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Abstract 

Nowadays, the service industry, especially banks, faces increasing competition. In such en-
vironment, differentiation is necessary. The general purpose of this thesis is to understand 
how a bank can achieve differentiation based on a marketing approach. Two research ques-
tions will respectively examine the three additional P’s of the marketing mix (People, Pres-
entation or Physical Evidence and Process) and the Customer Relationship Management as 
possible differentiators. To fulfill the purpose, the authors of the thesis introduce an ex-
tended model of the CRM concept, including the three additional P’s. Further, the re-
searchers of the thesis interview the four major banks in Sweden SEB, Svenska Handels-
banken, FöreningsSparbanken and Nordea, to test their model. After an analysis of the in-
terviews, the authors come to the conclusion that the extended model of the CRM concept 
is actually used as a differentiator. However, as the four major Swedish banks have a similar 
strategy; it then appears really difficult to differentiate to a large extent.  
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1 Introduction 

In the first part of this thesis, the authors will present the background to the problem, which will then be 
specified in the second part. Further, the delimitations of this study will be stated. After reading this first 
part, the reader will have gained a better understanding of the research subject which leads to the purpose 
and related research questions guiding this study. 

1.1 Background 

The importance of financial services is self-evident for the well being of economies as well 
as societies. Major providers of such services are banks, next to mortgage credit companies 
and insurance companies (Swedish Banker's Association, 2005). Banks, in this context, are 
commercial retail banks, offering a wide range of financial services and even insurance 
(Cheverton, 2004). Main functions of banks are, according to Encyclopaedia Britannica 
(2006), the provision of loans and the acceptance of deposits. Corporate customers use 
banks for issuing finance instruments and derivatives (Cheverton, 2004). The provision of, 
among others, instruments for saving, financing, payment mediation and risk controlling 
are offered in markets characterized by federal regulation and stiff competition (Swedish 
Banker's Association, 2005). Due to the resulting pressure, financial service providers are 
forced to evaluate current strategies and to find new ways of approaching the market. 

The service nature of bank offers represents an additional challenge. A possible way to real-
ize distinct offers is to promise and deliver superior solutions to the problems of customers 
(Harrison, 1995). The fact that services cannot be patented provides great danger to imita-
tion. Marketers must be aware of this threat and have to create offerings that are unique or 
only imitable at a high cost. Having such an offering provides for differentiation from 
competitors (Harrison, 1995). In recent years, relationship marketing is an approach that 
has been used substantially (Lancaster & Reynolds, 2005). 

Marketing techniques can provide some tools for setting a bank apart from competitors, 
focusing less on products and more on additional services and the establishment of long-
term relationships with customers (Kotler et al., 2005). Harrison (1995) confirms that ser-
vices customers in general do not buy services because of the service itself, but rather focus 
on potential benefits gained through that purchase. An example could be that customers of 
a bank do not purchase a savings product for the pure safekeeping function, but rather for 
the promised interest payments on it. Harrison (1995) argues that consumers have imper-
fect information and therefore rely upon assistance to gain important and valuable infor-
mation from the service provider. Financial service providers must therefore offer the re-
quired assistance and use this for successful businesses.  

The four major banks in Sweden are Nordea, SEB, Svenska Handelsbanken, and Fören-
ingsSparbanken (see Table 1). According to the Swedish Banker’s Association (2005), they 
are operating in a market consisting of 126 banks (2004) that accounts for 4% of the Swed-
ish gross domestic product (GDP) and employs 2% of the Swedish workforce (about 
80,000 people). The Swedish Banker's Association (SBA) (2005) states that the major four 
banks cannot be characterized as a homogeneous group but are engaging in competition 
with each other. Concluding, it can be stated that the presence of 126 banks in Sweden for 
a population of about 9 million inhabitants raises the need for a clear distinction among 
competing institutions. The biggest four banks can be seen as their respective main compe-
tition, due to their offering of similar financial services. 
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A way to remain competitive in the more and more complex banking environment is the 
use of the Customer Relationship Management (CRM) concept (Sheshunoff, 1999). The 
basic approach of CRM in a banking context is to center all operations of a bank on its 
customers, creating a 'CRM state of mind' in an enterprise wide manner. CRM then con-
sists of such sub-concepts as internal marketing, relationship marketing, Total Quality 
Management (TQM) and customer care (Lancaster & Reynolds, 2005). 

This underlying thesis approaches the topic of bank differentiation from a marketing per-
spective. However, due to the complexity of the subject of marketing, the authors of this 
thesis apply a Customer Relationship Management approach that is extended by three addi-
tional P's (see theoretical framework), from the service marketing literature to narrow the 
focus of this study. 

Despite the possibility to identify a basic bank loan as a product to some extent, there is 
always some kind and amount of service involved when speaking about bank offerings. 
Therefore the terms financial service/s, financial product/s, bank service/s, bank 
product/s, and bank offering are used interchangeably in this thesis. 

1.2 Problem discussion 

In recent years, financial institutions of all types are operating in an increasingly competi-
tive market environment (Swedish Banker's Association, 2005). In response to this volatile 
market environment, commercial banks have shown a renewed interest in marketing their 
products to their customers more effectively. To remain competitive, financial institutions, 
including banks of all sizes, utilize marketing tools and techniques (Lancaster & Reynolds, 
2005; Kaynak & Harcar, 2005). Kapoulas, Murphy and Ellis (2002) name relationship mar-
keting as a way for banks to gain competitive advantage, since technical advances can be 
copied, whereas relationships cannot. The service nature of bank offers represents an addi-
tional challenge. Kotler et al. (2005) indicate that banking transactions are invisible; the 
transfer of money from one account to another cannot be seen and is therefore difficult to 
evaluate. As a result banks have to be concerned with making themselves known for more 
noticeable offerings (Kotler et al., 2005).  

The Merriam-Webster Dictionary (2006) proposes two general definitions of differentia-
tion. The first one is the ‘process of differentiating’. The second offered definition states 
differentiation as „development from the one to the many, the simple to the complex, or 
the homogeneous to the heterogeneous“. According to Oxford Reference (2006) the term 
product differentiation is defined as the marketing of slightly modified products. The aim 
of these products is to become irreplaceable. Products can be modified on two levels, a 
physical and a psychological level (Oxford Reference, 2006). Modifications on a physical 
level include for example materials used, design and quality aspects. Advertising campaigns 
and reputation building for the producer are aspects that can lead to different psychological 
perceptions. Usually both levels of product differentiation are applied, and the use of brand 
names and trade marks plays an important role in this area (Oxford Reference, 2006). The 
concept of differentiation is described as a process of adding distinct characteristics that are 
not only meaningful but also valued, to the offerings of a company in order to distinguish 
the goods or services from the ones of competitors (Kotler, 2003). Grönroos (2000) pre-
sents a description of differentiation in a service industry context, claiming that sophisti-
cated companies never offer their branded services as pure commodities. As Balmer and 
Wilkinson (1996) are quoted in Morison (1997), differentiation at the lowest product level 
is extremely difficult because these basic products can easily be copied. The difference is 
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created by differing brand relationships from those of competitors, which leads to a dis-
tinct image in the mind of a customer (Grönroos, 2000).  

Kotler (2003) introduces a variety of possible ways of differentiation. Sophisticated com-
panies manage to find chances to distinguish themselves from competitors at every point 
of customer contact (Armstrong & Kotler, 2005). Differentiation measures such as form, 
durability and reparability (see Kotler, 2003, p. 317 pp) are devoted entirely to physical as-
pects of products, and are therefore not applicable in service environments such as the 
banking sector. The aspect of the ‘physical plant’, relating to image differentiation, deals 
with facility design (Kotler, 2003). Kotler (2003) claims that banks must communicate an 
image of safety through e.g. the architecture of the building, the interior design and materi-
als.  

There are basically two aspects that reason the use of differentiation: one being competi-
tiveness and the second one being profitability. Successful differentiation increases com-
petitiveness by creating an irreplaceable product (Armstrong & Kotler, 2005), allowing 
companies to extend product life cycles. Referring to products, the delivery of performance 
quality has been found to be positively correlated with the Return On Investment (ROI), 
allowing businesses to charge higher prices for a better product (Kotler, 2003).  

As current scientific literature only deals with the problem of differentiation of banks from 
a marketing perspective to a small extent, the authors of this thesis decide to explore the 
concept of differentiation through the marketing approach. The marketing mix concept 
(e.g. Kotler et al., 2005; Lancaster & Reynolds, 2005) consisting of the so called 4 P's: 
Product, Price, Promotion, and Place (Distribution) (see Appendix II) presents the starting 
point of this research. However, it appeared that these traditional marketing factors are not 
useful in the context of financial service differentiation. Existing service marketing litera-
ture refers to Booms and Bitner (e.g. Kotler et al., 2005; Lancaster & Reynolds, 2005; 
Grönroos, 2000) expanding the concept of the 4P's of the marketing mix by adding three 
additional P's to service environments (see theoretical framework). The marketing of ser-
vices in general, relies heavily on the employees of a service provider. The very nature of 
service delivery requires the contact of at least one employee and the customer (e.g. Harri-
son, 1995; Kotler et al., 2005; Lancaster & Reynolds, 2005). Knowing this, financial service 
providers can identify people as a major way to make a distinct offering in the mind of its 
customers. A deeper analysis of the three additional P's provides the basis for a pre-study 
interview, conducted with Stefan Nyrinder, head of marketing for SEB, identifying the 'fac-
tor people' as the main source of differentiation efforts of a Swedish bank. The previously 
introduced concept of CRM, being highly influenced by the factor People, in combination 
with the three additional P's, therefore provides the basis for this thesis. 

 

1.3 Purpose 

The general purpose of this thesis is to understand how a bank can achieve differentiation 
based on a marketing approach.  
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1.4 Research Questions 

The research questions underlying this thesis are: 

• Do the three additional P’s offer sufficient variables that can be used to achieve dif-
ferentiation for Swedish banks? 

• How can a bank achieve differentiation from competitive banks by focusing on 
Customer Relationship Management? 
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Figure 1 Disposition model according to JibsWriter 2006.   
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1.6 Delimitations 

Marketing of banks is a very large subject. Therefore the thesis will be limited to research 
on commercial retail banks. The recent changes in bank regulations, allowing banks to of-
fer services from insurance companies and vice versa, will not be considered by the au-
thors, since the focus is on commercial retail banks in the traditional meaning. This allows 
focusing on comparable subjects in this research.  

The authors will narrow this study to the Swedish banking sector due to limited scope and 
time, and in order not to have to deal with different regulatory systems in a cross country 
study.  

The findings of this study, if allowing for generalization to some extent, cannot be used 
interchangeably within all service industries. The health-care and medical service sector for 
example are highly regulated by law concerning marketing. 

Due to the fact that all major banks in Sweden offer similar online banking services (Swed-
ish Banker's Association, 2005), and to limit the scope of this thesis, the authors will not 
focus on online banking as a matter of differentiation. 

The Customer Relationship Management approach requires the use of technology for suc-
cessful market implementation. However, this thesis aims at the human factor influencing 
the concept of CRM, rather than its technological implementation. 
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2 Method 

In this chapter, the research methodology will be presented. The choice of the authors to use a case study ap-
proach together with a qualitative method will be motivated. Subsequently, the approach to answer the re-
search question will be introduced to the reader and a method of analyzing the results will be discussed. Ad-
ditionally, different types of data are discussed, measures of reliability and validity stated, and finally a data 
collection plan is depicted. 

2.1 Qualitative Method 

Research that seeks to explore the nature of a certain phenomenon. Qualitative methods 
are often combined with open-ended interviews and consider available secondary data 
(Marschan-Piekkari & Welch, 2004). Brockington and Sullivan (2003) describe qualitative 
research as working inductively, by building theory from observations and deal with obser-
vations that are in need of description, going beyond the use of numbers to present facts. 

Qualitative research is characterized by Daymon and Holloway (2002) to have the follow-
ing main characteristics. First the qualitative research uses words as the main variable of 
research, and only occasionally numbers to indicate frequencies. Second, researchers are 
actively involved by interacting with their people being studied, rather than observing them 
remotely (through interviews and surveys). Third, qualitative research is interested in ex-
ploring the area of interest thoroughly and provides detailed descriptions on that matter. 
Qualitative studies focus on complex issues rather than describing one or two isolated vari-
ables. Research procedures may be unstructured and/or modified, since researchers usually 
approach rather new topics or aim to gain new insights on existing theories (Daymon & 
Holloway, 2002). 

The authors of this thesis will use a qualitative study on four banks in order to create a 
clear picture of their strategy and their activities concerning differentiation. The thesis aims 
to understand 'how' a bank can achieve to differentiate itself from other banks.  Since this 
thesis uses a limited amount of data, and tries to derive theory from observations of reality 
through interviews, a qualitative method is most suitable. 

The authors of this thesis are aware of potential criticism of qualitative studies. These in-
clude e.g. subjectivity, difficulties for generalization, and lack of transparency (Daymon & 
Holloway, 2002). The aim of this research is to provide insight of this topic from the view-
point of the authors of this thesis, which then is largely subjective per se. However, due to 
considerations of validity and reliability (discussed in this chapter), subjectivity is aimed to 
be limited to a certain extent. This thesis does not aim to be generalizable to a large extent. 
The aim is to provide possible approaches to the differentiation of banks, rather than pre-
senting globally applicable measures that work for any bank in any market. In order to en-
sure an as high as possible level of transparency, the authors of this thesis try to thoroughly 
describe the ways data was obtained and analyzed. 

2.2 Induction 

Described as a method where existing data is explored and theories are developed from 
observations, which will be related to existing literature. This approach does not require 
researchers to begin with any predetermined theories or conceptual frameworks, but 
requires sound understanding of the topic before using the inductive approach (Saunders, 
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Lewis & Thornhill, 2000). Andersen (1998) argues that the inductive approach allows for 
recognition of patterns in the area of interest. Common examples of the inductive 
approach are case studies and interview studies. 

A qualitative method usually implies the use of an inductive approach, since theories are 
developed from observing reality. The authors use a case study to relate the reality to 
existing literature and to observe existing patterns, which corresponds to an inductive 
approach. 

2.3 Abduction 

Thietart (2001) describes that induction and abduction start from a discovery. While 
induction then calls for conferring a law upon this occurrence, abduction introduces an 
explanatory status on it. This explanatory status must then be tested further in order to 
apply a law upon the discovery.  

Wible (1998) refers to Charles Sanders Peirce stating that abduction is an initial stage of 
inference. When applying abduction, the researcher uses known facts in order to formulate 
as many hypotheses as possible. Peirce introduces the term economics of research, which 
refers to a ranking of the hypotheses according to the cost of testing them. Hypotheses 
that are least costly to investigate should be considered first. 

 

Universal Laws and theories 

Induction Deduction 

 Conceptualizations  

(Hypotheses, theoretic model) 

Abductive process Hypothetico-deductive process 

Facts established through  Explanations and predictions 

observation 

 

Figure 2: Logical process and scientific knowledge. Source adapted from Chalmers (1976) 
in Thietart (2001, p.54).  

 

In conclusion, abduction is an explanatory status which then needs to be tested further if it 
is to be tightened into a rule or a law, contrariwise the induction, which confers an a priori 
constancy.  

2.4 Case Study 

Creswell (2002) presents case studies as another research method, despite being not a 
“pure” one, but still as valid as the quantitative and the qualitative method.  
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As suggested by Maylor and Blackmo (2005), a case study approach will be used in this the-
sis for two reasons: 

- For practical reasons: 
The authors do not have the necessary resources to study every possible aspect of market-
ing differentiation of all banks. Considering this, the study aims at thorough understanding 
of the differentiation measures used by four major banks instead.  

- For theoretical reasons: 
There are some aspects that we can not study directly, and according to Maylor and 
Blackmo (2005), a case study may be a good approach.  

2.4.1 Single versus multiple case studies 

When speaking about case studies, one of the first decisions to make is to decide whether 
to use a single case study, or a multiple case study approach. The single case study focuses, 
according to Maylor and Blackmo (2005), on a single unit of analysis. Concerning the topic 
and purpose of this thesis, this approach does not seem fully appropriate; to study just one 
Swedish bank may result in an incomplete picture of the answer to the research question. 
The multiple case study approach is, according to Maylor and Blackmo (2005) useful in 
order to identify which features are common across cases. This being an objective of the 
thesis, using this approach seems to be more practical to answer the underlying research 
questions. A case study of four subjects seems to be appropriate in order to serve the re-
quirements of a case study approach and to respect its limitations at the same time.  

The use of a qualitative method with a case study approach is not opposing, but more 
complementary. This approach will serve for a clear vision on the issue of how banks dif-
ferentiate themselves and what the according tools are.  

2.4.2 Analysis of the case study 

The authors of the thesis will use two complementary approaches to analyze the case study. 
First, a single analysis will analyze the data separately for each bank. The writers of the the-
sis will utilize one of the three global strategies introduced by Yin (2003): ‘Relying on theo-
retical propositions’. The single analysis will be based on a model developed and explained 
in the frame of reference.  

