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Abstract 

Title: How Marknadsdata information AB works with relationship marketing

Level: Final Thesis for bachelor degree in Business Administration

Author: Randip Choudhury

Supervisor: Dr. Aihie Osarenkhoe

Purpose: The purpose of this thesis is to examine how Marknadsdata information AB works 
with  their  relationship  marketing,  and  examine  possible  gaps  between  their  strategy  and 
implementation of their relationship marketing.  This study aims to provide insights on the 
core components of CRM and the implementation of CRM strategy.

Methodology: I  have used primary data for this study by doing, interviews with Christer 
Jönsson at Marknadsdata AB to get his insight view of how the company operates to be able 
to answer the purpose of this thesis which is to find out if there are any gaps in the way how 
Marknadsdata AB operates its  business and how it  resembles or differs with Donaldson’s 
model.  The secondary data I have used for this research is mainly from the Internet, articles 
and literature

Findings: Marknadsdata information AB will not be successful on their market if they don’t 
work with their relationship marketing strategy. They have to keep in touch with customers, 
respond to the trends in the market and, in particular, to the changing demands of customers. 

For Marknadsdata information AB it’s important with relationship marketing both internally 
and externally. Internal service quality for the company is about employee satisfaction which 
ultimately effects externally to customer satisfaction. By creating value to employees they can 
create value to customers.

Research conclusions:  Companies will not be successful on the market until they develop 
their  relationship  marketing  strategy.  Companies  need  to  keep  in  touch  with  customers, 
respond to the trends in the market and, in particular, to the changing demands of customers.

Practical implications: By working with research and evaluating customers’ needs, which I 
found will reflect their future business. I think it’s also important that the management at the 
company works with employee’s on a regular basis. If the company doesn’t work with market 
research and other customer generating mechanisms I think that the company is going to have 
difficulties with their relationship work and to be able to make business at their market area.

Value: The study shows customer relationship marketing strategy as a key to operate business 
and implementing it in the organization. This thesis contributes a deeper understanding in the 
subject relationship marketing.

Keywords: Customer  relations,  Customer  service  management,  Relationship  marketing, 
Cross-functional integration, Management strategy
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Summary

In recent years relationship marketing approach has given rise to a major paradigm shift in 
marketing theory.  The emergence  of numerous  articles  and special  journals  dedicated to 
relationship marketing research yet little evidence is shown in empirical studies. Companies 
will not be successful on the market until they develop their relationship marketing strategy. 
Companies need to keep in touch with customers, respond to the trends in the market and, in 
particular, to the changing demands of customers. 

This  study  emphasizes  the  importance  of  relationship  marketing  both  internally  and 
externally.  Internal  service quality  is  about employee  satisfaction which ultimately effects 
externally to customer satisfaction. By creating value to employees you can create value to 
customers.

This thesis brings up the importance of relationship marketing and analyzes it empirically by 
studying a company.  Furthermore the relationship system interface model  which has been 
developed  by  Donaldson shows that  possible  gaps  may  exist  in  the  way management  is 
executed.  The  model  illustrates  some of  the  difficulties  encountered  by firms.  Donaldson 
applies  that  there  might  be  gaps  between  a  company  strategy  to  deliver  and  execute 
relationship objectives, the gap between what firms do, what they should do and what is most 
desirable to do for any firm in their development. It describes an organization, its market and 
customer, staff and technology. 

The empirical findings are inflicted on the medical care business and focused on a company 
called  Marknadsdata  Information  AB.  Marknadsdata  Information  AB is  a  company  that 
works as an intermediary between buyers of treatments and those who provide them. The 
buyers  are  in  this  matter  the  municipalities,  county  councils,  and  correctional  systems. 
Marknadsdata AB has a unique emplacement service system where they on a daily basis find 
appropriate  treatment  placements  for  patients  in  the  country 
(www.sjukvardsinformation.com). The company is attached with the concept of having and 
developing  relationship  with  their  customers,  by  regularly  enhancing  their  relations  with 
customers. 

The main task for this thesis is to see how Marknadsdata AB works with their relationship 
marketing  and  analyze  how  it  differs  or  resembles  to  what  has  been  discussed  in  the 
theoretical framework and conceptual model. 

4



Table of content

1. INTRODUCTION                                                                                                                                                   ...............................................................................................................................................  7  

1.1 BACKGROUND                                                                                                                                                         .....................................................................................................................................................  7  
1.2 PROBLEM DISCUSSION                                                                                                                                              ..........................................................................................................................................  7  
1.3 RESEARCH PURPOSE                                                                                                                                                 .............................................................................................................................................  7  
1.4 DISPOSITION                                                                                                                                                           .......................................................................................................................................................  8  
1.5 LIMITATION                                                                                                                                                            ........................................................................................................................................................  8  

2. METHODOLOGY                                                                                                                                                ............................................................................................................................................  10  

2.1 PRIMARY DATA                                                                                                                                                     .................................................................................................................................................  10  
2.2 SECONDARY DATA                                                                                                                                                 .............................................................................................................................................  10  
2.3 QUALITATIVE METHODS                                                                                                                                          .....................................................................................................................................  11  
2.4 QUANTITATIVE METHODS                                                                                                                                        ....................................................................................................................................  12  
2.5 HOW I CONDUCTED THE RESEARCH MATERIAL                                                                                                            .......................................................................................................  12  

2.5.1 Method                                                                                                                                                      ..................................................................................................................................................  12  
2.5.2 Choice of company                                                                                                                                   ...............................................................................................................................  12  
2.5.3 Choice of person to perform an interview with                                                                                        ....................................................................................  12  
2.5.4 Method analysis                                                                                                                                        ....................................................................................................................................  13  
2.5.5 Method criticism                                                                                                                                       ...................................................................................................................................  13  

2.6 RELIABILITY                                                                                                                                                         .....................................................................................................................................................  13  
2.7 VALIDITY                                                                                                                                                             .........................................................................................................................................................  14  

3. THEORETICAL FRAMEWORK                                                                                                                      ..................................................................................................................  15  

3.1 DEFINING RELATIONSHIPS MARKETING                                                                                                                      ..................................................................................................................  15  
3.2 CUSTOMER RELATIONS                                                                                                                                          ......................................................................................................................................  15  
3.3 CUSTOMER SATISFACTION                                                                                                                                       ..................................................................................................................................  15  
3.4 FACTORS INFLUENCING CUSTOMER SATISFACTION                                                                                                        ....................................................................................................  16  

3.4.1 Product and service features                                                                                                                    ...............................................................................................................  16  
3.4.2 Consumer emotion                                                                                                                                    ................................................................................................................................  16  
3.4.3 Attributions for service success or failure                                                                                                ............................................................................................  16  

3.5 CUSTOMER EXPECTATION                                                                                                                                        ....................................................................................................................................  17  
3.6 CUSTOMER PERCEPTION IN SERVICE                                                                                                                          ......................................................................................................................  18  
3.7 EMPLOYEES                                                                                                                                                          ......................................................................................................................................................  18  
3.8 EMPLOYEE SATISFACTION                                                                                                                                       ..................................................................................................................................  19  
3.9 CONCEPTUAL MODEL                                                                                                                                             .........................................................................................................................................  21  

3.9.1 Gap A Link between Management and customer                                                                                     .................................................................................  21  
3.9.2 Gap B Interface with staff and customer                                                                                                  ..............................................................................................  22  
3.9.3 Gap C The management-staff interface                                                                                                    ................................................................................................  22  
3.9.4 Gap D The management – system interface                                                                                             .........................................................................................  23  
3.9.5 Gap E The service to process                                                                                                                   ...............................................................................................................  23  
3.9.6 Gap E – the service to process interface                                                                                                  ..............................................................................................  23  

3.10. MANAGEMENT                                                                                                                                                   ...............................................................................................................................................  24  
3.10.1 Corporate culture                                                                                                                                   ...............................................................................................................................  24  
3.10.2 Internal climate                                                                                                                                      ..................................................................................................................................  24  
3.10.3 Leadership                                                                                                                                              ..........................................................................................................................................  24  
3.10.5 Demand analyze                                                                                                                                     ................................................................................................................................  25  
3.10.6 Market demand                                                                                                                                       ..................................................................................................................................  26  

4. EMPIRICAL STUDY                                                                                                                                           .......................................................................................................................................  27  

4.1 COMPANY PROFILE (WWW.SJUKVÅRDSINFORMATION.COM)                                                                                           .......................................................................................  27  
4.2 RELATIONSHIP MARKETING ACCORDING TO MARKNADSDATA INFORMATION AB                                                              ..........................................................  28  
4.3 WHO ARE THE CUSTOMERS?                                                                                                                                   ..............................................................................................................................  28  
4.4 HOW DOES MARKNADSDATA INFORMATION AB WORK?                                                                                             ........................................................................................  29  

4.4.1 The chain of business process                                                                                                                  ..............................................................................................................  29  
4.4.2 Inquiry of a nursing home                                                                                                                        ....................................................................................................................  30  

4.5 MANAGEMENT TO CUSTOMER                                                                                                                                  ..............................................................................................................................  32  

5. ANALYSIS                                                                                                                                                             .........................................................................................................................................................  35  

5



6. CONCLUSION                                                                                                                                                      ..................................................................................................................................................  38  

7. SUGGESTIONS FOR FUTURE RESEARCH                                                                                                  ..............................................................................................  41  

8. REFERENCES                                                                                                                                                      ..................................................................................................................................................  42  

6



 

1. Introduction
This chapter will begin with an introduction followed by background, problem discussion,  
research purpose, disposition and limitation.

