations function can not operate very well without strong 
ties with both CFO and CEO. This is also the reason why these three are localized near 
each other. The day-to-day business consists of different activities e.g. preparing for road-
shows, capital market days and face-to-face meetings etc.  

Investors, information and trust 

From investor relations point of view, SKFs stakeholders are sell-side analysts, buy-side 
analysts, institutional investors, small private investors, ethical analysts, ethical investors 
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and financial journalists. To attract these different stakeholders SKF has continuous road-
shows all over the world, capital market days and face-to-face meetings. SKF does not 
make difference between investors, they all receive the same type of information. They do 
however adjust the way the information is presented depending on the amount of prior 
knowledge that the investor posses about SKF. To create trustworthiness through informa-
tion SKF has clearly defined that it is only four persons who are allowed to represent the 
company, those are: head of investor relations, head of information department, CFO and 
CEO. In some cases the market can be interested to speak with a certain area manager re-
garding his/her area, at these situations the head of investor relations or the head of infor-
mation department are always present.  

5.12 Analysis of SKF   

5.12.1 Strategy – winning investor mind share 
Segmentation 

SKF segments the market into the following categories: sell-side analysts, buy-side analysts, 
institutional investors, small private investors, ethical analysts, ethical investors and finan-
cial journalists. Though SKF initially claim that these categories are all main target groups, 
they later revise this statement. “Most of the time is given to the institutional owners since 
they are the majority stockholders.” (M. Björk, personal communication, 2005-11-16) The 
way SKF segments the market is clearly in conjunction with Kotler et al. (2004) view of 
dynamic attribute segmentation. Dynamic attribute segmentation includes human charac-
teristics that directly influence investment decisions e.g. psychographic and behavioural 
variables (Kotler et al., 2004).     

Targeting 

To target and attract investors SKF has continuous roadshows, capital market days and 
face-to-face meetings. During roadshows SKF has a list of approximately 500 target inves-
tors. These 500 are made up of both current and potential investors. These activities and in 
particular the roadshows are good opportunities to attract and target investor based on 
SKFs current competitive advantages within their area of competence. SKFs targeting 
strategy is a good example of what Kotler et al. (2004) defines as targeting strategy.  Target-
ing strategy is based on the company’s competitive advantage and that the target segment is 
based on the current competitive situation (Kotler et al., 2004).    

Positioning 

Positioning is according to Kotler et al. (2004) to position the company in the mind of the 
investor, which is a matter of providing trustworthiness, confidence and competence. SKF 
positions themselves in the mind of investors by providing both confidence and compe-
tence which can be understood from the previous section of targeting.  When it comes to 
position the company in the mind of investors by providing trustworthiness SKF achieves 
this through their disclosure of information, both printed and verbal. The aim of SKFs in-
formation disclosure is to be consistent, to achieve the set out goals and to stay true to ear-
lier statement. These aims provide a trustworthiness that helps to position the company 
and ultimately build long-term relationships. To further provide trustworthiness in the 
form of unified information SKF has defined that it is only four persons who are allowed 
to represent the company. 
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5.12.2 Tactic - winning investor market share 
Differentiation 

A possible differentiation for SKF are that they several times a year participates in engi-
neering conferences setup by the sell-side analysts in favour of their investors. This is in 
alignment with the differentiation view of Kotler et al. (2004) that states: in order to win 
market shares companies must differentiate themselves from competitors. 

Marketing Mix 

To disclose information SKF use different types of media. SKF posts company news on 
their website, send out press releases, arrange roadshows and attend different types of 
meetings. Both printed and verbally communicated information are good examples of the 
marketing mix element, place. Kotler et al. (2004) state that place is the element where in-
vestors are able to search for the right product and company.  

SKF promotes themselves in many different ways, the three most common ways are road-
shows, capital market days and face-to-face meetings. When SKF conducts roadshows they 
have a list of approximately 500, both current and potential, investors that they target. It is 
clear that SKF use roadshows as one way to promote themselves. Face-to-face meetings 
are initiated by both SKF and different stakeholders who has an interest in the company. 
SKFs idea with face-to-face meetings is to provide the stakeholder with something extra 
like a guided tour in a factory, and to provide a deeper and more profound understanding 
of the company. These activities performed by SKF are well in alignment with Kotler et al. 
(2004) view of the marketing mix element, promotion. The element of promotion is activi-
ties that are performed by the company in order to raise awareness and interest from target 
investors (Kotler et al., 2004).        