The authors of the thesis will then use a cross analysis, to draw a general picture. According 
to Yin (2003), a cross analysis is possible only if there are more than two cases, which is the 
case in this paper (four subjects will be interviewed). A cross case analysis will allow to 
“strengthen the findings even further” (Yin, 2003, p.133). The researchers of the thesis will 
use a method presented by Yin (2003) for the cross analysis. A “word table” for each bank 
will be created. And the analysis of the entire collection of word tables will enable the au-
thors to conclude the cross analysis. The authors will put the word tables for each bank in 
the appendices.  
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2.5 Primary Data 

Data that is collected for the purpose of the study and that has not been existent before 
(Saunders et al., 2000). Methods of obtaining primary data, according to Daymon and Hol-
loway (2002), are case studies, interview studies or active participation of researchers in the 
process being studied. 

The authors of this thesis will use interviews as method of obtaining primary data, but sec-
ondary data may be used if applicable to the research purpose. The interview questions may 
be adapted or enhanced in their scope due to new insight gained during the data gathering 
process.  

Sekaran (2000) identifies two types of interviews: the unstructured one and the structured 
one. According to Kumar (1999), the classification is done in function of the degree of 
flexibility. In unstructured interviews, the interviewers conduct the interview based on an 
interview guide. They consequently have a high level of flexibility and formulate the ques-
tions spontaneously. In a structured interview the interviewers use an interview schedule, 
composed of a written list of questions, of which the interviewers respect the order.  

Another type of interview, called semi-structured interviews, is introduced by researchers 
such as Daymon and Holloway (2002). Semi-structured interviews are conducted according 
to a guide, which consists of questions that provide a direction throughout the interview, 
by focusing on issues that are necessary to be addressed (Daymon & Holloway, 2002). The 
sequence of such interviews may change during the interview, depending on the responses 
of the interviewees. The guide ensures that a certain amount of data is collected from every 
respondent and allows for some control for the interviewers. Semi structured interviews 
allow for the modification of questions, if new ideas arise (Daymon & Holloway, 2002). 

The authors of the thesis use semi-structured interviews: they prepare an interview guide 
(see Appendix II) which will serve as a guideline throughout the interview and ensures that 
all fields of interest are being covered. Additional questions may be asked during the inter-
views and will allow the authors to have some flexibility in order to focus on one important 
aspect that could appear during the interview. Interviewees are questioned in the respective 
branch offices in Jönköping. The questions are provided about two days prior to the 
scheduled interviews. The interviewees are asked for permission to record the conversa-
tions with Dictaphones and to be quoted with full name and position. (Permission was al-
ways granted.) However, for the pre-interview, S. Nyrinder does not have access to the 
questions beforehand, and the authors will use an unstructured interview, which requires a 
low degree of structure. The aim is to acquire general findings using broad questions.  

Moreover, the authors are aware of some problems that can arise due to language 
differences. The interviews are conducted in English, which is not the native language of 
the interviewees. The interviewers will therefore explain questions in more detail, if needed, 
and will ask for additional explanations, if the answers are not clear. Another factor, the 
authors consider to have an influence on the thesis, is that the interviewees cannot be 
expected to criticize the company they represent. Furthermore, the respondents might even 
present information in a more positive way than it is the case in reality. 
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2.6 Secondary Data 

Data that has already been collected for a different purpose, which can be used by re-
searchers to re-analyze and draw, own conclusions. Both, raw data as well as published 
summaries can be regarded as secondary data (Saunders et al., 2000). Secondary data allows 
researchers to access large amounts of data they might otherwise not be able to obtain, due 
to limitations in time, budget or reach Saunders et al., 2000). 

The secondary data, also referred to as frame of reference, in this research project is litera-
ture about marketing, especially in financial service management and customer relationship 
management. 

Secondary data used in this study was obtained through the library of the University of 
Jönköping, journals and publications available through electronic libraries, accessed 
through the University of Jönköping. Additionally, the websites of banks, providing e.g. 
annual reports with information concerning image and focus are used. Scientific journals, 
such as 'ABA Bank Marketing' provide up-to-date information on key areas of research. 

The secondary data provides the basis for our research and it is therefore important to 
have fundamental knowledge of marketing techniques and the special characteristics of 
banks in order to successfully retrieve our primary data and achieve our purpose.  

2.7 Verification of conclusions 

2.7.1 Validity 

According to Kumar (1999), the validity of a method is given when a logical link is estab-
lished between the questions and the objectives. Kumar (1999) identifies three types of va-
lidity: the face and content validity, the concurrent and predictive validity and the construct 
validity. To test the validity of the method of this thesis, the face and content validity will 
be applied.  

According to Kumar (1999), the face and content validity is achieved when an instrument 
is valid in the sense that it measures what it is supposed to. This type of validity is easy to 
apply, but presents some problems. Indeed the impression of logic is subjective. To reduce 
the subjectivity of the logic, the authors of the thesis have first revised the questionnaire 
many times after both external (with others business administration students) and internal 
discussions. The writers also tested their questionnaire on external people.  

2.7.2 Reliability 

According to Kumar (1999), a research method is reliable not only if it is consistent and 
stable, but also if it is predictable and accurate. The reliability is the “degree to which meas-
ures are free from error and therefore yield consistent result” (Zikmund, 2000, p.279). Ac-
cording to Sekaran (2003, p.203), the reliability can be divided in to main important parts: 

The stability of measures:  
The ability of a measure to stay the same over the time is indicative of its stability and low 
vulnerability to changes in the situation. The authors of the thesis expect the measures to 
be stable until an important technological innovation, such as the Internet, appears which is 
unlikely to happen. As a consequence, the writers of this thesis consider the gathered 
measures as stable.  
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- The internal consistency of measures 
An indication of homogeneity of the substance. The items should be capable of independ-
ently measuring the same idea so that the respondents attach the same overall sense to each 
of the things. In order to make sure that the interviewee understands the questions, the re-
searchers of this paper explain, if necessary, the meaning of the questions. Thus, the gath-
ered measure is expected to be consistent.  

Providing stable and consistent measures ensures therefore the reliability of the underlying 
study. 

2.8 Data collection plan 

The theoretical framework and most secondary data used in this thesis are gathered 
through literature obtained from the library of Jönköping International Business School. 
Furthermore, secondary data is collected from company websites of the banks that take 
part in the empirical data collection. Primary data for a pre-study will be obtained by the 
authors through an interview with S. Nyrinder, head of marketing of SEB, concerning ap-
plied methods of differentiation and an up-to-date view on the issue. The collected infor-
mation will serve as a basis for the empirical data collection. The empirical data used for 
the analysis is gathered through an interview study with bank representatives from the four 
largest Swedish banks, identified by secondary data from the Swedish Banker’s Association 
(2005) (Table 1). The interviewed banks are contacted via e-mail, telephone and personal 
visits of branches, where the authors present the topic of their study and request an inter-
view.  

 

Table 1: Banks in Sweden, (Swedish Bankers’ Association, p. 4).  
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3 Theoretical Framework 

In this part, the most important theory linked to this research will be presented. The authors then design the 
empirical study according to the presented theory. Customer Relationship Management (CRM), being a 
marketing approach dealing extensively with people, is selected by authors of the thesis as a result of the pre-
study. The three additional P’s (People, Physical Evidence, and Process) especially applicable for service 
marketing will be introduced, followed by further development of the People part. The authors aim to present 
some understanding of the available measures which can then be used to determine if the proposed measures 
are used in reality.  

3.1 Customer Relationship Management (CRM) 

Recent trends for businesses of all industries, as well as banks, show a movement towards a 
stronger customer orientation, rather than a product orientation. This customer orientation 
can be facilitated by developing and implementing CRM systems (e.g. Lancaster & Rey-
nolds, 2005; Dalton, 2003). CRM is an advancement of relationship marketing, now involv-
ing concepts of the overall marketing concept, total quality management, internal market-
ing, customer care, and relationship marketing (Lancaster & Reynolds, 2005) (see Figure 3). 
CRM concepts have to be realized within an organization in order to be successful with its 
external customers (Lancaster & Reynolds, 2005). Further, the main focus of CRM is the 
employees, which eventually achieve relationships with customers, turning a CRM program 
into success. Foss and Stone (2002) also state that a successful CRM program is only pos-
sible when the attention is equally divided towards customers and employees. Internal mar-
keting and relationship marketing are identified by Lancaster and Reynolds (2005) to be 
able to achieve a better internal and external business environment, making them a matter 
of differentiation. In order to successfully implement a CRM concept, the use of sophisti-
cated CRM computer technology is inevitable (see Figure 3). Such software can be used to 
gather data from separate systems or units and provide an overall picture of customers and 
their relationship with the organization (Lancaster & Reynolds, 2005). 
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Figure 3: Factors of CRM. Adapted from Lancaster & Reynolds (2005, p. 259) 

3.1.1 Overall marketing concept 

The term 'marketing' has different meaning, depending on the context and by whom it is 
used. The basic focus of the marketing viewpoint is the focus towards the customer and 
can be profit as well as non-profit orientated (Lancaster & Reynolds, 2005). In terms of the 
CRM concept, the authors of this thesis regard the overall marketing approach as how a 
bank defines marketing for itself and what the broad goal of the resulting orientation is. 
Foss and Stone (2002) criticize the frequent remoteness of marketing departments from 
actual customers in financial settings. By getting feedback only through market research, 
the marketing department does not achieve to supply the customer with appropriate cam-
paigns. Despite perfectly designed products and services from a marketers perspective, the 
customer might view them as incomprehensible (Foss & Stone, 2002). Anonymous (2005) 
presents Umpqua Bank, an Oregon, USA based retail bank, with about 97 branches (Um-
pqua, 2006), which is not keen to look or otherwise be perceived as a bank and engages in 
whole new approaches for differentiating itself. Umpqua does not only locally sponsor 
monthly movie screenings and a knitting club but also sends out executives in company T-
Shirts to promote street theatre, proclaiming an image of fun (Anonymous, 2005). Umpqua 
utilizes a company owned ice cream truck that tours communities with loud music and 
gives away free ice cream bars. Mass media advertising is conducted through the use of car-
toon characters and lively colors, reminding viewers of fashion advertising and never refers 
to actual bank products (Anonymous, 2005). 
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3.1.2 Internal Marketing (IM) 

The concept of internal marketing refers to a marketing approach within an organization, 
aimed at employees (Kotler, 2005). According to Kotler et al. (2005), internal marketing 
can be defined as a heavy investment in employee quality performance. Lancaster and Rey-
nolds (2005) define internal marketing as a process where the overall principles of market-
ing are applied within the company in order to become customer focused to the highest 
possible extent. Efficient, trained and motivated customer-facing employees and service 
people perform at a superior level. The main goal is to achieve team-work in order to cre-
ate customer satisfaction (Lancaster & Reynolds, 2005). If a firm wants to deliver con-
stantly high service quality, it has to encourage it. In fact, internal marketing has to precede 
external marketing, in order to ensure employee alignment when promoting e.g. excellent 
service (Kotler et al., 2005). It has to be ensured that the staff actually understands the of-
fered products (Foss & Stone, 2002). Lancaster and Reynolds (2005) argue that internal 
marketing is widely used by all kinds of companies to achieve a customer oriented culture 
to a large extent, making internal marketing a part of equal importance to external market-
ing. In order to apply relationship marketing programs, social marketing activities or envi-
ronmental policies the employees need to have the according spirit, dedication and knowl-
edge (Lancaster & Reynolds, 2005). Recent trends show that creating the culture and atti-
tude needed for external marketing, is being carried out via internal marketing beforehand 
(Lancaster & Reynolds, 2005). Umpqua Bank uses its external marketing also for internal 
purposes by presenting the desired spirit to employees alike (Anonymous, 2005). 
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A model of internal marketing 

Rafiq and Ahmed (2000) propose the following model: 

 

Figure 4: A model of internal marketing for services. (Rafiq & Ahmed, 2000, p. 453)  

The model presents customer satisfaction and service quality as key components, being 

influenced by most of the other elements. Rafiq and Ahmed (2000) define the Internal 
Marketing (IM) as a combination of five main elements.  

The first one is the motivation and the satisfaction of the employees. Indeed, they are re-
sponsible for the level of the quality of the service given to the customers. The more moti-
vated the workers are the higher the quality of the service is. Then, motivation and satisfac-
tion of employees become a very important parameter for the customer satisfaction and for 
differentiation. In order to satisfy the employees, Rafiq and Ahmed (2000) give two main 
points. They first propose to view employees as internal customers, and to focus on em-
ployee satisfaction. The second important element of the IM is the customer orientation 
and satisfaction. According to Rafiq and Ahmed (2000), the buyer-seller interaction does 
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not only impact the purchase behavior, but also gives the firm a marketing opportunity. It 
is called interactive marketing. The third key element of the IM is the development of the 
co-ordination of all the functions of the firms and their integration. Indeed, this is an es-
sential part for the employee motivation, the service quality, and the customer orientation. 
The two last important elements for the achievement of a good IM strategy for Rafiq and 
Ahmed (2000) are the marketing-like approach, and the implementation of specific corpo-
rate or functional strategies, which Rafiq and Ahmed (2000) identify as the development of 
the empowerment. Kotler et al. (2005) give the example of an American bank empowering 
local managers to approve loan applications themselves rather than having a centralized 
decision unit, catering to the need of customers for speedy loan approval confirmation. 

Caruana and Calleya (1998) also acknowledge the importance of the human factor in the 
provision of service, by referring to Lovelock (1983) who claimed that the nature of service 
is performance, the providers are crucial for the quality of the service. The authors then 
further establish a link towards the importance of internal marketing, to suit the challenges 
presented before (Caruana & Calleya, 1998). Presenting a very extreme view of the impor-
tance of employees as internal customers, Caruana and Calleya (1998) refer to Rosenblunth 
and Peters who claim that fulfilling employee needs is superior, putting the importance of 
customer in second place. Rosenblunth & Peters (1992) reason their ranking by saying that 
only satisfied employees will try to achieve satisfaction of customers. Caruana and Calleya 
(1998) present connections between internal marketing and employee commitment in their 
study, which is proven to be closely related. 

3.1.3 Total Quality Management 

Kotler (2003) defines Total Quality Management (TQM) as an organizational approach 
which aims to continuously improve the quality of all processes in an organization, prod-
ucts and services.  

Quality is, according to the American Society for Quality Control, “the totality of features 
and characteristics of a product or service that bear on its ability to satisfy stated or implied 
needs” (Kotler, 2003, p. 84). Total quality is the key to value creation and customer satis-
faction, and it involves every member of the organization. 

3.1.4 Relationship Marketing 

An approach to identify individual customers, to create a relationship between the com-
pany and its customers that lasts over many transactions; and to manage that relationship 
to the benefit of the customers and the company (Kotler et al., 2005). Relationship market-
ing is especially suitable for businesses offering products or services with a long time hori-
zon and high switching costs (Kotler et al., 2005). Yadin (2002) describes relationship mar-
keting as a management process engaging in a triangular relationship between marketing, 
quality and customer service. These three elements are interrelated and serve each other. 
Furthermore, relationship marketing focuses especially on the retention of customers, es-
tablishing a long-term orientation focusing on customer service (Yadin, 2002). Such long-
term relationships are created by meeting or exceeding the expectations of customers in 
terms of service, quality, price and delivery (Hatch & Shell, 2002 in Lancaster & Reynolds, 
2005). Peppard (2000) names relationship marketing to create customer satisfaction which 
leads to the retention of clients. Furthermore, Peppard (2000) states two-way communica-
tion as a prerequisite for relationship marketing which gives the bank the potential to learn 
from customers. In order to achieve beneficial relationships, customers must not have to 
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deal with organizational complexity. By offering identical service levels throughout all dis-
tribution channels, the customer has not to deal with this complexity (Peppard, 2000). Re-
sulting, the respective bank is not only able to retain this customer, but also gather data 
which can then be used to manage the customer more efficiently (Peppard, 2000). Kotler et 
al. (2005) propose five levels of possible business to customer relationships, the highest 
being the ‘partnership’. At this level, the company works with its customers on a regular 
basis in order to discover ways to increase performance. Umpqua Bank aims to position 
itself to be a place for people to spend time, independent from whether performing trans-
actions or not. Customers, or potential ones, are encouraged to visit branches by providing 
an in-store music-download service as well as an own coffee brand which is served in Um-
pqua branches (Anonymous, 2005). 

3.1.5 Customer Care 

Employee empowerment, as stated by Kotler (2003), includes the transfer of authority, re-
sponsibility and the provision incentives to detect, care about and deal with customer 
needs. As stated before, established two-way communication enables the bank to improve 
by listening to customers (Peppard, 2000). Hansemark and Albinsson (2004) describe that 
employees in positions dealing with customer complaints have to be well trained in order 
to be able to handle and act upon service problems. Kotler (2003) adds that leading service 
companies utilize front line employees using measures such as training to gain competitive 
advantage, by enabling workers to deal with problems or complaints immediately and ef-
fectively. Customer complaints have to be seen as an inexpensive way for market research 
that stresses areas in need of improvement (McCole, 2004). Tackling evolving service prob-
lems in the right manner prevents loosing customers, and may even strengthen the rela-
tionship between the organization and its clients (Kotler, 2003). In detecting service prob-
lems, only five percent of customers complain to the company, most just switch the pro-
vider. In order to prevent this loss of customers, Kotler (2003) proposes a complaint man-
agement system. Encouraging customers to complain, by using different channels, as e.g. 
face to face contact, e-mail, call center service, fax or traditional mail, empowers the or-
ganization also to learn about weaknesses and provides an opportunity for improvement 
(Kotler, 2003). To provide additional service to clients, Umpqua Bank created the 'ten-
minute switch kit', which allows prospective customers to change to Umpqua in ten min-
utes, right in the bank with employee assistance (Anonymous, 2005).  