1.1 Background
In recent years relationship marketing approach has given rise to a major paradigm shift in 
marketing theory.  The emergence  of numerous  articles  and special  journals  dedicated to 
relationship marketing research yet little evidence is shown in empirical studies.

Many firms have already a clear relationship objective but many times they are not that easy 
to implement. Firms need to be in touch with customers, responsive, flexible and adaptable.
At the same time the management  needs to  be alert  about the employees  delivering  the 
service in the right way creating value for the customers (Donaldson 2002). 

According to Donaldson there is a gap between what firms do, what they should do and 
what is most desirable for any particular firm to do for any particular point of time in their 
development.  The  gap  analysis describes  some of  the  difficulties  in  strategy  and 
implementation  of  relationship  marketing.  Many  firms  have  already  clear  strategies  but 
unable to implement it in the right way (Donaldson 2002). 

1.2 Problem discussion
The main objective of this study is to examine how relationship marketing is practiced at 
Marknadsdata information AB. The objectives are listed as follow.

• How do they work with their relationship marketing?

• How do they build relationship?

• Are  there  gaps  in  their  strategy  and  implementation  process  according  to 
Donaldson’s model?

1.3 Research purpose
The purpose of this thesis is to find out if there are any gaps in the way how Marknadsdata 
AB operates its business and how it resembles or differs with Donaldson’s theory.



1.4 Disposition
Chapter 1 - Introduction
The first part begins with an introduction followed by research objectives and objectives 
and limitation of the study.

Chapter 2 - Methodology
In this chapter I will discuss some of the methods common in researches. There are several 
kinds of approaches that can be used for a research and the key factor is to find a method 
that’s most suitable for a particular study. Also I will explain what method I used and how I 
gathered the data. 

Chapter 3 – Theoretical Framework
This chapter describes some of the important concepts associated with relationship marketing. 
These elements  are  important  to  recognize and understand for  minimizing  the  gap in  the 
delivery and implementation of relationship management which. Chapter 3.9 focuses on the 
relationship system interface model, figure 1.1 developed by Donaldson. I have chosen this 
particular model because it explains the possible between strategy and implementation of 
relationship objectives. The conceptual model is what the research is based on. Chapter 3.10 
will also describe the corporate culture, internal climate, leadership, shared values demand 
analyze and the market demand. These elements are important to understand to get a picture 
of how the management works in the company.

Chapter 4 - Empirical study
This  chapter  describes  the  empirical  part  of  the  study.  The  information  gathered  for  the 
empirical  study was mainly  based on an interview with  Christer  Jönsson the  manager  of 
Marknadsdata  information  AB.  Furthermore  additional  information  was  gathered  from 
secondary  sources.   The  issues  brought  up  in  the  interview  are  how  they  see  of  the 
relationship marketing and how they deliver and execute the different relationship objectives.

Chapter 5 - Analyze
This chapter will analyze the similarities and dissimilarities with the theory and empirical 
data. Further the gaps between the company strategy and implementation will be analyzed. 

Chapter 6 - Conclusion
This chapter will show my conclusions based on the material in earlier chapters. I present 
those conclusions I have come until and respond to thereby if my problem discussion meets 
my aim with the study. The chapter is completed with my contribution and proposals to 
continued research.

Chapter 7 - Suggestions for future research
In this chapter I will give suggestions for future research in the subject.

Chapter 8 - References
In this chapter you can find the material I have used as references for this thesis.

1.5 Limitation
The research focuses on the relationship marketing in Marknadsdata information AB. The 
objective  of  this  research  is  to  analyze  how  they  implement  their  strategies  and  apply 
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relationships  within  its  organization  and  with  their  customers.  In  addition  the  study  is 
limited to relationship marketing at and focused on the Donaldson gap model
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2. Methodology
In this chapter I will discuss some of the common methods in researches. There are several  
kinds of approaches that can be used for a research and the key factor is to find a method  
that’s most suitable for a particular study (www.globalreps.com). I will also explain what  
method I have used and how I gathered the data. 

2.1 Primary data
I used  primary  data  by collecting  necessary information  from interviews  I  had with the 
founder  of  Marknadsdata  Information  AB,  Christer  Jönsson,  to  benefit  the  study.  The 
process of collecting the information is called primary data. Examples of primary data are 
for instance observations, focus groups, interviews, surveys. I have used primary data for 
this study by doing, interviews with Christer Jönsson at Marknadsdata AB to get his insight 
view of how the company operates to be able to answer the purpose of this thesis which is 
to find out if there are any gaps in the way how Marknadsdata AB operates its business and 
how it resembles or differs with Donaldson’s model. 

According to Donaldson model there is a gap between what firms do, what they should do 
and what is most desirable for any particular firm to do for any particular point of time in 
their  development.  The  gap  analysis  describes  some  of  the  difficulties  in  strategy  and 
implementation of relationship marketing. (Donaldson 2002)  I used the primary data from 
Jönsson as my empiric background to be able to compare it with Donaldson model.

2.2 Secondary data
Secondary  data  is  already published  data  collected  for  purposes  other  then  the  specific 
research needs at hand. Secondary data is collected by a third party. The secondary data I 
have used for this  research is  mainly from the Internet,  articles and literature.  The most 
common way to start a secondary data collection is by visiting the company's  homepage 
which I also did to gather updated information (Lundahl & Skärvad 1999). I found data at 
Marknadsdata AB homepage that I have used to make a company profile in chapter 6.1. I 
also used the material I found on their hompage to see if it differed with Jönssons answers 
from the interviews. 

I have used internal secondary data sources (Interview Jönsson). This material I got from 
Jönsson in form of diagrams that I have used to conduct figure 1.2, 1.3 and 1.4. 

There are also external secondary data.  External  secondary data are provided by sources 
outside the organization that others already have gathered. (Lundahl & Skärvad 1999)

The secondary external data I gathered from Internet, articles and literature to get a deeper 
understanding on how Marknadsdata AB works with their relationship marketing. This has 
helped me to answer my problem discussion and purpose to be able to fulfill this thesis. 

A study of marketing research indicates that 90 percent of businesses use secondary data in 
their activities (Patel & Davidson  2003). The secondary data that found has helped me to 
describe the research problem more accurately and made it easier for me to understand the 
primary data more insightfully.

10



I also used literature to be able to prepare myself for this thesis. The literature I have chosen 
for conducting this thesis is literature that has been discussed by other professors. I find the 
literature that I have chosen for this thesis to be truthful and accurate. To be able to find out 
if there are any gaps in the way how Marknadsdata AB operates its business and how it 
resembles or differs with Donaldson theory I had to read Donaldson so I could see if there 
were any differences between them. 

2.3 Qualitative methods 
After I had gathered material to the study, it had to be processed in order for me to answer the 
problem  discussion  which  was  to  examine  how  relationship  marketing  is  practiced  at 
Marknadsdata information AB.

When I  was working  with  the  qualitative  process  of  the  material  there  were  no  specific 
method I found precertain. That is why I found it important that the readers of this thesis can 
follow how I have gone about to conducted this thesis. (Patel & Davidson 2003)

That is why I have conducted a comprehensive description of my procedure so readers can 
follow my steps during the section procedures in the chapter 2.5 How I conducted research 
material.

The interview with Jönsson was a qualitative method I used as an attempt to obtain an in-
depth  understanding  of  the  meanings  and  definitions  of  the  situation  presented  by 
informants (www.nova.edu). When choosing to use a qualitative interview method it was 
important for me as an interviewer to ask questions I thought was relevant so I could be able 
to fulfil the purpose of this thesis. 

That is why I asked questions which were relevant to find out if there were any gaps between 
their strategy and implementation of relationship marketing. The questions were aimed to 
provide how Marknadsdata AB operates its business and how it resembles or differs with 
Donaldson theory.

The negative thing with a qualitative method could occur if I had chosen a person who did not 
have the right information. This would give me difficulties to proceed with my thesis. While 
working with a qualitative method it was important for me to be able to be critical of the data 
that was conducted so it would not interfere with my analysis. I tried to keep my distance to 
Jönssons answers to be able to analyze the data that was conducted in a professional way so I 
would not be personally attached.