Selling      

SKF creates long-term relationships by: disclosing clear, structured and consistent informa-
tion, providing investors with good service e.g. face-to-face meetings and by managing rela-
tionships and keeping interaction in focus. These ways of creating and building long-term 
relationships are good examples of the statement by Kotler et al. (2004), that selling implies 
the creation of long-term relationship with investors in order to integrate them with the 
company. 

5.12.3  Value – winning investors heart share 
Brand 

SKF creates brand awareness in many ways, one example is during their roadshows when 
they meet potential investors. When SKF meets these potential investors their aim is to get 
them interested in the company and the brand. However, SKF stresses the fact that their 
main objective is to attract and build relationships with investors by disclosing clear, struc-
tured and accurate information. This is in accordance with the view of Gumesson (2002) 
who states that Para-social relations and branding have been given greater emphasis as 
creator of relations and loyalty.  

Service 

Activities that add value to investors are performed by SKF in the sense of face-to-face 
meetings, roadshows and capital market days. To further enhance the value and service es-
pecially of the face-to-face meetings the CFO or head of information sometimes partici-
pates. An additional service provided by SKF is that they keep records of every meeting. 
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E.g. if an investor comes to SKF for a face-to-face meeting, these records are looked at to 
see when the last meeting occurred and thereby SKF can quickly see if there has arisen an 
information gap for the investor. These value adding activities are good examples of the 
Kotler et al. (2004) view that, companies need to perform activities that will add value to 
the investor by increasing the functional and emotional benefits of the product 

Process     

The process is according to Kotler et al. (2004) the actual implementation of all previous 
presented and described elements. Looking at the eight previous presented elements it can 
be understood that SKF uses each of these elements and that they together constitute a 
framework for attracting, maintaining and managing investors. 

5.12.4 Relationship marketing         
As it is possible to see from our empirical findings SKF works in alignment with the state-
ment by Gummesson (2002). Gummesson (2002) defines relationship marketing as mar-
keting that holds relations, networks and interaction in focus. Besides the way SKF works 
with relationships and interaction when attracting, maintaining and managing investors, 
they also provide the market with unified information. Unified information implies that dif-
ferent departments within SKF work together in accordance with the statement by Kotler 
et al. (2002) states that: relationship marketing requires all departments and functions to be 
involved in the work with marketing as a unified team in order to serve the customers and 
stakeholders. 
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6 Conclusion 
In this chapter our conclusion is presented. It comprises a discussion regarding each of our research questions 
as well as it includes a final conclusion. 

In this thesis the investor relations function of traded companies at the Stockholm stock 
exchange has been explored and viewed from a marketing perspective. In order to make 
our study viable we began with stating a purpose and thereafter defined four research ques-
tions meant as helpful means to fulfil the purpose. After having analysed our empirical 
findings it is our belief that a marketing perspective is applicable when managing investor 
relations. We will try to make this viable through presenting the answers to our research 
questions. 

6.1 Answering our research questions 
How do traded companies manage their investor relations?  

The general conclusion that we are able to draw regarding how our sample of companies 
manage their investor relations are that all of them approach it deliberately. The reason for 
this is probably that traded companies must disclose information by law. However our em-
pirical findings show that the mentality and attitude regarding investor relations within our 
sample vary heavily depending on the nature of each company. This is likely an effect due 
to that we both have multi national companies and family owned companies in our sample. 
As for the non-family owned companies the investor relations function is considered to be 
very important since their spread ownership implies more actors involved, and thereby 
varying opinions and desires. In turn this put more pressure on the executives in the com-
pany, since they must deliver results and the ultimate value indicator of their performance 
is the stock price. As for these companies we see a clear pattern where resources are allo-
cated to the investor relations function in purpose of utilizing its function as optimal as 
possible and benefit from the power of the information they disclose. This is in line with 
the view of Kotler et al. (2004), Johansson (1998) and Bhushan (1989) who all state that 
companies devote people and resources to manage investor relations deliberately due to in-
creasing external pressure. As for the family owned company included in our sample the 
situation is somewhat different. It is possible to derive from our empirical findings that 
they do not disclose more information than necessary. The reason for this is that they are 
not interested in attracting more investors, at least not large institutional investors due to 
the fact that the family wants to remain the control over the company. Instead they target 
private investors, preferably also owners of their products, with a more product promo-
tional influenced approach than what can be considered general for our sample. The exter-
nal pressure on the executives is probably lower as the family owned company can more 
easily act for long-term profits than the short-sighted purpose of quickly satisfying inves-
tors.  

Do traded companies consciously use a marketing perspective in order to 
attract and maintain financial stakeholders?  