3.2 Three additional P’s: 

Services, being the fastest growing segment of the economy, provide for additional chal-
lenges and opportunities. The traditional 4 P's were created to fit with tangible goods. Lan-
caster and Reynolds (2005) refer to the 7 P's of Booms and Bittner (1981) extending the 
traditional 4 P's by three additional ones applicable especially in service environments. The 
new P's are referred to as Process, Physical Evidence or Presentation, and People. 

According to an interview with Deutsch (1990) Kotler refers to the 4 P’s (Product, Price, 
Place and Promotion) as being universal. Concerning the service marketing field, some ad-
ditional factors can be introduced. In order to develop service quality: People, Presentation 
and Process are to be considered also in financial service marketing (Kotler, 2003; Lancas-
ter & Reynolds, 2005).  
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3.2.1 Process 

Lancaster and Reynolds (2005) describe process as the way to deliver the service, focusing 
on ensuring availability and uniform quality provided. It will decide how customers will get 
their needs met in the system. For example, earlier in the banking industry, the customers 
were waiting in separate lines for each teller. Deutsch (1990) proposed that a single waiting 
line for multiples tellers is the most common way of process. The study of Gerstner (2002) 
presents the branch network of banks consisting of diverse entities, where branches have 
own micro markets influenced by demographic and economic history. Gerstner (2002) ar-
gues that expecting identical sales and performance levels leads some branches to follow 
goals that are not aligned with their markets, which in return leads to underachievement of 
these branches. However, even if the theory claims that the process is an important factor 
of differentiation in the service industry, it appears that in the Swedish banking industry 
this is not a valid criterion. Indeed, Stefan Nyrinder (personal communication, 2006-04-20) 
declared that SEB does not consider the process as a decisive factor to differentiate.  

3.2.2 Presentation or Physical evidence 

The presentation is important for banks; since people will develop an according image and 
style for the bank. If a bank, for example, wants to have the image of a user-friendly bank, 
its interior will look somewhat like a living room, with sofas, plants, and smiling employees 
(Deutsch, 1990). On the other hand, if a bank wants to have a hi-tech and efficient image, 
the interior will show a lot of computers and latest technology as well as hard working and 
busy employees (Deutsch, 1990). Strategically placing, for example, flat screen televisions 
and computers with online access in a branch offers both, the opportunity to inform and 
entertain waiting customers as well as the chance for applying branding graphics to such 
devices (Grow, 2004) 

Grow (2004), naming brand image as a key factor for corporate survival, proposes that the 
presentation, or bank office design, is an important step in creating and delivering the de-
sired brand image. The exterior design can be utilized to communicate e.g. the history and 
values of the respective institution. The use of color in combination with texture and fin-
ishes is identified to be a simple but very effective factor of differentiation, helping to con-
vey particular messages to the customer and creating a special atmosphere affecting em-
ployees and customers likewise. Two types of graphics can be used to establish identity, 
marketing graphics and branding graphics. While marketing graphics promote products 
and services, branding graphics enhance brand image and should be used complementary 
with all marketing activities (Grow, 2004). Kotler (2003) claims, banks have to communi-
cate an image of safety through e.g. the architecture of the building, the interior design and 
use of building materials. The Oregon, USA based Umpqua Bank designs its branches with 
distinctive, fashionable chairs and coffee bars aiming at creating a popular place to spend 
time (Anonymous, 2005). 

3.2.3 People 

In the service industries, people are of utmost importance (Lancaster & Reynolds, 2005). 
The service provider is one of the most crucial parts in the provision of services, being for 
example friendly, knowledgeable and professional. The marketers of the services must se-
lect, train and motivate their frontline people. Proper training can make a big difference in 
the customer satisfaction. According to Kotler (2003, p. 451), Internal Marketing “de-
scribes the work to train and motivate the employees to serve customers well”. Service 
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marketing requires not only external marketing, but also internal and interactive marketing. 
For Foss and Stone (2002) people in the banking area, and in the service industry in gen-
eral, are the most important aspect. This is also reinforced by the service marketing triangle 
introduced by Grönroos (2000) (see Figure 6). According to Lancaster & Reynolds (2005, 
p. 260) “Building high value, loyal, lifetime relationships is the most powerful competitive 
tool a firm possesses”. Management has the task to check, encourage and reward employ-
ees for building relationships and checking if the customers are satisfied.  

As a conclusion, it appears that numerous authors accredit a very important role to people 
in the differentiation approach. People also have a key part in the general strategy of the 
bank. The proposed importance of people is also valid in reality as the pre-study for this 
thesis stated (S. Nyrinder, Personal Communication 2006-04-20).  

3.3 Extended CRM model for service differentiation 

The model of Lancaster and Reynolds (2005) (see Figure 3) displays the basic idea of a 
Customer Relationship Management Program. However, additional literature offers new 
insights and proposes different components applicable to this model. In the following 
chapter, the authors will relate the CRM concept with the three new P's, and then present a 
model, expanding the CRM concept of Lancaster and Reynolds (2005) (see Figure 3) by 
including the additional variables from other authors.  

3.3.1 The three P’s as a part of the CRM concept 

 

3.3.1.1 Why People are included in the CRM concept 

Grönroos (2000) introduces the service marketing triangle. This triangle shows how impor-
tant the people are for a service organization. There are three actors in a service company 
(see Figure 5): the firm, the customer, and the resources of the firm. Resources consist of a 
combination of personnel, technology, knowledge and customer’s time and customer. Each 
of these aspects is important to use in order to keep the promises made to the clients. Both 
the firm itself and the employees separately have contact with the customer. The contact 
between employees in service industries is more critical than the contact between the firm 
and the customer. Service businesses must be aware of this and pay great attention to their 
staff; using internal marketing as well as enabling and promoting development (see Figure 
5). Kaynak and Harcar (2005) use the term interactive marketing for describing the skills of 
employees in the customer contact, which relates to offering high quality services. 
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FIRM 

Full-time marketers and salespeople 

Enabling promises Giving promises 

Continuous External 

 development marketing 

Internal   

 marketing  Sales 

RESOURCES 

PERSONNEL Keeping promises  CUSTOMERS 

TECHNOLOGY Interactive marketing 

KNOWLEDGE Part-time marketers and 

CUSTOMER’S TIME customer-oriented 

CUSTOMER Technologies and systems 

 

Figure 5: The service marketing triangle (adapted from Grönroos, 2000, p. 55). 

 

If a comparison is made between the elements of the customer triangle and the CRM 
model, it appears that the CRM model includes the features of the service marketing trian-
gle (see Table 2).  

 

The service marketing triangle components CRM factors 

Enabling promises   

Continuous  development TQM 

Internal  marketing  Internal Marketing 

Giving promises   

External marketing Overall Marketing Concept 

Sales Overall Marketing Concept 

Keeping promises   

Interactive marketing Relationship Marketing & Customer Care 

Part-time marketers and customer-oriented Customer Care 

Technologies and systems Customer Care & TQM 
 

Table 2: A comparison between the service marketing triangle components and the CRM 
factors.  
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3.3.1.2 Why Presentation and process are included in the CRM 
concept  

The design of branches depends on the overall marketing concept. Indeed, aiming to influ-
ence how the customer feels being in the bank is a strategic element. Careful and thorough 
planned facility appearance is identified to be a tool of influencing the perception of cus-
tomers by researchers (e.g. Kotler et al, 2005). As a result, the authors of this thesis con-
sider the presentation as an element included in the CRM concept.  

How the clients are treated when visiting a branch, if they e.g. will have to wait for a long 
time (depending on the efficiency of the process) is identified as a part of the customer 
care. This thesis will therefore consider the process as included in the CRM.  

3.3.2 An extended CRM model 

The elements people, the presentation and the process can be considered as a part of the 
CRM concept as shown before. The authors will thus propose a new model which is con-
sidered to be more relevant for a differentiation purpose. The extended model of CRM 
(see Figure 6) consists of three aspects. People, as mentioned before, are targeted by and 
interact in the IM, TQM, relationship marketing and customer care. Since employees and 
customers are present in all these four elements, the authors of this thesis decided to in-
clude them in one section.  

Kotler (2003) identifies service quality as a key to competitive success. Offering a high 
quality service is thus a way to differentiate from the competitors. Moreover, according to 
Grönroos (2000), there is an increasing competition in the service area, and in such envi-
ronment, firms need to differentiate. Grönroos (2000) proposes a service quality strategy, 
for example a service quality management program, to differentiate. Moreover, service 
quality is according to Kotler (2003), one of the major values expected by the customers. 
The authors of this thesis focus on the service quality, as a way to differentiate, in their 
model.  

The extended CRM model proposed by the authors of this thesis (see Figure 6) introduces 
four factors contributing to increase the service quality: the Internal Marketing, the TQM, 
the relationship marketing and the customer care. According to Rafiq and Ahmed (2000), 
the aim of the Internal Marketing is to increase the quality of the services offered by the 
firm. Internal marketing is also one of the subprograms identified by Grönroos (2000) to 
improve the service quality. “Total Quality Management is an organization-wide approach 
to continuously improving the quality of all the organization’s processes, products and ser-
vices” (Kotler 2003, p.84). According to this definition, TQM is, by nature, a factor con-
tributing to increase the service quality. The relationship marketing, according to Lancaster 
and Reynolds (2005) consists of building a high value, loyal, lifetime relationship. It is also a 
competitive tool. The core nature of the relationship obliges the firm to improve its service 
quality. Indeed, keeping the customer loyal or building a long term relation provokes a high 
service quality. Reducing the loss of customers, attracting new customers and improving 
customers and employees satisfaction are three of the aims of the customer care identified 
by Lancaster and Reynolds (2005). A consequence of these aims is an improved service 
quality. As a result, the authors of the thesis consider internal marketing, TQM, relation-
ship marketing and customer care as subprograms allowing service quality.  

The writers therefore link service quality as the major objective also in a CRM concept (see 
Figure 6). Furthermore, the concept “Marketing like approach” (see Figure 4) of Rafiq and 
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Ahmed (2000) is seen as similar to the “overall marketing concept” (see Figure 3) intro-
duced by Lancaster and Reynolds (2005). This is why the extended model of CRM does 
not study the “Marketing like approach” and “Service quality” within the Internal Market-
ing, because they will be part of the CRM model (see Figure 6). 

All parts dealing with the internal marketing, customer care, relationship marketing and 
TQM are considered as primary differentiation tools according to the theory and the pre-
interview. They allow for proposing a good service quality which is the major way of dif-
ferentiation for banks (according to the theory and the pre-interview). The authors of the 
thesis define then service quality as the sum of the internal marketing, TQM, relationship 
marketing and customer care.  

Presentation and Process are not considered by the authors (according to the pre-
interview) as important as the people aspect. They will then be presented accordingly as 
secondary tools of differentiation (see Figure 6).  
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Figure 6: From Customer Relationship Management to Differentiation  
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3.4 Conclusion of Theoretical Framework 

A pre-study implied that the human element is a major factor of differentiation. As a con-
sequence, a people-based marketing approach has been identified by the authors to be rele-
vant for this study: the Customer Relationship Management (CRM). There are different 
factors influencing the basic CRM concept: internal marketing, customer care, Total Qual-
ity Management, overall marketing and relationship marketing. The way and to which ex-
tent service companies approach and deal with these concepts will eventually create unique 
organizations that stand out from their competitors. Additionally, the writers of the thesis 
present the three additional P’s stated in e.g. Kotler (2003), especially adapted for the ser-
vice area: Process, Presentation and People. The three new P’s can be related and included 
into the CRM concept, extending the initial model (see Figure 3) to a more complete one 
(see Figure 6) that can be applied to this underlying study.  

Existing theory from established researchers does not provide for achieving truly out-
standing characteristics for a retail bank. The reason for this may be found in the general 
image of a bank representing trust and a sense of seriousness. Airlines (Southwest Airlines) 
for example or restaurants (McDonalds) can contain an image of fun and still operate prof-
itable, thereby being very different than their respective competitors. The number of banks 
differentiating to such extents can be estimated to be rather small. The example provided 
of Umpqua Bank is considered to be an exception, and in general it should be assumed that 
banks differentiate within smaller dimensions, being able to retain an image of trustworthi-
ness and seriousness. 
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4 Empirical data 

In the first part, the authors will briefly present the banks and the managers that were interviewed in this 
study. The gathered data will then be presented in the latter part. The presentation will be organized accord-
ing to the theoretical framework, firstly by presenting the most important differentiation criteria, which are: 
overall marketing strategy, internal marketing, total quality management, relationship marketing, customer 
care, and service quality. This chapter will end with the introduction of the secondary criteria of differentia-
tion, which are process and presentation.  

4.1 Presentation of the banks and the managers in-
terviewed 

4.1.1 Svenska Handelsbanken 

Svenska Handelsbanken (SHB) has more than 455 offices and 9,956 employees in Sweden 
only (Handelsbanken, 2006a). Handelsbanken has extensive operations in the fund man-
agement, life insurance and finance company sectors. According to the company website 
(Handelsbanken, 2006a), SHB is represented in twenty countries all worldwide. Handels-
banken won the prize of the “Business Bank of the year 2006” awarded by the Swedish 
newspaper Affärsvärlden. Key figures for Svenska Handelsbanken are displayed in Table 1. 

The authors will interview Mr. Stefan Widlund, head of the Corporate Customers depart-
ment in the Jönköping branches currently transferring to be the head manager of Handels-
banken in Uddevalla.  

4.1.2 FöreningsSparbanken 

FöreningsSparbanken was formed in 1997 from a merger of Sparbanken Sverige and the 
Föreningsbanken group of co-operative banks (Swedish Banker’s Association, 2005). This 
group has a strong position in all the Scandinavia. FöreningsSparbanken is present in 
twelve countries all around the world in 2005 (FöreningsSparbanken, 2006). FöreningsS-
parbanken is currently in the process of changing its name to Swedbank. However, in this 
thesis, the authors will always use the “old” name of the bank. According to the company 
website (FöreningsSparbanken, 2006), FöreningsSparbanken has 8,922 employees and 476 
branches in 2005 in Sweden only. Key figures for FöreningsSparbanken are displayed in 
Table 1.  

The authors will interview Mr. Ingemar Karlsson, an employee in FöreningsSparbanken 
Jönköping with 40 years of working experiences in the banking industry.  

4.1.3 Nordea 

According to Swedish Banker’s Association (2005), Nordea is the largest financial enter-
prise in the Nordic region, with more than 30,000 employees. Nordea Group was created 
in 2000; based on the Scandinavian Banking Group. The Swedish state is the largest share-
holder (19.9%). According to its website (Nordea, 2006a), it has in total 11 million custom-
ers, 1,180 branches and 20,000 employees. Nordea (2006a) is represented in twenty coun-
tries worldwide. Key figures for Nordea are shown in Table 1 
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The authors will interview Mr. Mats Ohlsson, head of the private customer department in 
Jönköping branch of Nordea.  

4.1.4 SEB  

The financial group SEB was formed around Skandinaviska Enskilda Banken. According 
to the Swedish Banker’s Association (2005), SEB has a particularly strong position in fund 
management and life insurance, as well as in the mortgage and finance company sectors. 
SEB is also a traditionally strong player on the stock market and in currency trading as well 
as in international payments. The official SEB website displays the presence of SEB in 
twenty countries all around the world. Additionally SEB, for the year 2005, generated 44% 
of its gross income in Sweden only (SEB, 2006). Key figures for SEB are shown in Table 1. 

The authors will interview Mr. Stefan Nyrinder, head of the marketing department of SEB.  

4.2 The data 

For a better understanding, the authors of this thesis will present the data according to the 
components of the CRM model (see Figure 3). Moreover, for an easier reading, the views 
of the writers of this thesis are also presented when only referred to by ‘the authors’ or ‘the 
writers’. 

4.2.1 Overall marketing concept 

Svenska Handelsbanken (SHB), according to Stefan Widlund (personal communi-
cation, 2006-05-11), has a different marketing strategy compared to others banks. Handels-
banken has neither a centralized organization nor a central marketing department. Accord-
ing to Handelsbanken (2006b) “[...] the branch is the Bank”. Each office, like Jönköping, is 
an independent entity, and takes its own marketing decisions, but as S. Widlund says “We 
are very little in marketing, even in Jönköping. We don't do that [marketing] in papers or 
radio or so. We try to market Handelsbanken this way, business to business or business to 
people.” (personal communication, 2006-05-11). However, Handelsbanken employs a 
“corporate communications” department, dealing with internal and external marketing for 
SHB. The responsibility of the department with external marketing is stated to involve 
“public pages on the Bank's website, investor relations, complaints management, media 
contact and the Bank's customer magazine” (Handelsbanken, 2006b). When it comes to 
internal marketing, “corporate communications”, is responsible for the “Group's set of in-
structions, intranet and house journal” (Handelsbanken, 2006b). A strategic aim of Han-
delsbanken is that the employees are “available” to the customer. This “availability” is real-
ized through the listing of employee names, positions, direct e-mail address and direct tele-
phone number on the website of Handelsbanken (S. Widlund, personal communication, 
2006-05-11). 