The  qualitative  method  gave  me  insights  into  questions  that  address  the  way  Jönsson 
thought about a certain subject. The qualitative method did not answer questions like how 
many people at Marknadsdata AB that share a certain opinion. By using qualitative research 
I did not try to measure, I tried to provide insights (de Ruyter Scholl 2005). 

I found qualitative research as a questioning search, and a search for questions at the same 
time.  By  using  a  qualitative  method  the  data  collection  and  data  analysis  took  place 
simultaneously. 
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2.4 Quantitative methods
Comparatively to qualitative research quantitative research is mainly focused on numbers 
and data that can easily be quantified, by using large amount of respondents. Surveys are the 
most typical tool of quantitative data. Qualitative data are based on:

• Meanings derived from  numbers

• Collections results in numerical and standardized data

• Analyses conducted through the use of diagrams and statistics

To conduct data for this thesis I thought of using a quantitative method by using filling 
forms. Due to the short time to conduct this thesis I found out that it would take to much 
time I did not have, that is why I did not proceed with a quantitative method. If I would 
have conducted data by using a quantitative method I think that I would have more width in 
my data gathering. When I did not proceed by a quantitative method I can not say if the 
results  that  I  have conducted  would  have been  different. (Lewis,  Saunders & Thorn hill 
2003)

2.5 How I conducted the research material 

2.5.1 Method
I prepared myself pursue the work through reading through relevant course literature and to 
repeat earlier courses, contents and articles on the Internet. Thereby I created an increased 
understanding to the study.  I have mainly done two brief interviews with the manager of 
Marknadsdata information AB, Christer Jönsson. I have collected a lot of information from 
the company’s web site and also internal reports supplied by the company. The interviews 
were  more  like  open  discussions  were  the  main  constituent  were  on  how  the  business 
operations were executed. Through comparing the empiric data from the interview against the 
theoretical background with a critical attitude I consider that the material I present will be 
counted as convincing, and easy to understand. After the performed study, I consider that I 
have come to conclusions that I consider to be interesting and relevant.

2.5.2 Choice of company
I chose Marknadsdata Information AB because I found it interesting that the founder was still 
in the company. I wanted to see how they worked with their relationship marketing. When I 
contacted the company and told them that I was thinking of writing a thesis about how they 
differed from Donaldson’s model they also found it interesting that I wanted to write a thesis 
about their company. Due to the good response from Jönsson I decided to write about them.

2.5.3 Choice of person to perform an interview with
When I was planning to gather information about Marknadsdata AB I found it interesting to 
make interviews from a person from the company. That’s why I performed interviews with 
the founder of the company Jönsson. I thought that Jönsson ought to have the information I 
needed to be able to describe how Marknadsdata Information AB works with relationship 
marketing and so on be able to fulfill the thesis. When the company was founded for 12 year 
ago by Jönsson I thought of him as a person with knowledge how the company operates 
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with their relationship marketing (Interview Jönsson). That’s why I performed interviews 
with him.

2.5.4 Method analysis
When I only had possibility to interview one person I consider that I had a limited selection in 
my data collecting survey. In order to have variations in data it would had been optimum to 
interview more persons. Throughout the study I have had a critical attitude to the material and 
the sources  I  have selected  to  take  with in  this  study.  In  those respects  the study is  not 
considered convincing a deeper study could be carried out within the area and more personal 
interviews.  When working with  qualitative  processing the  work can be characterized  and 
influenced by the authors (Patel & Davidson 2003). Therefore I found it important to have a 
great deal of self reflexion and be able to criticize the material through the entire study.

2.5.5 Method criticism
I consider that the faith dignity in the literature I used reliable. Because it has previously been 
checked critically by other researchers and readers. It is important to have a critical attitude to 
this  type  of  information  then  the  company  can  have  had  incentives  to  influence  the 
information that is produced. I have also acquired information from the company's homepage. 

I only  made  interviews  with  Jönsson  at  Marknadsdata  AB.  If  I  would  have  done  more 
interviews with other personnel at the company I think that the data I would have conducted 
would be more interesting and with a width. Due to my short time to conduct this thesis I 
have not done interviews with more then one person, and I can not say if the conclusions I 
found would have differed if I would have made the thesis in another way. 

It is possible that Jönsson did not want to speak negatively about his activity. This could have 
made him reply on certain questions after carried out guidelines and not how it actually is.

2.6 Reliability
It’s  important  to  see  if  a  research  is  reliable  and one  way of  considering  that  is  called 
reliability. Reliability can be assessed by posing the following three questions:

• Will the measures yield the same results on other occasions?

• Will similar observations be reached by other observers?

• Is there transparency in how sense was made from the raw data?

This implies that similar results will be obtained by researchers on different occasions, and 
the concern is therefore with how replicable the research study is  (Remenyi 1998). When 
measuring  reliability  the researcher  should ask himself:  would I  get  the same or similar 
result if I were to use the same techniques reputedly (Eriksson 1997). The main underlying 
purpose is that consequence studies of other researcher will implicate a similar result. 

To  enhance  reliability  in  this  thesis  I  conducted  interviews  with  Christer  Jönsson,  the 
founder  of  the  company  Marknadsdata  information  AB.  I  consider  that  the  material  I 
gathered from the interview would get the similar result if I were to use the same technique 
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again.  I  consider  Jönsson  answers  reliable  and  useful  to  be  able  to  conduct  this  thesis. 
Throughout the study I have had a critical attitude to the material and the sources which I also 
think enhances the reliability. 

2.7 Validity
The degree to which what is observed or measured is the same as what is purported to be 
observed  or  measured  (Remenyi1998). In  order  to  obtain  validity  in  a  research  the 
researchers should ask themselves the question: 

Do I in my research with the choice of method measure what I am intended to measure? 

To promote validity in the thesis I proceeded as I planned. I asked questions I thought was 
relevant so I could be able to fulfil the purpose of this thesis. 

That is why I asked questions which were relevant to find out if there were any gaps between 
their strategy and implementation of relationship marketing. The questions were aimed to 
provide how Marknadsdata AB operates its business and how it resembles or differs with 
Donaldson theory.
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3. Theoretical Framework
In this chapter I will describe some of the important concepts associated with relationship 
marketing. These elements are important to recognize and understand for minimizing the gap  
in the delivery and implementation of relationship marketing which we will describe deeper  
in the next chapter, the conceptual model. 

3.1 Defining Relationships marketing
[Relationship] marketing is to establish, maintain, and enhance relationships with customers 
and other partners, at a profit, so that the objectives of the parties involved are met. This is 
achieved by a mutual exchange and fulfillment of promises (Osarenkhoe Customer Centric 
Strategy 2006).

Relationship  marketing  is  attracting,  maintaining  and  –  in  multi-service  organizations  – 
enhancing customer relationships (Osarenkhoe, Bennani, Lhajji 2006). Servicing and selling 
existing  customers  is  viewed  to  be  just  as  important  to  long-term  marketing  success  as 
acquiring  new customers.  Relationship  marketing  is  a  philosophy of  doing  business,  that 
focuses  on  keeping  and  strengthening  relationship  with  existing  customers  rather  than 
acquiring new customers (Osarenkhoe & Bennani 2006). It is based on managing customer 
relationships (as well as relationships with other parties).  This philosophy assumes that many 
consumers  and  business  customers  prefer  to  have  an  ongoing  relationship  with  one 
organization than to switch continually among providers in their search for value (Osarenkhoe 
& Bennani 2006). Based on this assumption it is cheaper to keep a current customer than to 
attract  a  new one,  successful  marketers  are  working  on  effective  strategies  for  retaining 
customers. However a relationship with a customer has not been established just because the 
managers say so. Far too often firms state that they have turned over to relationship marketing 
and  believe  their  marketing  efforts  are  relationship  orientated,  without  making  sure  that 
customers see it in that way. Relationship marketing is not about tailoring customers by direct 
mail, membership of a loyalty club, but for customers this may mean the same slow service 
and uninterested service personnel (Berry 1999).  Customers may get  an advantage of these 
but this is not relationship marketing. A relationship can develop only when all, or at least 
most, important customer’s contacts and interactions are relationship orientated (Berry 1999). 

3.2 Customer Relations
Relationship  marketing  is  usually  assembled  with  transaction  orientated  marketing 
(Gummerson 1998). The transaction orientated perspective lies on acquiring new customers 
through  mass  marketing,  while  the  aim of  relationship  marketing  is  to  retain  profitable 
customers by catering their individual needs. The transaction orientated philosophy applies 
more  to  the  companies  producing  and  manufacturing  goods,  while  the  relationship 
marketing is described as a new paradigm and cannot be applied to all products (Grönroos 
1994).