The companies included in our study claim not to use a marketing perspective to attract 
and maintain financial stakeholders, financial stakeholders in the sense of investors. As 
possible to distinguish from the analysis of our empirical findings our opinion is that all 
companies regardless of what they express or not, implements working methods that can 
be related to what we denominate marketing perspective. E.g. all companies have a target 
audience for their efforts and all of them have developed activities and services that will 
satisfy needs within their unique audience group. Therefore we argue that the companies 
do not use the terminology that is connected to a marketing perspective but in varying de-
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gree implements the processes that its terminology refer to. We see a possible explanation 
for this in that people in general perceive the term marketing as something totally attrib-
uted to activities regarding consumption products. The fact that companies must disclose 
certain information in accordance with laws and regulations. An implementation of a mar-
keting perspective when managing investor can perhaps be considered inappropriate for 
traded companies. 

Do investor relations use a marketing perspective for creating mutually 
beneficial relationships with financial stakeholders?  

None of our sample companies explicitly express that they implement a marketing perspec-
tive, however several of them view their interaction with financial stakeholders as a possi-
bility of win-win situations. In fact the majority state that they target investors with long-
term focus and that it is in their interest to disclose information that will keep the investors 
interested in ownership of the company. Further on, our empirical findings show that the 
relationship between a company and their financial stakeholders evolve over time and in-
clude many transactions. The investor relations function is responsible for supporting these 
relationships with information, whereas many of our sample companies have selected 
spokespersons that are responsible for the disclosure to certain types of investors. It is not 
unusual in our sample of companies that these relationships take the form of frequent di-
rect contacts between the company spokespersons and the financial stakeholder. As for our 
sample of companies the general gain of a relationship with its financial stakeholder is input 
regarding its industry competitors since it is not unusual that the financial stakeholders 
monitor the whole industry. But mostly it is about generating a long-term relationship with 
the stakeholder whereas the integration between the company and its investors hopefully 
last for long time, which in turn gives the company a stabile ownership structure that are 
interested of long-term profits. The view of our sample companies regarding their purpose 
and possible benefits of interacting with their investors is in line with the view of Gum-
messon (2002), Johansson (1998) and Tuominen (1995b). The essence of these researchers 
view is that in creating a long-term relationship between a company and its financial stake-
holders it must be based on win-win situation with possible gains for all involved parties.  

What type of information do traded companies communicate through their 
investor relations function?  

All our sample of companies emphasizes that their main responsibility is to disclose infor-
mation, which can influence the stock price, in accordance with current laws and regula-
tions. However our empirical findings show that several of the companies use the investor 
relations function for disclosure of additional information in purpose of creating interest 
and awareness. It is not unusual within our sample of companies that they use their inves-
tor relations function in purpose of promoting a new product, a new technology or busi-
ness deal they have made. This scenario is in line with Fridson (1998) description on that 
companies use their investor relations for marketing purposes in order to create interest 
and awareness around the company which will persuade the investors to invest in company 
stock. The empirical findings indicate that there is much interaction and exchange between 
the investor relations function and other functions within the companies. In the majority of 
our sample of companies the different functions like public relations, information and 
marketing are located near each other which can be seen as facilitating the mediation of a 
uniform communication. However the investor relations is not used in all our sampled 
companies for only external communication, e.g. Semcon describe that they include much 
internal information since they consider their employees a vital part of its brand whereas 
they prefer that they are well informed on the company as a whole.  
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As it is possible to derive does our sample of companies mainly use the following channels 
for disclosure of information: quarterly reports, annual reports, press releases, roadshows, 
capital market days and face-to-face meetings. Our empirical findings confirm Johansson 
(1998) view on the importance of direct contacts and its suitability for investor relations, 
according to our respondents they allow them to explain their business more in detail as 
well as building a relationship with the stakeholders.  

6.2 Final conclusion 
As stated in the beginning of this chapter, it is our belief that a marketing perspective is ap-
plicable and most useful when managing investor relations. Although our sample compa-
nies not explicitly express that they implement a marketing perspective when handling their 
investor relations we believe their working methods expose similarities to what we de-
nominate as marketing perspective.  