 Ingemar Karlsson (personal communication, 2006-05-17) describes the marketing 
objective of FöreningsSparbanken (FSB) to be the best bank in all areas. “The first thing 
the customers shall think about if he has a financial problem: I will try Swedbank [Fören-
ingsSparbanken]” (I. Karlsson, personal communication, 2006-05-17). Having the back-
ground of being a family bank, FSB is now also positioned as a business bank, which en-
ables FSB to offer all services. The further development of FSB shall also be resembled in 
the new name Swedbank. FSB sees the banking service for families as the foundation of its 
operations, one reason being the stability families present in comparison to e.g. the stock 
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market (I. Karlsson, personal communication, 2006-05-17). The marketing department of 
FSB in Stockholm undertakes marketing activities such as nationwide advertising. Addi-
tionally, local branches are able to launch own campaigns (I. Karlsson, personal communi-
cation, 2006-05-17). The strengths of FSB are characterized by I. Karlsson (personal com-
munication, 2006-05-17) as having the largest branch network in Sweden, the possibility to 
access a variety of services and even to have access to branches of FSB abroad. 

The strategy of Nordea is to differentiate from the others with the concept of the 
personal adviser. (M. Ohlsson, personal communication, 2006-05-18). There is some com-
mercial advertising, on the television for example with the slogan: “It’s time to meet a per-
sonal adviser at Nordea” (M. Ohlsson, personal communication, 2006-05-18). According 
to M. Ohlsson, Nordea is the only bank with this concept, and this is why clients choose 
Nordea. Each personal adviser has an average of 300 accounts; the frequency of the meet-
ing is up to the clients. M. Ohlsson would like Nordea employees differ with their enthusi-
asm, and their accessibility.  “I want the advisers here to be really interested in the custom-
ers’ economy” (M. Ohlsson, personal communication, 2006-05-18). Concerning the mar-
keting strategy, “most of the marketing is made by our marketing support in Stockholm” 
(M. Ohlsson, personal communication, 2006-05-18). This department is especially respon-
sible for mass marketing. “Then we have a system we call marketing bank”, which is more 
specific for each office, an example of this could be the personal promotional letters, or 
local advertisements in the newspapers. Nordea really sees its employees as customers. In-
deed when a new product is introduced, the workers are educated about it (M. Ohlsson, 
personal communication, 2006-05-18).  There is also an e-learning program available for 
both clients and employees (in different forms). According to its website, the mission of 
Nordea is “Making it possible” (Nordea, 2006b).  

 Stefan Nyrinder (personal communication, 2006-05-19) presents the marketing 
strategy of SEB as positioning SEB as “[...]the leading bank for private individuals and 
small and medium sized enterprises (SME's) in Sweden, [...] and to increase customer satis-
faction, to sell things, to drive customers towards branches and internet, where we make 
business with them” (personal communication, 2006-05-19). The top management defined 
four core values for SEB being: mutual respect, professionalism, continuity and long-term 
relationships “We are top-notch when it comes to competence and internet offering” (S. 
Nyrinder, personal communication, 2006-05-19). Being a price leader does not fit with the 
brand image of SEB, according to S. Nyrinder (personal communication, 2006-05-19). In 
general, the head-quarter of SEB provides a generic marketing strategy that has to be fol-
lowed by the branches due to the belief that this is suitable for the Swedish market. Branch 
offices of SEB can order marketing campaign tools on the internet and request additional 
support provided by the marketing headquarter in Stockholm (S. Nyrinder, personal com-
munication, 2006-05-19). 

4.2.2 Internal Marketing (IM) 

The authors will base their study of the IM on the five main elements of the model of 
Rafiq and Ahmed (2000) (see Figure 4).  

4.2.2.1 Motivation and satisfaction of the employees 

Svenska Handelsbanken tries, like other banks, to provide a good working envi-
ronment in order to motivate their employees (S. Widlund, personal communication, 2006-
05-11). SHB also uses a performance based reward system (Oktogonen) involving an em-
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ployee pension fund. At the end of each year, the realized profit of all Handelsbanken 
branches is compared to competitors and excess profits are then shared between share-
holders and employees. The share of the workers goes into an employee pension fund. The 
shares of the fund are distributed based on whether employees work half-or full time and 
on the amount of years spent in Handelsbanken, but not on their position (S. Widlund, 
personal communication, 2006-05-11). Oktogonen even includes senior management and 
the board of directors (Handelsbanken, 2006b). This fund is consists of Handelsbanken 
shares and amounts to about 10.5 % ownership of Handelsbanken. SHB organizes occa-
sional events for employees and provides non-mandatory “After Work” meetings once a 
week. (S. Widlund, personal communication, 2006-05-11).  

 Further education of employees is endorsed by FöreningsSparbanken; allowing 
people to be absent from work while studying and even get a proportion of their salary. 
For employees over the age of 58, FSB offers to work 80% of the time (four days per 
week) and get 90% of the former salary (I. Karlsson, personal communication, 2006-05-
17). Further, FöreningsSparbanken encourages sport activities for the employees, by offer-
ing special rates for sports club memberships. There is no commission based incentive for 
FSB employees, but bonus payments, based on the annual performance of all FSB com-
pared to main competitive banks, are possible (I. Karlsson, personal communication, 2006-
05-17). There are no regular spare time events for employees, besides occasional gather-
ings, organized by FSB Jönköping (I. Karlsson, personal communication, 2006-05-17). In 
order to motivate employees, FSB gives access to the products, in case of the credit cards 
and the “security authenticator” (see Appendix III), at no cost. 

Nordea does not offer commission based payments to its employees (M. Ohlsson, 
personal communication, 2006-05-18). The bank employee should always have most of the 
wage guaranteed (M. Ohlsson, personal communication, 2006-05-18). However, if the ad-
visers from Nordea do a good job, there is an opportunity to get a salary raise. Nordea im-
plements a performance based reward system by providing an employee fund. 

 “I can't say that we have a real strategy to motivate employees” (S. Nyrinder, per-
sonal communication, 2006-05-19), but at the same time, SEB has different parallel ap-
proaches aiming at employee motivation and satisfaction. So called “value guidelines” spec-
ify responsibilities of employees towards the bank and vice versa, bonus and incentive pro-
grams, training programs, the communication of the importance of every single employee 
for the bank and an extensive internal information structure; all target at increased em-
ployee involvement for SEB (S. Nyrinder, personal communication, 2006-05-19). Leader-
ship development programs of SEB educate managers about special motivational strategies 
that are then applied in their respective units or departments. SEB employees are encour-
aged to emphasize weaknesses of departments or branches e.g. with implementing parts of 
the value program. The staff satisfaction survey “PULS”, consisting of about 200 ques-
tions, conducted once a year, examines the implementation of, among others, the core val-
ues via open questions. Additionally, SEB offers financial support for spare time activities 
organized by employees, has summer houses and cabins for rent at low fees, and even op-
erates a company motel with all-inclusive service (S. Nyrinder, personal communication, 
2006-05-19). 

4.2.2.2 Customer orientation and satisfaction 

Handelsbanken does not have a system measuring the level of satisfaction of cus-
tomers. However, SHB pays attention to surveys carried out by independent market re-
search organizations that compare and analyze the Swedish market. If Handelsbanken has a 
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leading position in such surveys, this will then be emphasized in marketing communica-
tions. According to S. Widlund, the product alone does not satisfy the customer (S. Wid-
lund, personal communication, 06-05-11). 

 Customer satisfaction surveys are conducted by FöreningsSparbanken via external 
research agencies on a yearly basis, not only for private, but also for business clientele (I. 
Karlsson, personal communication, 2006-05-17). The results of those surveys are discussed 
and eventually serve as a basis for further improvement of the offering from FSB (I. Karls-
son, personal communication, 2006-05-17). Special offers, e.g. a current program offering 
the lowest interest rates for purchasing private housing are serving the needs of FSB cus-
tomers. Additional convenience for customers is provided by packaged offers, e.g. different 
credit cards combined with internet banking and telephone service. The possibility to get 
three different credit cards is given, and is characterized as useful especially for people trav-
eling a lot or combining company cards and private accounts (I. Karlsson, personal com-
munication, 2006-05-17). When it comes to the development of new products, customers 
are involved in testing that product before releasing it to the whole market (I. Karlsson, 
personal communication, 2006-05-17).  

According to M. Ohlsson (personal communication, 2006-05-18), Nordea conducts 
a study on the expectations and satisfaction of customers. “Every second year we make a 
customer satisfaction index” (M. Ohlsson, personal communication, 2006-05-18). Nordea 
ranks its customers in groups; the one with the personal adviser being very satisfied. “The 
personal adviser is the highest ranking”, which highlights the importance of these employ-
ees for the clients (M. Ohlsson, personal communication, 2006-05-18). According to its 
website, Nordea aims to create value for its customers in order to satisfy them (Nordea, 
2006a).  

 Monthly customer satisfaction surveys are undertaken via external providers for 
SEB. Randomly chosen customers, who currently visited a specific SEB branch, are ques-
tioned via telephone about their experiences and the results are distributed quarterly to the 
branch in order to take necessary actions, if needed. The results of those surveys are con-
nected to an incentive program for the branch managers (S. Nyrinder, personal communi-
cation, 2006-05-19). Supplementary, SEB buys a yearly strategic customer satisfaction sur-
vey conducted by an external organization, which is also able to benchmark the results to 
the competitors of SEB from the Nordic countries. The results of this survey are then dis-
tributed throughout the SEB network and serve as activity lists for improving operations 
(S. Nyrinder, personal communication, 2006-05-19). SEB tries to develop everything from 
a core customer perspective, when it comes to e.g. campaigns, internet offers and function-
alities, thereby aiming to show the customer that the bank cares, has knowledge about the 
needs of its clients and works proactive (S. Nyrinder, personal communication, 2006-05-
19). S. Nyrinder (personal communication, 2006-05-19) names “multi channel integration” 
as a key concept providing SEB customers all services through all outlets, namely tele-
phone, internet and branch services. SEB tests products and campaigns through artificial 
customers that attend a meeting where they are presented products and campaigns, fol-
lowed by an interview where responses are evaluated by psychologists and marketers (S. 
Nyrinder, personal communication, 2006-05-19). Branches also use ”representative cus-
tomers” that are actively involved in businesses in the region of a certain SEB branch, giv-
ing strategic feedback from the market to SEB and serving as a customer reference group 
(S. Nyrinder, personal communication, 2006-05-19). 
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4.2.2.3 Development of the co-ordination of all the functions of the 
firm and their integration 

SHB Jönköping has, according to S. Widlund (personal communication, 2006-05-
11) a good amount of communication within the branch office, without communication 
problems between different floors. Regular weekly branch meetings are held in order to 
update different units and departments of their current work (S. Widlund, personal com-
munication, 06-05-11). The inter-branch communication is not formal, and is facilitated 
rather through personal contacts in different branches. However, regional banks, represent-
ing all local branches, collect information within their regions and have regular meetings 
with each other and the head-quarter to discuss issues of interest for the whole organiza-
tion. The acquisition of e.g. new corporate customers then integrates different departments 
in order to best meet the needs of prospective clients (S. Widlund, personal communica-
tion, 2006-05-11). 

I. Karlsson (personal communication, 2006-05-17) describes the communication 
between the departments within a branch as very good, but when it comes to the commu-
nication between branches it is somewhat different. The structural change that FSB went 
through during recent history alienated branches to a large extent. Recent efforts of FSB 
aim to increase the branch communication to some extent, e.g. by having a single responsi-
ble manager for FSB Jönköping and Huskvarna. FSB branches are still considered to com-
pete with each other (I. Karlsson, personal communication, 2006-05-17). The increased 
communication effort between branches is represented by a meeting (every three months) 
between all branches of the Jönköping region and the creation of large scale meetings in-
volving branches from southern Sweden (I. Karlsson, personal communication, 2006-05-
17). The recently held, first and only large scale meeting involved employee training as well 
as knowledge exchange between branch employees (I. Karlsson, personal communication, 
2006-05-17). 

Nordea has a good internal communication: “Everybody in the house speaks to 
each other […] I think it is easy to communicate” (M. Ohlsson, personal communication, 
2006-05-18). Moreover, the head-office in Stockholm wants to standardize the communica-
tion strategy (M. Ohlsson, personal communication, 2006-05-18).  

An approach for co-ordination and integration of functions is pursued by SEB 
when a corporate client advisor visits a customer. That employee is likely to be accompa-
nied by a private advisor, in order to provide a broader and more coherent service for the 
customer (S. Nyrinder, personal communication, 2006-05-19). The marketing department 
of SEB runs a network platform that connects private market advisors that operate within 
one of overall 35 regions, offering phone and physical meetings on weekly bases. This net-
work aims to ease and encourage the exchange of information and ideas within regions and 
to connect the branches to the marketing department. Through the network, the central 
marketing department strengthens support of strategies and campaigns towards the branch 
network. The central marketing department helps branch managers and employees to stay 
up-to-date and links internal and external marketing. Business units of SEB are involved in 
product development and the marketing department provides tools for branches to suc-
cessfully implement new campaigns (S. Nyrinder, personal communication, 2006-05-19).  

4.2.2.4 Empowerment 

The strategy of SHB is to delegate a lot of authority towards employees granting 
e.g. a loan within certain a certain amount of money. As a result, workers can solve about 
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95% of arising tasks efficiently. The policy of SHB is: “If you have a problem, solve it 
NOW, do not wait” (S. Widlund, personal communication, 2006-05-11). 

 Empowerment in FöreningsSparbanken is distributed on a trust basis, allowing 
some employees to make more decisions themselves, within certain limits. If problems or 
issues cannot be solved by a single employee, the customer will be guided to a specialist 
who then takes care of the customer. For more severe problems, FSB employees contact 
the telephone support from the headquarter or schedule a later meeting in order to solve 
this problem until then (I. Karlsson, personal communication, 2006-05-17). 

“I think most of the people here can have most of the complaints solved” (M. 
Ohlsson, personal communication, 2006-05-18). Nordea implements a complaints system 
when in case of mistakes from its part; all employees can give compensation, up to SEK 
1,500, without asking the manager.  

 SEB employees are empowered to compensate customers up to a certain level, and 
have to follow the policy stating that customer complaints are to be dealt with immediately, 
or whenever the customer chooses to do so (S. Nyrinder, personal communication, 2006-
05-19). 

4.2.3 Total Quality Management 

When a problem is discovered by employees of SHB in the daily operations, a 
“note system” is implemented. The branch manager will be notified and the problem will 
be dealt with. In case of larger problems out of reach for local branches, the regional bank 
will be notified and eventually the head-quarter. The structure of SHB consists only of 
three levels (see Figure 7), the branches, followed by eight regional banks for all Sweden 
and then the head-quarter, allowing for solving of problems in a fast way. (S. Widlund, per-
sonal communication, 2006-05-11).The following Figure 7 shows the decentralized organi-
zation specific for SHB.  

 

 

Figure 7: Decentralized organization. Handelsbanken (2006a). 

 

FöreningsSparbanken relies on feedback from customers which is then directed to 
the responsible person in the bank (I. Karlsson, personal communication, 2006-05-17). 

Nordea begins to use a TQM program, which comes from Toyota. “We have a 
program we call LEAN” (M. Ohlsson, personal communication, 2006-05-18). ‘LEAN’ is 
realized daily by providing a blackboard, on which advisers from Nordea can put ideas of 
how to improve the process. (M. Ohlsson, personal communication, 2006-05-18).  

 “The SEB Way” is a program in the making by SEB to provide a sophisticated To-
tal Quality Management program in the near future, due to the importance of having a 
more strategic approach for ensuring quality (S. Nyrinder, personal communication, 2006-
05-19). 
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4.2.4 Relationship Marketing 

SHB is aiming to develop relationships with their clients by using the internet, due 
to the ease of communication via e-mail (S. Widlund, personal communication, 2006-05-
11). In Handelsbanken, the so called “church tower” principle is applied. Each office is as-
signed to an area of operation, of a size that would allow to be seen from an imaginary 
“church tower” located at the bank. The branch office is responsible for all clients present 
in this area, not more and not less. “We want to work where we know our customers. We 
want to be local.” (S. Widlund, personal communication, 2006-05-11). SHB customers are 
characterized by S. Widlund (personal communication, 2006-05-11) to have one “contact 
person” in the bank that is responsible for their account, which is realized by Handels-
banken. For S. Widlund (personal communication, 2006-05-11), the main reason why cus-
tomers switch bank providers is not concerning the price, but rather because of a lack of 
communication: “The main reason is that you don't pay attention to your customer” (S. 
Widlund, personal communication, 2006-05-11). That is why Handelsbanken tries to pay as 
much attention as possible to their clients, in order to satisfy and retain them.  