3.3 Customer satisfaction 
Customer  satisfaction  may be  very  clear  to  many people  but  it  is  a  broad  concept  and 
probably one of the most basic of customer concepts. The formal definition of customer 
satisfaction is:
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Satisfaction  is  the  consumer’s  fulfillment  response.  It  is  a  judgment  that  a  product  or  
service feature, or the product or service itself, provides a pleasurable level of consumption  
– related fulfillment (Zeithaml 1996).

The definition of customer satisfaction:

“The  extent  to  which  a  products  or  service  perceived  performance  matches  a  buyers  
expectations”. (Kotler 2004)

Customer satisfaction is a mental  state which results from the customer’s comparison of 
expectations  of  a  service  with  the  performance  after  purchasing  a  product  or  service 
(Söderlund 1997).  In  more  simple  words  we can  say that  satisfaction  is  the  customer’s 
evaluation of a product or service in terms of whether that product or service has met their 
expectations.  This will be observed by the repeat purchase customer, who finds him/herself 
subject to performance levels which are sometimes better than normal and sometimes worse 
than normal (Söderlund 1997).

3.4 Factors influencing customer satisfaction
Different determents influencing customer satisfaction (Zeithaml 1996)

3.4.1 Product and service features 
Customer  satisfaction  with  a  product  or  service  is  influenced  significantly  by  the 
evaluations  of  service  or  product  features.  For  a  service  such  as  a  treatment  center, 
important features might include possibilities for education, training facilities for patients, 
helpfulness etc. (Zeithhaml 2002)

3.4.2 Consumer emotion
Consumer  emotion  can  also  affect  their  perceptions  of  satisfaction  with  products  and 
services. These emotions can be stable, preexisting emotions – for example, mood state or 
life satisfaction. Times when you are in a happy stage of life you are in a happy mood and 
positive frame of mind influences how you feel the service experience. Alternatively if you 
are sick or in a bad mood, you’re negative feelings may carry over into how you respond the 
service. (Zeithhaml 2002)

3.4.3 Attributions for service success or failure
Attributions – the perceived causes of events-influence perceptions of satisfaction as well. 
When they have been surprised by an outcome (the service is either much better or much 
worse than expected),  consumers  tend  to  look for  reasons,  and their  assessments  of  the 
reasons  can  influence  their  satisfaction.  For  example,  if  a  customer  of  a  weight  –loss 
organization  fails  to  lose  weight  as  hoped,  she will  likely search  for  the causes-  was  it 
something she did, was the diet plan ineffective, or did circumstances simply not allow her 
to follow the diet regimen- before determining her level of satisfaction or dissatisfaction. 
(Zeithhaml 2002)
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3.5 Customer expectation
First of all it is important to know who your customers are before going deeper in what they 
expect from you. Customers are the people who buy or use a service; they are often present 
in the firm’s factory, interact directly with the firm’s personnel and are actually part of the 
service  production  process  (Zeithhaml  2002).  Customer  expectations  are  beliefs  about 
service delivery that function as standards or reference points against which performance is 
judged (Zeithhaml 2002). There are different levels of customer expectation, described in 
the figure below.

Source: (Zeithhaml 2002)
The level  of expectation can vary widely depending on the reference point the customer 
holds (Zeithhaml 2002)

17



Ideal expectations or desires
The customer has high expectations. This type of customer often listens to the rumour of the 
company before they purchase their products. 

Normative “should” expectations
This type of customers tends to think if the price is high the products ought to be good.

Experience based norms
These types of customers are familiar with the company,  and know about the company’s 
products and have earlier visited  the company. The have knowledge about specific hours 
when the company is busy and the service tends to slow down. 

Minimum tolerable expectations
This  type  of  customer  expects  terrible  service  due  to  the  company  low  prices.  The 
expectations are low. One can say that these types of customer are only price orientated, 
where quality does not matter.

3.6 Customer perception in service
Only by creating the right perception about your business will your customers understand 
what you can offer them (www.malagabusiness.com). Customers perceive service in terms 
of  the  quality  of  the  service  and  how  satisfied  they  are  overall  with  their  experiences 
(Zeithaml  1996).   Customer  perception  reflects  the  service  as  actually  received 
(www.malagabusiness.com). Before using a product or service a customer thinks about the 
image  and  reputation  of  the  company.  The  customer  perceived  value  is  the  difference 
between total customer value and total customer cost (Kotler 2004)

For understanding how customer perceive value, Grönroos states:

Value is perceived by customers in their internal process and in interactions with suppliers  
or  service  providers  when  consuming  or  making  use  of  a  service,  goods,  information,  
personal contacts, recovery and other elements of ongoing relationships (Grönroos, 1996b).

I think that different customers have different perceptions about value. Value is something 
that depends on how the customer thinks about for example service. For some customers a 
company has great service, while other customers think that the same company gives bad 
service.  This  creates  different  opinions  in  the  value  process  that  a  customer  has  of  a 
company. I mean that this often depends on the customer’s earlier consuming behaviors. A 
person  that  does  not  understand  a  type  of  delicious  cosine  will  have  difficulties  in 
understanding that the cosine was a highly delicious type of food. If the customer does not 
understand this, the value of this company will be lower than when a costumer understands 
the product. The value also depends on ethnic background and income class, according to 
my meanings.

3.7 Employees
In  a  service  organization,  if  you  are  not  serving  the  customer,  you’d  better  be  serving 
someone who does (Zeithaml  2002). The front line employees  and those supporting them 
behind the scenes  are  critical  to the success  of  any service  organization.   Employees  are 
important in any organization because:
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“The  success  of  relationship  marketing  is  to  a  large  extent  dependent  on  the  attitudes,  
Commitment and performance of the employees. If they are not committed to their role as  
part-time marketers and are not motivated to perform in a customer oriented fashion, the  
strategy fails. Hence success on the external marketplace requires initial success internally in  
motivating employees and getting their commitment to the pursuit of a relationship marketing  
strategy.”(Grönroos, 1996b)

In many cases the employees are the service itself because there is nothing else. For example, 
in most personal and professional services like haircutting, child care, physical trainers the 
contact employees provides the entire service making direct investment. Even if the employee 
doesn’t perform the service entirely, he or she may still personify the firm in the customer’s 
eye. All of the personals from health clinic to law firms – to the professionals who provide the 
service to the receptionist and office staff represent the firm to the client and everything they 
say and do influence perceptions of the organization. Even if an employee is off duty, such as 
flight  attendants  or  restaurant  employee,  and they are  being unprofessional  or  make rude 
remarks about customers,  customer perception of the organization will suffer. The contact 
employees represent the organization and can directly influence customer satisfaction; they 
perform the role of marketers.  They physically embody the service or product (Grönroos, 
1996b).

3.8 Employee satisfaction 
We know that  employees  are  crucial  to  an  organizations  success  for  implementing  their 
relationship objectives, so how do we keep them satisfied. By satisfying the employees we 
can make them satisfy the customers. 

It’s difficult for customer’s service representatives to make customers feel good about their  
company if they are dissatisfied as employees (Bryan P. Bergeron 2002).

3.8.1 Steps to increase employee satisfaction (Bryan P. Bergeron 2002)

• Offering promotion opportunities within the customer support department as well as

• Transfers to other departments.

• Establishing recognition awards for quantifiable performances, such as number of 
problems resolved per week. 

Recognition  and  a  sense  of  team  membership  help  increase  employee  satisfaction, 
especially for employees who aren’t normally considered in high profile positions, such as 
customer service representatives. 

3.8.2  Five  different  approaches  to  motivating  employees  (Brian  Bergeron 
2002)

• Create a collective pride in the mission and values of the firm among employees 
(the mission values, and pride path).
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• Make everyone’s tasks, why they are important and how performance is measured, 
clear to employees and follow up results in a consistent manner (the process and 
metrics path).

• Give  employees  personal  freedom  and  opportunities  for  earnings,  but  also 
significant personal risks, with few rules about behavior (the entrepreneurial spirit 
path).

• Show respect for the individual achievements of employees and recognize quality 
performance (the individual achievement path).

• Offer  reward  and  bonus  systems  to  support  accomplishments  (the  reward  and 
celebration path) 
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3.9 Conceptual model
This chapter focuses on the relationship system interface model, figure 1.1 developed by  
Donaldson.  I  have  chosen  this  particular  model  because  it  explains  the  possibilities  
between strategy and implementation of relationship objectives. 

Figure 1.1 Relationship system interface (Donaldson 2002)

3.9.1 Gap A Link between Management and customer
As  organization  grows  in  size,  managers  become  less  direct  and  less  frequent  in  their 
contact with customers. Those relationships very important and deserve greater amounts of 
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management time and attention but senior managers may deal with one or two key accounts 
and loose contact with others. 