All companies strongly point to the fact that their job is not to push the stock but to dis-
close clear, structured and accurate information to the market that can be considered as 
credible. Our empirical findings indicate that most of the companies consider it to be in 
their interest that their stock gets a fair valuation. We believe that the majority of our sam-
ple of companies use their investor relations in purpose of receiving a fair valuation and 
where they influence the valuation through different methods of disclosure. As we see it 
the sample of companies are developing their own selling methods, which then would be in 
line with what Brookes (1999) describe as that companies are focusing on improving their 
selling to better promote themselves and their products in the financial community. Exam-
ple of this is the sample of companies different views and working methods regarding their 
face-to-face meetings with their stakeholders. Further on we are convinced that our sample 
of companies are well aware of that the information they disclose indirectly affects the 
stock price since it is more or less determined by future expectations. This can be exempli-
fied with a quotation from our respondent at Semcon describing the long-term relationship 
with stakeholders “…Those who has followed the company for a long time and knows the 
company are not interested of the figures that we want to present because them they al-
ready have read. They want the feeling, that’s what they are looking for.” (A. Atterling, per-
sonal communication, 2005-11-01) From our view this confirms the trends described by 
Edenhammar et al. (2001) where most stock analysts devoutly read quarterly reports and 
memos, in an attempt to understand the managements views on the future. Regarding the 
importance of investor relations for our sample of companies, it is possible to declare that 
they constitute an important communicative and coordinative role for the companies. As 
our empirical findings show the majority of the companies have defined certain spokesper-
sons that are allowed to mediate information externally. In many of the companies it is the 
CEO that is the ultimate spokesperson, whereas the findings show that the investor rela-
tions manager hold a subordinate- and supportive role. We argue that this confirms Coyne 
& Witter’s (2002) reasoning that investor relations is a strategic approach to support the 
CEO in foreseeing how the market reacts to changes or news regarding a company.  

As we view the investor relations function within our sample of companies we believe that 
they are working deliberately and with clear objectives in their activities. The fact that the 
majority of our respondents expresses that their investor relations operates in collaboration 
with their press-, information- and marketing departments does according to us emphasize 
the applicableness of a marketing perspective. We believe that the reason for that the mar-
keting perspective and its terminology is not more frequently used depends on that it is not 
generally recognized as acceptable. We base this on that it indirectly implies favouring of 
some stakeholders which is not acceptable as a traded company since the information must 
be available for all stakeholders at the same time.  
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Appendix 1: Interview guide  

 

Respondent 

- Background 
 
- Education 

 
Investor relations 

- What is the purpose with investor relations? 
 

- How is investor relations anchored throughout the organization? 
 

- Is the head of investor relations a part of the management team?  
 
- How do you work with investor relations on a daily basis?  

 

Investors and stakeholders 

- What and who is an investor or stakeholder? 
 
- What types of investors and stakeholders are the main target groups? 

 
- How has this segmentation been performed? 

 
- How do you attract investors? 

 
- Do you have an interest in other stakeholder besides the previous mentioned?    

 
- Do you adapt your investor relations in any way to meet the needs of these groups? 

 

Information 

- What is your policy regarding distribution of information? 
 
- What are your goals with information distribution? Is it to exceed the markets ex-

pectations on clarity and content? Or is it just to meet the expectations?    
 

- Does information given to the institutional investors, differ from the information 
given to other investors and stakeholders? 

 
- What type of information are you by law obligated to present and what type of in-

formation do you present by own initiative? 
 

- Do you work in any particular way to counteract selective distribution of informa-
tion? 

 
- Do you have a policy regulating how members within the organization are allowed 

to make statements?  
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- In what way do you try create trust for the information presented to the market?  
 

- What types of media is used to distribute the information?   
 

- Do you present information of great significance in any particular way? E.g. infor-
mation that can affect the stock price. 

 
- How do you handle speculations and inside information?  

 

Investor relations, public relations and marketing 

- Do you integrate investor relations, public relations and marketing to create unified 
information? 

 
- Do you consider investor relations to be a strategy in marketing the company?  

 
- If investor relations is a strategy to market the company, what are the pros and 

cons? 
 

- Do you use investor relations to market specific products and/or services?   
 

- Do you believe that investor relations can help the company to create a good repu-
tation and trustworthiness on the market? 

 
- Do you use investor relations to influence the company brand? 

 

Relations 

- How do face-to-face meetings take place with investors and other stakeholders? 
 

- Do these meetings differ in content depending on the type of investor?   
 

- Is the purpose of investor relations to create close relationships with investors? 
 

- Are these relations long- or short-term? 
 

- Who takes the initiative to face-to-face meetings? 
 

- Can you (your company) benefit from these face-to-face meetings?  
 

- Who in your organization are involved in these meetings? 
 

- What characteristics does a good or bad face-to-face meeting have?  
 

- What is the purpose of a face-to-face meeting from your point of view? 
 

- Do you have any informal contacts with investors? 
 

- Is there anything you may want to add regarding this interview? 