 The level of service delivered to the customer allows to build and retain relation-
ships between the bank and the customers in FSB; “If you have started in one bank, you 
will stay there until something happens” (I. Karlsson, personal communication, 2006-05-
17). Ingemar Karlsson (personal communication, 2006-05-17) identifies pure internet 
banks, having almost no branches, as competitors when it comes to price sensitive custom-
ers. The reason for FSB customers to stay with their bank is the personal relation they have 
to a certain branch employee. The relationship has a certain value to customers, and is 
more important than having e.g. a smaller amount of interest rates on loans (I. Karlsson, 
personal communication, 2006-05-17).  

The relationship marketing of Nordea is based on the personal advisers. Thanks to 
them, “it is easy to be a customer in Nordea” (M. Ohlsson, personal communication, 2006-
05-18). Indeed, “the adviser can solve every problem; […] we call him our specialist” Nor-
dea tries to keep its customers by developing the relationship with this adviser: “I think it is 
easier to switch banks without an adviser” (M. Ohlsson, personal communication, 2006-05-
18). This contact person allows both, developing the loyalty of the clients, and attracting 
new customers.  

“We try to keep the relation with our customers as the main competitive advantage” 
(S. Nyrinder, personal communication, 2006-05-19). The relationship strategy of SEB con-
sists of two parts, one being the attraction of new customers by offering products attract-
ing a broad range of customers, which are then in the second part entered into the CRM 
concept and introduced to SEB service and employees in an attempt to satisfy, increase 
their loyalty and retain them (S. Nyrinder, personal communication, 2006-05-19). SEB of-
fers the provision of personal advisors that are especially assigned to a certain group of cus-
tomers, depending on the financial assets of that customer (S. Nyrinder, personal commu-
nication, 2006-05-19). SEB customers have access to 24 hours telephone support, and the 
emergence of mobile communication leads SEB to the current development of full service 
mobile banking, allowing for a majority of banking services to be done via cellular tele-
phones (S. Nyrinder, personal communication, 2006-05-19). However, according to S. 
Nyrinder, it is much more difficult to keep a customer through internet. SEB prefers clients 
visiting the offices, due to increased possibilities for retaining the customers (S. Nyrinder, 
personal communication, 2006-05-19). 
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4.2.5 Customer Care 

Handelsbanken customers are able to access all services through the internet and in 
the branch: “It is up to you” (S. Widlund, personal communication, 2006-05-11). S. Wid-
lund prefers the personal contact. Indeed, “If you really want to have loyalty, you have to 
communicate” (S. Widlund, personal communication, 2006-05-11). Developing human re-
lations is key, because “computers do not make you loyal” (S. Widlund, personal commu-
nication, 2006-05-11). Accordingly, the number of SHB branches is characterized more 
important than the internet (S. Widlund, personal communication, 2006-05-11). According 
to Handelsbanken (2006b) customer complaints are met with a positive attitude and the 
complaining party is entitled to a timely and correct reply by the branch. Customer care is 
exercised by Handelsbanken, that customers are informed about employees being absent 
on e.g. holidays and given the name of a person in charge during this time (S. Widlund, 
personal communication, 2006-05-11). SHB works towards customer orientation by con-
sidering opinions or propositions in the development of their website for example. More-
over, in order to improve the performance of the organization, SHB focus on feedback; 
“Please tell me when something is wrong, do not tell your neighbor”, including face-to-face 
communication, telephone, and e-mail (S. Widlund, personal communication, 2006-05-11).  

 For I. Karlsson of FöreningsSparbanken, “Service is when you get something you 
didn't expect” (personal communication, 2006-05-17), and employees are trying to follow 
this guideline by giving additional information that could be helpful for customers in the 
future. Customers in FSB Jönköping have also the possibility to have a certain contact per-
son assigned to them. There is a special group present in FSB that only deals with wealthy 
clients. Employees that are assigned to a group of customers are also contacting their cli-
ents at regular intervals to maintain communication (I. Karlsson, personal communication, 
2006-05-17).  

Nordea considers itself to have a “leading and efficient multi channel distribution 
including a top ranking in e-services penetration” (Nordea, 2006a). Indeed, the customers 
of Nordea have many possible channels to communicate with the bank: telephone banking 
(three telephone centers are operated by Nordea), internet banking, and the office (conver-
sation with the adviser). M. Ohlsson, prefers the first solution for the payments (which is 
the easiest way for the client) and the last solution for advice, because developing loyalty is 
possible through this channel, and not so much through the others channels. Nordea in-
volves customers in the service development at the national level, through interviews as 
feasibility studies for example, to know “what the market thinks about it” (M. Ohlsson, 
personal communication, 2006-05-18).  There are several options for a customer to com-
plain in Nordea. The client can either directly talk to the personal adviser or manager, or 
call the head-quarter, where “a special person who […] only takes care about the com-
plaints” exists (M. Ohlsson, personal communication, 2006-05-18). Nordea, according to 
its website, aims to be quick (Nordea, 2006a). This rapidity is one of the factors of the re-
tention and the attraction policy.   

 Employees of SEB are characterized, by S. Nyrinder (personal communication, 
2006-05-19), as more competent, more sales and more service oriented compared to com-
petitors. Competence is the main characteristic of SEB in the view of the market and em-
ployees are therefore constantly tested, by customers with high expectancy, whether this 
level of competence is actually delivered (S. Nyrinder, personal communication, 2006-05-
19). SEB employees are educated in customer oriented sales, where they learn to deal with 
different types of customers in the best possible manner (S. Nyrinder, personal communi-
cation, 2006-05-19). The SEB empowerment strategy, as introduced before, empowers 
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workers to compensate dissatisfied customers up to a certain level. SEB staff also has to 
follow a customer complaints policy, to solve problems in a way that customers are satis-
fied. A central complaint department offers additional help and is responsible to deal with 
client issues involving large amounts of money (S. Nyrinder, personal communication, 
2006-05-19). 

4.2.6 Service quality 

According to S. Widlund (personal communication, 2006-05-11), SHB uses service 
quality as a way to differentiate from its competitors. Indeed, service quality is a main rea-
son why customers choose SHB and led to the award of being the “Business Bank of the 
Year 2006”. For S. Widlund, an important factor allowing SHB to offer a good quality ser-
vice is the number of offices (personal communication, 2006-05-11). SHB opened more 
and more offices when, at the same time, other banks closed their branches. This opening-
offices strategy is due to the importance that SHB gives to these small offices, which have a 
role as significant as the head office in Stockholm. SHB currently has 476 branches in Swe-
den. Each of them acts independently, for example, by being responsible for their own 
website (e.g. www.handelsbanken.se/jonkoping) and special offerings suitable to local mar-
kets. 

Service quality is identified by I. Karlsson as a necessity due to the fact that the 
main Swedish competitive banks offer similar products (I. Karlsson, personal communica-
tion, 2006-05-17). FSB is named as the leading provider of service in the Swedish market, 
in most functions, for example by offering the “most secure internet banking in the world” 
(I. Karlsson, personal communication, 2006-05-17). The service for this special type of se-
cure internet banking consists of a no-cost “security authenticator” (see Appendix III) that 
generates a new transaction code every time a user wants to make payments through inter-
net banking. As a special offer for students, FSB charges no fees for internet banking and 
provides free credit cards (I. Karlsson, personal communication, 2006-05-17). 

According to M. Ohlsson, Nordea, through the concept of the personal adviser, 
uses service quality to differentiate. For example, the personal adviser “can solve all the 
family’s economy” (M. Ohlsson, personal communication, 2006-05-18), which is very ap-
preciated by the clients. According to its website, the strategy of Nordea, in order to pro-
vide good service quality, is to concentrate on its strengths and its core activities (Nordea, 
2006a).  

 S. Nyrinder (personal communication, 2006-05-19) does not consider service qual-
ity as a differentiator for SEB. “We don't say: Yes, in our bank we have the best service you 
ever get” (personal communication, 2006-05-19). Instead, SEB views top-class service as a 
necessary offering. Regular studies of service quality of all channels are conducted mainly in 
order to keep the level of service quality the customer requires, since the improvement of 
service quality rating scores is a very expensive process. “We don't differ with service qual-
ity, but we have to keep up” (S. Nyrinder, personal communication, 2006-05-19). An addi-
tional service quality factor is the competence of staff, which is applied to fund manage-
ment for example, increasing the returns for customers (S. Nyrinder, personal communica-
tion, 2006-05-19). 
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4.2.7 People 

The researchers of the thesis noticed that all interviewees characterized employees of their 
according bank as being professional, when being asked to assign one of the following 
three characteristics: friendly, knowledgeable, or professional. The respondents also identi-
fied professionalism as a combination of friendliness and knowledge.  

4.2.8 Other criteria of differentiation 

In this part, the authors will present the remaining two of the three additional P’s, Process 
and Presentation (Physical Evidence).  

4.2.8.1 Process 

According to S. Widlund (personal communication, 2006-05-11), SHB customers 
have access to service in all Handelsbanken branches. Additionally, every branch offers all 
Handelsbanken services, no matter what size or location. All branches are operating inde-
pendently and are responsible for their operations. In case a branch needs help, it can re-
quest different kind of support which will then be provided by the regional banks. The goal 
is that every branch has to manage the customers who are in the area of their “church 
tower” (S. Widlund, personal communication, 2006-05-11). 

 The branches of FöreningsSparbanken offer similar services at every branch. How-
ever, some special need for example a single business with a large amount of export trans-
actions might not find the service they need at some smaller branch offices, due to the non 
profitability of offering such a service for a single customer (I. Karlsson, personal commu-
nication, 2006-05-17). 

Nordea customers can access all services provided at any offices: “We have the 
same service in every branch” (M. Ohlsson, personal communication, 2006-05-18). “It’s 
one difference: this branch here, we call it center branch. And every region in Sweden has a 
center branch. And at center branch we have specialists” (M. Ohlsson, personal communi-
cation, 2006-05-18). Nordea divides Sweden in 17 regions.  

 Basic services are provided by all branches of SEB, no matter what size, but special-
ized services like e.g. corporate advisors are available on request in smaller branches. The 
special competence is provided by regional headquarters such as the one in Jönköping that 
offers services that are unusual to be requested in a smaller branch (S. Nyrinder, personal 
communication, 2006-05-19).  

4.2.8.2 Presentation 

SHB does not use the physical design of its facilities to differentiate (S. Widlund, 
personal communication, 2006-05-11). As with almost all decisions, every branch is differ-
ent and responsible for itself. The autonomy of branches is represented by some com-
pletely different designs between SHB branches. There is e.g. a futuristically designed Han-
delsbanken office in Norway and another branch in Uddevalla, still having a rather old-
fashioned design. Each office has to justify investments like facility design according to its 
profitability (S. Widlund, personal communication, 2006-05-11). 

 The design of the branches of FöreningsSparbanken is characterized as similar, be-
cause, according to I. Karlsson (personal communication, 2006-05-17); customers should 
recognize the bank they enter no matter which branch they visit.  
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According to M. Ohlsson (personal communication, 2006-05-18), Nordea pays spe-
cial attention to the design of its branches, for example, all offices should use specific col-
ors and similar materials. This year, offices should use red, grey, yellow, white and light 
wood for the materials. As a consequence, “when you go to the Nordea branch, you can 
recognize the Nordea branch […] you feel home”, (M. Ohlsson, personal communication, 
2006-05-18). Nordea uses thus the presentation to differentiate from its competitors.  

 SEB has a branch design policy, but does not enforce it at any cost, due to the be-
lief that it is not economically reasonable. However, when branches are refurbished, the 
design policy has to be followed (S. Nyrinder, personal communication, 2006-05-19). 
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5 Analysis 

In this part, the authors will analyze and interpret the data presented above. A single case analysis will first 
be used and structured according to each bank interviewed, further a cross case analysis will be undertaken 
and structured according to the model presented Figure 6.  

5.1 Single Case Analysis 

As stated in the methodology part, the authors will first study the data of each bank by ap-
plying the model presented in the frame of reference (see Figure 6). The writers will then 
undertake the single case analysis as follows: starting with the overall strategy of the bank, 
the answers to the questions concerning the primary and secondary tools of differentiation 
(according to the model presented above) will then be examined.  

5.1.1 Handelsbanken 

5.1.1.1 Overall marketing strategy 

The overall marketing strategy of SHB is aligned with the marketing concept proposed by 
e.g. Kotler (2003) as having a customer focused approach. This is proven by the recent 
award of “Business Bank of the Year 2006” by the Swedish business magazine Affärs-
världen, where customer satisfaction was one of the most important criteria. As Handels-
banken names service quality as a differentiator, the focus again is on the clients. This cus-
tomer centered approach is further pursued as the differentiation strategy of Handels-
banken which is based on the quality of the service proposed. The approach of Handels-
banken, to have a decentralized marketing approach is also applied to the primary and sec-
ondary tools of differentiation, for which all decisions are made at the branch level. The 
presence of the “corporate communications” department may not be underestimated. The 
authors of this thesis believe that this department supplies branches with best practice ex-
amples and suggestions for campaigns, even if the local branch can decide whether or not 
to implement the proposal. This approach encourages branches to invent own ideas, which 
makes sense, since they are closest to the customer, and if successful, other branch manag-
ers can evaluate these tactics according to the usefulness to their branches. 

5.1.1.2 Primary tools of differentiation 

In order to offer a high service quality the model proposed by the authors, displays four 
main elements: internal marketing, TQM approach, relationship marketing and customer 
care. 

The authors will analyze the internal marketing of SHB based on the four elements given 
by Rafiq and Ahmed (2000): satisfaction and motivation of employees, customer orienta-
tion and satisfaction, development of the co-ordination of all the functions of the firm and 
their integration and empowerment. 

SHB Jönköping considers itself as having satisfied and motivated employees, which is 
partly achieved through a performance based reward system. This reward system is distrib-
uted according to the years spent at SHB and whether an employee works half-or full time, 
thereby promoting equality among all workers. However, the strategic development of em-
ployee satisfaction is a matter of each branch manager and might therefore not be imple-
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mented throughout the Handelsbanken network. The ability of each branch manager to 
initiate employee satisfaction programs can be beneficial, because it is then up to the man-
ager to detect possible lack of staff satisfaction and engage in specially targeted activities, as 
opposed to an centrally developed strategy that has to focus on more general aims and 
might not be needed throughout every branch. 

Since Handelsbanken relies on public studies to compare its performance with competitors, 
it has to rely on external research, which may center on issues of lower interest to Handels-
banken, and the regularity of surveys cannot be influenced by SHB. However it still gives a 
strong weight to customer satisfaction, by relying on customer feedback. As Kotler (2003) 
states, customers are only complaining in 5% of the cases to the supplier, which puts then 
pressure on employees to ensure constant and sufficient feedback. SHB, despite no formal-
ized approach for complaint management, achieves high customer satisfaction, which has 
to be due to the great effort and knowledge of its employees. 

SHB, due to its decentralized organization, does not have a formalized inter branch com-
munication, which is primarily conducted through the regional banks, which provides a 
bigger picture by collecting information from different sources. Encouraged intra branch 
communication can be seen as a one reason for successful operations, by ensuring that all 
personnel of a certain SHB branch is understanding current activities, goals and how to 
achieve those goals. A high level of communication leads to synergies between departments 
that can be used in daily operations. 

The level of employee empowerment, which is described as high by S. Widlund (personal 
communication, 2006-05-11), results in satisfactory handling of complaints. Empowerment 
leads to a better image of SHB and makes employees feel relevant by being able to help 
customers effectively. The general decentralized strategy of SHB allows, according to Kot-
ler et al. (2005), to increase the speed of the operations, and then to differentiate from 
competitors around this specific point. 

As a conclusion for the internal marketing, the authors of this thesis notice that Handels-
banken tries to satisfy customers as much as possible by having highly motivated and satis-
fied employees and by using a strong empowerment policy. The writers also notice that, 
since intra branch communication is very good, SHB Jönköping develops team work, 
which fits with the aim of internal marketing identify by Kotler et al. (2005). Moreover, the 
authors notice that SHB does not have a strong external marketing policy, since mass mar-
keting is almost non-existent. The authors think that SHB bases its small amount of exter-
nal marketing on its internal marketing. It can be consequently deducted that SHB does not 
consider the internal and the external marketing strategy at the same importance; it thus 
disagrees with the theory of Kotler et al. (2005). In fact, the authors think that SHB confers 
a bigger meaning to the internal than to the external marketing, applying more the theory 
of Caruana and Calleya (1998). 

The authors will now analyze the three other primary tools of differentiation identified be-
fore.  

SHB uses somewhat a TQM program, even if it is not referred to as such. Indeed, as Kot-
ler (2003) says, TQM includes every member of the organization. SHB employees utilize a 
“note system”, and then the specified problem is distributed to the responsible entities of 
Handelsbanken such as branch managers or the regional banks. This note system promotes 
speedy handling of quality issues, and decreases chances for the note to become lost in a 
bureaucratic maze. 
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When it comes to relationship marketing, SHB, by applying a strategy of decentralized or-
ganization and the “church tower” principle, focuses on what the branch knows best; its 
immediate surroundings. The intimate knowledge of the micro-market served by an SHB 
branch aligns with the idea of Gerstner (2002), that branches serve distinct markets. SHB 
branches are therefore familiar with the economic and demographic history of their mar-
kets and can therefore operate very close to actual market demand. As a consequence, SHB 
build strong rapports with its clients. The retention of the customers is achieved through 
developing a strong communication policy. SHB aligns with the view of Yadin (2002) stat-
ing that a relationship strategy focuses on the retention of customers (through strong 
communication, which is engaged in a long term orientation per se).  