But however you cannot have relationship with everyone at a deep level and therefore there 
is  a  lack  of  understanding  by management  of  the gaps  between an  organization  and its 
customer.  Senior managers must be aware of market trends and real  customer needs and 
reflect this in their operations that can drive future business. Relative low levels of customer 
contact mean that management must close this feedback loop with formal market research 
and other customer information generating mechanism. 

3.9.2 Gap B Interface with staff and customer
The front  lines  staffs  are  in  contact  with  customers  are  often  the  lowest  paid  and least 
influential in company policy. Yet, staff must be aware of and understand the expectations 
and needs of their customers. Also the service representatives have the highest attrition rate. 
In  addition  many of  them view their  job  a  temporary  position  while  they  are  attending 
school or saving money until they can find a better job. And those who stay for a year or 
two often end up in higher positions removed from direct contact with customers (Brian 
Bergeron 2002). As a result  customers may deal with employees  who may not have the 
corporate vision.  

Customers will often remember the performance based on their dealings with the staff they 
get contact so in other words staff should be regarded as ambassadors of the company and 
they will influence the image of the company. The real challenge comes when you want to 
succeed  in  approaching  good  interpersonal  skills,  an  ability  to  communicate,  positive 
attitude,  good  product  knowledge  and  the  “smile  factor”  can  play  a  part  in  image  and 
customer satisfaction.

Staffs that do not come into contact with customers need to realize that it is vital to support  
those who do (Donaldson 2002)

The success of relationship marketing is  highly  dependent  on the attitudes,  commitment,  
and performance of the employees. If they are not committed to their role as true service  
employees and are not motivated to perform in a customer orientated fashion, the strategy  
fails (Grönroos 2002)

3.9.3 Gap C The management-staff interface
The quality of the service offered by a company is only as good as the caliber of its staff. 
Requiting the right people, training them in the culture and in the tasks to be performed, 
evaluating their performance and rewarding them appropriately, is basic good management 
practice. 

A  participated  and  involved  management  style  is  likely  to  express  this  better  than  a 
dictatorial  one,  but  a  relationship  orientation  requires  acceptance  by  subordinates  that 
management beliefs what they say and that they are prepared to invest their money, time 
and effort to prove it.  These basic leadership skills,  all  too common by their  absence in 
many businesses, are highly noticeable by their presence in leading-edge firms. While the 
chief executive is often the most important and visible person in this process, we have to 
find that this is also a key marketing role. The marketing manager will often orchestrate, 
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match and manage the interaction of personal in their own organization with those of buying 
organization. Training staff to deal with customers also shows management commitment to 
their customers which, in turn, generates enthusiasm and commitment in subordinates. 

3.9.4 Gap D The management – system interface
This gap is about the relationship between, the management and system technical aspect, for 
example computer systems. In lot of cases firms just buy CRM computer system without 
really knowing how to use it properly and effectively (Dr. Osarenkhoe). Systems should be 
simple and not complicated so that customers can understand and use those facilities. The 
design of  systems  should take  into account  how a customer  will  use that  system in the 
exchange relationship. Systems that a company employee for order entry, order processing

“ the impact on customers ability and willingness to use technology, systems and physical  
resources  (  of  any  kind),  as  well  as  the  impact  of  such  resources  on  the  employees  in  
interactive and supporting parts of the organization, and on their ability and willingness to  
serve  customers  have  to  be  taken  into  account  when investments  in  such  resources  are  
made, so that the service quality perceived by customers is not affected in a negative way “  
(Grönroos 2002)

3.9.5 Gap E The service to process
Traditionally  organization  implement  employee  work  study  techniques  to  make  their 
business  more  efficient  but  today  organizations  find  that  open,  flexible  and  customer 
friendly systems are more required. This leads to those managers to understand how their 
systems work. Managers need to know which task to be performed and make decisions to be 
made at  the lowest level possible in the organization.  That means  it  changes the role of 
managers from do as you are told to one of an advisor, mentor and coach. It changes what it 
does for customers to what it does with customers and positioning the organization within 
its supply chain. By adapting this customer facing processes are realigned re engineered or 
tailored to customer specific requirements.

Efficient systems require the right atmosphere and surroundings. For many organizations 
this has a profound effect on their customer relationships. For example banks and building 
societies  spend  considerable  amounts  on  updating  their  premises  to  appear  more  users 
friendly and open then their traditional image has suggested. The glue for this is corporate 
culture vision, shred beliefs internal dialog, innovative leadership and business ethics. 

3.9.6 Gap E – the service to process interface
Managers must seek continuously to make improvement in their systems to enhance quality 
and  service  and  to  curtail  costs.  Traditionally,  organizations  employed  work  study 
techniques  to  make  their  processes  more  efficient.  Today  organizations  find  that  open, 
flexible and customer friendly systems are required (Donaldson 2002). This process requires 
management  to  understand  how  their  system  work,  to  identify  which  tasks  are  to  be 
performed  and  to  enable  decisions  to  be  made  at  the  lowest  level  possible  in  the 
organization.  This  changes  the role  of  manager  from one of  “do as  you  tell”  to  one of 
advisor, mentor and coach. Efficient system requires the right atmosphere and surroundings. 
For many organizations this has a profound effect on their customer relationships. 
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The service encounter should provide feedback about: 

• the nature of service standards

• customer expectations related to individual, organizational and competitor performance

• the effectiveness of communication to the process

The service performance itself by identifying those qualities, such as “coping behavior” and 
skills such as the need for role scripting, necessary for the job (www.emeraldinsight.com)

3.10. Management
In this  chapter  I  will  describe the corporate  culture,  internal  climate,  leadership,  shared 
values demand analyze and the market demand. These elements are important to understand  
to get a picture of how the management works in the company. 

3.10.1 Corporate culture
The concept of corporate culture is used to describe a set of common norms and values shared 
by people in an organization. Hence, a culture is an overall concept that explains why people 
do certain things, thinks in common ways, and appreciates similar goals, routines, even jokes, 
just because they are members of the same organization. Corporate culture can be defined as 
the pattern of shared values and beliefs that give the members of an organization meaning, 
and provide them with the rules for behavior in the organization (Grönroos C 2000).

3.10.2 Internal climate
The existing culture in a firm is a result  of its organizational past,  and provides stability, 
meaning and predictability in the organization. Corporate culture can be seen as an internal 
climate in the organization. The organizational climate is partly dependent on how internal 
relationships  function  between people  in  the  organization.  The  climate  is  the  employee’s 
accumulated sense of what is important in an organization. Service providers have to manage 
their  internal  climate so that employees  who serve internal  or external  customers  develop 
positive attitudes towards giving service. Such attitudes and a service orientate climate can be 
expected to exist,  if  the employees  feel  that  organizational routines, directions for actions 
given by policies and management and reward systems indicate that focusing on giving good 
service is important. (Grönroos C 2000)

3.10.3 Leadership
Managers  and  supervisors  attitudes  toward  their  role,  their  teams,  and  how  they  act  as 
managers  are  crucial.  Management  must  be  supportive,  inspirational  and  attuned  to  the 
individuals  they  manage.  Without  active  and  continuous  support  from  all  managers  and 
supervisors, the values that characterize a true service culture cannot be spread throughout the 
organization and maintained once they have been established.  Managers are leaders in an 
organization, and by leading they also contribute to the culture. In this way managers, and 
supervisors, have a key role in the development of a service culture. (Grönroos C 2000)
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Managers have to realize that the most important aspect is having the right type of atmosphere 
and environment in which employees are encouraged to create, coordinate, and improve the 
entire business, including facilitating a reliable network of relationships and market channels 
(Zineldin 2004).

The  Management  needs to  reach out to its employees and spread the right messages. The 
employees encounter with the customers need to have the vision, shared believes, dialog, be 
innovative, and good leadership skills which have to be delivered by the management. In 
order to minimize the gaps in both the delivery and execution of relationship management is 
to link and get feedback from the different groups involved in the relationship management 
(Donaldson 2002).

Communication is a critical ingredient of leadership. The manager and supervisor will have to 
be  willing  to,  and  know  how  to,  communicate  with  their  staff.  The  top  person  in  the 
organization,  which  may  be  a  firm will  constantly  have  to  give  the  service  strategy  top 
priority and continuously and actively give it his strong support. Furthermore every manager 
and supervisor will have to accept the role of a coach. They have to be able to encourage 
employees and strengthen their motivation (Grönroos C 2000).

3.10.4 Shared Values (Grönroos C 2000)
The shared values constitute guidelines for employees in performing their everyday tasks. In 
an organization with strong shared values three common characteristics are often present:

• The shared values are clear guideline for task performance.

• Managers devote much of their time to developing and reinforcing the shared values; 
and. 

• The shared values are deeply anchored among employees

It  has  also  been  found  that  performance  is  improved  by  strong  shared  values  in  an 
organization.  Managers  and  employees  devote  themselves  more  to  issues  and  ways  of 
performing that are emphasized by the shared values. Strong shared values may,  however 
become a problem too; for the following reasons:

• The shared values may have become obsolete and are therefore not consistent with 
current strategies and service concepts.

• Strong shared values may lead to resistance to change, which makes it difficult for the 
organization to respond to external challenges. 

3.10.5 Demand analyze 
Representatives of customer are always present, extensively or occasionally, when the service 
is  produced  and  delivered.  Direct  interactions  between  customer  contact  employees  and 
customers occur, and in such situations immediate actions may have to be decided. In such 
situations the contact person may have to give some information or change his way of doing 
the job according to the needs of the customer. For example a quick decision by a telephone 
receptionist about whom to put on the phone when the person the customer is asking for is 
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absent.  Nobody  else  than  the  person  who  produces  the  service  recognize  the  perhaps 
unexpected needs or wishes of the customer, corrective actions are to be taken immediately. 
(Grönroos C 2000) 

3.10.6 Market demand 
“The customer contact personnel producing the service in the customers will have to analyze  
the needs, values, expectations and wishes of the customers at the point and time of service  
production and consumption”(Grönroos C 2000)

Market demand can be measured in advance by using standard market research, and should be 
done in this way. However the changing needs and wishes of the customer at the point and 
time of service production and consumption cannot be measured in advance. Nor can it may 
reacted later on, when somebody else has detected the change that took place because the 
customer relationship was effected long ago, if a quick reaction did not occur. Only customer 
contact personnel can do this in a satisfactory manner. (Grönroos C 2000)
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4. Empirical study
I will in this chapter describe the empirical part of the study. The information gathered for  
the empirical study was mainly based on an interview with Christer Jönsson, manager of  
Marknadsdata  information  AB.  Furthermore  additional  information  was  gathered  from 
secondary  sources.   The  issues  brought  up  in  the  interview  are  how  they  see  of  the  
relationship marketing and how they deliver and execute the different relationship objectives.

4.1 Company profile (www.sjukvårdsinformation.com)

4.1.1 Business concept
Marknadsdata  information  AB  business  concept  is  to  be  the  market's  best  partner  for 
marketing  the  caretaker’s  deals'  activity  and  to  develop  services  and  products  that  the 
company is unique with.

4.1.2 Ambition
The company's aspiration is to be total supplier when it concerns market information within 
healthcare. This has been and the company’s guiding force since the start 1995. During the 
company twelve years in the sector they have built up a comprehensive contact net within all 
municipalities, county councils and the correctional system.

Marknadsdata  information  AB is  part  of  Scandinavian  healtinformation.  It  is  a  company 
engaged in the healthcare business, finding treatment places to patients all over the country. 
They are unique in there way of doing business. In their customer database, customers can 
easily go in and request their desire for possible treatment centers, where they can reconcile 
patients. Although Marknadsdata information AB works as a link between buyers of treatment 
and providers of treatments, their real customers are the treatment centers. 

The company was founded for 12 years ago by one of the managers on ByggFakta, Christer 
Jönsson.  The  new  owner  is  Citymark  with  central  offices  in  Ljusdal  and  is  owned  by 
international information Docu Group, with registered office in Basel in Switzerland.

The customers are owners of treatment centers, within misuses, children and youth, rehab-
psych and consultants and tutors within the care. Through different subscription sap number, 
the customer gets exact event based information they request.

Marknadsdata  information  AB  is  as  mentioned  a  relatively  small  company  with  17 
employees.  There  are  several  employees  working  specifically  with  inquires.  Inquires  are 
important for getting to know their customers and for being aware of the changing demands 
and needs of their customers. These inquires are specifically for providing the caregivers for 
better information regarding the treatment centers. There are some demands that have to be 
fulfilled that have to apply to the national board of health and welfare. 
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According to this:
Every treatment center has to fulfill good quality regarding living standard, care and treatment

To establish a business on the healthcare there needs to be reports  on how organizations 
develop and improve their service standards. 

How quality are perceived in the healthcare according to the national board of health and 
welfare are on the basis of three criteria’s

• How well the organizations implements the law regulations and to their goals.

• What effect or impact it makes to the individual live situation.

• How the quality is perceived by the individual.

4.2 Relationship marketing according to Marknadsdata information 
AB
According  to  the  interview,  Jönsson describes  his  view of  how he interprets  relationship 
marketing in his company. He starts by saying that to be constantly close to the customers and 
have regular feedback. To establish trust and commitment and be a part of their customer 
business.  To  have  insight  in  the  future  change  in  the  market  and  be  available  for  the 
customers. When  a  customer  perceives  more  then  what  he  expects,  he  will  obviously 
satisfied and positively surprised. But if a customer purchases a product or service more 
repeatedly the chance of being equally satisfied will decrease or even dissatisfied at some 
point.  More  precisely  services  are  variable.  That  is  to  say,  a  service  provider  does  not 
produce at a constant performance level. (Interview Jönsson)

The company objective is to help their  customers in all  of their marketing and marketing 
communication.  It  means  that  Marknadsdata  information  can  make  special  offers  and 
products for their customers. (www.sjukvardsinformation.com)

4.3 Who are the Customers? 
As mentioned above their customers are the buyers of treatment in this case treatment centers. 
The providers are municipalities who have the responsibility of finding a suitable place for a 
particular patient. Marknadsdata AB works as a chain between these to parties engaging in 
their  business  operations  by  finding  appropriate  centers  for  patients  with  different 
psychological disadvantages. 

28



4.4 How does Marknadsdata information AB work? 

Figure1.2 The chain of business process (Internal secondary data)

4.4.1 The chain of business process
This figure illustrates the relationship with buyers and care givers. The first step is to find 
actual  information  about  the  organization  in  this  case  the different  nursing  and treatment 
homes.  This  is  due  to  get  better  information  and  help  municipalities  to  reconcile  and 
reevaluate the treatments homes. 

This business requires a great amount of consciousness and regular updates. It means that a 
lot of research is done by the company on the field they operate. Marknadsdata information 
AB helps municipalities to find an appropriate place where they can place their patients. The 
person  whom  needs  care  and  treatment  represents  all  kind  of  people,  from  children, 
addictions, rehabilitates, of all form. These people are in need of care and rehab and it is here 
Marknadsdata information AB comes in.

As an important part of their service quality and development, interviews are made on a quite 
regular  base.  Interviews are  made  with supervisors  or  chief.  The supervisors  working on 
behalf  of  the  municipalities  have  clear  instructions  to  continuously  follow up patients  in 
treatment centers. By conducting interviews and questionnaires, they get credibility towards 
municipalities and in their work. (Interview Jönsson)
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4.4.2 Inquiry of a nursing home

Figure 1.3 inquiry process (Internal secondary data)

Marknadsdata information AB has to make inquiries of what their customer wants and what 
they need. From this research which is done by the company, Marknadsdata information AB 
can help municipalities to purchase their products, which is to find an appropriate place where 
they  can  place  their  patients.  These  patients  are  in  need  of  care  and  rehab  which  needs 
decision making.  Marknadsdata  information  AB comes in  and helps their  customers  with 
updated information, based on inquires and by this way makes decisions for their customers 
by agreement. It is important for Marknadsdata information AB to have made a good inquiry, 
based on relevant data to be able to help their customers to decisions. To make sure that the 
company works towards heir  aim,  Marknadsdata information AB follow up their  work in 
continuously evaluation work. This is a method to make sure that the company has operated 
with high quality and in an early stage can correct problems that occur. 

This is an important part of the company service quality development. To make sure to get 
variety in data they also interview their supervisors and their customers. The supervisors who 
work on behalf of the municipalities have clear instructions to continuously follow up patients 
in treatment centers. This is a way of working with relationship marketing for Marknadsdata 
information AB. (Interview Jönsson)
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4.4.3 The business relationship (Interview Jönsson)

Figure1.4 The business relationships (Internal secondary data)

Marknadsdata  AB  works  with  their  business  relationships  in  four  categories:  customers, 
buyers, inquiries and information.

Customers
Marknadsdata  information  AB  helps  their  customer  with  updated  information,  based  on 
inquires and can by this make decisions for their customers by agreement. That is why it is 
important for Marknadsdata information AB to have made good inquiries. This inquiries has 
to be based on data that is relevant for the company to be able to help their customers for 
decision making. 

Byers
He company customers  are  municipalities,  county councils  and correctional  systems  who 
purchase their products for patients that are in need of care and rehab. This requires decision 
making.

Inquiries
Marknadsdata  information  AB has  to  make  inquires.  The  inquiries  works  as  information 
about what their customer wants and what they need. By doing inquires the company can help 
municipalities to purchase their products.  

Through the years Marknadsdata has implemented more than 1500 interviews; information 
that has been provided to concerned activities and that has lain to shallow for developments - 
and work of change (www.sjukvardsinformation.com).