SHB proposes a strong customer care strategy, being in line with the description of Kotler 
(2003) when it comes to the transfer of authority. Indeed, the bank delegates a lot to cope 
with problems of customers and consequently suiting the need of customer for effective 
service. Indeed SHB tries to prevent the loss of customers by encouraging them to com-
plain using especially face to face communication, but also the internet and telephone, 
which allows the customer to choose from different options. SHB consequently uses these 
feedbacks as an opportunity to improve.  

The service quality for SHB deals to a large extent with service provision by the employees. 
The availability and reachability of employees is pointed out as a main measure to achieve 
superior service quality. This approach is also beneficial for relationship marketing ap-
proaches as it not only eases the direct approach of SHB employees for customers but also 
displays the willingness to be contacted by customers. A constant and easy to facilitate con-
tact serves as a way for SHB to promote customer feedback which can be used to ensure 
constant improvements of the services offered. Both, Handelsbanken and the customer, 
then engage in an effort to increase the total benefit of this relation, which is a feature of 
relationship marketing as introduced by Kotler et al. (2005). 

5.1.1.3 Secondary tools of differentiation 

The authors will now analyze the impact of Process and Presentation (Physical Evidence) 
in the SHB differentiation strategy. 

The process strategy of SHB completely fits with the conclusions drawn by Gerstner 
(2002). Indeed SHB does not deliver the service in the same way in all its branches, because 
each office is very independent with a different organization (e.g. SHB in Jönköping has a 
reception, which is not to be found in all SHB branches). Compared with the view of Lan-
caster and Reynolds (2005), Handelsbanken does not align process structures for every 
branch despite offering the same level of service. It appears thus difficult to identify a dis-
tinct “Handelsbanken Process” that can be utilized for the differentiation. 

Handelsbanken does not have a common facility design policy, which could appear as a 
lack of coherence. When SHB customers visit many different branches, it could be difficult 
for the clients to associate a coherent style for the whole group, which is for Grow (2004) 
an important factor of differentiation. Then SHB, by not applying it, opposes the theory of 
Deutsch (1990), stating that presentation is important for banks.  
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5.1.2 FöreningsSparbanken 

5.1.2.1 Overall marketing strategy 

The background of FSB as a family bank is still the foundation of all activities, despite suc-
cessful efforts to also reach into the corporate banking sector. The large number of 
branches allows for proximity, personal contacts and clients that know each other. The 
pure presence of a branch close to the home of customers can be identified as a factor in-
fluencing bank choice, due to convenient access of the service. The large branch network 
represents a customer centered view for a marketing approach, as proposed by Kotler et al. 
(2005). The family foundation as an orientation may contradict with the aim to increase 
corporate business. The transition of FöreningsSparbanken to Swedbank can be used to 
reposition the brand as a more “universal” provider of bank services, but the authors of 
this thesis also see some danger, since FöreningsSparbanken has a strong image in Sweden, 
and Swedbank still has to establish an image. The name FöreningsSparbanken only exists 
for nine years, when Föreningsbanken AB and Sparbanken Sverige merged. The establish-
ment on the brand image of the Swedbank could therefore be difficult since customers 
might feel either confused about the new brand, to which they do not have any relation to, 
or they are not able to realize eventual benefits gained from this new Swedbank brand. As 
stated above, FSB used to be a family bank. Nowadays, even if the small branches still have 
some power (for example when it comes to the marketing campaigns), FSB is now central-
ized in Stockholm. This appears then difficult to keep this family spirit.  

5.1.2.2 Primary tools of differentiation 

In order to offer a high service quality, the model proposed by the authors, displays four 
main elements: internal marketing, TQM approach, relationship marketing and customer 
care. 

The authors will analyze the internal marketing of FöreningsSparbanken based on the four 
elements given by Rafiq and Ahmed (2000): satisfaction and motivation of the employees, 
customer orientation and satisfaction, development of the co-ordination of all the func-
tions of the firm and their integration and empowerment.  

FSB tries to satisfy its employees as much as possible by allowing them to combine their 
work and life (e.g. combinations of study and work, or special rates offered in the sport-
club). This approach can be expected to increase employee satisfaction. By promoting per-
sonal relationships with colleagues, the community sense within the company is strength-
ened. FSB does not offer regularly organized employee events where the authors of this 
study see additional possibilities for employee motivation. The use of a bonus system based 
on staff performance motivates FSB employees to work effectively and sales oriented. FSB 
applies the two main points identified by Rafiq and Ahmed (2000) for the motivation and 
the satisfaction of the employees. The FSB management seems to apply internal marketing 
in the sense of approaching workers as customers by providing access and use products 
proposed by the bank. Satisfied employees resemble an image towards customers who can 
then feel motivated to try the products as well, as in the case of the “security authenticator” 
(see Appendix III). This might be especially helpful when it comes to customer resentment 
towards technical gadgets. The display of technical service components can be assumed to 
create customer confidence to also be able to handle technical devices, and operate e.g. 
internet banking tools or Automated Teller Machines (ATM). The fact that employees 
above the age of 58 can work 80% of the time while receiving 90% of their salary can be 
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used to communicate social responsibility of FSB, creating a better image within the soci-
ety. 

For FSB, as for Rafiq and Ahmed (2000), the customer satisfaction is very important. FSB 
therefore conducts annual customer surveys. By involving customers through e.g. question-
ing what they think about a new product or by having them test it, FSB acts out a strong 
customer oriented development strategy. The offer of service packages motivates FSB cus-
tomers to try offers they would probably do not consider otherwise, e.g. using credit cards 
that can be jointly acquired with an internet banking offer.  

The intra-branch communication is assumed to be sufficient according to I. Karlsson (per-
sonal communication, 2006-05-17), but there are still drawbacks when it comes to inter-
branch communication. However, recent approaches aim to reinforce cohesion throughout 
all FSB. This could according to the theory allow a better service quality, as Kotler et al. 
(2005) consider the first goal of internal marketing to work in a team. Thus, a good com-
munication not only within the branches, but also between them is necessary.  

FSB has an empowerment policy that is considered as sufficient by its employees (I. Karls-
son, personal communication, 2006-05-17). The workers can usually solve the problems 
themselves, and if that is not possible, are able to require assistance easily. However, em-
ployees must have the trust of management in order to be empowered. This shows that 
empowerment is not used as a strategy but rather as a common practice without specific 
guidelines. Consequently, to develop their IM, FSB could improve at this level, by giving 
more power to their employees.  

Finally, the authors conclude that the internal marketing can be characterized as strong, 
considering three of four internal marketing elements as being present, but as a rather sub-
conscious approach that seems to have evolved out of daily operations. Despite, or maybe 
because, of the fact that FSB has such a large branch network, the bank did not yet manage 
to achieve operating in a fully integrated team. This can be expected to lead to differences 
in service provision and customer management when looked upon from a nation wide 
view, and as a barrier for internal best practice exchange. The authors of this thesis are not 
able to compare the internal marketing to the external, caused by a lack of reliable informa-
tion concerning their respective relative importance. According to the limited amount of 
empirical data and the observation of external marketing activities such as billboard dis-
plays, posters and television advertising, the authors of this study conclude that FSB has a 
formal and strategic external marketing program, but the internal marketing does not ap-
pear to be organized from the interview.  

The authors will now analyze the three other primary tools of differentiation: TQM, rela-
tionship marketing and customer care.  

The non-existence of a TQM program for FSB does not imply the negligence of quality 
assurance, but since there are no official guidelines on how to detect and deal with quality 
issues, the employees themselves have to take action. The absence of a quality management 
program aimed at the personnel of FSB can bear the harm of loosing valuable employee 
suggestions or warnings as well as lacking constant customer feedback. As a conclusion, 
the authors think that the employees of FSB still implement the concept, even if any pro-
gram of TQM is officially applying. Indeed, the bank tries to improve the service quality by 
collecting feedback from clients.  

Building a long term relationship with customers is a strategic goal for FöreningsSpar-
banken, since bank products usually last over long periods of time. The relationship be-
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tween the FSB employees and its clients is based on a high service quality, aligned with the 
view of Yadin (2002). If customers are happy, and feel that the bank cares about them by 
seeking regular contact, the bank can also use this communication for marketing purposes. 
Existing customers that have a personal advisor or frequently interact with a single em-
ployee are more open to suggestions from that certain employee and remain from exten-
sive price comparison with competing banks. A high level of quality, associated with the 
personal relation that a client will have with an employee, allows the bank to retain its cus-
tomers. FSB tries to develop this relationship as much as possible, which can be valued 
higher than price or product differences with relation-seeking customers. When FSB tries 
to exceed customer expectations, the “security authenticator” (see Appendix III) represents 
an effective tool. The authors of this thesis are used to online banking services being of-
fered with regular Personal Identification Numbers (PIN), which they view as secure. The 
possession of a physical tool that enhances the subjective security level of FSB internet 
banking exceeds the expected level of security of the authors of this study. This is espe-
cially valuable, since the demanded amount of security in banking transactions can be ex-
pected to be as high as possible. The relationship between FSB and its customers can not 
be described as a partnership as described by Kotler et al. (2005), but more as a proactive 
relationship, which Kotler et al. (2005) describe when company representatives seek con-
tact to customers to suggest new or improved products. In order to achieve a “partner-
ship”, FSB has to motivate customers to also approach the bank to make suggestions for 
improvement. 

As the authors noticed, the customer care deals with the empowerment policy which is in-
cluded in the internal marketing concept, according to Rafiq and Ahmed (2000). As it was 
stated before, FSB uses a sufficient empowerment policy for its employees, which allows 
solving many of the problems, and the developed communication system permits to re-
solve the others. As a consequence, FSB applies the strategy of Kotler (2003) when it tries 
to deal with the problems immediately and effectively. The strategy of FSB is again aligned 
with the idea of Kotler (2003) when it comes to the complaint management program. For 
example, FSB really wants to develop a face–to-face contact for the complaint.  

As a conclusion of the primary tools of differentiation, it can not be argued by the authors 
of this thesis that FöreningsSparbanken uses service quality as a differentiator, since FSB 
views high service quality as a natural requirement for itself. I. Karlsson acknowledges that 
competition on the basis of pure products is not possible, and banks therefore have to at 
least keep up the level of service quality with competitors. However, through offerings like 
the secure payment tool for internet banking, FSB manages to provide a unique device that 
can be sensed by customers and represents a physical symbol of the additional security. 

5.1.2.3 Secondary tools of differentiation 

The authors will now analyze the impact of the process and the presentation in the FSB 
differentiation strategy. 

The process of FöreningsSparbanken is aligned with the description of Lancaster and Rey-
nolds (2005); ensuring availability through a large branch network, internet offers and tele-
phone banking. The uniformity of provided quality can only be influenced by the employ-
ees of the respective FSB branches. In order to create uniformity, customer as well as em-
ployee satisfaction surveys can be utilized by FSB to uncover differences between branches 
and concentrate efforts, e.g. by employee training or benchmarking, to eliminate discrepan-
cies. The fact that the branches of FSB still have some amount of competition between 
each other, can be judged as a positive factor when applying the proposal of Gerstner 
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(2002) to Sweden and FSB. The inter-branch competition may increase the focus of 
branches towards local micro markets and result in higher returns due to better service 
provision. Gerstner (2002) criticizes identical sales and performance levels applied to all 
branches, which would require identical distribution of personnel. However, FSB acknowl-
edges that the need for all services is not present at every small town branch, and therefore 
allocates specialist workers in branches with the actual need of such expertise. This ap-
proach then prevents non-conformance to performance measures of smaller FSB 
branches. 

FSB, by having a similar presentation in every branch, wants to create a special atmosphere 
that its clients will recognize in each office. It then agrees with Grows theory (2004). A 
general strategy behind the similar branch design of FöreningsSparbanken, except for easy 
recognition by customers, could not be identified from the interview with I. Karlsson (per-
sonal communication, 2006-05-17). 

5.1.3 Nordea 

5.1.3.1 Overall marketing strategy 

The differentiation strategy of Nordea is based on the concept of the personal adviser. The 
employees have all the information concerning their accounts; enabling the advisers to bet-
ter serve their clients. Nordea would like its employees to differ through their enthusiasm 
and their accessibility. It practices an internal marketing which fits with its external market-
ing. Nordea, by for example organizing training camps for its workers, considers its staff as 
internal clients. 

5.1.3.2 Primary tools of differentiation 

In order to offer a high service quality the model proposed by the authors of this thesis 
displays four main elements: internal marketing, TQM approach, relationship marketing 
and customer care. 

The authors will analyze the internal marketing of Nordea based on the four elements 
given by Rafiq and Ahmed (2000): satisfaction and motivation of the employees, customer 
orientation and satisfaction, development of the co-ordination of all the functions of the 
firm and their integration and finally empowerment.  

Nordea uses a performance based reward system by providing an employee fund. Nordea, 
by taking the desires of its employees into consideration, treats them as internal customers. 
As a result, Nordea has motivated and satisfied employees.  

Nordea conducts a study on customer expectations and satisfaction every second year to 
know what needs to be improved. Nordea is thus well customer oriented. Moreover, the 
relation with the personal adviser also supports this client orientation strategy. The per-
sonal adviser concept and the surveys show that Nordea really takes care of the orientation 
towards, and the satisfaction of, its customers.  

The communication in Nordea, between branches as well as intra branch, is considered as 
very important. Despite this, Nordea still wants to improve the communication, aiming to 
have a really high level of communication in the entire firm. 

Nordea uses a lot of empowerment. In fact, this is necessary to implement its personal ad-
viser concept. Indeed, in order to solve any problems efficiently by themselves, as Nordea 
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wants, the adviser needs a certain power. The empowerment is then a necessary condition 
for the strategy of Nordea.  

Considering the facts that Nordea applies a strategy based on customer orientation and sat-
isfaction, on a good communication, on satisfied and motivated employees, and on em-
powerment, the authors of the thesis come to the conclusion that Nordea implements s-
trong internal marketing. Moreover, Nordea also considers external marketing as impor-
tant. Indeed, a central department in Stockholm exists, which is responsible of external 
marketing and also delegates some marketing power to the branches. As a consequence, 
the authors of this paper consider that Nordea implements the theory of Kotler et al. 
(2005), which states that internal marketing and external marketing should have the same 
importance.  

The authors will now analyze the three other primary tools of differentiation identified be-
fore.  

Nordea uses a Total Quality Management program, called LEAN. This system fits with 

the definition of Kotler (2003), which states that every member should be involved. It is 

exactly the case in Nordea. Indeed, every employee participates by writing ideas on a 

blackboard. This system allows, as stated by Kotler (2003), to create key value, and to 

increase the customer satisfaction. The fact that all advisers participate, permits the 

company to have an overall view of the customer satisfaction.  

The relationship marketing of Nordea is founded on the personal adviser concept. This 
special rapport benefits both the bank and the customer, which fits perfectly with the the-
ory developed by Kotler et al. (2003). This asset is crucial to keep and to attract new cus-
tomers. Nordea applies then the theory of Yadin (2002). Indeed, if the personal adviser is 
good, the customer will be very satisfied by Nordea, and will not only stay, but also attract 
new clients. With a strategy based on the personal adviser concept, this bank uses relation-
ship marketing more as anything else. As a consequence, the relationship marketing is the 
key of the overall strategy of Nordea. 

Nordea applies the theory of Kotler (2003) when it comes to the customer care. Indeed, 
with the personal adviser concept, Nordea wants both to solve the problem quickly and 
effectively (by applying an empowerment strategy) and to strengthen the relationship be-
tween the employee and the customer. Nordea has different complaint systems. The first 
one consists of speaking directly to the personal adviser (which is the preferred solution of 
M. Ohlsson) who has enough power to solve the problem and/or compensate with money. 
The second way is telephone banking: a special department in Stockholm is in charge of 
the complaints. The third option is internet banking, where the client can complain on-line. 
The authors of the thesis notice that Nordea cares a lot about its customers. Nordea thus 
applies the strategy of Kotler (2003), who advices to encourage the clients to complain by 
using all possible channels in order to prevent the loss of the customers.  

The quality of the services in Nordea is based on the relationship between the personal ad-
visers and their customers. These employees should be able to solve all the problems con-
cerning their respective accounts. The quality of the relationships the adviser has with his 
clients is decisive for the strategy of Nordea, because it determines the quality of the ser-
vice offered. So, the policy of Nordea, based on the personal adviser, is also founded on 
the quality of the service offered. Resulting, Nordea uses service quality as a way to differ-
entiate.  
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5.1.3.3 Secondary tools of differentiation 

The authors will now analyze the impact of the process and the presentation in the Nordea 
differentiation strategy.  

Nordea offers same services at any offices. The strategy of Nordea, by offering a uniform 
service quality, fits with the theory of Lancaster and Reynolds (2005).  