Customer
s

Information
Interviews

Inquirie
s

Buyers – Municipalities, 
County councils,
Correctional systems
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Information
Marknadsdata information AB needs information to find appropriate places where they can 
place their patients. It is important that the company follow up their work in continuously 
evaluation work, to make sure that the company works towards heir aim. By working with 
continuously evaluation work Marknadsdata information AB can make sure that they have 
operated with high quality and with relationship marketing.

According to Jönsson it is important for the company to be close to their customers and to get 
regular feedback. This is to be able to establish trust and commitment and be a part of their 
customer business. The close relationship to their customers gives the company insights in 
possible changes in the future relationship with their customers. It is also a method for the 
company to be able to see changes in their operating market.

4.5 Management to customer
The management  consists  of several  employees  beside the manager.  Besides the manager 
himself,  there are the team leaders and one employee who are responsible for distributing 
materials to the customers. The team leader focuses on motivating the employees doing their 
qualitative  work,  i.e.  continuous  interviews  with  central  executive  chiefs  in  respective 
department of treatment homes. This is to embrace and get feedback from the market needs. 
The team leader makes sure that the agreements are being done according to behalf of the 
demands of municipalities. There is one supervisor who is responsible for the replacement 
matter.  The  supervisor  makes  sure  and  provides  information  regarding  the  replacement 
system.  There  is  a  continuous  feedback from the  customers  to  management  as  well.  The 
customers can call the employees and ask them to work on a specific object, or get more 
information regarding treatment homes etc. this makes them enthusiastic. (Interview Jönsson)

4.6 Interface with staff and customer  (Interview Jönsson)
The front line staffs working continuous with customers in this company are the employees 
conducting  interviews  by  phone.  Each  one  of  the  staff  is  supposed  to  make  at  least  40 
interviews  with head executives.  The interviews  according  to  Jönsson are  very important 
since it embraces their  future development  of their  market in a long term. It makes them 
constantly updated of what the different supervisors of treatment home regard of their service 
and customer needs. The information is significant when they deliver it to their customers so 
they can get a picture of the treatment homes.

“We see ourselves as a company where everyone is constantly working for better feedback 
from customer. That is a big part in our business operation”. (Jönsson)

When I asked Jönsson how the employees get feedback with every head chief he answered as 
followed:

It’s obviously not possible to make all the interviews as we hope but the goal is that we will 
make as much interviews as possible. If employees contact 40 treatment homes they might 
only interviews 5 of them. That’s because the chiefs usually are very busy.

4.7 The management and staff (Interview Jönsson)
The management style is according to Jönsson very involved that is the communication from 
management to employee’s fluid. Continuous dialogues with employees are made.  That is 
important to influence and motivate employees to do a better job. Also to make clear goals of 
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“that”  and “that”  has to be done.  The employees  are  enthusiastic  to  their  work when the 
customer call them and ask them to do a specific task. At that sense they feel more committed 
and more involved. 

Evaluating their performances and rewarding them appropriately is something according to 
Jönsson very difficult. They used to apply this once but then the employees rejected to this. 
Because it is very difficult to see how well they are doing their job by simply defining how 
many interviews they have conducted or how many places they have managed for patients to 
be held. So instead they have increased the salary and according to Jönsson it is over average 
and one of the best in Ljusdal. 

Frequent  dialog  and  communication  is  what  Jönsson described  as  very  important  for  his 
company. He mentions that since the company has only 16 employees there is a relative good 
understanding between the coworkers. He refers to that  it  is important that  employees  are 
satisfied by their work and gives hundred percent efforts on brining good service. 

4.8 The management and system interface 
As Jönsson describes the system, it is a very user friendly, both for the employees using it and 
for the customers. He mentions why it is important to have computer systems which is easy to 
understand and operate (Interview Jönsson).

Marknadsdata AB has a system in their website called Ataio. Ataio is a system where you can 
find addresses and other useful information regarding different municipalities including key 
individuals in every municipality. This customer system is focused for finding the necessary 
information about the municipalities so that the treatment homes can gather useful data.

It is very important that the customer database is simple and changeable (Jönsson).

Further the systems should be easy to change and adapt after market trends and customer 
needs. If a system is complicated it will be very  difficult  to change it  and adapt it  to the 
customer needs. I asked Jönsson how he defines a system to be user friendly. He applies by 
simply saying when it is easy for customers to get in and use it.  Also for employees who 
works with it (Interview Jönsson).

The company has to work with their ways to handle their order entry, order processing, and 
their enquiries and complaints. This will influence their  customer’s perception of the firm 
(Donaldson 2002).

The  company  gets  hardly  any  complaints  according  to  Jönsson,  and  when  they  do  get 
complaint it is about minor factors. Because of the regular cooperation and work with their 
customers. When they do get an order or for example if a municipality needs a place to put a 
patient.  Then the company goes into their customer database and finds all the appropriate 
treatment  home  and  sends  detailed  information  back  to  the  municipalities.   This  is  as 
mentioned part of their business operation to constantly work on improving the quality by 
doing research and finding buyers of caregivers.

By keeping the employees enthusiastic to their work by increasing the salary over average and 
one of the best in Ljusdal,  they feel  more committed and more involved which helps the 
company  to  work  with  its  relationship  marketing.  This  according  to  the  rule,  happy co-
workers, happy customers. (Donaldson 2002)
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Companies  will  not  be  successful  on  the  market  until  they  develop  their  relationship 
marketing strategy. Companies need to keep in touch with customers, respond to the trends in 
the market and, in particular, to the changing demands of customers (Donaldson 2002). 

This  study  emphasizes  the  importance  of  relationship  marketing  both  internally  and 
externally.  Internal  service quality  is  about employee  satisfaction which ultimately effects 
externally to customer satisfaction. By creating value to employees you can create value to 
customers 
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5. Analysis
This chapter will analyze the similarities and dissimilarities with the theory and empirical 
data. Further the gaps between the company strategy and implementation will be analyzed. 

The main objective of this study is to examine how Marknadsdata AB works with relationship 
marketing.  I  also  wanted  to  answer  the  following  questions;  how  they  work  with  their 
relationship marketing? How they build relationship? If there are gaps in their strategy and 
implementation process according to Donaldson’s model?

The purpose of this thesis is to find out if there are any gaps in the way how Marknadsdata 
AB operates its business and how it resembles or differs with Donaldson’s theory.

To  be  able  to  answer  the  main  objective  and  the  purpose  of  this  thesis  I  performed 
interviews  with  the  founder  of  the  company  Jönsson.  I  found  out  that  Jönsson  had 
information I needed to be able to describe how Marknadsdata Information AB works with 
relationship marketing. Though I only had time to interview one person at the company I 
think that  I  have gathered information  which has been useful to  be able  to conduct  this 
thesis. 

I have chosen the conceptual model because it explains the possibilities between strategy 
and  implementation  of  relationship  objectives.  This  is  so  the  reader  gets  a  broader 
understanding from Gap A to Gap E.

Gap A 
It is very difficult to keep in touch with every customer at a deep level (Donaldson 2002). 
This did not apply thoroughly to Marknadsdata information AB.  When organizations grow in 
size  they  become  less  direct  with  their  customers  (Donaldson  2002).  Marknadsdata 
information AB is a relatively small company with only 16 employees, but they are operating 
in  a  big  market. Their  customers  are  practically  every  treatment  homes  in  the  country 
consisting of 8000 (Interview Jönsson). So if we go by that assumption it is quite obvious that 
you cannot have relationship with everyone at the same way and to the same degree. 
So how do they keep a relationship that is going to last on a long term? 

Market demand can be measured in advance by using standard market research, and should be 
done in this way. However the changing needs and wishes of the customer at the point and 
time of service production and consumption cannot be measured in advance. Nor can it may 
reacted later on, when somebody else has detected the change that took place because the 
customer relationship was effected long ago, if a quick reaction did not occur. Only customer 
contact personnel can do this in a satisfactory manner. (Grönroos C 2000)  

On the other hand Marknadsdata AB works with researching and evaluating their customers 
needs  which  according  to  Donaldson  reflect  their  future  business.  Relative  low  level  of 
customer contact means that management must put more effort on market research and other 
customer generating mechanism. 

Gap B
There  are  as  mentioned  16  employees  working  with  different  task.  They  all  consider 
themselves as equal and their wages are more or less equal. But however the personnel getting 
regular feedback are the ones engaged in making interviews and responsible for mediating 
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treatment  homes.  The way the staff  handle the information and how they encounter  with 
customers  is  how the  customer will  perceive the value of the service.  According to good 
knowledge, a professional approach, skills,  ability to communicate, positive attitudes good 
product  knowledge  and  the  smile  factor,  can  all  play  a  part  in  image  and  in  customer 
satisfaction level (Zeithaml 1996). 

Jönsson emphasized the importance of having continuous dialogue with employees and set up 
clear goals. In that way you get direct response. 