Nordea can be seen as an almost perfect example of the theory of Grow (2004), which 
claims that the use of colors in combination with texture could be a very effective factor of 
differentiation for a bank and that it helps to create a special atmosphere. Nordea uses al-
ways the same colors in its office: the grey, the red, the yellow and the white. It also tries to 
utilize as much as possible similar materials, light woods for example. As a consequence, 
Nordea uses the presentation as a differentiation tool.  

5.1.4 SEB 

5.1.4.1 Overall marketing strategy 

The overall marketing approach of SEB, is in accordance with the stance of Lancaster & 
Reynolds (2005) applying a customer focused organization that is profit-based. Since SEB 
operates a central marketing department, all marketing efforts are planned for the whole 
Swedish market. Despite the view of S. Nyrinder (personal communication, 2006-05-19), 
seeing the whole Swedish market as rather homogenous, it may be anticipated that demo-
graphics are different between e.g. Malmö and Kiruna, as the study of Gerstner (2002) sug-
gests, despite of the focus on American banks by Gerstner (2002). If SEB achieves to de-
liver the high level of competence that customers expect, and which is part of the SEB im-
age, the bank can justify higher prices.  

5.1.4.2 Primary tools of differentiation 

In order to offer a high service quality the model proposed by the authors, displays four 
main elements: internal marketing, TQM approach, relationship marketing and customer 
care.  

The authors will analyze the internal marketing of SEB based on the four elements given 
by Rafiq and Ahmed (2000): satisfaction and motivation of the employees, customer orien-
tation and satisfaction, development of the co-ordination of all the functions of the firm 
and their integration and empowerment. 

Despite not having a formalized strategy concerning employee motivation and satisfaction, 
SEB offers multiple approaches to this topic. The presence of such approaches should be 
utilized by communicating employee benefits to actual and potential workers. Being known 
as a caring employer can be expected to generate goodwill, not only from staff, but also 
from customers. The overall marketing concept to be profit oriented is further pursued by 
a performance based reward system, ensuring that employees also focus on profitability. 
SEB encourages the pursuit of effective work-life balance, by supporting activities organ-
ized by employees, which, in return, is believed to increase motivation and the affiliation of 
staff with SEB.  

SEB manages to collect different types of surveys, which ensures diverse angles on the data 
collected. The quarterly feedback can be used to improve on a short term basis and the an-
nual surveys allow for long term measurement and according improvement. By tying the 
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survey results to an incentive system, SEB ensures the attention of managers. The image of 
being very competitive can be influenced by the proactive approach of service provision 
from SEB, showing the customer sophistication and professionalism. Ease of use is en-
sured by SEB through multi-channel integration, giving clients a great amount of inde-
pendence when deciding what channel to use. The use of test-customers enables SEB to 
modify products that are still in the creation phase in order to have the desired effect when 
eventually being released. The test customer approach, together with the customer repre-
sentative group, shows that SEB takes actions against the disadvantage of having a central-
ized marketing department, as suggested by Foss and Stone (2002), where marketing de-
partments are described to be isolated and do not achieve to actually respond to the needs 
of the clientele. 

The SEB employees establish team work, when joining forces in dealing with corporate 
and private customers, aiming to increase the customer satisfaction by giving reliable in-
formation from one source. Team work prevents customers from being approached by 
different advisors proposing different strategies. Another way to avoid isolation of the mar-
keting department is the network platform, being the link between branches and the central 
marketing unit. On one hand, SEB ensures that its strategies are feasible by discussing 
them with the branch and assures that the ideas are supported when it comes to implemen-
tation at the branch level. A best practice exchange is also encouraged, where advisors can 
recommend certain activities or dissuade from less successful ideas. 

The level of empowerment can be considered as strong if employees manage to solve 
complaints and reestablish customer satisfaction. The authors argue that SEB is actually 
empowering the customer to e.g. decide when the complaint is to be dealt with. 

As a conclusion, the authors of the thesis consider the internal marketing as being strong. 
SEB also implements a strong external marketing, as the presence of a specific department 
in Stockholm shows. SEB applies then the theory of Kotler (2003), which states that the 
internal marketing should be as significant as the external one.  

The authors will now analyze the three other primary tools of differentiation: TQM, rela-
tionship marketing and customer care.  

The ongoing development of a TQM based program shows that TQM approaches are pos-
sible to implement in financial service settings and SEB aims to gain a competitive advan-
tage from it.  

SEB considers itself as having a strong CRM system, which, once customers are entered 
into, serves as a tool for building business relationships. In order to get customers to be 
entered into the CRM tool, SEB advertises basic products that appeal to an audience as 
broad as possible. Once entered in the CRM tool of SEB, personal advisors are assigned to 
clients. Advisers then introduce customers to other SEB services and establish a relation-
ship, which corresponds to the theory of Yadin (2002). Despite efforts trying to get clients 
to visit the branches, where a relation could be established through mutual contact, SEB 
gives its customers large freedom to use internet and telephone banking extensively. SEB 
tries to be very attractive to new customers which are then entered in the CRM tool in or-
der to create further business. S. Nyrinder (personal communication, 2006-05-19) is aware 
of the changing role of branches and sees branches in 10 years as almost pure sales offices, 
rather than cash handling units. 

Having a reputation for competence puts pressure on SEB to provide this expertise 
through their staff. However it is also a competitive advantage, especially when customers 
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seek solutions for complicated issues, where SEB in return can charge higher fees. To en-
sure competence, employees attend e.g. sales training in order to be prepared to deal with 
different customer personalities, which also show some form of competence. In case of 
problems that cannot be solved by employees, the complaint department offers assistance 
to ensure the proper dealing with complaints. As Kotler (2003) states, problems that are 
solved in a way that the customer feels satisfied again, lead to a stronger relationship be-
tween SEB employees and their clients. 

The compensation of complaining customers is believed to be a strong tool to re-establish 
customer satisfaction. However, it is then key to use the provided complaint, as suggested 
by McCole (2004), as free of cost market research to identify complaint patterns and im-
prove overall operations. Letting the customer decide on the time when to solve this prob-
lem, either right at the moment of complaint, or some time after, gives the customers con-
fidence to be important to the bank, by agreeing to work with the clients on their terms. 

Despite the fact, shown from the presented facts before, SEB does not proclaim to be a 
service leader, but rather to remain at a level considered to be sufficient. However, service 
quality is considered as being the sum of many elements by the authors of this thesis, and 
SEB places importance on these factors that influence service quality. The authors there-
fore believe that despite not openly communicating it, SEB tries to achieve a high service 
level as high as possible, creating satisfied customers and establishing relationships with 
them. 

5.1.4.3 Secondary tools of differentiation 

The authors will now analyze the impact of the process and the presentation in the SEB 
differentiation strategy. 

The provision of specialist service and the respective expert employees are concentrated in 
the regional center branches. This concentration does not only increase cost efficiency and 
helps to bundle competency in one place, but it also guarantees a certain standard quality of 
service provision. Lancaster and Reynolds (2005) also identify an aim of the process as en-
suring that uniform quality is provided. By distributing the expert service via the regional 
center offices, SEB somehow aligns with Gerstner (2002), claiming that there are micro 
markets existing. SEB does not take this approach to its extreme by providing all types of 
service by having all workforces needed present at one branch. Concluding, the authors 
cannot identify the process of SEB as a factor of differentiation. 

 

5.2 Cross Case Analysis 

As stated in the methodology part, the authors of the thesis will undertake the cross analy-
sis as follows: based on the word tables for each banks (see Appendix IV), the elements 
composing the service quality (presenting in the model Figure 6) will be first studied to see 
if the banks interviewed employ them as a differentiator, secondly the use of the secondary 
tools of differentiation will be analyzed.  
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5.2.1 Overall marketing concept 

The authors notice that all interviewed banks have a customer centered approach. The 
ways to reach this goal are somewhat different. Handelsbanken uses a decentralized organi-
zation, FöreningsSparbanken bases its operations on a family approach, Nordea utilizes 
personal advisors, and SEB provides a high level of competence. While Handelsbanken 
organizes marketing activities almost exclusively at the branch level, FSB, Nordea, and SEB 
employ centralized marketing departments at their headquarters. 

5.2.2 The service quality as a tool of differentiation 

According to the model presented in Figure 6, service quality is made up of four elements, 
Internal Marketing, TQM, Relationship Marketing, and Customer Care. Service quality will 
be discussed based on the previously mentioned factors. 

Internal Marketing is influenced by four variables, employee motivation and satis-
faction, customer satisfaction, development of the co-ordination of all the functions of the 
firm and their integration, and empowerment. 

A common strategy used by the four banks is performance-based reward systems which 
enable employees to also benefit financially from overall company profit. Additionally, all 
banks of this study, consider their respective personnel as internal customers, but in differ-
ing intensity. SEB implements several measures for its staff such as special offers for vaca-
tion houses and frequently undertakes employee satisfaction surveys. FöreningsSparbanken 
gives staff different opportunities to maintain a good balance between work and spare-
time. Handelsbanken delegates the task of employee motivation and satisfaction to the re-
spective branch managers, who are then responsible to measure the respective levels and 
implement specific programs. Nordea was not identified to have additional formalized mo-
tivation and satisfaction programs besides the two common approaches mentioned before. 
Therefore, all banks consider motivated and satisfied staff as important; however, there are 
differences in the approaches used to achieve this goal. 

It is a natural aim for all banks, having a customer centered orientation, to generate a high 
level of satisfaction among clients. Firstly, all banks provide three channels for their clients 
to conduct transactions and communication, physical branches, telephone banking, and 
internet banking. Secondly, customer satisfaction surveys are conducted by all banks, ex-
cept Handelsbanken. The regularity of questionnaires varies among the banks, for Nordea 
every second year, FSB annually, and for SEB monthly and annually. Handelsbanken relies 
on public studies. Customer orientation is realized, to a large extent, through personal advi-
sors by Nordea and contact persons by Handelsbanken. Moreover, SEB and FöreningsS-
parbanken involve their customers in the product development. Supplementary, SEB util-
izes active members of regional businesses, “representative customers”, to gain strategic 
feedback from the market SEB serves. Despite all banks being strongly customer oriented, 
there are differences in the implementation. 

All studied banks consider the intra branch communication as very good, having a good 
amount of interaction between departments and thereby encouraging team work. There is, 
anyhow, variation in the quality of inter branch communication. Nordea, as well as SEB, 
describe the interaction between different offices as very good. SEB links its branches 
through a network for its advisors. Nordea and FöreningsSparbanken are improving 
branch interaction, by developing respective strategies. Handelsbanken does not have for-
mal inter branch communication, but the branches interact through the regional banks with 
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each other. Resulting, SEB and Nordea have already achieved co-ordination of branches, 
despite ongoing efforts for improvement. FSB is still implementing inter-branch communi-
cation programs, and Handelsbanken does not aim to integrate communication at the 
branch level. SHB rather focuses on the interaction between its branches and their respec-
tive regional bank.  

Nordea and Handelsbanken, due to the respective concepts of the personal advisor and 
contact persons, have a natural need for a sound empowerment strategy, since employees 
themselves must be able to solve the problems of their clients. SEB does not need such an 
extensive empowerment strategy, due to the existence of a central complaint department 
(discussed further in the latter part). The authors of this thesis gained the impression that 
FSB does not have a formalized approach concerning empowerment. Hence, the authors 
recognize different approaches towards empowering employees within the studied subjects. 

The level of internal marketing of the four major Swedish banks is acknowledged to be 
significant. Despite differences within certain aspects of the internal marketing, the authors 
cannot conclude that one of the studied banks has a level of internal marketing high 
enough to qualify as competitive advantage or factor of differentiation alone. 

TQM approaches are implemented by all banks interviewed. Despite not referring 
to it by the name of TQM, the “note system” of Handelsbanken and “LEAN” of Nordea 
are formalized programs similar to a TQM system. FSB and SEB make use of less formal-
ized approaches towards TQM. SEB is currently developing a formalized TQM system. 
Since TQM is a rather new concept for financial service providers, it appears logical that 
full implementation of complete TQM systems is not yet existing in the Swedish banking 
sector. 

In alignment with the overall marketing concept, all banks consider relationship 
marketing as crucial. There are different approaches used by the questioned banks to estab-
lish rapports with clients. Handelsbanken utilizes its micro market knowledge, which is due 
to its decentralization strategy. FöreningsSparbanken achieves this through its “family bank 
background”, Nordea with its personal advisors, and SEB uses a Customer Relationship 
Management tool. The presented banks use different approaches towards establishing and 
maintaining relationships with their customers. It cannot be estimated by the authors if any 
method can be described as a differentiator compared to the others. 

In terms of customer care, the four banks encourage their customers to complain 
through three different channels: telephone, internet, and the physical branch. All respon-
dents preferred face-to-face interaction concerning complaints. The banks aim to resolve 
complaints in a quick and efficient way, however different strategies are applied. An em-
powerment policy is one way (used by SHB and Nordea), and easy obtainable assistance is 
another used (SEB and FSB). While FSB employees access help from within the branch, 
SEB workers can contact a central complaint department. Staffs of SEB and Nordea are 
enabled to compensate customers within limited amounts of money. SHB and Nordea, by 
providing the personal advisor or contact person, try to solve complaints through these 
employees. Customer care is necessary to be customer oriented, which is the overall strat-
egy of all four banks. Accordingly, all studied subjects pay large attention to this subject, 
which is pursued by using different approaches.  

Since relationship marketing and customer care are closely related to the overall 
marketing concept of the four major Swedish banks, all pay equal attention to them. How-
ever, different approaches are applied to these concepts. The TQM is not fully developed 
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by any bank at this point, which may be due to it being a relatively new approach for banks. 
Considering internal marketing, all banks questioned are aware of its importance, and apply 
different concepts to it. The results of this study indicate that not all banks use internal 
marketing to its fullest extent, since neither bank was found to be somewhat “leading” in 
all four parts of the internal marketing concept.  

5.2.3 The secondary tools of differentiation 

Considering branch design, there are two views present within the four major 
Swedish banks. The first one recognizes the appearance of branches as a differentiator and 
aligns design (Nordea and FöreningsSparbanken). The second approach towards the im-
portance of branch design is considered by Handelsbanken and SEB. Handelsbanken, in 
accordance to their organizational structure, gives each branch the freedom of design deci-
sions. Resultantly, Handelsbanken can differ to a large extent, as described by S. Widlund 
(personal, communication, 2006-05-11). SEB has an organization wide guideline that pro-
poses a certain branch design, but there are no immediate actions taken to align the branch 
design of SEB. Although the design is aligned within FSB and Nordea branches, the au-
thors did not find out reasons for doing so other than ease of branch recognition and pro-
viding a sense of comfort. The approach of Handelsbanken, concerning branch design, 
communicates independence and is not described to have negative influences on customers 
of SHB. SEB clearly considers the alignment of branch design to have no impact on more 
profitable customer behavior, but still implements a general design policy if branches as 
refurbished or newly built.  

At Handelsbanken, every branch is responsible to deliver the services and the quality ap-
propriate for their respective market. Under the influence of a more centralized organiza-
tion, FöreningsSparbanken, Nordea, and SEB offer the basic and most commonly re-
quested products at all branches. Nordea and SEB concentrate specialized services in their 
respective center offices that are responsible to deliver their services to the smaller 
branches on request. When it comes to the process used by banks, Deutsch (1990) pro-
poses a single waiting line for multiples tellers. The authors of the thesis noticed that the 
four major Swedish banks use this system, but in a more developed way. Indeed, a similar 
picture was met in the visited branches in Jönköping, where the interviews were conducted. 
Tellers, as well as advisory workplaces are numbered. Customers first approach a machine 
where they can choose between teller services or ‘advisory’ services. This machine prints, 
according to the choice of service, a waiting line number and customers are then waiting in 
a single designated area for their number to be displayed electronically, also implicating 
which service workplace to approach. At teller desks, customers were always standing while 
at the advisory workplaces, customers where offered seats. Only at FöreningsSparbanken 
in Jönköping, which was under reconstruction at the time of visit, customers were also 
standing when in need of services beyond the teller desks. 

While two (Nordea and FSB) rank their branch design as a factor of differentiation, the 
remaining two (Handelsbanken and SEB) do not consider a unified branch design as a 
profit factor. The only bank that tries to serve its micro market with all services needed is 
Handelsbanken, while the other three banks offer a similar service level at all branches and 
supply expert knowledge on request from larger center branches. Handelsbanken is there-
fore forced to have very qualified staff at all branches, while Nordea and SEB are able to 
bundle a small group of experts in one place and have them serve some smaller offices. 
Nordea and SEB ease the team work and communication by having a single expert unit 
present in one branch, while Handelsbanken experts have it more difficult to regularly con-
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tact their colleagues in other branches. The design of the branches that were visited by the 
authors during this thesis was also perceived to have several differences. The most domi-
nant factor being light wood used for teller desks and employee tables. The authors noticed 
about two or three teller desks close to the entrance, while the number of employees for 
other services was not easy to approximate. No branch that was visited resembled high se-
curity, except for the presence of surveillance cameras. The teller desks were only partially 
protected through glass from customers in Handelsbanken or not all in the SEB branch. 
The authors always noticed large glass windows in the branches that were not protected by 
iron bars. 
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6 Conclusions and discussions 

Firstly the authors of this thesis present the underlying purpose guiding this research. Secondly, answers to 
the respective research questions are given and the authors reason the fulfillment of the purpose. Thirdly, a 
final discussion including reflections and implications for further research will be presented. Finally, the writ-
ers of the thesis would like to present some acknowledgements. 