Gap C
For the management to make sure that their employees deliver good service it is important 
that they recruit the right people, training them in the organization culture and in the task to be 
delivered as explained earlier. A more involved management style is likely to express this 
better then a hierarchical organization. (Donaldson 2002)

It’s difficult for customer’s service representatives to make customers feel good about their 
company if they are dissatisfied as employees (Bryan P. Bergeron 2002).

The company is not hierarchical and decisions are made together and thoroughly discussed. 
The company makes regular updates with their employees regarding service and other factors 
such sending employees on training programs.

Gap D
The impact  on customers ability and willingness to use technology,  systems and physical 
resources,  as  well  as  the  impact  of  such  resources  on  the  employees  in  interactive  and 
supporting parts of the organization, and on their ability and willingness to serve customers 
have to  be taken into account  when investments  in  such resources  are  made,  so that  the 
service quality perceived by customers is not affected in a negative way. (Grönroos 2002)

The systems should be easy to interpret and easy to use both for the employees and for the 
customers according to the theory (Donaldson 2002). Marknadsdata AB has a system in their 
website called Ataio which I found useful for the company to work with. The important thing 
is that the system is easy to work with for the employees. The Ataio system has information 
about addresses and information regarding different municipalities including key individuals 
in every municipality which I find useful for the company to have to be able to run their 
business. 

GAP E
It is important that managers seek information continuously to make improvement in their 
systems to enhance the quality and service and to curtail costs and to process interface. An 
open flexible  and customer friendly organization requires management  to understand how 
their  system work  to  be  able  to  identify  which  tasks  are  to  be  performed  and to  enable 
decisions to be made at the lowest level possible in the organization. The role of manager 
changes from one of do as you’re told to one of a more advising and coaching approach. 
(Donaldson 2002)

How does this apply to Marknadsdata AB?
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I find that the manager  role changes from, do as you’re told to one a more advising and 
coaching approach. This is something that I found important for Marknadsdata AB to be able 
to work with their relationship marketing

It is difficult for Marknadsdata AB to keep a long term relationship with their customers. It is 
something that the company always has to think about when they meet their customers. 

The company works with researching and evaluating their customers needs which according 
to Donaldson will reflect their future business. Due to a low level of customer contact which 
means  that  management  must  put  more  effort  on  market  research  and  other  customer 
generating mechanism.

It is important for the company to have dialogues with their employees and set up clear goals. 
That  is  one  way  to  find  out  new  trends  in  customer  behavior  and  for  Marknadsdata 
information AB in an early stage get updated information about changes. For Marknadsdata 
information  AB  relationship  marketing  begins  when  they  recruit  new  employees.  It  is 
important that they recruit the right people who have the ability to deliver good service. The 
company works with customer database systems that are simple, changeable and easy to adapt 
after market trends and customer needs. Marknadsdata information AB is attached with the 
concept of having and developing relationship with their customers, by regularly enhancing 
their relations with customers.
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6. Conclusion
This chapter will show my conclusions based on the material in earlier chapters. I present  
those conclusions I have come until and respond thereby if the problem discussion meets my  
aim  with  the  study.  The  chapter  is  completed  with  my  contribution  and  proposals  to  
continued research.

The problem discussion of this thesis was to examine how relationship marketing is practised 
at  Marknadsdata  information  AB.  The  objectives  are  were;  wow  they  work  with  their 
relationship marketing, how do they build relationship and if there are gaps in their strategy 
and implementation process according to Donaldson’s model. 

The  purpose  of  this  thesis  was  to  find  out  if  there  were  any  gaps  in  the  way  how 
Marknadsdata AB operates its business and how it resembles or differs with Donaldson’s 
theory. This is the conclusions I found for Gap A to Gap E.

Gap A 
When organizations grow its important to have a deep understanding of their customers. I 
found it difficult for Marknadsdata AB to have a deep level of understanding with all of their 
customers due to that they operate at a big market and have approximately 8000 customers. 
This is why I found that it’s impossible for Marknadsdata AB at the current time to be able to 
have relationship marketing at the same way with everyone. An interesting question is how 
Marknadsdata AB tries to keep a long lasting customer relationship?

By working with research and evaluating their customers’ needs, which I found will reflect 
their future business. I think it’s also important that the management at the company works 
with this questions on a regular basis. If the company doesn’t work with market research and 
other customer generating mechanisms I think that the company is going to have difficulties 
with their relationship work and to be able to make business at their market area.

Gap B
According  to  good  knowledge,  a  professional  approach,  skills,  ability  to  communicate, 
positive attitudes good product knowledge and the smile factor, can all play a part in image 
and in customer satisfaction level.

Marknadsdata AB emphasized the importance of having continuous dialogue with employees 
and set up clear goals. This is a method I found positive and makes the company to get direct 
response  from their  employees  in  order  for  Marknadsdata  AB to  be  able  to  get  internal 
information. I found that the information they get by discussing with their employees makes 
the company prepared for changes in the market and for the company to be updated on what’s 
going on, both internal and external. I think that this also is helpful to be able to expand and 
keep the position at their current market. This is also a factor that helps the company to work 
with their relationship marketing, while discussions makes information and communication 
the company regularly updated.

Gap C
To be able  to  work with  their  relationship  marketing  it’s  important  that  the  management 
recruit people with the right competences and skills.
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Marknadsdata AB makes  regular decisions  based on thoroughly discussions together  with 
their employees. This is something I fond was positive for the organization culture. By using 
these methods the company makes sure they use their internal competences in the company 
and make all of the employees involved in their operation. I think that this is a factor that’s 
shows that relationship marketing starts internally in the company.

GAP D
I find it important that the system Marknadsdata AB works with is easy to work with and 
interpret. It should be easy to use both for the employees at Marknadsdata AB and for the 
customers. When Marknadsdata information AB is depending on the Ataio system where they 
have addresses and useful information, I find it important that this system is updated to be 
able for the company to get accurate  information at  the time of decision making.  This is 
something that Marknadsdata AB has to implement in their daily operative work to be able to 
work with their customers and their relationship marketing

GAP E
It  is important  in an open flexible  and customer friendly organization for management  to 
understand how their  system works.  This  is  to  be able  to  identify  which  tasks  are  to  be 
performed and to enable decisions to be made at the lowest level possible in the organization. 
I find that the manager  role changes from, do as you’re told to one a more advising and 
coaching approach. This is something that I found important for Marknadsdata AB to be able 
to work with their relationship marketing

It is difficult for Marknadsdata AB to keep a long term relationship with their customers. It is 
something that the company always has to think about when they meet their customers. 

The company works with researching and evaluating their customers needs which according 
to Donaldson will reflect their future business. Due to a low level of customer contact which 
means  that  management  must  put  more  effort  on  market  research  and  other  customer 
generating mechanism.

It is important for the company to have dialogues with their employees and set up clear goals. 
That  is  one  way  to  find  out  new  trends  in  customer  behavior  and  for  Marknadsdata 
information AB in an early stage get updated information about changes. For Marknadsdata 
information  AB  relationship  marketing  begins  when  they  recruit  new  employees.  It  is 
important that they recruit the right people who have the ability to deliver good service.

The company works with customer database systems that are simple, changeable and easy to 
adapt after market trends and customer needs. Marknadsdata information AB is attached with 
the  concept  of  having  and  developing  relationship  with  their  customers,  by  regularly 
enhancing their relations with customers.

The relationship system interface model which has been developed by Donaldson shows that 
possible gaps may exist in the way management is executed.

Marknadsdata information AB will not be successful on their market if they don’t work with 
their relationship marketing strategy. They have to keep in touch with customers, respond to 
the trends in the market and, in particular, to the changing demands of customers. 
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For Marknadsdata information AB it’s important with relationship marketing both internally 
and externally. Internal service quality for the company is about employee satisfaction which 
ultimately effects externally to customer satisfaction. By creating value to employees they can 
create value to customers. 

By using information from my interview with Jönsson and from my theoretical framework I 
think that I have answered the problem discussion and the purpose of this thesis.

In those cases my conclusions seems inconclusive I think that a more advanced thesis in the 
same subject could be conducted to se if it differs with my conclusions. I suggest that a future 
thesis in the same subject should be based on more interviews with the company to get a 
deeper  and  broader  understanding  of  how  Marknadsdata  AB  works  with  relationship 
marketing. 
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7. Suggestions for future research
In this chapter I will give suggestions for future research in the subject.

I think that it would be interesting to conduct further research in the subject. If I had more 
time I would find it interesting to make a deeper study within the area. For future research I 
suggest a quantitative method by using filling forms, and to make more interviews with the 
personnel at the company. This would give the researchers more data to analyse and it could 
lead to a different conclusion then those I have come up with.

Future research could be done in the area of how the globalization factor makes the company 
work in a different way. I am also thinking of writing my master thesis in the same subject.
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