6.1 Conclusions 

As stated in the introduction, the general purpose of this thesis is to understand how a 
bank can achieve differentiation based on a marketing approach. By marketing approach, 
the authors apply a Customer Relationship Management perspective that is extended by the 
three additional P’s. In order to fulfill the purpose, two research questions were proposed. 
Answers to these questions will be provided, by considering the conclusions of the theo-
retical framework, the methodology and the analysis.  

o Do the three additional P’s offer sufficient variables that can be used to 
achieve differentiation for Swedish banks? 

The authors by the extension of the marketing mix consider three P’s: People, Presentation 
or Physical Evidence and Process. A deeper study of these concepts and a comparison with 
a pre-existing CRM model allow the authors to include these three elements in an extended 
CRM concept according to their “theoretical” importance. This importance was established 
both, with the use of theory, and with the opinion of a practitioner obtained through a pre-
study interview with Stefan Nyrinder of SEB. The resulting extended model, considers 
People as the most important differentiator, and the Presentation or Physical Evidence and 
the Process as secondary tools of differentiation. The analysis of the case studies allows the 
authors to conclude firstly, that the Process is not applied by Swedish banks to achieve dif-
ferentiation, and secondly, that the Presentation is considered by half of the banks as a dif-
ferentiator (Nordea and FöreningsSparbanken). However, the analysis also shows that the 
Presentation can be regarded as having rather minor influence in terms of differentiation. 
Therefore, these two additional P’s can be considered, in accordance with the model (see 
Figure 6), as secondary tools of differentiation with little or no impact at all. Additionally, 
the case studies showed evidence that the People are considered by Swedish banks as a 
primary tool of differentiation. In order to gain deeper understanding of the influence of 
the factor people, the authors propose the second research question, based on the CRM 
concept. 

To answer the proposed question, the authors state that the factors Process and Presenta-
tion (Physical Evidence) alone do not offer sufficient variables to achieve differentiation 
for Swedish banks. However, the factor People can be identified as a major differentiator 
used by Swedish banks. As conclusion, the research question is answered with yes, the 
three additional P’s, despite only two being used, offer sufficient variables for Swedish 
banks to achieve differentiation. 
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o How can a bank achieve differentiation from competitive banks by focusing 
on Customer Relationship Management? 

The authors of the thesis begin by introducing a Customer Relationship Management 
model, which is then extended by including the three additional P’s. The extended CRM 
model considers then People as a key element interacting in all the factors allowing a dif-
ferentiation with the service quality: internal marketing, Total Quality Management, rela-
tionship marketing and customer care. The authors of the thesis interviewed representa-
tives of the four major banks in Sweden: Svenska Handelsbanken, FöreningsSparbanken, 
Nordea and SEB. Following the analysis of the data obtained through the interviews, the 
authors of the thesis conclude that the four banks studied consider service quality as essen-
tial and necessary. The service quality is then not a differentiator per se, but the elements 
composing it are factors of differentiation. However, service quality is assumed to provide 
somewhat different kinds of “ways of doing” for the studied banks, which is due to the 
different ideas that banks have towards achieving service quality. As a conclusion, the au-
thors think that the interviewed banks can achieve differentiation by creatively approaching 
the factors leading to service quality as a major goal presented in the extended model of 
CRM.  

The purpose of this thesis is fulfilled by identifying ‘People’ as a way to achieve dif-
ferentiation used by Swedish banks from a marketing approach. The factor ‘People’ resem-
bles the primary tools of differentiation from the perspective of the proposed extended 
CRM model (see Figure 6). The remaining two P’s (Presentation or Physical Evidence and 
Process) can also be utilized as complementary differentiators. 

6.2 Final discussion 

6.2.1 Reflections 

This research project has not only been a major learning experience but also resulted in 
interesting insights gained by the authors. The great amount of guidance provided by 
Jönköping International Business School to Bachelor Thesis authors is considered to be a 
truly big help. Furthermore, the willingness of the interviewees to take part in this research 
was also surprising for two international students, who would have not been able to con-
duct such a research project in their respective home countries. 

It was expected to be unlikely to find such measures for differentiation, as used by the 
Oregon, USA based Umpqua Bank, in the Swedish banking industry. This may be to a 
large extent due to the fact that Umpqua Bank is a rather small bank, while the subjects 
interviewed in the Swedish market are all major and nationwide operating banks. However, 
Umpqua Bank achieved a large amount of differentiation, by using measures studied in this 
thesis. One can therefore state the hypotheses whether or not the approaches used by Um-
pqua Bank would lead to success in the Swedish banking sector. 

During the main interview with Stefan Nyrinder, the question of cultural differences ap-
peared. Indeed, according to him, differentiation relies almost exclusively on personal rela-
tions. However, in Sweden the internet and telephone banking are widely used concepts. 
Therefore, Swedish banks have to try hard to attract customers to visit the branches and 
the respective employees in person. Consequently, building the desired relationships is be-
coming more and more difficult, which leaves differentiation for banks in Sweden a com-
plicated issue. On the other hand, in countries such as France or Italy, the branch network 
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of the traditional banks is much more used than the e.g. internet banking. S. Nyrinder re-
ported from own experience that these banks try to encourage the use of channels other 
than visiting the branches. From the experience of the Swedish bankers, the Italian and 
French bankers should consider the situation in Scandinavian banking, and try to use this 
customer behavior for establishing long-term relationships resulting in mutual benefits.  

6.2.2 Further research implications 

In this thesis the authors approach the topic from the point of view of the banks. It is now 
interesting to get to know the point of view of the customers. Indeed, the perceived differ-
entiation may completely differ from the differentiation strategy anticipated by the banks. 
Then interesting topics for a further research could be: 

o Do the customers realize differences in banks?  

o Is the differentiation perceived by the customers aligned to the one desired by the 
bank?  
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Appendices  

 

Appendix I: The 4 P’s applied to the bank area 

 

 Product: Harrison (2000) identifies a generic product structure using five levels. 
The lowest being the actual product. The following levels are the expected product, the 
augmented product and finally the potential product. Harrison (2000) proposes chances for 
differentiation mainly at the augmented product level, where characteristics, such as addi-
tional service, are added to distinguish the basic product.  

 

 Price: The cost being charged by banks can be described as rates and fees, but even 
as the time the customer has to spend in order to do business with the bank (Motley, 
2002). Bank products do not allow for a major differentiation based on price, which may 
be due to the regulation of interest rates by federal banks. In fact Lancaster & Reynolds 
(2005) argue that if non-price variables are available to differentiate, they should be consid-
ered before price differentiation. Kotler et al. (2005) further state that pricing of bank 
products should be kept simple and clear, leaving little chance for differentiation in this 
aspect. 

 

 Promotion: Refers widely to advertising and forms of sales presentations aiming to 
increase sales of a product or service. Promotion ranges from in-store demonstrations or 
sampling, to a product appearance in a movie (Yadin, 2002). According to Lancaster and 
Reynolds (2005), promotion traditionally consists of four basic elements: advertising, per-
sonal selling, public relations, and sales promotion. Due to the intangibility of services, 
which increases the risk of dissatisfaction for potential customers, word-of-mouth has a 
greater influence on purchasing decisions with its increased credibility (Kotler et al., 2005), 
limiting the effectiveness of advertising to a large extent. 

 

 Place: Deals with the process of moving goods or services from the seller to the 
buyer through distribution channels (Lancaster & Reynolds, 2005). In the banking sector, 
this refers to the branch network, allowing customers to access the service. The evolution 
of the World Wide Web gave banks an additional point of service, the internet, which of-
fers most banking services that are accessible through the branch network. The emerging 
internet banking systems allow access to bank services virtually anywhere, diminishing the 
potential power of having large quantities of branches in a banks network. 
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Appendix II: Description of the questions pertaining to each 
criterion on the differentiation  

 

     

CUSTOMER RELATIONSHIP MANAGEMENT  
 Overall marketing concept  

    In short, what is the general aim of your marketing strategy?  

   

Why should a customer choose your bank and not a competitive 

one?  

   

 How do your employees differ, or you would like them to differ, 

from your competitors?     

     

 Internal marketing  

  Service quality  

   

 Does your bank use service quality as a way to differentiate from 

competitors?  

     

  Motivation and satisfaction of the employees  

   

What is your strategy to motivate employees? Is it of special at-

tention to your bank?   

   Does this lead to more satisfied employees?  

     

  Customer orientation and satisfaction  

    How do you achieve and measure customer satisfaction?  

   

 In what way are employees trained that exercise heavy contact 

with customers?     

     

  Development of the co-ordination of all the functions of the firm and their integration 

   

 Are the departments working and communicating as a coherent 

entity?  

   

How does your bank value and encourage communication be-

tween departments within your organization?  

     

  Marketing-like approach to the above  

    How do you link internal marketing to external marketing?  

     

   Implementation of specific corporate or functional strategies  

   How do you use empowerment to improve service quality?   

   How can employees solve customer complaints effectively?  
 
     

 Total quality management  

   

 Do you use a Total Quality Management Program? If so, how 

are your employees involved in it?  
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 Relationship marketing  

   

 Are you trying to develop relationships with your clients? How 

do you manage to achieve them?  

   

If you had to choose one, which is the one main characteristic of 

your employees; friendly, knowledgeable, or professional?     

   

 What are main reasons for customers to switch bank providers? 

How do you manage to retain customers?   

     

 Customer care  

   

Should the customer be able to access all the available services 

e.g. at home or in the office, or does your bank seek for personal 

contact?   

   Why do you prefer either alternative?  

   

How do you achieve customer orientation? Do you involve cus-

tomers in your service development?  

    

In terms of customer care, what programs do you use to engage 

the clients in improving your organization? (e.g. surveys and 

complaint systems) Kotler et al identify as relationship market-

ing, p.467 

  

     

PROCESS  

   

Can customers access all services provided by your bank at any 

office?     

     

PRESENTATION  

   

 Do you pay special attention to the design of your branches? If 

so, what does it represent and does design differentiate your 

bank?   

     

PRODUCT  

   

 Do you offer significantly different products than your main 

competitors? If so, which?     
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Appendix III: “Security Authenticator” used by FöreningsS-
parbanken 

 

From http://www.swedbank.com/sst/www/inf/out/fil/0,,18971,00.pdf ,page 19 

 

 

 

 

 

 

 



 

 65 

Appendix IV: Word tables (bases of the cross analysis) 

 

 

o Word table for Svenska Handelsbanken 

 

o Word table for FöreningsSparbanken 

 

o Word table for Nordea 

 

o Word table for SEB 
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 Handelsbanken 

Overall Marketing Concept 

- Customer satisfaction 
- Service quality 
- Customer centered approach 
- Decentralized organization 
- Close to the customer 

Subprograms allowing a service qual-
ity 

  

Internal Marketing   

Motivation and Satisfaction of the em-
ployees 

- Reward system 
- Branch Manager to measure satisfaction 
- Branch Manager to influence satisfaction 

Customer orientation and satisfaction 

 - External surveys 
 - Employees create high level of satisfaction 

Development of the co-ordination of all  
the functions of the firm and their integra-

tion 

 - Regional Banks connect branches 
 - High level of intra-branch communications 

Empowerment 
- Strong empowerment strategy 
- Allows effective service for the customers 

Conclusion of Internal Marketing  - Internal marketing is stronger than external marketing 

Total Quality Management 
 - Employees involvement through "note system"  
 - Note system allows efficient solution 

Relationship Marketing 
 - Intimate knowledge of micro market 
 - Decentralized organization allows strong relation with clients 
 - Customer retention through a strong communication policy 

Customer Care 
 - Strong empowerment policy 
 - Encouraging customers to complain 

Differentiation with the service qual-
ity? 

 - Availability of the employees allows a good service quality 
 - Service quality as tool for differentiation  

Secondary tools of differentiation   

Process 
 - Decentralization enables different processes 
 - No single "Handelsbanken process" 
 - Differentiation difficult without coherence in processes 

Presentation  - No intentional coherence branches 

Differentiation with the secondary 
tools of differentiation?  

 - Neither process nor presentation used to differentiate 
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 FöreningsSparbanken 

Overall Marketing Concept 

 - Family bank basis 
 - New name: Swedbank 
 - Convenient access to services through large branch network 
 - Customer oriented approach 

Subprograms allowing a service qual-
ity 

  

Internal Marketing   

Motivation and Satisfaction of the em-
ployees 

 - Support work-life balance 
 - Reward system 
 - Employees as internal customers 

Customer orientation and satisfaction 
 - Annual customer surveys 
 - Customer Involvement in product development 
 - Packaged Services 

Development of the co-ordination of all  
the functions of the firm and their integra-

tion 

 - Good intra-branch communication 
 - Efforts to reinforce inter-branches communication 

Empowerment 
 - Loose empowerment strategy 
 - Easily accessible assistance for problem solving 

Conclusion of Internal Marketing 
 - Strong, loosely organized internal marketing 
 - Level of external marketing unknown 

Total Quality Management  - No official TQM program, but the principle is implemented 

Relationship Marketing 
 - Long term relationship as a strategic goal 
 - Service quality and personal relation lead to retention 
 - Efforts to exceed customer expectations 

Customer Care 
 - Sufficient empowerment policy to solve many problems 
 - Encourage the face to face relation to complain 

Differentiation with the service qual-
ity? 

 - Service quality as requirement rather than differentiation factor 
 - Service differentiation with „security authenticator“ 

Secondary tools of differentiation   

Process  - Inter-branch competition may suit micro market focus 

Presentation 
 - Similar design 
 - "FöreningsSparbanken atmosphere" 

Differentiation with the secondary 
tools of differentiation?  

 - Process not used to differ 
 - Presentation is considered as a differentiation tool 
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 Nordea 

Overall Marketing Concept 

 - Based on personal adviser concept 
 - Internal marketing fits with external marketing 
 - "Making it possible" 
 - Creating value for the customers 

Subprograms allowing a service qual-
ity 

  

Internal Marketing   

Motivation and Satisfaction of the em-
ployees 

 - Reward system 
 - Employees considered as internal customers 

Customer orientation and satisfaction  - Regular customers satisfaction survey every 2nd year 
 - Client orientation strategy through concept of personnel adviser 

Development of the co-ordination of all  
the functions of the firm and their integra-

tion 

 - Inter and intra branch communication very good 
 - Strategies for communication improvement  

Empowerment 
 - Empowerment as part of personal adviser concept 
 - Personal adviser to be able to solve problem 

Conclusion of Internal Marketing 
 - Equally strong internal and external marketing  
 - Same importance for the IM and the EM 

Total Quality Management 
 - TQM program is used: LEAN 
 - Employee involvement 

Relationship Marketing 
 - Special relation with personal adviser 
 - Retention and attraction of customers through advisers 
 - Relationship marketing as key element of overall strategy 

Customer Care 
 - Personal adviser to solve problems 
 - Customer encouraged to complain 

Differentiation with the service qual-
ity? 

 - Service quality depends largely on advisors 
 - Service quality used as the most important tool of differentiation 

Secondary tools of differentiation   

Process 
 - Uniformity of process offered at any office 
 - Expertise provided by center branches 

Presentation 
 - Uniform combination of colors and materials used 
 - Customer to recognize a Nordea office 

Differentiation with the secondary 
tools of differentiation?  

 - Differentiation is not done through process 
 - Presentation is used for differentiation 
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 SEB 

Overall Marketing Concept 

 -Leading Bank 
 -Profit oriented 
 -Competence 
 -Customer centered 

Subprograms allowing a service qual-
ity 

  

Internal Marketing   

Motivation and Satisfaction of the em-
ployees 

 -Non-formal approach 
 -Value guidelines   
 -Reward systems  
 -Satisfaction surveys 
 -Special offers (Hotel etc.) 

Customer orientation and satisfaction 

 -Monthly and annual surveys 
 -Benchmarked results  
 -Involvement in product development 
 -Freedom of choice for channels  
 -Representative customers 

Development of the co-ordination of all  
the functions of the firm and their integra-

tion 

 -Team Work  
 -Advisor network 

Empowerment 
 -Empowerment for compensation 
 -Seeks effective solution 

Conclusion of Internal Marketing  -Equal focus on internal and external marketing 

Total Quality Management 
 -TQM in development 
 -Acknowledge TQM possibility 

Relationship Marketing  -Key focus on relationship  
-CRM tool to manage customers 

Customer Care 
 - Provision of competence 
 -customers test competence level 
 -regular customer surveys 

Differentiation with the service qual-
ity? 

 -Not main focus as a differentiator 
 -Maintenance of service quality 
 -Competence ensures service quality 

Secondary tools of differentiation   

Process 
 -Uniformity of process offered in all branches 
 -Experts provided by center branches 

Presentation 
 -Overall strategy on branch design 
 -Does not render desired profits 

Differentiation with the secondary 
tools of differentiation?  

 -Neither presentation nor process as differentiator 

 

 


